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Discovering
alue early

MAM* baby products accompany a child’s early days as closely
as few other things. We live up to this responsibility by paying
special attention to babies’ health and safety, as well as focu-
sing our actions on the values that will shape their future.

_{We can be
| heroes [\

* For easier reading, “Bamed MAM Group Ltd” (including all companies of the group) has been shortened to MAM.

Pictures here and cover page: © Gettyimages
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CARE FOR EVERYTHING THAT TOUCHES ME

Midwife, Switzerland

Thanks to decades of experience, our
MAM expert knows what is important
for babies during the first few weeks

of life. A gentle touch is particularly
important for “bonding,” the unique
connection between parent and child.
Newborns have a fine sense of touch
and perceive their environment by
feeling. Holding, cuddling, and caress-
ing strengthen the child, awaken the
senses and promote psychological
development. Sucking is also important
for babies to feel relaxed and secure.
The need to suck is not only used for
feeding, but also for calming and helps,
for example, with falling asleep.

of babies
accept the MAM SkinSoft™ silicone teat
because of its familiar feeling™.

from page 38
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MAM baby products are made
with confidence

\- A

A good feeling from the first touch:
Every MAM product stands for the

highest quality and safety, in which we Before babies can put our products in their

. . mouth, they must pass a series of quality
leave nothing to chance. Our pacifiers control checks completed in both our own
alone undergo 40 different test proce- and external laboratories. Pictured is a
dures, and our baby bottles 28. MAM pacifier pull test being performed.
has already received several awards for

this, including the European Product

Safety Award (2019) from the European

Commission - as the first and only

company in its category.

We specifically develop products and
services that promote the health of
babies and also provide information

about risks and strengthen knowl- different tests

edge. We work closely with more than are carried out on our pacifiers
30 specialists such as dentists, ortho- and baby bottles to ensure they
dontists, pediatricians, developmental are absolutely safe.

educators, and midwives. One excel-
lent result from this collaboration is

the MAM Perfect. pages 40-41 Com-

pared to conventional pacifiers, this

innovative pacifier reduces the risk of MAM baby products are made exclu-

misaligned teeth and jaws thanks to sively from materials that have proven

its particularly thin neck. This has also themselves over the years and meet

been confirmed by several long-term our high standards. 98% of all the com-

studies, including one by the University =~ ponents we use can be divided into two  More about MAM quality
of Jena in Germany*. material types: polypropylene and sil- ond safety ontine af

. . www.mambaby.com/why-
icone. With our glass bottles and pac- mam/mam-quality-safety

ifiers with natural rubber teats, we
offer alternatives to plastic bottles as
well as pacifiers made of silicone. We
are constantly reviewing new mate-
rials and continuously improving the
components we use in order to meet
and exceed the highest standards
that apply to MAM baby products.
pages 42-43
*Y. Wagner, R. Heinrich-Weltzien:

“Effect of a thin-neck pacifier on

primary dentition: a randomized

controlled trial,” Orthodontics &

Craniofacial Research, Volume 19,

Issue 3, pages 127-136, August
2016
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https://www.mambaby.com/why-mam/mam-quality-safety/

CARE FOR EVERYTHING THAT TOUCHES ME

INNOVATIVE PRODUCTS

The MAM Perfect has been

proven to reduce the risk of
SUSTAINABLE PACKAGING developing an open bite or over-
Of course, our packaging solutions are bite. pages 40-41
also first and foremost about guar-
anteeing product safety. At the same
time, we want to further minimize our { f
environmental footprint, increase the i
recyclability of our packaging, use sus-
tainable materials, and focus on fair
conditions in the supply chain. To this
end, MAM has started a major inter-
nal project called Sustainable Pack-
aging (SUPA) and is involved in sev-
eral networks such as “Verpackung mit
Zukunft.” pages 44-47

The MAM Easy Start Anti-Colic bottle
with patented vented base
reduces the risk of colic.

The MAM Comfort was
specially developed for
newborns and is made of
100% silicone.

EXPERT TIP: THIS STRENGTHENS YOUR
RELATIONSHIP WITH YOUR BABY

Cuddling time with direct skin Carry your baby in your arms, in a sling
contact. orin a good carrying aid.
Important: Newborns cool down Be sensitive to your baby’s needs.

very quickly, so be sure to use a

blanket and, depending on the

season or room temperature, Maintain physical and eye contact
maybe put a hood and socks on while breast or bottle feeding.
the baby. But check also for a

cool bedroom (18-20°C) so that

the baby won't overheat.
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CAUTION FOR MY WORLD OF ADVENTURE

..... 00

Feeling wind on your skin, hear-
ing birds chirping, seeing and
smelling colorful flowers, making
castles in the sand: Experiences
that toddlers have in nature,
help to develop their senses and
are an important impulse for
their holistic and healthy
development.”

 — Environment from page 48 J

Dr. Duan Tao,
Professor of obstetrics and gynaecology, China

All of the senses are basically func-
tional in a healthy newborn. They can
see, hear, taste and smell. They feel
when they are touched, held or moved.
However, the sense of sight is the least
developed sense in humans after birth.
The reason is probably that it cannot
develop in the darkness of the womb.
That's why our MAM experts says

that vision is not innate, but must be
learned. How fast learning to see pro-
gresses also depends on the support
of the parents. The more extensive and
targeted the visual stimuli are for the
child, the more sharpened the sense
of sight will be. And the great outdoors
offers a true paradise for baby eyes.

100%

Most of our pacifier parts are already
produced waste-free.
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Climate protection from
today into the future

MAM takes responsibility

Clearly: Keeping our world in balance
is a challenge that affects everyone.
However, we at MAM feel a particu-
lar responsibility because we put the
future of our children at the center of
everything we do. As an international
company, we can achieve a lot of pos-
itive things. For example the reduc-
tion of CO, emissions and the care-

ful use of resources. Our approach

to environmental and climate protec-
tion is always holistic and collaborative
and actively involves our suppliers and
employees. |z pages 49-54 Together
we have already been able to initiate
many projects that measurably reduce
our ecological footprint. We include
the parents in this dialogue, too. That's
because a lot of CO, can be saved by
using MAM baby products, up to 85%
when sterilizing bottles in the micro-
wave.

Curious? Our CO, calculator for parents
can be found at
www.mambaby.com/why-mam/
mame-sustainability/co2-calculator

ENERGY AND EMISSIONS

ALWAYS IN VIEW

At MAM, we have always made sure
that our production is as sustainable
and low-emission as possible. Our
plants in Hungary and Thailand, as
well as our new research and develop-
ment center in Austria, meet the strict-
est requirements for environmental
protection. For several years now, we
have also been working with environ-
mental management systems and per-
forming energy audits. We are con-
tinuously developing new methods to
improve energy efficiency, use renew-
able resources and thereby reduce our
CO, emissions. A concrete example is
the thermal management at our plant
in Kabinburi, Thailand: In order to keep
the walls of the building permanently
cool, ten-centimeter-wide air cush-
ions were designed between the wall
and the outer cladding. Further cool-
ing in Asia’s tropical climate is provided
by the many green plants used around
the facility, whose evaporation and
transpiration lower the temperature
by 0.75 to 1.5 degrees. Even compared
to European standards, Kabinburi is a
showcase for energy efficiency: Over
1,000 tons of CO, are saved annually
thanks to the measures we have taken.

1,000

We save 1,000 t CO, yearly at our plant in Thailand
through the use of solar energy and other energy

efficiency measures.

2

© Shutterstock

Solar Power
The photo-
voltaic system
in Kabinburi
supplies
the production
plant with
energy.
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CAUTION FOR MY WORLD OF ADVENTURE

Another example is the use of solar
power. MAM has installed photovoltaic
systems on the roofs of both the plants
in Kabinburi and Vaskeresztes, Hun-
gary. Much of the energy required can
be generated with these solar panels.
In Thailand we feed the surplus energy
into the public grid free of charge. All in
all, MAM even generates a “plus” here
in some weeks, producing more energy
than it consumes. [ pages 49-54 Our
mobility is also following a green path
and in Germany, for example, we are
promoting e-mobility. Several electric
vehicles are already in use and there
are plans to significantly expand their
use. In addition, charging stations for
electric vehicles will be installed on
company premises.

RETHINK WASTE

Unfortunately, it is impossible to com-
pletely avoid creating residues and
waste when manufacturing MAM prod-
ucts. But MAM is increasingly mak-
ing sure that as little waste as possi-
ble results from production and that
it finds its way back into the cycle.

For example, our pacifier is becom-
ing more and more sustainable and

a large part of our pacifier parts are
alreadﬁaing produced 100% waste-

L Cemanorad o o
MAM UPCYCLING :

avoid producing more than is needed
by the market. The principle of the cir-
cular economy is particularly import-
ant to us. Among other things, it means
that some of our products and much

0 Magical fairy lights:

Just make a hole in the tip of our packaging are technically recy-
of the pacifier teat and insert clable. We are continuously working to
the bulb from a string of lights. ensure that the proportion of recycla-
ble materials becomes ever greater.
e Cute magnets: Cut the teat completely Our products also get a second life
off and attach a magnet to the shield with thanks to “upcycling.” Instead of sim-
a glue gun and let dry. ply throwing away a beloved pacifier
or bottle, creative handicraft ideas give
o Floral table settings: Simply unscrew the them a practical new use in everyday
teat and knob of our MAM Feel Good glass life and a few more years of enjoyment
bottle, fill it with water and put your favorite by the child or parents.
flowers in it.

m Find more MAM upcycling ideas here /

www.mambaby.com/why-mam/mam-sustainability/mam-upcycling
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from page 60




RESPECT FOR YOUR SHARE OF WORK

77—

Equality at work and in raising children? Even
the youngest ones notice very early when both
parents are equally close to them and share the
work at home. Playing, cuddling, changing nap-
pies, feeding, or comforting: mum and Dad play
an equally important role.”

Zoe Watson, Nurse and Midwife, UK

A demanding job often competes with
the tasks that await you at home: As a
nurse, midwife, and mother, our MAM
expert can tell you a thing or two about
this. A division of labor can be a very
good solution for new parents. Mod- ,
ern companies like MAM support flex-
ible working time models, making it
possible for both parents to be there
for their children equally. Right after
birth, it is important that both mother
and father have a lot of contact with

the baby - this strengthens the relation-
ship right from the start. Joint doctor’s
appointments and check-ups are also
recommended. When parents share the
same knowledge, they are both equally

confident. That provides security in Equality between women

dealing with the baby. and men is a high priority

lished practice.

