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Every day, at Moncler and Stone Island, we work to continue inte-
grating sustainability into our business model.

We do it with passion, ingenuity, humility, and the necessary con-
creteness.

We do it with the sense of urgency that environmental and social
challenges require.

We are on a transformational journey which requires significant
changes in the way we work.

This collective, transversal path involves the way we work with-
in the company as well as the way we collaborate across the value
chain. It's the only way to achieve results on a larger scale.

It is thanks to the great contributions of our people that our ambi-
tions are transformed into a reality, year after year.

In 2023, more than 25% of yarns and fabrics used in our collections
were made from lower impact raw materials when compared with
conventional materials, and more than 40% of our nylon came from
recycled sources.

We only use energy from renewable sources in our locations and
stores, and have reduced direct emissions by 50% compared to
2021. At the same time, our commitment to steer the supply chain
along the complex but necessary path towards decarbonization re-
mains ongoing.

On a personal level, | am very pleased that we now offer the chil-
dren of employees at our production center in Romania access to
a world-class kindergarten offering innovative education in several
languages, according to the Reggio Children approach.

This is one of the projects | care about the most. Because children,
in Bacau and around the world, remind us that the time to build a
better future is now.

REMO RUFFINI
CHAIRMAN AND CHIEF EXECUTIVE OFFICER

o <O
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THE RESULTS OF OUR EFFORTS “We judge the value of our results also by how we achieved them
because long-term success comes from creating shared value.”

REMO RUFFINI

LEADER IN ESG RATINGS

first place for the fifth year in a row in the Dow Jones Sustainability World and Europe indices in the Textiles,
Apparel & Luxury Goods sector; achieved, for the first year, the top score (A) in the 2023 CDP Climate Change
questionnaire and AAA score from MSCI ESG Research

100%

of electricity used at directly managed corporate sites worldwide (offices, stores, production sites and logistics
hub) from renewable sources (~90% in 2022)

-50%

in scope 1 and 2 CO,e emissions vs 2021'

CARBON NEUTRAL?

in directly managed corporate sites worldwide (offices, stores, production sites and logistics hub)

> 25%

of yarns and fabrics used in the SS and FW 2023 collections is made with “preferred”® materials (7% in 2022)

> 40%

of the nylon used in the SS and FW 2023 collections is made with recycled material (15% in 2022)

100% OF NYLON SCRAPS RECYCLED

from own direct sites. Recycling extended to Moncler external outerwear production network, reaching 55%
of total outerwear nylon scraps

1 The scope 1 and 2 (market-based) CO,e emissions were calculated assum-
ing Stone Island consolidated from 1 January 2021.
2 It is the result of a process to monitor, reduce and offset the residual and

unavoidable CO, emissions generated by the Group in its direct operation-
al management worldwide.

3 Materials that aim to deliver reduced impacts compared to the conventional
equivalents used by the Moncler Group (for example recycled, organic,
or certified according to specific standards).

14 THE RESULTS OF OUR EFFORTS
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ELIMINATED SINGLE-USE VIRGIN
PLASTIC FROM FOSSIL ORIGIN

100% LOGISTIC PACKAGING MADE
WITH “PREFERRED” RAW MATERIALS

NEW MONCLER KINDERGARTEN

for the employees’ children of the production hub in Romania, offering innovative education according to the
Reggio Children approach

51%

women in management positions

NEW PARENTS POLICY

adopted worldwide

100%

outerwear manufacturers audited on ethical-social criteria (2021-2023)*

100%

of down suppliers compliant with the new human rights and environmental modules included in the DIST Protocol

+33% (3.6 MILLION EUROS)

the investment to support local communities vs 2022

~140,000

people most in need protected from the cold over the past seven years (2017-2023)

4 The figure also includes audits on ethical and social aspects carried
out by Stone Island prior to its integration into the Moncler Group.
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VALUES AND PURPOSE

MONCLER BRAND

Moncler is by its nature an ever-evolving brand, pushing towards
reinvention and continuous development. Over time, its values have
been taking on new meanings while always remaining true to the
brand identity.

Moncler has a very strong corporate culture and uniqueness
characterised by its ability to unleash the extraordinary that is hid-
den in each one of us.

It is a uniqueness based on the commitment to set increas-
ingly challenging goals, on the willingness to celebrate everyone’s
talent, on the awareness that every action has an impact on our so-
ciety and our environment, on the capacity to create warmth in ev-
ery relationship and on the strive for timeless brand distinction.

STONE ISLAND BRAND

Stone Island is LAB & LIFE together. It is continuous research, iden-
tity, community. Stone Island is a transversal and authentic brand,
that has its foundations in the product.

LAB is the constant, deep and relentless research into the transformation and enhancement of fibres and fabrics,
which leads to the discovery of new materials and production techniques that have never been previously used in the
clothing industry.

LIFE is the lived experience, the identity, the community of those who are proud to wear Stone Island.
Itis the strong and recognisable aesthetic that originates from the study of uniforms and working clothes, recreated
with new needs in mind, to define a project where the function of the garment is never just aesthetic.

We constantly strive for better, as individuals and as a team. Inspired by our continuous pursuit of excellence.
We are always learning and committed to set new standards. We are never fully satisfied.

We love to bring all voices in, letting everyone's talent shine. We celebrate all perspectives, leverage our multiplicity
and speak to every generation by letting all voices sing. We play a beautiful harmony.

We strive for timeless brand distinction. We are unconventional and unique. We foster our inner genius and our
creative edge. We bring bold dreams, crazy and apparently unreachable ideas to life, always with great rigor. We feed
our energy as we believe that everything truly great was often born crazy.

We were born to keep people warm. We are an emotional brand. We bring the warmth of human connections into
everything we do, from the things we make, to the relationships we build. We celebrate everyone's achievements, big
and small, with empathy and trust.

We believe in a positive, brighter and better tomorrow. We are agents of real and meaningful change. We rise to and
act on the social and environmental challenges the world and its societies are facing.

20 MONCLER GROUP
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The product-centred ethos spreads through both the Stone Island collection and all those living the brand, every day,

inside and outside of the Company.

21
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GROUP STRATEGY

The Moncler Group has, as main strategic objective, the develop-
ment of its brands in an authentic way while enhancing their strong
uniqueness, also through a constant contamination of diverse en-
trepreneurial and managerial cultures as well as business knowl-
edge and technical know-how.

The Moncler Group strategy is underpinned by four pillars.

The Moncler Group with its two brands - Moncler and Stone Island - represents the expression of a new concept

of luxury, far from the traditional stereotypes, which embraces the search for experientiality, inclusivity, sense

of belonging to a community and contamination of different worlds including those of art, culture, music and sport.
United by “beyond fashion, beyond luxury” philosophy, Moncler and Stone Island intend to consolidate in

the new luxury segment, strengthening their ability to interpret the evolving cultural codes of the new generations.

Under the leadership of Remo Ruffini, Moncler has followed a growth strategy inspired by two key principles: to become

a global brand and to be more direct to consumers.

The Moncler Group aims at sharing knowledge and experience with both its brands to fully capture their growth
potential globally, maintaining their unique positioning while strengthening their direct to consumers’ approach

Engaging directly with clients through every channel and touch point, involving them, understanding their expectations
- even when unspoken - and creating unique and distinctive experiences in its stores, are the cornerstones of the
relationship that the Group strives to develop with its community to never stop surprising it. The Group is pursuing
a strategy of integrated development of its distribution channels knowing that thinking, defining and implementing

its strategy digitally is key to sustain future growth.

Moncler has been progressively strengthening its commitment to a long-term, sustainable and responsible growth,
fully integrated into the Group's strategy and entirely embraced by Stone Island as well. The Group’s plan is
based on five strategic priorities: climate change and biodiversity, circular economy and innovation, responsible supply

chain, enhancement of diversity and support for local communities.

22
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Born on 1 April 2021, Moncler Group, with its two brands - Moncler
and Stone Island -, represents the expression of a new concept of
luxury, which embraces the search for experientiality, inclusivity, a
sense of belonging to a community and the mixing of diverse mean-
ings and worlds including those of art, culture, music and sport.
United by the “beyond fashion, beyond luxury” philosophy, these
two Italian brands strengthen their ability to interpret the evolving
cultural codes of the new generations.

Alongside maintaining their brands’ identities highly inde-
pendent and based on authenticity, on the constant search for
uniqueness and on the extraordinary bond with the consumers’
communities, the Group intends to bring together its entrepre-
neurial and managerial cultures as well as business knowledge and
technical know-how of its brands to strengthen their competitive-
ness and enhance their important growth potential, while sharing
the culture of sustainability.

MONCLER BRAND

The Moncler brand was born in 1952 in Monestier-de-Clermont, a
small village in the mountains near Grenoble, with a focus on sports
clothing for the mountain.

In 2003, Remo Ruffini purchased Moncler and started a pro-
cess of repositioning through which the brand took on an even
more distinctive and exclusive style, evolving from a line of prod-
ucts used purely for sport purposes to versatile lines that clients
of all gender, age, identity and culture can wear on any occasion
and where outerwear, while being the brand’s identifying category,
is gradually and naturally integrated with complementary products.
Under his leadership, Moncler pursues a philosophy aimed at cre-
ating products that are unique, of the highest quality, versatile and
constantly evolving while always remaining true to the brand’s DNA
guided by the motto “born in the mountains, living in the city”.

Tradition, uniqueness, quality, consistency and energy have
always been the distinctive features of the Moncler brand that over
the years has been able to evolve while remaining consistent with
its DNA, heritage and identity, in a continuous search for an open
dialogue with its many consumers in the world.

STONE ISLAND BRAND

A culture of material research, innovation and functionality are the
values that have always defined Stone Island, an apparel brand
founded in 1982 by Massimo Osti and Carlo Rivetti, with a center
of excellence in Ravarino - a small town in the province of Modena
- and intended to become a symbol of extreme research on fibres
and fabrics, applied to an innovative design.

It is truly through the study of form and the “handling” of ma-
terials that Stone Island finds its own language, which has extreme
research and maximum functionality as founding pillars. Each
Stone Island piece is born from a perfect synthesis between ex-
perimentation and usability, between the study of fabrics and ratio-
nality. The study of uniforms and work clothes becomes the Stone
Island observatory in defining a concept in which the function of the
garment goes beyond aesthetics.

An on-going and in-depth investigation on the transforma-
tion and ennobling of fibres and fabrics, and on the unique ability
to intervene on the finished garment through continuous dyeing ex-
periments have led, over the years, to the discovery of materials and
production techniques never previously used and to the develop-
ment of more than 60,000 different dye recipes.

MONCLER GROUP
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On the mountains near Grenoble, in Monestier-de-Clermont, René
Ramillon and André Vincent establish the Moncler brand, dedicat-
ed to mountain sports clothing

Moncler manufactures its first nylon down jacket

Moncler products are chosen by the Italian expedition to K2 and, in
1955, by the French expedition to Makalu

Moncler becomes the official supplier of the French Alpine skiteam
at the Winter Olympics in Grenoble

Moncler products become popular in day-to-day urban contexts,
sparking a true fashion phenomenon among younger consumers,
especially in Italy, France, and Japan

Remo Ruffini acquires Group shares, marking the beginning of a
brand repositioning process focusing on the creation of unique,
premium quality, timeless products that are versatile, innovative,
and designed to be worn on any occasion

Moncler opens its very first urban store, on the central Rue du Fau-
bourg Saint-Honoré in Paris

In the following years, other Moncler stores open on luxury shop-

ping and high fashion streets around the world, starting in Milan
(2008), New York (2010), and Hong Kong (2012)

MONCLER GROUP MONCLER GROUP 2023

2013

2014

2015
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2017

2018
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MONCLER
GENIUS

In December 2013, Moncler is listed on the Italian Stock Exchange
operated by Borsa Italiana S.p.A., with a listing price of 10.20 euros
per share

Moncler supplies the technical gear forthe K2 — 60 Years Later expe-
dition, celebrating the 60th anniversary of the Italian conquest of K2

Moncler prepares its first Sustainability Report and Sustainabili-
ty Plan

Ajoint venture is established in South Korea. Moncler achieves di-
rect control of all markets in which it operates

Moncler finalizes the acquisition of a first production site in Roma-
nia, where it intends to create an industrial and technological R&D
hub for down jackets and vertically integrate part of its production

Moncler completes the set-up process at the production site in
Romania, to create an industrial and technological R&D hub for
down jackets and vertically integrate part of its production

The Group’s turnover exceeds 1 billion euros

Moncler's offices and stores in Italy are certified as per the interna-
tional standard OHSAS 18001

Moncler’s production site in Romania is certified as per the interna-
tional standards OHSAS 18001 and ISO 14001

Moncler updates the Group Code of Ethics in line with best practices

Moncler launches the new creative project Moncler Genius —
One House Different Voices, a hub of creators operating in unison
while cultivating their singularity to reinterpret the essence of the
Moncler brand

Moncler extends OHSAS 18001 certification to all offices and
stores in Europe and the United States and ISO 14001 certifica-
tion to the Italian corporate offices and logistics hub in Castel San
Giovanni (Piacenza, Italy)

Moncler receives the RobecoSAM Industry Mover Sustainability

Award in the Textiles, Apparel & Luxury Goods sector and is includ-
edinsome ECPlindices focused on both financial and ESG aspects

MONCLER GROUP
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The term «fur» refers to any skin with hair from animals raised or
caught in the wild exclusively or primarily for their fur, for example fox,
mink, coyote, finn raccoon, ermine, etc..

For the first time, Moncler is included in the Dow Jones Sustain-
ability World and Europe indices, as the Industry Leader of the
Textiles, Apparel & Luxury Goods, and receives the S&P Global
Gold Award and Industry Mover Award

Moncler joins The Fashion Pact

Moncler implements the “Path” Project to define the corporate
purpose and values

Moncler launches a BlO-based and carbon neutral down jacket on
the market designed with plant-based and natural materials and a
range of products made with recycled materials for the Grenoble line

Moncler organizes its first Hackathon, a real 24-hour digital mara-
thon with 450 employees from all over the world coming together in
an event dedicated to accelerating and generating innovation

Moncler extends OHSAS 18001 certification globally

Moncler helps tackle the COVID-19 emergency by donating mon-
ey, producing surgical masks, and applying a strict health and safe-
ty protocol to the benefit of employees, clients, and suppliers

Moncler is confirmed for the second year in arow as Industry Leader
for Textiles, Apparel & Luxury Goods in the Dow Jones Sustain-
ability World and Europe indices

Moncler renews its commitment to sustainable growth and pres-
ents its Strategic Sustainability Plan Moncler Born to Protect

Moncler launches the Born To Protect range of jackets made en-
tirely “preferred” materials

Moncler forms the Diversity, Equity and Inclusion Council

Group revenues exceeded two billion euros

Moncler makes about 30% of Genius 2021 outerwear entirely with
“preferred” materials

Moncler commits to going fur® free from 2024 collections, and
Stone Island, that is not using fur since 2018, confirms its pledge
not to use it also in the future

Moncler launches new communication campaign We used to climb
mountains. Now we must move them to confirm the promise to
protect people and the planet

Moncler is confirmed for the third year in a row at the top of the Tex-
tiles, Apparel & Luxury Goods industry in the Dow Jones Sustain-
ability Indices (DJSI) World and Europe

Moncler for the first time participates in the CDP Climate Change
questionnaire achieving an A- score, is rated A by MSCI ESG Re-
search and qualifies for the Sustainalytics 2022 Industry Top-Rat-
ed Badge and Regional Top-Rated Badge

Moncler defines the new Strategic Sustainability Plan at Group level

Moncler completes the project of internalisation of the e-com-
merce channel (.com)

Moncler announces the realisation of a new headquarters, a project
having experience, well-being and sustainability at the core

Moncler contributes to the construction of the largest vaccine hub
in Italy and donates devices and related connections to kindergar-
tens, elementary and middle schools in Milan (Italy)

Stone Island joins Moncler from 1 April 2021

MONCLER GROUP MONCLER GROUP 2023
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Materials that aim to deliver reduced impacts compared to the con-
ventional equivalents used by the Moncler Group (for example recycled,
organic, or certified according to specific standards).

Group revenues exceed 2.6 billion euros

Moncler is confirmed for the fourth year in a row at the top of the
Textiles, Apparel & Luxury Goods sector in the Dow Jones Sustain-
ability World and Europe indices

Moncler scores A- in the CDP Climate Change questionnaire, is
rated AA by MSCI ESG Research, is awarded the Sustainalytics
2023 Industry Top-Rated Badge and Regional Top-Rated Badge
and places second in the Specialised Retail sector examined by
Moody’s ESG Solutions in the ESG Overall Score rankings with a
score of 62/100

Moncler joins Re.Crea, a consortium founded to organise the man-
agement of end-of-life stage of textile and fashion products and to
promote research and development of innovative recycling solutions

Moncler joins the UN Global Compact, a voluntary initiative of the
United Nations, and commits to share, support and respect the ten
universal principles relating to human rights, labour standards, en-
vironmental protection and fight against corruption

Moncler commits to achieve net zero emissions by 2050

Moncler integrates its Strategic Sustainability Plan at Group level
with targets on the greater use of yarns and fabrics made with “pre-
ferred"® materials

Moncler celebrates its 70th Anniversary

Stone Island celebrates its 40th Anniversary

Group revenues close to 3.0 billion euros

Moncler is confirmed for the fifth year in a row at the top of the Tex-
tiles, Apparel & Luxury Goods sector in the Dow Jones Sustain-
ability World and Europe indices

The Group achieved, for the fist year, the highest rating (A) in CDP Cli-
mate Change questionnaire, as well as AAA score from MSCI ESG
Research, is awarded the Sustainalytics 2024 Industry Top-Rat-
ed Badge and Regional Top-Rated Badge, and placed second in the
Specialised Retail Europe examined by Moody’s ESG Solutions in
the ESG Overall Score rankings with a score of 65/100

With a live event at the Olympia in London, The Art of Genius, Mon-
cleris unveiling Genius’ new vision, which has evolved into a co-cre-
ation platform for creative minds in sectors ranging from fashion to
art, design, entertainment, music and sport, thereby connecting the
Brand with new communities

Moncler is expanding its production headquarters in Romania
with a space of an additional 8,000 square metres equipped with
the most advanced technologies for the production, research, and
development of high-performance products. The company is also
opening a kindergarten for the employees’ children that offers an in-
novative education developed by the Reggio Children organization.

Robert Triefus appointed CEO of Sportswear Company S.p.A.
(licensee of the Stone Island brand) with effect from 1 June 2023

Moncler and EssilorLuxottica announce an exclusive license
agreement that includes the design, manufacture, and global distri-
bution of Moncler sunglasses and eye frames

Moncler opens in St. Moritz, its first flagship store entirely dedi-
cated to Moncler Grenoble

MONCLER GROUP



MARKET PRESENCE

MONCLER BRAND - MONO-BRAND STORE NETWORK

NUMBER

31/12/2023

MONCLER BRAND

Moncleris presentinallmajor markets boththroughthe direct-to-cus-
tomer (DTC) channel, consisting of directly operated stores (DOS7),
the online store and the e-concessions, and through the wholesale
channel, represented by multi-brand doors, shop-in-shops (SiS) in
luxury department stores, airport locations and online luxury multi-
brand retailers (e-tailers).

Moncler’s strategy is aimed at the control of the distribution
channel, not only retail but also wholesale and digital, which is op-
erated through a direct organisation.

As of 31 December 2023, the network of mono-brand Mon-
cler boutiques counted 269 directly operated stores (DOS), +18
units compared to 31 December 2022. Some of the most import-
ant stores opened and/or converted to DOS in the year include Dal-
las Highland Park and Moncler Grenoble St. Moritz, in addition to
some important relocations/expansions including Zurich Bahn-
hofstrasse, Shanghai Plaza 66, Miami Bal Harbour, Paris Galeries
Lafayette and Wien Kohlmart. The brand operates 57 wholesale
shop-in-shops (SiS).

31/12/2022 Net openings

2023

Asia

130

125 5

EMEA

95

88 7

Americas

a4

38 6

RETAIL

269

251 18

WHOLESALE

MONCLER BRAND - REVENUES BY GEOGRAPHY

MILLION EUROS

57

Revenues® %

63 -6

In 20283, Moncler brand revenues were EUR 2,573.2 million, an in-
crease of 19% cFX compared to 2022.

Change vs 2022 Change vs 2022
(at current (at constant

exchange rates) exchange rates)

Asia

1,291.4 50.2

+25% +30%

EMEA

910.5 35.4

+13% +14%

Americas

371.3 14.4

+1% -1%

Total

2,573.2 100.0

7 Including free standing stores, concessions, travel retail stores and

factory outlets.
8 Data rounded to the last digit shown.
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+17% +19%

STONE ISLAND BRAND

The StoneIsland brand s distributed globally both through the whole-
sale channel and with direct presence (retail stores). Furthermore, in
some markets the brand is managed by distribution contracts with
qualified and long-standing partners, selected on the basis of their
high knowledge of the fashion sector. The brand is currently present
in the most important department stores in the world, also with dedi-
cated spaces (shop-in-shops), in the best multi-brand boutiques and
in the main e-tailers, besides having developed a network of 81 di-
rectly managed mono-brand stores as well as the online store.

In line with the Group's strategy aimed at the integrated de-
velopment of its distribution channels, Stone Island has begun a
path that will lead the brand to a greater control of distribution on
international markets, through a progressive direct management of
the markets currently managed by distributors and through the ex-
pansion of the DTC channel. Indeed, after the internalization of the
distribution in the Korean and in the Japanese markets as well as
internalization of DTC business in UK in 2022, at the end of 2023
Stone Island started the process to take full control of the brand dis-
tribution in the Chinese market, which will be completed over the
first months of 2024.

At the same time, the Company is enhancing its control and
doors’ selection in the wholesale segment, a channel of strategic
importance for Stone Island, with the aim of further elevating the
positioning of the brand itself.

In 2023 the wholesale channel accounted for 58% of rev-
enues while the remaining 42% was generated by directly man-
aged stores and the online channel. As of 31 December 2023, the
network of mono-brand Stone Island stores was composed of 15

MONCLER GROUP MONCLER GROUP 2023

STONE ISLAND BRAND - MONO-BRAND STORE NETWORK

wholesale stores and 81 retail stores, +9 units compared to 31 De-
cember 2022. Some of the most important stores opened and/
or converted to DOS in the year include Stockholm and Chengdu
Swire, in addition to some important relocations/expansions in-
cluding Munich and Amsterdam Bijenkorf.

NUMBER 31/12/2023 31/12/2022 Net openings

2023
Asia 48 44 4
EMEA 26 21 5
Americas 7 7 -
RETAIL 81 72 9
WHOLESALE 15 19 -4

STONE ISLAND BRAND - REVENUES BY GEOGRAPHY

In 2023, Stone Island brand revenues reached EUR 411.1 million, an
increase of 4% cFX compared to 2022.

MILLION EUROS Revenues® % Change vs 2022 Change vs 2022
(at current (at constant

exchange rates) exchange rates)

EMEA 287.5 69.9 +3% +3%
Asia 89.4 21.8 +12% +16%
Americas 34.1 8.3 -19% -17%
Total 411.1 100.0 +2% +4%

FINANCIAL PERFORMANCE

2023 Group revenues close to EUR 3 billion, up 17% with both
brands accelerating in the fourth quarter. Full year EBIT at EUR
894 million with 30.0% margin. Net cash above EUR 1 billion.

RESULTS

In 2023, Moncler Group reached consolidated revenues of EUR
2,984.2 million, up 17% cFX compared with the same period in
2022.These results include Moncler brand revenues of EUR 2,573.2
million and Stone Island brand revenues of EUR 411.1 million.

ANALYSIS OF MONCLER AND STONE ISLAND BRAND REVENUES

MONCLER BRAND

In 2023, Moncler brand revenues were EUR 2,573.2 million, an increase of 19%

cFX compared to 2022.

In 2023, the DTC channel recorded revenues of EUR 2,163.9 million, up
25% cFX compared to 2022. Revenues in the fourth quarter of 2023 increased
by 20% cFX YoY, with both EMEA and Asia improving progressively compared to

the previous quarter.

The wholesale channel recorded revenues of EUR 409.2 million, a decline
of 6% cFX compared to 2022. In the fourth quarter, revenues in this channel de-
clined by 15% cFX YoY, mainly impacted by the above-mentioned conversions
of Nordstrom and part of Saks in the US and by the ongoing efforts to upgrade
the quality of the distribution network. Excluding the effects of US conversions,
revenues in the wholesale channel would have been slightly positive in 2023.

STONE ISLAND BRAND

In 2023, Stone Island brand revenues reached EUR 411.1 million, an increase of

4% cFX compared to 2022.

In 2023, the wholesale channel recorded revenues of EUR 238.2 million,
down 5% cFX compared to 2022. In the fourth quarter, revenues declined by
6% YoY, primarily due to the strict volume control adopted in the management
of this channel to continuously improve the quality of the distribution network.

The DTC channel grew by 19% cFX compared to 2022 to EUR 172.8 mil-
lion, representing 42% of total 2023 revenues. In the fourth quarter, revenues in
this channel were up 16% cFX YoY, mainly driven by the very solid performance

of Asia and EMEA.
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Group EBIT was EUR 893.8 million with a margin of 30.0%, com-
pared with EUR 774.5 million in 2022 with a margin of 29.8%.

The Group net result was equal to EUR 611.9 million, compared with
EUR 606.7 million in 2022, which was impacted by the above-men-
tioned non-recurring item.

MONCLER GROUP



GROUP FINANCIAL HIGHLIGHTS®

2,984

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

REVENUES (EUR M)

894

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

EBIT (EUR M)

607 612

76

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

NET INCOME (EUR M)

9 This note applies to all pages: data including IFRS 16 impacts from
2019. The net financial position excludes lease liabilities. Data rounded
at the first decimal.
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2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

NET CAPITAL EXPENDITURE (EUR M)

550 549

87

. -
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
FREE CASH FLOW (EUR M)*°
1,034
-171 -111 -50
-
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

NET FINANCIAL POSITION (EUR M)

10 2022 free cash flow reflects the impact of the Stone Island brand
value realignment.
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VALUE CREATION FOR STAKEHOLDERS The economic value generated and distributed represents a com- FINANCIAL INSTRUMENTS LINKED TO SUSTAINABILITY PERFORMANCE
pany’s ability to create wealth and distribute it among its stake-
holders. In 2023 the economic value generated by the Moncler
Group amounted to 3,016 million euros, with an increase of ap-
proximately 15% compared to 2022. The economic value distribut-
ed by the Group thus increased from 2,048.1 million euros in 2022
10 2,423.6 million euros in 2023, with an increase of 18%. Around
80% of the value created by the Moncler Group was distributed

to internal and external stakeholders while the remaining 20% was

Also in the realm of financial products, Moncler is testing and adopting new
mechanisms tied to sustainability performance. In November 2020 Moncler
signed an exchange risk hedging agreement with a reward in terms of improve-
ment of the hedging strike on currencies based on the recognition of high stan-
dards of sustainability by an external, independent rating body.

ECONOMIC VALUE DISTRIBUTED

retained within the Group.

10.9% 1.3%
Public administration' Lenders
0.1%
Community
12.8%
Shareholders™
17.4%
Employees 57.5%
Suppliers™

ECONOMIC VALUE GENERATED AND DISTRIBUTED

THOUSAND EUROS Moncler Group

2023 2022
Economic value generated by the Group 3,016,652 2,620,602
Revenues 2,984,217 2,602,890
Other income 23,672 18,589
Financial income 11,333 3,455
Value adjustments to financial assets - -
Impairment of receivables -360 -1,323
Exchange rate gains (losses) -2,210 -4,480
Gains (losses) from disposal of tangible and intangible assets -7 1,389
Value adjustments of tangible and intangible assets 7 82
Economic value distributed by the Group 2,423,639 2,048,108
Economic value distributed to suppliers™ 1,392,511 1,234,976
Economic value distributed to employees 422,477 336,417
Economic value distributed to lenders 32,334 26,273
Economic value distributed to shareholders™ 310,657 302,525
Economic value distributed to public administration™ 265,016 146,945
Economic value distributed to the community 644 972
Economic value retained by the Group 593,013 572,494
Depreciation and amortisation 291,700 264,917
Provisions 68 3,396
Reserves 301,244 304,181
11 Refers to suppliers of goods and services.

12 The amount for 2023 is estimated on the basis of the proposed dividend. The
amount for 2022 was adjusted on the basis of the dividend actually paid.

13 The economic value distributed to public administration also includes de-
ferred taxes.
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Robust corporate governance, integrated risk management, dialogue with
stakeholders, clear and transparent objectives must be the base of

any company’s daily action.

In fact, the way business is conducted, the contribution made to the society
at large and the fulfilment of the commitments made are fundamental

to create long-lasting value.
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GOVERNANCE MODEL
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Seven meetings of the Board of Directors were held in 2023 (with an aver-
age attendance of 96%). For information on the activities carried out

(as well as on the composition of the Board and its functions), please see
the Report on Corporate Governance and Ownership Structures avail-
able at www.monclergroup.com in the “Governance/Documents and Pro-
cedures” section.

CORPORATE GOVERNANCE

The corporate governance system adopted by Moncler S.p.A. (Mon-
cler or the Company) plays a central role in the clear, responsible
conduct of the operations of the Moncler Group (the Group), con-
tributing significantly to the creation of sustainable medium-to-long
term value both for shareholders and for all stakeholders in accor-
dance with the best principles of social responsibility applicable in
all countries in which the Company operates.

This system is built in accordance with the recommendations of

the Corporate Governance Code approved by the Corporate Gov-

ernance Committee of Borsa Italiana S.p.A. (the “Code”), to which

Moncler adheres, as well as the laws and regulations governing list-

ed companies and is based on four pillars:

- the central role of governing and control bodies;

— the transparency of management decisions;

— the careful and informed monitoring of transactions with re-
lated parties and the handling of privileged information;

- compliance with the values established in the Code of Eth-
ics and company policies, along with the effectiveness and
efficiency of the Internal Control and Risk Management Sys-
tem (ICRMS).

Moncler has adopted the traditional governance and control system,
consisting of two corporate bodies appointed by the Sharehold-
ers’ Meeting, the body that expresses the will of the Shareholders
through its resolutions:

- the Board of Directors’ (currently composed of 12 members,
including three Executive and nine non-Executive members,
seven of whom are independent) plays a central role in the
guidance and management of the Company and the Group.
In addition to the powers assigned to it by law and the Bylaws,
the Board has exclusive responsibility for the most important
decisions from an economic and strategic point of view, as
well as for those functional to the monitoring and guidance
of the business, including with regard to sustainability topics.
The Board also plays a central role in the process of approv-
ing company strategies with regard to environmental topics,
including climate change, and social topics;

— the Board of Statutory Auditors monitors, inter alia, com-
pliance with the law and the By-laws, as well as compliance
with the principles of proper management.

The Board, taking into account the recommendations set out in
the Corporate Governance Code, has set up three internal Board
Committees with propositional, advisory and oversight functions:
the Nomination and Remuneration Committee and the Control,
Risks and Sustainability Committee, as well as the Related Par-
ties Committee.

The statutory audit of the accounts is carried out by Deloitte
& Touche S.p.A., an auditing firm included in the relevant register, to
which the Ordinary Shareholders’ Meeting, held on 22 April 2021,
awarded a mandate for the nine-year period 2022-2030, following
a selection process coordinated by the Board of Statutory Auditors.

Within the ICRMS adopted by Moncler, a Supervisory Body
has been set up with three members, two of whom are external,
including the Chairman, tasked with monitoring the effectiveness
and adequacy of Moncler’s internal mechanisms and controls and
the organisational and management model adopted by the Com-
pany pursuant to Legislative Decree 231/2001. In addition to the
Supervisory Body, Important roles within the Internal Control and
Risk Management System (ICRMS) is also played by the Compli-
ance function (which operates as a second-level control function)
and the Internal Audit function (which operates as a third-level
control function), the Director in charge for the ICRMS, the Con-
trol, Risks and Sustainability Committee and the Board of Statu-
tory Auditors.

The Chairman and Chief Executive Officer, Remo Ruffini, is
assisted by an internal Strategic Committee with an advisory role
in formulating the Group’s strategies, ensuring the consistency and
spread of the Moncler’s core values. The areas of competence of the
Strategic Committee include the review of the Business Plan and of
the Sustainability Plan as well as the revision of all strategic deci-
sions, including, but not limited to those relating to the development

RESPONSIBLE BUSINESS MANAGEMENT MONCLER GROUP 2023
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SUPERVISORY BODY
EX LEGISLATIVE
DECREE 231/2001

BOARD OF STATUTORY
AUDITORS

INTERNAL AUDIT
DEPARTMENT

of the distribution network, marketing plans, investments, entry into
new markets and environmental and social initiatives.

INTERNAL CONTROL AND RISK MANAGEMENT SYSTEM

BOARD OF DIRECTORS

CHIEF CORPORATE
& SUPPLY OFFICER

CONTROL, RISK AND

COMPLIANCE FUNCTION DIRECTOR WITH MANDATE SUSTAINABILITY COMMITTEE

FOR THE INTERNAL
CONTROL AND RISK
MANAGEMENT SYSTEM

RISK OWNERS

Moncler believes that having company bodies composed of mem-
bers with diverse skills, professional experience, and cultural her-
itage can offer the opportunity to take the best decisions for a
Group operating in an international context. Moncler, aware of the
importance and value of different experiences and skills for the
proper functioning of the corporate bodies, adopted the Diversity
Policy, updated most recently in 2022, which describes the char-
acteristics considered optimal for the composition of the Board of
Directors and Board of Statutory Auditors, with the aim of integrat-
ing different professional profiles in terms of gender, ethnicity, age
groups and seniority.

See also Moncler's Report on Corporate Governance for
2023 and Diversity Policy.
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COMPOSITION OF THE BOARD SUSTAINABILITY GOVERNANCE

OF DIRECTORS BY GENDER In order to further integrate sustainability into its business, the
Moncler Group has implemented a governance that involves the in-
teraction of various bodies dedicated to supervising and managing
social and environmental topics.

58% The Sustainability Unit is responsible for proposing the

Men Group's sustainability strategy, identifying, promptly reporting to
senior management and handling together with the relevant func-
tions the risks and impacts linked to sustainability topics, includ-
ing those relating to climate change, biodiversity and human rights,
as well as for identifying areas and projects forimprovement, there-
by contributing to the creation of long-term value. It also prepares
the Consolidated Non-Financial Statement and spreads a culture
of sustainability within the Group. Lastly, the Unit promotes dia-
logue with stakeholders and, together with the Corporate Affairs
and Investor Relations function, promotes dialogue with institution-
al investors and stakeholders in general and handles information
requests from sustainability rating agencies and socially responsi-
ble investors (SRIs).

“Ambassadors” have been identified within each corporate
department; they are tasked with raising awareness of social and
environmental issues among the departments in which they op-
erate and promoting sustainability initiatives consistent with the
Group's objectives. In addition, Sustainability data owners are re-
sponsible, each for their respective area, for data and information
published in the Consolidated Non-Financial Statement and for
achieving the objectives set out in the Sustainability Plan.

As further confirmation that sustainability is a shared ap-
proach promoted by senior management, a Control, Risks and
Sustainability Committee is established at Board level. The Com-
mittee is composed of three non-Executive Directors, the majori-
ty of whom are independent. The Committee was entrusted by the
Board of Directors with supervising sustainability topics, including
the related risks and impacts, connected to the conduct of busi-

COMPOSITION OF THE BOARD ness activity and the dynamics of its interaction with stakehold-
OF DIRECTORS BY AGE ers, formulating strategic sustainability guidelines and the relevant
action plan (Sustainability Plan), including topics such as climate
change, biodiversity and human rights, and examining the Consoli-
dated Non-Financial Statement.

42%

Women

17%
30-50

66%

>60 The main sustainability topics analysed are periodically submitted
to the Board of Directors, after consultation with the Control, Risks
and Sustainability Committee, in order to:

- assess and approve the guidelines of the internal control and
risk management system so that the main risks, including
sustainability risks (such as those related to climate change,
linked to biodiversity and human rights), are correctly identi-
fied, measured, managed and monitored;

- review and approve the strategic sustainability guidelines
and related action plan (Sustainability Plan), which includes
objectives linked to climate change, the energy transition and
the protection of human rights;

- review and approve the Non-Financial Statement and the
materiality analysis;

- review and approve the Remuneration Report, which provides
for the integration of sustainability objectives into the remu-
neration system (both short- and medium-/long-term) and the
consequent alignment of top management remuneration with
the company’s sustainability strategy, which includes targets
related to the reduction of greenhouse gas emissions;

- in general, overseeing sustainability topics (including those re-
lated to climate change, biodiversity and human rights) related
to the Group's activity and its interactions with stakeholders.

17%
51-60
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INDEPENDENT ESG RATINGS AND ASSESSMENTS

In 2023 Moncler has been confirmed for the fifth year in a row in the Dow Jones
Sustainability World and Europe indices, achieving the highest score (89/100)
of the Textiles, Apparel & Luxury Goods sector in the 2023 S&P Global Corpo-
rate Sustainability Assessment* (as of 7 February 2024).

In the 2023 CDP** Climate Change questionnaire, the Group achieved
the top score (A) in CDP’s worldwide ranking for its leadership in transparency
and management of climate change related topics. In 2023, the Group has also
been confirmed as a leading company on Supplier Engagement Leaderboard,
for taking action to measure and reduce climate risk within its supply chain.

In 2023 Moncler also obtained the maximum AAA score (AAin 2022) from
MSCI ESG Research***, which provides sustainability ratings for listed interna-
tional companies and some private companies by evaluating them on their ex-
posure to industry specific ESG risks and their ability to manage those risks in

comparison to sector peers.

Moncler also ranked second in the Specialised Retail Europe sector in the
ESG Overall Score ranking of Moody’s ESG Solutions, with a score of 65/100,

achieving the “Advanced” level.

In January 2024, Sustainalytics**** confirmed Moncler’s Industry Top-Rat-
ed Badge and Regional Top-Rated Badge for its sustainability performance.

S&P Global is a leading global rating, benchmark and analytics company,
according to economic, social and environmental responsibility criteria.
CDP is a non-profit organisation that manages the main international envi-
ronmental reporting database. Its assessments are taken into great ac-
count by the financial community to guide investment decisions. To assess
the more than 21,000 companies participating in its annual Climate
Change questionnaire, CDP uses a detailed, independent methodology, as-
signing a score from A to D, on the basis of completeness of information,

awareness, risk management and best practices implemented, such as set-

ting ambitious and meaningful targets.

MSCI ESG Research provides in-depth research, assessment and analysis
on business practices related to environmental, social and governance
issues to offer institutional investors insights to identify risks and opportu-
nities that traditional methods of investment may overlook. The rating scale
ranges from AAA (leader) to CCC (laggard).

Sustainalytics is a leading ESG and Corporate Governance rating and
research firm that supports investors in developing and implementing re-
sponsible investment strategies.

Adopted in February 2023.

CODE OF ETHICS

The Code of Ethics and corporate policies are one of the pillars of
the Moncler Group’s corporate governance system and govern the
decisions and the conduct of the Moncler and Stone Island brands
and of their employees towards their stakeholders.

The Codes of Ethics currently adopted by Moncler and Stone
Island encompass the set of values that both Brands recognise,
share and promote, in the knowledge that conduct inspired by the
principles of diligence, honesty and loyalty is an important driver of
economic and social development. Employees and partners are re-
quired to act with honesty, passion and integrity and to build rela-
tionships with stakeholders based on mutual trust, so that growth
is guided by the principle of shared value.

The Codes are periodically updated in order to align them with
the international best practices and to integrate them with emerging
sustainability issues. Both Codes are inspired by the main existing
national and international regulations on corporate social respon-
sibility, corporate governance, human rights and the environment,
such as the United Nations Universal Declaration of Human Rights,
the Charter of Fundamental Rights of the European Union, the de-
cent work standards set out in the ILO (International Labour Or-
ganisation) conventions and the OECD (Organisation for Economic
Cooperation and Development) Guidelines for Multinational Enter-
prises. The Codes of Ethics evoke the key principles set out both in
the Supplier Code of Conduct and Group's policies, including the An-
ti-Corruption Policy, Environmental Policy, Human Rights Policy? the
Occupational Health and Safety Policy, the tax policy and HR man-
agement policy, as well as the financial and asset protection policies.

The Codes of Ethics apply to all employees, suppliers, con-
tractors, consultants, partners, and external collaborators of the
two Brands, and apply in a consistent manner across all coun-
tries where Moncler and Stone Island operate. The documents are
available in Italian and English, as well as in Romanian for the Mon-
cler Code of Ethics. The Codes are brought to the attention of em-
ployees in the most appropriate manner, in accordance with local
practices. The documents can be freely downloaded from the com-
pany's intranet and internet sites. An online training programme on
the contents of the Code of Ethics is regularly provided for all Mon-
cler employees, including temporary and part-time employees, in
order to ensure a proper understanding and virtuous behaviour
consistent with the requirements of the Code of Ethics, while Italian
Stone Island employees are trained on these issues through a spe-
cific module dedicated to the Code within the 231 Model course.

Together with the Anti-Corruption Model, the Codes of Ethics
are a fundamental and integral part of the Organisation, Manage-
ment and Control Models adopted by Moncler and Stone Island
pursuant to Legislative Decree 231/2001. Both Models take the
form of a set of principles and rules of conduct, operating proce-
dures and disciplinary codes, aimed at preventing the commission
of offences and ensuring ethical conduct by those who operate on
behalf of Group companies, in compliance with the principles of le-
gitimacy, fairness and transparency.
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Compliance with the Codes of Ethics and the Model is monitored by
the appropriate supervisory and control bodies of the two Brands,
through specific audits and investigations, launched on the basis of
reports of conduct not in compliance with the principles of conduct
required by Moncler and Stone Island. The results of verifications
may lead to disciplinary actions which, depending on the severity
of violation, may lead to the termination of the professional or busi-
ness relationship.

The Supervisory Body, which is the entity responsible for su-
pervising the adequacy and compliance of the Organisation, Man-
agement and Control Model and its inspiring principles in Italy, is a
collegial body consisting of three members of a mixed composition
of professionals, both internal and external to the company, two of
whom have accounting and legal expertise, and by the head of the
Group Internal Audit function. This body is placed at the top of the
Company’s organisation, reporting directly to the Board of Direc-
tors of the Company to which it belongs, in order to guarantee au-
tonomy from all forms of potential interference.

The Moncler and Stone Island Organisation, Management
and Control Models are periodically updated in light of regulatory
and organisational changes. In particular, in 2023 the models were
updated with the addition of new offences such as offences relat-
ing to payment instruments other than cash and offences against
cultural heritage, as well as the transposition of new EU Directive
related to the management of the whistleblowing channel.

In the control activities carried out by the Internal Audit func-
tion, which operates at Group level, in 2023 with regard to the Group’s
Italian companies, checks were carried out on significant corporate
processes (payments, purchases, services and consultancy, miss-
ing products, quality control, charge-backs to suppliers, sales, re-
ceipts, credit management, payroll management, etc.), as well as on
the main areas identified as “sensitive” within the Model. With regard
to the Group’s foreign subsidiaries, in 2023 the Internal Audit function
carried out checks and tests on the adequacy of the internal control
system and financial reporting procedures for companies operating
in Chinese mainland, South Korea, Japan, the United States and the
United Kingdom, including to identify and/or prevent potential fraud-
ulent conduct.

As part of management of store operations (management of
receipts and sales, management of stock, protection of company
assets and prevention of theft), the Internal Audit function draws up
a thorough annual plan of audits at stores. Stores are generally se-
lected according to criteria of significance of revenues, risk indica-
tors and geographical diversification. During the year, the function
continuously monitored the inventories, missing products detect-
ed during product handling and at the warehouses and compliance
with the sales procedure. In particular, for Stone Island stores in Ita-
ly and in the United States and in Japan, ad hoc audits were carried
out in 2023 on the correct implementation of store procedures fol-
lowing the migration of the sales management system already im-
plemented at Moncler stores.

In addition, in order to ensure compliance with the principles
and rules of conduct set out in the Code of Ethics, there are var-
ious compliance audits, including, for example, ethical and social
audits along the supply chain, periodic checks carried out to ob-
tain social and environmental certification, third-party audits on in-
formation systems and analyses by external laboratories qualified
to verify the chemical compliance of products with company stan-
dards and applicable legislation.

For both Moncler and Stone Island, a whistleblowing system
is in place at the Group level, with the aim of accurately manage and
quickly detect any illegal and disrespectful conduct - reported by
employees or external parties - with regard to internal rules, regu-
lations, procedures and values, and take appropriate steps, while
ensuring the anonymity of the whistleblower. Any stakeholder,
whether internal or external to the Group, who, in good faith, reports
an anomalous behaviour, alleged or actual violation of the Code, is
protected from retaliation, discrimination or penalisation. The plat-
form makes it possible for the whistleblower to choose anonymi-
ty: in this case, communications through the platform between the
whistleblower and the Group, via Web or dedicated telephone lines,
take place solely through a unique code identifying the report.

However, this is without prejudice to the legal obligations and
the protection of the rights of the Companies or of people accused
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The 2023 Consolidated Non-Financial Statement sets out all the
cases that led to a report of violations in all areas of the Code of Ethics,
including human rights violations.

wrongly and/or in bad faith. The Moncler Group has provided whis-
tleblowers with an ad hoc web platform and telephone lines - man-
aged by a specialised third party and available at all times at the
global level - for recording and managing reports from employees,
suppliers, clients and counterparties of all the Group companies.
The Web platform is available in Italian, English, Chinese, Japanese,
Korean, French, German, Turkish, Arabic and Romanian, while the
telephone operators speak the language of all the countries where
the Group is present through its network of stores. The platform en-
sures, inter alia, full compliance with international privacy regula-
tions processing of sensitive and personal data. In 2023, the Group
updated the whistleblowing procedure in the light of the changes
in Italian legislation that transposed the European Directive aimed
at providing greater protection of whistleblowers against retaliato-
ry behaviour. This update was immediately circulated to the entire
corporate population in a dedicated newsletter. The whistleblowing
procedure is available on the two Brands' company intranet. In ad-
dition, the human resources managers of the Moncler Regions were
made aware of the importance of whistleblowing and how to report
it through one-to-one meetings or video conferences.

Management of the Group’s whistleblowing channels was
entrusted to the head of Internal Audit, who was responsible for re-
porting what was tracked and monitored through these channels
directly to the Board of Directors at least every six months.

In particular, once a report has been received through whis-
tleblowing channels, the head of Internal Audit receives and
promptly analyses all the information and responds immediately to
the whistleblower; if the issue raised is very serious or complex, the
head of Internal Audit has the task of starting an immediate inves-
tigation, also requesting the support of other corporate functions,
including Asset Protection, Legal, Compliance, Human Resources,
ICT and Sustainability, as well as competent external consultants,
in order to conduct investigations and controls aimed at under-
standing what happened. Where appropriate in relation to the seri-
ousness of the incident, immediate measures are putin place, up to
termination of the contract with the employee or other staff mem-
ber. The whistleblower is notified of closure of the investigation in
traceable form via an IT platform.

During the year, five reports considered significant and wor-
thy of analysis and investigation were received through the whis-
tleblowing system. In four cases, on the basis of the outcome of the
investigation, it was decided not to proceed at a disciplinary level.
Rather, awareness-raising activity was carried out on the individ-
uals concerned by the corporate Human Resources (HR) depart-
ment together with HR colleagues from the Regions involved: three
of these cases relate to reports of alleged inappropriate behaviour
by team managers towards colleagues, while one case relates to a
report of inappropriate management of the sales and store man-
agement procedures by a store manager. The fifth case, instead, in-
volved internal thefts and violations of sales procedures by the staff
of a store. Following the investigations carried out, the employment
relationship with the individuals involved was terminated.

In addition, through communications addressed to the Hu-
man Resources department, 17 reports were received?® regarding
potential violations of the Code of Ethics that upon investigation
were determined to be actual violations of the Code of Ethics: eight
cases of internal theft of certain products from stores, four cases of
inappropriate behaviour towards colleagues or clients, three cases
of harassment and/or violent behaviour and two cases of discrim-
inatory behaviour. In nine cases, the employment relationship was
terminated and, in the remaining cases, other disciplinary actions
were taken.

ANTI-CORRUPTION MODEL

In 2021 a Group-wide Anti-Corruption Model was adopted, ap-
proved by the Board of Directors and based on atargetedrisk assess-
ment and a regulatory analysis of corruption offences in the countries
in which the Group operates, selected on the basis of the sales reve-
nues and Corruption Perception Index of the country. This resulted in
the identification of areas of theoretical corruption risk, of the existing
internal controls and those to be enhanced, and in the formulation of
a Group Anti-Corruption Policy setting out the guiding principles and
controls that Group employees, partners and other counterparts are
required to implement to prevent corruption incidents.
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In particular, the Policy defines: (i) regulatory monitoring responsi-
bilities; (ii)) management and reporting of cases of non-compliance;
and (iii) specific measures to control corruption risk.

The Group updates this risk assessment annually to review the cor-
ruption risk profiles identified. On this basis, the following areas
have been identified as potentially exposed to corruption risk:

— relations with the public administration;

- relations with suppliers and external consultants;

- relations with agents and intermediaries;

— relations with business partners for joint ventures and directors;
- management of donations/sponsorships/gifts and samples;
— human resources management.

For each of the above-mentioned areas, principles of conduct and
operating rules have been formulated in both the Anti-Corruption
Policy and in the Codes of Ethics, as well as in the policies govern-
ing behaviour to be held when carrying out activities relating to the
areas mentioned above. The policies and procedures of the Group’s
Anti-Corruption Model have been circulated and shared globally.
An ad hoc training is also regularly provided to all employees in Ita-
ly through the e-learning platform.

The Internal Audit function periodically carries out on-site au-
dits at Group companies in order to verify the adoption of controls
to mitigate corruption risk in the areas identified as most at risk. In
particular, annual audits are carried out on sponsorships, donations
and gifts, management of consultants and professional assign-
ments, acquisition and management of public grants and financing,
employee recruitment, supplier management, payments, expenses
and entertainment costs.

During these audits, the various departments involved are
made aware of the importance of complying with the established
control protocols. Audit results are shared with the Control, Risks
and Sustainability Committee and the Supervisory Bodies of the
Moncler brand and Stone Island brand. At least every six months,
the Board of Directors receives and assesses the results of the au-
dit activities carried out by the Group Internal Audit function. No
cases of corruption were reported during 2023, in line with 2022.

SUPPLIER CODE OF CONDUCT

The Supplier Code of Conduct, adopted at Group level, outlines the
Company’s expectations in relation to the main areas of the respon-
sible sourcing process and is composed of six sections that estab-
lish binding rules for: Labour and Human Rights, Health and Safety,
Environment, Animal Welfare, Quality and Safety of Products and
Services, Business Ethics and Protection of Intellectual Property.
Moncler requires its suppliers and sub-contractors to strictly com-
ply with the principles set forth in the Code of Conduct and also
commits to train and raise awareness of these provisions, both with-
in its internal departments and among suppliers, through meetings
at corporate sites or at suppliers’ premises. The Group also regular-
ly conducts third-party audits throughout the supply chain to verify
compliance with the principles contained in the Code of Conduct.
See also pages 131-139.

Moncler has also been publishing an annual Modern Slav-
ery Statement in order to transparently communicate its approach
to the management of human rights. In particular, the document
describes the measures taken to ensure, as required by the law of
the United Kingdom “Modern Slavery Act 2015 - Section 54" and
the law of California, the absence of all forms of “modern slavery,
forced labour and human trafficking” within its direct scope and
along its supply chain.

ENTERPRISE RISK MANAGEMENT MODEL
The Group has an integrated Enterprise Risk Management (ERM)
model inspired by international best practices, involving the en-
tire corporate organisation and governance bodies, each within its
sphere of competence. According to the field's guidelines and best
practices, the main objective of ERM activities is to ensure optimal
identification, measurement, management and monitoring of com-
pany risks.