932

of women returned to MAM in
2019 and 2020 after taking parental leave.

n
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Family
IS 38 matter
of the heart

MAM supports parents,
including as an employer

When our founder Peter Rohrig devel-
oped and sold the very first pacifier

45 years ago, MAM was still a small
family business with just one location
in Vienna. Today MAM is a company
with branches worldwide. Still, the fam-
ily atmosphere, the promotion of equal
opportunities, the open, honest, and
understanding approach for dealing
with one another remain to this day.
That's because we have paid attention
to this from day one. Over the years
we have implemented many initiatives
and benefits that go beyond the legal
standards. Our good employee culture
shows that it was worth it. Those work-
ing at MAM enjoy it here.

WORK AND FAMILY?

NO PROBLEM!

Family-friendly working conditions are
the most normal thing in the world

for us. Specifically, this means we pro-
mote parental leave for mothers and
fathers alike and offer flexible work-
ing time models, such as working from
home and flextime. We also make it
possible to return to a management
position after parental leave. We have
even been certified in this respect by
an independent “Beruf und Familie”
audit since 2014. All of our employees
have the same opportunities. It goes
without saying that men and women in
comparable positions paid the same.
pages 64-65

12

adventure at the
MAM Kids Camp.

Children share

N
-O-
"yl

THE MAM
KIDS CAMP

Every year in Austria, MAM organizes child-
care for the employees’ children between
the ages of 6 and 11 during the summer hol-
idays. This is another contribution to sup-
port the balancing of work and family life
with part of the costs being covered by
MAM. At the Kids Camp, the children are
looked after for a whole week during the day
and go on exciting outings together such as
to the climbing park, UNO City or the swim-
ming pool.

50:50

Share of women in top level management positions

at MAM (Board und General Managers). In

addition, 74% of all employees are women, globally

and consistently over the last three years.




RESPECT FOR YOUR SHARE OF WORK

FAIR CONDITIONS FOR ALL

From doctor visits to in-house yoga, we
want all of our employees around the
world to be well. Our employees ben-
efit from a wide variety of offers and
activities. The services that we offer

in our branches include, for exam-

ple, educational loans, support for
employees during personal emergen-
cies, various insurance plans, occupa-
tional health advice, offers of fitness
programs, massage, and much more.
The health of our employees became
an even greater focus in 2020. During
the difficult times of the COVID-19 pan-
demic, MAM was not only concerned
with proven and effective hygiene con-
cepts but also with the mental health
of our employees. pages 61-63

As an international and responsible
family business, we are committed to
the principles of the United Nations
Global Compact (UNGP). Our code of
conduct applies to all of our locations
around the world.

More about our product -
at www.mambaby.com/
products-shop

Dr. Johanna Helm of “Helmcare” is available to Aus-
trian employees as an occupational health care pro-
vider and conducts various health examinations.

FLEXIBILITY TIP:
MAM 2IN1 DOUBLE
BREAST PUMP

Our innovative breast pump makes it
easier for nursing mothers to return
to work:

- combines all the advantages of electric
and manual pumps

- combines the principle of breastfeeding
with “giving a bottle”

+ can also be used on the go
- offers a high degree of flexibility, as
expressed milk can also be given by other

caregivers with a bottle

- developed in cooperation with midwives



https://www.mambaby.com/products-shop/
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Speech therapist and president of
the Austrian Professional Association of Speech Therapists

MAM expert Karin Pfaller-Frank, who is
extensively involved with children’s lan-
guage development, knows that babies
try to communicate with trusted care-
givers as early as the first few months
of life through verbal utterances, eye
contact or pointing. More and more
often, the child points their index
finger at a toy, for example, to signal

to mom or dad: “Look, we both think
that's interesting.” Infants like to mimic
the behavior of their parents - so it is
important not only for language acqui-
sition that parents actively engage with
their baby and chat and maintain eye
contact from an early age.

After that, playing together with siblings
or others their age becomes more and
more important in order to promote
social skills and to learn how to share.

medical experts are currently
networked worldwide with MAM.

frOM DA B8 ettt ettt ettt

15
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Exchange for an
enlightened future

MAM takes responsibility

MAM’S SOCIAL COMMITMENT

At MAM, we think outside the box with
our products and have an eye on the
needs of our society, all around the
world. A central aspect is the lively, con-
tinuous exchange of knowledge. MAM
shares its knowledge and that of the
medical experts we have worked so
closely with for many years with other
medical experts and parents. We have
launched various projects at different
locations in order to connect experts
with one another and to inform par-
ents about topics relating to babies
and pregnancy. pages 69-71 Since
the COVID-19 pandemic broke out in
2020, we have been providing import-
ant information about the virus & preg-
nancy, babies, breastfeeding, etc. on
our website.

The best example is our multime-

dia commitment in Brazil: Live med-
ical sessions on social networks and
video courses aimed at both parents
and experts are on the rise there. MAM
Brazil took advantage of this and, in
collaboration with a renowned pro-
fessor of pediatric dentistry, hosted

a video course on dental care during
pregnancy and dental care for babies.
The course was attended by 40 profes-
sionals from around the country and
the feedback was very positive. After-
wards, all experts received samples,
course materials and a certificate of
participation. The social networks are
mainly used for communicating with
parents. MAM Brazil produced a series
of Instagram lives with medical experts
to share their knowledge and give par-
ents the opportunity to ask questions.

16

Topics included, for example, “Mother’s
well-being” with a psychologist and
“Journey to Breastfeeding” with a lacta-
tion consultant.

HELP THAT MATTERS

At all MAM locations worldwide, MAM
is committed to charitable projects
and donates where our help is needed
most. In France, for example, MAM

is particularly committed to help-

ing young and socially disadvantaged

10,329

Scientific studies on the subject of infant health
can be found in our study database, which is
an important basis for our communication with
parents and medical experts.

MAM provides
advice and help
for all questions
related to breast-
feeding

i 1 5 st il




OPENNESS TO COMMON IDEAS

Two-time mother and presenter Johanna Klum
speaks openly in exciting conversations about
all of the questions and worries that expecting
mothers, moms, dads and anyone who wants to
become a parent face. littleBIGheart encourages,
answers questions and, above all: Celebrates the
wonderful journey from pregnancy to childbirth
to a new life as a family with a baby.

Highly recommended episodes:
Childbirth - The right way to prepare
Brand new relationship - When a couple
becomes parents
The first time at home with baby:

What to watch for in postpartum

mothers, whose plight was made even
more visible by the COVID-19 pan-
demic. In Greece we support “Micros
Dounias,” an organization on the island
of Lesvos, which brings together local
children and children with a refugee
background and organizes activities in
nature. The organization had a hard
time after the fire in the Moria refugee
camp in September 2020. MAM helped
out with subsidies for fundraising proj-
ects, handouts, and donations in kind.
Some 8,000 kilometers away in Beijing,
MAM is passionately committed to

Micros Dounias in
Greece playfully brings
children together on

Podcast host

Johanna Klum in conver-
sation with gynecologist
Konstantin Wagner, MD.

helping children with cleft lip and pal-

ate at the Beijing Smile Angel Children’s

Hospital. In addition, we donate MAM

products to local charitable projects

there as we do all around the world.
page 75

Lesvos.
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that'applies to my
entire universe
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RESPONSIBILITY THAT APPLIES TO MY ENTIRE UNIVERSE

-00
We all brush our teeth before
going to bed: Parents are im-
portant role models for their
children. This is not only limited
to oral health, but parents also
show their children to live their
lives responsibly. In this way, a
child gradually develops a sense
of how he or she can fit into our
world and an awareness of the
bigger picture.”

Dr. Rebecca Slayton, pentist, UsA

For our MAM expert, who is also
co-publisher of the textbook “Early
Childhood Oral Health,” oral hygiene is
a good example of how small children
can get used to general rules and take
responsibility for themselves. Children
don't think of brushing their teeth or
going to the dentist on their own. Itis
the parents who teach them the impor-
tance of these rituals from the very
first tooth. Clear principles provide our
youngest children with security, and
help them learn not only to be respon-
sible for themselves but also with oth-
ers in the course of their development.

. 60 couniries

and employs 955 people.

Value creation from page 76

19
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The right
direction

for healthy growth

WHY MAM THINKS LONG TERM
The MAM universe is so much big-
ger than a baby bottle or a pacifier.
We always take society, the environ-
ment, and the needs of our employ-
ees into account with every decision
we make. For example, we ask our-
selves what effects our business activ-
ities have on the surrounding commu-
nities - or on upstream suppliers such
as the rubber farmers in Thailand. In
doing so, we remain true to the val-
ues that stem from our self-image as
a family business, which are more rel-
evant today than ever. This includes
wanting to grow “organically.” Wher-
ever possible, we make investments
from equity, without taking on debt or
loans. In addition, our business activi-
ties should be associated with low risk
and designed for the long term. Our
production facilities in Thailand and
Hungary are examples of this as well
as our new research and development
center in GroBhoéflein near Vienna.
That's because constant learning and
research are essential for the future of
our babies. pages 77-80

20

Discover the world
step by step.

of our product components

%o

come from Austria.

RULES THAT APPLY TO EVERYONE
Ethical and just behavior in our every-
day work is an absolute must for MAM.
That is why a clear code of conduct
applies to all MAM locations worldwide.
Among other things, this involves the
protection of human rights, the rejec-
tion of child and forced labor, as well as
occupational safety, and the treatment
of employees. The Sedex initiative and
the associated SMETA audit standard
help us to confirm compliance with
these guidelines in our plants. SMETA
works as a kind of checklist that is run
through by experts on site. During fac-
tory tours and confidential interviews
with the workforce, they find out how
satisfied they are and whether there
have been any failures or instances of
non-compliance with standards. We are
then informed about this in the final
report and can work on improvements
if necessary.



RESPONSIBILITY THAT APPLIES TO MY ENTIRE UNIVERSE

KNOWLEDGE TIP:
FAIR RUBBER

The initiative is committed to bet-
ter working and living conditions for
local rubber farmers. Some of our
MAM pacifiers bear the green logo
because their teats are made of fair
trade rubber. In addition to MAM,
there are several other companies,
such as manufacturers of pillows,
shoes, hair elastics or balloons, that
support Fair Rubber.

Learn more about Fair Rubber association
here: www.fairrubber.org

FAIR
RUBBER

FAIR TRADE NATURAL RUBBER
Most of our MAM suppliers are from
Austria to ensure short transport
routes. We also pay close attention to
regionality at our production sites in
Thailand and source natural rubber
for some of our pacifier teats directly
from the local area. In terms of safety
and quality, rubber is currently the only
natural alternative to silicone that we
can recommend. The natural material
is processed directly at MAM's Hat Yai
plant in Thailand. In order to improve
the life of the rubber farmers in the
region, we work closely with the “Fair
Rubber e. V.” association. It is commit-

MAM MINI AIR

MAM START

MAM ORIGINAL

oS\

MAM AIR

ted to fair trade in natural rubber and
ensures that it is obtained under spe-
cific social and environmental criteria.
As a member company of Fair Rubber,
MAM pays an additional premium of
€0.50 per kilogram of rubber delivered.
The Cooperative manages the premi-
ums and ensures that the funds are
used exclusively to improve working
and living conditions. This way, 100%
of the premium stays in the rubber

producing community. pages 81-84

21
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Passing on values
along the way

w 102-11, 102-12, E 12.6
102-14, 102-20

. . . f d
Parents face many challenges in our time. This makes beter Rolrie ot 2 MAM
. . . birthd ith
it all the more important to have their backs and protect employens ehildren.

their baby’s health. Company founder Peter Réhrig sees
himself as having a special responsibility with MAM
and its products.

22



INTERVIEW

Mr. Rohrig, MAM has been helping to
promote baby health for 45 years now. Is
that also the theme of the current sustain-
ability report?

In fact, it's the central theme. With this
report, we want to show parents that
baby health and safety are MAM's top
priority. We are also committed to a
clean environment and a fair society
to make babies’ world a better place.
In doing so, we shape values that are
becoming increasingly important for
parents, and later for the child. Staying
healthy requires preventive action. We
not only develop our products accord-
ing to this principle, but also use it to
align all of our business activities. In
this way, we take the precautionary
approach into account, which is also
reflected in our newly introduced sus-
tainability strategy. The framework for
the sustainability report is provided by
the Sustainable Development Goals
(SDGs) of the United Nations and the
Global Reporting Initiative (GRI). This
means we can adhere to international
standards without losing sight of our
values as a family business.

How exactly does MAM care

for baby health?

In three ways: mechanical, chemical,
and functional. First of all, tests guar-
antee that our products are sturdy and
safe for babies so that nothing can be
swallowed, nothing breaks, and the
individual parts are well matched. This
is followed by chemical safety: Only
tested materials are used, which are
free from any substances that could
harm the baby and which also have a
minimal impact on the environment.
And we make sure to use food-grade
inks. While all of these tests are not
cheap they are absolutely necessary
to ensure the health of babies and our
ability to stay in business. The third
point is functional safety. Together
with doctors and midwives, we develop
products that are, for example, ortho-
dontically correct or which prevent
babies from being burned by the con-

tents of the bottle. The bottle teats are
developed in such a way that the baby
can drink easily, but the muscles are
still worked when sucking in order to
stimulate them. When expressing with
the breast pump, we want to provide
mothers with a comfortable experi-
ence so that the child can be fed breast
milk for a longer period of time. But
we know that it doesn't always work so
well. We're happy to help here.

What about the MAM Preemies, which
were recently launched and are being
used in hospitals?

Yes, these are our pacifiers for
premature babies and one of our
recent innovations.
Studies have shown that the use of
pacifiers can wean premature infants
off a feeding tube more quickly and
shorten hospital stays. We are told
again and again by hospital staff that
premature babies accept our MAM
Preemies particularly well.

pages 40-41

So your products exceed the usual
requirements?

Adhering to and exceeding all current
standards is an essential part of our
product development and has been
from the very beginning.
This has since been recognized by the
European Commission, which pre-
sented us with the European Product
Safety Award in 2019.
We are very proud of that, and it con-
firms the direction we're taking.

pages 72-74

pages 72-74

Not only your youngest customers should
grow healthily, but also MAM as well.
What does healthy growth mean for you
as a business owner?

For me, first and foremost, this means
acquiring and training good employees
pages 64-65 and being able to finance
our growth with our own capital when-
ever possible. As a rule, we take as little
risk as possible in all business decisions
and always think long-term, as with
building our new research and devel-
opment center. Depending on how and

23
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How is the cooperation with

your suppliers?

Very good. We have been working

with the same Austrian suppliers who
develop products together with us for
many years. pages 40-41 After all,
good products can only be designed if
all the opinions, assessments, and data
of the important stakeholder groups
are on the table. Besides parents, med-
ical experts, and the MAM workforce,
this also includes specialists from the
fields of plastics, environment, and dis-
tribution. In addition, we often work
directly with upstream suppliers who
develop raw materials, in this case poly-
olefins, using even cleaner methods.
Incidentally, the plastics that we use for
our products are technically recyclable
and we are actively involved in organi-
zations that promote the circular econ-
omy. pages 87-88

Baby health and
sustainability go hand
in hand.”

Peter R6hrig, Company founder

24

when our company grows, there are
several stages of expansion planned.
P pages 77-80

That sounds like the perfect company.
Is everything perfect at MAM?
Nothing is perfect, including us. We fol-
low the premise that big improvements
are the result of many small ones. We
can still improve on many levels, but
the quality of our products remains our
top priority, and we never compromise
on that. In the area of sustainability,
we are well aware that the raw materi-
als for plastic are a finite resource. That
is why we try to use plastic with a low
environmental footprint. pages 49-54
And so far we have refrained from
developing a pacifier made of wood,
cardboard or glass just to ensure that
itis recyclable. pages 55-59 A ot is
happening in the plastics industry at
the moment thanks to the use of res-
idues from vegetable oil production
or directly from plants. We are look-
ing very closely at this, as it could sig-
nificantly reduce the environmen-
tal impact of our articles even further.
P pages 42-43

What would you like to see from

MAM in the next few years?

That all of our lives return to normal
after the restrictions of the last two
years and that we all learn lessons
from the pandemic that will prepare
us for the challenges ahead. MAM is
on the right track here. With our sus-
tainability strategy pages 28-31 We
have a guide that will lead us through
the years to come and remind us again
and again that we are working for the
well-being of future generations.
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- MAM
at 38 glance™

m 102-2, 102-3,
102-4,102-6,

102,7, 102-45

o 8 product categories —
Baby Pacifiers »

bottles )
. Drinking " '

pe cups m P~
] Q—_ “] Learn to eat
‘i;i“ S products

T A
Oral care h % -

Teethers
8 «  Sterilizers & 4
| bottle
warmers E’

Breast-

feeding [ 3 .
° =
medical experts -
are involved

in product 2 5 OI 000

development.
MAM pacifiers & more
are produced every day.
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Present in

countries b

Europe MAM Production:
MAM International Vaskeresztes (Hungary)
Distribution and MAM Locations:
Organization: Wollerqu ~ CYPIUs, France, Germany,
(Switzerland) Greece, ltaly, Spain,
MAM International Sweden, Switzerland,
Marketing & Design United Kingdom

Americas Center: Vienna (Austria)

MAM Locations Americas: MAM Research &

USA and Brazil Innovation: Siegendorf
(Austria)

Asia
MAM
Production:
Hat Yai (Thailand)
Kabinburi (Thailand) - g
MAM Location:

China
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Sales
distribution

65% Europe 97%

25% Americas

10% Resf of all MAM

95 5 Involving the prOdUCt

" employees ) [ parents components
75% Women 33 market qare from
25% Men research studies A S'l' .
""""" - S with 10,546 parents ustna.
65% Production sites in 12 countries

\_ 35% Office locations Y.

* Numbers from 2020 j

Further information
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Challenges and sustainable focus

B 102-12, 102-16, 102-44, E 12.6
102-46, 102-47, 102-48,

102-49, 103-1

WE TAKE ON THE WORK

OF THE FUTURE

MAM puts the wellbeing of the next
generation and the environment at the
center of its attention. We stand for
generational fairness and are commit-
ted to making an active contribution to
solving social and environmental chal-
lenges.

Climate change, health, globaliza-

tion, digitalization, gender equality:
these and other topics are an estab-
lished part of our everyday life. And
we approach them with a sustainable
focus. That is why we are committed to
the 17 Sustainable Development Goals
(SDGs) of the United Nations, which
act as guidelines for our sustainability
efforts.

Another objective is the European
Union’s plan to become climate neu-
tral by the end of 2050. In doing so,
EU member countries have commit-
ted themselves to the Paris climate
targets - in particular to limit global
warming to no more than 1.5 degrees
Celsius by this pointin time. As a
medium-sized family business, we
have taken on this task for ourselves
and transformed it into a sustainability
strategy.

TO A SUSTAINABLE SUPPLY CHAIN
WITH THE SDGs

At MAM, low-emission production pro-
cesses have long been a part of our
daily operations. We not only want

to develop products that protect the
health of babies, but also those that
are environmentally friendly and fairly
produced. And that's why responsibil-
ity doesn't stop at our factory gates: We

28

OUR PROMISE:

We have been developing, produc-

ing, and marketing premium baby
products that are 100% safe, func-
tional, and user-friendly - for 45 years.
Designed with great attention to detail,
they support the healthy develop-
ment of babies. Together with medical
experts and parents, we develop our
products and continuously adapt them
to the possibilities of today. Our long-
term commitment to the strictest stan-
dards for baby products and our regu-
lar product tests guarantee maximum
safety. That's because our passion is
to understand and answer babies’ and

their happiness as a family.

parents’ needs so they can focus on

are actively committed to transparency
and fair conditions in the supply chain.
The SDGs play a part in helping to
ensure that our products make a sus-
tainable contribution over their entire
life cycle.