The ERM model considers the main types of risk that may
compromise the achievement of strategic objectives, harm the
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company’s assets and compromise the value of the Moncler and
Stone Island brands or the companies’ reputation. The Model is in-
tegrated and functional in the relevant decision-making processes
as well as in the development of products and services.

The risks identified may be internal or external to the Group. In par-
ticular, external risks of this latter kind are linked to the industry and
market context, as well as to the perception of all stakeholders of
the Group’s way of operating. The Enterprise Risk Management
model classifies risks into four categories:

— Strategic Risk;

— Business Risk;

- Compliance Risk;

— Financial Risks.

Strategic risks may refer to changes in the business or the inad-
equate response to changes in the competitive scenario and the
Company’s business development activities. Sustainability risks
may also be included in this category.

Business risks are those related to the sector in which the
Group operates, the business operations, the organisational structure,
information systems and Group's control and reporting processes.

Compliance risks, in general, are those related to non-com-
pliance, in the conduct of the business, with applicable national and
international laws and regulations, to business activity, as well as to
the Code of Ethics and internal procedures.

Financial risks are those related to the Group’s financial
management, specifically related to the risk of: liquidity, currencies,
rates interest and financial counterparties for financial and com-
mercial transactions.

In the case of internal risks, the aim of the ERM model is to
manage risk through specific prevention and control systems in-
corporated into the corporate processes, aimed at avoiding or
transferring the risk, reducing the probability of occurrence or, in
the event of occurrence, containing its impact. In the case of exter-
nal risks, the aim of the ERM model is to monitor risks and mitigate
the impact if such risks occur, for example through insurance pol-
icies on which the Group relies for risks that have a significant im-
pact on operating processes.

The main risks are identified following an analysis of the con-
text in which the Group operates and the results of the materiality
analysis. Risk assessment considers four dimensions: the impact that
a risk could have on the organisation if it materialises; the likelihood
that the risk occurs; the speed at which a risk could spread across
the organisation if it occurs; and the interconnection of a risk with oth-
er risks. The analyses are conducted using quantitative and qualita-
tive methods according to the type of event. The assessment makes
it possible to estimate the likelihood of occurrence and impact. Risks
are then classified on a four-level scale and thus prioritised on the ba-
sis of the risk appetite. In particular, the procedures governing the risk
management system include a description of the Group’s risk appe-
tite for each macro-category. Lastly, the Risk Register contains a de-
scription of the mitigation actions formulated by the Group to limit the
possible impacts of each risk identified and assessed.

The quantitative analysis performed on the most significant
risks (of both a financial and non-financial nature) considers multi-
ple scenarios in terms of potential lost revenue and reduced mar-
gins and assesses the potential effects for each of the scenarios
considered using stress tests and sensitivity analyses. The scenar-
ios are then placed on likelihood curves and combined using sta-
tistical and mathematical models. These analyses provide an initial
quantification of the Group’s exposure to certain risk scenarios, in-
cluding pandemic events, catastrophic natural events, credit risk
and production stop.

During the risk assessment activity, conducted at least ev-
ery six months, all risks and risk owners responsible for managing
the risk and the related control system, as well as the implementa-
tion orimprovement of mitigation actions, are identified, in line with
the Group's risk appetite, approved by the Board of Directors. The
risks, the assessment of the internal control system covering them
and the related mitigation actions are included in the Risk Register,
which is periodically updated in collaboration with the operational
risk owners on the basis of an annual plan approved by the Board
of Directors with the support of the Control, Risks and Sustainabili-
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ty Committee. The proposed plan is periodically updated to include
any new elements of risk and/or to reflect a possible increase in the
likelihood or impact of occurrence.

The Moncler Group’s ERM model involves the following bodies:

- the Board of Directors, which sets the guidelines and assess-
es the adequacy of the internal control and risk management
system;

— the Control, Risks and Sustainability Committee, which sup-
ports the assessments and decisions of the Board of Direc-
tors relating to the risk management system with adequate
investigations and proposals;

- the Director in charge for the Internal Control and Risk Man-
agement System, responsible for establishing and maintain-
ing an effective internal control and risk management system
and implementing the guidelines set by the Board of Direc-
tors together with the Control, Risks and Sustainability Com-
mittee;

— the head of the Group Internal Audit, responsible for verifying
that the internal control and risk management systemis func-
tional and adequate;

- the Risk Manager, responsible for coordinating the enterprise
risk management activities;

— the Board of Statutory Auditors, which monitors the effec-
tiveness of the internal control and risk management system.

The ERM model is also included in the individual employee perfor-
mance review process, with indicators that correlate to the effec-
tiveness of the risk management measures specific to each area of
competency.

The methodology underlying the ERM model continued to be
updated in 2023. In particular, the focus was on revising the risk
appetite rating scale and refining the quantitative multi-scenario
methodology for measuring the main risks reported.

In addition, during the year, it continued the integration of the
ERM model with climate change risks according to the areas de-
fined by the recommendations of the Task Force on Climate-relat-
ed Financial Disclosures (TCFD) of the Financial Stability Board.

The results of ERM activities and risk management process-
es in general are presented to the Control, Risks and Sustainabili-
ty Committee and the Board of Directors at least every six months,
as an integral part of the report by the head of Internal Audit on the
functioning and adequacy of the internal control and risk manage-
ment system.

SOCIAL RISKS
Concerning people, among the main risks relating to human re-
sources management the Group has identified the potential risks of
reliance on key people and the difficulty in retaining and developing
talent. To address these risks, a performance evaluation system has
been implemented, covering the entire corporate population and
taking into account both soft skills and technical skills. This sys-
tem enhances and develops individual skills in the medium-to-long
term, defines succession plans and nurtures the best talents. In ad-
dition, the Group has developed a medium-to-long-term incentive
plan specifically aimed at managers and key roles in order to pro-
mote their retention. See also pages 97-100; 100-102; 103-104.
The risk of human rights violation against employees of
Group companies is considered at the theoretical risk level, due to
the protections provided by the various laws and/or collective la-
bour agreements, the working standards and DE&I principles set
out in the Moncler and Stone Island Codes of Ethics, the Human
Rights Policy issued in 2023 as an integral part of the Code of Eth-
ics and, above all, the oversight activities carried out at corporate
sites. Since 2022, to continue to ensure equal opportunities in the
personnel selection and recruitment and to promote diversity and
an environment that is increasingly inclusive right from the candi-
date experience phase, the Group updated the Personnel search
and selection Policy. See also pages 95; 105-107. The Group has
always encouraged reporting witnessed or suffered misconduct
to the manager or the Human Resources team. The Group has al-
so implemented a system of rules and a whistleblowing process for
reporting irregularities, also in anonymous form, offences and vio-
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lations of the Code of Ethics and internal regulations, including al-
leged human rights violations.

The Group's business model entails for its products to be
manufactured at the production site owned by Moncler in Romania,
the “smart factory” in Trebaseleghe (Padua) as well as through fagon
manufacturers and finished-products suppliers operating in Italy and
abroad. Moncler and Stone Island also purchase raw materials and
services from a large number of suppliers worldwide. The diversity
of partners and the geographical location of the Group’s operations
have led to significant investments in preventing and monitoring,
also through a traceability process, the existence of any risks re-
lated to human rights violations along the supply chain, with a par-
ticular focus on fagon manufacturers, specialised workshops, and
maijor logistics operators. With the help of certified specialist firms,
Moncler and Stone Island regularly verify that their supply chain com-
plies with applicable laws and the principles set forth in the Code of
Ethics and Suppliers Code of Conduct. Both Codes, in particular, lay
down the standards of conduct with which suppliers must comply
with, failing which the collaboration relationship may be terminated.
The Group is also committed to raising awareness, through training
activities, among its internal teams and partners, on the importance
of responsible sourcing principles. Following the verifications con-
cludedin 2023, some limited situations of non-compliance with spe-
cific regulatory elements were identified, including certain aspects
of remuneration, such as overtime pay for overtime hours worked,
and of health and safety, such as on certification on fire prevention,
inadequate management of training at plants, safety exits and extin-
guishers that do not meet regulatory requirements. The resolution
of these aspects is the subject of follow-up activities on the basis of
predefined timescales according to the severity of the irregularities
detected. See also pages 131-136; 139.

ENVIRONMENTAL RISKS
Environmental topics and the related risks are also subject to as-
sessment and formulation of mitigation plans.

With reference to the environmental risks linked to climate
change, in 2021 the Group began voluntarily reporting compa-
ny risks related to climate change in both its Non-Financial State-
ment and the CDP Climate Change questionnaire, as required by
the European Securities and Market Authority (ESMA) and the
recommendations of the Task Force on Climate-related Financial
Disclosures (TCFD) of the Financial Stability Board: Governance,
Strategy, Risk Management, Metrics and Targets.

The potential and actual risks analysed concern the intensi-
fication of extreme climatic phenomena, the increase in the cost of
certain types of raw materials, the introduction of regulations aimed
at containing climate change and possible changes in client pur-
chasing dynamics.

In addition to the risks associated with climate change, the
Group also identifies among potential environmental risks the fail-
ure to comply or incomplete compliance with relevant laws and
regulations which could result in possible criminal penalties and/
or financial outlays; environmental pollution phenomena related, for
example, to uncontrolled emissions, inadequate disposal of waste
and wastewater or spills of dangerous substances into the ground.

The Group also analyses some potential risks relating to the
loss of biodiversity, and the consequent impact on the supply of
certain raw materials, due to deforestation, soil degradation and
water contamination processes.

The Group is committed to preventing and mitigating any en-
vironmental risks through various initiatives and projects.

The Group has joined the Science-Based Targets initiative
(SBTi), setting targets for reducing greenhouse gas emissions in
line with the United Nations’ commitment to limiting the maximum
increase in global temperatures from pre-industrial levels.

The Group formulated rules, processes and control activities
to prevent and manage any environmental risks from its processing
and raw materials suppliers, through the adoption of the Code of
Ethics, the Supplier Code of Conduct and the Environmental Policy,
updated in July 2022, containing binding rules observance of which
is verified through environmental compliance audits carried out by
specialised third-party entities.

The Group also manages risks arising from the temporary dis-
ruption of operations arising from external events or natural events
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The term “fur” refers to any skin with hair from animals raised or
caught in the wild exclusively or primarily for their fur, for example fox,
mink, coyote, finn raccoon, ermine, etc..

through various initiatives, including business continuity plans, as
well as insurance policies covering the loss of the integrity of com-
pany assets and damage arising from the disruption of business.

Finally, the Group considers the potential risk of violation
of the principles of animal welfare. Both Brands thus require their
suppliers to comply with the animal welfare requirements set forth
in the Supplier Code of Conduct. In particular, Moncler requires and
verifies that its down supply chains comply with stringent require-
ments set out in its proprietary Down Integrity System & Trace-
ability (DIST) Protocol, continuously carrying out audits, with the
support of a specialised third party, to ensure adequate treatment
of animals. Stone Island only purchases down certified according
to the RDS (Responsible Down Standard). See also pages 132-1383;
136-139; 145;161-163.

With effect from the Spring/Summer 2024 collection, Mon-
cler has stopped using fur® in all its collections. The Company
stopped buying fur from animals raised or caught in the wild exclu-
sively or primarily for their fur in 2022 and the last collection with
fur garments was Fall/Winter 2023. This decision is consistent with
Moncler’s ongoing commitment to responsible business practices
and builds on the Brand's constructive and long-term engagement
with the Italian animal rights organisation LAV as a representative
of the Fur Free Alliance. Stone Island has not used fur since 2018
and has also joined the Fur Free Retailer Policy. See also page 138.

COMPLIANCE AND OTHER RISKS

In terms of non-compliance risks, a Group-wide Compliance Pro-
cedure has also been adopted in order to: circulate the definition
of compliance, determine the scope of its applicability, set general
compliance principles, identify employee roles and responsibilities
and provide guidelines based on the pillars of the Group Compli-
ance Programme, regularly updated.

The activities carried out by the Group Compliance functionaim
to strengthen the system for monitoring and managing non-compli-
ancerisks, starting fromthe areas considered most sensitive, such as
health and safety, privacy, anti-corruption and product compliance.

The Group regards the protection and promotion of em-
ployees health, safety and wellbeing as a key value and a priority
principle of its way of doing business. For this reason, an effective
management system has been implemented at the global level in
compliance with the international ISO 45001 standard in all offices,
direct stores and logistics and production sites. In addition, in or-
der to ensure the protection and promotion of health and safety at
corporate sites, uniform management rules are applied, as detailed
in the Health and Safety Management Policy adopted at Group lev-
el, and periodic audits are carried out at all sites where Moncler and
Stone Island employees work. The management system, support-
ed by important training and awareness-raising activities for both
Group personnel and suppliers, plays a fundamental role in reduc-
ing the risk of workplace accidents. See also pages 108-110.

Both Moncler and Stone Island oversee issues relating to pri-
vacy, to manage the risks of a data breach, and those relating to
cybersecurity, to mitigate the risks of business disruption due to
cyber attacks. In their Codes, both Brands indicate their commit-
ment to implementing appropriate measures of an organisational
and technological nature to respond appropriately to the privacy
protection needs of their employees, collaborators, clients and sup-
pliers, in compliance with all applicable laws and regulations and
in accordance with the best and most recent applicable practices.
Accordingly, all the necessary steps were also adopted to prompt-
ly ensure compliance with all the measures required by Regulation
(EU) 2016/679, the General Data Protection Regulation (GDPR).
See also pages 240-241.

Regarding corruption prevention measures Moncler adopts
an Anti-Corruption Model, which provides, inter alia, for a regulatory
review of corruption offences in the countries in which the Compa-
ny operates, identifying the areas and corporate processes at great-
est risk of corruption. An Anti-Corruption Policy is therefore in force
and has been adopted by each company of the Moncler Group. It
defines the responsibilities for monitoring changes in legislation,
risk monitoring controls, training, audit activities, management and
reporting of cases of non-compliance. See also pages 50; 53-54.

The main compliance risks identified by the Group include,
as a priority, those for clients, related to product safety and coun-
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terfeiting. To protect the health and safety of its clients, the Group
requires its suppliers to operate in accordance with the most re-
strictive international laws applicable to hazardous or potentially
hazardous chemicals and constantly verifies the chemical com-
position and the physical and mechanical characteristics of its
products. Suppliers are contractually bound to comply with the
guidelines contained in the Group’s Product Restricted Substances
List (PRSL) and Manufacturing Restricted Substances List (MRSL)
published on the corporate website. In particular, the PRSL applies
to materials, treatments and products, and includes not only the
requirements of the most restrictive regulations of the producing
and selling countries, but also other more stringent voluntary re-
quirements in line with a precautionary approach. The proper im-
plementation of these guidelines is verified through tests on the
chemical composition of the raw materials carried out at special-
ised third-party laboratories by the supplier and/or Moncler and
Stone Island. Both brands have established a completely dedicat-
ed internal function (Operations Compliance Department) to fully
monitor this risk. See also pages 169-171.

With the aim of protecting the clients and the Brands the
Group has been committed to fight counterfeiting. Both Brands
have therefore put in place a series of management and preven-
tion tools managed by the Group’s Brand Protection and Intellectual
Property department: from the formulation of detailed procedures
to collaboration with law enforcement, customs and other luxury
brands, training and audits of suppliers and use of anti-counterfeit-
ing labels applied on all products. See also pages 143-145.

For an overview of the various types of risks to which Moncler
is exposed, in addition to the above, see the Board of Directors’ Re-
port in the 2023 Annual Financial Report.

It is now clear that climate change is a complex and urgent challenge that will
have a major impact on the future of the planet and society. Rising average tem-
peratures are at the base of extreme natural events such as floods, tornadoes,
forest fires, rising sea levels, droughts, decreased productivity and altered agri-
cultural ecosystems, etc. These events are resulting in significant changes as well
as economic, environmental and social costs. This scenario can also have sub-
stantial impacts and repercussions on various industries and companies.

Since 2021 the Moncler Group has been voluntarily analysing business
risks linked to climate change according to the recommendations of the Task
Force on Climate-related Financial Disclosures (TCFD) of the Financial Stability
Board: Governance, Strategy, Risk Management, Metrics and Targets. In addi-
tion, by responding to CDP's Climate Change questionnaire, the Group public-
ly shares the results of the analyses of the various climate scenarios taken into
account to assess the main risks arising from climate change, with potential im-
pacts, for example, on the main operating offices in Italy and Romania, as well as
on specific geographical areas in the Group’s supply chain. These analyses and
assessments are carried out periodically and, where necessary, are integrated
into the organisation’s list of risks and opportunities®.

The activities in this area are coordinated by the head of the Risk Manage-
ment function responsible for managing risks and the Enterprise Risk Manage-
ment (ERM) process, on behalf of the Director in charge of the Internal Control
and Risk Management System (ICRMS), in collaboration with the Sustainabili-
ty Unit. The results of the assessments are shared periodically with the Control,
Risks and Sustainability Committee.

In line with the TCFD’s recommendations, in addition to “physical” risks, i.e.
those related to the physical impact of climate events, “transition” risks related
to the process of transition to a low-carbon economy, changes in public policies,
regulations, technology and client choices, were also considered.

Regarding physical risks, an assessment was performed on the basis
of the climate scenarios identified by the Intergovernmental Panel on Climate
Change (IPCC) (RCP 2.6, 4.5 and RCP 8.5)°. In particular, the RCP 4.5 and RCP
8.5 scenarios present anintermediate emissions scenario, aligned with the Paris
Agreement, and a business-as-usual scenario with increasing greenhouse gas
emissions and limited climate policies, respectively. The analysis is performed
over two different time horizons: medium term (2030) and long term (2050), to
assess how climate events can evolve and affect the business.

Also with regard to transition risks an analysis was carried out on the basis of

the two scenarios identified by the International Energy Agency (IEA), which
sets out two main paths of the energy system evolution: a scenario that reflects
existing and planned government policies, without achieving the objective of
containing the temperature increase within 2°C, and a decarbonised scenar-
io (Sustainable Development Scenario - SDS), which pursues the main ener-
gy objectives of sustainable development, including full access to energy and
the containment of the temperature increase well-below 2°C and which calls
for developed economies to achieve net-zero emissions by 2050. According-
ly, in line with what has been done for physical risks, the analysis of transition
risks is also performed over two different time horizons: medium term (2030)
and long term (2050), in order to assess how climate events can evolve and af-
fect the business.

In 2022 the Group begun quantifying the risks and opportunities identi-
fied in terms of financial implications. The first financial impact assessment was
carried out through a tool of an internationally recognised provider, whose meth-
odology and results are aligned with the recommendations of the Task Force on
Climate-Related Financial Disclosures (TCFD).

The results of the climate scenario analysis were integrated into the
quantitative assessment of the ERM, which estimates the likelihood of occur-
rence and impact and classifies risks by level of importance based on financial
impact. The most significant risks are monitored by the Control, Risks and Sus-
tainability Committee.

During 2023, the analysis, conducted with the support of an external part-
ner, was extended to the potential impacts that acute physical climate change
events, such as droughts and floods, may have on the supply of raw materials
through supply chain disruptions and price volatility. In particular, the analysis
was carried out according to the RCP 4.5 and RCP 8.5 scenarios for cotton, one
of the Group's key raw materials. Literature studies analysed in the course of the
project have shown that, in general, the cotton plant is inherently resistant to heat
and drought and that it can grow without requiring additional water supply be-
yond normal rainfall. However, the correlations between global historical data
and the occurrence of extreme weather events show that events such as intense,
prolonged droughts and persistent floods can affect the availability of cotton in
some areas and thus lead to an increase in the price of the raw material. Following
the analysis carried out on the Group’s data, the financial impact in terms of esti-
mated additional annual operating costs was not significant for the organisation.

The Group is committed to continuing to align itself with the TCFD recom-
mendations with the goal of continuing to integrate the metrics and targets used
to measure the climate-related financial impact on the basis of the risks and op-
portunities analysed.

5 More details on climate scenario analysis methodology and the related
financial impact assessment results may be consulted on and download-
ed from the website.

6 Representative Concentration Pathway.
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RISK

DESCRIPTION AND IMPACT

MITIGATION ACTIONS

Intensification of extreme and chronic climatic phenomena The progressive intensification of extreme and chronic

climatic phenomena (heavy rainfall, tornadoes, heat

or cold waves, storms, fires, drought phenomena, etc.)
could potentially impact the physical operational sites
of the Group and its supply chain, resulting in possi-
ble disruption or reduction of production levels (business
continuity) or a potential increase in production costs.

The Group has adopted insurance coverage aimed

at limiting the economic impact of any damage caused
by extreme climatic events.

For new corporate sites, the Group carried out a
detailed assessment of physical climate related risks
(e.g. the area’s exposure to hydrogeological and
geomorphological risks). Based on the results of the
risk assessment, the Group adjusted the project
design to minimise its exposure to the identified risks.
The Group has defined specific action plans to

deal quickly and effectively with any emergency situa-
tions relating to its logistics services or its supply
chain in order to guarantee business continuity.

The Group has adopted a procurement strategy aimed
at diversifying its supply chain as much as possi-

ble both in geographical terms and in terms of inde-
pendence from individual suppliers.

Increase in the cost/decrease in the availability of raw
materials

Climate change such as rising temperatures and droughts

could impact the production capacity of some natural

raw materials. This could affect both availability and pur-

chase price.

RESPONSIBLE BUSINESS MANAGEMENT

The Group has adopted a strategy to diversify its sup-

ply chain so that it can effectively manage any fluc-

tuations in the price/availability of raw materials in cer-

tain geographic areas, while establishing long-term

relationships and agreements that result in beneficial

business relationships.

The Group has set strategic objectives on the use of

lower-impact materials compared to the conventional

options used by the Group, considering that those

deriving from organic or regenerative agriculture are

more resilient to climate change and their cultivation

has a lower environmental impact:

— 50% cotton from organic/regenerative agriculture
or recycled by 2025;

— 70% wool certified under specific standards such
as Responsible Wool Standard by 2025;

The Group is always looking for new and innovative

solutions on materials.

The Group carries out specific analyses to quantify

the potential financial impact of an increase in the price

of natural raw materials due to chronic and acute

climatic events (drought, higher average temperatures).

In 2023, for example, an analysis was carried out

on cotton.
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RISK

DESCRIPTION AND IMPACT

MITIGATION ACTIONS

Introduction of legislation to curb climate change

The adoption of energy and climate policies to limit
emissions could potentially have an impact on
business in terms of taxation on generated emissions.

As recommended by the guidelines of the Science

Based Targets initiative, the Group committed

to reduce by 2030:

— absolute scope 1 and scope 2 CO,e emissions
by 70% from a 2021 base year;

— scope 3 CO,e emissions per unit of product sold
by 52% from a 2021 base year.

Lastly, the Group is committed to achieving net zero
emissions by 2050.

In line with the Science Based Targets commitment,
the Group has formulated a strategy and has already
invested in operating activities:

— 100% renewable energy (e.g. through the purchase
of energy from renewable sources, renewable
energy certificates (RECs) and guarantees of origin
(GOs)) at corporate sites worldwide in 2023;

— 90% of low environmental impact vehicles in
the Group'’s company car fleet worldwide by 2024
(approximately 85% in 2023);

— energy efficiency initiatives:

— over the years, traditional lighting systems have
been replaced with LED lights and thermal
insulation systems have been adopted to ensure
greater energy efficiency;

— application of Building Management Systems
(BMS) at Moncler stores for more efficient man-
agement of energy consumption;

— progressive replacement of air conditioning and
gas heating systems with more efficient systems;

— where necessary, replacement of obsolete of-
fice windows to ensure thermal insulation.

The Group is working with its supply chain to promote

certification of energy/ environmental management

system, the use of energy from renewable sources and
the production of materials with lower-impact com-
pared to the conventional options to reach over 50% of

“preferred”” yarns and fabrics in 2025 collections.

Change in client purchasing dynamics

The increasing sensitivity of end and wholesale clients
towards companies with strong social and environmental
commitments, as well as products with lower environ-
mental impact, could directly reflect on purchasing pref-
erences.

The impact of rising average temperatures in relation

to direct sales of Moncler’s core products (down jackets)

is not currently quantifiable. In fact, despite the increase
in average seasonal temperatures and the potentially
shorter winter seasons forecasted by 2050, there is also
evidence of the increase in extreme weather events, as

demonstrated by studies by the MIT (Miassachusetts Insti-

tute of Technology), NSF (National Science Foundation)

and GIST (Gwangju Institute of Science and Technology).

When combined, these factors appear to be difficult
to evaluate in terms of potential impact.

Materials that aim to deliver reduced impacts compared to the con-
ventional equivalents used by the Moncler Group (for example recycled,

organic, or certified according to specific standards).

The Group pays particular attention to create value for
its clients and establish relationship of trust; to this
end, a Strategic Sustainability Plan has been defined
and achievement of its objectives is periodically and
transparently reported in the Group's public documen-
tation, which describes the Group’s commitment to
sustainable development and underlines how environ-
mental and social responsibility are increasingly an
integral part of the business model, focusing on five
strategic priorities: climate change and biodiver-

sity, the circular economy, responsible sourcing, valuing
diversity and supporting local communities.

Over the years, Moncler’s product range has been ex-
panded to include, in addition to other categories,
such as t-shirts, sweatshirts, knitwear, shoes and
other accessories, also light jackets (100 grams) that
can be used at warmer temperatures.
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OPPORTUNITY

DESCRIPTION AND IMPACT

ADAPTATION AND MITIGATION ACTIONS
TO REALISE THE OPPORTUNITY

Increase in resource efficiency

The efficient use of resources, such as electricity, at the
Group's sites and operations may lead to a reduction

in the energy used and the emissions generated, with a
consequent reduction in operating costs.

— The Group has implemented, and continues to imple-
ment, various efficiency measures:

— environmental certification: the Moncler and Stone
Island corporate offices are ISO 14001 certified,
with the exception of the Stone Island office opened
in Milan in 2023, for which the certification pro-
cess was started; the logistics hub
in Castel San Giovanni (Piacenza) has obtained
BREEAM certification. In addition, all new corporate
sites will be LEED certified. Compliance with
certification and standard criteria results in
increased efficiency of the buildings and of contin-
uous improvement;

— energy efficiency initiatives: over the years, tradi-
tional lighting systems have been replaced with
LED lights and thermal insulation systems have
been adopted to ensure greater energy efficiency.
The latest-generation LEDs ensure an estimated
energy savings of up to 80% compared to conven-
tional lighting systems, while also generating
less residual heat. To date 99%® of Moncler stores
worldwide (100% in the United States, Korea,
Japan and Europe) have LED lighting systems.

In addition, Moncler extended the use of Building
Management Systems (BMS) to stores for more
efficient management of energy consumption.

Change in client purchasing dynamics

Increasing awareness of clients with respect to climate
change topics has been registered, especially among
younger generations. Clients are paying increasing atten-
tion to the environmental impact of the fashion indus-
try and showing growing interest in lower-impact prod-
ucts and more responsible companies.

Excluding the shop-in-shops where lighting systems are provided by the
host department stores (18 at global level), and on which, therefore,
Moncler cannot take action. However, by the end of 2023, such shop-in-

shops were equipped with LED lighting systems.

— The Group has already been working since 2021 to
progressively integrate lower-impact materials, com-
pared to the conventional options, in its collections
to reach over 50% of “preferred” yarns and fabrics in
2025 collections.
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In the analysis, governance, legal compliance, economic performance,
and brand reputation aspects were considered as prerequisites and
were therefore not individually included in the process, but are still re-
ported in this Statement.

Report by the World Economic Forum, the Sustainability Manifesto

for Italian Fashion, The State of Fashion 2022, reports and studies of the
Ellen MacArthur Foundation and Vogue Business.

Global Compact, AA1000, GRI and SASB standards, OECD Guidelines
for Multinational Enterprises, Recommendations of the Task Force on

Climate-related Financial Disclosures, The Fashion Pact and DIST forum.

The increasing integration between economic decisions and the
assessment of their social and environmental impacts are the ba-
sis for the Group’s ability to create long-term value for all stake-
holders.

MATERIALITY ANALYSIS

For the Moncler Group, the materiality analysis has always been
an important tool for identifying the most significant environmen-
tal and social priorities for its stakeholders in line with its business
strategy and business impacts, identifying and managing risks
and opportunities and defining the contents of the Consolidated
Non-Financial Statement according to the Global Reporting Initia-
tive (GRI) international reporting standard.

In keeping with the requirements of 2021 GRI Universal Stan-
dards, also in 2023 the Group continued to adopt a methodologi-
cal approach in conducting the materiality analysis, which includes
the concept of due diligence and strengthens that of impact, to of-
fer a complete picture of business risks and creation of long-term
value. In particular, the new GRI 3 - Material Topics 2021 emphasis-
es the need for organisations to identify the impacts that the organ-
isation has or could have on the economy, environment and people,
including on human rights, which in turn may indicate their (nega-
tive or positive) contribution to sustainable development, consider-
ing the entire value chain.

The materiality analysis takes into account both the areas
provided for in Legislative Decree 254/2016 and the characteris-
tic aspects of the industry in which the Group operates, to the ex-
tent necessary to ensure an understanding of the Group's activities,
performance, results and impact generated by the Company itself.

According to this approach, by considering the Moncler
Group’s context, activities and business relationships, 18 material®
topics have been identified. These topics reflect the organisation’s
most significant actual and potential impacts on aspects such as
the economy, environment and individuals, including impacts on
human rights (impact materiality).

The analysis, which since 2015 has been carried out regularly by
the Sustainability Unit with the support of a specialised firm, also
in 2023 consisted in a structured process involving external stake-
holders with sustainability expertise, the management of both
Brands and the Sustainability Unit as experts in the various areas of
competence assessed. The materiality analysis process has been
divided into four phases, in line with the requirements of GRI 3 -
Material Topics 2021:

- understanding the context through an analysis of the
Group’s activities, business relationships, the sustainability
context in which they take place and the relevant stakehold-
ers, with the aim of collecting the information necessary to
identify actual and potential impacts. In addition to the inter-
nal documentation, a comparison with the reference sector
was made;

- identification of the nature of actual and potential impacts,
negative and positive, short- and long-term, predictable and
unpredictable, reversible and irreversible, on the economy,
environment and individuals, including impacts on human
rights, arising from the organisation’s activities and busi-
ness relationships analysed in the previous phase (inside-out
perspective). The impacts were identified starting from the
process carried out in 2022 through the analysis of corpo-
rate documentation (Code of Ethics, Annual Financial Report,
Strategic Plan, as well as the results of the risk assessment
carried out by the Internal Audit function), external literature
on scenario changes™, questionnaires by sustainability rat-
ing companies, comparison with the sector, media and in-
ternet research and multi-stakeholder standards/initiatives"
and dialogue with stakeholders, including investors, during
periodic meetings;

— assessment of the significance of the impacts identified
through a quantitative and qualitative analysis through one-
to-one interviews with a panel of external stakeholders,
starting with the assessments gathered during interviews
with members of the top management of both Brands, car-
ried out in 2022 and confirmed in 2023, who were asked to
assess the combination of the severity of the potential im-
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Biodiversity
Climate change
Waste

Water

Innovation, circular economy and “preferred” materials
Packaging
Product quality and safety

Animal welfare
Responsible sourcing
Traceability

Diversity, equity and inclusion

Employee experience

Employee performance and development
Health, safety and welbeing

Client experience and community engagement
Give back for social development
Partnership for sustainable development

pact and the residual likelihood of occurrence, i.e. net of the
activities implemented or planned by the Group to manage
the impacts.

The most significant impacts and the related material topics were
subsequently submitted to the Board of Directors, following the
assessment by the Control, Risks and Sustainability Committee, for
approval for reporting purposes.

This update led to the definition of a list of 18 material topics
for the Moncler Group, attributable to each of the five strategic pri-
orities of the 2020-2025 Sustainability Plan and listed in alphabet-
ical order.
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Compared to the list of topics in the 2022 Non-Financial Consol-
idated Statement, the only change made following the materiality
analysis carried out in 2023 relates to the topic of ‘waste and end-
of-life products’ which has been divided, considering end-of-life
topic within the topic ‘innovation, circular economy and “preferred”
materials’ in line with the approach defined by the new European
regulations on eco-design (Ecodesign for Sustainable Products
Regulation - ESPR).

For the correlation between material topics and GRI indica-
tors please see the table in the Appendix.

The Moncler Group considers it very important to maintain a con-
stant and solid relationship with all its stakeholders. A relationship
based on continuous dialogue and active involvement is the ex-
pression of the Group'’s responsibility towards the social context
with which it interacts.

Stakeholders represent a wide range of different interests:
establishing and maintaining stable, long-lasting relationships is
crucial for the creation of shared, long-term value.

Understanding specific needs and priorities allows Mon-
cler and Stone Island to manage in advance potential challenges
and refine their actions in response to stakeholder interests. Pre-
cisely identifying their stakeholders and organising the most effec-
tive channels, constantly monitoring their expectations, needs and
opinions, are the starting point for setting up an effective engage-
ment process.

Through dedicated functions, the Group pursues a proac-
tive approach to the many stakeholders with which it constantly
interacts around the world, promoting constant dialogue and em-
bracing their needs. Both Brands are aware that these occasions
for dialogue are mutual opportunities for growth and enrichment.
In recent years the Group has been committed to redesigning new
approaches to dialogue with the aim of interacting with its commu-
nity in an increasingly digital native way.

The following table, which maps the stakeholders, along with
their expectations, is updated periodically through internal surveys
with the company departments responsible for daily management
of relations with each specific category.
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STAKEHOLDERS

INTERACTION TOOLS AND CHANNELS

STAKEHOLDER EXPECTATIONS

EMPLOYEES

People satisfaction survey, MONVoice

Ongoing dialogue with the Human

Resources Department

Annual meetings to discuss growth path, set individ-
ual goals and discuss performance assessment
Meetings with the corporate population to circulate
results and future objectives

Townhall on DE&I topics

Meetings to raise awareness and provide information
on health and well-being

Training meetings and digital courses, Make
Company intranet and newsletter plan

MONCampus

MINE corporate platform

Onboarding programs for new employees
Volunteering programmes

Information on the Group's strategies and results
Responsible business management

Clear objectives and reward system

Training and professional development
Stimulating, safe working environment

Equal opportunities. Diversity and inclusion
Engagement in company life

Promotion of well-being, health and safety

TRADE UNION ORGANISATIONS,
EMPLOYEE REPRESENTATIVES

Meetings with trade union representatives

Responsible business management

Involvement and timely information on issues rele-
vant to the company population

Update on the progress of in-company training

END CLIENT Direct, ongoing relationship with sales personnel Product quality, safety and durability
Client service Products manufactured respecting the environment,
Interactions via phone, mail, email and social media people and animals
Creation of customised initiatives and experiences Style, uniqueness, innovation and a complete prod-
Market research and focus groups uct range
Systematic collection of client feedback (VIBE) High level of service during and after sales
Competent, professional and empathetic sales per-
sonnel
Personalised shopping and interaction experiences
WHOLESALE CLIENTS Training meetings Product quality and innovation

Ongoing dialogue via phone or email
Visits to stores
University testimonials

Safety and transparency in environmental, social and
animal welfare aspects throughout the supply chain
Brand reputation

SUPPLIERS AND BUSINESS PARTNERS

Daily interactions

Institutional meetings

Setting and sharing of standards
Seasonal and annual training
Dedicated portal

Continuity of supply

Compliance with contractual conditions
Involvement in the definition of supply standards, in-
cluding social and environmental criteria, and timeli-
ness in announcing new requirements

Collaboration and support in managing any produc-
tion issues

LOCAL COMMUNITIES Meetings with representatives of associations, or- Support or funding initiatives
ganisations and local communities Support for awareness-raising activities
Identification of initiatives or projects managed di-
rectly or in collaboration

INVESTORS AND ANALYSTS Shareholders’ Meeting Consolidation and strengthening of knowledge of the

(TRADITIONAL AND SUSTAINABILITY)

Conference calls or periodic meetings following
significant communications

Price-sensitive communications and information
Seminars, industry conferences, roadshows and
meetings

Daily dialogue (meetings, telephone and email)
Institutional website

Questionnaires on sustainability performance

Group and its business model

Value creation (return on investment and business
sustainability)

Transparent, accountable management

Timeliness and open dialogue

Adequate management of risks, including social and
environmental risks

MEDIA

Press days

Interviews with top management
Press conferences

Media plan

Ongoing dialogue

Fashion shows/events

Ad hoc meetings and events
Institutional website

Availability, timeliness and accuracy of information
Information on trends in future seasons

LOCAL AUTHORITIES, PUBLIC AUTHORITIES,
REGULATORS, TRADE ASSOCIATIONS
AND NON-GOVERNMENTAL ORGANISATIONS

Ad hoc meetings
Participation in working groups
Identification and development of joint projects

Participation in publicly beneficial projects

Inclusion of environmental, social and animal welfare
aspects in the company'’s strategies and procure-
ment system

Communication of corporate objectives relating to
environmental, social and animal welfare aspects
Active participation in discussion roundtables
Efficient use of raw materials

Sustainability elements in new stores
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RELATIONS WITH ORGANISATIONS, INSTITUTIONS

AND ASSOCIATIONS

The Moncler Group believes in dialogue and participation and takes
part in multiple organisations, associations and discussion tables
both at national and international level with a contribution of about
530,000 euros, in line with 2022. There are various areas of activ-
ity, from the promotion of Italian fashion and its sustainability per-
formances to the fight against counterfeiting, the protection of the
brand, the promotion of women'’s talent, innovation as well as sup-
port in the development of amendments to national and interna-
tional standards.

Here below are the main associations in which the Group participates:

AIR (Associazione Italiana Investor Relations): a non-profit
association that aims to promote the professional role of the
Investor Relations Officer and the quality of financial commu-
nication between companies and the financial community.
Anti-Counterfeiting Group (ACG): a non-profit association
that aims to protect consumers from counterfeiting through
training programmes and the establishment of a collabora-
tive environment between companies and the main local au-
thorities (approximately 3,400 euros).

ECCK (European Chamber of Commerce in Korea): a Korean
association dedicated to protecting and promoting the inter-
ests and companies based in the countries of the European
Union (EU) and the European Free Trade Association (EFTA)
active in South Korea. The association focuses on: facilitat-
ing dialogue with local governments; collecting and sharing
information on business, economic and regulatory devel-
opments; and lobbying to strengthen and reaffirm the local
government’s commitment to combating counterfeiting in
physical and online markets.

Assonime: an association of Italian joint-stock companies
that works to improve industrial, commercial, administra-
tive and tax legislation in Italy, with particular regard to com-
pany regulations, conducts studies and publications, and
represents the point of view of businesses in relations with
Italian, European and international institutions.

Camera Nazionale della Moda Italiana: an association that
aims to promote and coordinate the Italian fashion sector and
train young ltalian designers.

Club 231: an initiative aimed at fostering the discussion of
new legislation on Legislative Decree 231/2001, favouring
the exchange of knowledge and skills gained in the business
and law sector as well as in the academic field.

Fondazione Altagamma: a foundation that brings together
companies from ltaly’s cultural and creative industries, rec-
ognised as true ambassadors of Italian style to the world. Its
mission is to contribute to their growth and competitiveness.
INDICAM: an association for the fight against counterfeiting,
active on several fronts, including the spread of a culture of
anti-counterfeiting among operators, public authorities and
the general public; the improvement of anti-counterfeiting
legislation; and collective investigations among its members
in cooperation with Italian diplomatic authorities for the pro-
tection of brands abroad (5,900 euros).

PREVILINE ASSISTANCE (Intercompany Welfare Fund for
companies that are clients of the Assicurazioni GENERA-
LI S.p.A. Group): a national association open to companies,
which pursues welfare purposes for its members, through the
provision of benefits in both the form of mutual aid and insur-
ance policy, by signing agreements with insurance companies.
SNB-REACT (Cooperatieve Vereniging SNB-REACT): a
non-profit association that promotes measures against
counterfeiting.

Union des Fabricants (Unifab): a French association active in
the protection of intellectual property rights. The association,
which is also present in Tokyo and Beijing, supports its mem-
bers in combating counterfeiting in Asia and in managing re-
lations with local authorities.

Unione degli industriali della provincia di Padova: a nation-
al association aimed at improving the competitiveness of the
local manufacturing system through the development of in-
frastructures, the promotion of the transfer of knowledge and
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a modern work culture, a strong spirit of individual and col- SUSTAINABILITY PLAN
lective initiative, innovation and applied research. The 2020-2025 Strategic Sustainability Plan confirms the Group’s
- Valore D: an Italian association of large companies committed commitment to sustainable development and how environmental
to supporting and promoting women'’s leadership and talent and social responsibility are an increasingly integral part of the busi-
as a valuable contribution to business growth (8,000 euros). ness model. The Plan focuses on five strategic priorities: climate
change and biodiversity, circular economy, responsible sourcing,

By participating in the aforementioned associations and others, valuing diversity and supporting local communities.

the Group commits to support some particularly important topics
for the business and the industry, such as industrial and produc- @
tion topics in the fashion industry (through various associations, the
Group provides a contribution of over 103,000 euros) and ESG top-
ics in the fashion industry (through various associations the Group
provides a contribution of approximately 303,000 euros).

Furthermore, since 2019, Moncler has been a member of The
Fashion Pact, a coalition of leading global companies of the fashion
and textile industry that, together with suppliers and distributors,
are committed to achieving shared goals focused on three main ar-
eas: fighting global warming, restoring biodiversity and protecting
oceans. Within The Fashion Pact, Moncler was present, during its
three-year term, in the Steering Committee, a committee of various
CEOs of member brands, aimed at maintaining an open dialogue
between company executives and openly sharing ideas, guidelines
and progress, and continues to sit on the Operations Committee,
the body that identifies the actions, working groups and aware-
ness-raising activities to be implemented in order to achieve the
priorities set by the Steering Committee. ﬁ)]

Relations between the Moncler Group and political parties and @
their representatives are guided by the highest principles of trans- b
parency and ethics, as stated in the Codes of Ethics of both Brands.

In 2023 the Moncler Group did not make contributions to
political parties, lobbying activities or any other activities beyond B E FAI R
those with associative purposes. The political commitments and
contributions made by the Group’s employees are understood to
be personal and entirely voluntary.

ACT ON CLIMATE & NATURE

Reducing emission. Embracing clean energy. Safeguarding biodiversity

THINK CIRCULAR & BOLD

Designing to last. Using “preferred” materials. Cutting waste

Ensuring trust. Tracing and sourcing responsibly

MONCLER IN SUPPORT OF ASSOCIATIONS TO FIGHT
AGAINST CLIMATE CHANGE

The Group is aware of the importance of building partnerships and collabora-
tions with academia, civil society, institutions and businesses with the aim of
joining forces, creating new synergies and increasing opportunities to fight cli-
mate change. In this regard, over the last few years the Group has joined asso-
ciations committed on this front, including: The Fashion Pact, a coalition that
includes among its main objectives the fight against climate change and that is
committed to train and inform, and support its member companies in the pro-
cesses of transformation and innovation required to reduce their environmental
impacts; Camera Nazionale della Moda Italiana, which is engaged in advocacy
activities with all Italian brands to promote a responsible and sustainable fash-
ion that is based on, among other things, principles for reducing the environ-
mental impact of business activities; Fondazione Altagamma, which promotes
reduction of environmental impact among its members; and Re.Crea, a consor-
tium founded to responsibly organise the management of textile and fashion
products end-of-life and to promote the research and development of innova-

NURTURE UNIQUENESS

Welcoming everyone. Celebrating diversity everywhere. Expressing ourselves always

GIVE BACK

Supporting local communities. Donating time and value. Sharing warmth
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tive recycling solutions, also with the purpose of reducing the environmental im-
pact of such processes.

By joining these associations in all the countries in which it operates, the
Moncler Group takes a position aligned with the principles set out in its Environ-
mental Policy, which is inspired by the 2015 Paris Agreement, the United Nations
Environment Programme (UNEP), the European Green Deal, the Global Compact
and the objectives described in the UN Sustainable Development Goals (SDGs).

The Chief Marketing & Corporate Strategy Officer is responsible for ef-
fective application of these principles and periodically updates, together with
the Sustainability Unit, the Control, Risks and Sustainability Committee. The
Sustainability Unit also has to monitor, on a constant basis, the alignment of the
commitments of these associations with those of the Group. Moncler believes
this alignment is essential to the collective achievement of the challenging goals
that these associations set themselves and is committed to proactively pro-
mote its environmental ambitions in the event of any misalignment with the as-
sociations of which it is a member may emerge.
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For each strategic priority, the Group has defined a set of com-
mitments based on an analysis of the areas where the Group can
maximise positive and minimise negative impacts, also taking into
consideration the challenges posed by the sector as well as the ex-
pectations of the financial community and clients.

The Plan includes Greenhouse gas emissions science-based
targets, the commitmenttoreach NetZero emissions by 2050, aswell
as the recycling of nylon production fabric scraps at Group sites and
supply chain, the use of over 50% of yarns and fabrics from lower-im-
pact materials, i.e. those that are recycled, organic, regenerative or
certified to specific standards, by 2025. The Sustainability Plan also
targets the traceability of raw materials and the continuous improve-
ment of social and environmental standards throughout the supply
chain through close collaboration with its business partners. More-
over, the plan encompasses dedicated internal and external aware-
ness-raising initiatives aimed at fostering and enhancing diversity
while promoting an ever more inclusive culture, in addition to obtain-
ing the Equal Pay certification. Moncler Group is further committed
to supporting local communities through impactful social projects
and to protecting the most vulnerable children and families from the
cold. For details of all the targets of the Plan, see the following pages.
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In identifying the Plan’s strategic drivers and relative commitments,
the priorities set in the 2030 Agenda for Sustainable Development
(Sustainable Development Goals - SDGs) were also taken into ac-
count, thereby contributing to achieving them.

Of the 17 macro goals described in the SDGs (such as com-
bating inequality and fighting climate change), the Group contrib-
utes to 11 of them directly or through organisations with which it
collaborates.

THE SUSTAINABILITY PLAN PROCESS

The Sustainability Unit, in collaboration with the heads of the rele-
vant departments, identifies areas forimprovement and the relevant
projects and, on this basis, formulates a draft for the Sustainability
Plan (planning phase).

The Plan is then submitted to the Strategic Committee of
Moncler and Stone Island, which analyse its content and feasibili-
ty. In the final stage, the Plan is evaluated by the Control, Risks and
Sustainability Committee, which verifies its consistency with the
Group's strategy and expresses its opinion to the Board of Direc-
tors, responsible for formal approval.

Responsibility for achieving the objectives set out in the Sus-
tainability Plan lies with the officers of the departments involved, who
have the resources, tools and know-how necessary for its imple-
mentation (management phase). Within the MBO (Management By
Objectives) system, social and environmental targets related to the
achievement of the Sustainability Plan are set for everyone involved
in the implementation of the Plan itself. With regard to medium-/long-
term incentive plans, the share plan performance indicators, starting
from the “2020 Performance Shares Plan”, also include an ESG Per-
formance Indicator, linked to the achievement of specific objectives
of the Sustainability Plan. See also pages 100-102.

To ensure compliance with the commitments made, the Sus-
tainability Unit requests regular progress reports on the projects from
the various functions and, in turn, informs the Control, Risks and Sus-
tainability Committee with six-monthly frequency (control phase).

The Planis then updated annually in order to report on the state
of implementation of the projects and to set new objectives with a
view to continuous improvement, in the awareness that sustainabil-
ity is not a destination, but a process of continuous improvement.
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TARGETS

2023 RESULTS

REDUCE CO, EMISSIONS [SDG 7; 13]

Reduction of 70% in absolute scope 1 and 2 CO,e
emissions vs 2021 (in line with the Science-Based
Targets “1.5°” ambition)

@ -36% vs 2022 absolute scope 1 and 2 emissions
CO.e

Reduction of 52% in scope 3 CO,e emissions per
product unit sold vs 2021 (in line with the Science
Based Targets “Well-Below 2°" ambition)

( -8% vs 2022 absolute scope 3 CO,e emissions
(-3% vs 2022 scope 3 CO,e emissions per product
unit sold)

Net zero

100% carbon neutral at all directly managed corpo-
rate sites worldwide (offices, stores, production sites
and logistics hub)

@ Carbon neutrality maintained in directly managed
corporate sites worldwide (offices, stores, production
sites and logistics hub)

100% renewable energy at all directly managed cor-
porate sites worldwide (offices, stores, production
sites and logistics hub)

@ 100% of electricity used at directly managed corpo-
rate sites worldwide from renewable sources (~90%
in 2022)

90% of low environmental impact vehicles in the
Group's corporate car fleet worldwide

@ Approximately 85% hybrid and electric vehicles in the
Group’s corporate car fleet worldwide

LEED certification for all new corporate buildings

@ LEED for Building Design and Construction certifica-
tion obtained for the expansion of the production site
in Romania

LEED certification for all new stores*

*Excluding shops-in-shops

( Continued the LEED certification process at the
Group’s new stores worldwide

@ Neutralised unavoidable residual emissions through
two projects certified on the voluntary market and fo-
cusing respectively on circular economy and renew-
able energy

Promotion of measures for energy efficiency and re-
newable energy throughout the supply chain

@ Continued the energy assessment process through-
out the supply chain to identify concrete actions to
reduce energy consumption and related CO, emis-
sions and to promote the use of energy from renew-
able sources

SAFEGUARD BIODIVERSITY [SDG 6; 12; 14; 15]

Update of the analysis of impacts of strategic raw ma-
terials on biodiversity

Support for initiatives of Zero Deforestation and sus-
tainable forest management
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Target on time
Target delayed
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@ All paper and cardboard used by the Group are from
responsibly managed forests

( Started round tables on the EU Deforestation Regula-
tion
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2023 RESULTS

Launch of regenerative agriculture projects in the
cotton and wool supply chains to reduce and/or avoid
the impacts on biodiversity

USE LOWER ENVIRONMENTAL IMPACT MATERIALS COMPARED TO CONVENTIONAL SOLUTIONS [SDG 12]

Over 50% of yarns and fabrics will be from “preferred”
materials

@ More than 25% of the yarns and fabrics used in the
SS and FW 2023 collections made with “preferred”
materials (7% in 2022)

50% of “preferred”* nylon used in the 2025 collec-
tions

* Materials that aim to deliver reduced impacts compared to the convention-
al equivalents used by the Moncler Group (for example recycled, organic, or
certified according to specific standards)

@ More than 40% of the nylon used in the SS and FW
2023 collections is made with recycled material, for
example Global Recycled Standard - GRS (15% in
2022)

50% “preferred” cotton used in the 2025 collections

¢ More than 12% of cotton used in SS and FW 2023
collections is organic or recycled

100% merino wool used in the 2025 collections will
be mulesing free certified

@ Over 65% of the merino wool used in the SS and FW
2023 collections is made with materials that are certi-
fied mulesing free, for example Responsible Wool
Standard - RWS, Nativa, Sustainawool

70% wool certified under specific standards (for
example Responsible Wool Standard - RWS, Nativa,
Sustainawool)

@ Over 45% of the wool used in the SS and FW 2023
collections is made with certified materials, for exam-
ple Responsible Wool Standard - RWS, Nativa, Sus-
tainawool

EXTEND PRODUCTS LIFE [SDG 12]

At least 55% of nylon production scraps (Group’s
direct production sites and Moncler brand outerwear
suppliers) recycled

@ 100% of nylon scraps recycled from own direct sites.
Recycling extended to Moncler external outerwear
production network, reaching 55% of total outerwear
nylon scraps

Extra-Life “advanced” repair service developed at
global level

@ Extra-Life “advanced” repair service for Moncler gar-
ments available in all Regions

USE LOWER-IMPACT PACKAGING COMPARED TO CONVENTIONAL SOLUTIONS [SDG 14]

100% packaging for end clients made with “pre-
ferred” materials

@ 100% of packaging for Moncler and Stone Island end
clients made with “preferred” materials

Zero single-use virgin plastic

@ Eliminated single-use virgin plastic from fossil origin

100% of packaging used in logistics processes made
with “preferred” materials

Target achieved
Target on time
Target delayed
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@ 100% of the Group’'s logistics packaging made with
“preferred” materials

MONCLER GROUP 2023

TARGETS

2023 RESULTS

SPREAD A SUSTAINABILITY CULTURE

100% of employees involved in an environmental
training programme worldwide

100% of the sales personnel worldwide involved in a
training programme on sustainability and on materials
and components made with “preferred” sources used
in collections at global level

STRENGTHEN TRACEABILITY SYSTEMS OF RAW MATERIALS [SDG 12]

@ 100% of Sales Assistants involved in a sustainability
training programme on materials and components
made with “preferred” sources used in collections at
global level

100% of down suppliers also compliant with the new
human rights and environmental modules included in
the DIST Protocol (Stone Island will adopt the same
environmental and social modules in its Responsible
Down Standard - RDS certified supply chain)

@ 100% of down suppliers also compliant with the new
human rights and environmental modules included in
the DIST Protocol (Stone Island adopted the same en-
vironmental and social modules in its Responsible
Down Standard - RDS certified supply chain)

Key raw materials traced

@ Key raw materials (nylon, polyester, cotton, wool and
down) traced

Key raw materials in line with the Raw Materials
Manual

(' Group Raw Materials Manual drafted

Moncler fur-free collections

PROMOTE A FAIR AND SAFE WORKPLACE [SDG 81

At least 80% of “critical suppliers™ aligned with the
highest levels of the Moncler Group’s social compli-
ance standard

* For the definition of “critical supplier,’ see the Be Fair chapter on pages
128-129.

@ 389 ethical and social audits carried out. 100% of
suppliers of outerwear audited on ethical and social
aspects in the three-year period 2021-2023*

@ Over 90% of “critical suppliers” aligned with the high-
est levels of the Moncler Group’s social compliance
standard

* The figure also includes audits on ethical and social aspects carried out
by Stone Island prior to its integration into the Moncler Group.

Promotion of health, safety and environmental certifi-
cations at supplier sites

() Continued awareness-raising activities on suppliers
aimed at promoting the importance of certification
processes

100% of “critical suppliers” evaluated and involved in
a living wage analysis *

*Living wage analyses are valid for three years

() 65% of “critical suppliers” evaluated and involved in a
living wage analysis

[ ) Target achieved

© Target on time

O Target delayed
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2023 RESULTS

PROMOTE AN INCLUSIVE CULTURE THROUGH TRAINING [SDG 4; 5]

Townhall on diversity, equity and inclusion

© Held first ever townhall on the theme of inclusive cul-
ture, bringing together the entire Moncler and Stone
Island population worldwide

Formulation of guidelines and implementation of in-
clusive leadership training programmes

@ Shared guidelines on inclusive leadership training
programmes with Regions and launched training
courses with top management

100% of employees involved in a training programme
on diversity, equity and inclusion

Extension of MONCampus, the corporate training
programme for young talent, at global level

Update of the PIUMA leadership model, the com-
pany’s performance review system, with a focus on
inclusivity

ENSURE REPRESENTATION [SDG 4; 5]

Expansion of the Group’s global pool of talents by
involving new universities and schools with a view to
increasing diversity

@ Selected the first groups of graduates from universi-
ties identified through the QS Sustainability Rankings
in all Group Regions

= 50% women in total workforce

= 50% women in all management positions

= 50% women in junior management positions
= 50% women in top management positions

= 50% women in management positions of reve-
nue-generating functions

= 50% of women in STEM*-related positions

* Science, technology, engineering, and mathematics

Target achieved
Target on time
Target delayed
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' 69% women in total workforce
' 51% women in all management positions
' 55% women in junior management positions

' 42% women in top management positions

e & & & s

' 49% women in management positions of reve-
nue-generating functions

(@ 67% of women in STEM-related positions

MONCLER GROUP 2023

TARGETS

2023 RESULTS

CREATING A SYSTEM OF PROCEDURES AND POLICIES TO SUPPORT DIVERSITY, EQUITY & INCLUSION (DE&!I)

Applying a policy on parental leave worldwide

@ Introduced the New Parents Policy to the entire Mon-
cler and Stone Island population, offering all employ-
ees, regardless of gender, marital status or sexual and
affective orientation, 16 weeks of fully paid leave

Strengthening employees protection systems

@ Launched new internal communication campaign on
the whistleblowing procedure

@ Meetings held with the human resources managers of
the Regions to raise awareness of the importance of
the whistleblowing procedure and of the reporting
methods after the last update of the Whistleblowing
Policy

Launch of the Ferie Solidali* initiative in Italy

* The possibility of transferring - free of charge - vacation days to
a colleague to assist them in managing specific and particular needs

Equal pay certification at global level (Moncler brand
perimeter)

Publishing a DE&I report

@ Continued the process of integrating DE&I perfor-
mance indicators into the employees data reporting
system

VALUE PEOPLE [SDG 31

Annual repetition of the employee satisfaction survey
at global level

@ Carried out the seventh internal employee satisfac-
tion survey, MONVoice, with an 92% response rate
and involving 5,816 people at Group level

Inclusion of an objective linked to DE&I in the Man-
agement By Objectives remuneration systems for the
Group’s top management

@ Target achieved in 2022

Launch of second Diversity, Equity and Inclusion Sur-
vey involving 100% of employees at global level

[ ] Target achieved

© Target on time

O Target delayed
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TARGETS

2023 RESULTS

PROMOTE NEW WAYS OF WORKING

Development of new initiatives to be included in on-
boarding programmes

@ lIdentified digital support solutions, designed the pro-
cess of delivering a personalised, effective, immer-
sive and inclusive experience of onboarding new em-
ployees

Implementation of a new corporate organisational
model based on cross-functional and cross-cultural
working groups

@ Circulated to all Group Regions guidelines for the im-
plementation of a new corporate organisational mod-
el based on cross-functional and cross-cultural work
teams and approved the action plans defined at loca-
tions worldwide

Creation of a Diverse Steering Committee for strate-
gic projects

@ Created and started a Sounding Board composed of
Moncler and Stone Island people from the Regions
with different profiles, cultures, ages, personal and
professional experiences for high-value transforma-
tional business projects

Creation of working groups, at regional level, to en-

posals*

ation of Employee Resource Group

sure DE&I plan implementation and to share new pro-

* The goal has been changed from the original version that included the cre-

PROTECT PEOPLE FROM THE COLD

150,000 people in need protected from the cold
(2020-2025)

@ About 140,000 people in need protected from the
cold over the past seven years

CREATE SHARED VALUE [SDG 111

Implementation of a high social value project every
two years

100% of eligible employees volunteering

@ 100% of eligible employees volunteering

[ ] Target achieved

© Target on time

@) Target delayed
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The Moncler Group seeks the best talent and invests in their professional growth
and promotion of their well-being.
It provides a safe, meritocratic and stimulating workplace, where diversity is valued

and where each person is empowered to best express their capabilities, potential,
talent and uniqueness.
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EMPLOYEES IN NUMBERS

NUMBER OF EMPLOYEES

Women

Men

EMPLOYEES BY GEOGRAPHICAL AREA

8%

Americas

37%
EMEA (excl. Italy)

1 China country includes the employees of the Chinese
mainland, Hong Kong SAR, Macau SAR, and Taiwan Region.

90

At 31 December 2023 the Moncler Group had a total of 7,510 em- EMPLOYEES BY PROFESSIONAL CATEGORY?
ployees, up on 2022 (+19%, equal to 1,200 more people).

This growth was mainly driven by the opening of new direct
stores, the expansion of production sites and the strengthening of
the corporate structure. See also pages 232-235. 29

Executives and
senior executives

7,510

53%

White-collars

1,969 PR
1,613

2021 2022 2023

GEOGRAPHICAL AREAS AND PROFESSIONAL CATEGORIES
The majority of the Moncler Group'’s workforce is concentrated in
the EMEA Region (37%), where Moncler and Stone Island corporate
sites are located, as well as the Moncler’s production site in Roma-
nia, accounting for 61% of the entire Region’s population.

At the individual country level, the countries where most em-
ployees are based, in addition to Italy (29%), are: Romania (23%),
China' (10%), Japan (9%) and the United States (6%).

26%

Asia

2 Employees are divided into five general categories: workers, white-col-
lars, professionals, managers, executives and senior executives.
Executives and senior executives: these include executives who are the
highest and second-highest level in a company function/business
unit and who therefore contribute to formulating the business or function-
al strategy, with a direct impact on their performance.
Managers: these include those who are responsible for implementing cer-
tain operational activities and processes, generally through direct man-
299% agement of a group of people. This category also includes senior manag-
o ers, who are responsible for implementing the corporate or functional
strategy, leading and managing people.
Professionals: these are those who possess specialist skills and manage
activities or parts of processes relevant to the organisation. They may
be responsible for coordinating a group of experts.
White-collars: these are those who perform specialised operating duties
and/or tasks generally assigned by the officer of reference.
Workers: these include workers with operational duties within the Group.

Italy
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8%

Managers

11%

Professionals

26%

Workers

The professional category with the highest number of employees
is white-collars, with a 15% increase compared to 2022. The cate-
gory that grew the most was that of workers (+35%), as a direct re-
sult of the expansion of production sites, followed by professionals
(+17%), mainly due to the Group’s ongoing, constant investment in
coordinating figures directly involved in the implementation of key
activities and processes. See also page 232.

AGE, LENGTH OF SERVICE AND EDUCATION

The greatest concentration of employees continues to be in the
“31-40" and “under 30" age groups. In particular, the latter regis-
tered an increase of 18% compared to 2022, in line with the Group’s
commitment to providing professional opportunities to young peo-
ple. The average age is 37 years.

In terms of length of service, the largest concentration con-
tinues to be in the “Up to 5 years” group, which represents 79% of
the Group’s population. The group that increased the most com-
pared to the previous year is the “11-20 years” one, up 27%. Last-
ly, with regard to educational level, most employees (80%) have a
medium-to-high level of education (48% have a university degree or
equivalent and 32% have a high school diploma). See also page 232.
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EMPLOYEES BY AGE GROUP EMPLOYEES BY LENGTH OF SERVICE

14% 32% 79% 15%
>50 31-40 Up to 5 years 6 to 10 years
4%
11 to 20 years
1%
21 to 30 years
22%
41-50
1%
Over 30 years
32%
<30
EMPLOYEES BY LEVEL OF EDUCATION® NATIONALITY OF LOCAL MANAGEMENT
The Moncler Group directly operates in more than 70 countries,
with five regional structures, through local offices, where a senior
management team, in collaboration and synergy with the corporate
offices, manages the areas of competence.
20% 392% The Group has always implemented a policy aimed at valu-
Primary or middle school High school education ing local professionals where they possess the appropriate skills
and characteristics. At the same time, over the past few years, in-
ternational profiles have been recruited at the headquarters and are
providing significant contribution to reinforcing the global strategy.
LOCAL SENIOR MANAGERS*
PERCENTAGE Moncler Group
2023 2022 2021
EMEA (including Italy) 94% 98% 98%
Americas 82% 62% 58%
Asia 98% 92% 94%
48%
University degree
or equivalent
4 The 2022 and 2021 data have been restated compared to those pub-

lished in the 2022 Consolidated Non-Financial Statement due to a review

3 In 20283, the level of education of 1,161 employees could not be mapped
of the calculation methodology for the indicator.

as the information was not available.

92 NURTURE UNIQUENESS MONCLER GROUP 2023 93 NURTURE UNIQUENESS



FIXED-TERM AND PERMANENT CONTRACTS

Permanent

Fixed-term

NUMBER

EMPLOYMENT CONTRACT
In 2023, 86% employees had permanent contracts, of which 95%
full-time.

15.2% 15.9% 13.7%
84.8% 84.1% e
2021 2022 2023

Fixed-term contracts represent around 14% of the total and are
mainly linked to the seasonality of some business and retail ac-
tivities. In 2023, 257 fixed-term contracts were transformed into
permanent contracts, demonstrating the Group’s commitment to
consolidating and retaining people.

At the end of 2023, 555 people were employed under other
forms of collaboration (internships, temporary work, etc.) in accor-
dance with the law and in relation to business needs. Around 22% of
these are temporary-work contracts with a view towards a progres-
sive integration, while 78% are internships, considered as an im-
portant source of the Group’s future talent. See also pages 232-234.

TURNOVER
In 2023, the Group’s negative turnover was 16%°®, down from 2022
(20%). This figure, considered to be the norm, depends on the typ-
ical dynamics of retail personnel, a phenomenon considered to be
expected given the nature of the competitive context of the sector.
During the year approximately 3,580 people were hired under
permanent or fixed-term contracts, of whom approximately 66%
were women and 53% younger than 30.
Over 2,300 people left the Group. See also pages 233-234.

Employees at 31/12/2022

New hires®

Departures’

Employees at 31/12/2023

N o

94

Negative turnover is calculated as the ratio between permanent employees
who left the Group (1,013) during 2023 to the total of permanent em-
ployees (6,480) in force at 31 December 2023. In 2023, Moncler’s voluntary
turnover was 10.5% (13.4% in 2022, 12.5% in 2021 and 10.5% in 2020).
Both fixed-term and permanent employees.

Including 154 departing employees with contracts terminated on 31 De-
cember 2022 and not including 3 departing employees with contract termi-
nated on 31 December 2023.
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MANAGEMENT AND DEVELOPMENT

95

The recruitment and selection process, along with the evaluation
and employees engagement, are of great importance to the Mon-
cler Group, aware of the importance of people’s contribution to
the creation of long-term value.

RECRUITMENT

The current constantly changing and evolving scenario requires new
skills, professionalism and flexibility. The Group aims to create an
international workplace that fosters the sharing of ideas and expe-
riences to stimulate creativity and innovation. It focuses on empow-
ering employees by providing them with personal and professional
development opportunities to support the achievement of its strate-
gic goals. Selection and hiring processes therefore play a key role in
implementing recruitment campaigns based on objectivity, compe-
tence and professionalism, while also conveying the value of equal
opportunity ensuring, whenever possible, gender representation as
well as the inclusion of all other forms of diversity within the panel of
candidates, so as to ensure a fair and impartial selection process.

Selection and personnel recruitment processes are governed
by a specific policy and procedures developed at global and local
level. In 2022, this policy was updated to strengthen the Group's
commitmenttoimplement processes that are transparent, inclusive,
and careful, to ensure the retention and development of personnel.
In 20283, in further efforts in this direction, the Talent Acquisition de-
partment carried out a review of the language to be adopted at each
stage of selection in an inclusive perspective, from the description
of the job advertisement to the interview stage.

The Internal Job Posting is also part of this process. Each em-
ployee, through the dedicated area on the company platform, can
applyforopen positions that best align with their profile, level of expe-
rience and aspirations, ten days before external publication. In 2023,
at Moncler the positions filled via the Internal Job Posting accounted
for 15% at global level, in particular they accounted for about 20% in
Europe, 24% in America and 10% in Asia. At Stone Island eight em-
ployees benefited from the Internal Job Posting in 2023.

The Group's attractiveness was confirmed by the signifi-
cant number of applications that continued to be received in 2023.
During the year more than 37,000 curricula (+23% compared to
2022) were submitted via the corporate website, in line with the
trend of previous years.

In 2023, the onboarding experience was improved to facilitate
the entry of new employees. Through workshops with colleagues
from different functions and seniority levels, needs and expecta-
tions were identified and refined with respect to the current process.

COLLABORATION WITH ACADEMIA

Of particular importance are the collaborations with leading pro-
fessional schools, universities and business schools, with whom
Moncler has longstanding relationships, including internship pro-
grammes for students and new graduates, project development,
participation in working groups and visits to corporate sites. Em-
ployer branding activities are an excellent opportunity to raise
awareness on the Company'’s ongoing evolution, increase its attrac-
tiveness and reach out to a large number of talented individuals. In
order to access to the most diverse talent pool possible, the Moncler
Group has identified a panel of universities recognized by the QS
Sustainability Ranking for their ability to attract students ensuring a
high level of diversity. In 2023, student selection processes were ini-
tiated in each Group Region, resulting in the addition of new employ-
ees from the panel of universities.

Each year, Moncler and Stone Island offer various intern-
ship opportunities, giving high-potential young people the chance
to learn about the business and participate in a training experi-
ence. In 2023, approximately 190 internships, both curricular and
extra-curricular, were offered at the Group. In particular, young in-
terns from 16 different countries were hosted at Moncler's Italian
corporate offices in 2023. With regard to these two latter catego-
ries, 48% of internships that took place in 2023 led to employment
contracts. During 2023, Moncler continued to organise meetings
with students from partner schools via digital channels and, only
where possible, through physical meetings. Workshops, business
cases and recruitment sessions were designed for these occa-
sions, based on ad hoc programmes designed for each school. The
main schools Moncler partnered with in 2023 were: Cattolica Uni-
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versity of Milan, Bocconi University of Milan, Ca’ Foscari University
of Venice, University of Padua, Politecnico of Milan, Istituto Seco-
li and IED of Milan, Domus Academy of Milan, Istituto Marangoni
and NABA of Milan, Milan Fashion Institute, Luiss of Rome, Lon-
don Business School and the H-FARM campus. In addition, several
technical institutes were identified, including the Istituto di Istruzi-
one Superiore Caterina da Siena, the Istituto Usuelli Ruzza and the
Istituto Istruzione Superiore Scarpa Mattei, as strategic partners
with whom to collaborate in identifying talented individuals with a

technical background.

MONCLER AND THE COLLABORATIONS WITH THE MOST IMPORTANT
UNIVERSITIES AND BUSINESS SCHOOLS

In 2023 Moncler’s attention on attract, identify and invest in talented young peo-
ple with a strategic view to develop the next generation of business leaders led
to the establishment of numerous partnerships with major Italian and interna-
tional universities and business schools, as well as with professional and aca-
demic institutions.

The partnership with Cattolica University (Milan) continued for a mas-
ter's degree programme in Luxury Goods Management (EMLUX). In 2023 Mon-
cler continued to make part of the Group’s management available to teach the
omnichannel and digital module of the master’s degree and proposed business
case and project activities. Students of various nationalities worked on a proj-
ect to define a customer journey for a community of Moncler and Stone Island
clients, to be presented to management. Several students will be selected for an
internship, with the opportunity to continue their experience within the Group.

Together with Ca’ Foscari University of Venice, the Group participated in
the event Fashion & Lifestyle Career Day, allowing a selected group of students
to share their CVs and meet with companies in the fashion, retail, beauty, auto-
motive and communication sectors.

Alongside the research group at LUISS University of Rome, Moncler was
involved in a project to develop its own Value Proposition. The study involved a
class of students through an interactive case study.

The longstanding partnership with Bocconi University of Milan contin-
ued, particularly within the Master of Science in Management - Major in Fashion
& Luxury. The master’s degree students conducted a merchandising analysis
on the positioning of product categories in the fashion industry, presenting their
discussions to a jury composed of representatives of Moncler’'s management.
In addition, the Group’s management gave lectures both during the Summer
School, a programme for international students ages 17 to 19 from 15 different
countries, and Memit - Master in Economics and Management of Transport, In-
frastructure and the Supply Chain.

In 2023 collaboration continued with JEst — Junior Enterprise, the student
association of the University of Padua. Projects were proposed and events organ-
ised to get in touch with talented students interested in entering the workplace.

During a company event held in 2023 at the Milan headquarters, the Mon-
cler’s Chief Brand Officer discussed Moncler’s brand strategy with the group of
students of the University of California Los Angeles (UCLA).

In Korea, in addition to Woosong College and Jangan University, 12 ad-
ditional partnerships were established with new universities and internships
started for several students. In addition, in 2023 the MONCareer programme
continued, involving students from the Sookmyoung Women's University in a
four-month internship.

In Japan, collaboration was reinforced with major universities and busi-
ness schools, including Kwansei Gakuin University and Rikkyo University of To-
kyo, and new partnerships were launched with the University of Foreign Studies
in Kansai, Kyoto and Nagoya, with the Professional Institute of International
Fashion of Tokyo and Tokyo Seitoku University. Collaboration mainly concerned
training activities in fashion retail courses and were aimed at launching an intern-
ship programme at the main Moncler boutiques. In 2023, 36 internships were ac-
tivated at the Aoyama boutique, Namba, Kobe and the Ginza flagship store.

In Europe, in collaboration with the Glion Institute of Higher Education,
the Les Roches International School of Hotel Management and the Ecole Ho-
teliere de Lausanne, digital career days were organised with the aim of iden-
tifying new resources to be included at the Moncler Ski Resorts. A summer
internship selection event was also organised involving students from the
French business school IESEG School of Management to be placed in stores in
Paris. Finally, three students from the Grenoble Ecole de Management were se-
lected after a day at the Champs-Elysées flagship store in Paris.
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TRAINING INVESTMENTS

TRAINING

Training plays a key role in the process of people’s development and
enhancement. It is a fundamental tool for increasing, stimulating
and consolidating individual skills, for fostering constant upskill-
ing of key knowledge needed to support the continuous evolutions
of the business, and, lastly, for spreading the Group’s values and
strategy, supporting its growth as well as cultural and organisation-
al development. All training initiatives are aimed at professional im-
provement, providing opportunities for ongoing development and
growth for each employee.

In 2023, approximately 2 million euros were invested in train-
ing and 305,161 hours of training were delivered (+79% hours
compared to 2022) for more than 7,100 employees. During the
year, there was considerable involvement of the employees of the
retail channel through training programmes, along with a signifi-
cant increase in on-the-job training courses at production sites.
These programmes are designed to strengthen the skills of new
recruits, enabling them to acquire new knowledge through obser-
vation, practice and direct application during the performance of
their tasks. Among the employees involved in training, white-collars
made up 51%, followed by workers (28.3%), professionals (11%),
managers (7.8%) and executives and senior executives (1.9%). Av-
erage hours per capita were 40.6 (about 49 for women and 22 for
men), up 50% from 2022.

In 2023 the largest investment related to technical and pro-
fessional training, which represents 79% of the courses delivered
both to the sales force and to employees at corporate sites. In ad-
dition, a high level of commitment in the health and safety training
was maintained, accounting for 14% of hours delivered.

Moncler Group

2023 2022 2021

Training expenses (euros) 1,986,064 1,708,966 923,801
Hours of training (No.) 305,161 170,843 118,299
Employees involved (No.)® 7,141 5,466 5,086

TYPE OF TRAINING

7%
Other

14%
Occupational
health and safety

8 Refers to all employees, including those who left the Group during the
year who benefited from at least one training course in 2023.
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79%

Professional
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TYPE OF TRAINING

16%

Mandatory

84%

Non-mandatory

TRAINING AND INTERACTION VIA DIGITAL PLATFORMS WITHIN THE
MONCLER GROUP: MAKEPIatform AND MINE

MAKEPIlatform is the platform accessible to all employees, where people can
find not only training contents, e-learning courses, articles and webinars, but al-
so interact with their community at all times. New training plans were introduced
on MAKEPIlatform and existing programmes were enriched, with the implemen-
tation of a specific editorial plan. This plan aims to provide updated, consistent
content focused on four main areas of learning: Remote Working, Management,
Leadership and Personal Effectiveness.

MINE, a new platform designed as a tool for sharing information and facil-
itating networking between colleagues globally, was launched in 2022. It is an
app that keeps all Moncler corporate and retail employees up-to-date on busi-
ness initiatives and news through training, news and games. Through MINE,
employees can connect with all their colleagues worldwide and share their ex-

periences at the company.

98

Mandatory training continues to play a significant role in the context
of corporate training. In Italy, all the Group’s employees are trained
on the Legislative Decree 231 Model. An essential module focus-
es on the Code of Ethics to understand and share the Company’s
guiding principles and values with a focus on human rights. Glob-
ally, General Data Protection Regulation (GDPR) e-learning courses
continued and cyber security training programmes were launched.

During the year the Moncler Group also continued, both at
the Italian corporate sites and at the production site in Romania,
to promote training programmes aimed at strengthening the cul-
ture of personal health and safety, create awareness of risks in the
workplace and provide information necessary for their proper iden-
tification and management.

With regard to the legally-required courses on Legislative
Decree 81/2008 on Health and Safety, among the others, during
the year 42,962 hours were delivered. See also pages 110; 236.

Approximately 4,300 hours of human rights training were de-
livered in 2023. In particular, the Unconscious Bias course contin-
ued worldwide to promote a conscious, inclusive organisation.

In the Americas Region and in Japan, e-learning modules on
workplace harassment continued to be delivered in 2023.

In the context of the efforts to promote diversity, the pro-
gramme on cultural awareness continued. The aim of the pro-
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gramme is to foster respect for cultural diversity and offer guidance
regarding the most appropriate and effective behaviour and com-
munication methods to be adopted with colleagues, partners, cli-
ents and individuals from different cultures, such as those of China,

America, Korea, Japan and ltaly.

All these courses are accessible through MAKE, Moncler

Academy for Knowledge and Excellence.
MAKE: MONCLER ACADEMY FOR KNOWLEDGE AND EXCELLENCE

MAKE, Moncler Academy for Knowledge and Excellence, is a learning ecosys-
tem for personal development of Moncler and Stone Island people in terms of
knowledge and skills, but also of mental approach, working methods and organ-
isational awareness.

Starting from the needs of the business, the MAKE architecture was de-
signed to build a learning culture in which people are, with the sponsorship
of their supervisors, aware of their own growth and able to identify their own
needs, while also developing the ability to learn from daily work.

In 2023, various programmes were delivered through MAKE:

MONCAMPUS

The MONCampus Talent Programme is a development programme dedicated
to high-potential Group’s people. It is a knowledge-sharing journey, designed to
facilitate and accelerate the personal and professional growth of talented young
people at Moncler and Stone Island. The one-year programme aims to provide a
comprehensive vision of the Group and its operations, increase the knowledge
of the technical aspects relating to each function and develop managerial and
project skills through an interactive and experiential method.

The third edition of MONCampus ended in July 2023. The 24 participants
were asked to develop various projects with the support of internal tutors with
the aim of acquiring tools and knowledge related to the project themselves.
During 2024, the programme will be expanded worldwide, involving people with
potential in the Regions as well.

EMPOWER

The eMpower project, launched in February 2023, represents a tangible com-
mitment by the Group to supporting and empowering young new employees.
It is a three-year course designed to help them learn through targeted training
programmes. These programmes begin with enhancing digital skills, such as
Excel and PowerPoint, and extend to promoting collaboration within the work
team. They then focus on workshops dedicated to time management, creativity
and personal development. eMpower accompanies training activities with op-
portunities for engagement. During the year, sports tournaments, company vis-
its and informal networking activities were thus organised for young people in
the eMpower community. In 2023, the initiative involved 188 people for a total
of 1,565 hours of training.

BUILDING LEADERSHIP

The Building Leadership Training Programme is a training programme for the de-
velopment and enhancement of leadership skills within the organisation.n 2023
the initiative involved 39 employees from corporate sites, for approximately 740
hours, with diverse skills and backgrounds and was divided into six workshops
focusing on topics such as leadership, importance of feedback, ability to dele-
gate, stress management, conflict management and effective communication.
Participants were also invited to understand and reflect on inclusive leadership
by deepening the topic of diversity and inclusion within the company. An individ-
ual coaching programme was also offered to participants in order to reinforce
the ability to apply the concepts learned. The programme, which in 2022 was
extended to employees in the EMEA Region, involved 72 managers from the Ja-
pan Region’s Corporate and Retail functions in 2023.

MAKERS LAB

To ensure that areas of training are firmly tied to business needs, top manage-
ment plays a key role in identifying training needs and identifying Makers, i.e. in-
ternal Subject Matter Experts who can spread knowledge and best practices
on specific topics.

During the year, the Makers Lab, also extended to employees in other
countries in which the Group operates, involved 18 internal experts, the Mak-
ers, who shared their knowledge of specific activities, processes and tools with
other colleagues. This programme was consolidated in 2023, with 38 training
sessions for a total of over 1,400 hours.
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MONCLER ACADEMY FOR TECHNICAL EXCELLENCE (MATE)
AND STONE ISLAND ATELIER PROJECT

MATE is a specialist training course, launched in 2022, dedicated to the recent
graduates of technical and professional schools with a duration of two years.
MATE aims to train professionals to operate in the production of samples, pro-
totyping and quality control, with a complete vision of the process of creation of
a down jacket. The art of the outerwear is the focus of the training programme:
from the strict quality and sustainability requirements for the raw materials to
the final control of the finished product, to the know-how relating to manufactur-
ing and the down-filling techniques. The same programme, renamed Stone Is-
land Atelier Project, has been launched for Stone Island.

In 2023, the third edition of the program was launched, involving 14 par-
ticipants for a total of over 20,500 hours of professional training. During the year,
the training course was enriched and revised according to a more structured ap-
proach, becoming a full-fledged academy with qualified, highly specialised inter-
nal teachers. The training approach adopted aims not only to improve the skills
of recent graduates, but also to strengthen the corporate culture based on the
sharing of knowledge and competencies, as well as the sense of craftsmanship.

The Pattern Making School training programme has been in place at the
production site in Romania since 2018, with the aim of increasing skills among
Moncler's personnel and thus strengthening certain departments such as mod-
elling, CAD, development and placements through the training and recruitment

of local students.

In 2023, employees in all countries in which the Group operates receive
an average salary in excess of the living wage.

Moncler also continues its partnership with the Italian associa-
tion Valore D, giving some employees of corporate offices in Italy
the opportunity to participate in inter-company courses and work-
shops. These courses aimed to promote organisational models and
develop a corporate culture that supports collaboration and dia-
logue between different generations, genders and cultures, while
also facilitating the use of innovative, flexible tools to increase the
degree of well-being and motivation of the employees involved. Al-
so in 2023 Moncler employees continued to be involved in training
on various subjects, such as the development of the entrepreneur-
ial spirit of young people, awareness of their role in the company,
the importance of effective communication and the development
of managerial skills.

REMUNERATION

The Moncler Group’s remuneration policy is designed to attract,
motivate and retain people with the professional skills necessary
for their role within the organisation. It is based on the principles of
transparency, fairness and equal opportunities, and takes into ac-
count merit, abilities, skills and individual performance, including
the level of organisation and responsibilities assigned, as well as
dealing with the external market.

As a listed company, the Remuneration Policy for Group di-
rectors and strategic managers is set in accordance with the
recommendations of the Corporate Governance Code, with the in-
volvement of the People & Organisation function, the Nomination
and Remuneration Committee, the Board of Directors and the Ordi-
nary Shareholders’ Meeting.

In the countries in which it operates, the Group offers, with-
out differences between men and women, entry level salaries equal
to or above the minimum required by law or collective bargaining,
as confirmed by the analysis on the living wage carried out annual-
ly for the entire corporate population®, including the production site
in Romania, according to the Fair Wage Network methodology (see
also pages 135-136). Through an annual salary review process, the
Group also promotes the results achieved by its personnel. This is
the context for the commitment to obtain, for the Moncler brand,
third-party and impartial certification of fair pay by 2025. The first
analyses carried out led to obtaining certification for the corporate
population of the Moncler brand in Italy. See also page 76.

In addition, the Group has a Global Mobility Policy, which
sets out the guidelines at a global level to ensure that employees
working abroad receive fair, competitive, incentivising and consis-
tent economic treatment. This Policy is a fundamental tool for reg-
ulating international mobility, a pillar of individual development and
business success.

More than 85% of the eligible population of professionals,
managers, executives and senior executives has a remuneration
structure made up of a fixed and a variable component appropri-
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The ratio between the total remuneration received by the Chairman and
Chief Executive Officer (including the fair value of the medium-/long-term
incentive component) for 2023 to the overall median remuneration (includ-
ing fixed and variable components) of Group employees is equal to

271:1 (216:1 in 2022). In 2023, the ratio of the percentage increase of the
total annual compensation for the Chairman and Chief Executive Offi-

cer to the median of the total annual percentage increase for all employees
(excluding the highest paid individual) was 6.3.

ately balanced according to their contributions to the company’s
strategic objectives. The variable component may be short-term
(Management By Objectives) for the store managers and corporate
population; a sales commission for retail staff, at both team and in-
dividual level; or long-term (Long Term Incentive).

The Management By Objective (MBO) system is based on
annual objectives, mainly quantitative, relating to financial perfor-
mance achieved by the Group (primarily Group consolidated EBIT)
and qualitative objectives of significant strategic and operational
importance, including those linked to the achievement of the ob-
jectives of the Strategic Sustainability Plan. The system, which ap-
plies to professionals, managers, executives and senior executives
for corporate sites employees and to the store management team,
is intended to encourage the achievement of distinctive results
through mechanisms that reward over-performance by increasing
the value of the bonus that can be awarded, over a certain thresh-
old, where the assigned objectives are exceeded.

In the MBO system, for all those involved in the implementa-
tion of the Sustainability Plan are assigned social or environmental
objectives as well as internal population engagement objectives.
Particular attention is given to the objectives set by the Group to
fight against climate change and reduce the impacts in this area. All
members of the Strategic Committee, including the Chairman and
the Chief Executive Officer'®, have a percentage of their MBO linked
to the achievement of the Group's strategic sustainability objectives
and a target relating to the DE&I topic. For each beneficiary, the MBO
system establishes both collective economic and financial objec-
tives and individual and team objectives focused on the operational
and strategic performance of the department to which they belong,
involving several colleagues, as well as project objectives related to
the achievement of milestones relevant to the specific function.

Lastly, the MBO system provides for alignment between per-
formance objectives and the management of the risks identified by
ERM to spread a culture of risk assessment and management in the
employees decision-making process.

As amedium-/long-termincentive system, the Moncler Group
currently uses Performance Share Plans for key positions within the
management population. These systems allow the incentive pro-
cess for managers and key resources of the Group to be linked to
actual company'’s results, steer people towards strategies aimed at
pursuing sustainable medium-/long-term results, align the interests
of beneficiaries with those of shareholders and investors and devel-
op policies aimed at attracting and retaining talented professionals.

Since 2020 an ESG Performance Indicator, that entails the
achievement of sustainability targets, was introduced for the Per-
formance Share Plans. The 2020 Performance Share Plan focuses
on carbon neutrality for all directly managed corporate offices (of-
fices, stores, production sites and logistics hub), on reducing sin-
gle-use virgin plastic from fossil origin and on the recycling of nylon
production scraps. In addition, the 2020 Performance Share Plan
entails, as an over-performance criterion, an additional objective
that reflects the achievement of a high assessment of the Group’s
sustainability performance by one of the leading ESG rating com-
panies, among S&P Global, CDP, MSCI or Sustainalytics. In 2023,
the ESG indicator was achieved at the maximum percentage.

Lastly, retail channel employees are provided with incentive
systems based not only on individual but also store performance
that reward excellence and service quality, along with the contribu-
tion to business development.

See also the 2023 Remuneration Report, published in the
“Governance” section of the corporate website.

BENEFITS
The remuneration package offered to employees includes a wide
range of benefits, ranging from life insurance to pension schemes
and prevention programmes aimed atimproving individuals’ well-be-
ing. The benefits offered by the Group to its employees are linked to
the professional category to which they belong, regardless the type
of contract (fixed/permanent; full time/part time) and follow guide-
lines applied internationally, with possible changes depending on
the local policy of the country of reference.

To develop remuneration policies that not only reward work
performance, but also respond in a timely manner to the non-fi-
nancial needs of its people, Moncler has developed corporate wel-
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FINANCIAL BENEFITS

fare plans, currently in Italy, the United Kingdom and South Korea,
to ensure greater care and attention to the well-being of people,
who have always been Moncler’s true strategic asset. In particular,
for all Italian employees, these plans apply to categories up to the
managers of the corporate sites employed under permanent or ap-
prenticeship contracts, in force at 31 December of each year and
provide a wide range of benefits and services, also offered in part
to the employee’s family, from reimbursement of school expenses
to vouchers, from leisure solutions to wellness packages.

In Italy, there is also the possibility of transferring a portion of
one’s welfare credit to supplementary pension funds, and the Welfare
Planidentifies an “access” condition linked to the Group's profitability.

During the year, in the context of the corporate welfare sys-
tem, employees at the corporate sites in Trebaseleghe (Padua) who
took advantage of the nursery school and kindergarten received
a full contribution from the Company: the selected schools wel-
comed up to 28 children of Moncler employees. In 2023, a kinder-
garten for employees’ children was also opened at the production
site in Romania, accommodating 60 children.

Eligible employees

Supplementary pension plans

49%

Supplementary health plans

57%

Life insurance

24%

Financial support for disability

40%

Company canteen or lunch voucher

48%

Company welfare™

49%

Other™

SOCIAL BENEFITS

31%

Eligible employees

Fitness/sports centres™

24%

Wellness and nutritional programmes

11 Including in addition to the Moncler Corporate Welfare Plan, also the
kindergarten and other child services.

12 Includes benefits such as company car, transport or accommodation
allowances.

13 Includes free access to the gym, fitness classes and other initiatives.
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59%

Lastly, Moncler and Stone Island adhere to Sanimoda, the supple-
mentary health care fund for workers in the Italian fashion industry,
which provides health care services supplementary to those of Ital-
ian's National Health System. During the year 1,457 Italian employ-
ees signed up with the Fund.
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THE FIRST MONCLER KINDERGARTEN IN ROMANIA IN COLLABORATION
WITH REGGIO CHILDREN

In 2023, as part of the expansion of the production hub, which involved an in-
vestment of around 10 million euros, Moncler announced the opening of a kin-
dergarten for the children of employees in Romania.

The initiative reinforces Moncler’s presence as a major local employer and
confirms the company’s commitment to improving the well-being and work-life bal-
ance of its employees by providing their children with an advanced learning space.

The Moncler kindergarten, which welcomes children ages two to six, of-
fers an innovative learning experience based on one of the most internationally
renowned teaching approaches developed by the Reggio Children organisation.
This innovative approach fosters an environment that encourages children’s po-
tential and promotes experiential learning through interactions, autonomy, ex-
ploration and communication.

The architecture, the design of the spaces and the furnishings of the
school recreate the idea of an open atelier that stimulates children’s knowledge
and creativity. All educational activities are carried out according to a multilin-
gual approach, in Romanian, English and Italian, to allow children to learn in a
natural way and stimulate the multicultural dimension. Family involvement is key
to designing a tailor-made learning journey. Educators work closely with parents
through regular meetings and workshops on well-being and nutrition to ensure
continuity between children’s school and home experiences.

The kitchen also pays particular attention to the origin and seasonal na-
ture of products, involving children in activities related to the preparation of
some meals to develop their personal autonomy.

The Moncler kindergarten obtained WELL “gold” certification in early 2024,
the world's leading building certification programme with the highest standards
of health and well-being. The project adheres to the most innovative protocols
and policies that promote health, safety and well-being, based on several factors,
including the quality of light, water and air, energy efficiency, interior comfort and
the quality of food offered.

DEVELOPMENT

The identification of the best talents and their retention within the
company is crucial for the Group. To value and develop people,
Moncler uses the PIUMA leadership model, an annual performance
evaluation system that measures the skills people use to achieve
the assigned targets. Based on a robust methodology it measures
performance by assessing the level of knowledge, problem-solving
ability and impact on the business and leadership, then compar-
ing it with the standard expected for the specific role. This allows to
verify the level of adherence of the individual to their role, defining
potential training and development plans.

The assessment is based on values of which every employee
must be an ambassador and promoter: integrity, passion, harmo-
ny with company culture, ability to build trust-based relationships,
global vision and the drive towards innovation. Specifically, one of
the dimensions in which each employee is evaluated is a specific
area for assessing the compliance of their behaviour with the prin-
ciples of the Group's Codes of Ethics.

The evaluation system, which aims to improve business per-
formance, has a medium-to-long-term perspective and is there-
fore one of the key processes for managing and developing people,
defining succession plans and retaining the best talent laying the
basis of the salary review process, ensuring equity, equal oppor-
tunities, meritocracy and market competitiveness. The employ-
ee self-assessment is an important step in the evaluation process.
It enables employees to compare the perception of their perfor-
mance with that of the Company.

In the assessment process, each manager evaluates his or
her staff using a digital platform. In addition, where applicable, the
functional manager is also involved in the assessment. This assess-
ment is subsequently circulated to and finalised within a committee
of senior managers, with the aim of ensuring the comparison and
calibration of the assessments, thus making them even fairer and
more objective. The process ends with the sharing of the assess-
ment between the manager and the employee, in a conversation, in
which the areas for improvement identified are discussed, the re-
sults achieved are emphasised and an action plan to strengthen fu-
ture performance is shared.

The process is thus structured to include various steps in or-
der to make the performance evaluation system multidimensional.

The assessment process is applied to all organisational roles,

NURTURE UNIQUENESS



PERFORMANCE EVALUATION

2023

both corporate and retail, at a global level, including the worker pop-
ulation in Romania. During the year, 5,837 people were assessed at
Group level, 10% more than the previous year, equal to 100%" of
the eligible population.

In addition to this structured annual assessment process,
the Group promotes continuous processes of flexible conversa-
tion between managers and employees throughout the year, allow-
ing them to give and receive constant feedback to raise awareness
and review objectives and obstacles to achieving performance.

Moncler Group
2022 2021

Employees involved (No.)

5,837

5,288 4,218

Eligible population coverage (%)

PEOPLE SATISFACTION SURVEY

100%

2023

100% 97%

EMPLOYEE ENGAGEMENT

The Group recognises the importance of employee dialogue and
active participation as essential to increase the motivation and sat-
isfaction of its people and thus create strong long-term relation-
ships. The Engagement & Internal Communication department
within the People & Organisation function is tasked with the devel-
opment of strategies, actions and tools for people engagement and
promotion of corporate culture. Several initiatives were developed
in 2023, all of which sharing some distinctive features: developing
collaboration between people, creating opportunities for sharing
and knowledge, facilitating the communication of information and
creating a shared culture and vision in order to increase team spir-
it at the Moncler Group.

Also in 2023 the annual people satisfaction survey, MON-
Voice, was carried out, with the aim of capturing the company’s po-
sitioning with respect to two aspects: employees’ engagement and
enablement. By analysing the individual components of each of these
two aspects, the Moncler Group identifies the strengths and areas
on which to work to increase and improve its overall positioning.

The seventh edition of MONVoice involved 5,816 people
worldwide, with a questionnaire of 47 closed questions and an open
question asking people for suggestions on the areas of improve-
ment of the Moncler Group and the factors that motivate them.

The main areas of excellence that emerged included “quality
and attention to the client”, “respect and recognition” and “the flex-
ibility and availability of managers”. “Collaboration and communica-
tion between departments”, while growing, remains the area to be
strengthened, together with the Group’s capacity to organise “work
in a structured manner and in line with the responsibilities required
by the role performed” and the “remuneration and benefits system”.

In order to start a process of improvement for people, starting
from the people themselves, results are shared worldwide through
internal communication, as well as through dedicated meetings.
Opportunities for sharing results are key to deepen the data that
have emerged and then formulating action plans and improvement
projects to meet the entire organisation’s expectations and needs.

Moncler Group
2022 2021

Employees involved (No.)

5,816

4578 4,286

Eligible population coverage (%)

100

100 100

Engagement rate (%)

65

64 62

Response rate (%)

92

89 88

of which women (%)

14 The percentage was calculated on the 2023 eligible workforce employed
under permanent contract, the database on which the 2023 assessment
process was implemented.
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93

89 70

Activities aimed at creating contact points between employees
and the Group's top management continued. It continued the Thank
Boss It's Friday!, an initiative launched in 2019 where employees
share their curiosities and propose suggestions to top manage-
ment with a view to open dialogue. In 2022, the format was extend-
ed to Stone Island and also launched globally, adapting it to local
cultures, inviting Group people to take part in online meetings with
the Presidents of the Regions and promoting international groups
of participants from different parts of the world. In 2023, approxi-
mately 240 people participated in the initiative.
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In line with the objective of creating awareness of what is occur-
ring within the Group and setting up opportunities for contact
with top management, several meetings were held for all employ-
ees, during which they were informed of financial results. These
were opportunities set up at the corporate level to explain and
celebrate company results and update the entire corporate popu-
lation on the most important projects. These initiatives have also
been replicated periodically at local level, in order to deepen each
Region’s results and targets.

Convinced that corporate volunteering is not only a tool for
social responsibility, but also a means of creating a culture of diver-
sity and solidarity, Moncler, since the launch of the first programme
in 2018, has partnered with a number of non-profit organisations in
activities ranging from environment to social. All employees at sites
worldwide can take two days a year to volunteer, choosing from
different organisations, types of activities and days.

The project with Legambiente aimed to raise awareness of
the environmental impact of the dispersion of waste in nature con-
tinued. In the project, the Group’s volunteers actively participated
in the campaign for parks and beaches conservation, which were
cleaned mainly of plastic materials or invasive plants. In addition,
another project was launched, involving the Group’s people in ac-
tivities to restore and maintain schools and community centres in
the cities of Milan, Padua and Modena, Italy.

In 2023, in addition to providing economic supportto UNHCR
in collaboration with the Fondazione Francesca Rava N.P.H., the
Group acted promptly, with the support of Moncler and Stone Is-
land volunteers, to offer its help in restoring the sites affected by the
flood in Emilia-Romagna.

Moreover, since 2021 Moncler has invited its people to par-
ticipate in the Be Warm project, developed together with Officine
Buone to provide Italian hospitals, and above all the Istituto Nazio-
nale dei Tumori (National Cancer Institute) in Milan, their artistic tal-
ent, encouraging employees to share their passion for art, painting,
photography, digital art and music. The most creative works select-
ed became part of a travelling exhibition in hospitals. For example,
in December 2023 the works were exhibited at the Niguarda hospi-
tal in Milan. In addition, selected singers and musicians had the op-
portunity to perform in hospital wards, offering moments of fun and
relaxation to doctors and patients.

During the year, numerous initiatives also saw the Regions of
the Group engaged in various volunteering activities, from social
activities to the cleaning and conservation of natural areas such as
parks and beaches.

In 2023, 476 employees participated in these programmes
worldwide, for a total of over 2,000 volunteer hours, an increase of
28% compared to 2022.

The Group operates in an international and multicultural context,
and regards diversity as an asset to be valued, as well as a source
of competitive advantage.

Welcoming everyone, valuing diversity and expressing ourselves
always are core aspects of the corporate culture and crucial to its
growth and way of doing business. The Group thrives in diversity
and engages in dialogue with all generations and cultures, aware
that diversity is a resource, an opportunity for enrichment and an
asset that makes companies stronger in global challenges.

As stated in the Moncler and Stone Island Codes of Ethics,
in the Human Rights Policy approved in 2023, and in line with an
inclusive approach, no form of discrimination on the basis of eth-
nicity, skin colour, gender, sexual orientation, religion, nationality,
age, political opinion, trade union affiliation, marital status, physi-
cal or mental disability, or any other status or personal character-
istic is tolerated. Respect for diversity and equal opportunities and
the prevention of all types of discrimination are principles that the
Group is committed to ensure at all stages of employment, from the
recruitment process to the definition of remuneration, to opportu-
nities for professional growth, through to the conclusion of the em-
ployment relationship.

Since 2020, the commitment to strengthen the culture of in-
clusion and diversity, both within and outside the Group, has led to
embrace in a Diversity, Equity & Inclusion (DE&I) journey.
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This policy sets out common minimum standards in all countries in which
the Group operates and aims to meet or exceed the local legal conditions for
paid leave of up to 16 weeks.

The 16 weeks are fully paid, considering both fixed and variable components
of pay and including any amounts recognised at local level by authorities,
laws and collective bargaining agreements, and will be the Group’s minimum
standard for anyone who becomes a parent.

The new measure applies to all Group people who have sons or daughters,
whether employed full-time or part-time and under permanent and fixed-term
contracts, and who have been employed for at least six months.

The Diversity, Equity and Inclusion Committee promotes inclusion
and diversity in all their forms within the Group. It reports to the
Nomination and Remuneration Committee, with which it shares
the strategy and reports on the actions taken. The DE&I Commit-
tee aims to assess current internal policies and initiatives, defining
a clear vision that, in line and synergy with the business, enables
the Group to achieve outstanding levels in DE&I, developing ar-
eas of improvement, launching new initiatives and projects on di-
versity and constantly monitoring and measuring the progress
made, with particular regard to the peculiarities of the communi-
ties where the Group operates.

The DE&I Committee relies on an operational working group
that put the strategy into practice, implement the action plan and
monitor specific indicators and objectives, ensuring continu-
ous and constructive dialogue between the Committee and the
Group's Regions.

Drivers of the activities that are underway involve the following areas:

- strengthening a culture of diversity, equity and inclusion
through training and awareness-raising activities

- promotion of representation through various tools including
partnerships with universities that have a very diverse pool of
students, selection processes aimed at ensuring fair and im-
partial evaluations

- design of new ways of working through initiatives that foster
exchange and sharing between people, such as the creation
of interdisciplinary working groups, project committees rep-
resenting company diversity by age, skills, gender, seniority,
cultural background, etc.

- definition of processes and policies to support diversity, equity
and inclusion and compliance with these principles, including
a global parental policy, strengthening of internal protective
mechanisms and reporting of misconduct, equal pay certifi-
cation, etc.

- talent enhancement through various initiatives including inter-
nal job postings, extension of the performance evaluation sys-
tem, celebration of individual achievements, etc.

With regard to training programmes, in 2023 the Unconscious Bi-
as course was launched to help participants understand and rec-
ognise stereotypes and prejudices through practical exercises, to
experience them on themselves and explore how they impact de-
cisions. In addition, the cultural awareness programme continued
for all employees across the various cultures, including those of
America, Korea, Japan, China and Italy. In 2023, guidelines were
also shared on inclusive leadership training programmes with the
Regions and courses were launched with top management, involv-
ing managers and executives in mandatory training on issues of
uniqueness and inclusion.

In terms of defining new ways of working during the year, a
new onboarding programme was redefined, digital support solu-
tions identified and a process designed to ensure a personalised,
effective, immersive and inclusive experience of the onboard-
ing phase of a new colleague. A Sounding Board was created and
launched, consisting of selected Moncler and Stone Island peo-
ple from the headquarters and Regions populations with different
profiles, cultures, ages, personal and professional experiences for
high-value transformational business projects.

With regard to company policies and procedures, in 2023 the
Group introduced the new measures to promote parenting and im-
prove the well-being and work-life balance of its people, regardless
of gender, marital status or sexual and affective orientation, present-
ing the New Parents Policy. The new policy introduces a minimum
global standard™ that ensures 16 weeks of fully paid leave™ for all
new parents employed by the Moncler and Stone Island brands™.

To create opportunities for sharing, the first townhall dedicat-
ed to diversity, equity, and inclusion was organised and broadcasted
live to all employees globally in 2023. During the event, international
anthropologist and speaker Jitzke Kramer presented key concepts
concerning positive and inclusive leadership and discussed how var-
ious influences and factors contribute to shaping cultures and how
cultures, in turn, influence people. Top management then unveiled
the new global policy for parenting and other actions related to the
DE&I plan. The event was a crucial opportunity for reflection, shar-
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ing and exploration of issues related to diversity, equity and inclusion.
With regard to gender differences, the percentage of women on the
total workforce is predominant. The proportion of women is 69%, in
line with 2022.

The percentage of women is high across all geographical ar-
eas and within management positions (managers, executives and
senior executives) is equal to 51%.

Women account for 71% of the employees with permanent
contract and 57% of the employees with fixed-term contract. Women
account for 61% of contracts transformed into permanent in 2023.

Analysing the gender breakdown in terms of length of service,
distribution by age group and level of education, there are no differ-
ences compared to the general trend. See also pages 232-235.

42%
53%

65% 63%
90%
58%
47%
35% 37%
10%
Executives and Managers Professionals White-collars Workers

senior executives

The Moncler Group is committed to offering a fair level of remuner-
ation that reflects each individual’s level of competence, skills and
professional experience, ensuring the application of the principle
of equal opportunity and avoiding the risk of discretion. Except for
the managers category, where the pay levels of women and men are
fully aligned, the differences in men's and women's salaries range
between 8% and 18%. Such differences derive from employees’
average salaries in the various organisational categories and do not
consider criteria such as length of service, level of responsibility,
individual performance and career path prior to joining the Group.
During the year, in line with the aim of obtaining equal pay certifica-
tion, the Group adopted the methodology developed by EDGE to
conduct analyses of the wages of the corporate population in Italy
to identify and explain any unexplained gaps. With the application
of such a more punctual approach, the salary gaps are reduced on
average to about 5.5%. This methodology will be extended to the
Moncler brand population worldwide by 2025. See also page 100.