We integrated the SDGs into our inno-
vation work in 2016. Together with

the IMC University of Applied Sciences
Krems, MAM employees have success-
fully initiated a collaborative innova-
tion process over a two-year period as
part of the research project titled “Sus-
tainability and Innovation.” In order to
further promote a sustainable orienta-
tion for the company, this topic is firmly
anchored in all of our business areas,
both strategically and operationally.

MAM CONTRIBUTES
MAINLY TO THE FOLLOW-
ING SUSTAINABLE DEVE-
LOPMENT GOALS:

6000 HEALTH
AND WELL-BEING

e

QUALITY
EDUCATION

M|

GENDER
EQUALITY

¢

'DECENT WORK AND
ECONDMIC GROWTH

o



MAM & SUSTAINABILITY | MAM AT A GLANCE

102-12, 102-16, 5,126
102-44, 102-46,

102-47, 102-48,

102-49, 103-1

Developing a sustainability strategy has
a lot in common with a hike, such as
the one our employees’ children take
during vacation at the MAM Summer
Kids Camp. It all starts with planning
the route. Where do we want to go?
What are the surroundings like? What
challenges await us on the way to the
summit? And how can we best reach
our goal?

In 2020, the MAM Steering Commit-
tee set our very own course and for-
mulated a concrete sustainability strat-
egy for the years beyond 2020. And
because, in terms of sustainability,

SUSTAINABILITY MANAGEMENT

Children at MAM
Kids Camp and the
company MAM have
alotin common,
such as setting and
achieving goals.

there is not just a single peak to climb
but an entire mountain range, the strat-
egy is divided into 19 target areas.

Here at MAM, a number of differ-

ent elements went into the planning
of “Expedition Sustainability”: Our
MAM brand positioning, a benchmark
analysis, and our materiality matrix.
page 31 We have also aligned our-
selves with international standards
such as the UNGC principles, the OECD
Guidelines for Multinational Compa-
nies, and the SDGs.

What could be more sustainable than working for the health
and future of babies and their environment

~

FIELDS OF ACTION

Value creation

\
IMPLEMENTATION

CONTRIBUTION

SUSTAINABLE DEVELOPMENT GOALS

TRANSPARENCY

SUSTAINABILITY COMMUNICATION

Progress & topics
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SUMMITEERS - 19 FOR SUSTAIN-
ABILITY TARGET AREAS

Our expedition doesn't have just one
clear goal, it has 19. This helps us to
divide our project into stages and

be able to celebrate success on the
way during the hike. As with any out-
ing, everyone is responsible for some-
thing - from provisions to map read-
ing or preparing games. In our case, it's

the project sponsors and managers.
They drive the implementation of indi-
vidual measures together with inter-
nal and external stakeholders. This also
includes the international MAM com-
panies.

A
SUSTAINABILITY ROADMAP -
19 SUSTAINABILITY TARGET AREAS

Sustainability management Sustainability communication

* Sustainability at MAM locations

* Sustainable supply chain man-
agement

* Certifications, audits, labels

* Reporting
» Stakeholder communication

Environment Employees

* Energy & climate
* Waste
* Logistics & mobility

* Employee satisfaction
* Employee health

* Business ethics

* Values & identity

OUR COMPASS: THE MATERIALITY
MATRIX VERIFIES THE COURSE

Every experienced adventurer knows
it's important to bring a compass. It
points us in the right direction, helps us
correct our course, and we can always
rely on it. Our compass is the material-
ity matrix. It helps us to formulate the
most important questions: Which top-
ics do the stakeholders see as particu-
larly important? How are these topics
relevant from a business perspective?

30

We find answers to these questions
through a materiality analysis that we
carry out based on the GRI standards.
In short, it shows whether we are work-
ing on the right issues with our strat-
egy. A key component of this analy-

sis is a structured stakeholder survey.
page 87-88 The materiality matrix

is the heart of a sustainability strat-
egy, or the compass on our expedition.
Through dialogue with our stakehold-
ers, we constantly monitor and evalu-
ate whether the key topics are still in
focus for them.
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The matrix clearly shows: Product
safety and health are the highest prior-
ities for our stakeholders and our com-
pany. In order to respond appropri-
ately to relevant social and regulatory
changes, we have updated a number
of topics compared to the sustainabil-
ity report from 2017/2018 without con-
ducting a new stakeholder survey: As a
result of the COVID-19 pandemic, the
issue of employee health has become
even more relevant for us and has
thus become a major topic during the

m 102-44, 102-46,
102-47,102-48,

102-49, 103-1

reporting period. In addition, the issue
of sustainability management with our
suppliers is now considered essential.
We rate waste management and treat-
ment somewhat lower, but the topic
still remains material for MAM and its
stakeholders. The subject of data pro-
tection is now legally established in the
EU by the GDPR and therefore no lon-
ger classified as essential. The alloca-
tion of the main topics to our fields of
action and to the 19 target areas are
shown in a transition table. page 86

s MATERIALITY MATRIX ~

high
AN

N

Employees

Non-material topics

biodiversity

Market presence

Relevance from the stakeholder’s viewpoint

. Diversity, equality, and
Water & continuing education

P )

Strict rejection of child,
forced or compulsory
labor and other aspects
of human rights

Good employer
Occupational

health & safety

.; Supplier sustainability man-

A agement
- Fighting
Handling Data protection corruption
complaints
. Waste reduction
- . “~.  &handling Energy &
Regional value creation . emissions
Regional procurement S

g ) N
o 7
low MAM environmental and social impact assessment high
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~——— MAM VALUE CHAIN

Value chain
m102-9

A CIRCULAR PRIORITY

Every person is part of a greater whole.
And that's why the MAM value chain
doesn't stop with the end users. We
think ahead and see our business activ-
ities as part of a larger cycle. Adher-

ing to this philosophy, we design our
value chain wherever possible based
on the cradle-to-cradle principle. This
approach not only considers the manu-
facture and recycling of a product, but
also includes what happens with raw
materials after use and their recycling.

In keeping with the vision behind

this - responsible and careful use of
resources for future generations - we
are continuously working to improve
the areas of our value chain that we
can influence. Whether in product
development, procurement or packag-
ing design: We follow the principles of
the circular economy as much as possi-
ble. pages 38-47

m — MAM business activity

Raw

Subsidiaries

materials e Production and and sales

assembly

companies

Local residents

External experts (quality, environment, plastics, society)

Medical experts

p EXTERNAL STAKEHOLDERS
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From raw materials
to recycling: MAM's
corporate responsi-
bility goes beyond
its own activities.

— TN

3 Distributions and N Babies, parents RN Recycling

retail partners and society disposal
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Sustainability
management

B *

102-12, 102-18,
102-20, 102-22,
102-23

ANCHORED IN CORPORATE
MANAGEMENT

MAM's sustainability management is
integrated company-wide and is being
gradually implemented in our core
markets. Responsibility for sustainabil-
ity lies with the entire Executive Board.
The Executive Boards attends steer-
ing committee meeting several times a
year to discuss and make decisions on
relevant sustainability issues. Our sus-
tainability strategy, sustainability goals,
and implementation status are regu-
lar topics of discussion. In addition, the
committee is required to deal with the
environmental and social impacts, risks
and opportunities of business activities
in its meetings.

- GOVERNANCE

SUSTAINABILITY
STEERING COMITTEE

\J

INTERNATIONAL
SUSTAINABILITY TEAM

o

In organizational terms, the topic of
sustainability is assigned to the finance
department. Sustainability manage-
ment designs and coordinates the topic
and reports directly to the Chief Finan-
cial Officer. The work of sustainability
management includes further develop-
ment of the sustainability strategy and
goals as well as reporting.

Due to the company's decentralized
organizational structure, sustainability
measures are implemented in the vari-
ous areas and corporate functions and
in the individual subsidiaries.

MAM, and especially sustainabil-

ity management, is involved in vari-
ous initiatives related to sustainability
including the UN Global Compact.

pages 87-88

SUSTAINABILITY
PRODUCTION FACILITIES

SUSTAINABILITY
IN R&D

/

¢ 3 SUSTAINABILITY

AT MAM LOCATIONS

/

The Sustainability Steering Committee implements the sustainability strategy. The sustainability
team assumes control. They are in regular contact with those responsible for the production sites,
research and development, and companies in the various countries.
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Sustainability teams

international
By - o: IR

CENTRALLY STEERED, LOCALLY
DEVELOPED

MAM offers its products for sale in over
60 countries and is also represented
internationally with its own teams. Be

it at our production sites in Thailand
and Hungary or in our branches in the
USA and China: At MAM, we are proud
of our international workforce, with
whom we continue to push for sustain-
ability together. Our sustainability activ-
ities are controlled by the international
sustainability team. Depending on the
size of the branch, those responsible
for sustainability or teams on site also
take on corresponding tasks.

Since sustainable management and
action is and should remain a core
element of our business activities, we
have anchored the goal area “Sustain-
ability at MAM locations” in our sustain-
ability strategy. This includes a regular
exchange with the branches as well

as the implementation of targeted
measures to further promote our
awareness of the environment and
society in all of our teams.

We have already conducted sustain-
ability workshops at five MAM loca-
tions (France, Germany, Switzerland,
USA, and Sweden) in which we jointly
developed ideas on how sustainability
issues can be further enhanced at our
locations. In addition, we will set up an
e-learning system by the end of 2021,
which all MAM employees can use to
access helpful information on the sub-
ject of “Sustainability at MAM.”

CONSIDERING COUNTRY
CHARACTERISTICS

In order to meet the specific require-
ments of the different countries in
which MAM operates, we will develop
country-specific sustainability guide-
lines in 2022. These are based on

the MAM sustainability strategy and
include the regulatory and social con-
text of the various markets. During the
reporting period, we strengthened the
sustainability teams not only in Austria
and Germany and implemented a num-
ber of measures worldwide.

Austria: In addition to the international
sustainability team, which is responsi-
ble for our overall sustainability strat-
egy at MAM, the WeCare team takes
on country-specific tasks for Austria. In
2020 we added social sustainability to
the area of responsibility for ecological
sustainability. The team continues to
take care of environmental issues such
as sustainable procurement and recy-
cling. In addition, it now coordinates
corporate giving, also a topic of social
sustainability.