The Group is committed to include people with disabilities.
Moncler manages diversity in accordance with the rules and practic-
es laid down by applicable laws and encourages the various compa-
ny departments to employ people with disabilities. Each placement
is assessed respecting and reconciling the needs and abilities of
each individual person, with provision made for the correct work-
stations and, where necessary, by adjusting working hours. In this
way, people are protected and empowered to be the best.

At 31 December 2023 there were 83 employees with disabil-
ities in Italy, Romania, Germany, China and South Korea, with an in-
crease of 9% compared to 2022. In the coming years, the Group
will continue to plan to integrate additional people with varying de-
grees of disability, including through collaboration with institutions
focused on targeted job placement.
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The Moncler Group regards the promotion of health and safe-
ty as a key priority of its way of doing business in order to pro-
tect employees, clients, contractors and all those who enter its
sphere of influence.

The Moncler Group operates in full compliance with the require-
ments of specific regulations applicable in the countries in which
it operates, with an approach aimed at continuous improvement.

At the Moncler and Stone Island headquarters, a team of
specialised personnel (Health and Safety Staff) is responsible, at
global level, for ensuring workplaces that are safe and that com-
ply with applicable legislation, setting health and safety guidelines,
coordinating monitoring efforts and, where necessary, improving
safety conditions, supervising the activities of designers and ar-
chitects and maintaining relations with the safety representatives
of Italian workers.

Every employee plays a key role. Spreading a culture of safe-
ty and individual responsibility, as well as creating risk awareness,
are indeed pivotal to maintaining a safe working environment.

A great deal of attention is also paid to the safety of workers
and contractors that work at Group sites. In Italy, all business re-
lations with contractors require the signing of a document attest-
ing the assessment of risks associated with conducting business
at the company (interference risks) and the application of strict pre-
vention in activities involving risks.

MANAGEMENT SYSTEM

Among the initiatives developed by the two Group brands for the

protection and promotion of health and safety in the workplace is

the implementation and application of an effective management
system in compliance with the highest health and safety standards.

In this regard, the Moncler Group's commitment is detailed in the

Occupational Health and Safety Management Policy, reviewed

and approved by the Group'’s Board of Directors and circulated to all

employees worldwide. The Policy sets out the principles and guide-
lines to be applied in all the areas of activity and includes:

- a dynamic, preventive evaluation of activities, allowing risks
to be eliminated at roots and, where this is not possible, to be
reduced according to the best available techniques

- continuous improvement in all activities with a safety impact
by defining and prioritising specific action plans

- enhancement of knowledge, competence and awareness of
all employees through targeted training and practices.

The Group’s health and safety management system is overseen by
the Chief Corporate & Supply Officer, who is responsible for its im-
plementation. In addition, the Group’s Board of Directors receives
quarterly updates on the management of health and safety issues
from the managers in charge.

In 2023, the Group obtained the renewal of ISO 45001 health
and safety management system certification at global level for all
offices, directly operated stores, logistics hubs and production
sites, unifying the two Brands’ certification.

FROM PREVENTION TO CONTROL
The Moncler Group devotes considerable attention and energy
to managing occupational health and safety to limit accidents as
much as possible.

Although there are no high-risk activities, the Group adopts
a preventive approach. Before the opening of a new workplace,
whether an office or store, a thorough health and safety risk as-
sessment is carried out through specific inspections conducted
with the support of specialised experts. Existing offices and stores
are subject to various periodic compliance checks, through doc-
umentary analysis and inspections (verification of working envi-
ronments and equipment). If necessary, an improvement plan is
formulated, with actions prioritised to address the risks identified
and the integration of the action plans with quantified objectives.
Progresses made in the mitigation and prevention of health and
safety issues and identified risks with regard to the goals of the im-
provement plan are periodically assessed and reported internally.

A specific, detailed emergency response plan with measures
for preparedness and response to emergency situations is also
provided for each Group site.
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During 2023, occupational health and safety inspections continued
at the Moncler and Stone Island corporate sites in Italy, the logistics
hub in Castel San Giovanni (Piacenza) and the production site in Ro-
mania. In light of these inspections, carried out by both internal staff
and external bodies, specific activities were undertaken to reduce
the risks for workers, such as the installation of manipulators at the
raw materials warehouse in Ravarino (Modena), in order to reduce
manual handling of loads.

All employees of the Moncler Group and service providers
most exposed to workplace safety risk, such as security, cleaning,
porterage and maintenance companies, are covered by the com-
pany health and safety management system, which involves audits
conducted by internal functions and external bodies.

In Italy, the Group organises periodic safety meetings, in
which representatives of the two Brands participate, along with the
company physicians, the officers of the prevention and protection
service and workers’ safety representatives. During the meetings,
analyses and results are shared with regard to risk assessment, ac-
cident rate, training and the personal protective equipment used.

Lastly, the Group’s health and safety management system al-
so includes specific procedures for investigating injuries, occupa-
tional diseases, illness or accidents at work in order to identify the
circumstances and possible causes and, if necessary, plan and pri-
oritise actions and initiatives to prevent their recurrence in the future.

In 2023, various activities focused on health and safety preven-
tion continued, including: careful management of workspaces, ongo-
ing communication and awareness-raising activities, monitoring the
correct application of improvement initiatives for employees and for
those of the service provider that manages the logistics hub in Cas-
tel San Giovanni (Piacenza), and contractual sharing and adoption of
high standards of health and safety management, in line with those
set out in the Group’s Code of Ethics and Supplier Code of Conduct,
as well as in the relevant legislation, by partners and suppliers.

Moncler’s accident rate trend in the three-year period 2021-
2023 is due to the partial operation that characterised many of the
company functions with a higher accident risk profile in 2021 due to
the effects of the Covid-19 pandemic. In 2022 these functions re-
sumed full operation, with accident rate returning to levels similar to
pre-pandemic ones.

In 2023 Moncler continued its commitment to monitoring ac-
cident rates for the employees of the service provider that manages
the logistics hub in Castel San Giovanni (Piacenza), which in 2020
received the SA8000 certification with the aim of ensuring optimal
working conditions. The severity rate at the logistics hub was 0.27
in 2021, 0.12 in 2022 and 0.10 in 2023, whereas the frequency
rate was 8.41 in 2021, 10.38 in 2022 and 3.66 in 2023. In addition,
monitoring was extended to other service providers deemed most
at risk of safety for whom no accident was recorded, with a total fre-
quency rate for all monitored suppliers of 5.90in 2021, 7.90 in 2022
and 4.06 in 2023.

No fatal incidents were recorded, either among employees
or contractors.

Moncler Group

2023 2022 2021

Total Men Women Total Men Women Total Men Women

Incidence rate™ 2.80 3.05 2.69 3.80 4.57 3.46 2.84 1.86 3.26
Severity rate®® 0.06 0.08 0.06 0.14 0.19 0.12 0.06 0.04 0.07
Frequency rate®' 1.71 191 1.63 2.45 3.07 219 1.79 1.22 2.03
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20

21
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Considering both commuting and workplace accidents, the severity
rate was 0.50 in 2021, 0.12 in 2022 and 0.10 in 2023.
Incidence rate: (number of workplace accidents/total number of employ-

ees) x 1,000.

Severity rate: (number of days lost due to workplace accidents/total

number of hours worked) x 1,000.

Frequency rate: (number of accidents/total number of hours worked) x

1,000,000.

Occupational diseases, i.e. diseases caused by a gradual and pro-
gressive harmful effect on the worker’s body, in a direct causal re-
lationship with the work carried out, are monitored by the Group in
order to identify the conditions of working environments that may
have facilitated them, check for any residual risks and take the nec-
essary corrective actions, in order to prevent them from recurring.
In addition, in Italy, personnel exposed to specific risk factors con-
tinued to undergo periodic health checks through specific health
protocols, formulated on the basis of risk, along with any additional
specialist visits as needed.

All indicators relating to accident indicators are constantly
monitored and assessed. See also pages 236-237.
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Moncler and Stone Island take an inclusive approach to employ-
ee well-being, focusing attention on work-related stress issues.
In 2022 Moncler renewed its assessment of work-related stress at
corporate sites in Milan: for all offices, the results of this assess-
ment showed a low risk. This assessment will be updated in 2024.
Despite the “low" risk obtained, in 2024 the Company will continue
to implement a series of actions aimed at implementing a process
of continuous improvement: the stress assessment was used as a
basis for the planning and implementation of organisational or man-
agement measures aimed at preventing or minimising stress-relat-
ed harm on worker health.

This assessment was also carried out at Moncler production
site in Romania and at the Stone Island sites in Milan and Ravarino
(Modena), also found to have a “low” risk level.

TRAINING AND INFORMATION

People training is part of the prevention activity promoted by the
Moncler Group. During 2023, approximately 43,000 hours of health
and safety training were delivered. Specific training courses, ded-
icated and customised on the basis of the various professional
profiles and risk levels, were launched in order to transfer the ap-
propriate knowledge, skills and values for “working safely”.

The majority of employees have received general workplace
safety training in compliance with the law. For those at the Compa-
ny who occupy positions of responsibility and coordination, addi-
tional training has been provided, specific to officers, to facilitate
the monitoring and compliance of workers with conduct in line with
the legal and company'’s health and safety rules.

In addition, a health and safety course with content specif-
ic to store employees continued to be provided to all Group stores.

HEALTH AND WELL-BEING

The Moncler Group’s commitment to the promotion and protection
of the health of its employees extends beyond the limits of its busi-
ness activities and occupational risks. This is the meaning and pur-
pose of the various initiatives relating to training and information
on prevention organised during the year.

The Moncler Group is committed to sign agreements with lo-
cal clinics to ensure employees have access to the best medical
centres at the lowest rates. In 2023 a dedicated psychological con-
sultation service continued to be made available to employees at
Moncler’s sites in Italy. See also pages 101-102.

In addition, the Group participates in a supplementary health
care fund for workers in the Italian fashion industry, which provides
services supplementary to those of the Italian’s National Health
System. During the year, 1,457 employees registered with the fund.
See also pages 101-102.

In 2023, the traditional company welfare initiatives continued
at the production site in Romania. Moncler has always put in place
various activities to promote the health and well-being of employ-
ees in Romania: from offering annual blood tests directly on site,
to conducting free eye tests, to helping to purchase eyeglasses.
The evaluation on the ergonomics of some workstations in the iron-
ing department, needed to formulate improvement plans to reduce
staff fatigue and maximise productivity, was extended to the sew-
ing department during the year. Lastly, new LED lighting systems,
which are more environmentally efficient and contribute to improv-
ing working conditions, continued to be installed.

Anotherissue that Moncler and Stone Island regularly monitor
is noise in workplaces, which can cause a range of health problems
for workers. In particular, at all corporate offices and the produc-
tion site in Romania, noise measurements are carried out annually
to check compliance with the permitted limits in each area.

Air quality, temperature and humidity can also generate un-
comfortable situations in the workplace, affecting both physical
health and the psychological well-being of workers. Specifically,
the Moncler Group, in order to ensure proper workplace ventilation
at the corporate sites in Trebaseleghe (Padua) and Romania and at
the Stone Island site in Ravarino (Modena), where there are vari-
ous micro-climatic conditions due to different processing phases,
continued to carry out efficiency upgrade projects involving the in-
stallation of latest-generation ventilation systems, which are peri-
odically checked.

The Moncler Group’s commitment to the well-being of its em-
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INDUSTRIAL RELATIONS

ployees includes various programmes that promote work flexibility
and the best work-life balance.

The Moncler Group acknowledges and respects the right of its
employees to be represented by trade unions and maintains re-
lations with these bodies based on mutual recognition, dialogue
and cooperation.

Trade union relations and negotiations are managed in accordance
with the highest principles of transparency and fairness and in
strict compliance with applicable laws.

In Italy, Romania, France, Belgium, Austria, the Netherlands,
Spain and Brazil, all employees are covered by collective bargain-
ing agreements, accounting for approximately 66% of the employ-
ees worldwide.

The Moncler Group bases its policy of industrial relations on
constructive dialogue, which aims at involving employee represen-
tatives and maintaining a good work environment. The search for
shared solutions translates into a total absence of conflict.

Thanks to the collaborative environment established over the
years, also in 2023 no company strikes or trade union protests by
workers directly employed by Group companies, nor any cases in
which the freedoms of association and collective bargaining were
violated or found to be at risk, were registered.

During 2023, Moncler continued to hold periodic meetings
with trade union representatives, elected during the year, mainly
concerning technical and managerial training courses, the adoption
of a system to prevent the potential data loss, which the company
will implement in 2024, and measures adopted by the company to
support the balance between the private and professional lives of
employees through the adoption of the CAREPLACE portal.

At Stone Island, in 2023 meetings with trade union repre-
sentatives led to the definition of the new company supplementary
contract, which has a three-year term and establishes a corporate
welfare platform. The agreement also includes the expansion of
measures to support parenting and the management of corporate
volunteering.

The Group is aware that some strategic decisions may have
repercussions on its employees and, in this regard, in case of signif-
icant organisational changes (e.g. reorganisation processes or oth-
er significant transactions), has always implemented, and commits
to continue to do so, all procedures for prior information and con-
sultation of employees provided by law.
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MONCLER’'S NEW SUPPLEMENTARY COMPANY PLAN

Protection, well-being and listening to people are key to the Group. Accordingly,
in collaboration with trade unions, major benefits are introduced to the supple-
mentary agreement for Italian employees.

SUPPORT FOR PARENTS

Moncler's support for parents includes a range of opportunities for new parents
to help take care of their children and return from leave. In 2023, the Moncler
Group introduced the New Parents Policy. This policy introduces new measures
to enhance parenting and improve the well-being and work-life balance of its
people, regardless of gender, marital status or sexual and affective orientation.
The new policy introduces a global minimum standard that provides 16 weeks
of fully paid leave for all new parents employed by the Moncler and Stone Is-
land brands, taking into account both the fixed and variable components of pay,
and including any amounts locally recognised by authorities, laws, and collec-
tive bargaining agreements.

Measures to facilitate return from leave and family management include
the possibility of applying for flexible hours and additional paid leave until the
child is three years of age. In addition, remote working methods and counselling
services in support of emotional well-being are available.

With the introduction of this new policy, the Moncler Group continues its
journey to promote inclusion and equity, in order to create a positive working en-
vironment that is attentive to people’s needs. See also page 240.

SUPPORT FOR PEOPLE

Moncler’s initiatives to support people include providing tools for attention in
cases of serious illness, managing specialist visits, bereavement, and volun-
teering. Personal support relates to offering additional paid leave for medical
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examinations, extending the grace period for particularly serious cases with
an extension of the job retention period to a total of 24 months, additional paid
leave for family bereavement, support for serious illnesses and the inclusion of
two days’ paid leave for volunteering activities.

Moreover, in the early months of 2023, the Group launched CAREPLACE,
the new portal dedicated to employee well-being, offering tangible support to
facilitate work-life balance. The portal, opened in a first phase to all Moncler
Group corporate employees in Italy, includes three areas: Family Care, Lifestyle
and Pet Care. Within each area, employees have access to a variety of services,
including on-demand services, online group meetings and experts.

The “On-demand Services” section includes a wide range of services,
such as babysitting, study support, domestic services, caregivers and pet-sit-
ters, with the ability to view and directly contact the selected professionals.

The “Group Meetings” section offers a wide range of free online meet-
ings with professionals in the Family Care, Lifestyle and Pet Care areas, ranging
from fitness and meditation sessions to family-related meetings with psycholo-
gists and psychotherapists. All meetings are free and take place in group mode.

The “Experts” section is dedicated to highly qualified professionals in var-
ious areas ready to meet employees’ needs.

In September, group online meetings on CAREPLACE were also extend-
ed to the families of employees, allowing them to participate to and benefit from
this opportunity.

In addition, among initiatives to improve the mental and physical health of
personnel, the MINDCARE project, a dedicated psychological advice service,
was launched in 2021. This service, available to thecorporate population in Italy,
offers professional, qualified, private and confidential support, accessible any-
where and at any time.

In collaboration with MINDWORK, a company specialising in psycholog-
ical counselling, the MINDCARE project offers five free online individual ses-
sions with professional psychologists or psychotherapists from outside the
company. The sessions are completely anonymous, via encrypted video call,
available in both Italian and English, and can also be booked outside working
hours, including weekends.

The professionals available cover different specialties to meet various
needs, including work and career coaching, eating disorders, stress and burn-
out, relationships and parental support.

In 2023, the service recorded a total of 319 sessions over 12 months.

SUPPLEMENTARY PENSIONS AND WELFARE
Moncler also increased the percentage contribution to supplementary pension
by the Company, while also changing the methods for calculating the annual
welfare contribution, including two sustainability indicators, to complement the
financial indicators.

The principles strengthened in the supplementary plan (including support
for parents, people and supplementary pensions) will also be extended to the
other regions where the Group operates and to Stone Island.

NURTURE UNIQUENESS
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Responsibility and transparency in business decisions and relationships, particu-
larly with suppliers and clients, are fundamental values to continuing build
long-term relationships based on trust and authenticity.

Aware that a quality product is a product made with a focus on health and safety,
respect for human and labour rights, the environment and animals, the Group

is also committed to acting with transparency and authenticity in relations with its
clients through direct, continuous dialogue across all contact channels.
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SUPPLY CHAIN PROFILE

Excluding suppliers with sales order of less than 1,000 euros per year.

A quality product is the result of shared standards, cooperation,
joint efforts and stable relationships based on trust with all supply
chain partners. The Group believes in the importance of develop-
ing increasingly closer and more profitable synergies and partner-
ships with those who not only guarantee excellence in production
performance, but also share the Group’s values and expectations
in terms of ethical, environmental and social standards.

In 2023, 634 suppliers were involved in the production of Moncler
and Stone Island products’, a slight decrease compared to the pre-
vious year due to increasing synergies and the gradual internalisa-
tion of some production processes. Suppliers are divided into four
general categories: raw materials, fagon manufacturers, finished
products and services.

- Raw material suppliers mainly provide fabrics, yarns, down,
leather and production accessories (buttons, zippers, rib-
bons, elastics, etc.). Fabrics are mainly sourced from lItaly,
Japan, Korea, China and France. Suppliers of yarn and pro-
duction accessories are mainly Italian, while the down sup-
pliers are European, North American and Asian.

- Fagon manufacturers are suppliers with strong technical ex-
pertise to which the Group entrusts the production of fin-
ished products or intermediate phases of processing (dying,
embroidery, etc.), while providing them with all the raw mate-
rials needed. In particular, this category includes dye houses
that perform garment-dyeing, to which Stone Island directly
entrusts this process in Italy. The entire manufacturing pro-
cess is carefully monitored by Group technicians who verify
its compliance with the required standards through rigorous,
ongoing field audits. In particular, through this process out-
erwear, trousers, skirts, dresses, all tricot knitwear and some
cut-and-sewn knitwear are produced. Fagon manufacturers
are mainly located in Italy and Eastern Europe, areas where
long manufacturing tradition guarantees very strong techni-
cal expertise and adequate production capacity. In particular,
Italy is characterised by a strong expertise in very complex
and unusual processes.

— Finished products suppliers are those who, having received
the technical design of the products, are responsible for the re-
alisation of the garment, including the raw materials sourcing
phase, according to the Group standards; in addition, Moncler
directly provides its finished products suppliers with some
strategic raw materials such as down, nylon and, of course, lo-
goed materials. During garment production there is constant
interaction between the supplier and the Group experts, who
make on-site visits and scrupulously supervise the process,
to ensure that the final product meets the expected high lev-
el of quality. Some cut-and-sewn knitwear (mainly t-shirts and
polo shirts), some soft accessories (such as hats and gloves),
shoes and bags, and small leather goods are mainly produced
in this way. In particular, suppliers of cut-and-sewn knitwear
are based in Europe and Tuirkiye, while suppliers of soft acces-
sories are mainly Turkish and Italian with a high degree of spe-
cific skills; shoes, bags and small leather goods are realised
by European suppliers, most of them lItalian.

- Service providers support the Moncler Group in its pattern
making, prototyping and quality control processes and are
mainly based near its corporate offices.
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SUPPLIERS BY GEOGRAPHICAL AREA?

10%

Asia

19%
EMEA (excl. Italy)

SUPPLIERS BY TYPE?®

13%

Finished products

29%

Fagon manufacturers

2 For fagon manufacturers and finished product suppliers, the geographic lo-
cation is the country the product was ‘made in’; for service and raw mate-
rial suppliers, it is the country where the supplier’s head office is registered.
Percentages calculated on the number of suppliers.

3 Percentages calculated on the number of suppliers.
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1%
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57%

Raw materials



VALUE OF ORDERS BY GEOGRAPHICAL AREA

16%

Asia

38%
EMEA (excl. Italy)

2%

Americas

44%
Italy

Where possible, the Group employs local suppliers located near its
main sites to benefit from logistical advantages, reduce their related
greenhouse gas (GHG) emissions, generate income and create em-
ployment opportunities in the communities where the Group operates.

Most suppliers (approximately 90%) are based? in the EMEA
Region, primarily in Italy.

The Group distributes its purchasing expenditure, in order to
avoid situations of dependence on its suppliers that could repre-
sent a risk for the business. With regard to concentration, the top
40 suppliers account for more than 50% of the value of orders. The
Group is careful to promptly identify critical situations that could
cause potential supply disruptions and mitigate the related risk.

The Group periodically identifies its critical suppliers to in-
volve them in targeted actions and initiatives. This identification
process is based on arisk-based approach that takes into account,
the economic value of the orders commissioned, quality, delivery
times, financial dependence of the supplier, and the Group’s abili-
ty to ensure the supply of goods and services if it has to replace a
supplier quickly. In addition, specific sustainability parameters are
assessed, such as: the potential risk relating to human rights in the
reference country, the sourcing of key raw materials with potential
social and environmental impacts and the supply of strategic pro-
cesses for the Group, with a particular focus on raw materials of an-
imal origin and on the relevance to the business.

At present, the majority of workers at the Group’s critical
suppliers are women (approximately 68%), and the percentage of
migrant workers is approximately 5%.

SUPPLY CHAIN EXCELLENCE

Moncler has been implementing its Supply Chain Excellence pro-
gramme for years. It aims to bring the supply chain to a level of
excellence by developing the operational and industrial area ac-
cording to an advanced model, functional to coping with a con-
stantly changing market.

People and their contributions are the cornerstones of the
entire programme. All company departments are involved in work-
ing groups. Today's critical factors of success were analysed, along
with those needed for the future, and specific projects were there-
fore launched, all with the aim of achieving operational excellence
in terms of quality, time to market, sustainability, reliability, flexi-
bility and efficiency.
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The main initiatives in 2023 included:

BE FAIR

Collection Excellence: the Product Lifecycle Management
- PLM platform was extended to all product lines and cat-
egories. All information relating to the development of the
collections is now in a single environment shared by all the
functions involved in the process, fostering its sharing and
efficiency. In 2023, the platform’s operational functions were
further refined, with particular advantages above all in moni-
toring and managing workflows.

Supply Chain Collaboration: the project aims to create a
platform for collaboration to enable Moncler to increase vis-
ibility and control of all phases of production, with advan-
tages in terms of responsiveness and operational flexibility.
Through devices and applications provided to the affected
suppliers, the platform facilitates efficient, timely communi-
cation between Moncler and its fagon manufacturers, signifi-
cantly improving integrated supply chain management and
thus the efficiency of raw material warehouses, production
planning and logistics. Launched in a pilot phase in 2023, the
project already covers around 30% of suppliers’ production
volumes. The project will be further expanded in 2024, ex-
tending in terms of operating scope to cover more than 90%
of suppliers’ production volumes.

Data-based scientific approach: in order to constantly im-
prove supply chain management processes, each quarter
the management team meets to monitor operating perfor-
mance based on a set of indicators that analyse the perfor-
mances of the various operating areas of Supply Chain &
Operation processes. The quarterly monitoring and analysis
cycle allows for a proactive approach to continuous improve-
ment. Through this process, the company can constantly op-
timise processes, improve the quality of services offered and
reduce operating costs.

Continuous improvement of garment quality: the process
of honing internal technical skills continued to ensure con-
stant oversight of the design, industrialisation, pre-produc-
tion and production phases, whether performed internally or
by suppliers. This approach entails a constantly increasing
focus on the quality of upstream process execution that will
help reduce possible non-conformities of finished products.
Over time, an approach based on the monitoring and analy-
sis of performance has been consolidated: detailed study of
production data makes it possible to quickly identify areas
for improvement and always pursue the finest quality. To this
end, a pre-testing process has been set up directly at suppli-
ers’' premises. This allows the language and quality standards
to be brought directly into the production phase and enables
swift repairs and greater quality control throughout the pro-
duction process.

Shipment tracking: the project involves accurate tracking of
shipments, from raw materials to distribution of the finished
product, to obtain timely information on the progress of the
various phases, including through an ad hoc report. In 2023,
the project sought to optimise shipments of raw materials
to fagon manufacturers, reducing the variability of delivery
times. In 2024, it will be extended to the transport of finished
products to the logistics hub.

3D Project: In 2018 Moncler started to integrate 3D tech-
nology into its product development process. Digital design
minimises the need for physical samples, reducing waste,
development times and prototype production costs. This
makes it possible to digitally adjust the fit, find the right pro-
portion for each size and check the rendering of different fab-
rics, colours and patterns.

Zero Waste Project: all obsolete materials (fabrics, compo-
nents, etc.) in the Moncler brand’s main warehouse began
to be classified and verified starting in 2021. This activity al-
lowed to have a timely view of inventories, making them avail-
able for the production of new collections, thus reducing the
generation of waste.

Early Product Engineering Programme: companies with
a strong propensity for innovative design, such as Mon-
cler, tend to experience issues of various kinds close to the
launch of the sample collection into production, with a con-



sequent significant negative impact at the level of economic
performance, time, cost and waste. The Early Product Engi-
neering Programme enables any critical issues to be identi-
fied and addressed in advance with all development teams
so that the problem can be solved quickly: the so-called, de-
sign for manufacturing.

In addition, to promote the inclusion of specialised technical per-
sonnel in the Company, Moncler continued the MATE (Moncler
Academy for Technical Excellence) programme to create a school of
craftsmanship aimed at training technical personnel such as proto-
typers, pattern-makers and quality experts. In 2023, the third edition
of the programme was launched, involving 14 participants for a total
of more than 20,500 hours of professional training. During the year,
the training course was enriched and revised according to a more
structured approach, becoming a full-fledged academy with qual-
ified, highly specialised internal teachers. See also pages 99-100.

The Pattern Making School training programme at the pro-
duction site in Romania also continued, with the aim of increasing
skills among Moncler’s personnel and thus strengthening certain
departments such as modelling, CAD, development and place-
ments through the training and recruitment of local students. See
also pages 99-100.

To ensure supply chain excellence, Moncler has implemented a

vendor rating system that assigns an overall supplier rating also

considering sustainability aspects. Each indicator is weighted and
helps to assess a supplier based on the results achieved in each ar-
ea. The vendor rating areas are:

- sustainability and compliance (working conditions and re-
spect for human rights, observance of chemical substance
standards, indicators relating to the results of compliance
tests carried out on products, environmental practices, an-
imal welfare, etc.)

— quality (rate of production defects, quality complaints report-
ed to client service, etc.)

- delivery service level (flexibility, delivery punctuality, etc.)

- cost (price competitiveness, logistics costs, etc.)

- innovation (technological capacity, aptitude for innovation,
etc.)

— financial sustainability (degree of economic resilience of the
supplier).

With regard to indirect suppliers, i.e. suppliers of goods and services
not related to products, since 2018 the mapping of suppliers’ quali-
ty, social, environmental and health and safety certifications is con-
tinuously updated. Of the Group’s approximately 800 main indirect
suppliers mapped, most have at least one certification, and around
half already have ISO 45001 health and safety certification and/or
ISO 14001 environmental certification. The Group also continued
its awareness-raising activities to promote improvement objectives
with suppliers relating to the importance of certification processes.
Finally, since 2021 Moncler has verified the reliability of its partners,
with the addition of information on the management of sustainability
issues. Approximately 120 suppliers have been involved in this activ-
ity. These indirect suppliers, mainly manufacturers and maintenance
and service providers, have been evaluated according to 28 criteria,
divided into four categories: environmental, work and human rights,
health and safety, and ethics. This tool - based on international prin-
ciples, standards and guidelines such as the Global Compact, Global
Reporting Initiative, ISO 26000 and the OECD Guidelines - provided
a series of parameters making it possible to assess and compare the
social and environmental performance of indirect suppliers.
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RESPONSIBLE SOURCING
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Approximately 85% of significant contracts include compliance with
the Brands’ Code of Ethics (95% for Moncler).

For the Moncler Group, talking about quality also means talking
about health and safety, respect for human rights, environmen-
tal protection and, in general, ethics in business conduct along
the entire value chain. Being a socially responsible company in-
volves taking a commitment that extends well beyond its bound-
aries, embracing the entire supply chain.

SUPPLY CHAIN DUE DILIGENCE

Suppliers are strategic partners, this is why the Group’s relation-
ship with them goes beyond the economic and commercial sphere.
For Moncler and Stone Island, excellence means quality, style, and
innovation, but also a commitment to promote a supply chain that
is attentive and respectful of workers’ rights, of animal welfare, and
of the environment.

The focus on ethical, social and environmental aspects along
the supply chain starts with the supplier selection phase and con-
tinues with systematic awareness-raising and monitoring ac-
tivities. Knowledge, traceability, sharing of best practices and
verification are in fact fundamental, not only to limit situations of
risk, but also, and above all, to generate culture and promote the re-
sponsible, sustainable development of the business for the benefit
of the entire supply chain.

To this end, the Group has developed a comprehensive, sys-
tematic due diligence process that is constantly strengthened and
updated in view of emerging regulations.

THE GROUP’S POLICY SYSTEM

The Moncler Group has adopted specific internal policies to ensure
and promote transparent, responsible management of its value
chain. These policies include the Moncler and Stone Island Brand
Codes of Ethics, the Human Rights Policy, the Environmental Policy,
the Anti-Corruption Policy, the Health and Safety Management Pol-
icy and the Group Supplier Code of Conduct.

During the contracting phase, all suppliers®* must sign the
Code of Ethics with the related policies, and the Supplier Code
of Conduct outlining the principles and guidelines that inspire the
Group’s business and guide the behaviour and actions of all those
with whom Moncler and Stone Island interact. By signing the Code,
suppliers commit to comply with these principles and ensure that
their subcontractors comply with them as well. Violation of these
principles constitutes a breach of contract, with the right, depend-
ing on the severity of the situation, to immediately terminate the re-
lationship. See also pages 50-51; 53; 55-56.

More specifically, the Supplier Code of Conduct is inspired
by the Universal Declaration of Human Rights and the ILO Conven-
tions, and sets out the Group’s expectations for the main areas of
responsible business. It consists of six sections (Labour and Hu-
man Rights, Health and Safety, the Environment, Animal Health and
Welfare, Product and Service Safety and Quality and Business Eth-
ics) and contains the mandatory requirements that suppliers must
follow in order to begin or continue working with the Group.

The Group procedure that governs the selection of all new sup-
pliers was updated in 2021. The evaluation of a new supplier involves
an on-site visit by the quality team to assess the supplier’s alignment
with the Group’s quality standards. After this technical analysis, the
evaluation process for new fagon manufactures and new finished
products suppliers involves an ethical, social and environmental au-
dit by a third party. For raw material suppliers, the process requires
the completion of an environmental and social evaluation question-
naire supported by documentary evidence and then a third party on-
site audit, that is carried out in line with the provisions of the audit
plan. The Group thus commits to not include in its supply chain com-
panies that do not comply with the Moncler and Stone Island quali-
ty standards and basic ethical, social and environmental principles.

In 2023, the teams that manage the selection of new suppli-
ers were involved in training sessions during which the steps of the
procedure to be followed for the various types of suppliers were re-
viewed. During these sessions, suggestions for improvement were
collected in order to make the process increasingly effective.

RISK ASSESSMENT

The commitment to upholding the principles and guidelines that in-
spire the Group’s operations starts with the early, preventive iden-
tification of actual or potential risks of violations of these principles
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throughout the supply chain. The risk analysis is carried out using
various tools at all the entities of the value chain: all Moncler Group
offices, existing and potential business relationships (e.g., mergers
or acquisitions), suppliers, sub-suppliers and their employees, in-
cluding women, children, indigenous peoples and local communi-
ties, in any way connected to or affected by, directly or indirectly,
the Group’s activities.

In particular, in 2023 the Group, with technical support from
a specialised international partner, conducted a specific assess-
ment of the risk of human rights violations throughout its supply
chain. The analysis, carried out at country level, covered all stages
of the production process. As a result of this project, the potential
risk profile for each of the main human rights was mapped, includ-
ing decent wages, health and safety at work, discrimination in the
workplace, child labour, forced labour, trafficking in human beings,
migrant workers, freedom of association and collective bargaining.

The theoretical risk assessment analysis confirmed that the
services and production processes carried out by the Group in di-
rectly managed locations do not present a significant risk profile
of potential human rights violations, while those managed by the
Group's direct suppliers are characterised by diversified levels of
risk. In particular, the stages of the supply chain related to cotton cul-
tivation and intermediate processing of finished products could po-
tentially be characterised by higher risk profiles compared to other
stages. For this reason, the Group has for years implemented struc-
tured monitoring and prevention processes aimed at mitigating these
risks throughout the entire supply chain. Among the human rights an-
alysed within the supply chain, ensuring decent wages has emerged
as one potentially at risk. Indeed, for years the Group has been com-
mitted to monitoring this issue through specific analyses on the liv-
ing wage (see also pages 135-136). Lastly, country-level analysis has
highlighted the presence of higher potential risks in Southeast Asian
countries, where the Group’s supply chain has very limited presence.

This risk-based approach is essential for the prevention and
mitigation of negative impacts on human rights. This includes prior-
itizing audits based on criteria that take into account the potential
risk level of human rights violations, as well as selecting new sup-
pliers considering the risk of human rights violations as one of the
evaluation criteria.

The Supply Chain and Procurement departments are regularly
involved in training activities where the results of the assessments of
the risk of human rights violations along their supply chain are shared.

In addition to the periodic analysis of the risk of human rights
violations throughout the value chain, various analyses are carried
out annually to identify the main risks and impacts, including envi-
ronmental aspects, with particular attention to issues such as cli-
mate change (see also pages 58-62), biodiversity (see also pages
198-199) and water consumption.

PREVENTION AND MITIGATION OF IMPACTS

The integration of the analyses carried out during the risk as-
sessment allows the Group to obtain a complete, in-depth risk map
and is the basis for defining the actions to prevent and mitigate ad-
verse impacts throughout the supply chain.

The main tool implemented by the Group to prevent and mit-
igate impacts throughout the supply chain is the periodic and sys-
tematic ethical, social and environmental auditing of suppliers
with which the Group already has a working relationship, in order
to verify compliance with applicable laws and the principles con-
tained in the Group’s Codes.

In order to ensure maximum impartiality, audits are regularly
conducted by qualified, experienced third parties. The audits focus
on verifying respect for fundamental human and worker rights, with
particular attention to issues of forced labour, child labour, free-
dom of association, working hours, guaranteed minimum wage and
health and safety. The Group’s proprietary checklist, used to per-
form audits, is regularly updated to take account of changes in ref-
erence standards and local and international regulations. In 2023,
an updated and revised version was used with the technical sup-
port of the International Labour Organisation (ILO), including even
stricter requirements than in previous versions.

The Group has a three-year audit plan that ensures all fagon
manufacturers and finished product are audited at least once ev-
ery three years.
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In 2021-2023, Moncler conducted 564 ethical, social and envi-
ronmental audits (on both suppliers and subcontractors), account-
ing for approximately 100% of the volumes assigned to outerwear
fagon manufacturers, 81% of the volumes assigned to suppli-
ers of other outerwear processes (dye houses, printing works,
embroideries, etc.), 99% of footwear and bag suppliers, 39% of
tanneries, 97% and 94% of the volumes assigned respectively to
knitwear suppliers and soft accessories suppliers, and 96% of the
2022 turnover of pattern making and prototyping suppliers.

Stone Island, which has a three-year ethical, social and en-
vironmental audit plan aimed at ensuring the highest coverage of
suppliers in its supply chain, also carried out 281° ethical, social
and environmental audits during the same three-year period (on
both suppliers and subcontractors), equal to around 99% of the val-
ue of orders assigned to finished products suppliers and 98% of
the value of orders assigned to fagon manufacturers.

Moreover, during 2023 both Brands also conducted ethi-
cal, social and environmental audits on major raw materials suppli-
ers representing 79% of total material purchases for Moncler and
93% for Stone Island. In particular, with regard to the down sup-
ply chain, 100% of Moncler’s suppliers were also found to comply
with the new human rights and environmental compliance mod-
ules officially included in the DIST Protocol. Those environmental
and social modules were also applied to Stone Island’s down sup-
plier verification processes.

Lastly, ethical, social and environmental audits also contin-
ued to be carried out on strategic service suppliers: logistic plat-
forms, external quality control platforms, providers of services at
Group offices and stores for which no significant non-complianc-
es were identified.

In addition to the standard environmental module included in
ethical, social and environmental audits, in 2023 Stone Island con-
ducted 18 specific environmental audits on a selection of fabric,
finishing and dyeing suppliers, while Moncler examined the anal-
yses of the waste water of 32 companies with wet processes on a
sample of fabric, down, dyeing, weaving and tannery suppliers to
identify impacts related to potential spills or cases of water con-
tamination. No critical non-compliances have emerged from the
conducted activities. It is the Group’s objective to continue moni-
toring these activities in the coming years.

These audit activities were complemented by audits on ani-
mal welfare and on down traceability as per the DIST (Down Integ-
rity System & Traceability) Protocol across the entire supply chain
for Moncler and according to the Responsible Down Standard
(RDS) for Stone Island. See also pages 136-138; 145; 161-163.

Moncler Group
2022 2021

Ethical, social and environmental audits 389

239 180

Animal welfare and traceability (DIST) audits - down supply chain 156

136 136

Total 545

5 The figure includes 37 ethical, social and environmental audits carried out
by Stone Island prior to the closing of the acquisition by Moncler S.p.A.
of the entire share capital of Sportswear Company S.p.A., the company that
owns the Stone Island brand.
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375 316

The increase in the number of ethical, social and environmental au-
dits during the last year is due to the verification activity for new
human rights and environmental compliance modules within the
DIST Protocol.

CORRECTIVE MEASURES ADOPTION

In case violations of applicable laws or principles contained in the
Group's Codes and Policies are identified during audit activities,
the Group commits to implementing appropriate actions to reme-
dy the situation.

Notwithstanding the zero-tolerance approach for major
breaches, for which the Group reserves the right to terminate imme-
diately the existing contractual relationship with the supplier, both
Brands are committed to support their supply chain raising aware-
ness and driving continuous improvement, requiring the implemen-
tation of corrective actions where needed. Following each audit, an
improvement plan is issued and its implementation is then verified.

The Group undertakes to proactively support all suppliers in
implementing the agreed corrective actions.
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In order to verify that corrective measures are effectively imple-
mented by the agreed deadline, the Group carries out both on-site
and documentary follow-up audits.

With regard to the 389 suppliers audited in 2023, at year-end
more than 89% of them were in line with the Group’s social and en-
vironmental standards (91% of critical suppliers). Relationship was
terminated with around 4% of them (14 suppliers), and the remain-
ing 7% turned out to have open non-compliances at the end of
2023, as the audit activity took place just before the last months of
the year and not all the actions aimed at remediating the non-com-
pliances had already been closed.

In 2023, with particular reference to social aspects, 190 of
the 389 sites audited were found to have non-compliances and the
relative improvement plan was issued. The main areas of non-com-
pliance were related to occupational health and safety (73%) and,
in 25% of cases, aspects relating to management of employment
relationships, including non-compliance relating to salaries and re-
muneration (12%), working hours (8%), employment contract man-
agement (5%), and, in only 2% of cases, human rights issues. For
the least critical non-compliances, it was agreed with the suppliers
to implement a resolution plan promptly, while in the most critical
cases, collaboration with the supplier was always ended.

Aware of the fact that promoting principles of responsibili-
ty among its suppliers is beneficial to mutual sustainable growth, in
addition to constantly raising awareness of ethical, social, environ-
mental and animal welfare topics, the Moncler Group supports its
supply chain in several ways. In particular, Moncler supports some
strategic suppliers, making health and safety experts available to
give advice and develop knowledge of best practices and providing
operational support for investments in technologically advanced
machinery for particular processes (21 suppliers in 2023). The pro-
gramme was also extended to Stone Island suppliers in 2022.
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FAIR WAGE PRACTICES ALONG THE VALUE CHAIN

In its Supplier Code of Conduct and Human Rights Policy, the Group recognis-
es the importance of ensuring wages that are compliant with the law or binding
collective agreements and, in any case, adequate to the cost of living, the em-
ployee's basic needs, discretionary profit, market benchmarks and the type of
professional performances.

Suppliers must provide a fair level of compensation and career develop-
ment that reflects knowledge, skills, abilities, professional experience, benefits,
salary and non-salary incentives.

Like the Group, suppliers are expected to provide all the benefits required
by the law, including, but not limited to, social security, parental leave, annu-
al holidays and calendar holidays, in addition to engage in regular social dia-
logue on compensation issues. Moreover, all suppliers are required to bear the
responsibility for taxes and other costs of recruiting and hiring workers, includ-
ing migrant workers, temporary workers and fixed-term contracts.

In 2021 the Group, with the support of a third party, began carrying out
specific assessments on the living wage on both its corporate sites and sup-
pliers, with the aim of covering 100% of the Group’s critical suppliers by 2025.

As of December 2023, the percentage of critical suppliers assessed and
involved in a living wage analysis was 65%.

In particular, Moncler partners with the Fair Wage Network, an indepen-
dent organisation dedicated to progressing fair wage practices across global
supply chains. The methodology adopted by Fair Wage Network focuses on the
collaboration of companies and suppliers and assess wage practices through
workers and managers questionnaires, identifying potential issues and sudg-
gesting improvement activities.

The Fair Wage Network assessment methodology is structured around
12 dimensions, covering the entire spectrum of wage indicators: the living wage
is therefore only one of the dimensions analysed while other variables of the
wages practices and pay systems are evaluated such as wage negotiation with
workers’ representatives through collective bargaining, the presence of griev-
ance mechanisms for complaints on remuneration issues, etc.. Another area of
the analysis involves comparing the results of the assessment with sector and
country parameters.

The implementation of this analysis and the gradual extension to oth-
er Moncler suppliers have been assessed and prioritised on the basis of the
risk profile associated with the geographical location of the supplier and oth-
er factors, such as the presence of collective labour agreements, which ensure
dialogue and respect for social and environmental aspects. To this regard, ap-
proximately 70% of the Moncler Group’s suppliers is located in Italy and is cov-
ered by collective bargaining agreements.

The 12 dimensions of analysis of the assessment carried out by the Fair Wage
Network are:

DIMENSION DEFINITION

1 Payment of salaries A wage which is regularly and formally paid
in full to the workers.

2 Living wage A wage that ensures minimum acceptable
living standards.

3 Minimum wage A wage that complies with the regulations
on legal minimum wage.

4 Prevailing salary A wage that is comparable to wages in
similar enterprises operating in the same
sector in the same country.

5 Payment of hours A wage based mainly on ordinary working
worked hours without requiring to use excessive
overtime.

6 Remuneration system A balanced wage structure between
base wage, additional bonuses and benefits.

A wage that reflects different levels of
education, skill and professional experience,
and that remunerates individual and collec-
tive performance.
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DIMENSION DEFINITION

6 Remuneration system A wage that complies with the regulations
on social insurance payments and paid holi-
days and that does not include disciplinary

wage sanctions.

7 Communication
and social dialogue

A wage that is negotiated individually (with

the employer only) and collectively - in particu-
lar through collective bargaining - between
the employer and the workers’ representatives
who are freely accepted in the company.

A wage on which workers receive sufficient in-
formation in advance (through an individual
work contract), during the production process
(through regular communication channels)
and at the time of the wage payment (through
a detailed payslip).

8 Wage discrimination A system based on equal wages for equal
work that does not lead to wage discrimination
and does not generate unjustified, too high
and too rapidly growing wage differentials with-

and wage disparity

in the company.

9 Real wages

A wage that progresses at least in proportion
to price increases.

10 Wage share

A wage that grows in proportion to the compa-
ny's sales and profits and does not lead to a
fall in wage share compared to the company’s
performance growth.

11 Wage cost

employment.

A wage whose progression does not lead to a
dramatic reduction in wage costs within
total production costs and as a percentage of

12  Work intensity,
technology
and up-skilling

In general, the Group is committed to work with all players in its supply chain,
specialised associations and other strategic partners to increase awareness

and understanding of the issue of fair wages.

A wage that progresses along with changes in
intensity at work, technological contents and
the evolving skills and tasks of the labour force.

ANIMAL WELFARE AND TRACEABILITY

Down is one of the most important raw materials for Moncler. For
this reason, all suppliers are not only required to meet the highest
quality standards, but also to act responsibly and with full respect
of animal welfare.

To protect animal welfare, Moncler demands and verifies that
its down suppliers comply with the strict requirements laid down
in the Moncler technical DIST Protocol (Down Integrity System
& Traceability), available on the page dist.moncler.com. The DIST
Protocol, first implemented in 2015, regulates farming standards,
animal welfare, down traceability and technical quality. Moncler
only purchases down that is DIST-certified.

Among the basic requirements that must be respected across the

entire supply chain:

— down must be exclusively sourced from farmed white geese
and as a by-product of the food chain

- no form of live-plucking or forced feeding is permitted.

The protocol, drafted taking into consideration the peculiarities
of the Moncler’s supply chain, is the result of open and construc-
tive dialogue within the scope of a multi-stakeholder forum set up
in 2014, which considered the expectations of the various stake-
holders to ensure a scientific and holistic approach to the topic
of animal welfare and product traceability. The forum, chaired by
a professor of Management at the Ca’ Foscari University of Ven-
ice with specific knowledge and expertise in sustainability issues,
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Animal-Based Measures are indicators that can be directly observed on
animals and that assess their actual conditions in relation to their abil-
ity to adapt to specific farming environments. These measures include
physiological, pathological and behavioural indicators.

Plumophagia is an abnormal behaviour in avian species that consists of
pecking the feathers of another bird or tearing them with the beak.

consists of Moncler people, experts from the Department of Vet-
erinary Medicine of the University of Milan, the Polish National In-
stitute of Animal Husbandry Koluda Wielka, Compassion in World
Farming (a non-governmental organisation dedicated to the wel-
fare of farm animals), representatives from certification and con-
sulting companies (SGS, Control Union, IDFL and KPMG). Starting
in 2023, following the inclusion in the DIST Protocol of the specif-
ic modules on human rights and environmental compliance, repre-
sentatives of international organisations such as the International
Labour Organization were added to the dialogue. From the belief
that dialogue is a source of improvement, Moncler organised the
tenth multi-stakeholder forum in March 2024. At the forum, the
new updates to the Protocol aimed at further developing the docu-
ment were discussed.

The DIST Protocol assesses animal welfare from an innova-
tive perspective. In addition to the traditional approach that focuses
on the environment in which the animal lives (in terms of availabili-
ty of food and water, adequate space for movement, etc.), the Proto-
col, in line with the European Commission guidelines, also assesses
welfare by carefully observing the animal through the so-called An-
imal-Based Measures (ABMs)®. ABMs allow a direct assessment of
an animal’s condition, by observing how geese respond to the dif-
ferent factors of the environment in which they live (outcome ap-
proach). The DIST Protocol features nine ABMs including, among
others, those designed to identify unusual behaviours or aspects
such as plumophagia’, dislocated or broken wings, feather irregular-
ities, abnormal beak colour. These situations can be associated with
environments in which welfare of geese is compromised by various
factors, including high animal density, inadequate diet, lack of pas-
ture or inappropriate animal management.

Anotherimportant, innovative indicator introduced in the Pro-
tocol is the evaluation of the human-animal interaction through the
response to a specific test (the HAR test, Estep and Hetts, 1992).

All down suppliers must strictly comply with the Protocol’s re-
quirements to ensure raw material traceability, animal welfare and
the highest quality at every link of the down supply chain. To verify
compliance with the principles set out in the Protocol, Moncler con-
stantly carries out strict field audits throughout its almost entire-
ly vertically-integrated down supply chain. The down supply chain
includes different types of entities: geese farms; slaughterhouses
where animals are exclusively slaughtered for meat production and
where down is subsequently collected; and companies responsi-
ble for washing, cleaning, sorting and processing the raw material.
Fagon manufacturers who realise the finished products downstream
the down purchasing process also have to be taken into account.

To ensure the utmost impartiality of audits:

— audits are commissioned and paid directly by Moncler and
not by the supplier

- the certification process s carried out by a qualified third-par-
ty entity, whose auditors are trained by veterinarians and zoo-
technicians of the Department of Veterinary Medicine at the
University of Milan

- the certification authority is in turn audited by another ac-
credited external certification body.

In particular, in 2023 156 third-party onsite audits were carried
out, verifying all entities in the supply chain. Where auditors found
minor non-compliances, farms were required to take timely correc-
tive action before obtaining certification. No cases of live-plucking
of animals or forced-feeding were found during audits at any farm.

To transparently communicate the Company’s commitment
in this area, a tag indicating “DIST-certified down” is included in all
Moncler's jackets. This important result was achieved by extending
down traceability according to DIST Protocol across the entire sup-
ply chain, all the way through the finished product.

In order to promote constant improvement and therefore sig-
nificantly impact animal welfare, Moncler is committed to involve
and raise awareness throughout its supply chain, including through
training activities. In this regard, in 2023 training on the traceabili-
ty procedure continued for fagon manufacturers of outerwear and
knitwear, with eight training courses totalling approximately 20
hours. In addition, several online training sessions continued to be
held in 2023 with the auditors of the third-party specialised firm that
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The term «fur» refers to any skin with hair from animals raised or
caught in the wild exclusively or primarily for their fur, for example fox,
mink, coyote, finn raccoon, ermine, etc..

conducts on-site audits focusing on the requirements present in the
new modules on human rights and environmental compliance.

The DIST Protocol is a stringent and innovative document
and is intended to remain so. This is why it is constantly evolving
and is subject to periodic review through the multi-stakeholder fo-
rum. However significant these results may be, Moncler has no in-
tention to stop there. Rather, it is determined to continue to strive to
promote increasingly ambitious standards, while welcoming the in-
sights provided by stakeholders.

Stone Island is also committed to ensuring that the down
used in its products is obtained in a manner respectful of animal
welfare. Since 2019 the Company has only used duck down cer-
tified according to the RDS protocol. The standard aims to ensure
that the down used comes from farms that protect animal welfare
throughout the production chain, soil protection, biodiversity and
full traceability of certified materials. In particular, since 2023, all
Stone Island products containing down are labeled with the RDS
logo and certification information according to the standard guide-
lines. In addition, since 2023 all suppliers in the RDS-certified down
supply chain have been subject to third-party audits according to
the Group’s new human rights and environment modules. With re-
gards to other materials of animal origin, the Moncler Group does
not use rabbit, including angora, and any other material from spe-
cies at risk of extinction included in the CITES categories.

By 2025, the Group is committed to use only certified mules-
ing free merino wool and up to 70% of wool certified according to
the RWS (Responsible Wool Standard) Protocol.

Moncler had announced in January 2022 that it would phase
out the use of fur® in all its collections, adhering to the Fur-Free Re-
tailer Policy. That year, the Company also stopped buying fur from
animals farmed or captured in the wild exclusively for this purpose.
The last collection to feature fur was Fall/Winter 2023. This deci-
sion is consistent with Moncler's ongoing commitment to respon-
sible business practices and builds on the Brand's constructive and
long-term engagement with the Italian animal rights organisation
LAV as a representative of the Fur Free Alliance.

For its part, Stone Island, which has not used fur since 2018,
has also pledged not to use it in the future.

TRACEABILITY OF KEY RAW MATERIALS

The Moncler Group is aware of the growing importance of issues
relating to the traceability of products and production processes -
issues that are becoming crucial in business strategies, with a view
to both identifying and assessing the risks and social and environ-
mental impacts of the supply chain. These issues are also becom-
ing increasingly important to clients.

From this awareness, the Group’s committed to trace its key
raw materials, i.e. nylon, polyester, cotton and wool, in addition
to down, traced since 2015. A working group was thus launched,
mainly involving collaboration between the Operation & Supply
Chain, IT and Sustainability teams, to reconstruct the origin of stra-
tegic raw materials.

The projectinvolved an initial phase of analysis and selection
of the IT systems and tools necessary to collect and trace the da-
ta and information of the various supply chains. Then, a subsequent
phase was launched, to define the process methods for tracing
strategic raw materials and the required level of information detail
according to their nature. The result of this phase led to the identifi-
cation of an approach diversified according to the type of raw ma-
terial, taking into account the technical and production peculiarities
and the complexity of each supply chain.

In 2023, the Group traced at the region level more than 80%
by volume for each of the nylon, polyester, cotton and wool fabrics
and yarns, in addition to the 100% already traced for the down raw
material. In particular, raw materials of natural and animal origin, i.e.
cotton and wool, were traced from the growing or farming stages,
including, where applicable, the processes of spinning, warping or
weaving, knitting, dyeing and finishing. Synthetic raw materials, i.e.
nylon and polyester, were traced from the spinning stages, includ-
ing, where applicable, the processes of warping or weaving, dyeing,
printing and finishing.

Depending on the types of materials and the maturity of tech-
nical solutions on the market, activities and projects to verify the in-
formation, including laboratory tests and certificates to support the
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reliability and robustness of the information collected, were then
examined. For example, isotope tests are used for cotton materi-
als to verify the declared geographical origin, while DNA tests are
carried out for organic cotton materials to investigate the presence
of genetically modified organisms (GMOs). Finally, for materials
made from recycled polyester, tests are carried out to investigate
the presence of specific indicators relating to the recycled content.
For certified materials (e.g. GOTS, OCS, GRS, etc.), suppliers are
required to certify and/or document that the material purchased
complies with the required standard.

In 2024, the project will enter a new phase of progressive dig-
italisation and consolidation of traceability data within a platform
managed in collaboration with a third partner.

Transparent and constant dialogue is at the base of any relation-
ship built on trust. It is a key element to foster shared growth,
fruitful collaboration and mutual satisfaction.

The Group is attentive to dialogue with its suppliers and to share
best practices both on technical aspects related to business activ-
ities and on aspects aimed at promoting responsible behaviour. Di-
alogue is established through various channels, ranging from daily
meetings to institutional events.

Interactions with technicians and inspectors from Moncler
and Stone Island to oversee various production activities take place
daily. Meetings with company experts aim to provide specialised
support at all stages of production processes to transfer techni-
cal knowledge and resolve any critical issues. The technical team
for outerwear garments has been reinforced over the years to en-
sure a more extensive presence at fagon manufacturers in Italy and
abroad, increasing the already numerous checks on quality and
progress of work across the line of production. Periodically, Group
technicians attend company meetings in order to analyse the sam-
ple collection, share industrialization standards, results achieved in
the previous season, and goals for the upcoming one.

To offer an additional tool for dialogue and to facilitate the
exchange of information and documentation, a web portal entire-
ly dedicated to Moncler suppliers has been active since 2017 and
was extended to Stone Island suppliers in 2022. Through the por-
tal, the supplier can directly access communications and docu-
ments, including the Code of Ethics, Supplier Code of Conduct and
related guidelines. In 2023, the training and capacity-building pro-
gramme was reinforced. In particular, Code of Ethics training con-
tinued through an ad hoc training module on the supplier portal.
The course includes a section on human rights principles, which is
mandatory for all suppliers registering on the portal. Given the im-
portance of the issue, the Group has launched an important col-
laboration with the International Training Centre of the International
Labour Organisation (ITCILO) to develop ad hoc training and in-
formation courses on human rights issues for both suppliers and
employees of Moncler and Stone Island. The training, launched in
2023, has been made available to all suppliers and employees of
the Group, with specific involvement from the Supply Chain and
Procurement departments. The course, which will be updated an-
nually, has also been translated into all the languages relevant to the
Group, to ensure it can be used by all interested parties. Further-
more, training and capacity-building activities on the living wage
topic (see also pages 135-136) and on the relevance of energy effi-
ciency mechanisms and promotion of renewable energy along the
supply chain (see also pages 193-194) have continued, involving a
total of 24 suppliers throughout the year.

During 2023, awareness-raising activities on ethical, social
and environmental issues continued with some suppliers and sub-
contractors (both fagon manufacturers and raw materials suppli-
ers), and the Company guidelines on compliance and sustainability
continued to be spread by sharing technical, chemical and perfor-
mance specifications, both during daily activity and through ad hoc
video conferences.
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Through an increasingly multichannel vision, the Group ensures
clients a personalised, seamless and consistent brand experi-
ence across all channels.

The Moncler Group attributes a central role to the client. Every con-
tact moment is an opportunity to welcome and get to know, but
also share, engage, surprise and get feedback. Every project and
initiative aim to improve the client shopping experience by involv-
ing them more and more into the Moncler and Stone Island world.

Over the last few years Moncler has developed the import-
ant Retail Excellence project, which has been pivotal for the de-
velopment of a strong Direct-to-Customer (DTC) culture, and that
involved different areas, from the redesign of the client experience
to the organisation of stores and of sales personnel, to the redefini-
tion of working processes and methods. The aim is to get to know
and engage clients, increasing their loyalty and developing an in-
creasingly omnichannel approach. The project, renamed Omni-
channel Excellence, was launched in 2021 for Stone Island with a
first test and expanded globally in 2022.

Digitalisation of stores has played an important role in the
project since its inception, helping to turn stores into places for
even more unique and personalised experiences through a com-
prehensive technological management of stores and enabled by
systems such as the Match to Traffic, which allows activities to be
scheduled on the sales floor thus improving the service to clients. A
digital payment service is also active at a global level, allowing pur-
chases to be finalised directly on the sales floor and without hav-
ing to go to the checkout, thus making the in-store experience even
more enjoyable and faster. The Mobile Tax Free service launched
in France in 2022 was rolled out in the other European countries in
2023. Its implementation will be finalised by 2024.

The Moncler Group’s omnichannel model is designed around
an experience and a purchasing process in which online and offline
coexist. The new omnichannel data collection service, launched in
2023, which allows clients who register in the store to immediate-
ly have an active account on the online channel, is part of a pro-
cess designed for clients who take non-linear paths, who interact
with the brand in physical stores as well as in the online store and
through the various digital channels, thus enjoying a consistent,
personalised and integrated experience while being increasingly
involved in a real community.

One of the most representative examples of this transfor-
mation was the Omnichannel New Experience (ONE) project,
which led to the internalisation of the Moncler e-commerce chan-
nel, with a gradual implementation by geographical area. Following
the launch of Moncler's directly operated online channel in Korea in
2019, in 2020 the e-commerce site was internalised in the United
States and Canada, ending in 2021 with Europe, Japan and China
and the launch of the new full omnichannel e-commerce platform.
In 2023, the project was also extended to Singapore and Hong
Kong SAR. The new platform is based on a concept inspired by the
world of entertainment, ensuring smooth navigation and a distinc-
tive experience with dedicated content and services, that includes
also products customisation. The e-commerce site offers various
omnichannel services: Click and Reserve, Click from Store, Return
in Store, Exchange in Store, Pick Up in Store and Book an Appoint-
ment. Through these services, clients can manage their purchases
in a flexible way, benefiting from the full potential of the various con-
tact channels. It becomes possible to reserve an item online and
then try it on and eventually buy it in store (Click and Reserve), to
order an item in store with the support of the Client Advisor and
receive it conveniently at home (Click from Store), to return or ex-
change the item directly in store, even if the purchase was made
online (Return & Exchange in Store) and even buy online and then
collect the item directly in store (Pick Up in Store) or, to book an
appointment with a Client Advisor in store (Book an Appointment).
These omnichannel services, also launched by Stone Island in Italy,
France, Germany, the Netherlands, Korea and the United States in
2021, will be implemented globally by 2024.

In recent years, the Distance Sale service was digitalised in
Moncler to allow clients to purchase garments safely from home, by
telephone or videocall, with the support of sales personnel. Mon-
cler also introduced the Smart Entrance service to manage and op-
timise the presence of clients at retail stores. In addition, in 2022
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Moncler launched a new tool to support its sales staff: Moncler
Live Boutique, aimed at improving management of virtual appoint-
ments and distance sales through the use of external channels (in-
cluding Whatsapp, Facetime, Line, etc.).

MONCLER BY ME

With the aim of making the client experience even more personalised and unique,
in 2021 Moncler launched the Moncler by Me service at its flagship store on
the Champs-Elysées in Paris. In 2022, Moncler extended the service to its Milan
Montenapoleone and New York Soho flagship stores and all retail outlets offer-
ing the Click from Store service, in addition to simultaneously being launched on
the e-commerce channel in Europe, America, Canada, Korea and Japan. With-
in this project, clients are welcomed in the store’s Personalisation room, where,
with the help of a digital configurator, they can choose between two models of
winter outerwear, customise five areas of the garment (the inner lining, sleeves,
hood and front and back of the outerwear), in addition to add the initials of their
names and surnames and/or the Moncler coq.

In 2023, a series of itinerant events were held around the world during
which customers had the opportunity to experience the Moncler by Me service.
Client Advisors were involved in ad hoc training sessions to ensure the best per-
sonalisation service by helping each client to select the solution best suited to
their requirements.

WHOLESALE EXCELLENCE

Ensuring consistency and synergy between all touch points interms
of actions, communication and approachto clients is increasingly im-
portant to ensure a unique relationship with the Moncler brand. With
this view, the philosophy and principles of Retail Excellence, aimed
at improving the client purchasing experience and involvement in
the Moncler universe, have also been extended to all partners of the
wholesale channel, starting with the monobrand stores and airports.

Transferring the retail channel's best practices to the whole-
sale channel required specific initiatives involving different areas
of action: from in-store and online training to defining personalised
moments with the client, to extending after-sales services, to con-
solidating client service activities, to integrating all the information
useful to identify stores, and to communication.

Starting in 2020, Moncler revised its wholesale channel dis-
tribution policy, adopting a selective distribution system, updated
in 2023, aimed at guaranteeing compliance with strict qualitative
and quantitative criteria and at maintaining a positioning consistent
with the Brand. Compliance with these criteria is necessary both to
join and to remain within Moncler’s distribution network, and aims
to ensure the alignment of all distributors with the Brand’s image,
prestige and reputation in addition to a high quality service to the
client. Other requirements include specific rules on the presence
of other brands sold by the distributor, the type of premises, how
products are showcased, the space allocated to Moncler products,
personnel skills and type of packaging. This selective distribution
system will also be adopted by Stone Island in 2024.

In particular, Stone Island historically attributes a strate-
gic role to the wholesale channel, through which consolidating
long-lasting partnerships built on trust. Wholesale partners are re-
garded as brand value ambassadors, client advisors and hold the
role of enhancing Stone Island’s image.

There are several training moments, during which informa-
tion on company philosophy, product and collections character-
istics are shared.

Over the years, the Company has assigned greater prestige
to its products due both to a selective approach in the choice of
wholesale clients and to the numerous activities aimed at strength-
ening the brand experience, in offline and online channels, for ex-
ample through visual merchandising courses, the organisation of
dedicated events and marketing activation initiatives. In line with
this approach, each season, product newsletters, editorials, and
digital materials on the brand'’s products, history and philosophy, are
shared with some clients, and effective experiential brand commu-
nication initiatives are implemented at retail stores to ensure part-
ners alignment with Stone Island’s image and positioning.

Stone Island’s return and repair policy ensures that clients
can return garments both to monobrand stores and to the whole-
sale channel, in addition to the opportunity of benefiting from a
dedicated repair service. For complex repairs, the garment is col-
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lected and repaired at the workshop in Ravarino (Modena). Every
stage of the relationships with partners ensures a constant contact
with client care, attentive to any issue.

Moncler and Stone Island also periodically subject their busi-
ness partners to audits carried out by both the personnel of the two
brands and independent third-parties to verify the management of
the Brands and compliance with service and quality principles in
accordance with the ISO 9000 standard.

UNDERSTANDING AND FULFILLING CLIENT EXPECTATIONS

Listening to clients is a fundamental strategic activity to offer a ser-
vice that is increasingly aligned and consistent with clients’ desires
and expectations. The VIBE project, adopted at a global level by the
Moncler brand, involves the systematic collection of feedback from
local clients after each purchase through a quick questionnaire that
analyses, on a scale of satisfaction from 1 to 5, various aspects of
the experience, including hospitality, personalisation and service.

The objective of the project is to identify and redress any cas-
es of dissatisfaction, but above all, to support and focus the Client
Advisor on getting to know clients even more so as to establish a
long-term relationship.

The survey is structured into five steps: the day after the pur-
chase clients receive, by email or SMS, a summary of their purchase
which they can save and a questionnaire of five questions. Client
feedback (VIBE) isimmediately reported in the clienteling app avail-
able to the Client Advisor, who will then be able to see the comment
left by the client and thank them in order to strengthen the relation-
ship. In case of dissatisfaction, the Store Manager will be tasked
with finding a solution that fully meets the client’s expectations and
initiatives aimed at improving the in-store experience.

At the end of 2023, in line with 2022, the Moncler brand main-
tained a high VIBE score of 93 (on ascale of 1 t0 100), which measures
the clients’ willingness to recommend Moncler to others. The Com-
pany’s objective is to maintain a high VIBE score for 2024 (over 90).

Moncler also has a worldwide direct client communication
channel, Client Service. It is not only a reference point of contact
for clients, but a channel for constant dialogue with a view to con-
tinuous improvement. The service handles support requests from
clients from the various channels, physical and digital, in an omni-
channel perspective at global level. In 2023 the Company consol-
idated the process of digitalising Client Service by strengthening
its social media presence, using instant messaging, implementing
web chat and integrating clienteling activities.

The Client Moment project is aimed at supporting Client Ad-
visors in identifying and personalising client engagement moments.
Multiple “contact moments” have been identified, from those related
to the product such as the launch of a new collection (Product Mo-
ments), to cross-cutting occasions such as international holidays
(Festivity Moments), to personal ones such as birthdays (Personal
Client Moments). Each of them represents an important opportunity
for Moncler to create value for its clients, build relationships of trust
and deliver a highly distinctive and engaging experience.

Thanks to the digital Customer Relationship Management
(CRM) application, the Client Advisor identifies and selects various
client moments for each client that translate into personalised ap-
pointments at Moncler stores, during which the client is followed
exclusively by their trusted Client Advisor. This CRM platform also
makes it possible to manage client lists in the most efficient way
possible during the various collection launches, with a particular fo-
cus on local clients.

Moncler also organises various events at its stores to en-
sure a unique shopping experience. In 2023, customers enjoyed
an immersive experience in Crans-Montana, participating in a se-
ries of winter activities at the exclusive Swiss ski resort, fully per-
sonalised by the Brand.

Furthermore, in an environment characterised by increasing-
ly intense interaction between Client Advisors and clients, growing
integration between the physical and digital channels, Moncler's
clienteling app, MonClient, has taken on a role of fundamental im-
portance. The application is based on a centralised and integrat-
ed management of the CRM calendar, enabling Client Advisors to
manage appointments, plan and record activities related to the Cli-
ent Moment, check product availability, make sales, enhance client
database and handle after-sales requests. During 2023, significant
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improvements were made to the features of the MonClient app in
support of proactive business management and client relations.
The app will continue to evolve in 2024, with new features con-
stantly being added.

As use of technology by clients accelerates, Moncler’s clien-
teling is becoming increasingly relational and supported by social
platforms as well as by digital tools such as video messaging, digi-
tal appointments, distance sales and phygital events, creating new
synergies between physical stores and digital channels, accompa-
nying clients in discovering the Brand.

The Stone Island brand underwent a year of consolidation in
2023 in building direct relationships with its clients thanks to the
MyStoneCompass project (MISC), launched with a pilot project in
Germany in 2021, extended to Europe and the America Region in
2022, and launched at stores in Japan and APAC in 2023. Through
this app, Client Advisors can keep in touch with clients and offer a
personalised experience, even in the after-sales phase.

In 2023, two new features were added to both monitoring the
proactivity of Client Advisors and providing support in responding
to client needs in a more personalised manner.

AFTER-SALES ASSISTANCE AS AN INTEGRAL PART OF THE
CLIENT EXPERIENCE

The after-sales phase is another important moment in the relation-
ship with clients for ensuring a positive client experience with the
Moncler brand even after the purchase phase. Highly personalised
and tailored services are offered to satisfy all clients requests, by
putting style and collection experts at the individual’s disposal.

After defining a global policy, identifying local tailors of qual-
ity and providing stores with a replacement accessories kit to en-
sure fast and excellent service, Moncler continues to strengthened
the organisation of its after-sales management in the countries in
which it operates, including through the creation of central plat-
forms for handling repairs. This process has resulted in increasing-
ly widespread and rapid after-sales service.

To extend garment’s durability, the project for the Extra Life
repair service was extended to all Regions in 2022. Thanks to this
service, the Company has also begun to repair issues that it had
not previously handled because they would have changed the
style of the garment, such as holes in fabric, very often affecting
garments purchased many years before. In 2023, Client Advisors
participated in training sessions that underscored importance for
the Group of integrating circular economy principles from the de-
sign and creation process to the choice of materials and product
longevity guarantee. In this occasion, the Extra Life service was
presented and fabrics and possible repairs were discussed. See
also pages 72; 163-164.

In 2023, 87% of all types of repair requests were fulfilled.

In 2023, the desire to create a direct connection between cli-
ents and repair platforms led Moncler to develop its Distant Re-
pairs service in the United States and continue to refine the already
existing one in Europe, Japan and Chinese mainland. With this ser-
vice the Client Service arrange a pick-up of the garment directly
from the client if the client cannot visit the store.

VIBE After Sale has also been implemented globally since
2020, in order to allow the systematic collection of feedback from
clients who have used the after-sales service. In 2023, the Moncler
brand achieved a VIBE After Sale index of 84 (on a scale of 1 to 100),
a percentage point higher than in 2022.

Moncler and Stone Island are constantly engaged in the fight against
counterfeiting to guarantee intellectual property rights and prod-
uct authenticity, to protect end clients and intangible assets.

The approach to the fight against counterfeiting has confirmed over
the years as a fundamental and daily commitment to guarantee the
protection of clients. This is the guiding principle of the global strat-
egy implemented by the Moncler Group's Brand Protection and In-
tellectual Property department.

The action against the production, distribution and marketing
of counterfeit products is based on solid portfolios of trademarks,
models, patents and Moncler and Stone Island domain names. The
execution, maintenance and protection of their portfolios guaran-
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tees the Group’s Brands intellectual property rights in geographic
areas of current and potential commercial interest.

Administrative activities related to brand and patent portfolio
management also continued for Moncler with a view to new prod-
uct launches, projects, production processes and sustainability.
The activities carried out during the year for the Stone Island brand
were focused on strengthening institutional brands, while extend-
ing protection in new territories of current and potential interest, as
well as in new categories of products and services.

The Group fights counterfeiting by acting on various levels
and channels, both offline and online, and by providing clients with
tools for checking the authenticity of the garments purchased. Over
the years, Moncler has devoted considerable resources and ener-
gy to developing and improving anti-counterfeiting systems, as well
as to collaboration, training, awareness-raising and verification ac-
tivities. The authentication-tracking system, adopted since the SS
2016 collection, was strengthened in 2021. This system provides a
unique alphanumeric code, a QR code and an NFC (Near Field Com-
munication) tag that allows the end client to immediately receive
feedback on the authenticity of the garment purchased by scanning
the NFC using a smartphone or tablet, which can be verified on the
code.moncler.com website, directly managed by Moncler.

In addition, to further assist its clients, Moncler has created
a support service dedicated exclusively to anti-counterfeiting is-
sues, drawing up, where necessary, expert reports for clients who
are victims of counterfeiting and who wish to recover the sums paid
in the unwitting purchase of a counterfeit garment from electronic
payment services companies.

Stone Island has been using the technology and experience
provided by Certilogo® since 2014, thus allowing its clients to veri-
fy the authenticity of its products.

Constant monitoring of the online channel and implementa-
tions of the anti-counterfeiting system enabled Moncler to inter-
cept nearly 94,000 online auctions of counterfeit products in 2023,
shut down more than 500 sites where counterfeit garments were
offered for sale, delist approximately 39,000 pages linking to inau-
thentic products from search engines and remove approximately
127,000 sponsored posts, accounts and ads from the main social
networks. In the case of Stone Island, in 2023 as a result of such ac-
tivities nearly 45,000 online auction listings of counterfeit products
were taken down, around 190 sites in violation were closed, more
than 18,000 pages linking to counterfeit products were delisted
and approximately 86,000 sponsored posts, accounts and ads on
major social networks were removed.

In addition, in 2023 activities aimed at fighting non-fungible
token (NFT) digital products continued on the marketplaces dedi-
cated to both Brands, confirming the Group’s commitment to com-
bating new counterfeiting phenomena. Almost 70 NFTs in violation
of the Moncler brand and 143 NFTs in violation of the Stone Island
brand were removed during the year.

To strengthen the strategy to fight online counterfeiting,
Moncler and Stone Island have continued to implement the action
plan against vendors in the United States involved in the interna-
tional sale of counterfeit products on digital platforms, resulting in
a strong deterrent for counterfeiters.

On the digital front in 2023 Moncler continued to participate
in the Memorandum of Understanding project promoted by the Eu-
ropean Commission and signed in 2016 by various brands and the
main European sales platforms, aimed at ensuring concrete collab-
oration between brands and platforms on reducing the presence of
counterfeit products on such platforms.

The Group also collaborates locally with the main customs
and enforcement authorities worldwide to identify counterfeit Mon-
cler and Stone Island products, providing, where necessary, expert
reports attesting their illegal nature.

The training sessions delivered to the enforcement authori-
ties continued in 2023, both in digital way and in person. A total of
27 training sessions were held by Moncler and 17 by Stone Island,
for Italian and foreign customs officers and enforcement authori-
ties, maintaining the dialogue with them with the aim of increasing
the awareness of the two Brands.

Constant collaboration during the year made it possible
to continue to manage approximately 3,300 seizures by Mon-
cler and nearly 1,400 by Stone Island at the global level, remov-
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ing from the market approximately 201,000 and 53,000 finished
products and more than 125,000 and 88,000 counterfeit acces-
sories and branded items, such as non-authentic logos and labels
intended for the production of counterfeit garments and accesso-
ries. At the national level, the activity implemented by the Group
enabled Moncler and Stone Island to carry out, respectively, 251
and 136 seizures enabling the removal from the market of a total of
approximately 30,337 counterfeit finished products, accessories
and branded items.

In confirmation of Moncler and Stone Island’s commitment to
applying brand protection procedures relating to methods of ver-
ifying stylistic and creative content, cultural assessment and risk
mitigation issues were strengthened in 2023. In April, a temporary
exhibition was held to raise awareness of brand protection and in-
tellectual property issues within the various departments involving
more than 350 participants. Called the Fake Room, it was an inter-
active experience that helped participants familiarise themselves
with the counterfeiting phenomenon and the strategies to fight it
implemented by the Group.

Moncler and Stone Island’s work in the area of brand protec-
tion is also characterized by the participation and collaboration as
active members in the main national and international associations
dedicated to combating counterfeiting, including INDICAM in Italy,
UNIFAB Tokyo in Japan, UNIFAB in France, ACG in the United King-
dom, ECCK in South Korea and REACT at the global level. See al-
SO pages 67-68.

The most stable and lasting relations are based on trust and trans-
parency. For this reason, the Moncler Group has always conduct-
ed every marketing and communication initiative responsibly
across all channels, paying close attention to how, what and with
whom it communicates.

For the Moncler Group it is very important to communicate consis-
tently, responsibly and transparently; for this reason, in 2022 it pub-
lished its Ethical Marketing & Advertising Policy to formalise this
awareness and commitment. All the images and messages deliv-
ered through the various online and offline communication chan-
nels are carefully defined so as to be in line with company values,
to respect human dignity, to be non-discriminatory and to not evoke
violent behaviour or dangerous conduct. Special attention is paid
to the communication of the children’s collection, which aims to en-
sure absolute respect for the fundamental principles underlying the
protection of minors. Although the Group does not currently adhere
to specific voluntary codes or standards relating to advertising ac-
tivities, it complies with all the relevant regulations in force in each
of the countries in which it operates. As evidence of this ongoing
commitment marketing, advertising and sponsoring activities of
the Group’s products have never resulted in cases of non-compli-
ance with existing regulations.

Always with a view to responsible communication with cli-
ents, also product labels have a very important role for providing
clear, transparent and accurate information. Moncler and Stone
Island guarantee full compliance with applicable national and in-
ternational regulation on product information. In line with this com-
mitment, they actively collaborate with their suppliers to obtain
information regarding the materials and processes used during the
various production phases and carry out all the tests needed to ver-
ify the accuracy of the contents. All products feature a label with in-
formation on the composition of the various components, washing
and care instructions and the country of manufacture.

Where required, all information is translated into at least ten
languages. In addition, customised labels are applied to garments
intended for specific markets. For garments containing specific
categories of raw materials, additional information is included such
as, in the case of down, the common name of the animal and per-
centage of down and feathers. At Moncler in particular, with regard
to down, a “DIST-certified down” label has been inserted into all
garments, guaranteeing that the down in the garment is certified
according to principles set out in the DIST (Down Integrity System
& Traceability) technical Protocol, which governs animal farming
methods and respect for animal welfare, as well as the traceabili-
ty and technical quality of down. Lastly, Stone Island, through spe-
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cial tags on outerwear, describe the peculiarities of the innovative
materials and treatments used. See also pages 136-138; 161-163.

DIGITAL STRATEGY
The Group has always been looking for new ways of communicat-
ing and interacting with new and existing communities.

Moncler further accelerated its digital transformation during
2023. The goal is for every project, from the design of collections
to product development and event design, to be digital native, to
be designed with digital platforms as the first point of contact with
clients to then be spread across all other channels. This new ap-
proach opens the door to a future full of creativity, experimentation
and “contamination” between content and channels of interaction.

The new Digital, Engagement and Transformation function was
created in July 2020 to support the evolution of Moncler's strategic
vision and boost digital opportunities for the Company. The func-
tion defined and implemented the Brand’s strategy across all digi-
tal channels and spread a digital culture throughout the organisation.

DIGITAL HUB

The Digital, Engagement and Transformation function manages and coordinates
the Moncler Digital Hub, a department aimed at guiding Moncler’s digital trans-
formation and acceleration and to spread the culture throughout the Company,
around five strategic pillars: D-Commerce, D-Marketing, D-Intelligence, D-Op-
erations and Consumer Engagement.

D-Commerce aims at defining innovative and unique solutions for handling
the online business and mainly deals with buying and merchandising management.

D-Marketing is involved in creating digital contents for clients and aims
to both refine the reach and to increase client engagement and conversion.
Several projects were developed in 2023 to increase the impact of social me-
dia, the in-store traffic and the media campaign performance. An example is
the first immersive showroom with Adidas Originals as part of the Moncler Ge-
nius co-creation.

D-Intelligence identifies strategic growth levers through the analysis and
management of qualitative and quantitative data to maximise the knowledge of
omnichannel clients, identify demand for new trends and products thus improv-
ing the client experience.

D-Operations seeks to promote the development of business value and
the spread of digital culture within Moncler.

Consumer Engagement is a department aimed at improving the under-
standing of, and connection with, the Brand’s current and future clients and at
developing the new Loyalty Program, which will include exclusive benefits for
the clients most loyal to the Moncler brand.

A significant commitment in terms of resources and investment has
been devoted to the development of the digital area, from online ad-
vertising to new platforms and social networks.

In particular, at the level of social networks, Moncler is pres-
ent on Instagram, Facebook, X, YouTube, LinkedIn and TikTok (with
5.4 million, 3 million, 1.1 million, 51 thousand, 329 thousand and
1.3 million followers, respectively, in 2023), WeChat, Weibo, Dou-
yin and RED in China® (with 1.2 million, 1 million, 134 thousand and
282 thousand followers, respectively), LINE in Japan (with about
2.9 million followers) while in Korea Moncler has been present
since 2018 with its Kakao Talk account (with about 266 thousand
followers). Lastly, while social networks are an important channel
through which Moncler gets users involved and keeps them con-
stantly up-to-date on news regarding the Brand, they are also in-
creasingly used to promote sustainability messages. Stone Island
is also present on the main social networks, including Instagram
(2.2 million followers), Facebook, X, Pinterest, YouTube and Vimeo,
WeChat, Weibo and the Little Red Book.

9 Includes Chinese mainland, Hong Kong SAR, Macao SAR and
Taiwan Region.
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5 Think circular & bold

STYLE
LOWER-IMPACT PRODUCTS AND MATERIALS
QUALITY AND SAFETY




Moncler and Stone Island, each with its own DNA and style, create products
synonymous with creative energy, innovation and quality.

In light of the new challenges the world has to face, the Group is increasingly
committed also to find lower environmental impact solutions to be integrated
into the design and manufacturing of its products.

Reviewing the various stages of the product life cycle with a view to a circular
economy, is increasingly a focus of attention to minimise resource used,
extend garment life and promote recovery of materials. Innovation and experi-
mentation are the basis of any style and sustainability ambition.
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Moncler’s success is based on a unique brand strategy aimed at
developing innovative products that are strongly “anchored” to
the history of the brand. The journey, which began in 2003 when
Remo Ruffini acquired Moncler, has always been coherent and
pursued without compromise.

Founded in 1982, Stone Island has always been a symbol
of extreme research on fibres and fabrics applied to an innova-
tive design. For four decades, Stone Island has pursued a vision
and approach to research recognised as a point of reference for
the world of apparel and design today. Clear and constant evolu-
tion true to its DNA.

Uniqueness, quality, creativity and innovation faithful to its
DNA, combined with a sense of belonging to a community and a
constant search for new ways to offer an experience encompass
the concept of “new luxury” that the Moncler brand aims to pio-
neer together with Stone Island.

MONCLER - COLLECTIONS
The Moncler collections are divided into three parallel dimen-
sions: Moncler Collection, Moncler Grenoble and Moncler Genius.

The Moncler Men’s, Women’s and Enfant Collections were
born from the search for shapes and functionality, innovation of
materials and details, with constant attention to the elevation of
the collection in all its categories, defining the Brand'’s distinctive
codes to meet the many needs of global and local consumers.

In Moncler Grenoble, the brand’s DNA is even stronger and
more defined. Moncler Grenoble has become a technology and
style innovation lab for the sporty consumer with an interest in per-
formance, design andinnovation. The Moncler Grenoble Fall/Winter
collections are split into High Performance, products guaranteeing
maximum performance, Performance & Style, for the sporty con-
sumer who also cares about design, and Aprés-Ski, for the con-
sumer who is looking for style with a sporting edge. Day-namic is
the Spring/ Summer outdoor collection developed in the name of
functionality and style.

Finally, the Moncler Genius collections are an expression of
creativity in its highest form through diverse interpretations and vi-
sions of the Brand by talented co-creators that contribute to reach-
ing new communities and generate new creative energy, while
always remaining true to the Brand’s uniqueness.

Transversal to the three brand's dimensions, in September
2022 the footwear collection - with the launch of the new fami-
ly of Trailgrip products - took on an increasingly significant role in
the Brand's product offering, being developed taking into consid-
eration not only the Brand codes but also different potential usag-
es. The Moncler collections are completed by the offering of bags,
backpacks, accessories and eyewear, in addition to the perfumes
introduced at the end of 2021.

Moncler’s team of fashion designers is divided by collection
and works under the close supervision of Remo Ruffini, who sets
design guidelines and oversees their consistent implementation
across all collections and product categories. The Moncler Style
Department is assisted by the Merchandising and Product Devel-
opment teams, which help create the collections and “transform”
the designers’ creative ideas into final products.

STONE ISLAND - COLLECTIONS
Stone Island is a global leader in product design and garment inno-
vation. It has consistently pushed fabric technology and experimen-
tation, particularly focusing on functionality and utilitarianism.
Design is driven by purpose, resulting in an immediately rec-
ognisable signature of cut, form, materiality and colour. Alongside
Stone Island men collections, the brand offers the Stone Island Ju-
nior collection - a declination of the Brand for children and teenag-
ers from 2 to 14 years old.
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From the design phase to garment end of life, the challenge and
ambition are to develop new techniques and materials with a low-
er environmental impact compared to the Group’s convention-
al solutions, minimise the resources used for production, extend
product life and promote recovery of materials.

PRODUCT

To implement a circular economy model, environmental consid-
erations must be fully integrated into the product and processes
by tackling various aspects ranging from the choice of materials,
made for example with recycled raw materials, to initiatives to ex-
tend product use and life, such as dedicated repair services, to a
garment design aimed at facilitating recovery and recycling, up to
production processes, distribution and packaging that involve pro-
cesses or materials capable of ensuring an ever lower environmen-
tal impact. These are all aspects that require an aptitude towards
innovation, experimenting with new solutions and collaborating
with all actors in the supply chain.

USE OF “PREFERRED" MATERIALS

In recent years, the Group has begun to introduce products made
with “preferred” materials into its collections. “Preferred” materi-
als are those that aim to have a lower impact compared to conven-
tional solutions used by the Moncler Group.

The journey began in 2019 with the bio-based down jacket,
designed with plant-based and natural-origin materials and whose
emissions were offset through REDD+ certified projects, as well as
the range of garments created with recycled fabrics in the Moncler
Grenoble collection, followed in January 2021 by the launch of the
Moncler Men, Women and Enfant “Born to Protect” jackets made en-
tirely from materials with a lower impact compared the convention-
al materials used by the Brand. In 2022 the Moncler Born to Protect
range was expanded to become atotal look, including, in addition to
jackets, various types of garments and accessories, all made from
fabrics and components with lower environmental impact than the
conventional solutions used by the Brand and certified according to
specific sustainability standards. In 2023, the Fall/Winter (FW) col-
lection continued to evolve: in addition to these fabrics and compo-
nents, recycled R-DIST down, i.e. DIST down recycled through an
innovative mechanical process, was used in down jackets. See also
pages 136-138. Further information on the materials in the collec-
tion can be found at: https:/www.monclergroup.com/en/sustain-
ability/think-circular-bold/born-to-protect-collection.

In 20283, in addition to focusing on specific projects, the Mon-
cler Group, in line with the commitments made in the 2020-2025
Sustainability Plan, progressively included raw materials with a
lower impact than the conventional materials used by the Group in
the Moncler and Stone Island as indicated through specific hang-
tags on products.

Through the collaboration of its Design, Fabric Research and
Development, Operations and Merchandising teams, and with the
involvement of the supply chain, the Group aims to integrate over
50% yarns and fabrics with a lower impact than the conventional
solutions used by the Group into its collections by 2025. In line with
this goal, the Raw Material Manual was drafted in 2023. This guide
sets out the criteria that steer the choices of the corporate depart-
ments responsible for searching for, selecting and purchasing raw
materials while taking into account their environmental, social and
animal welfare impacts. The work and commitment of the teams in-
volved led to significant progress: in 2023, over 25% of yarns and
fabrics used in the Moncler and Stone Island Fall/Winter (FW) and
Spring/Summer (SS) collections were lower impact than the con-
ventional solutions used by the Group. This was made possible by
the adoption of 41% recycled nylon, 42% recycled polyester, 12%
cotton from organic or recycled practices, 49% certified wool (Re-
sponsible Wool Standard or Nativa or Sustainawool), 100% cer-
tified alpaca (Responsible Alpaca Standard), and 100% certified
mohair (Responsible Mohair Standard).

Since 2021 Stone Island, in addition to materials, has al-
so integrated new treatments into its collection, maintaining the
technical and performance aspect of its products but with lower
environmental impacts, such as reduced-water consumption treat-
ments compared to the conventional solutions in the Soft Shell
e.dye® waterless colour system™,
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The assessment of the environmental impact of materials and com-
ponents is supported by Life Cycle Assessment (LCA) analyses
that quantify the potential environmental impacts. These analyses,
which are based on a structured methodology and in line with ISO
14040, 14044 and 14067 and are certified by an independent, ex-
ternal third-party, are a useful tool for various considerations on the
sustainability of the products, processes and materials used. To
date, about 70% of the Group’s products have been evaluated
through an LCA methodology.

A dedicated training programme was launched in 2023 in or-
der to continue to spread sustainability culture and provide tech-
nical knowledge to Sales Assistants. The programme aims to
increase knowledge of good environmental and social practices
and the characteristics, certifications and corporate objectives of
“preferred” materials and components used in the collections. This
programme involved the entire sales force.

ADOPTION OF RECYCLING SOLUTIONS

One of the phases of the circular economy model to which the
Group has devoted particular attention in recent years is the reuse
of scrap materials through more efficient resource management.

To this end, the Group works actively at its production sites
and with various suppliers, to reduce scrap and waste, and con-
sequently textile waste, by optimising the use and cutting of fab-
rics, while implementing the infrastructure needed to recycle and
maintain the intrinsic value of unavoidable scrap. Through recycling
networks, production scrap can be turned into recycled raw mate-
rials, driving the production of new materials and contributing to the
promotion of a circular economy. Since 2022, these activities have
led to the inclusion in the recycling process of all nylon production
scrap generated at the Moncler Group’s direct sites in Italy and Ro-
mania. This project was also extended to the Moncler brand'’s out-
erwear production network, reaching over 55% of total outerwear
nylon scrap in 2023.

This was made possible thanks to the collaboration of the
Moncler Sustainable Innovation Department, which set the scope,
parameters and methods of recycling, and the Operations and Sup-
ply Chain Department, which implemented the Nylon Scrap Man-
agement Process.

According to the procedure, during the year nylon scraps
were classified and collected by line operators into specific recy-
cling categories, weighed, recorded, stored and sent to the recycler.
In order to monitor the correct assignment of scraps to the respec-
tive recycling category, the Group carried out physical and process
checks at the sites, as well as differential scanning calorimetry anal-
yses performed on a sample basis at third-party laboratories.

At the recycler’s site, nylon scrap may be subject to unravel-
ling or to shredding, melting, cooling, extrusion, and finally cutting
the material into chips to be used by as a “secondary raw material”.

In terms of other raw materials, production scrap of cotton,
wool and mixed compositions from directly managed production
sites are also sorted into various categories by composition and
subjected to different recycling processes.

At StoneIsland, the Closed Loop project continued, with the aim
of recovering cotton scraps generated by suppliers during garment
production by subjecting them to a mechanical recycling process.
This process yields 50% recycled cotton fabric used to make about
20 models, including outerwear, trousers, sweatshirts and t-shirts, in-
cluded in the 2024 summer and winter collection. In addition, the fin-
ished garments were treated with pigments of natural, plant or mineral
origin. The entire process was verified by a third party that validated
the recycled content and its origin from production scraps.

Thanks to constant collaboration with its suppliers in further
pursuit of innovative circular economy solutions for the business, in
2021 Moncler and a supplier specialising in recycling technologies
pooled their expertise with down to create a machine used to recy-
cle DIST down through an innovative mechanical process. In 2023
the patented process was finalised in Italy and launched at the in-
ternational level. Over the last three years, this process has led to
the recycling of approximately 5 tonnes of down present in Moncler
garments, certified according to the R-DIST module of the DIST pro-
tocol, which sets the requirements for recycled down certification.

In 2023 the Moncler Group further refined its system for se-
lecting and recycling garments that cannot be sold in collaboration
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with several international companies with leading roles in fabric re-
use and recycling. Depending on the category, products are recy-
cled and put to various uses such as the creation of new yarns or
components for jackets, the production of furnishings and objects
often used as visual merchandising for stores. In this direction, in
2022 the Moncler Group joined the Re.Crea consortium, with its ten
brand members, under the coordination of the Camera Nazionale
della Moda ltaliana. The consortium was founded to organise the
management of textile and fashion products at end of life and to pro-
mote research and development of innovative recycling solutions.

The Group’s commercial strategy is based on the principle of
scarcity and, from an operational point of view, on effective inven-
tory management, translating into efficient production planning and
the right quantities at the right time and in the right place in order to
avoid excessive inventories. This approach, combined with a high
level of sell-through, allows to limit the amount of unsold products.

The “seasonal” garments, i.e. those that are offered for one
season only (which differ from carry-overs, which can be reoffered
for several seasons) remain unsold, they are placed in the outlet
channel operated by the Company or marketed through “Family
and Friends"” sales initiatives. In collaboration with some non-gov-
ernmental organisations (NGOs), some of them are donated to peo-
ple in difficult situations through the Warmly Moncler programme,
designed to protect people from the cold. Lastly, the limited num-
ber of remaining products are all recycled through innovative and
also experimental processes.

ABILITY TO LAST OVER TIME

Some of the key principles of the circular economy, such as gar-
ments’ ability to last over time, have always been a part of Moncler’s
DNA. The high quality of its products and the way they stand above
fashion and trends ensure that they have a very long average life. This
characteristic was the foundation of the Extra-Life project, a service
aimed at providing a second life to Moncler's jackets through specif-
ic repairs. In 2021 the initiative was launched at a selected group of
stores in ltaly, France and Denmark, involving tailors from local repair
platforms and sharing with clients the available garment repair solu-
tions. Thanks to efficient and personalised service, tailors are able
to repair damaged fabrics, thus extending product life. In 2022 the
project was extended to all Regions in which Moncler operates. This
initiative is part of a process of increasing customers’ awareness of
how they can contribute to avoiding the environmental impact asso-
ciated with the production, purchase and disposal of new garments.

In 2023, through this initiative and the other services of the
after-sales channel, the Moncler brand handled more than 30,000
requests for repairs of garments used by its customers, equal to
about 27 tonnes, 87% of which were fulfilled. All garments that can-
not be repaired and returned to customers are recycled.

In terms of how the customers should use products to in-
crease their ability to last over time, information on guidelines for
garment care and washing has also been included in product la-
bels and in the appropriate “composition and care” section of the
site. In particular, the washing phase should be carried out at low
temperatures and without drying, in order to limit the deterioration
of garment materials and prevent the potential risk of microplas-
tics release. The majority of Moncler products are nylon outerwear
that is not usually washed frequently (about once or twice a year)
and not made of brushed fabrics, which are the type of fabrics most
subject to microplastics release.

SEARCH FOR INNOVATIVE SOLUTIONS

The Group's innovation journey is based on an open innovation
model that encourages the exploration and development of ideas,
solutions, skills, processes and materials coming from the outside
world, such as universities, innovation centres and suppliers of dif-
ferent sectors as well as accelerator hubs or research bodies.

This includes collaboration with and support of national and
international start-ups, institutes, accelerators and universities, to
which research and development investments are allocated, as
well as constant collaboration with suppliers to identify innovative
solutions for the business.

The Sustainable Innovation team, among its various activi-
ties, works closely with the Operations and Supply Chain teams in
identifying partners in the various Regions that can guarantee the
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This refers to the ability of a product to be used multiple times or in
multiple contexts without losing its functionality, performance or quality.
Includes the packaging used for logistics, production, end client and
office, ordered in 2023.

most innovative, cutting-edge techniques for recycling the main
product categories. In addition, it has set up working groups with
the Sustainability Unit to identify circularity solutions aimed at re-
ducing the impact of materials.

PACKAGING

The Moncler Group is committed to reduce packaging materials
as well as to research and to adopt lower-impact alternatives com-
pared to conventional solutions.

In 2021 a Manual was adopted at Group level, setting out
guidelines for the selection of “preferred” materials to be used for
the packaging, as well as in the elements used in the stores and
shop windows, with the aim of orienting all the functions within
Moncler and Stone Island that design and select such elements.

The guidelines contained in the manual are inspired by the follow-

ing principles:

— reducing the amount of materials used;

— simplifying the structure of products with a view to eco-de-
sign by favouring mono-material or easily-disassembled arti-
cles to promote reuse and recyclability;

— reducing the use of virgin raw materials, especially if from
fossil origin, by favouring materials from renewable sources
or recycling;

— designing items that can be used for a long time, re-used and
recycled;

- selecting materials that have a validated sustainability per-
formance supported by documentary evidence and mea-
surements, and, where possible, certified;

- using only materials that comply with the Group’s Restricted
Substances List (RSL). See also pages 169-171.

In recent years, the Group has launched a series of programmes to
improve packaging design mainly focused on recyclability, re-us-
ability and durability as well as on reducing the material used.

In particular, in order to promote recyclability, where possi-
ble, the use of a single material per item has been foreseen and at
the Castel San Giovanni (Piacenza) logistics hub a recycling process
was implemented, involving a private partner operating at the facility
to ensure proper and effective management of the recycling of pack-
aging materials. 85% of the materials used in packaging is recycla-
ble and recycled, registering an increase compared to 2022 (83%).

With regard to reusability' and durability, 72% of packaging
intended for end clients is reusable.

Among initiatives to reduce weight and materials used, in
2021 Stone Island replaced the traditional stone paper used for
its shopping bags with recycled paper, resulting in a 35% reduc-
tion in the weight of each bag. At Moncler, over the years the sin-
gle-use plastic packaging used for logistic transport of shoes has
been eliminated, and a procedure has been introduced to optimise
the amount of packaging used for the internal shipment of samples
of fabric and accessories between the various company functions
with consequent savings in the materials used. In addition, bands
were eliminated from the Group’s logistic packaging in 2023. Last-
ly, from 2021, in the Moncler e-commerce website, the “Born To
Protect (BTP)" packaging option, which uses fewer items and has
a lower weight than the “Signature” option packaging (which in any
case only uses “preferred” materials instead of conventional mate-
rials), was introduced as a the default choice. In 2023, approximate-
ly 80% of the e-commerce packaging used is BTP.

MATERIALS USED IN PACKAGING?

73% of the materials used in total packaging (logistics, production,
for end clients and used in offices) by both Moncler and Stone Island
is paper and cardboard from responsibly managed forests and 82%
made of recyclable materials (3 percentage points more thanin2022).

About 14% of the materials used in the Group’s packaging is
also non-conventional plastic, which is mainly recycled. In 2023, all
single-use virgin plastic from fossil origin was eliminated.

The third most used material (9%) is wood, all from recycled
materials, represented mainly by logistic pallets, which by their na-
ture are reusable.

The remaining materials include synthetic fibres, 100% recy-
cled; natural materials; artificial materials; and metals and other.
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73%
Paper/Cardboard

Despite the excellent results achieved, the Group is looking for con-
tinuous improvement. Annual R&D investment is thus allocated to
explore and identify solutions with lower environmental impact
than the conventional alternatives, also with the support and in col-
laboration with international start-ups.

12%
Recycled plastic

9%
Wood

2%
Synthetic fibres

1.7%

Compostable plastic

1.1%
Metal

1%

Natural fibres

0.2%
Other
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MATERIALS USED IN PACKAGING? PACKAGING FOR THE END CLIENT®

MATERIAL TYPE 2023 2022 2021 MATERIAL TYPE 2023 2022 2021
% of material Moncler % of material Moncler % of material Moncler % of material Moncler % of material Moncler % of material Moncler
type over total Group type over total Group type over total Group typeover total Group typeover total Group type over total Group
Paper and cardboard (kg) 73% 3,571,919° 70% 3,126,248 63% 2,274,291 Paper and cardboard (kg) 78% 1,182,307 71% 1,088,443 65% 774,828
Recycled 82% 79% 73% Recycled 72% 66% 52%
Recyclable 100% 100% 100% Recyclable 100% 100% 100%
Reusable® 28% 21% 16% Reusable* 66% 59% 48%
FSC and PEFC certified 100% 99% 99% FSC and PEFC certified 100% 100% 99%
Plastic (kg) 13.7% 676,010 16% 730,337 19% 689,192 Plastic (kg) 10% 151,831 10% 146,269 14% 163,907
Recycled 88%° 97% 90% Recycled 100% 98% 98%
Bio-based 12% - - Recyclable 92% 94% 97%
Recyclable 98% 98% 99% Reusable® 100% 100% 95%
Compostable 12% - - Synthetic fibres (kg) 6% 86,541 13% 202,958 11% 134,011
Reusable® 29% 21% 23% Recycled 100% 99% 98%
Wood (kg) 9% 427,881° 6% 282,415 10% 359,457 Recyclable’ 100% 100% 100%
Recycled 100% 100% 100% Reusable* 83% 94% 91%
Recyclable 100% 100% 100% Metal (kg) 2% 32,768 3% 42,778 3% 34,512
Reusable® 100% 100% 100% Recycled 96% 70% 73%
Synthetic fibres (kg) 2% 86,541 5% 202,958 4% 134,014 Recyclable 100% 100% 85%
Recycled 100% 99% 98% Reusable* 100% 100% 100%
Recyclable’ 100% 100% 100% Natural fibres (kg) 3% 45,606 2% 31,095 4% 47,342
Reusable® 83% 94% 91% Recycled - - -
Metal (kg) 1.1% 54,771 1% 54,988 1% 49,101 Recyclable’ 100% 100% 100%
Recycled 86% 75% 51% Reusable® 100% 100% 100%
Recyclable 100% 100% 89% Other (kg)® 1% 8,528 1% 14,851 3% 39,350
Reusable® 96% 98% 100% Recycled - 2% 66%
Natural fibres (kg) 1% 45,606 1% 31,095 1% 47,342 Recyclable 100% 97% 14%
Recycled - - - Reusable® 75% 29% 95%
Recyclable’ 100% 100% 100%
Reusable* 100% 100% 100% LOGISTICS PACKAGING™
Other (kg)® 0.2% 10,623 1% 17,044 1% 40,369 . ’ . a: .
The materials most used for the Group’s logistic packaging are pa-
Recycled 2% 3% 68% .
Reovelabl 00 vy 139 per and cardboard from responsibly managed forests (FSC and PE-
ecyclable e . . .
o 4 o 690/" 250/" 940/" FC certification) and 86% made with recycled materials.
eusable . . . . . .
Siobaced > > 10/" Plastic, which represents 15% of total logistics packaging, is
10-base: - - .
Artiticial fibres (<g) o 57_; 84% recycled and 16% compostable and bio-based.
rtiricial riores - - - - . . . . .
Reovelod 9 > In 2023, all packaging used in logistics consists only of “pre-
ecycle - - - .
R Y ol 100 ferred” materials. See also pages 72;192-193.
ecyclable - - o
Reusable* - - -
LOGISTICS PACKAGING™
MATERIAL TYPE 2023 2022 2021
PACKAGING FOR THE END CL|ENT9 ) % of mattertia: M(();ncler ) % of mattertia: Mgncler . % of mattertia: M(();ncler
. . . € over total rou e over tota rou e over tota rou
Since 2022 all of the Moncler Group's packaging for end clients has yP P ye id P P
“ " A Paper and cardboard (kg) 71.2% 2,370,655° 69.9% 2,016,494 62.5% 1,493,933
been made from “preferred” and mostly reusable materials®, made
. . Recycled 86% 87% 84%
to last. In particular, all paper and cardboard come from responsibly Recveiabl T00% T00% T00%
e . ecyclable
managed forests (FSC and PEFC certification) and are made from s - > >
o . . . Reusable 9% - -
72% recycled materials, 6 percentage points higher than last year. —
. . . . o FSC and PEFC certified 99% 100% 99%
Paper is mainly used for shopping bags, whose paper is 100% recy-
. Plastic (kg) 15.2% 507,566 19.8% 572,968 21.8% 519,709
cled, for gift boxes, tags and shoe boxes.
L s . o Recycled 84%° 97% 88%
The second most used material is plastic, 100% recycled and Bio-based 6%
. . lI0-base! - -
reusable®. In particular, accessories such as the garment covers >
- . . Recyclable 100% 100% 99%
zippers and bags used in the e-commerce channel are made with
. . . Compostable 16% - -
recycled plastic, as well as hangers, which have been redesigned Rousablo® p
. . . eusabple - -
with a removable hook, thus promoting a correct recycling process. >
) . . . . Wood (kg) 12.8% 427,881° 9.8% 282,415 15% 359,457
The third most used material for packaging for end client is
e o Recycled 100% 100% 100%
synthetic fibres, 100% post-consumer recycled, used for garment
Recyclable 100% 100% 100%
bags as well as for accessory.
. . - Reusable* 100% 100% 100%
Natural fabrics, almost entirely represented by certified or-
. . " Metal (kg) 0.7% 22,003° 0.4% 12,211 0.6% 14,590
ganic cotton, are mainly used for all shoes bags and accessories
bags used in stores Recycled 70% 91% -
. . . Recyclable 100% 100% 100%
Packaging intended for the Moncler Group end clients is "
o L ” . Reusable 91% 91% 99%
100% made with “preferred” materials.
Other (kg)® 0.1% 2,095 0.1% 2,183 0.1% 1,030
Recycled 11% 7% 4%
Recyclable 100% 90% 100%
. . . L . Reusable* 44% - -
3 The increase in ordered volumes is primarily due to the partial integration
of Stone Island logistics.
4 Designed to be used more than once by end customers.
5 The reduction in the percentage of recycled plastic is due to the introduc-
tion of compostable and bio-based plastic.
6 The increase is due to the replacement of the logistic pallets.
7 Recyclable but not through municipal collection system.
8 Composite materials that cannot be separated.
9 Packaging intended for end clients ordered in 2023. 10 Logistics packaging ordered in 2023.