WeCare

%%%%% ’

Team AT

The WeCare
team imple-
ments en-
vironmental
and social ini-
tiatives at the
two Austrian
locations.
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The team can already look back on a
number of successes. One example is
the successful switch to sustainable
office supplies and recycled printer
paper. Projects to save water and green
energy are currently being moved for-
ward step by step. For example, annual
mobility campaigns motivate employ-
ees to travel to work by bike or public
transport.

Germany: Our team in Germany also
devoted itself to a variety of tasks in the
areas of environment, people, and soci-
ety during the reporting period. Like

all of our international MAM sustain-
ability teams, our colleagues in Ger-
many also report regularly on their
progress and country-specific develop-
ments. Environmentally friendly mate-
rials are used for printed materials and
packaging, such as recycled or at least
FSC-certified paper. The reduction of
required resources, in particular plas-
tic, is also a priority for the team and

is accordingly part of the Group-wide

Both employees and
guests can charge
their batteries at MAM
Germany's e-charging
stations.

The sustain-
ability team in
Germany can
look back on the
many measures
they've imple-
mented.

36

agenda. Internally, great progress has
also been made at the site in terms of
recycling and eliminating waste. And
so, the transition to paperless offices
is in full swing: Invoices are only sent
online, applications are only accepted
electronically. The transformation to
renewable energies is also moving for-
ward. Electricity is already sourced
entirely from renewable sources, the
first charging stations for electric cars
are installed and shipments of goods
are climate-neutral.




— Progress
& topics

38 Products

48 Environment
60 Employees

68 Society

76 Value creation
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Creating t;;u
for babies wWith-
safety and ca e
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E MAM Comfort

MAM has always focused on the safety and
health of babies. The MAM Comfort was
brought to market during the reporting
period. It is specially designed for premature
babies and newborns and is made of 100%
silicone. The infographic below shows how

all target areas of our sustainability strategy
pages 28-31 wWere considered when devel-
oping the MAM Comfort. One thing is espe-
cially clear: At MAM, sustainability is a holistic
process.

+ Sustainability at MAM locations
«©  * Sustainable supply chain man-
g agement
O - Certifications, audits, labels

Sustainability management Sustainability communication

* Reporting
» Stakeholder communication

* Integration of sustainability in
R&D processes

* Sustainable product design

+ Sustainable packaging design

* New business models

+ Safety and quality - all current
international and national
standards met or exceeded

MEASURES

* Less energy and CO, emissions
* No printing - less waste and no
use of inks

+ Educational work and knowl-
edge transfer on issues relating
to premature babies by MAM
and external experts

+ Developed internationally and
in close cooperation with all
departments from R&D, Market

* Pacifier is made of only one
material - no composite mate-
rial

* Less use of resources - 32%*
lighter than other all-silicone
pacifiers

* Does not contain plastic - the

raw material is quartz sand,

which is mined in europe

* Perfected in cooperation with
clinical experts
* Specially designed for the needs

Environment

* Values & identity

Employees

8 - Only one supplier, lower trans- Research, Medical Science of premature and newborn
S portation emissions Cooperation, Marketing & babies
g Sales, Compliance, Quality, and * Low weight - lips and tongue
s Production muscles are not overworked
+ Fair working conditions at + Compatible with medical devices
suppliers used daily in clinics
«» °Energy &climate + Employee satisfaction * Educational work
I - Waste « Employee health « Corporate giving
8 * Logistics & mobility * Business ethics * Health and product safety stan-

dards

Society

* Scientific reports from the WILD Hi-Precision Institute (Austria) confirm that the MAM Comfort is 32% lighter than the average weight of all other tested
one-piece silicone pacifiers. Measured weight results: 10.3g-16.6 g

Further information
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301-1,301-2, 3.2
403-7

The MAM Easy
Proven over the years, two of our most ~ Start Anti-Colic
important products promote baby bottle has been
. proven to reduce
health rlghF from the start. The MAM the risk of colic.
Perfect pacifier and the MAM Easy Start
Anti-Colic baby bottle.

Our MAM Perfect pacifier was devel-
oped along with orthodontists and
pediatric dentists: Compared to con-
ventional pacifiers, it reduces the risk
of misaligned teeth and jaws thanks
to its particularly thin neck. This has
been proven by a long-term study and
numerous clinical tests.
We are proud that the passion and care we

Breast milk is best for babies. When put into the development of MAM prod-
breastfeeding is not possible, we offer ucts is repeatedly recognized with awards
our MAM Easy Start baby bottle as a and prizes. During the reporting period, our
good alternative. Thanks to the pat- products won a wide range of awards in
ented vented base, babies swallow less countries including China, the USA, and the
air, and the risk of colic can be reduced United Kingdom: In 2020, the MAM Night
by as much as 80%%*. With field stud- Pacifier was named Best Pacifier at the

ies in Austria and the USA we were British Made for Mums Awards. MAM was
able to confirm the effectiveness of the also successful as an overall brand in China,
baby bottles. Like all of our baby bot- where MAM Baby was named “Annual

tles, the MAM Easy Start comes with a Top Imported Brand” by the web platform
unique SkinSoft™ silicone surface MAM Babytree.

teat. With its flat shape modeled on the
mother’s nipple, it makes the switch to
bottle feeding much easier for babies.

MADE FOR P
MUMS (g,

* Field study, Austria 2011, tested with 73 mothers of ]
colicky babies/ Market research, USA 2010, tested with ‘ GOLD k
35 mothers of colicky babies
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SAFETY FOR OUR LITTLE
ONES

Over the past two years, we have developed
products that support even the very youngest
children and give parents more flexibility - so
they can fully concentrate on their happiness as
a family.

MAM PREEMIE: THE IDEAL PACIFI-
ER FOR PREMATURE BABIES

In addition to the MAM Comfort, we
have developed two smaller sizes

of the full silicone pacifier: the MAM
Preemie 1 and 2. These are medical
products specifically designed for pre-
mature babies and exclusively for clin-
ical use. Seven years of research and
development have gone into these par-
ticularly lightweight pacifiers, always in
collaboration with numerous experts.
We invested a great amount of time to
make sure they meet medical require-
ments such as oral and nasal ventila-
tion or nutrition in the hospital. MAM
Preemies can also be trimmed to
ensure an optimal fit to the baby. Due
to its particularly low weight, prema-
ture babies can easily keep it in their
mouth without straining their lip and
tongue muscles.

MAM 2 IN1 DOUBLE BREAST PUMP
With our MAM 2in1 double breast
pump, expressing is now even more effi-
cient. Developed in tandem with mid-
wives, the MAM 2in1 solution combines
all the advantages of electric and man-
ual pumps meaning it can be used effec-
tively in any situation. Thanks to the
double pump, expressing works either
simultaneously or just on one side with
a total of nine different levels to choose
from. For nursing mothers, the breast
pump offers a high degree of flexibil-

ity, as expressed milk can also be given
by other caregivers with a bottle. This
makes it easier to return to the working
world, for example.

90 ML MAM FEEL GOOD GLASS
BOTTLE

In addition to the previous sizes of
170ml and 260ml, we now also offer
an option for the smallest ones with
the 90ml Feel Good glass bottle. The
bottle is made of heat-resistant boro-
silicate glass and promises our usual,
proven high quality, look and feel. With
its smaller size, it is ideal for newborns
and the ergonomic design makes it par-
ticularly comfortable and safe to grip.
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Materials
Lon oo R

For us, protecting baby health starts at
the very beginning: with the selection
of materials for our products. We reg-
ularly have experts confirm that these
materials are undoubtedly safe and of
the highest quality. In addition, we are
constantly testing alternatives to our
existing selection and carefully examin-
ing their effects on the environment -
always with the premise of safety for
babies in mind, of course.

301-1,301-2,
403-7

When selecting materials, we attach
great importance to the fact that they
are completely harmless. All MAM baby
products and packaging made of poly-
propylene are free from BPA, BPS, PVC,
and phthalates. In addition, we only
use food grade inks for printing on our
products. When it comes to procuring
materials, we work with suppliers who
develop the products together with us
and who take sustainability as seriously
as we do. We also go one step further
within the supply chain and maintain
business relationships with upstream
suppliers who are responsible for the
composition and selection of the plastic
materials. Learn more about ecology in
the supply chain in the section on Envi-
ronment. |~ pages 48-59

In order to shed light on the jungle of
different materials, we asked our col-
league Peter Guttmann to explain in
more detail. As an expert in materials,
he is the ideal person for all questions
relating to materials and sustainability.

42

Both the Skin-
Soft silicone
and natural

rubber pacifiers
are safe choices
for babies.

SPOILED FOR CHOICES

Natural and bite-resistant rubber or
clear and odorless silicone? Parents
can choose between the two teat mate-
rials for our pacifier models. “Natu-
ral rubber is made from the milk
that is tapped from the rubber trees
near our plant in southern Thai-
land,” explains Peter Guttmann. More
about our work with rubber farmers
and the Fair Rubber initiative can be
found in the section on Value creation.
pages 81-84 “Compared to silicone,
rubber has the advantage that it is
more flexible and more bite-resis-
tant. As a natural material, however,
it becomes porous more quickly.

In contrast, our SkinSoft™ silicone
has neither a rubber taste nor odor.
The synthetic material barely ages
when exposed to heat and sunlight
but is not as flexible. What is defi-
nitely clear for both options is that
they are completely safe and a good
choice for babies.”

Peter Guttmann,
Technical Researcher
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Before babies

can use our
pacifiers, they
are put through
their paces using
a 3D scanner.

Comparison of
plastic and glass
baby bottles.
Both materials
have advantages
and disadvan-
tages in terms of
the environment
and are harmless
to babies.