166 THINK CIRCULAR & BOLD MONCLER GROUP 2023 167 THINK CIRCULAR & BOLD



PACKAGING IN THE E-COMMERCE CHANNEL

Moncler's e-commerce channel allows a choice of two types of packaging made
from “preferred” materials:

“SIGNATURE” PACKAGING: products are presented in a reusable Moncler

box, tied with a tricolour ribbon.

- The external logistics box is made of 100% recycled paper from respon-
sibly managed forests

- The inner “Signature” box is made of paper from responsibly managed
forests, of which more than 50% is from recycled sources

- The inner bags included with down jackets are made from post-consum-
er recycled plastic materials

- The hangers included with down jackets are made of recycled plastic

- Last-mile delivery is done through the “UPS® carbon neutral” service for
the Americas and EMEA Regions, whereas for Korea and Japan Moncler
neutralises last-mile emissions through offsetting projects.

“MONCLER BORN TO PROTECT” PACKAGING: this option uses a reduced

number of packaging layers, placing products in light, reusable packaging.

- The external logistics box is made of 100% recycled paper from respon-
sibly managed forests

— The inner bags are made from materials deriving from post-consumer re-
cycled plastic

- The hangers are made of recycled plastic

— Last-mile delivery is done through the “UPS® carbon neutral” service for
the Americas and EMEA Regions, whereas for Korea and Japan Moncler
neutralises last-mile emissions through offsetting projects.

SINGLE USE PLASTIC"

The impact of plastic on the environment, especially single-use vir-
gin plastic, has become a very important issue for the planet. The
Group progressively reduced the use of single-use virgin plastic
from fossil origin until its complete phase out in 2023.

To date, 83% of the single-use plastic ordered by the Group
consists of recycled plastic, and 17% of compostable and bio-
based plastic.

The decision to replace single-use virgin plastic with main-
ly recycled plastic stems from a Life Cycle Assessment conducted
with Politecnico of Milan to identify the best alternative from an en-
vironmental and technical-performance point of view. This analysis
showed that recycled plastic reduces CO, emissions by 35% and
water consumption by 60% compared to virgin plastic. In addition
to preferring recycled plastics, the weight of many single-use items
was reduced by 10%, thus allowing a reduction in unit weight and a
decrease in the use of raw materials. See also page 72.

SINGLE USE PLASTIC"
Moncler Group

2023 2022 2021
Plastic (kg) 492,289° 584,404 537,229
Recycled 83%° 97% 87%
Bio-based 17% - -
Recyclable 100% 100% 100%
Compostable 17% -

11 Includes total single-use plastics ordered in 2023, not just the one
used for packaging.
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PAPER™
All the paper and cardboard used by the Group come from respon-
sibly managed forests. Given their significant use, these materials
are constantly the focus of improvement projects, linked to the re-
duction of their use where possible and to the increase in the per-
centage of recycled material.

To date, 75% of the Group’s paper is made with recycled material.

PAPER"
Moncler Group
2023 2022 2021
Paper (kg) 3,888,542° 3,219,901 2,353,416
Recycled 75% 77% 71%
Recyclable 100% 100% 100%
Reusable* 26% 20% 16%
FSC and PEFC certified 99% 99% >98%

QUALITY AND SAFETY
12 Includes the total paper ordered in 2023, not just the one used
for packaging.
13 Registration, Evaluation, Authorisation and Restriction of Chemicals.
14 National Standard of the People's Republic of China.
15 Japanese Industrial Standards.
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For the Moncler Group, quality has always been, and will continue
to be a priority. In the search for excellence, the Group allows no
compromises: from the choice of the finest materials to the pre-
cise manufacturing of garments, to the selection of the best sup-
pliers trained and supported by specialised experts.

PRODUCT QUALITY AND SAFETY

Product quality, safety and innovation are a focus of attention for
the Moncler Group. Both Moncler and Stone Island thus have strict
controls over the entire value chain. Each product is designed and
manufactured under the direct, close supervision of Group experts.
Both Brands manage the creative phase and the development of
prototypes internally and use constantly-supervised third-party
laboratories to produce finished products, as well as, for Moncler,
its production sites in Italy and Romania.

Quality and safety are a priority for the Group right from the
garment design and raw material purchase phase. The quality of the
down, nylon, cotton and other raw materials used to produce both
Brands' garments, combined with constant research and experi-
mentation, are fundamental to ensure an excellent final product. As
a result, the Group carefully selects its suppliers and subjects its
materials to both rigorous controls before they go into production
and accurate checks on composition, chemical substances and
physical-mechanical characteristics, essential to ensure the ex-
pected technical performance.

In particular, the Group contractually requires its production
partners to operate in full compliance with the most restrictive in-
ternational legislations on chemical substances and performance,
including the European REACH regulation', Chinese GB require-
ments' and Japanese JIS requirements™.

Suppliers are contractually bound to comply with the instruc-
tions contained in the Compliance Specifications containing the
main compliance requirements of both Brands for their suppliers and
sub-suppliers, including dye houses, laundries and embroideries.
The Specifications are updated periodically, taking into account in-
ternational regulations and voluntary parameters and commitments
made by Moncler and Stone Island. It includes the Group’s Product
Restricted Substances List (PRSL) and Manufacturing Restrict-
ed Substances List (MRSL) and, for Moncler, the Manual of Perfor-
mances for performance and physical-mechanical requirements.

In particular, the PRSL applies to materials, treatments and
products, and includes not only the requirements of the most re-
strictive regulations of the producing and selling countries, but also
other more stringent voluntary requirements in line with a precau-
tionary approach.

The PRSL has been drafted, with the support and verification
of consultants and testing and certification companies, taking into
account the requirements of the main industry standards (including
the American Apparel and Footwear Association - AAFA and Cam-
era Nazionale della Moda lItaliana), certification schemes of inde-
pendent bodies, and taking into account the peculiarities of both
Brands’ products.

The names of the relevant chemical substances and for-
mulations, the Chemical Abstract Service (CAS) registry number,
the analysis methods to be used and the reference parameters to
comply with are reported. They also indicate the substances and
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target parameters on which suppliers are encouraged to improve
and find alternatives.

The Group is aware of the importance of monitoring the chem-
icals used in the production process to prevent potential contami-
nation of materials, products, water and sludge. This monitoring is
governed by the Manufacturing Restricted Substances List (MRSL)
which, together with the PRSL, sets out the list of substances that
suppliers and sub-suppliers have to monitor during the various
phases of production in order to anticipate and reduce the risk of
possible critical issues relating to products, materials and the envi-
ronment, and provide the basis for proper production method and
root-cause analysis. The Group’s MRSL was defined taking into ac-
count the main industry standards (e.g. Zero Discharge of Hazardous
Chemicals - ZDHC, to which Stone Island has adhered since 2019)
and requires for further investigation and specific requirements.

The MRSL and PRSL apply to all levels of the supply chain in-
volved in the production of materials and products. For parameters,
substances, methods and detection limits, suppliers are required
to refer to the MRSL and/or PRSL depending on the substrates an-
alysed and considered.

The MRSL and PRSL govern more than 350 chemicals and
are two important parts of the Group’s strategy aimed at continuing
to reduce potential environmental impacts.

Suppliers and sub-suppliers, primarily those that manage
wet processes, are encouraged proactively to develop a chemical
management system through which to monitor and test, including
through qualified third entities, chemical products, such as waste
water and sludge, in addition to materials, components, products
and treatments. This includes keeping the chemical inventory and
documentation up to date, as well as implementing batch tracking
and screening and/or testing of different chemical formulations at
least seasonally, if not via sampling or during inspections. Suppli-
ers must verify that concentrations of substances identified in any
substrate ensure compliance with legal requirements or with those
of the Group, if more restrictive, and investigate the source of any
problems, taking the appropriate corrective actions.

Both Brands monitor compliance with the requirements based
on a sampling procedure that identifies the samples to be tested,
frequency and tests to be performed. Test activities, carried out sea-
sonally, start at the materials research phase and continue with the
prototyping and sampling phases, up to production.

Samples and substances to be tested are selected consider-
ing the type of materials (fabrics, leather, etc.) involved, formulations
used in the production process (e.g. colours, finishing agents, etc.),
availability of documentation, frequency and quantity of use in the
supply chain, particularities and sophistication of certain effects, etc.

Tests on components, water, chemical formulations and finished
products are carried out through ISO 17025 accredited third-party
testing laboratories and are performed by both suppliers and the Group.

Production accessories undergo further inspection to anal-
yse their technical compatibility with fabrics and with the indicat-
ed garment care, such as the reaction with the detergents during
washing, while for fabrics physical-mechanical properties such as
water resistance, pilling, colour solidity, slippage of seams, tear re-
sistance, breathability, etc., are checked. At Stone Island, special
attention is paid to the garment dyeing process, and production ac-
cessories and fabrics are subjected to in-depth preliminary tests
including compatibility with the treatment and the presence of im-
purities and other components that could result in anomalies in the
dyeing phase in order to make, where necessary, changes and op-
timisations to the process itself.

The Moncler Group does not tolerate any compromises
in terms of health and quality standards: if a product does not
pass the tests, the purchasing process is stopped until the suppli-
er demonstrates that it can provide a product that complies with
the requirements.

In terms of technical quality in the product production pro-
cess, during the supplier selection phase the experts at both Mon-
cler and Stone Island’'s quality management division carefully
examine whether a partner has adequate skills and technologies
that enable the production of garments in line with the required
standards, and that can ensure constant and uniform quality levels.
The experts then verify the progress of the process and compliance
with the product quality standards on a weekly basis.
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Before entering production, each model is subjected to various fit-
tings, the purpose of which is to verify attention of each detail and
alignment with the stylistic and model indications, and ensure max-
imum comfort and fit.

Lastly, all Moncler and Stone Island products undergo anin-
depth final quality inspection before being placed on the market.
These controls, through a structured process subject to a proto-
col, thoroughly check and ensure the aesthetics, characteristics,
size, labelling and functionality of each of the Brands’ garments.
In 2023 the department responsible for managing the quality of
Moncler brand products obtained certification of its Quality Man-
agement System, in accordance with the ISO 9001:2015 standard,
to ensure constant improvement within the company towards sat-
isfaction of clients, the internal team and suppliers. Finally, in this
last phase the Group implements and verifies a complex anti-coun-
terfeiting protocol using the latest-generation technology.

DOWN QUALITY

Down is the most important raw material to Moncler. Since the be-
ginning of the Company’s history, down has been the heart of all its
jacket, gradually becoming the identity of the Brand itself.

Thanks to its long experience and constant research and de-
velopment, Moncler now has unique expertise in terms of both its
understanding of the raw material and the garment manufacturing
process. Moncler requires its suppliers to comply with the highest
quality standards, which over the years have been, and continue to
be, a key element of product differentiation. However, for the Com-
pany, “quality” is more than that: the origin of the down used and
respect for animal welfare are also fundamental for Moncler and
are taken into account in the raw materials purchasing process as
much as quality. See also pages 136-138.

In particular, the technical quality of Moncler down is en-
sured by a complex process that ensures that only the best white
goose down is used to make garments. Each batch of down is dou-
ble-checked to verify it complies with 11 parameters, relating to
quality (as well as aspects of hygiene and health), identified by the
strictest international regulations and the restrictive requirements
established by the Company: first through sophisticated analysis by
an accredited independent body and then through further tests car-
ried out at Moncler's internal laboratory, home to highly-specialised
down technicians. In 2023, more than 1,300 tests were carried out.

Down cluster content and fill power are the main indicators of
down quality. Moncler garments contain at least 90% white goose
down cluster and only 10% feathers/small feathers. This high per-
centage of down cluster guarantees a high fill power, i.e. the ca-
pacity of the down to occupy volume: the higher the fill power, the
greater the performance in terms of lightness, thermal capacity and
insulating properties. Moncler down has a minimum fill power level
of 710 (cubic inches per 30 grams of down) translating into warm,
soft and light garments, able to offer unique comfort.

THINK CIRCULAR & BOLD
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6 Act on climate & nature
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For the Group, sustainability means feeling responsible for future generations
and thus acting conscientiously, striving to preserve natural resources,
protect biodiversity and contribute to fight against climate change by minimis-
ing its impacts on the environment.

There cannot be long-term growth without responsible behaviour.
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ENVIRONMENTAL POLICY AND MANAGEMENT SYSTEM

1 Materials that aim to have a lower impact compared to conventional
solutions used by the Moncler Group (e.g., materials that are recycled,
organic, or certified according to specific standards).

2 The new Stone Island office in Milan, opened during the second
half of 2023, will begin the ISO 14001 certification process in 2024.

184

The Group is aware that the path towards sustainable develop-
ment requires policies, tools and actions to protect the environ-
ment. Responsibility towards future generations requires a strong
commitment to the careful use of natural resources and minimisa-
tion of impacts.

ENVIRONMENTAL POLICY

As proof of its focus on the environment and its protection, in 2017
Moncler adopted an Environmental Policy. The Policy, updated and
adopted at Group level in 2022, and approved by the Board of Direc-
tors after receiving the opinion of the Control, Risks and Sustainabil-
ity Committee, reaffirms constant compliance with all applicable
laws and regulations and formalises the Group’s commitment to
continuously improve its environmental performances in order to
reduce its direct and indirect impacts.

The Policy lays down the Group’s ambitions in the following areas:
— fight against climate change;

— safeguard biodiversity;

— water and waste stewardship;

— manufacture of products with “preferred”' materials;

— spread of a culture of sustainability.

The Moncler Group applies the Environmental Policy to all its own op-
erations and encourages the adoption across its entire supply chain.

In this regard, the Moncler Group is committed to investing
the technical, economic and professional resources necessary to
comply fully with the guidelines of the Policy. The document is avail-
able in both Italian and English and can be downloaded from the
Group's intranet and internet sites.

MANAGEMENT APPROACH

A concrete result, that highlights the Group’s commitment to environ-
mental protection along with its drive towards continuous improve-
ment, is represented by maintenance of environmental certification
according to the ISO 14001 standard at the production site in Ro-
mania, the Italian corporate sites and the logistics hub in Castel San
Giovanni (Piacenza)®.

With regards to direct environmental impacts, i.e. those generated by

its offices, stores, logistics hub and production sites, in line with pre-

vious years the Group focuses its efforts on the following aspects:

- monitoring and assessing environmental impacts to identi-
fy and implement improvement measures;

- purchasing electricity from renewable sources;

- using more efficient technologies and lighting systems and
environmentally friendly IT tools;

- using Building Management System (BMS) supervision
tools for integrated and more efficient management of ener-
gy consumption;

- using technologies to support interaction between employ-
ees to reduce the business travel;

— using resources efficiently and sourcing from responsibly
managed sources;

- ensuring engagement and awareness of people through
guidelines and programmes to reduce the consumption of
paper, plastic, toner, energy and promote waste sorting.

In addition, in 2024 the Moncler Group will begin the process of ob-
taining ISO 50001 energy certification for the Energy Manage-
ment System of its corporate sites in Italy.

Due to the nature of its business model, in which production
is mainly managed through suppliers, the Moncler Group’s most
significant environmental impacts are indirect (scope 3). Within the
limits of their influence, with the aim to minimize the indirect im-
pacts of the manufacture and distribution of their products, Mon-
cler and Stone Island encourage production and logistics partners
to apply environmental best practices.
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Adopting energy from renewable sources, improving operational ef-
ficiency and using “preferred” materials are among the fundamen-
tal levers of the Moncler Group's strategy to reduce greenhouse gas
(GHG) emissions and fight climate change, defined in accordance
with the objectives of the United Nations 2030 Agenda for Sustain-
able Development (Sustainable Development Goals - SDGs).

In particular, the Moncler Group has committed to reduce by
2030 absolute scope 1 and scope 2 CO,e emissions by 70% (in line
with the “1.5°" ambition) and scope 3 CO,e emissions by 52% (in line
with the “Well-Below 2°" ambition) per unit sold from a 2021 base
year. In addition, the Moncler Group has committed to achieving net
zero emissions (Net Zero)® throughout the value chain by 2050.

These objectives were formally approved by the Science-Based
Targets initiative (SBTi)* and considered consistent with the contri-
bution required by companies to limit the maximum increase in glob-
al temperatures compared to pre-industrial levels.

In addition, the Group is monitoring the development of the
GHG Protocol Land Sector and Removals Guidance and the For-
est, Land and Agriculture (FLAG) targets set for 2024 to further
align with the SBTi guidelines.

For the past three years, the Moncler Group has been com-
mitted to transparently reporting and communicating its impact on
climate change and progress towards the targets in the CDP Cli-
mate Change questionnaire.

THE MONCLER GROUP’'S APPROACH TO NET ZERO

According to the United Nations Intergovernmental Panel on Climate Change
(IPCC), net zero emissions (Net Zero) are achieved when “anthropogenic CO,
emissions are balanced globally by anthropogenic CO, removals over a speci-
fied period”. According to the Science Based Targets initiative, the achievement
of net zero involves scope 1, 2 and 3 GHG emissions.

Achieving the Net Zero emissions target by 2050 is in line with the efforts
required by companies in the Paris Agreement to limit the increase in global av-
erage temperature to 1.5°C.

This goal requires companies to commit to review processes and ways of
doing business. Likewise, companies cannot achieve this result on their own, be-
cause this ambition requires a collective effort from all industries and governments.

Companies that commit to achieve Net Zero are required to both decar-
bonise their footprint as much as possible and neutralise all residual emissions

of the entire value chain.

Tothisregard, the Group’s ambition is articulated overtwo complementary phases.

By 2050:

1 Reduce scope 1, 2 and 3 GHG emissions by 90% in line with the Paris
Agreement.

2 Neutralise all residual emissions with carbon removals.

Achieving Net Zero involves the overall balance between greenhouse gas
(GHG) emissions generated and those sequestered by ecosystems, through
neutralisation mechanisms. In particular, to achieve net zero emissions,
companies have to reduce emissions and neutralise residual emissions.
Endorsed by CDP, the United Nations Global Compact, the World Resourc-
es Institute (WRI) and the World Wide Fund for Nature (WWF), the Science
Based Targets initiative establishes and promotes best practices in setting
science-based targets, in addition to evaluating companies’ objectives.
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SCOPE 1 AND SCOPE 2 MARKET - BASED (TONNES OF CO.e)

ENERGY CONSUMPTION AND SCOPE 1 AND 2 EMISSIONS
Direct and indirect energy consumption at the Moncler Group's
sites is mainly due to production activities in Romania and to the lo-
gistics hub in Castel San Giovanni (Piacenza), as well as to facility
heating, air conditioning and lighting and the use of IT equipment at
the corporate offices and at the Moncler and Stone Island stores.
In 2023, despite an increase in total energy consumption,
driven by the expansion of the production site in Romania and the
consequent increase in direct production, by a 19% increase in the
Group’s employees and by the growth of the direct store network,
there was a 36% scope 1 and 2 (market-based) emissions reduc-
tion compared to 2022 (-50% vs 2021 considering Stone Island
consolidated from 1 January 2021), due to a greater use of renew-
able energy, more efficient lighting, air conditioning and heating
systems and an increase in low environmental impact vehicles in
the company fleet. The reduction in scope 1 and 2 CO,e emissions
normalised on revenues is even clearer: -64% emissions per million

euro of revenues vs 20215,

5,065
3,991
2,542
2021 2022 2023
SCOPE 1 AND 2 DIRECT AND INDIRECT ENERGY CONSUMPTION
MWh Moncler Group
2023 2022 2021°
Direct energy consumption 12,702 9,686 10,846
From non-renewable sources:
Natural gas® 9,192 6,252 6,990
Diesel” 1,408 1,547 2,003
Petrol” 2,102 1,787 1,853
Indirect energy consumption 43,639 38,920 33,200
Electricity from non-renewable sources 128 4,584 6,504
Electricity from renewable sources 43,627 34,336 26,682
of which from certified green energy’® 42977 34,060 26,667
of which self-generated 650 276 15
Total energy consumption 56,341 48,506 44,046
Total energy consumption (GJ) 202,826 174,622 158,567
Total energy consumption (MWh)/number of employees 7.50 7.69 8.33
Total energy consumption (MWh)/revenues (million euro) 18.88 18.64 20.63
5 The 2021 figures include the Moncler Group assuming Stone Island
consolidated from January, 1st. See the Appendix for the table includ-
ing data relating to Stone Island for the last nine months of 2021,
i.e. from the acquisition date.
6 The data include total consumption based on the total cost of natural
gas expenses (excluding cases where the data is managed by the host
department stores).
7 The data include the consumption and emissions of the car fleet with
reference to the global scope in 2023, 2022 and 2021. In 20283, the
Group’s car fleet was characterised by approximately 85% hybrid and
electric vehicles, to which the respective vehicle consumption fac-
tors have been applied.
8 The data include electricity consumption related to full-electric vehi-
cles of the fleet in line with the GHG Protocol guidelines.
9 The data include green energy certified according to the Renewable
Energy Certificate (REC)/Guarantee of Origin (GO)/International
Renewable Energy Certificate (I-REC)/Non-Fossil Certificates (NFC).
186 ACT ON CLIMATE & NATURE MONCLER GROUP 2023

SCOPE 1 AND 2 CO.e EMISSIONS

TONNES OF CO.e

Moncler Group

2023 2022 2021°
Direct emissions (scope 1) 2,539 2,043 2,332
From non-renewable sources:
Natural gas® 1,692 1,151 1,288
Diesel’ 354 390 503
Petrol” 493 415 427
Refrigerant fluids™ - 87 114
Indirect emissions (scope 2)"
Location-based 16,233 13,278 11,114
Market-based 38 1,948 2,733
Total emissions™
Location-based 18,772 15,321 13,447
Market-based 2,542 3,991 5,065
Total emissions/number of employees
Location-based 2.50 2.43 2.54
Market-based 0.34 0.63 0.96
Total emissions/revenues (million euro)
Location-based 6.29 5.89 6.30
Market-based 0.85 1.53 2.37

10 For 2022, the data include insignificant dispersion of refrigerant gases
for a total amount of 47 kg in the EMEA Region. No refrigerant gas disper-
sions were recorded in 2023.

11 The location-based method reflects the average emissions intensity of the
national grids in which the Group’s energy consumption occurs. The mar-
ket-based method is based on the specific emissions of the energy suppli-
ers from which the Group purchases electricity, or on the factors relating
to the reference market. For purchases of electricity from renewable sourc-
es, an emission factor of zero is attributed with regard to scope 2. The in-
crease in location-based emissions in 2023 is partly due to the fact that the
Italian national grid increased its share of non-renewable energy due to
water crises, which led to a reduction in the use of hydroelectric energy, a
significant source in the Italian energy mix.

12 Calculation of CO,e emissions (including CH,, NO,, HFC, PFC, and SF¢ emis-
sions, when present) has been carried out in accordance with the GHG
Protocol guidelines. The parameters used for the calculation are derived from
IEA 2020, 2021 and 2022 (emission factors for electricity), UNI EN 16258
and JEC 2020 (fuel emission factors) and the Department for Environment
Food and Rural Affairs (DEFRA).
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INITIATIVES TO REDUCE SCOPE 1 AND 2 CONSUMPTION
AND EMISSIONS

In order to reduce energy consumption and CO, emissions, the
Moncler Group is implementing various activities at its stores, of-
fices, logistics hub and production sites.

The key initiatives implemented are:

— use of electricity from renewable sources;

— implementation of energy efficiency activities (Building
Management System - BMS, more efficient lighting, air-con-
ditioning and heating systems, improvement of the thermal
insulation of buildings and promotion of environmental stan-
dards for buildings);

— adoption of low environmental impact vehicles in the Group’s
car fleet.

USE OF ELECTRICITY FROM RENEWABLE SOURCES
The use of electricity from renewable sources is a strategic tool for
the decarbonisation process of the Group’s direct activities.

In line with its commitments, in 2023 the Moncler Group pur-
chased exclusively electricity from renewable sources for its di-
rectly managed corporate sites worldwide.

The Group achieved this result through:

— installation of photovoltaic panels: at the logistics hub in Ca-
stel San Giovanni (Piacenza), the photovoltaic system con-
tributed to the generation of over 590 MWh of energy in 2023.
Stone Island also has a photovoltaic system at its Ravarino
(Modena) headquarters, which in 2023 contributed to the
generation of about 115 MWh of energy;

- purchase of electricity from renewable sources: also in 2023
the Group continued to switch conventional energy supply
contracts into renewable energy contracts. Where no renew-
able energy supply was available from the energy provider,
the Group continued to purchase Guarantees of Origin (GOs),
Renewable Energy Certificates (RECs) and International Re-
newable Energy Certificates (I-RECs).

ACT ON CLIMATE & NATURE
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Excluding the shop-in-shops where lighting systems are provided by the
host department stores (18 at global level), and on which, therefore,
Moncler cannot take action. However, by the end of 2023, such shop-in-
shops were equipped with LED lighting systems.

In 2023 also investments in LED systems in Korea and Japan were included.

100%

88%

80%

50%

41%

2019 2020 2021 2022 2023

ENERGY EFFICIENCY INITIATIVES

With regards to energy efficiency, also in 2023 Moncler continued
the installation of low-consumption lighting systems and the opti-
misation of heating and air conditioning systems.

Atthe Moncler corporate sites, in line with the previous years,
refurbishment and installation of more efficient lighting systems
continued, through the replacement of traditional lighting systems
with Light-Emitting Diode (LED) bulbs and thermal insulation sys-
tems to ensure greater energy efficiency.

To date, the entire production site in Romania and the logis-
tics hub in Castel San Giovanni (Piacenza) are equipped with LED
systems. At the corporate site in Milan, almost all lighting systems
are more efficient than conventional systems, while at the corpo-
rate site in Trebaseleghe (Padua), approximately 90% of lighting sys-
tems are energy efficient. With regard to Stone Island, in 2023, LED
lighting was recovered and implemented at its raw materials ware-
house. In addition, the Ravarino Hub (Modena) will be equipped with
full LED lighting systems in 2024.

In 2023, additional investments were made to install heat
pumps at the Moncler office in Trebaseleghe (Padua) in order to
implement more efficient systems and reduce the use of energy
from fossil sources. At Ravarino Hub (Modena), in 2024, the new
heating systems will be implemented and enhanced with addition-
al heat pump systems.

The Moncler Group is committed to continuing the process
of improving its energy performance at its most relevant corporate
sites in terms of energy consumption. To this regard, in 2023, an
energy assessment campaign was conducted at various corporate
offices, including the Moncler site in Trebaseleghe, the Stone Island
site in Ravarino (Modena) and the Moncler headquarters in Milan in
order to identify further energy efficiency opportunities.

To date, more than 99%" of Moncler stores worldwide (100%
in the United States, Korea, Japan and Europe) is equipped with LED
lighting. The same type of system has been adopted and will be ad-
opted by all new Stone Island stores at global level.

The latest-generation LED, in addition to offering excellent
light quality, ensures an estimated energy savings of up to 80%
compared to previously-used lighting systems, while also generat-
ing less residual heat. In terms of environmental impact, LED lights
have an average lifespan that is significantly longer than traditional
lights and are almost entirely made from recyclable material.

The investments made in 2023 to install or replace tradition-
al lights with LED lighting systems in corporate sites amounted to
about 2.5 million euros™.

In line with previous years, also in 2023, the Group continued
to implement activities aimed at renewing store electrical systems
using new technologies that ensure energy-saving.

In this regard, in 2021 Moncler began equipping stores with
Building Management System (BMS) for the integrated manage-
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Excluding shop-in-shops.

Achieving carbon neutrality involves reducing impacts through CO,
emission reduction activities such as purchasing energy from renewable
sources, using more efficient lighting systems, using vehicles with

low environmental impact and neutralising residual emissions with carbon
credits generated by positive impact projects. Each credit, certified accord-
ing to international standards, such as the Gold Standard or Verified
Carbon Standard (VCS), certifies that a tonne of CO, has been reduced

or removed from the atmosphere.

ment of all the technological functions of each space, from access
control to lighting and air conditioning, with the aim of implement-
ing more efficient management of energy consumption.

LEED AND BREEAM ENVIRONMENTAL CERTIFICATIONS
Since 2021 the Group has initiated an environmental and energy
certification process for its stores and all new constructions of cor-
porate buildings according to the LEED standard. By adopting this
certification, combined with other energy efficiency measures and
the installation of LED lights, the Group ensures to reduce electrici-
ty consumption and related CO, emissions in the long term.

From 2023 onwards, the Moncler Group is committed to ob-
taining LEED certification for all new stores™.

In view of this objective, the Moncler Group currently has:

— five stores certified to the LEED standard for Building Op-
erations and Maintenance and six stores under certification
process;

— 15 stores certified according to the LEED Interior Design and
Construction standard and 13 stores under certification.

With regard to production sites, in 2023 the Group obtained LEED
Building Design and Construction certification for the expansion of
the plant built in Romania.

Lastly, in 2021 BREEAM In-Use certification (Excellent level)
was obtained for the logistics hub in Castel San Giovanni (Piacen-
za), proving a more efficient management of the building and an en-
ergy and environmental performance improvement.

CAR FLEET

During the year the Group continued to introduce low environmen-
tal impact vehicles into the car fleet. In 2023 the Moncler Group’s
hybrid and electric corporate vehicles represent around 85% of to-
tal vehicles. The Group's objective is to continue to introduce this
type of vehicle, reaching 90% coverage by 2024.

CARBON NEUTRALITY

In 2023, in line with the objectives of the Strategic Sustainabili-
ty Plan, the Group maintained carbon neutrality™ for all corporate
sites worldwide.

In order to maintain carbon neutrality, and in line with what
was doneinrecentyears, residual unavoidable emissions (reduced
compared with the previous year) were compensated through two
projects certified on the voluntary market and focused, respective-
ly, on the circular economy and renewable energy, demonstrating
the Group’s commitment to mitigate its impacts beyond its value
chain. The first project supported, certified according to Gold Stan-
dard, relates to the expansion of a plastic waste recycling plant in
Romania. This initiative adds to the contribution towards the instal-
lation of a photovoltaic system certified according to the Verified
Carbon Standard in Mauritius. The two projects are important not
only from an environmental point of view but also from a social per-
spective as they have created new job opportunities and raised
awareness among local communities, especially in schools, on en-
vironmental topics and the importance of recycling and of sustain-
able management of local resources.

To monitor the reduction and compensation of greenhouse gas

emissions at its sites, the Group on an annual basis:

— monitors the implementation of the Group guidelines for the
procurement of renewable energy;

— collaborates with the relevant corporate departments to con-
tinuously identify areas for improvement in energy efficiency;

— monitors energy consumption and related CO, emissions us-
ing dedicated company tools and with the support of a con-
sulting firm;

- collaborates with recognised partners to purchase renew-
able energy certificates (EACs) and CO, credits aligned to
major international standards such as the Gold Standard or
Verified Carbon Standard (VCS).
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CARBON NEUTRALITY INITIATIVES

GREENTECH: PLASTIC RECYCLING WITH A HIGH EFFICIENCY SYSTEM

The project supported by the Moncler Group and promoted by GreenTech, one
of the leading companies in the PET plastic recycling industry in Europe, con-
cerns a plastic recycling plant for bottles and other PET products through en-
ergy-efficient technology that allows the reduction of emissions compared to
traditional disposal methods. In particular, plastic recycling allows for a 45%
reduction in CO, emissions compared with virgin PET plastic production. The
company is located in Romania, an important country for Moncler due to both
the presence of the production site in Bacau and its own production chain.

The project, certified by according to the Gold Standard, ensures not on-
ly environmental benefits, such as the protection of local biodiversity, but also
social benefits, such as the promotion of gender equality, and economic bene-
fits, in addition to helping accelerate the country’s transition towards a sustain-
able, low carbon economy.

HENRIETTA SOLAR: INSTALLATION OF A PHOTOVOLTAIC SYSTEM

Henrietta Solar is a project certified according to the Verified Carbon Standard
that involves the installation of a photovoltaic energy system in Mauritius, which
is severely exposed to climate change and classified as Small Island Develop-
ing States (SIDSs).

Through the construction of 53,700 solar panels, the project will provide
sustainable energy to 40,000 people, while preserving an agricultural area of
over 20 hectares. The solar panels will generate around 26,500 MWh, replacing
the current energy mix with clean, renewable energy, reducing its greenhouse
gas emissions by more than 25,000 tonnes of CO, a year. The project is provid-
ing concrete support to the country by not only reducing its dependence on im-
ports of energy from fossil sources, mainly coal and oil, and contributing to its
energy self-sufficiency and to climate change mitigation, but also creating new
work opportunities for the local community.
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68%
Purchased goods
and services

The category “Capital goods” includes indirect emissions generated by the
renovation and expansion of stores, furniture and IT systems.

The category “Other” includes indirect emissions generated by the follow-
ing categories: waste, business travel, end-of-life treatment of sold prod-
ucts and fuel- and energy-related activities.

SCOPE 3 EMISSIONS

Due to the nature of the Moncler Group’s business model, most en-
vironmental impacts are generated along the value chain (more than
98% of the Group’s total emissions), from the production of raw ma-
terials to the production and transport of garments, the commuting
of employees and the impacts of the use of products by end clients.

12%
Transportation
and distribution

7%
Capital goods™

5%

Use of sold products

5%
Commuting

3%
Other™
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SCOPE 3 INDIRECT CO.e EMISSIONS

In 2023 the Group’s scope 3 emissions, calculated for all rele-
vant categories (see also page 182), were approximately 240,000
tonnes of CO,e, down by approximately 8% in absolute terms
compared to the previous year.

TONNES OF CO.e Moncler Group

2023 2022 2021°
Indirect emissions (scope 3) 240,325" 260,343%° 217,226
Purchased goods and services 164,083 190,479 155,867
Capital goods 15,939 16,594 15,416
Fuel- and energy-related activities 1,103 872 802
Third-party warehouses 555 478 407
Transportation and distribution 27,925 27,3392 23,493
of which by ship 219 164 311
of which by air 25,606 24,976 20,899
of which by road/train 2,100 2,199 2,283
Waste 114 75 72
Business travel 2,069 1,070 592
Employee commuting 12,912 7,619 6,822
Use of sold product 11,446 11,634 10,294
End-of-life treatment of sold products 4,180 4,183 3,461

19

20

21

22

23

24

25

26

The figure is calculated by applying location-based emission factors to all
scope 3 categories except for the category “Third-party warehouses”
and “Purchased goods and services”. The emissions associated with these
categories, for which primary data is available, have been included in

the calculation by applying the relevant market-based emission factors.
The figure is calculated by applying location-based emission factors

to all scope 3 categories except for the category “Third-party warehouses”.

The emissions associated with this category, for which primary data

is available, have been included in the calculation by applying the relevant
market-based emission factors.

In 2023 CO.e emissions were calculated using regionalised emission fac-
tors for both the raw materials farming phase and production processes

along the supply chain of the most important material codes for the Group.

This was made possible by the information collected for the purposes of
the Group's traceability objectives.

In 2023 primary data on energy consumption from certain suppliers were
used, gathered both through onsite energy assessments and a data
collection activity covering specific information on energy practices at the
production sites of direct and indirect suppliers.

In 2022 the perimeter was further expanded to include additional flows
such as returns from the e-commerce channel in the EMEA and Americas
Regions and shipments of packaging from suppliers to local warehouses.
Well-to-Wheels (WtW) value. Emissions from logistics transport have been
calculated in accordance with the GLEC Framework 2.0.

Distribution logistics is responsible for management of transport and dis-
tribution of finished products to clients. Industrial logistics, on the

other hand, deals with the management of material flows upstream in the
supply chain.

In line with the recommendations of the Science-Based Targets initiative,
the scope 3 emissions covered by the objective do not include emis-
sions associated with the use of sold product.

The CO, emissions generated by the production of raw materials,
textile processing and the production of finished garments represent
the most significant contribution of the Group’s carbon footprint. In
2023, the Group made significantimprovementstothe completeness
and quality of the data collected from its suppliers by leveraging the
information gathered during the supply chain traceability project and
the support activities on energy topics carried out for its suppliers.

In 2023 these emissions decreased by about 14% compared
to the previous year. This reduction is mainly due to the inclusion in
the collections of “preferred” materials such as nylon and polyes-
ter made with recycled raw materials and organic cotton (for exam-
ple, the Group included more than 40% synthetic fibres made with
recycled material and more than 10% organic cotton in its SS and
FW 23 collections). The Group expects that over the years these
choices, along with the other activities implemented along the sup-
ply chain (see also pages 71-72; 161-163) will continue to contrib-
ute to reducing CO, emissions in line with the commitments made
with the SBT initiative.

In 2023, the Group's logistics emissions were approximately
27,925 tonnes of CO,e . The Moncler brand’s total CO, emissions
from industrial and distribution logistics increased less than pro-
portionally to the increase in the volumes transported. The Group’s
efforts focused mainly on optimising the volumes of distribution
logistics and promoting less impactful transport methods. In this
regard, in 2023 the Moncler brand’s emissions from distribution lo-
gistics decreased by 5% compared to 2022.

In 2023 capital goods emissions accounted for approximate-
ly 7% of the total. Such emissions mainly relate to the renovation
and expansion of offices, production sites and stores, as well as the
purchase of machinery by the Group.

Emissions from business travel and commuting increased
compared to 2022 due to the higher number of Group employees,
particularly at the production site in Romania and the Italian cor-
porate sites.

STRATEGIC AREAS FOR SCOPE 3 EMISSIONS MITIGATION

In line with the commitment set in the Science-Based Targets to

reduce scope 3 CO,e emissions per product unit sold by 52% by

2030 from a 2021 base year, the Moncler Group is implementing

various initiatives across the following strategic areas:

- the progressive introduction of “preferred” materials into
the collections;

- promotion of regenerative agriculture projects;

- the decarbonisation of the supply chain through energy ef-
ficiency measures and the adoption of energy from renew-
able sources;

— the optimisation and efficiency improvement of the logis-
tics system;

- the development and implementation of initiatives to pro-
mote sustainable mobility among employees.

ACT ON CLIMATE & NATURE MONCLER GROUP 2023

27

193

This refers to the ability of a product to be used multiple times or in multiple
contexts without losing its functionality, performance or quality.

“PREFERRED” MATERIALS

Among the raw materials used, wool and cotton are the main source
of CO, emissions, followed by synthetic materials, such as nylon
and polyester.

In order to achieve its climate targets, in 2023 the Group im-
plemented a series of initiatives to promote the introduction of prod-
ucts made with “preferred” raw materials into its new collections.
The Moncler Group has taken steps to review its supply choices, for
example by replacing virgin materials with alternatives made with
recycled, organic or regenerative raw materials that guarantee are-
duction in terms of emissions generated.

The Moncler Group has identified a set of intermediate targets to be
achieved by 2025:

- 50% “preferred” nylon;

- 50% “preferred” cotton;

- 70% wool certified Responsible Wool Standard (RWS).

The objectives listed above contribute to achieve the target of more
than 50% of yarns and fabrics made with “preferred” materials in all
collections by 2025.

The progress made towards these objectives in 2023 is pre-
sented in the chapter “Think Circular and Bold". See also pages
161-163.

In addition, in line with the commitments made, in 2020 Mon-
cler drew up the Guidelines for “preferred” materials, a protocol that
summarises the criteria and thresholds for guiding the choice of
materials, accessories and production processes for lower-impact
products. The protocol evolved into the Raw Materials Manual, which
was drafted in 2023. The Group aims to have 100% of its strategic
raw materials in line with the Raw Materials Manual by 2024.

The Moncler Group is also committed to reduce the con-
sumption of packaging materials and to research and apply lower
impact alternatives. In recent years, the Group has launched a se-
ries of programmes for improving packaging design focused mainly
on recyclability, re-usability*” and durability as well as on reducing
the materials used. See also pages 72; 164-169.

Since 2022, packaging intended for the end client and, start-
ing from 2023, the packaging for logistics have been respectively
made with “preferred” materials.

REGENERATIVE AGRICULTURE

The Moncler Group supports projects dedicated to regenerative
farming practices within the cotton and wool supply chains, with mit-
igation effects on both CO, emissions and the impact on biodiversity.

In particular, in 2023 the Moncler Group was committed to
various regenerative agriculture projects and to supporting the im-
plementation of new methods for measuring impacts in line with the
most recent greenhouse gas emission frameworks. More details on
the projects developed in 2023 can be found in the section “Safe-
guard Biodiversity”. See also pages 198-199.

The Group also monitors the development of the GHG Proto-
col Land Sector and Removals Guidance and the SBTi FLAG in or-
der to include the assessment of the impacts of these projects in
its strategy. In this regard, the Group will calculate its FLAG emis-
sions in 2024.

DECARBONISATION OF THE SUPPLY CHAIN

In 2021 the Group began mapping its energy consumption and type
of energy used along the supply chain in order to integrate prima-
ry data from production processes into the Group’s footprint and
identify, together with its suppliers, opportunities for energy effi-
ciency improvements and the transition to energy from renewable
sources. This activity, which continued in 2022 with regard to direct
suppliers, was extended to indirect suppliers in 2023. This process,
supported by external partners for the data verification phase, al-
lows the Group both to improve the quality of the data used in cal-
culations of environmental impacts and to monitor the virtuous
actions implemented by its suppliers over time.

In addition, the Moncler Group continues to collaborate with
its suppliers to encourage the energy transition in its supply chain.
In this regard, in 2023 the Group carried out an energy assessment
programme involving a total of approximately 15 direct suppliers.
These assessments, financed by the Group and carried out by spe-
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cialist external consultants, focus in particular on potential initia-
tives with short term return on investment and no impact on the
quality and timing of production, such as the possibility of install-
ing photovoltaic systems at production sites or the purchase of re-
newable energy. The measures identified for each production site,
aimed at supporting the supplier in defining a strategy to reduce
energy consumption and CO, emissions, were discussed in detail
with the supplierin ad hoc sessions to better understand their tech-
nical and economic feasibility.

Looking forward, the Group will continue to collaborate with
suppliers with more energy intensive processes (e.g. dyeing or finish-
ing) to encourage them to implement energy efficiency programmes.

LOGISTICS SYSTEM

The challenges faced by the logistics system in recent years,
marked by the pandemic and international political instability, have
been manifold. In 2023 a new normality continued with a series of
geopolitical uncertainties that resulted in constant review of the
geography of supply chain procurement and the related logistic ac-
cess conditions. This led to variations in transportation modes and
times in response to fluctuations in air traffic, the riskiness of cer-
tain maritime traffic routes and the continued volatility of interna-
tional transport costs.

During the year, the Group’s efforts aimed to increase the
automation and standardisation of processes, continuing the pro-
cess of integrating the main logistics service providers into the
Group’s IT systems and to develop internal competence centres
on areas ensuring control and continuity of the business and the
sustainability of processes.

In 2023 the Stone Island logistics and distribution systemwas
progressively integrated into the Group model; many of the relat-
ed flows have been aligned with the system developed for Moncler,
thus improving operational efficiency through synergies created
between spaces, resources in logistics nodes and transport.

The Group has always sought to implement logistics solutions
that ensure effectiveness, operational efficiency and compliance
with delivery times alongside with the attention to the environment.
In this regard, the Group is committed to creating an internal and ex-
ternal culture that encourages and supports its logistics partners in
adopting increasingly sustainable transport systems and methods,
and is progressively introducing sustainability minimum require-
ments to its contracts to mitigate and prevent CO, emissions.

Various activities have been carried out over the years or are under
evaluation to contain environmental impacts and costs. The main
streams of the Moncler Group’s commitment towards a low envi-
ronmental impact logistics system are:

— identifying efficient routes to reduce distances travelled,;

— optimising flows to minimise travel;

— space-efficient packaging to deliver the same volume of
productin less space;

- packaging made with material with a lower environmental
footprint;

— promotion of the use of means of transport with a lower en-
vironmental impact (definition of sustainability minimum
requirements and progressive introduction to agreements
for the provision of logistics services for distribution in the
EMEA Region).

In recent years, Moncler has modified the packaging used to trans-
port finished products, resulting in a significant reduction in vol-
umes handled and, thus, in the need for vehicles and, consequently,
the environmental impacts generated in terms of GHG emissions.
Also in 2023 Moncler compensated last-mile emissions for
the e-commerce channel in Korea and Japan, and in the Ameri-
cas and EMEA Regions, for which specifically continued to use the
UPS® carbon neutral service. In 2024 this possibility will also be
extended to the e-commerce flows of the Stone Island brand.

INITIATIVES TO PROMOTE SUSTAINABLE MOBILITY
The Moncler Group is aware of the impact of urban mobility and
encourages its employees to adopt solutions with a low environ-
mental impact.

In particular, in 2023, the car pooling initiative for Moncler
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employees at the Trebaseleghe office (Padua) continued. This ini-
tiative, encouraged by the Group through a contribution provided
to those who make their car available, enables Moncler people to
benefit from moments of socialisation with their colleagues, while
also limiting the environmental impact of travel. In addition, also in
2023 Moncler continued to promote the use of bicycles by making
company bicycles available to all employees at the Milan and Tre-
baseleghe (Padua) offices who applied for them with the aim of en-
couraging individual mobility as an alternative to using local private
and public transport for urban travels and travel between offices.

At its production site in Romania Moncler continued to pro-
vide a shuttle bus service. This commuting system, from which
benefited around 900 people, prevented the emission of over
1,670 tonnes of CO,, equals to a reduction of 43% compared to the
emissions that would have been generated if each employee had
moved by private means.

In addition, in Italy, a Mobility Manager was appointed in 2021
to promote sustainable mobility of employees by developing a Work
Home Travel Plan (WHTP), which is updated annually. In particular, in
2023, on the basis of the mapping of corporate offices carried out
in 2022 to analyse workplace accessibility, the transport solutions
used by employees, travel distance and time and possible areas of
intervention were identified in order to reduce pollutant emissions
and promote alternative approaches to commuting. In this regard,
in 2023 mobility services, such as sharing mobility and local pub-
lic transport pass, were provided to Moncler employees in Italy. In
addition, Moncler employees in Italy have accessed a tool that us-
es gamification to encourage virtuous behaviour by employees who
use low impact commuting methods (cycling, walking, trams, bus-
es, etc.). Through this platform, the Group also obtains monthly in-
formation on avoided CO, emissions, useful for updating the WHTP.

For years the Group has leveraged the potential of new tech-
nologies, such as innovative video conference and telepresence sys-
tems that facilitate remote communication, allowing to reduce the
impacts of travel on both the environment and people’s quality of life.

To date the Moncler Group has 46 meeting rooms with mod-
ern video conference or telepresence systems.

In addition to the video conference systems present in offic-
es, since 2019 it has been used the web desk conferencing sys-
tem, i.e. a flexible video conference system that integrates with the
systems in the video rooms at company offices and also allows ex-
ternal video conference systems to be connected to the company
network. Through this video communication system, the Group al-
lows personnel outside the Company to contact internal staff with-
out having to travel.

WATER

The Moncler Group, aware of the importance of responsibly man-
aging the consumption of resources, including water, is committed
to preserve and reduce the consumption of such resources at its
sites and throughout the supply chain.

Inrecent years the Group has thus launched a series of activ-
ities aimed not only at assessing its impacts on water consumption,
but also at analysing the water risk of its sites and along the supply
chain to identify improvement measures.

As part of this process, in 2023 the Group updated the cal-
culations of its water footprint, including water consumption occur-
ring both at its sites and throughout the supply chain.

This analysis was conducted in collaboration with an external
partner and follows the principles set by the standard ISO 14046:
Water Footprint - Principles, requirements and guidelines. The wa-
ter footprint calculation methodology allows to combine direct (at
the Group's sites) and indirect (throughout the supply chain) con-
sumption data with the water risk index (reflecting water scarcity
Available Water Remaining - AWARE) associated with each geo-
graphical area analysed.

In line with the analysis of the Group’s carbon footprint, al-
so the water footprint showed that the most significant impacts on
water resources occur in the extraction and production phases of
materials and in some processing stages.

With regard to direct consumption (offices, stores, produc-
tion sites and logistics hub), the main source of water supply for the
Group is represented by water mains. All direct water consumption

ACT ON CLIMATE & NATURE



DIRECT WATER CONSUMPTION?®

is mainly for sanitation and, to a minimal extent, steam production
for ironing facilities and a small dyeing facility for Stone Island’s pro-
totyping department. Consumption increased compared to the pre-
vious year due to the expansion of the Group’s production capacity.
Accordingly, water discharges are comparable to those of residen-
tial buildings and are therefore drained into the sewage system.

m Moncler Group

2023 2022
Water withdrawal 71,070 57,787
Water consumption 992 847
Water discharge®® 70,078 56,940

INDIRECT WATER CONSUMPTION

The most significant water consumption is the indirect consumption
that occurs along the supply chain in the phases of production of the
Group's natural and animal raw materials, particularly for the cultiva-
tion of cotton, which is also the main material by volume purchased.
Among synthetic fibres, the greatest water consumption occurs in the
transformation and dyeing of yarns and fabrics.

m Moncler Group
2023 2022

Indirect water consumption for 6,074,618 7,193,090

the production of finished products

of which for raw materials®° 5,254,671 6,285,984

of which for processing 819,947 907,106

28 For the direct water consumption of offices, the production site and logis-
tics hub, primary data were used. For the water consumption of stores
and outlets, water consumption data collected from a sample of LEED-cer-
tified stores were used; water consumption indices were applied to
this sample to estimate total consumption on the entire network of directly
managed stores and outlets.

29 Since the Group's direct withdrawals are based on consumption simi-
lar to sanitation services, practically all of the water withdrawn is in turn
discharged into urban water systems. Water consumption represents
the portion of water not returned to the system due to evaporation losses,
mainly due to extraction and pre-sanitisation treatment and wastewa-
ter treatment.

30 Indirect water consumption associated with the production and extraction
of raw materials, such as cotton-cultivation, the livestock-raising phase
for wool and transformation processes for synthetic fibres.

31 Indirect water consumption associated with processing such as spinning,
weaving, dyeing, manufacturing, ironing, garment dyeing etc..

The results of the analysis are used internally to identify and prior-
itise actions and projects aimed at reducing the impact on water
consumption.

For example, in the supply chains for natural and animal fi-
bres such as cotton and wool, the Group has identified regenera-
tive farming projects that allow to increase the capacity of the soil
to retain water, improving the resilience of crops and reducing the
need for irrigation of the fields. For more details, see the paragraph
“Safeguard Biodiversity” on pages 198-199.