We use three main materials for our
MAM baby bottles. PP (polypropyl-
ene), PPSU (polyphenylsulfone), and
glass (borosilicate). All of these materi-
als have different advantages and dis-
advantages that we take into account
during development. In order to draw
up a more precise assessment, Peter
Guttman and his colleagues use,
among other things, what is known as
a life cycle analysis (LCA). This analysis
tells us exactly where the strengths and
weaknesses lie. PP performs best in
the life cycle analysis and scores points
with its light weight and low energy
and water consumption during produc-
tion. However, this plastic is a petro-
leum product and is, like the quartz
sand for glass production, a non-re-
newable resource. PPSU is another
plastic that MAM first used for a type
of bottle in China. According to our
research, this has a greater environ-
mental impact than PP, but is the most
common material in China. With the
PPSU we use, there is no migration of
BPA in accordance with Regulation (EU)
No. 321/2011 and therefore it is also
safe for babies. In order to meet the
wishes of parents, we have decided to
offer bottles made of PP and PPSU and
to provide comprehensive information
on the advantages and disadvantages
of both products. Peter Guttmann dis-
pels a myth about recycling: “Unfor-
tunately, glass baby bottles can-
not, in practice, be recycled. Due to
the required heat resistance, it has
a different composition than stan-
dard glass and therefore cannot be

further processed in standard glass
streams.” However, the heat-resistant
glass we use for our bottles has the
advantage of being able to withstand
thermal shock and is generally more
robust than conventional glass. Here
too, safety is our absolute priority.

MAM has been researching with part-
ners for years to develop alternative
and renewable materials. The demands
these new materials have to meet are
many. Naturally, they have to be abso-
lutely safe for babies. In addition, they
must be heat-resistant, transparent,
scratch-resistant, lightweight, and resis-
tant to breakage and deformation. We
want to combine these requirements
for quality and safety with the smallest
ecological footprint possible.

Peter Guttmann sums it up: “To make
a long story short, let’s look at dif-
ferent types of plastics and evaluate
their effects on the environment.
The plastics market is currently
experiencing a major upheaval and
there are many efforts to develop
sustainable materials.” Examples of
this are plastics that have been recy-
cled in various ways, either chemically
or mechanically. The team also ana-
lyzes bio-based plastics such as those
made from sugar cane or organic res-
idues from the production of vegeta-
ble oil.

With this bit of material knowledge, Mr.
Guttmann sums up the most import-
ant finding for us: “Regardless of the
material, the top priority for MAM is
that all of the materials we use, and
the products made from them, are
100% safe for babies and produced
as resource-efficiently as possible.”
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Sustainable

. . erfec
packaging design i

m 301-1, 301-2 E 12.4,12.5

During the as-is
Packaging has one main job - to pro- analysis, various
tect the product, especially ones that MAM packagings
go into babies’ mouths like those from were compared

MAM. Our vision is to develop packag- ::'ﬁ:;:g;';t:‘;

ing solutions that do not compromise sterilizing and
on safety while maintaining the lowest carry box for our
possible environmental footprint. That pacifiers.

is why the design of sustainable pack-

aging has a high priority in our sustain-

ability strategy. We are pursuing three

clear objectives: reducing our environ-

mental footprint, increasing the recy-

clability of our packaging, and using

materials that are recycled, made from

renewable raw materials or come from is happening politically, such as rele-

responsible sources. vant legislation, and the requirements
of the various retail and distribution

In 2019, we created SUPA (Sustainable partners who can only reach their own

Packaging), an interdepartmental proj- packaging targets with the help of cus-

ect that focuses on this. SUPA makes tomers like MAM. The results of the

an important contribution to reducing analysis were clear to us - only a vari-

our environmental footprint. Here, too, ety of different packaging solutions

our holistic understanding of sustain- leads to the greatest possible positive

ability is very important since we take impact on the environment. For exam-

packaging just as seriously as the prod-  ple, the pacifier starter set will continue

uct. to be supplied with the sterilizer box,
so the pacifiers can be carried easily

A PROJECT WITH A LONG-TERM and sterilized in a climate-friendly man-

FOCUS ner. pages 49-54

We analyzed the status quo of MAM
packaging at the beginning of 2020.
This phase served to build up knowl-
edge and, as is standard at MAM, was
accomplished with the help of experts.
Part of this phase included a variety

of perspectives: A life cycle analysis of

/
our existing packaging showed us its WHAT IS A L":E CYCLE
environmental effect based on vari- ANALYS'S?

ous impact categories. We have classi-

fied the global warming potential as the A life cycle analysis (LCA) is a method for analyzing
most important factor here, which we environmental impacts that considers the entire
aim to continuously reduce. We were life cycle of a product. Starting with the extraction
also able to incorporate the needs of of the raw material and on through processing,
parents through market research. In distribution and recycling - all stages in the “life”
addition, there is information on what of a product are examined.
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Overall goal

Another advantage is that you don't
have to buy another sterilizing and
carry box with each new pacifier
because it has a longer lifespan. Our
plan: We want to create a refill offer in
which new pacifiers are offered in recy-
clable packaging with the smallest pos-
sible environmental footprint. To this
end, MAM has launched a flagship pro-
ject that includes exactly this combina-
tion.

MAM'’s mission is that our packaging is
designed in such a way that it protects
the health and well-being of babies,
has the lowest possible environmental
footprint and ensures fair conditions
throughout the supply chain. We have
developed our strategy for sustainable
packaging based on this mission and
previous recommended actions. We
have come up with seven goal areas
and a total of 14 measurable goals with
specific key performance indicators
(KPIs):

Sub-goal

SMART
GOALS

OUR VISION
We want to create sustainable pack-
aging that protects the world of our fu-
ture generations.

MISSION
We develop MAM packaging
that protects babies’ health,
minimizes the environmental footprint,
and ensures a fair supply chain

!

SUPA
7 goal areas
14 SMART goals

KPI

Reduce environ-

mental impact

by 2025

Reduce the CO, footprint of consumer packaging 40% % CO, reduction

A 30% reduction of the total packaging carbon foot-
print (including distribution materials) by 2025

% CO, reduction

Increase recyclabili- All packaging materials recyclable by 2022

ty and circularity

% of the packaging material used that is recyclable

All packaging solutions recyclable by 2025

% of the packaging solutions used that are recyclable

Move to recycled,
renewable or re-

renewable or responsible materials by 2025

sponsible materials

All packaging solutions are made from either recycled, % of resources for packaging solutions that are recy-

cled, renewable or responsibly sourced materials

All paper packaging FSC certified by 2022

% of FSC-certified paper and cardboard packaging
components

40% of our plastic packaging will be made from recy-

cled plastic by 2022

Percentage of recycled plastic in plastic packaging

We will no longer use PVC in our packaging from 2022 Goal already achieved

Reduce plastic
packaging

Reduce plastic packaging 20% by 2025

% reduction in plastic packaging

Reduce single-use plastic 20% by 2025

% reduction of single-use plastic

Reduce environ-
mental impact of
paints and adhe-
sives

Exclusive use of paints that are approved for use in
food packaging by 2022

Use of ecological inks, varnishes and adhesives by
2025

Ensure fair and
healthy working

Fair and healthy working conditions throughout the
entire packaging supply chain by 2022

Percentage of suppliers that meet requirements via
certifications

conditions
Local/regional 90% of all packaging within a 200 km radius of MAM % of packaging within 200 km
procurement plants by 2022
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In my view, MAM is one of those com-
panies that was already a leader in the
field of packaging during the run-up

Manfred Tacker,
packaging
and resource

to the project. MAM was aware of the management
challenge, which ensured constructive It's not complete yet, but the focus on expert

and goal-oriented work from the begin-  recyclability and reducing the environ-

ning. It's not often that top people in mental footprint fit very well. Every

the fields of packaging technology and company has to define sustainabil-

sustainability are part of the company, ity for itself based on its own material

and this has clearly helped move the issues and those of its stakeholders.

project forward. MAM is on the right track here.

To continue leading the way in looking
at the environmental impact and circu-
lar economy of packaging and setting a

Well, the essential points of a life cycle good example for others to follow. And

analysis must be covered. Different to make this known!

materials have different effects on dif-

ferent categories. The use of plastics,

for example, has a higher abiotic use of

resources, while renewable materials

such as paper show higher values for

eutrophication or water consumption.

It is important to weigh things carefully

and make the best ecological decisions.

However, one thing is clear: All packag-

ing solutions must be recyclable, there

is no way around it.
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Welcome to
the Warld

8.0 e oo bikiss
Gt st or s et

A SUCCESSFUL FIRST ASSESSMENT é

We successfully implemented a num-
ber of measures during fiscal year
2020. As a result, we have come a lot
closer to achieving our seven goal
areas and 14 SMART goals. One of the
greatest successes was the switch to
FSC-certified materials for paper and
cardboard at our factory in Hungary. All
paper and cardboard materials for con-
sumer packaging now come from 99%
FSC-certified materials. Beyond that,
we have implemented various smaller
measures and revised some of our cur-
rent packaging solutions. With trial
products, for example, we have been
able to partially eliminate the pack-
aging for drinking bottles - a signifi-
cant saving. We have also redesigned
the packaging of the Welcome to the
World set so that plastic parts are omit-
ted, the volume of the packaging has
been reduced and recycled materials
have been used. This redesign clearly
shows how closely all of the goal areas
are linked. The design and selection of
materials in the design process have

a huge impact on the environmental
footprint.

The following measures were also

taken:

+ Plastic packaging trays (e.g. for breast
pumps) will no longer be made of
plastic, but of pressed, recycled paper

- In the future, blister packs will be
made from recycled plastic

+ Sterilizer box packaging cutouts with
J-hooks were converted from plastic
to recycled plastic

+ Optimization of bottle packaging to
contain recycled plastic windows and
FSC-certified cardboard packaging

By redesigning our
Welcome to the World
set, we were able to
reduce plastic by 25%
and cardboard by 38%.

ACHIEVE MORE TOGETHER

At MAM, we believe that we can only
achieve sustainable solutions in coop-
eration with science, other companies
and politics. We have therefore joined
the platforms “Verpackung mit Zukunft”
(Packaging With a Future), PET2PAK
and PolyCycle in order to work on sus-
tainable packaging together with other
stakeholders.

PLATTFORM
verpACKUNG bo_9)
MITZUKUNFT

SUPA OUTLOOK 2021

We also have big plans for 2021 and
the years to come: In the future, the
focus will continue to be on our flag-
ship project. In order to make our paci-
fier refill packaging even more environ-
mentally friendly, the first step will be
to switch from PET to recycled PET. In
addition, we are promoting the switch
to renewable materials and the use of
other recyclable and previously recy-
cled materials, always with the prem-
ise of of ensuring product safety and
keeping the environmental impact as
low as possible. As in many projects, we
are on a journey towards sustainability,
and we are excited to see where it will
lead us.
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Climate protection is the greatest challenge of the
21st century. We have set this topic as a strategic
priority at MAM - because nothing could be more
sustainable than working for the health and future
of babies and their environment.
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Climate along

the value chain

302-1, 305-1, w 13.2
305-2, 305-3

We have been dealing with the topic of sustain-
ability in product development for a long time. In
addition to our standard requirements such as
safety and functionality, we also deal with the
question of how our products can contribute to

climate protection.”

Thomas Rohaczek, Head of Product Design & Development

We have committed ourselves to the
philosophy of the circular economy and
have integrated corresponding objec-
tives into our value chain. In terms

of climate protection, this can only

be done together with other players,
which is why we think of this as a joint
project. This includes our international
locations, our suppliers and also our
consumers.

CLIMATE PROTECTION IS ONLY
POSSIBLE TOGETHER

We not only develop our products in
conjunction with experts in order to
fulfill the highest quality expectations,
but also to achieve well thought-out
and long-lasting solutions. For us, this
responsibility extends beyond the point
of sale, because we also need the sup-
port of our stakeholders to effectively
improve the life cycle assessment of a
product.
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T CO, REDUCTION MADE EASY

Steriliser-
Box

-77%

Parents can save a lot of energy and
CO, with the practical MAM sterilizing
methods compared to the stove top.
Simply fill the sterilizer and carry box

for pacifiers or the anti-colic bottle
with some water and heat in the mi-
crowave for 3 minutes, tightly closed.

-85%

2
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An important step in our product devel-
opment is the calculation of the prod-
uct carbon footprint (PCF). This is an
ecological measure indicating the
amount of greenhouse gases emitted
during the life cycle of a product. The
smaller it is, the lower the burden on
the environment.

The results of the PCF studies for our
MAM Easy Start Anti-Colic bottle and
our MAM pacifiers have shown: The
majority of the CO, emissions arise
from the use of the products. This is
76% for our pacifiers and 98% for our
Anti-Colic bottle. The activities that con-
sume the most energy are sterilizing
and cleaning the products - in the case
of the bottle, there is also warming the
milk. Although we can make the neces-
sary adjustments that take place before
the purchase of the products, we rely
mainly on help from parents. Naturally,
we support parents every step of the
way and have developed some exciting
solutions to make climate protection as
easy as possible.

As the study shows, stovetop steril-
ization generates the most CO,. That's
why we offer parents an energy-saving

MAM BABY BOTTLE

- ENVIRONMENTAL
FOOTPRINT

37.72

kg CO,e
per baby bottle results
over the entire life cycle*

£

* calculated and reviewed by inde-
pendent experts from denkstatt Itd.




PROGRESS & TOPICS | ENVIRONMENT

and practical alternative: Using a pac-
ifier sterilizer box in the microwave

can reduce CO, by 77%, and with our
Anti-Colic bottle even 85% thanks to its
self-sterilizing function. Parents can use
the CO, calculator on our website to
calculate these savings.

w www.mambaby.com/why-mam/

mam-sustainability/co2-calculator

We offer these solutions not only for
our Anti-Colic bottle and pacifiers:
During the reporting period, we also
launched a sterilizer box for our nip-
ple shields that is perfectly tailored to
their shape. This gives parents another
option for climate-friendly sterilizing.

~

THE FOOTPRINT OF OUR BABY
BOTTLES IS CONSTANTLY BEING
REDUCED IN COLLABORATION WITH
OUR STAKEHOLDERS.

DISTRIBUTION

FOOTPRINT STAKEHOLDER

19.35kgcoe |

bottle warming

11.5Tkg co,e
bottle cleaning

Usage,
consumers

6.3 kg CO.e
bottle sterilizing

0.32 kg COe

raw materials Suppliers, R&D
0.09kgco,e

production Our plants, R&D
0.09 kg CO.e

packaging Suppliers, R&D
0.04 kg COe

transportation Logistics Partners
0.01kgco,e

disposal Recycling Partners

/

THOUGHT THROUGH: CLIMATE
PROTECTION IN THE SUPPLY
CHAIN

In addition to use, raw materials and
production are responsible for most

of the CO, emissions in the product

life cycle. Looking at the PCF analy-

sis for the Anti-Colic bottle, it becomes
clear that there is also great potential
for reduction here. That's why we work
exclusively with suppliers who take sus-
tainability just as seriously as we do.
This is anchored in our code of conduct
page 66 and a basis for all collabo-
rations. We source 97% of our product
components from Austrian suppliers.

This has a positive effect on the carbon ) Nipp!q shields
footprint, since long transport routes in sterilizer and
carry box.

are no longer necessary, thereby reduc-
ing the ecological footprint of the end
product. In the following, we'd like to
present two of our suppliers and their
climate protection measures:

ALPLA: For 25 years now, we have
been working with ALPLA, a global
family-owned company thatis a
leader in the development and man-
ufacture of plastic packaging solu-
tions and has been committed to cli-
mate protection for many years. In
2015, ALPLA was involved in found-
ing the Climate Neutral Alliance 2025
(Klimaneutralitatsblndnis 2025)
w www.klimaneutralitaetsbuendnis2025.com,

a group of companies that now has
over 100 members and is aiming to
become climate neutral by 2025. All
Austrian ALPLA production plants
already achieved this goal in 2020.

Greiner: This Austrian company is also
a family business and offers plastic and
foam solutions for various industries.
As one of Europe’s leading packaging
manufacturers, the division Greiner
Packaging has been committed to the
sustainable use of resources through
circular economy and climate protec-
tion for years. This is done, for exam-
ple, by constantly optimizing the prod-
uct portfolio in terms of recyclability
and according to the perspectives of
the circular economy.
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As one of only twelve pioneering com-
panies, Greiner Packaging Austria was
part of the Climate Active Pact2020 (kli-
maaktiv Pakt2020) and took targeted
measures to reduce CO, through-

out the value chain. As a result of this,
production processes, among other
things, were changed that have already
increased energy efficiency for com-
pressed air by 40%. The company has
set itself ambitious goals in the area

of climate protection: All Greiner AG
plants in Austria are already running
on green electricity and by 2030, 90%
of the electricity at all locations around
the world is to be obtained from
renewable energies.

ENERGY EFFICIENCY IN

OUR PLANTS

The PCF analysis shows that produc-
tion also causes a not inconsiderable
proportion of CO, emissions. To reduce
these in the long term, we are con-
stantly looking for ways to reduce our
environmental footprint at our produc-
tion sites. We rely on renewable ener-
gies such as solar power in our plants
and constant modernization mea-
sures in order to continuously increase
energy efficiency.

In Hungary, MAM can now look back
on a history that spans more than 30
years. Since the last major renovation
of the plantin 2015, additional mea-
sures have been implemented with a
particular focus on energy efficiency:
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THREE STEPS TO
CLIMATE-NEUTRAL
PRODUCTION

The environment and climate
protection are very important at
MAM. Therefore, we have always
taken measures in our plants to make
production as resource efficient as
possible and thus counteract climate
change. In the future, we also plan to
offset those emissions that we cannot
avoid gradually through climate pro-
tection projects.

Expansion

of renewable
energy af our
production
sites

Increase
energy
efficiency in
production

Compensate
for unavoidable
CO, emissions




PROGRESS & TOPICS | ENVIRONMENT

* Installation of a photovoltaic sys-
tem: The output of the 460 solar pan-
els installed in 2017 was increased
from 120 kWp to 357 kWp during the
reporting period - therefore we gen-
erate three times more solar energy
than before.

Lighting: Daylight is often sufficient
thanks to the generous window
areas. We have also installed energy-
saving LED lights that are activated
by motion detectors. This is effective
and on top of that saves even more
energy.

Heating and hot water: Hot water is
generated by a solar thermal installa-
tion. Through the use of a compres-
sor, any excess heat is reused for
heating air. In addition, the produc-
tion area is heated using a modern,
energy-saving heat pump. Air condi-
tioning systems and heat exchangers
ensure that the temperature is opti-
mally controlled.

The successful implementation of these
steps has been externally confirmed
with ISO 14001:2015 environmental
management systems certification. In
addition, we are planning to introduce
certification for our energy manage-
ment (ISO 50001: 2018) with clear goals
towards the climate-neutral produc-
tion of our pacifiers, bottles, and other
products. Furthermore, we have energy
audits carried out by experts on a reg-
ular basis in order to identify additional
opportunities for improvement.

Our plant in Kabinburi, a province near
the capital Bangkok, was built in 2016
to the latest energy efficiency stan-
dards and we are constantly imple-
menting new measures for further
improvement.

* Photovoltaic: About 1,700 solar pan-
els with an output of 350 kWp are
mounted on the roof of the plant. This
allows us to generate about 40% of
the electricity we need. We feed the
surplus energy that is generated a
few months of the year into the pub-
lic grid free of charge, thus making a
contribution to the community.

+ Lighting: LED lamps are installed
throughout the plant, which save
energy and provide pleasant, day-
light-like lighting.

kWp of power
are generated by the solar panels
on the roof of the Hungarian plant

Photovoltaic
system in

. . Vaskeresztes
* Heat management: In tropical Thai-

land there is often high humidity to
deal with, which frequently reaches
90% during the rainy season. To
better regulate temperature, we
designed a ten-centimeter-wide air
cushion between the wall and outer
facade of the building and planted
greenery around the facility, which
contribute to a pleasant climate inside
through evaporation and transpira-
tion. If it does get too hot, relief is pro-
vided by a heat condensing dry cooler
in the production area and an inde-
pendent chill water system with state-
of-the-art ventilation. Motion detec-
tors and temperature sensors ensure
that cooling is only used where it

is needed - maintaining a constant
room temperature of 25 degrees and
50 percent relative humidity.

The production facility is already ISO
14001:2015 certified. Thanks to the
measures mentioned above, we have
already saved over 1,000 tons of CO,
annually.
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Climate protection has a high priority

at MAM France, and we are well aware
of our responsibility in this regard. That
is why we calculated our CO, footprint
and derived reduction targets from

the results, for example in the areas of

logistics and sales.”