In addition, in 2022 the Group launched a long-term research
project in collaboration with the Umberto Veronesi Foundation fo-
cused on identifying the mechanisms used by specific cotton vari-
eties to survive or optimise growth in drought situations. The study
aims to understand how to improve the resilience of species select-
ed for agriculture in a less favourable environmental scenario and
with limited water resources.

The Group’s goal is to continue to refine the analyses carried
out so far, enriching them with increasingly granular data, involving
suppliers that operate upstream in the supply chain to collect infor-
mation on water consumption of their production processes in or-
der to identify potential risks and mitigate impacts.

In addition, with regard to indirect water impacts, the Group
is monitoring developments in Science Based Target for Nature
(SBTN) guidelines in order to define quantitative targets on the
most important areas.

WASTE

The waste generated by the Moncler Group's direct activity main-
ly relates to packaging material, to office waste and textile process-
ing scraps.

The Group is committed to limiting waste generation and
continues to refine its processes in order to achieve this objective.
At all corporate offices, production sites and logistics hub, where
the amount of waste generated is significantly higher than at oth-
er sites, the company implements an environmental management
system certified according to the ISO 14001 standard.

In 2023 Moncler and Stone Island sent for recycling and/
or recovery approximately 89% of waste generated in ltaly and at
Moncler’s production site in Romania. No waste generated at its cor-
porate offices, production site and logistics hub was sent to landfills.
This result was achieved through a series of programmes designed
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to maximise the material sent to recycling networks, implemented
with the support of companies specialising in proper waste disposal.

In addition, the Group's offices and stores are equipped with
special waste sorting containers and employees are informed of
the importance of using proper practices so that waste can be re-
cycled/recovered or, to a residual extent, disposed of. The sorting
applies to: paper and cardboard, wood, plastic and IT equipment.

Total waste generated in 2023 was 1,809.6 tonnes (2022:
1,163.3 tonnes). The increase compared to the previous year is
mainly due to the expansion of the Moncler production sites, which
led to anincrease in activities, an increase in the number of employ-
ees (+19% vs 2022) and the opening of new stores.

WASTE GENERATED*?
TONNES Moncler Group
2023 2022 2021°
Non-hazardous waste 1,807.8 1,161.4 1,055.2
Paper and cardboard 647.7 472.0 442.1
Mixed packaging 333.2 248.9 191.8
Wood 254.1 177.7 180.3
Plastic 161.5 141.0 128.7
Fabric 346.5 118.3 68.7
Metal 29.2 0.5 41.0
Other 35.6 3.0 2.6
Hazardous waste 1.8 1.9 26.3%
Total waste produced 1,809.6 1,163.3 1,081.5
of which recycled or recovered 89% 92% 89%
WASTE BY DESTINATION
TONNES Moncler Group
2023 2022 2021°
Total waste recycled or recovered 1,614.1 1,074.3 959.9
Total waste disposed 195.5 89.0 121.6
of which landfilled - - 0.4
of which incinerated with energy recovery 182.1 85.7 97.9
of which incinerated without energy recovery 0.1 1.6 23.3
of which transferred to other disposal operations®* 13.3 1.7 -
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The data refer to offices and logistics hub in Italy and production site in
Romania. They do not include waste directly managed by local municipali-
ties. The data do not include waste generated in stores in Group's retail
network. This figure was estimated by the Group for the first time in 2023.
The calculation is based on waste volume primary data collected for a sam-
ple of stores subject to LEED certification. The waste relates mainly to
packaging material from the products sold. The estimated total is around
442 tonnes (of which more than 87% is sent for recycling).

The figure includes the disposal of a chemical solution used to recover the
metal tank previously held diesel to heat the production site in Romania.
The figure includes condensate water from air compressors and a mixed
material part sent for disposal due to the emptying of a warehouse in
United States.

In the last years, in view of the potential negative impacts of inef-
ficient, unethical waste management, the Group has implemented
ad hoc procedures and processes for the management of textile
materials, be they inventories, fabric scraps or unsold garments. In
this regard, in 2023 the Group sent 99% of all textile waste mate-
rial for recycling. This was made possible by continuous dialogue
with partners and organisations to study innovative solutions and
integrate recycling programmes to minimise the material sent to
waste-to-energy and/or landfills.

Also in 2023, no unsold garments were sent to incineration
with energy recovery or to landfill, rather, they were recycled to re-
cover fabric, yarn or other materials. See also pages 161-163.

In addition, in 2023 100% of the nylon production scraps from
the Group's direct sites was recycled. See also pages 72; 161-163.

For more details on the disposal method, broken down by
waste type, see also page 238.

Lastly, since 2022 the Group has been a member of Re.Crea,
the consortium founded by industry brands, coordinated by Camera
Nazionale della Moda lItaliana, to manage textile and fashion prod-
ucts at the end of their lives and to promote the research and devel-
opment of innovative recycling solutions. See also pages 68.
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SBTN guidelines outline new methodologies for implementing and measur-
ing targets on a scientific basis for freshwater and soil. These method-
ologies, which are being validated by a small group of companies in various
sectors, can then be used on a large scale by companies that wish to de-
fine such targets.

A non-profit organisation that recognises and rewards farmers for their
environmental practices.

An organisation active in insetting since 2008, PUR Projet is a certified B
Corp and a global leader in the implementation of nature-based solutions.

The analysis of raw materials and their supply chain laid the foun-
dations of a process aimed at safeguarding biodiversity, outlining
a range of activities for more responsible use of natural resourc-
es and for reducing the impact of the supply chain on ecosystems.

In fact, since 2021 the Group has actively involved its suppli-
ersinidentifying the main areas of supply of its strategic raw materi-
als and quantifying, for each of them, the impact in terms of land use,
climate change, water stress and land and marine pollution. The ap-
proach, constantly evolving in alignment with the guidelines of the
Science Based Targets for Nature (SBTN)*®* and the AR®T (Avoid,
Reduce, Restore and Regenerate, and Transform) framework, en-
abled the identification and prioritisation of mitigation actions.

The analysis conducted by the Group in 2021 showed that
the greatest biodiversity impacts are associated with animal fibres,
mainly wool and cashmere, related to the use of soil during grazing.
It also emerged the presence of some areas at risk of water stress
along the down and cotton supply chain. On the basis of this analy-
sis, the first projects were defined, both at the Group’s activities and
along the supply chain, aimed at minimising the impact on biodiver-
sity by 2030. In particular, the Group is committed to supporting re-
generative farming practices in the cotton and wool supply chains,
with mitigation effects on both the impact on biodiversity and green-
house gas emissions. Regenerative farming is an approach that aims
to improve the health and fertility of the soil, increasing its capacity
to absorb carbon from the atmosphere, while also protecting water
resources and biodiversity.

In 2022 projects were identified to support regenerative prac-
tices linked to the cotton and wool supply chains. In 2023 the Group
took part in two specific projects related to the cotton sector: the
pilot project Unlock Programme, organised by The Fashion Pact,
and the Cotton 2040 project of the Ecosystem Services Market
Consortium (ESMC)%*, both of which aimed to provide incentives for
cotton farmers to apply regenerative and low-impact farming prac-
tices. At the end of the year, the Group also launched a regenerative
farming project in the wool supply chain in Australia with PUR Pro-
jet®”, promoting the use of regenerative practices in animal rearing,
with the aim of improving the farming practices used.

In view of constant improvement, thanks to the data obtained
from the traceability project carried out throughout the supply
chain, in 2024 the Group will update the analysis to quantify the im-
pacts on biodiversity and align the methodology with the develop-
ments of the new guidelines of the SBTN framework.
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ACTIONS

Increase the use of raw materials from practices that offer
opportunities to mitigate both biodiversity impacts and carbon
emissions (e.g. organic and regenerative farming practices).

100% of key raw materials in line with the Raw Materials Manual
by 2024, also considering requirements aimed to reduce impacts
on biodiversity.

Over 50% of yarns and fabrics will be made from “preferred” materials
by 2025, also considering reducing the use of virgin raw materials
and promoting good land management practices for natural materials.

Continue using 100% recycled wood in logistics processes.

Key raw materials traced by 2023, with the aim to identify
potential high-risk biodiversity areas.

Continue promoting sustainable forestry by sourcing 100% wood-pulp

based packaging material (paper and cardboard) from deforestation-free

supply chains certified under the Forest Stewardship Council (FSC)
and/or Programme for the Endorsement of Forest Certification (PEFC).

Continue participating in the Fashion Pact working groups and
roundtables designed to address topics related to climate change
and biodiversity.

2023 RESULTS

— >10% organic cotton

— 49% wool certified Responsible Wool Standard (RWS),
Nativa or Sustainawool

— Two regenerative agriculture projects launched in the cotton
sector and one in the wool sector

— Preparation of the Raw Materials Manual with the Group’s
goal of having 100% of the strategic raw materials aligned
with it by 2024

— Over 25% yarns and fabrics made with “preferred” materials

— 100% recycled wood used in logistics processes

— Strategic raw materials traced in 2023 (2023 SS
and FW collections)

— 100% of paper and cardboard packaging materials
FSC or PEFC certified

— Continuous involvement in SBTi, SBTN and Fashion Pact
roundtables on climate change and biodiversity issues

ACT ON CLIMATE & NATURE
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The Moncler Group has always been committed to support local communities and
engage in an open and collaborative dialogue with charitable organisations.

An active support that stems from the awareness that a company can only thrive
by being in harmony with and fully respecting the community.
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SUPPORTING COMMUNITIES

TYPE OF INITIATIVE

13%
Commercial initiatives
with social impact

21%

Donations

Over the years, the Moncler Group has been promoting initia-
tives and sponsoring projects in support of local communities and
charitable organisations through cash contributions, donating
clothes and organisational support for national and international
programmes.

The Group’s commitment to support communities mainly trans-
lates into initiatives related to: social development, support for peo-
ple in emergency situations, scientific research and prevention and
the fight against poverty, and art and culture.

These are complemented by activities to support local com-
munities near its main areas of activity, that stem from the dialogue
with local authorities and the community. Local personnel working
at the main Moncler and Stone Island sites interact and maintain an
ongoing dialogue with the representatives of communities and lo-
cal authorities to understand their needs and expectations, as well
as to assess the impact of business activities on the population,
thereby ensuring social consensus.

During the year, the Moncler Group invested approximately
3.6 million euros, representing a 33% increase compared to 2022.

66%

Community investments
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TYPE OF CONTRIBUTION

87%
Cash

AREA OF INTERVENTION
7%
Arts and culture
10%
Other
15%
Scientific research

i Monetary value of hours volunteered by employees during regular
working hours.
2 Management costs of organising employee volunteer activities

during working hours.
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2%

Time'

3%

Management costs?

8%
Goods

36%

Social development

32%
Natural disaster and
emergency relief



CONTRIBUTION BY GEOGRAPHICA AREA

74%
Rest of the World

26%
Italy

SUPPORT TO THE POPULATIONS IN EMERGENCY SITUATIONS
Through Warmly Moncler projects, the Company works with vari-
ous associations to protect people most in need from the cold.

Over the years, Moncler has been protecting the most vulner-
able families living in some of the world coldest areas, where the
already extreme living conditions intensify with the arrival of win-
ter, making survival a daily struggle. This has been possible through
Moncler support to UNICEF, the United Nations Children’s Fund,
which provides humanitarian assistance to children and their com-
munities, and other associations such as UNHCR, the UN Refu-
gee Agency, which protects the rights and well-being of refugees
around the world, and the Francesca Rava - N.P.H. Foundation.
From 2017 to 2023 the Company protected approximately 140,000
children and families from the cold with necessities, kits for new-
borns, blankets and garments.

Moncler aims to protect 150,000 vulnerable people from the
cold over the period 2020-2025 and support local communities
with one high social value project every two years.

The Moncler Group, attentive to the needs of populations af-
fected by natural disasters, acted promptly in 2023, offering aid to the
populations of Turkiye and Syria severely impacted by the earthquake
and to the local communities of Emilia-Romagna affected by the flood.

SUPPORT TO SCIENTIFIC RESEARCH

Moncler has always believed in research and innovation as key driv-
ers for continuous development and improvement. This belief even
stretches beyond the Company boundaries. Moncler is commit-
ted to ensure that research is constantly supported, also in medical
and scientific sectors and therefore, actively supports researchers
in their daily activities through grants and scholarships.

In 2023 more than 350,000 euros were donated for scholar-
ships and grants to support researchers from the Umberto Vero-
nesi Foundation and to a number of associations and foundations
involved in supporting the sick, including Theodora onlus and the
European Institute of Oncology.

UMBERTO VERONESI FOUNDATION

The Umberto Veronesi Foundation was founded in 2003 to promote
excellence in scientific oncological research and projects aimed at
prevention, health education and scientific dissemination. Its pro-
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moters include 11 Nobel Prize winners who form the Foundation’s
Honorary Committee.

Scientific research is supported through research grants for
doctors and researchers in the most advanced fields of oncolo-
gy. Since its establishment, the Foundation has funded more than
2,200 doctors and scientists engaged in cutting-edge scientific
projects and over 140 research projects.

Moreover, the Foundation is active in the field of scientif-
ic divulgation through conferences, projects with schools, aware-
ness-raising campaigns and publications.

In 2013, the Foundation launched the Pink is Good project to
offer concrete support for research on breast cancer and to raise
awareness on its prevention. Moncler has actively supported the
project since its inception.

Also in 2023 Moncler supported two researchers from the
Umberto Veronesi Foundation involved in the study of breast and
pancreas cancer.

Moncler also continued to support the Foundation in its com-
mitment to paediatric oncology, contributing to the creation of PALM
(Paediatric Acute Leukemia of Myeloid origin), a national network of
institutes specialising in oncohematology coordinated by the Bam-
bin Gesu Paediatric Hospital, aimed at the first clinical trial in Eu-
rope of the gene therapy using CAR-NK cells and the development
of new diagnostic methods for acute myeloid leukaemia, a very ag-
gressive blood cancer that affects around 70 children a year in Italy.

Lastly, to promote research into the effects of climate change
on the environment and thus on human health, since 2022 Mon-
cler has been supporting a research project by the Umberto Ve-
ronesi Foundation on the ability of some plant species to adapt to
less favourable climate conditions. The study focuses in particular
on identifying the mechanisms used by specific varieties of cotton
to survive or optimise growth in drought situations. The goal of the
study is to understand how to improve the resilience of selected
species for agriculture in a less favourable environmental scenar-
io and with limited water resources.

INITIATIVES FOR THE SOCIAL AND ECONOMIC
DEVELOPMENT OF COMMUNITIES

Moncler is committed to contribute to the well-being of the com-
munity in which it operates, both by promoting independent proj-
ects, and by supporting organisations working in the social sphere
onissues such as young people assistance, diversity and inclusion,
and the spread of a culture of respect for the environment.

Young people and their future have always been an issue of
great importance for Moncler, which for many years has been sup-
porting struggling young people to ensure them access to medi-
cal care, an adequate level of education and a clear growth path,
through cooperation with associations and foundations such as
Francesca Rava - N.P.H., Dynamo Camp, Comunita San Patrigna-
no, | Bambini delle Fate and Amici di Cometa Onlus.

Another issue that is of great importance to the Moncler
Group is diversity, equity and inclusion. The Group is aware of how
discrimination can be a threat to the community and also how signif-
icantitisto create a sense of acceptance and enhancement of diver-
sity. In particular, in 2020 Moncler began implementing initiatives to
promote an increasingly inclusive culture. In this context are encom-
passed the donations made to organisations committed to promote
diversity and equal opportunity, including the LeBron James Foun-
dation, Heritage of Pride the magazine The Face. With the latter, al-
so in 2023 the Group continued the Future Academy programme,
which provides paid training opportunities for young people who
want to join the creative industry, enabling them to acquire new skills
and building a series of contacts of great value for their future.

Moncler also supports activities and projects related to the
protection and preservation of the environment. Particularly, in re-
centyears the Company has supported the Ev-K2-CNR Association’s
Keep Karakorum Clean and Keep K2 Clean initiatives aimed at clean-
ing up the mountains and has developed a voluntary project with Le-
gambiente to reduce plastic use and promote plastic recycling.

GIVE BACK



EV-K2-CNR
Ev-K2-CNR is a private, non-profit association that promotes col-
laborative development projects and scientific research activities
in mountain regions. The association’s activity, which is also carried
out in collaboration with international organisations such as WWF
(World Wide Fund for Nature), UNEP (United Nations Environment
Programme), UNDP (United Nations Development Programme) and
WMO (World Meteorological Organization), ICIMOD (International
Centre for Integrated Mountain Development) and local organisations
focuses on studying and monitoring climate changes, on safeguard-
ing biodiversity and on the development of mountain populations.
United by the passion and respect for mountains, Ev-K2-CNR
and Moncler have collaborated since 2014 to promote environmen-
tal restoration and education programmes such as Keep Karakorum
Clean and Keep K2 Clean. Thanks to these initiatives, developed in
collaboration with local institutions and populations, base camps
are annually cleaned up from waste and restored to their natural
condition. Inrecent years, thanks to the cooperation with the author-
ities of Central Karakorum National Park (CKNP) and Gilgit-Baltistan
Province (Pakistan), a waste sorting system has been set up, allow-
ing, to date, the collection of approximately 60 tonnes of solid and
biological waste. In 2023 these activities continued to be carried
out directly by CKNP staff supported by local entities, while envi-
ronmental education activities to raise awareness among the Paki-
stani workers on the importance of preserving parks and glaciers
and to strengthen nature protection projects in the region, were
continued by Ev-K2-CNR in close cooperation with the government
of Gilgit-Baltistan (Pakistan), stakeholders and the local population.
Collaboration with the Karakorum International University, the
Baltistan University and the Gilgit-Baltistan Environmental Protec-
tion Agency continued in 2023. In particular, the Glacier and Stu-
dents project continued, with the aim of contributing to knowledge
of the state of the cryosphere in Gilgit-Baltistan (Pakistan). The proj-
ect aims to develop a programme to monitor and evaluate changes
in glaciers and high-altitude lakes by creating a detailed land regis-
ter. Over 400 students from Baltistan University were trained in 2023
Lastly, also the One Health initiative, a network of laboratories
located in the Gilgit-Baltistan region (Pakistan) dedicated to study-
ing and protecting the health of nature and animals, went ahead.
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GUIDE TO THE REPORT

REPORTING STANDARDS

The Moncler Group’s 2023 Consolidated Non-Financial Statement
(hereinafter also “Non-Financial Statement” or “Statement”), pre-
pared in accordance with Article 4 of Legislative Decree 254/2016
(hereinafter also “Decree”), contains information on environmental
and social, personnel, human rights and anti-corruption issues. This
information is intended to deliver a clear understanding of the activ-
ities carried out by the Group and their impact, and of the Group’s
performance and results achieved.

This Statement, published on an annual basis, is prepared “in
accordance” with the Global Reporting Initiative 2021 Sustainability
Reporting Standards (GRI Standards) issued by the Global Reporting
Initiative - to date, the most widely used and recognized standards at
international level for sustainability reporting. To facilitate the search
forinformation, a GRI Content Index is provided from page 253 where
GRI indicators associated with each material topic can be consulted.

The Non-Financial Statement follows the principle of mate-
riality, as provided for by the relevant regulations and characteris-
ing the GRI Standards. The topics discussed in this Statement are
those that, following a materiality analysis and assessment as de-
scribed on pages 63-64, were considered relevant, as they are able
to reflect the social and environmental impacts of the Group’s ac-
tivities, or influence the decisions of its stakeholders.

In order to continue to improve the transparency of the ESG
(Environmental Social Governance) performance and facilitate the
comparability of the data and information provided to different stake-
holders, the Moncler Group also considers some indicators provid-
ed by Sustainability Accounting Standards Board (SASB) with the
aim of gradually expanding disclosures in subsequent publications.

In addition, starting from 2021 the Moncler Group began to
report information useful for the disclosure according to the require-
ments of Article 8 Delegated Act of the EU Taxonomy Regulation
852/2020 and has taken into account the recommendations set by
the Task Force on Climate-related Financial Disclosures (TCFD) in
June 2017 for the voluntary dissemination of transparent reporting
on climate change-related risks and opportunities.

The Moncler Group will be required to comply with the new
Corporate Sustainability Reporting Directive (CSRD) from the fiscal
year beginning on January 1, 2024. To this end, the Group has initi-
ated a mapping of the information requirements stipulated by the
CSRD and the European Sustainability Standard (ESRS) in order to
identify the information that must be integrated for the fiscal year
2024 to ensure compliance with the new regulations.

SCOPE OF REPORTING
The qualitative and quantitative data and information contained in
the 2023 Consolidated Non-Financial Statement refer to the perfor-
mance of the Moncler Group (hereinafter also “the Group”) for the
year ended 31 December 2023. As provided for by Art. 4 of Legisla-
tive Decree 254/2016, this Statement includes the data of the Parent
Company (Moncler S.p.A.) and of its fully consolidated subsidiaries.
Any limitations to the scope of reporting have been duly in-
dicated in the document. It should be noted that the paragraph
describing the Corporate Governance model refers solely to the
parent company Moncler S.p.A..

REPORTING PROCESS

Preparation of the Moncler Group’s 2023 Consolidated Non-Finan-

cial Statement was based on a structured process entailing:

- the involvement of all Company units and departments re-
sponsible for the relevant areas and related data as well as
information subject to the Group’s non-financial reporting.
Since 2017, “Sustainability Data Owners” have been desig-
nated. These positions are responsible for the data and in-
formation relating to their area that are published in the
Consolidated Non-financial Statement, and for achieving
the objectives contained in the Sustainability Plan for those
topics within their area of competence. The data and infor-
mation included in the Statement are derived from a non-fi-
nancial reporting system (data collection forms) specifically
implemented to meet the requirements of the Decree and
GRI Standards, and, for some data, from the corporate infor-
mation system used for Group management and accounting

- the approval of the Statement by the Board of Directors, con-
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vened to approve the draft Financial Statements for the 2023
financial year, following examination by the Control, Risks,
and Sustainability Committee

- the issuance of an assurance report on the Statement by the
independent auditor Deloitte & Touche S.p.A. following a lim-
ited assurance engagement, according to the criteria indicat-
ed in ISAE 3000 Revised, and with respect to the provisions
set in the Articles 3 and 4 of Legislative Decree 254/16. The
assurance is carried out according to the procedures indi-
cated in the “Statement of assurance”, included in this doc-
ument. The independent auditor’s opinion and the associated
assurance activities did not include information regarding
SASB and TCFD requirements. Furthermore, the limited as-
surance activity did not regard the information required by Ar-
ticle 8 of the European Regulation 2020/852 included in the
“EU Taxonomy” section

— the presentation of the Statement at the Shareholders’ Meeting

- the publication of the Statement on the corporate website to
make it available to all stakeholders in a transparent manner.

REPORTING PRINCIPLES

The identification of the contents and the reporting of the Consoli-

dated Non-Financial Statement have taken the following principles

into account:

— materiality - the Statement describes the main economic, so-
cial, and environmental impacts directly linked to Moncler and
Stone Island activities, considered most significant by both
the Group and the internal and external stakeholders involved
in corporate activities

- stakeholder inclusiveness - Moncler and Stone Island take in-
to account the expectations and interests of all those who, in
any capacity, contribute to, or are influenced by, the Group’s
activities. The Statement provides a description of the Group’s
main stakeholders and channels of communication

— sustainability context - the reporting of non-financial results
is carried out taking into account the socio-economic con-
text in which the Group operates and the issues of greatest
relevance to the sector of reference

- completeness - the reported issues and the scope of report-
ing of the Statement are selected so as to allow stakeholders
to form a complete opinion on the Group’s main economic,
social, and environmental impacts

- balance - the Statement describes Moncler and Stone Island
performances in the field of sustainability, reporting on pos-
itive trends and results, as well as on the areas requiring fur-
ther improvement

- comparability - data referring to the two previous reporting
periods was included and duly indicated in the Statement, to
enable the comparison and contextualization of information.
Any restatements of previously published comparative data
are clearly indicated within the Document

- accuracy - to ensure the accuracy and homogeneity of the
reported information, the Statement was based on hard da-
ta collected through direct measurements, while limiting the
use of estimates as much as possible. Estimates, if any, are
duly indicated in the document and are based on the best
calculation methods currently available

- timeliness - the Moncler Group’s Non-Financial Statement is
drawn up annually and made public in the same period as the
Annual Report

- reliability - all data and information reported were validated
by the Sustainability Data Owners and processed based on
documented evidence

- clarity - the Moncler Group’s Non-Financial Statement con-
tains information presented in a manner that is easily com-
prehensible and accessible to all stakeholders.

This is the English translation of the original Italian document “Dichi-
arazione Consolidata Non-Finanziaria 2023". In any case of discrep-
ancy between the English and the Italian versions, the original Italian
document is to be given priority of interpretation for legal purposes.
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ADDITIONAL INFORMATION

EMPLOYEES BY GEOGRAPHIC AREA AND GENDER

Moncler Group

2023 2022 2021
Total Men Women Total Men Women Total Men Women
Italy 2,164 29.3% 70.7% 1,820 30.5% 69.5% 1,521 32.0% 68.0%
EMEA (excl. Italy) 2,806 23.4% 76.6% 2,281 24.2% 75.8% 1,876 23.1% 76.9%
Americas 598 46.5% 53.5% 548 47.8% 52.2% 491 48.5% 51.5%
Asia 1,942 37.5% 62.5% 1,661 36.0% 64.0% 1,402 32.4% 67.6%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
EMPLOYEES BY PROFESSIONAL CATEGORY AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Executives and senior executives 134 58.2% 41.8% 122 63.1% 36.9% 109 63.3% 36.7%
Managers 587 46.5% 53.5% 545 45.5% 54.5% 441 44.2% 55.8%
Professionals 831 34.5% 65.5% 711 36.3% 63.7% 618 36.9% 63.1%
White-collars 3,999 36.8% 63.2% 3,476 35.4% 64.6% 2,920 34.0% 66.0%
Workers 1,959 9.6% 90.4% 1,456 10.6% 89.4% 1,202 10.7% 89.3%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
EMPLOYEES BY AGE GROUP AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
<30 2,424 38.0% 62.0% 2,050 37.1% 62.9% 1,566 35.0% 65.0%
31-40 2,384 32.0% 68.0% 2,086 32.7% 67.3% 1,864 33.0% 67.0%
41-50 1,641 24.2% 75.8% 1,326 25.4% 74.6% 1,151 25.5% 74.5%
>50 1,061 20.4% 79.6% 848 22.3% 77.7% 709 22.0% 78.0%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
EMPLOYEES BY LEVEL OF EDUCATION AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
University degree or equivalent 3,012 36.2% 63.8% 2,375 35.5% 64.5% 2,111 34.4% 65.6%
High school 2,056 34.2% 65.8% 1,618 34.1% 65.9% 1,474 34.2% 65.8%
Middle and primary school 1,281 13.3% 86.7% 1,126 13.9% 86.1% 1,134 13.2% 86.8%
Not mapped 1,161 28.7% 71.3% 1,191 34.9% 65.1% 571 40.6% 59.4%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
EMPLOYEES BY LENGTH OF SERVICE AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Up to 5 years 5,270 31.6% 68.4% 4,929 32.3% 67.7% 4,302 30.5% 69.5%
6 to 10 years 1,130 25.3% 74.7% 1,029 25.9% 74.1% 681 30.4% 69.6%
11 to 20 years 268 32.1% 67.9% 231 33.8% 66.2% 197 31.0% 69.0%
21 to 30 years 76 27.6% 72.4% 74 29.7% 70.3% 65 33.8% 66.2%
Over 30 years 48 31.3% 68.7% 47 27.7% 72.3% 45 26.7% 73.3%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
EMPLOYEES BY TYPE OF CONTRACT AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Permanent contract 6,480 28.7% 71.3% 5,307 29.6% 70.4% 4,488 29.3% 70.7%
Fixed-term contract 1,030 42.5% 57.5% 1,003 39.7% 60.3% 802 37.3% 62.7%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
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EMPLOYEES BY TYPE OF CONTRACT AND GEOGRAPHIC AREA

Moncler Group

2023 2022 2021
Total Permanent Fixed-term Total Permanent Fixed-term Total Permanent Fixed-term
contract contract contract contract contract contract
Italy 2,164 90.0% 10.0% 1,820 90.7% 9.3% 1,521 87.5% 12.5%
EMEA (excl. Italy) 2,806 86.2% 13.8% 2,281 83.7% 16.3% 1,876 88.8% 11.2%
Americas 598 79.8% 20.2% 548 78.3% 21.7% 491 74.9% 25.1%
Asia 1,942 84.2% 15.8% 1,661 79.4% 20.6% 1,402 80.2% 19.8%
Total 7,510 86.3% 13.7% 6,310 84.1% 15.9% 5,290 84.8% 15.2%
EMPLOYEES BY TYPE OF CONTRACT AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Full-time 6,743 29.8% 70.2% 5,692 30.5% 69.5% 4,738 29.9% 70.1%
Part-time 767 37.2% 62.8% 718 36.9% 63.1% 552 35.7% 64.3%
Total 7,510 30.6% 69.4% 6,310 31.2% 68.8% 5,290 30.5% 69.5%
PERMANENT EMPLOYEES BY TYPE OF CONTRACT AND GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Full-time 6,137 28.6% 71.4% 4,998 29.6% 70.4% 4,225 29.6% 70.4%
Part-time 343 30.0% 70.0% 309 30.1% 69.9% 263 24.7% 75.3%
Total 6,480 28.7% 71.3% 5,307 29.6% 70.4% 4,488 29.3% 70.7%
NEW HIRES AND DEPARTING EMPLOYEES BY GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
New hires 3,579 1,232 2,347 3,187 1,129 2,058 2,150 712 1,438
Departing employees 2,379 905 1,474 2,167 780 1,387 1,620 480 1,140
NEW HIRES AND DEPARTING EMPLOYEES BY AGE
Moncler Group
2023 2022 2021
Tot. <30 31-40 41-50 >50 Tot. <30 31-40 41-50 >50 Tot. <30 31-40 41-50 >50
New hires 3,579 1,901 849 526 303 3,187 1,773 789 405 220 2,150 1,175 591 256 128
Departing employees 2,379 1,177 720 285 197 2,167 1,010 688 296 173 1,620 674 552 234 160
NEW HIRES AND DEPARTING EMPLOYEES BY PROFESSIONAL CATEGORY AND GENDER
Moncler Group
2023
New hires Departing employees
Total Men Women Total Men Women
Executives and senior executives 17 64.7% 35.3% 13 92.3% 7.7%
Managers 100 47.0% 53.0% 79 44.3% 55.7%
Professionals 156 36.5% 63.5% 113 44.2% 55.8%
White-collars 2,489 41.2% 58.8% 1,871 40.2% 59.8%
Workers 817 11.3% 88.7% 303 18.2% 81.8%
Total 3,579 34.4% 65.6% 2,379 38.0% 62.0%
Moncler Group
2022
New hires Departing employees
Total Men Women Total Men Women
Executives and senior executives 24 58.3% 41.7% 17 58.8% 41.2%
Managers 148 46.6% 53.4% 77 37.7% 62.3%
Professionals 173 40.5% 59.5% 141 39.7% 60.3%
White-collars 2,289 39.6% 60.4% 1,598 39.0% 61.0%
Workers 553 12.7% 87.3% 334 18.3% 81.7%
Total 3,187 35.4% 64.6% 2,167 36.0% 64.0%
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Moncler Group

2021
New hires Departing employees
Total Men Women Total Men Women
Executives and senior executives 10 80.0% 20.0% 17 41.2% 58.8%
Managers 79 44.3% 55.7% 74 31.1% 68.9%
Professionals 120 36.7% 63.3% 93 30.1% 69.9%
White-collars 1,623 36.5% 63.5% 1,166 34.0% 66.0%
Workers 318 10.4% 89.6% 270 9.6% 90.4%
Total 2,150 33.1% 66.9% 1,620 29.6% 70.4%
NEW HIRES AND DEPARTING EMPLOYEES BY GEOGRAPHIC AREA
Moncler Group
2023
Total EMEA Americas Asia
(including Italy)
New hires 3,579 2,309 340 930
Departing employees 2,379 1,444 288 647
Moncler Group
2022
Total EMEA Americas Asia
(including Italy)
New hires 3,187 1,896 388 903
Departing employees 2,167 1,199 330 638
Moncler Group
2021
Total EMEA Americas Asia
(including Italy)
New hires 2,150 1,135 339 676
Departing employees 1,620 863 294 463
EMPLOYEES BY COUNTRY
Moncler Group
2023 2022 2021
Number % Number % Number %
Italy 2,164 28.8 1,820 28.8 1,521 28.8
Romania 1,716 22.9 1,302 20.6 1,142 21.6
China 764 10.2 655 10.4 600 11.3
Japan 709 9.4 648 10.3 525 9.9
United States 486 6.5 452 7.1 393 7.4
South Korea 401 5.3 284 4.5 217 4.1
France 352 4.7 319 5.1 244 4.6
United Kingdom 151 2.0 138 2.2 101 1.9
Germany 148 2.0 151 2.4 105 2.0
Switzerland 99 1.3 87 1.4 62 1.2
Canada 96 1.3 80 1.3 82 1.6
Austria 68 0.9 57 0.9 38 0.7
Other countries 356 4.7 317 5.0 260 4.9
Total 7,510 100 6,310 100 5,290 100
1 China includes the employees of the Chinese mainland, Hong Kong SAR,
Macao SAR, and Taiwan Region.
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RATIO BETWEEN WOMEN'S AND MEN’S REMUNERATION LEVELS?

MEN'S REMUNERATION = 100

White-collars

Executive and Managers Professionals
senior executives

WOMEN PRESENCE
Percentage (%) Moncler Group

2023 2022 Target
Share of women in total workforce 69% 69% =50% by 2025
Share of women in all management positions, including junior, 51% 51% = 50% by 2025
middle and senior management, executives and senior executives
Share of women in junior management positions 55% 55% = 50% by 2025
on total junior managers
Share of women in top management positions 42% 37% =50% by 2025
on total top managers
Share of women in management positions of revenue-generating 49% 53% = 50% by 2025
functions on total managers in revenue-generating functions
Share of women in STEM -related 67% 58% = 50% by 2025

positions on total of STEM-related positions

EMPLOYEES BY ETHNICITY (AMERICAS)

Moncler Group
2023

Share in total

Share in all management positions, including

workforce junior, middle and senior management
African-American 13% 7%
Asian 29% 29%
Hispanic 23% 11%
White 10% 20%
Caucasian 15% 26%
Other or missing 10% 7%

Moncler Group
2022

Share in total

Share in all management positions, including

workforce junior, middle and senior management
African-American 13% 2%
Asian 25% 22%
Hispanic 23% 11%
White 9% 25%
Caucasian 18% 24%
Other or missing 11% 15%

Moncler Group
2021

Share in total

Share in all management positions, including

workforce junior, middle and senior management
African-American 13% 5%
Asian 28% 21%
Hispanic 21% 10%
White 13% 26%
Caucasian 14% 21%
Other or missing 11% 17%

2 Remuneration levels are adjusted on the basis of the cost of living
index in Italy.

3 Science, technology, engineering, and mathematics.
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TYPE OF TRAINING

HOURS Moncler Group
2023
Total Men Women
Mandatory 49,647 7,765 41,882
Italy 10,502 3,033 7,469
EMEA (excl. Italy) 38,153 4,335 33,818
Americas 501 220 281
Asia 491 177 314
Non-mandatory 255,514 42,350 213,164
Italy 38,157 5,995 32,163
EMEA (excl. Italy) 170,821 19,135 151,686
Americas 7,927 3,911 4,016
Asia 38,609 13,310 25,300
Total 305,161 50,115 255,046
HOURS Moncler Group
2022
Total Men Women
Mandatory 29,310 5,438 23,872
Italy 6,530 2,054 4,476
EMEA (excl. Italy) 21,958 3,014 18,944
Americas 623 262 361
Asia 199 108 91
Non-mandatory 141,533 22,531 119,002
Italy 13,678 3,538 10,140
EMEA (excl. Italy) 111,642 13,423 98,219
Americas 1,953 778 1,175
Asia 14,260 4,792 9,468
Total 170,843 27,969 142,874
HOURS Moncler Group
2021
Total Men Women
Mandatory 26,451 5,119 21,332
Italy 7,942 2,146 5,796
EMEA (excl. Italy) 17,951 2,748 15,203
Americas 268 109 159
Asia 290 116 174
Non-mandatory 91,848 15,208 76,640
Italy 9,901 3,138 6,763
EMEA (excl. Italy) 66,486 6,168 60,318
Americas 2,922 1,267 1,655
Asia 12,539 4,635 7,904
Total 118,299 20,327 97,972
TRAINING BY AGE GROUP
HOURS Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
<30 62,371 21.0% 79.0% 35,320 26.5% 73.5% 36,580 18.1% 81.9%
31-40 68,227 25.6% 74.4% 49,407 21.0% 79.0% 33,916 20.9% 79.1%
41-50 94,383 14.5% 85.5% 58,216 10.1% 89.9% 30,956 13.1% 86.9%
>50 80,180 7.4% 92.6% 27,900 8.5% 91.5% 16,847 15.2% 84.8%
Total 305,161 16.4% 83.6% 170,843 16.4% 83.6% 118,299 17.2% 82.8%
AVERAGE TRAINING HOURS BY PROFESSIONAL CATEGORY AND GENDER
HOURS Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Executives and senior executives 9.2 9.2 9.1 7.0 6.2 8.4 13.8 13.8 15.4
Managers 16.3 16.6 16.0 13.7 12.7 14.4 11.6 13.2 10.3
Professionals 17.2 18.3 16.6 15.2 14.4 15.6 22.1 10.6 28.8
White-collars 20.8 16.2 23.4 9.2 7.5 10.1 12.3 9.6 13.7
Workers 100.6 83.8 102.4 82.3 73.1 83.4 51.8 38.5 53.4
Total 40.6 21.8 48.9 27.1 14.2 32.9 22.4 12.6 26.6
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ACCIDENTS BY GENDER AND GEOGRAPHIC AREA

NUMBER Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Total number of accidents 21 7 14 24 9 15 15 3 12
in the workplace
Italy 8 - 8 7 1 6 7 1 6
EMEA (excl. Italy) i1 5 7 4 3 1 - 1
Americas 1 1 - 6 4 2 6 2 4
Asia 1 - 4 - 4 1 - 1
Total number of accidents 13 4 9 11 2 9 14 3 11
commuting to/from work
Italy 10 3 9 1 8 11 3 8
EMEA (excl. Italy) 3 1 2 2 1 1 - - -
Americas - - - - - - - 1
Asia - - - - - - 2 - 2
Total number of accidents in the 34 11 23 35 11 24 29 6 23
workplace and commuting to/from work
ACCIDENTS AND DAYS LOST DUE TO ACCIDENTS
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Accidents (No.) 34 11 23 35 11 24 29 23
in the workplace 21 7 14 24 9 15 15 12
commuting to/from work 13 4 9 11 2 9 14 3 11
Days lost due to accidents 1,290 497 773 1,657 581 976 949 219 730
in the workplace 794 305 489 1,365 560 805 528 107 421
commuting to/from work 476 192 284 192 21 171 421 112 309
ACCIDENT INDICATORS (IN THE WORKPLACE AND COMMUTING TO/FROM WORK) BY GENDER
Moncler Group
2023 2022 2021
Total Men Women Total Men Women Total Men Women
Incidence rate 4.53 4.79 4.41 5.55 5.59 5.53 5.48 3.72 6.26
Severity rate 0.10 0.14 0.09 0.16 0.20 0.14 0.11 0.09 0.12
Frequency rate 2.78 3.00 2.68 3.58 3.75 3.51 3.47 2.44 3.90

SUPPLY CHAIN INDICATORS

Moncler Group

2023
Tier 1 suppliers (No.) 634
Critical suppliers (No.) 127
Tier 1 critical suppliers 43
non-Tier 1 critical suppliers 84
Value of orders with critical suppliers (%) 47%
2023
Suppliers subject to assessment of ethical, social and environmental aspects (No.) 545
Suppliers assessed according to ethical, social and environmental aspects, which resulted
to be not in line with the highest social and environmental standards applied by the
Group and with which a corrective action plan was shared to solve non-compliances (No.) 44
of which suppliers with whom the business relationship has been terminated 14
of which suppliers supported in implementing a corrective action plan 30
2023
Critical suppliers assessed according to ethical, social and environmental (No.) 127
Critical suppliers assessed according to ethical, social and environmental aspects, which
resulted to be not in line with the highest social and environmental standards applied by
the Group and with which a corrective action plan was shared to solve non-compliances (No.) 12
of which critical suppliers with which collaboration was terminated -
of which “critical suppliers” supported in the implementation of the corrective action plan 12

4 Incidence rate: (number of workplace accidents/total number of em-

ployees) x 1,000.

5 Severity rate: (number of days lost due to workplace accidents/total

number of hours worked) x 1,000. In 2023, the total hours worked

amounted to approximately 12.2 million for the Group and approxi-

mately 11.1 million for Moncler brand.

6 Frequency rate: (humber of accidents/total number of hours worked)

x 1,000,000.
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RAW MATERIALS

SCOPE 1 AND 2 CO.e EMISSIONS

% OF VOLUMES USED Moncler Group Reporting period:
2023 2022 2021 01.01.2021 - 31.12.2021 for the Moncler brand
Nylon 17% 21% 19% and 01.04.2021- 31.12.2021 for the Stone Island brand
Cotton 35% 38% 38%
Polyester 13% 19% 199% TONNES OF CO.e Moncler Group
2021
Down 9% 6% 7%
Direct emissions (Scope 1) 2,155.3
Wool 5% 5% 5%
From non-renewable sources:
Other” 21% 18% 19%
Natural gas™ 1,144.3
Diesel 473.1
Fuel 423.8
RAW MATERIALS Refrigerant fluids™ 114.1
PERCENTAGE Moncler Group Indirect emissions (Scope 2)
2023 2022 2021
Location-based 10,904.9
Renewable materials 50% 51% 51%
- Market-based 2,668.8
Non-renewable materials 50% 49% 49%
Total emissions™®
Location-based 13,060.2
Market-based 4,824.1
WASTE BY DESTINATION Total emissions/number of employees
TONNES Moncler Group Location-based 2.47
2023 2022 2021
- Market-based 0.91
Sent to recovery/recycling 1,614.1 1,074.3 959.9 — —
Total emissions/revenues (million euros)
non-hazardous waste 1,612.3 1,074.0 957,0 -
Location-based 6.38
hazardous waste 1.8% 0.3 2.9°
- > Market-based 2.36
Sent to disposal 195.5 89.0 121.6
non-hazardous waste 195.46 87.4 98.2
hazardous waste 0.04 1.6 23.4"
Total waste produced 1,809.6 1,163.3 1,081.5 SCOPE 3 INDIRECT CO.e EMISSIONS

SCOPE 1 AND 2 DIRECT AND INDIRECT ENERGY CONSUMPTION
Reporting period:

Reporting period:
01.01.2021 - 31.12.2021 for Moncler brand
and 01.04.2021 - 31.12.2021 for Stone Island brand

TONNES OF CO.e

Moncler Group

01.01.2021 - 31.12.2021 for the Moncler brand 2021
and 01.04.2021- 31.12.2021 for the Stone Island brand Indirect emissions (Scope 3) 200,686
Purchased goods and services 142,631

KWh Moncler Group -

2021 Capital goods 15,237
Direct energy consumption 9,933,003.3 Fuel- and energy-related activities 773
From non-renewable sources: Third-party warehouses 407
Natural gas™ 6.211.485.6 Transportation and distribution 22,148
Diesel™ 18811355 of which by ship 258
Fuel® 1.840.382.2 of which by air 19,809
Indirect energy consumption 32,511,714.4 of which by road/train 2,081
Electricity from non-renewable sources 6,381,156.3 Waste generated in operations 72
Electricity from renewable sources 26,130,558.1 Business travel 589
of which from certified green energy® 26,115,369.1 Employee commuting 6,624
of which self-generated 15,189.0 Use of sold product 9,055
Total energy consumption 42,444,717.7 End-of-life treatment of sold products 3,150
Total energy consumption (GJ) 152,801
Total energy consumption (MWh)/number of employees 8.02
Total energy consumption (MWh)/revenues (million euros) 20.7 Scope 3 categories excluded from the perimeter Reason for exclusion from the perimeter

Leased assets (upstream and downstream) This category is not applicable to the Moncler Group as it does not own assets or
properties leased to other companies.

Downstream distribution Most transport of finished products for which the Moncler Group has paid the shipping
costs is already included in the category “Transportation and distribution”. The other
sources of emissions in this category are not relevant for the calculation of the total data.

Processing of sold products This category is not applicable to the Moncler Group since the sold products do not
require further processing or transformation.

Investments This category is not applicable to the Moncler Group since all the companies in
which the Group invests are fully consolidated, therefore emissions are already included
in scope 1 and 2 data.

7 This includes other raw materials that are not particularly significant in terms
of volumes, such as silk, viscose, etc..

8 Includes equipment that is not in use.

9 Includes electronic devices and toner.

10 Includes other types of disposals, including incineration with energy recov-
ery and landfill.

11 Includes the disposal of a chemical solution used to recover the metal tank
that previously held diesel to heat the production site in Romania.

12 The data include total consumption based on the total cost of natural
gas expenses (excluding cases where the data is managed by the host de- 15 The figure includes insignificant dispersion of refrigerant gases for a total
partment stores). amount of 60 kg in Italy.

13 The data include the consumption and emissions of the car fleet with refer- 16 Calculation of CO,e emissions (including CH4, NO2, HFC, PFC, and SF6
ence to the global scope in 2021. In 2021 the Moncler car fleet was emissions, where present) has been carried out in accordance with the
characterised by 65% hybrid and electric vehicles (56% at the Group level), GHG Protocol guidelines. The parameters used for the calculation are de-
to which the respective vehicle consumption factors have been applied. rived from IEA, 2019, 2020 (emission factors for electricity), UNI EN

14 This figure includes green energy certified according to the Renewable En- 16258 (fuel emission factors) and the Department for Environment, Food
ergy Certificate (REC)/Guarantee of Origin (GO). and Rural Affairs (DEFRA).
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PARENTAL LEAVE

Moncler has always guaranteed maternity, paternity and parental
leave to all its employees in accordance with applicable laws and
local regulations. For instance, for mothers working in Italy, the
Group grants up to 44 weeks of parental leave (both compulsory
and optional). Women can also benefit from hours of paid leave for
nursing and rest. Since 2021, it has extended to all Italian employ-
ees who became fathers after 1 January 2021 a 15-day paternity
leave, five more days than the legal requirements.

In addition to parental leave policies, Moncler also offers ad-
ditional extraordinary paid leave programs. In particular, Moncler
grants employees in Italy who require this type of additional leave
to accompany their children to medical appointments or to care for
their children duringiliness.

In 2023 the Moncler Group introduced the new New Parents
Policy to enhance parenting and improve the well-being and work-
life balance of its people, regardless of gender, marital status or
sexual and affective orientation. See also pages 111-112.

Measures to facilitate return from leave and family manage-
ment include the possibility of applying for flexible hours and addi-
tional paid leave until the child is three years of age. See also pages
110-114;4111-112.

During 2023, there were 105 employees who took at least
one type of parental leave, 1.8% of the eligible female population
and 0.6% of the male population, respectively. Around 123% of em-
ployees returned to work after the leave period, including those who
took parental leave starting in 2022. Of those who returned to work
in 2022, 53.8% were still working for the Company 12 months later.

COMPLIANCE

The Moncler Group strives towards the highest principles of trans-
parency, integrity, and loyalty in its operations, in compliance with all
applicable laws in the countries in which it operates, while concen-
trating efforts on building relationships of trust with its stakeholders.

In confirmation of the above, in 2023 and in line with 2022, no final
decision was handed down against the Group companies in any of
the following areas:

- unfair competition and antitrust

- product health and safety

— product labelling

- marketing, including advertising, promotion and sponsorship
- disputes impacting the community

- environment

- intellectual property rights

- privacy.

PRIVACY

The protection and processing of personal data is an important ar-
ea for the Moncler Group, which has become increasingly import-
antin recent years.

As also stated in the Moncler and Stone Island Codes of Eth-
ics, the Group is constantly committed to establish and implement
appropriate measures of an organisational and technological na-
ture to appropriately meet the privacy protection needs of their em-
ployees, collaborators, clients and suppliers, in compliance with all
applicable laws and regulations and in accordance with the most
recent best practices.

In this context, the Group has also adopted the necessary
steps to ensure prompt compliance with all the provisions of Reg-
ulation (EU) 2016/679, the General Data Protection Regulation
(GDPR), which came into effect in May 2018.

At both Stone Island and Moncler a Data Protection Offi-
cer (DPO) has been designated, tasked with monitoring compliance
with the GDPR and all laws and regulations on the protection of per-
sonal data. In addition, the DPO also provides targeted advice to the
company and employees on the compliance with, and implementa-
tion of the provisions and obligations arising from the GDPR. ADPO
was also appointed for the Group’s German subsidiaries in accor-
dance with local law.

In addition, both Brands have set up an email address dpo@
moncler.com, and dpo@spwco.it through whichitis possible to draw
the attention of the DPO to requests for information and clarification
or possible privacy violations; these work alongside the existing pri-
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vacy@moncler.com and spwprivacy@spwco.it addresses, which al-
low any party to contact the Company regarding privacy issues.

The privacy governance system adopted by Moncler includes
the Privacy Committee, established in June 2019. This committee is
responsible for ensuring adequate coordination and exchange of in-
formation between the various companies and the Data Protection
Officer (DPO), in order to obtain the necessary support and mon-
itor and implement regulatory adaptations in company processes.
The Privacy Committee, which meets every one or two months, is
composed of the General Counsel, the Head of Corporate Affairs &
Compliance and the heads of the functions designated as Privacy
Contacts for the areas of Information Technology, Customer Rela-
tionship Management (CRM), People & Organization and Video-sur-
veillance, as well as other colleagues from the Legal, Compliance
and Digital departments. At Stone Island, there is a privacy office
which, in coordination with the Group, monitors and manages all pri-
vacy issues, including the processing of personal data.

To ensure structured and efficient management of privacy is-
sues and full compliance with the provisions of the GDPR, as well as
other national legislation in which the Group operates, Moncler and
Stone Island have provided internal procedures, tools and guide-
lines including (i) the Data Protection Master Policy which pro-
vides rules and instructions for the processing of personal data
(clients, employees and third parties), the relevant periods of reten-
tion, and which identifies and defines the individuals involved in the
process, their respective roles and related responsibilities; (ii) the
register of personal data processing activities; (iii) the Data Protec-
tion Impact Assessment — DPIA, (iv) the procedure for the man-
agement of data breaches; and (v) the regulation on the use of IT
tools by employees. These procedures are regularly updated to re-
flect any new laws or regulations, as well as changes in the Group’s
organisational structure.

As part of the mandatory training for Group employees,
e-learning privacy training sessions are provided. These sessions
cover key provisions of the GDPR and data protection obligations
for all employees.

During 2023 the monitoring and update of the documenta-
tion and procedures continued in order to ensure an ongoing align-
ment with the GDPR and local regulations in the countries where
the Group companies operate. In this context, the documents and
tools have been adopted that are necessary to deal with the chang-
es introduced in the area of whistleblowing following the entry in-
to force of Legislative Decree 24/2023 implementing the Europe
Directive 2019/1937, with significant impacts in the privacy area.

In 2023, the Moncler Privacy Committee also met regularly
to discuss and deepen updates on projects relevant to privacy and
to plan the activities necessary to ensure the constant alignment of
the Company’s and the Group's activities with laws and regulatory
requirements. The Stone Island Privacy Office has continued its pri-
vacy-related monitoring and management efforts.

The Group’s Internal Audit department continued to conduct
audits and related privacy follow-up activities during 2023, with the
support of external consultants. In particular, Moncler’s activities
concerned data processing in the areas of marketing, digital, CRM
and Human Resources. In the case of Stone Island, audits were
conducted for Human Resources, General Services and one store.

Breaches of procedures implemented by Moncler and Stone
Island under the GDPR by employees are covered by the disci-
plinary system adopted by the Group. To date, no disciplinary pro-
ceedings have been initiated for such breaches.

In 2023, Moncler received, through the official channels,
about 815 requests of various kinds, including requests for deletion
from the database pursuant to Art. 17 of the GDPR, exercising the
right of access pursuant to Art. 15 of the GDPR, and further informa-
tion on data management. As for Stone Island, about 180 requests
were received through official channels in 2023.

In 2023, the Moncler Group was not notified of any com-
plaints to the Italian Data Protection Authority pursuant to Art. 77
of the GDPR.

TAX POLICY

In administrative management and in drafting the Financial State-
ments and any other type of accounting documentation, Moncler
complies with the applicable laws and regulations, adopts general-
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ly accepted accounting practices and standards, and is inspired by
the principle of transparency in relations with stakeholders, includ-
ing the tax authorities. It faithfully represents management events
according to criteria of clarity, truthfulness and fairness, in accor-
dance with internal procedures, as stated in the Code of Ethics. In
this context, the Board of Directors plays a central role in the lead-
ership and management of the Company and the Group according
to the values of honesty and integrity and the principle of legality.

Moncler pays close attention to the legislation’s evolutions
aimed at fighting tax avoidance and evasion at the national and in-
ternational level. Furthermore, it has a tax strategy that governs
how the Company manages this subject.

The Moncler brand has adopted a Tax Policy to ensure compliance

with the tax rules of the countries in which it operates and to guar-

antee the financial and reputational integrity of all the Group com-

panies. In particular, the principles have been established to ensure

the uniform management of tax matters for all Group companies:

— complying with all the applicable laws, rules, regulations and
disclosure requirements on tax matters in all the countries in
which it operates

- applying diligent professional care and judgment to reach
well-reasoned conclusions, ensuring all decisions are taken
at an appropriate level and supported with documentation
that evidences the decision-making process

- where tax law is unclear or subject to interpretation, perform-
ing a robust risk assessment, supported by adequate advic-
es to ensure that the Group tax position adopted would be,
more likely than not, settled in Group’s favour

- developing and fostering good working relationships with tax
authorities, government bodies and other related third parties

— complying with anti-bribery legislation

- constantly interacting with industry bodies or associations,
governments, and otherexternalbodies(e.g. OECD andthe EU),
where possible, to shape future tax legislation and practice in
ways that balance the Group’s interest (e.g. consistency, sta-
bility, competitiveness) with those of the relevant tax authority

— not making use of tax havens, tax structures without com-
mercial substance or low tax jurisdictions in order to obtain
tax advantages, or tax structures intended for tax avoidance

- complying with the Group Transfer Pricing Policy applicable
world-wide on the basis of the principle of arm'’s length, or
normal value, as stated by OECD Guidelines.

The Tax Policy Principles were approved by the Moncler Board of
Directors.

In Moncler’s organizational model, the Group Tax Department
(GTD) is responsible, among other things, for developing the Group’s
tax strategy by identifying, analysing, and managing different optimi-
sation initiatives and monitoring the most relevant topics. Alongside
the Group Tax Department, the Tax Affairs units of individual coun-
tries, acting in accordance with the values and principles defined by
the Parent Company, are in charge of compliance management and
tax planning and tax monitoring activities at the local level.

Moncler has strengthened its tax risk internal control sys-
tem, the Tax Control Framework (TCF), making it suitable for mon-
itoring tax risk. The main objective of the Tax Control Framework is
to provide Group companies with uniform, consistent guidance in
adopting a proper and effective approach to tax risk management.
Because they operate in different jurisdictions, the Group compa-
nies have to adopt the TCF in accordance with the specific busi-
ness context and the domestic laws of their countries of reference.
In keeping with the principles and guidelines set forth in the tax
strategy, Moncler aims to manage tax risk proactively and believes
that adopting a TCF can assure its timely detection, accurate mea-
surement, and effective control.

Moncler ensures transparency and integrity in its relation-
ships with the tax authorities, in case of audits referring either to
Group companies or third parties. The Company constantly acts
with a transparent, cooperative approach with all industry associ-
ations and institutions to support the development of effective tax
systems in the different countries in which it operates, and is ac-
tive in various working groups on taxation, such as the one orga-
nized by Altagamma.
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EXCERPT FROM COUNTRY BY COUNTRY REPORT 2022
MILLION EUROS

2022
Tax rate Countries Revenues Income Taxes Taxes Employees
range included from third before taxes™ paid*® accrued®® (FTE)
in the range parties'”
EMEA x<10% - United Arab Emirates 11.12 1.50 - 0.07 17
- Hungary
10%<x<15% - Ireland 2.10 0.20 0.04 0.03 5
15%<x<20% - Romania
- Czech Republic
- United Kingdom
- Poland
- Switzerland
- Kazakhstan
- Russia
- Ukraine 106.56 1.59 0.39 1.24 1,374
20%<x<25% - Sweden
- Denmark
- Norway
- Tirkiye 26.31 8.33 1.58 1.94 57
x>=25% - Italy
- Belgium
- Germany
- France
- Austria
- Spain
- Netherlands 1,001.28 569.81 275.11 289.02 2,033
Total EMEA 1,147.37 581.44 277.07 292.29 3,486
Americas x>25% - Brazil
- Canada
- Mexico
- United States 411.69 14.79 8.88 5.50 394
Total Americas 411.69 14.79 8.88 5.50 394
Asia 10%<x<15% - Macao SAR 11.12 0.88 - 0.32 19
15%<x<=20% - Hong Kong SAR
- Singapore
- Taiwan Region 51.69 -4.35 1.41 1.09 93
20%<x<25% - South Korea
- Malaysia 257.43 64.73 13.88 17.71 246
x>=25% - Australia
- Japan
- Chinese mainland
- New Zealand 731.86 127.08 41.66 45.34 985
Total Asia 1,052.10 188.35 56.96 64.46 1,034
Total 2,611.16 784.58 342.91 362.25 5,223
17 Revenues from third parties of €2,611.16 million differ from the 2022 An-
nual Financial Report of €2,602.98 million as all revenues earned by
companies, including financial income and other revenues included in the
item “General and administrative expenses”, have been taken into ac-
count in this prospectus.
18 The item “Profit before tax” of €784.58 million differs from the 2022 Annual
Financial Report of €747.33 million, as this table shows the aggregate
of all the financial statements of the individual companies.
19 Taxes paid differ from taxes accrued primarily because they consist of the
balance of the previous year (2021) and only advance payments for
the current year (2022).
20 Taxes accrued refer only to current taxes accrued in 2022. In addition, the
nominal tax rate is applied to pre-tax profits, which have been adjusted
on the basis of local tax laws.
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EU TAXONOMY

Regulation (EU) 2020/852 introduced the Taxonomy into the Eu-
ropean regulatory system to determine whether economic activi-
ty can be considered environmentally sustainable and to stimulate
transparency in green finance transactions by identifying the de-
gree of environmental sustainability of an investment.

Environmentally friendly economic activities are assessed on the
basis of whether they contribute to six environmental objectives:

1 climate change mitigation

2 climate change adaptation

3 sustainable use and protection of water and marine resources
4 transition to the circular economy, including with regards to
the reduction and recycling of waste

pollution prevention and control

protection and restoration of biodiversity and ecosystems.

[e)é)]

To be considered environmentally sustainable, activities must meet
specific criteria including: contributing positively to at least one of
the six environmental objectives; not having negative impacts on any
of the other objective (DNSH - Do Not Significantly Harm criterion);
being carried out in accordance with minimum social guarantees;
and complying with the technical criteria identified by delegated
acts adopted by the European Commission.

In particular, for the 2023 reporting year, Regulation (EU)
2020/852 requires information to be provided on the share of turn-
over, capital expenditures (CapEx) or operating expenses (OpEx)
associated with economic activities eligible and aligned with the
Taxonomy criteria.

With reference to the disclosure pursuant to Art. 8, para-
graphs 6 and 7 of Regulation (EU) 2021/2178, which requires the
use of the forms set out in Annex Xl for reporting activities related
to nuclear energy and fossil fuels, all the models have been omitted
as they are not representative of the company'’s business activities.

APPENDIX MONCLER GROUP 2023

CALCULATION METHODOLOGY AND RESULTS OF THE
INDICATORS PROVIDED FOR IN THE TAXONOMY REGULATION

TURNOVER

Based on the interpretation of the current applicable requirements,
the Group assessed that its main commercial activities are not in-
cluded among those currently identified by the regulations of ref-
erence for the environmental objectives mentioned above, and
consequently are not considered as eligible on the date of prepa-
ration of this Document.

For the calculation of the turnover indicator the consolidated
net turnover was used as the denominator. With regard to the nu-
merator, in view of the above-mentioned considerations and of the
interpretation of the Taxonomy Regulation, at the date of publica-
tion of this Document, no part of the turnover obtained from the sale
of products or services associated with economic activities con-
sidered eligible, and aligned, in relation to the objectives of the Tax-
onomy has been identified.

PROPORTION OF TURNOVER FROM PRODUCTS OR SERVICES ASSOCIATED WITH TAXONOMY
ALIGNED ECONOMIC ACTIVITIES - DISCLOSURE COVERING YEAR 2023

TEMPLATE - PROPORTION OF TURNOVER FROM PRODUCTS OR SERVICES ASSOCIATED WITH
TAXONOMY ALIGNED ECONOMIC ACTIVITIES DISCLOSURE COVERING YEAR 2023

Financial year 2023 2023 Substantial contribution criteria DNSH criteria (1-21 or:’};lot Significantly
o o o o Proportion of
) oo 50 a0
. S g £ g o = S g| 8 = 2 @ | Taxonomy
Proportion | 5 o | = .2 5 k) EF é S22l 2| 5] & |8 gl 2 E E aligned (A.1.) | Category | Category
. of O% | VE 2 £ ER] g O%|VE| & | 5 (B¢l ¢ |ES . N =
Economic Activities Code | Turnover g®| g < S 1] 2 g 25| 2 =2 | & E| & [ | oreligible |enabling |transitional
Turnover, | = g | 83 = 2 53 8 R = s |53 3 g 5 a2) activity | activity
year 2023 Z g < & Z g < B | turnover,
year 2022
Y;N; Y;N; Y;N; Y;N; Y;N; Y;N;
Text Min€ % NEL | NEL | NEL | NEL | NEL | NEL | YN | YN | YN| YN [ YN | YN | YN % E T

A. TAXONOMY-ELIGIBLE ACTIVITIES

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

Turnover of environmentally sustainable activities

(Taxonomy-aligned) (A.1) 0.00 0.0% 0.0% 0.0% 0.0% 0.0%
of which enabling 0.00 0.0% 0.0% 0.0% 0.0% 0.0%
of which transitional 0.00 0.0% 0.0%

A.2. Taxonomy-eligible but not environmentally sustainable a

ctivities (not Taxonomy-aligned activities)

Turnover of Taxonomy eligible but not

environmentally sustainable activities (not 0.00 0.0% 0.0% | 0.0% | 0.0% | 0.0%
Taxonomy-aligned activities) (A.2)
&1":‘2“;)" er of Taxonomy-eligible activities 0.00 0.0% 0.0% | 0.0% | 0.0% | 0.0%
B. TAXONOMY-NON-ELIGIBLE ACTIVITIES
Turnover of Taxonomy non-eligible activities 2,984.22 100.0%
TOTAL 2,984.22 100.0%
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CAPEX

For the capital expenditures (CapEx) indicator calculation, the de-
nominator considered the increases in tangible fixed assets and
intangible assets during the year, before depreciation and any re-
valuations, including those arising from restatements and reduc-
tions in value, for the year in question, and excluding changes in fair
value. In particular, the denominator includes acquisitions of tangi-
ble fixed assets (IAS 16), intangible assets (IAS 38) and assets for
rights of use (IFRS 16).

With regards to the numerator, increases in fixed assets
linked to the purchase of output from economic activities included
in the Taxonomy and/or relating to the measures implemented to al-
low a reduction in CO, emissions in the atmosphere were consid-
ered eligible, mainly investments in construction works associated
with the opening of new stores and the expansion and renovation
of corporate sites and existing stores and, in particular, for increas-
ing energy efficiency and reducing energy consumption by these
properties, thus attributable to economic activity classified as “7.2
Renovation of existing buildings” in Regulation (EU) 2020/852. In
particular, the alignment analysis was carried out by verifying the
adherence of all of the aforementioned building work to the tech-
nical screening requirements, Do Not Significant Harm (DNSH)
criteria, and minimum safeguards related to the climate change miti-
gation objective (considered most relevant to the Group) set forth in
the regulations. Analyses to verify alignment with the requirements
of the Taxonomy consider the integration of energy efficiency re-
quirements at all directly operated locations in line with the targets
of the Group’s Sustainability Plan and the guidelines implemented
by the Group for the design of new store openings, relocations and
new corporate constructions, which include the integration of cri-
teria for obtaining LEED certification. In addition, a project has been
launched, with the support of a specialized third party, aimed at
monitoring and certifying the adherence of each construction ac-
tivity carried out by the Group to the requirements of the Taxonomy.
The project will be brought up to full capacity in 2024.

PROPORTION OF CAPEX FROM PRODUCTS OR SERVICES ASSOCIATED WITH TAXONOMY

ALIGNED ECONOMIC ACTIVITIES - DISCLOSURE COVERING THE YEAR 2023

TEMPLATE - PROPORTION OF CAPEX FROM PRODUCTS OR SERVICES ASSOCIATED WITH
TAXONOMY ALIGNED ECONOMIC ACTIVITIES DISCLOSURE COVERING YEAR 2023

Financial year 2023 2023 Substantial contribution criteria DNSH eriteria (1-21 ‘:fz,,l;mt Significantly
o §° % ED Pl:l?portion of
. 5 g > | g g 2 axonomy
Proportion | = < = == = = = P Category Category
Economic Activities Code CapEx of CapEx, | < ,5 % £ g P E‘ £ |08 % £ g 5 E‘ 5 § ?}, ahg.n.ed (A1) or enabling  |transitional
ear2023 |[SE|EE| 5 | E|2E| 2 |28 £5| 5| € |TE| & | &g clisible®2) activity activity
Y ES|E5| 2| 2 |E5| 2 |E2| 25| 2| 2 |E5| 3 |E2] capxyear
SE|S<| 2| & |08 & |[CE|S=| 2| & |04&| & |[E& 2022
VN |YN|NYN|YVN|YN | N
Text Min€ % NEL | NEL | NEL | NEL | NEL | NEL /N Y/N YN | YN |[YN| YN|YN % E T
A. TAXONOMY-ELIGIBLE ACTIVITIES
A.1. Environmentally sustainable activities (Taxonomy-aligned)
Renovation of existing buildings CCM 7.2 24.27 7.4% Y |N/EL|N/EL|N/EL|N/EL|N/EL| Y Y Y Y Y Y Y 7.8%
CapEx of environmentally sustainable activities 2227 74%  [7.4%]0.0% | 0.0% |0.0% [00% [00% | Y | Y | Y | Y | Y| ¥ | Y 7.8%
(Taxonomy-aligned) (A.1)
of which enabling 0.00 0.0% 0.0% [ 0.0% | 0.0% [0.0% | 0.0% | 0.0% | Y Y Y Y Y Y Y 0.0%
of whichrasiional MEEE | BB

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

(not Taxonomy-aligned activities)

CapEx of Taxonomy-eligible but not environmentally

sustainable activities (not Taxonomy-aligned activities) 0.00 0.0% 0.0% [ 0.0% | 0.0% [ 0.0% | 0.0% | 0.0%
(A2)

A. CapEx of Taxonomy eligible activities (A.1+A.2) 24.27 7.4% 7.4% (0.0% | 0.0% [ 0.0% | 0.0% | 0.0%
B. TAXONOMY-NON-ELIGIBLE ACTIVITIES

CapEx of Taxonomy non-eligible activities 303.56 92.26%

TOTAL 327.83 100.0%
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OPEX
When calculating the operating expenditures (OpEx) indicator, the
denominator comprises all the non-capitalised direct costs relat-
ed to research and development, maintenance and repair, as well
as any other direct expenses connected to the daily maintenance
of property, plant and equipment of the company or third parties to
which such tasks are outsourced, necessary to ensure the contin-
uous and effective functioning of such assets. Expenses relating to
the daily operation of property, plant and equipment such as raw
materials, cost of employees using the machine, electricity or flu-
ids necessary for the operation of such assets were not included.
The numerator comprises the costs included in the denom-
inator relating to the purchase of output from eligible and aligned
economic activities according to the Taxonomy and/or relating to
the measures implemented to enable a reduction of CO, emissions
in the atmosphere: in particular, costs of maintenance activities to
ensure the functioning of energy systems for energy efficiency and
to reduce the energy consumption of company sites were included,
and thus attributable to economic activity classified as “7.2 Reno-
vation of existing buildings” in Regulation (EU) 2020/852.

PROPORTION OF OPEX FROM PRODUCTS OR SERVICES ASSOCIATED WITH TAXONOMY
ALIGNED ECONOMIC ACTIVITIES - DISCLOSURE COVERING THE YEAR 2023*'

TEMPLATE - PROPORTION OF OPEX FROM PRODUCTS OR SERVICES ASSOCIATED WITH

TAXONOMY ALIGNED ECONOMIC ACTIVITIES DISCLOSURE COVERING YEAR 2023

Financial year 2023 2023 Substantial contribution criteria DNSH Fl:ltel'la( Does”N ot
Significantly Harm”)
3:'0 ?.;o R Eﬂ &;,; R I’l;)portion of
i =} = | = g 2 axonomy
. . Proportion S s S 5 o > 2 | S s S 5 o N g B |aligned (A1) or Categ?ry Cate.g.ory
Economic Activities Code OpEx of OpEx, | 3 2| a2 &€ S 5 g g 22| 2 € ERER g R eligible (A.2) enabling [transitional
AR - E |= 8 2 P = 8 = E = 3| =& g5 - 2. .. ..
year 2023 é :%'o £ _5. 2 =: § g 3 E %o £ g. 2 =: g gl T 2 én OpEx, year activity activity
C2|0<| 2| £ |0O&]| ®# |[US|0U< |2 |[£|04d]| B |3 2022
VNI{YN|IYN|YN|YCN| YN
Text Min€ % NEL | NEL | NEL | NEL | NEL | NEL| YN | YN N [ YN YN N | N % E T
A. TAXONOMY-ELIGIBLE ACTIVITIES
A.1. Environmentally sustainable activities (Taxonomy-aligned)
Renovation of existing buildings CCM 7.2 0.83 16.6% Y [N/EL|N/EL|N/EL|N/EL|N/EL| Y Y Y Y Y Y Y 14.3%
OpEx of environmentally sustainable activities
(Taxonomy-aligned) (A.1) 0.83 16.6%  |16.6%|0.0% [ 0.0% | 0.0% | 0.0% [0.0% | Y Y | Y[Y] Y| Y Y 14.3%
of which enabling 0.00 0.0% 0.0% | 0.0% [ 0.0% | 0.0% | 0.0% [ 0.0% Y Y Y Y Y Y Y 0.0%
of which transitional 0.83 16.6% 16.6%- Y Y Y Y Y Y Y 14.3%

A.2. Taxonomy-eligible but not environmentally sustainable activities (not Taxonomy-aligned activities)

OpEx of Taxonomy-eligible but not environmentally

sustainable activities (not Taxonomy-aligned activities) 0.00 0.0% 0.0% | 0.0% | 0.0% | 0.0% | 0.0% | 0.0%
(A.2)

A. OpEx of Taxonomy eligible activities (A.1+A.2) 0.83 16.6% 16.6%)| 0.0% | 0.0% | 0.0% | 0.0% | 0.0%
B. TAXONOMY-NON-ELIGIBLE ACTIVITIES

OpEx of Taxonomy non-eligible activities 4.15 83.4%

TOTAL 4.98 100%

21 The methodology for calculating the share of operating expenses (OpEx)

associated with taxonomy-eligible economic activities was revised
during 2023, so the figure has been updated from that reported in the
Consolidated Non-financial Statement 2022.
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ACTIVITIES RELATED TO NUCLEAR ENERGY AND FOSSIL FUELS

TEMPLATE 1 - NUCLEAR AND FOSSIL GAS RELATED ACTIVITIES

Row

Nuclear energy related activities

1

The undertaking carries out, funds or has exposures to research,
development, demonstration and deployment of innovative
electricity generation facilities that produce energy from nuclear
processes with minimal waste from the fuel cycle.

The undertaking carries out, funds or has exposures to construction
and safe operation of new nuclear installations to produce
electricity or process heat, including for the purposes of district
heating or industrial processes such as hydrogen production, as
wellas their safety upgrades, using best available technologies.

NO

The undertaking carries out, funds or has exposures to safe
operation of existing nuclear installations that produce electricity
or process heat, including for the purposes of district heating

or industrial processes such as hydrogen production from nuclear
energy, as well as their safety upgrades.

NO

Fossil gas related activities

4

The undertaking carries out, funds or has exposures to
construction or operation of electricity generation facilities
that produce electricity using fossil gaseous fuels.

NO

The undertaking carries out, funds or has exposures to
construction, refurbishment, and operation of combined heat/cool
and power generation facilities using fossil gaseous fuels.

NO

248

The undertaking carries out, funds or has exposures to
construction, refurbishment and operation of heat generation
facilities that produce heat/cool using fossil gaseous fuels.
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L Deloitte & Touche S.p.A.
e o.tte Via Fratelli Bandiera, 3
@ 31100 Treviso
Italia

Tel: 439 0422 5875
Fax: +39 0422 587812
www.deloitte.it

INDEPENDENT AUDITOR’S REPORT
ON THE CONSOLIDATED NON-FINANCIAL STATEMENT PURSUANT
TO ARTICLE 3, PARAGRAPH 10 OF LEGISLATIVE DECREE No. 254
OF DECEMBER 30, 2016, AND ART. 5 OF CONSOB REGULATION N. 20267/2018

To the Board of Directors of
Moncler S.p.A.

Pursuant to article 3, paragraph 10, of the Legislative Decree no. 254 of December 30, 2016 (hereinafter
“Decree”) and to article 5, paragraph 1, letter g) of the CONSOB Regulation n. 20267/2018, we have
carried out a limited assurance engagement on the Consolidated Non-Financial Statement of

Moncler S.p.A. and its subsidiaries (hereinafter “Moncler Group” or “Group”) as of December 31, 2023
prepared on the basis of art. 4 of the Decree, and approved by the Board of Directors on February 28,
2024 (hereinafter “NFS”).

Our limited assurance engagement does not extend to the information required by art. 8 of the
European Regulation 2020/852 included in the paragraph “EU Taxonomy”.

Responsibility of the Directors and the Board of Statutory Auditors for the NFS

The Directors are responsible for the preparation of the NFS in accordance with articles 3 and 4 of the
Decree and with Global Reporting Initiative Sustainability Reporting Standards established by GRI —
Global Reporting Initiative (“GRI Standards”), which they have identified as reporting framework.

The Directors are also responsible, within the terms established by law, for such internal control as they
determine is necessary to enable the preparation of NFS that is free from material misstatement,
whether due to fraud or error.

The Directors are moreover responsible for defining the contents of the NFS, within the topics specified
in article 3, paragraph 1, of the Decree, taking into account the activities and characteristics of the
Group, and to the extent necessary in order to ensure the understanding of the Group’s activities, its
trends, performance and the related impacts.

Finally, the Directors are responsible for defining the business management model and the organisation
of the Group’s activities as well as, with reference to the topics detected and reported in the NFS, for the
policies pursued by the Group and for identifying and managing the risks generated or undertaken by the
Group.

The Board of Statutory Auditors is responsible for overseeing, within the terms established by law, the
compliance with the provisions set out in the Decree.

Ancona Ban Bergamo Bologna Brescia Cagliar Firenze Genava Milano Napali Padova Parma Roma Torino Treviso Udine Vierana

Sede Legale: Via Tortona, 25 - 20144 Milano | Capitale Sociale: Euro 100328.220,00 v,

Codice Fiscale/Registro defle Imprese di Miano Monza Brianza Lodi n. 03045560166 - REA n. MI-1720239 | Partita IVA: IT 03045560166

Hl norme Deloitte si riferisce a una o pils defle seguenti entita: Deloitte Touche Tohmatsu Limited, una societd inglese a responsabilith imitata (“DTTL"), ke member firm aderenti al suo network e
le entith a esse correlate, DTTL e dascuna delle sue member firm sono entita giuridicamente separate e indipendenti tra loro. DTTL (denominata anche “Delaitte Global™) non fornisce senda ai
clienti, 5iinvita a leggere Finformativa completa relativa alla descrizione della struttura legale di Deloitte Touche Tohmatsu Limited e delle sue member firm allindirizzo

www.deloitte com/about.

& Deloitte & Touche 5.p.4
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Deloitte.

Auditor’s Independence and quality control

We have complied with the independence and other ethical requirements of the International Code of
Ethics for Professional Accountants (including International Independence Standards) (IESBA Code)
issued by the International Ethics Standards Board for Accountants, which is founded on fundamental
principles of integrity, objectivity, professional competence and due care, confidentiality and
professional behaviour.

During the year covered by this assurance engagement, our auditing firm applied International Standard
on Quality Control 1 (ISQC ltalia 1) and, accordingly, maintained a comprehensive system of quality
control including documented policies and procedures regarding compliance with ethical requirements,
professional standards and applicable legal and regulatory requirements.

Auditor’s responsibility

Our responsibility is to express our conclusion based on the procedures performed about the compliance
of the NFS with the Decree and the GRI Standards. We conducted our work in accordance with the
criteria established in the “International Standard on Assurance Engagements ISAE 3000 (Revised) —
Assurance Engagements Other than Audits or Reviews of Historical Financial Information” (hereinafter
“ISAE 3000 Revised”), issued by the International Auditing and Assurance Standards Board (IAASB) for
limited assurance engagements. The standard requires that we plan and perform the engagement to
obtain limited assurance whether the NFS is free from material misstatement. Therefore, the procedures
performed in a limited assurance engagement are less than those performed in a reasonable assurance
engagement in accordance with ISAE 3000 Revised, and, therefore, do not enable us to obtain assurance
that we would become aware of all significant matters and events that might be identified in a
reasonable assurance engagement.

The procedures performed on NFS are based on our professional judgement and included inquiries,

primarily with company personnel responsible for the preparation of information included in the NFS,

analysis of documents, recalculations and other procedures aimed to obtain evidence as appropriate.

Specifically, we carried out the following procedures:

1. analysis of relevant topics with reference to the Group’s activities and characteristics disclosed in the
NFS, in order to assess the reasonableness of the selection process in place in light of the provisions

of art.3 of the Decree and taking into account the adopted reporting standard;

2. analysis and assessment of the identification criteria of the consolidation area, in order to assess its
compliance with the Decree;

3. comparison between the financial data and information included in the NFS with those included in
the consolidated financial statements of the Moncler Group;

4, understanding of the following matters:

* business management model of the Group’s activities, with reference to the management of the
topics specified by article 3 of the Decree;
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s policies adopted by the entity in connection with the topics specified by article 3 of the Decree,
achieved results and related fundamental performance indicators;

® main risks, generated and/or undertaken, in connection with the topics specified by article 3 of the
Decree.

Moreover, with reference to these matters, we carried out a comparison with the information
contained in the NFS and the verifications described in the subsequent point 5, letter a) of this report;

5. understanding of the processes underlying the origination, recording and management of qualitative
and quantitative material information included in the NFS.

In particular, we carried out interviews and discussions with the management of Moncler S.p.A. and
of subsidiaries Industries S.p.A. and Sportswear Company S.r.l. and we carried out limited
documentary verifications, in order to gather information about the processes and procedures which
support the collection, aggregation, elaboration and transmittal of non-financial data and information
to the department responsible for the preparation of the NFS.

In addition, for material information, taking into consideration the Group’s activities and
characteristics:

e atthe Group level:

a) with regards to qualitative information included in the NFS, and specifically with reference to
the business management model, policies applied and main risks, we carried out interviews
and gathered supporting documentation in order to verify its consistency with the available
evidence;

b) with regards to quantitative information, we carried out both analytical procedures and limited
verifications in order to ensure, on a sample basis, the correct aggregation of data.

e for the Group entities, Moncler S.p.A., Industries S.p.A., Industries Yield S.r.l., Sportswear Company
S.p.A. and Moncler Shanghai Commercial Co.Ltd, which we selected based on their activities, their
contribution to the performance indicators at consolidated level and their location, we carried out
site visits and remote meetings, during which we have met their management and have gathered
supporting documentation with reference to the correct application of procedures and calculation
methods used for the indicators.

Conclusion
Based on the work performed, nothing has come to our attention that causes us to believe that the NFS
of the Moncler Group as of December 31, 2023 is not prepared, in all material respects, in accordance

with article 3 and 4 of the Decree and the GRI Standards.

Our conclusion on the NFS does not extend to the information required by art. 8 of the European
Regulation 2020/852 included in the paragraph “EU Taxonomy”.
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Other matters

Signed by
Barbara Moscardi
Partner

Treviso, Italy
March 25, 2024

Deloitte.

DELOITTE & TOUCHE S.p.A.

The NFS for the year ended December 31, 2021, whose data are presented for comparative purposes,
have been subject to a limited assurance engagement by another auditor that, on March 31, 2022
expressed an unmodified conclusion.

This report has been translated into the English language solely for the convenience of international readers.
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GRI CONTENT INDEX

LEGEND

NFS Consolidated Non-Financial Statement 2023

AR Annual Report 2023

CE Code of Ethics

PRP Procedure Governing Transactions with Related Parties
CGR  Corporate Governance Report 2023

RR Report on Remuneration

INDEX OF GRI CONTENT “IN ACCORDANCE”

DECLARATION OF USE

The following index is provided to facilitate the search for content
related to specific GRI indicators within the document.

The audit firm Deloitte & Touche S.p.A. carried out a limited
assurance engagement on the Moncler Group’s 2023 Consolidated
Non-Financial Statement providing its overall conclusions thereaf-
ter. As regards the scope of activities, please refer to the Statement
on the Consolidated Non-Financial Statement released by the in-
dependent auditor presented on pages 249-252.

The Moncler Group has presented a report in accordance with the GRI Standards for the period 1 January 2023 - 31 December 2023.

GRI 1 USED
GRI 1 - Fundamental Principles - 2021 version

GRI STANDARDS DISCLOSURE

LOCATION OMISSION
- Requirements omitted
- Reason
- Explanation

GENERAL INFORMATION

GRI 2
General Disclosures - 2021 version 2-1 Organisational details NFS pp. 28-29; 46; 230-231; 243; 262
2-2 Entities included in the organisation’s NFS page 230
sustainability reporting
2-3 Reporting period, frequency NFS pp. 230; 262
and contact point The qualitative and quantitative data and information
contained in the 2023 Annual Financial Report
refer to the period 1 January 2022 - 31 December 2023
2-4 Restatements of information NFS page 231
2-5 External assurance NFS pp. 46; 231; 249-252; 253
2-6 Activities, value chain and NFS pp. 28-29; 32-33; 67-68; 126-128; 140-141;212-213
other business relationships AR (Paragraphs: Consolidated Statement of Cash
Flows; Explanatory Notes to the Consolidated
Financial Statements - The Group and its core business)
2-7 Employees NFS pp. 90-94; 232-233; 234
2-8 Workers who are not employees NFS page 94
2-9 Governance structure and composition NFS pp. 46-48; 55; 63-64; 231-232
CGR
2-10  Nomination and selection NFS pp. 46-47
of the highest governance body CGR (Paragraph: BOARD OF DIRECTORS - 4.2 Appointment
And Substitution; 4.3. Composition; 4.9 Independent Directors)
2-11  Chair of the highest governance body NFS pp. 13; 46-47
CGR (Paragraph: BOARD OF DIRECTORS - 4.7 Delegated Bodies)
2-12  Role of the highest governance NFS pp. 13; 46-48; 55; 63-64; 68
body in overseeing the management CGR (Paragraphs: BOARD OF DIRECTORS - 4.1 Role
of impacts of the Board of Directors; 4.6 Functioning Of The
Board Of Directors. 12. RELATIONS WITH SHAREHOLDERS
- 12.1 Engagement Policy; 12.3 Activities Performed)
2-13  Delegation of responsibility NFS pp. 13; 46-49; 55; 62-64; 68
for managing impacts
2-14  Role of the highest governance NFS pp. 49; 231
body in sustainability reporting CGR (Paragraphs: BOARD OF DIRECTORS - 4.1 Role of the
Board of Directors; 4.6 Functioning Of The Board Of Directors.
9.3 Composition And Functioning Of The Control, Risks
And Sustainability Committee)
2-15 Conflicts of interest CGR (Paragraph: 10. INTERESTS OF DIRECTORS
AND RELATED PARTY TRANSACTIONS)
AR CE (Paragraphs: Contributions and Sponsorships;
Conflicts of Interest)
2-16  Communication of critical concerns NFS pp. 49-52; 55; 55-62
2-17  Collective knowledge of the CGR (Paragraphs: BOARD OF DIRECTORS - 4.1 Role
highest governance body of the Board of Directors; 4.6 Functioning Of The
Board Of Directors. 9.3 Composition And Functioning
Of The Control, Risks And Sustainability Committee)
2-18  Evaluation of the performance CGR (Paragraph: 7. SELF-ASSESSMENT AND
of the highest governance body SUCCESSION OF DIRECTORS - APPOINTMENT AND
REMUNERATION COMMITTEE 7.1 Board Review)
2-19  Remuneration policies NFS page 110
RR
2-20  Process to determine remuneration NFS page 110
RR
2-21  Annual total compensation ratio NFS page 110
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GRI STANDARDS DISCLOSURE LOCATION OMISSION
2-22  Statement on sustainable NFS page 13
development strategy
2-23 Policy commitments NFS pp. 46-47; 50-52; 54-58; 74-75; 95; 108-109; 131;
145-146;184
2-24 Embedding policy commitments NFS pp. 46-47; 50-52; 55-58; 74-75; 95; 97-100; 108-109;
131;145-146;184
2-25 Processes to remediate negative impacts NFS pp. 58-62; 69-76
2-26 Mechanisms for seeking advice NFS pp. 50-52; 55; 76; 241-242
and raising concerns CE (Paragraph: Reporting breaches of the Code of Ethics)
2-27  Compliance with laws and regulations  NFS page 240
There were no fines or monetary sanctions for non-compliance
with applicable environmental laws and/or regulations
2-28 Membership in associations NFS pp. 67-69; 144
2-29  Approach to stakeholder engagement NFS pp. 63-64; 65-66
2-30 Collective bargaining agreements NFS page 111
MATERIAL TOPICS
GRI 3 - Material topics - 2021 version  3-1 Process to determine material topics NFS pp. 45-46
3-2 List of material topics NFS page 46
MATERIAL TOPIC: ECONOMIC PERFORMANCE
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 29-33; 54-55; 55-58; 58-62; 63-64; 93-94; 100-101
GRI-201: Economic Performance (2016) 201-1 Direct economic value generated NFS pp. 32-33
and distributed
201-2 Financial implications and other risks NFS pp. 56-57; 58-62
and opportunities due to climate change
GRI 202: Market Presence (2016) 202-1 Ratio of standard basic wages NFS page 100
per gender to local minimum wage
202-2 Proportion of senior management NFS pp. 93-94
taken from the local community
MATERIAL TOPIC: INNOVATION, CIRCULAR ECONOMY AND “PREFERRED” MATERIALS
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 63-64; 72; 161-164; 164-169; 238
GRI-301 Materials (2016) 301-1 Materials used by weight or volume NFS pp. 72; 164-169; 238
301-2 Recycled input materials used NFS pp. 72; 161-164; 164-165; 238
MATERIAL TOPIC: PACKAGING
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 63-64; 164-169
GRI-301 Materials (2016) 301-1 Materials used by weight or volume NFS pp. 164-169
301-2 Recycled input materials used NFS pp. 164-169
MATERIAL TOPIC: CLIMATE CHANGE
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 56-57; 568-55; 63-64; 71-72; 182-184; 238-239
GRI 302: Energy (2016) 302-1 Energy consumption within NFS pp. 71; 186; 238
the organisation
302-3 Energy intensity NFS pp. 186; 238
302-4 Reduction of energy consumption NFS pp. 185-190
GRI 305: Emissions (2016) 305-1 Direct (Scope 1) GHG emissions NFS pp. 187; 239
305-2 Energy indirect GHG emissions (Scope 2) NFS pp. 187; 239
305-3 Otherindirect (Scope 3) GHG emissions NFS pp. 191-192; 239
305-4 GHG emissions intensity NFS pp. 187; 239
305-5 Reduction of GHG emissions NFS pp. 187-190; 193-195
305-6 Emissions of ozone-depleting No refrigerant gas dispersions occurred in the Group’s corporate
substances (ODS) offices, logistics and production centres during 2023.
305-7 Nitrogen oxides (NOX), sulphur oxides  Given the Moncler Group's business model, there
(SOX), and other significant air emissions are no known significant emissions at this time
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GRI STANDARDS

DISCLOSURE

LOCATION

MATERIAL TOPIC: RESPONSIBLE SOURCING

Management of material topics

NFS pp. 60-61; 62; 64; 68; 71; 72; 128-129;131-136; 139; 168-170

New suppliers that were screened
using environmental criteria

NFS pp. 72; 131-132

GRI 3 - Material topics 2021 3-3
GRI 308: Supplier 308-1
Environmental Assessment (2016)

308-2

Negative environmental impacts in
the supply chain and actions taken

NFS pp. 60-61; 62; 68; 71; 131-136; 168-170

GRI 204: Procurement Practices (2016) 204-1

Proportion of spending on local suppliers

NFS pp. 127-129

GRI 414: Supplier 414-1 New suppliers that were screened NFS pp.128-129;131-132; 132-134
Social Assessment (2016) using social criteria
414-2 Negative social impacts in the supply NFS pp. 55; 72; 134-135; 136-139
chain and actions taken
MATERIAL TOPIC: WATER
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 56; 63-64; 71-72; 196-197
GRI 303: Water and Effluents (2018) 303-1 Interactions with water as The Group's direct water consumption relates mainly
a shared resource to sanitation and, for Stone Island, to the production
activities of the dye departments. For Moncler, the
water used is neither reused nor recycled
303-2 Management of water Direct water discharges are comparable to those
discharge-related impacts of residential buildings and are therefore drained into
the sewage system
303-3 Water withdrawal NFS pp. 196-197
The main source of water supply for the Group is water mains.
Stone Island’s dyeing department draws from an artesian well.
During the reporting period water consumption amounted to
approximately 71,000 m?®
303-4 Water discharge NFS page 196
303-5 Water consumption NFS pp. 196-197
MATERIAL TOPIC: BIODIVERSITY
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 56; 63-64; 71-72; 158-159
GRI 304: Biodiversity (2016) 304-2 Significant impacts of activities, NFS pp. 198-199
products, and services on biodiversity
MATERIAL TOPIC: WASTE
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 56; 63-64; 196-197; 238
GRI 306 - Waste (2020) 306-1 Waste generation and significant NFS pp. 56; 196-197; 238
waste-related impacts
306-2 Management of significant NFS pp. 56;162; 163; 238
waste-related impacts
306-3 Waste generated NFS pp. 196-197; 238
306-4 Waste diverted from disposal NFS pp. 162-163;197; 238
306-5 Waste directed to disposal NFS pp. 197; 238

MATERIAL TOPIC: EMPLOYEE EXPERIENCE

Management of material topics

NFS pp. 55; 63-64; 74-75; 94; 101-102; 110; 232-233; 240

New employee hires and
employee turnover

NFS pp. 94; 232-233

Benefits provided to full-time
employees that are not provided to
temporary or part-time employees

NFS pp.101-104

GRI 3 - Material topics 2021 3-3

GRI 401: Employment (2016) 401-1
401-2
401-3
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Parental leave

NFS pp. 74;106; 111-112; 240
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GRI STANDARDS DISCLOSURE LOCATION OMISSION GRI STANDARDS DISCLOSURE LOCATION OMISSION

MATERIAL TOPIC: HEALTH, SAFETY AND WELL-BEING MATERIAL TOPIC: PRODUCT QUALITY AND SAFETY

GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 57; 63-64; 97-99; 108-110; 236-237 GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 57; 63-64; 145-146; 168-170;240
GRI 403: Occupational 403-1 Occupational health and safety NFS pp. 108-110 GRI 416: Customer Health 416-1 Assessment of the health and safety NFS pp. 145-146; 168-170
Health and Safety (2018) management system and Safety (2016) impacts of product and service categories

403-2 Hazard identification, risk assessment, NFS pp.108-110 416-2 Incidents of non-compliance
and incident investigation concerning the health and safety impacts

NFS page 240

403-3

Occupational health services

NFS pp. 108-110

403-4

Worker participation, consultation,
and communication on occupational
health and safety

NFS pp. 110-112
There are no formal committees in this area

of products and services

MATERIAL TOPIC: CLIENT EXPERIENCE AND COMMUNITY ENGAGEMENT

403-5 Worker training on occupational NFS pp. 97-99; 110-111 GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 63-64; 140-142;143-144
health and safety GRI 417: Marketing 417-2 Incidents of non-compliance NFS page 240
403-6 Promotion of worker health NFS pp. 108-110 and Labelling (2016) concerning product and service
information and labelling
403-7 Prevention and mitigation of NFS pp. 108-110 - -
occupational health and safety impacts 417-3 Incidents of non-compliance NFS page 240
directly linked by business relationships concerning marketing communications
403-8 Workers covered by an occupational NFS page 108
health and safety management system MATERIAL TOPIC: TRACEABILITY
403-9 Work-related injuries NFS pp. 110; 236-237 - - - -
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 63-64; 72; 136-139

403-10 Work-related ill health

No cases of occupational diseases were recorded in 2023

MATERIAL TOPIC: EMPLOYEE PERFORMANCE AND DEVELOPMENT

GRI 3 - Material topics 2021 3-3

Management of material topics

NFS pp. 55; 63-64; 75; 97-100; 103

GRI 404: Training and Education (2016) 404-1

Average hours of training
per year per employee

NFS pp. 97; 236

MATERIAL TOPIC: PARTNERSHIP FOR SUSTAINABLE DEVELOPMENT

GRI 3 - Material topics 2021

3-3

Management of material topics

NFS pp. 63-64; 67-68; 135-136

MATERIAL TOPIC: DATA PROTECTION & CYBERSECURITY

404-3  Percentage of employees receiving NFS page 104 GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 57; 145; 240-241
regular performance and career . - - - -
development reviews GRI 418: Customer Privacy (2016) 418-1 Substantiated complalnt§ concerning NFS pp. 145; 240-241
breaches of customer privacy
and losses of customer data
MATERIAL TOPIC: DIVERSITY, EQUITY AND INCLUSION
- - - - ADDITIONAL GRI INDICATORS
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 47; 48; 56; 64; 74-75; 90-91; 105-107; 230-235
GRI 405: Diversity and Equal 405-1 Diversity of governance bodies NFS pp. 47-48; 74-75; 107; 230-235 GRI 205: Anti-corruption (2016) 205-1 Operations assessed for risks NFS pp. 50; 52-53; 57
Opportunity (2016) and employees related to corruption
405-2 Ratio of basic salary and remuneration  NFS pp. 107; 235 205-2 Communication and training about NFS pp. 53; 98
of women to men anti-corruption policies and procedures
GRI 406: Non-discrimination (2016) 406-1 Incidents of discrimination and NFS page 52 205-3 Confirmed incidents of corruption NFS page 53
corrective actions taken and actions taken
GRI 206: Anti-competitive 206-1 Legal actions for anti-competitive NFS pp. 143-144; 240
MATERIAL TOPIC: GIVE BACK FOR SOCIAL DEVELOPMENT Behaviour (2016) behaviour, anti-trust, and
monopoly practices
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 63-64; 76; 100; 212-216 GRI 207: Tax (2019) 207-1 Approach to taxes NFS pp. 241-243
GRI 413: Local Communities (2016) 413-1 Operations with local community NFS pp. 76;100; 212-216 207-2 Tax governance, control NFS pp. 241-242
engagement, impact assessments, and risk managément '
and development programs
- — 207-3 Stakeholder engagement and NFS pp. 241-242
413-2 Operations with significant actual NFS pp. 103-258 management of concerns related to tax
and potential negative impacts -
on local communities 207-4 Country-by-country reporting NFS page 243
GRI 402: Labour/ 402-1 Minimum notice periods NFS page 111
MATERIAL TOPIC: ANIMAL WELFARE Management Relations (2016) regarding operational changes
GRI 407: Freedom of Association 407-1 Operations and suppliers in whichthe  NFS page 111
GRI 3 - Material topics 2021 3-3 Management of material topics NFS pp. 56-57; 63-64; 71-72; 136-139; 170 and Collective Bargaining (2016) right to freedom of association and
. . . collective bargaining may be at risk
GRI 414: Supplier Social 414-1 New suppliers that were NFS pp. 128-129; 131-132 - - — ——
Assessment (2016) screened using social criteria GRI 415: Public Policy (2016) 415-1 Political contributions NFS page 68
414-2 Negative social impacts in the NFS pp. 55; 72; 134-135; 135-136; 170
supply chain and actions taken
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IMPACTS OF MATERIAL TOPICS

STRATEGIC PRIORITY

MATERIAL TOPIC

IMPACT

ACT ON CLIMATE & NATURE

Water

Potential water consumption in areas with high water stress
with consequences for soil and groundwater well-being
and the supply capacity of local communities

Potential reintroduction into nature of untreated wastewater containing
chemicals used in production processes (during production) and/or
microplastics (dispersed during washing activities by the final consumer)

Biodiversity

Potential contribution to the loss of biodiversity resulting from the sourcing
of natural resources for the production of raw materials or the performance
of productive activities in protected natural areas

Climate change

Direct and indirect GHG emissions from upstream and downstream
activities of the organization (Scope 1, 2 and 3)

Waste

Potential improper disposal of waste in nature, with negative impacts
on ecosystems and local communities

THINK CIRCULAR & BOLD

Innovation, circular economy
and "preferred" materials

Promotion and research of solutions with lower environmental impact

to be integrated into product design and production, in line with a
circular economy perspective (minimize resources used, extend garment
life, and promote material recovery)

Packaging

Potential use of unnecessary packaging, leading to related waste of resources

Product quality and safety

Potential placing of unsafe products on the market, potentially impacting
customer health and environment

Potential low customer satisfaction with the expected technical
performance of the product

BE FAIR

Animal welfare

Potential compromise of animal welfare due to insufficient adherence
to company protocols and national/international animal welfare principles

Responsible sourcing

Respect for human rights, labor and the environment along
the supply chain by implementing due diligence procedures
to protect ethical and social principles

Contribution to the development of supplier business models inspired
by ESG principles through training and awareness-raising activities and audits

Traceability

Sharing accurate and clear information on the origin and composition
of materials used in garments in order to promote informed
purchasing and ensure transparent communication

NURTURE UNIQUENESS

Diversity, equity and inclusion

Creation of a fair and inclusive work environment

Employee experience

Creation of an attractive and stimulating work environment for
both potential new human resources and for Group's employees

Employee performance
and development

Development and enhancement of workers’ knowledge and skills
through training and performance monitoring activities to achieve
each person'’s full potential

Health, safety and well-being

Potential exposure of employees to occupational injuries and diseases

GIVE BACK

Client experience
and Inity engagement

Offering a shopping experience in line with the organization’s quality
standards, with consistency and synergy across client channels

Give back for social development

Supporting local communities through volunteering or sponsorship activities

Partnership for sustainable development

Positive impact on environment, society and economy due to supporting
and strengthening sustainable development initiatives

Data protection and cybersecurity

Potential unauthorized third-party access to company systems with possible
exfiltration of personal data and confidential information
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AUDIT

Systematic and documented assessment (by an independent
body) to verify compliance with the requirements of a given law/
standard of reference.

BIODIVERSITY

Biodiversity is all the different kinds of life in one area—the variety of
animals, plants, fungi, and even microorganisms like bacteria that
make up our natural world.

CONCESSIONS
Directly managed mono-brand retail space located on the premis-
es of a department store.

DEPARTMENT STORE
General shop, large- or medium-sized, divided internally into spe-
cialist departments.

DOS
Directly Operated Stores, including Free Standing Stores, Travel
Retail Stores, Concessions, and Outlets.

DTC
Direct-to-consumer distribution channel.

EMEA
Europe, Middle East and Africa.

DIRECT EMISSIONS (SCOPE 1)
Air polluting emissions originating from combustion processes in-
volving equipment controlled or owned by the organization.

INDIRECT EMISSIONS (SCOPE 2)

Emissions from the generation of purchased electricity whose
physical production occurs outside the company and which is
therefore purchased from outside suppliers.

INDIRECT EMISSIONS (SCOPE 3)

Indirect emissions due to the company'’s activities. This category in-
cludes sources of emission that are not under the company’s direct
control, but whose emissions are indirectly caused by its activities.
They are divided into 15 categories according to the indications of
the GHG Protocol.

FACON MANUFACTURERS
Third-party supplier carrying out the ‘cut-make-trim’ (fagon) phase
of production according to the “industrialized” method.

FLAGSHIP STORE
Mono-brand retail store that, by size and/or location, conveys the
philosophy and image of the brand.

ISO 14001

Voluntary standard developed by the International Organization for
Standardization (ISO), defining the requirements of environmental
management systems.

ISO 45001

Voluntary standard published by the British Standards Institution,
defining the requirements of occupational health and safety man-
agement systems.

KPI (KEY PERFORMANCE INDICATOR)
An indicator that monitors the effectiveness of a process.

NET ZERO

Net zero emissions are achieved when greenhouse gases (GHG)
produced are balanced overall by the ones absorbed by the eco-
systems through neutralisation mechanisms. In particular, to con-
tribute to the achievement of net zero emissions, companies have
to reduce emissions and neutralise residual emissions.
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OUTLET
Retail store that sells products and collections from previous years
and seasons at discount prices.

PREFERRED MATERIALS

Materials that aim to have a lower impact than conventional solu-
tions used by the Moncler Group (e.g., materials that are recycled,
organic, or certified according to specific standards).

MONO-BRAND STORE
Retail store that exclusively sells clothing, accessories, and prod-
ucts of a specific brand.

MULTI-BRAND STORE
Retail store that sells different brands of clothing, accessories, and
products.

RETAIL

Distribution channel for the sale of products or goods managed di-
rectly by the Group through Directly Operated Stores (DOS) or its
own e-commerce website (www.moncler.com).

SCIENCE-BASED TARGETS

GHG emissions reduction target based on climate science and
in line with the decarbonisation efforts needed to keep the global
temperature rise to 1.5°C above pre-industrial levels.

SHOP-IN-SHOP
Mono-brand wholesale space located on the premises of a depart-
ment store.

SHOWROOM
Space used to display and sell an apparel company’s products to
wholesale clients.

SRI(SOCIALLY RESPONSIBLE INVESTOR)
Financial operator who integrates standard financials with environ-
mental, social, and governance considerations.

STAKEHOLDERS

Person or subject with a legitimate interest in the activities of an or-
ganization, and who affects or is affected by the organization's de-
cisions.

TRAVEL RETAIL STORE
Point of sale located in places with heavy traffic of potential clients,
such as airports and train stations.

WHOLESALE

Distribution channel for the sale of products or goods to distribu-
tors (industrial, commercial, institutional, and other professional
entities), through which the Group sells its products. The channel
consists of both mono-brand and multi-brand stores.
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CONTACTS

MONCLER S.P.A.

REGISTERED OFFICE
Via Enrico Stendhal, 47
20144 Milan - Italy

Tel. +39 02 422 03 500

ADMINISTRATIVE OFFICE

Via Venezia, 1

35010 Trebaseleghe (Padua) - Italy
Tel. +39 0499323111

www.monclergroup.com
www.moncler.com

INVESTOR RELATIONS
investor.relations@moncler.com

SUSTAINABILITY
sustainability@moncler.com

PRESS OFFICE
monclerpress@moncler.com

®
MISTO
Carta da fonti gestite

in maniera responsabile
EWEOC@ FSC® C037286

7 ECF (Elemental Chlorine Free)
8 Heavy Metal Absence
9 Acid Free

NOTES
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