Lionel Chenais, General Manager MAM France

CLIMATE PROTECTION CONCERNS
EVERYONE

Even the smallest change in the life
cycle of a product can have a major
impact on the climate. Being aware of
this, we are also working on continuous
improvements at our other locations.
For example, our sustainability teams
are dedicated to increasing electromo-
bility and improving logistics, as these
factors also contribute to minimizing
the long-term ecological footprint.

MAM FRANCE

The team in France achieved a com-
pany-wide milestone in 2020, becom-
ing the first location to calculate its
complete carbon footprint. This mea-
surement is already part of MAM baby
products, as the PCF studies for our
Anti-Colic bottles and pacifiers show.
Having an insight into the emissions of
the site and the transportation involved
gives us the chance to identify further
opportunities for improvement in the
respective companies located there.
The carbon footprint has been calcu-
lated “from cradle to grave”. It means
that all activities from production, office
work, distribution to the usage and the
end-of-life of our products have been
incorporated. The results showed us,
that our total carbon footprint was
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40,500 t CO, in 2019. From the results,
MAM France has derived measures
that will be implemented in the current
year.

MAM AUSTRIA

When it comes to climate protection,
the WeCare team at MAM in Vienna
takes a hard look at the issue of mobil-
ity. There is a comprehensive mobility
campaign every year, showing employ-
ees different low-emission transporta-
tion alternatives. In addition to cam-
paigns such as “We bike to work,”
employees who travel to work with
public transportation were rewarded
with book vouchers. As a company,
MAM also leads by example by offset-
ting CO, emissions generated by busi-
ness trips.

We bike to work -
MAM Austria
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Waste along

the value chain

306-1, 306-2,
306-3, 306-4,
306-5

B "

During the reporting period, we
launched extensive projects with the
aim of reducing the consumption of
resources along the entire value chain.
The principle of Refuse - Reduce -
Reuse - Recycle serves as a guideline
for us.

As already shown in the section
“Sustainable Packaging” pages 44-47,
we have, among other things, made a
large part of our packaging recyclable.
With project SUPA (Sustainable Pack-
aging), we are continuing to take steps
as part of our sustainability strategy.
In order to identify ways of eliminat-
ing waste in other areas of our value
chain as well, we first worked out a
context specific to MAM. The revision
of our packaging materials offered us
the greatest potential to have an influ-
ence and implement changes. We face
two challenges in the rest of the value
chain:

1. Since we make no compromises
when it comes to product safety, we
have to compromise regarding recy-
clability: Pacifiers consist of three
components, teats made of silicone
or natural rubber and the knob and
shield made of PP plastic. To ensure
that the teat, knob and shield are
completely safe to use and cannot
be bitten through by the baby, these
three parts must be very tightly con-
nected. This limits the recyclability of
the pacifiers.

2. The initial steps along the value
chain, such as raw material
extraction of PP (but not of natural
rubber) and subsequent processes
are beyond MAM's control.

We have taken these circumstances
into account in setting our goals and
work with our suppliers wherever pos-
sible to ensure that as little waste and
rejects as possible occur in all aspects
of production.

OVERVIEW OF THE
STATIONS IN THE
“"WASTE CHAIN"

Upstream

* Raw material extraction
* Raw material processing
+ Component production

H&

« Component production inc.
assembly (Thailand)
+ Assembly of components
(Hungary)

Downstream

I%

* Distribution
* Use phase
* End of life

=
o
=
m
E
I
o
£
=
I~
o
c
=
—
S
w

55




MAM SUSTAINABILITY REPORT | 2019/2020

Raw material extraction Raw materials

processing

Component production

Main impacts  + Waste from resource * Waste from raw mate

ri- +Waste from plastic,

(where waste extraction (e.g., al processing paper processing
is generated) petroleum, rubber * Sprue
milk, wood) * Rejects
Measures Though outside of MAM's || Though outside of MAM's ||« Sprueless production

sphere of influence,

the production process
has been established
for many years and is
designed to be resource
efficient.

sphere of influence,
the production process
has been established
for many years and is

efficient.

+ Packaging savings

designed to be resource

Sprueless production
In this area, we developed several solu-

tions in cooperation with our suppli- P
ers during the reporting period that «&
o

made it possible for us to save around
five additional tons of plastic in both

2019 and 2020. What began with a pro-
cess for the waste-free production
of our pacifier shields has now been

MAM Air Pacifier

Baby'’s Tooth- Storage Solution  Sterilizing and
brush - safety for breast milk carry box
shield

expanded to include other elements of
our product range:

— APPROXIMATELY 5,000 KG OF PLASTICS WERE ADDITION-

ALLY SAVED DUE TO SPRUELESS PRODUCTION BOTH IN
2019 AND 2020.

Component production and
assembly (Thailand)

Assembly of
components (Hungary)

Main * Non-hazardous waste » Non-hazardous waste (plastic, paper,

impacts (plastic, paper, residual residual waste, rubble)

(where waste, rubble) - Rejects

waste is - Rejects - Disposal

generated) - Disposal + Hazardous waste (i.e., paint, cleaning
agents)
- Disposal

Measures » Ongoing evaluation of » Non-hazardous waste

preventive measures
+ Recycling rate: 100%

- Waste reduction
- Collection of recyclable materials,
increase in recycling rate
+ Hazardous waste
- Separate storage
- Collection and disposal
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Exemplary: Waste reduction at the
Hungarian plant

At our plant in Vaskeresztes, Hun-
gary, the individual parts are assem-
bled into finished pacifiers, bottles and
much more. This process can lead to
rejects, i.e., faulty products that are
not approved for sale. Recently, the
introduction of a new construction of
our MAM Original 6+ and 16+ pacifi-
ers resulted in an increase in the reject
rate to an unusual 8%. We performed a
detailed audit of the process and were
able to determine and eliminate the
causes. The reject rate is now 0.1%.

This value is even lower than the initial
number before the construction adjust-
ment.

Bit by bit to sustainability:

Waste management

Non-hazardous waste such as paper,
plastic and other recyclable materi-
als are collected in a dedicated area
and picked up by a recycling company.
We have contracted a company spe-
cializing in hazardous waste to ensure
proper disposal. There is also a special
restricted access area at the plant for
this waste.

? THREE QUESTIONS FOR:
® TAMARA SPILAK, S-HSE (SYSTEM
HEALTH, SAFETY & ENVIRONMENT)
ENGINEER AT THE MAM PLANT IN
VASKERESZTES

WHAT ARE THE GOALS THAT MAM
HAS SET REGARDING WASTE MAN-
AGEMENT IN VASKERESZTES?

In our plant, we have set ourselves
goals in various areas that we are con-
stantly evaluating. First, we want to
reduce the total amount of waste by
5% annually. Second, we ensure that
as little waste as possible ends up in
the landfill but can be recycled instead.
And we are always on the lookout for
partners who can show us alternative,
resource efficient methods of recycling
and processing waste.

WHAT ARE THE MAIN MEASURES
THAT HAVE BEEN TAKEN TO RE-
DUCE WASTE?

Over the past two years we have man-
aged to reuse most of the trans-

port packaging we receive. We have
arranged with our suppliers that they
take them back and reuse them. Inter-
nally, we also use the boxes again since
they are quite sturdy and suitable for
other purposes.

Tamara
Spilak

WHAT MEASURES ARE YOU TAK-
ING TO REDUCE HAZARDOUS
WASTE?

Of course, we already follow all regu-
lations for handling hazardous waste,
but we have also taken some measures
beyond that. For example, we collect
and separate waste before it is profes-
sionally disposed of by a specialized
service provider. In terms of reduction,
for example, we reviewed our selection
of materials and replaced our clean-
ing agent with a more effective vari-
ant. Among other things we have also
improved the cleaning process of paint
buckets, thus greatly reducing material
consumption.
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When looking at the individual steps, it
becomes clear that waste management
is a holistic process that must be con-
sidered in all departments:

* Process management: In purchas-
ing, we have improved planning
since lower inventories lead to fewer
expired product parts.

« Digitalization: Warehouse logistics
benefitted from the introduction of
paperless solutions and the associ-
ated reduction in paper waste. An
electrical data acquisition system
installed in 2020 also resulted in less
paper consumption and waste since
administrative tasks can now be per-
formed digitally instead of on paper.

Downstream

Distribution Use phase

* Materials management: We have
adapted materials to our needs, such
as the use of a solvent with a longer
shelf life and are taking targeted mea-
sures to extend the service life of pro-
duction equipment.

The implementation of these mea-
sures is supervised by personnel from
the quality department. This includes,
but is not limited to, monthly audits
performed by external experts. For
instance, new partners are also being
sought for the recycling of materials in
order to continuously improve our pro-
cesses.

End of life

Main « Disposal of outer pack-  + Disposal of retail pack-  « Disposal and recycling
influence aging aging of products
(where waste  * Unsold products
is generated)
Measures « Recyclable outer + Recyclable retail pack- + Upcycling projects
packaging aging * Recyclable products
* Product donations + Set up separation
systems

Distribution Use phase

The objectives in this area are closely
linked to “sustainable packaging,” see
the section on sustainable packaging
pages 44-47 for more information.

In order to avoid waste in this area, we
are concentrating on further increasing
the recycling rate. All packaging materi-
als should be recyclable by 2022 and all
packaging solutions by 2025 - this also
includes outer packaging. Unsold prod-
ucts are made available as donations
as part of an international process.
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This also falls under the stated objec-
tives of our sustainable packaging proj-
ect. Most of our packaging is already
recyclable and we are continuously
working on converting the remaining
part as well. To ensure the achievabil-
ity of these goals in the use phase, the
expansion and availability of recycling
systems are also important, and MAM
is involved with initiatives to this end.
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End of life

The possibilities of recycling in the field
of plastics are mainly limited to mate-
rial recycling of the packaging. One

of the reasons for this is that packag-
ing makes up the majority of waste, it
can be collected centrally, and compa-
nies and service providers often share
the costs. Because of this, blanket solu-
tions are often not possible for every-
day items.

In some communities in the United
Kingdom, Switzerland, or Sweden, seg-
regation systems are being developed
that make it possible to recycle com-
mon plastic items. For this reason, our
bottles can currently be included in
the recycling stream only in selected
regions with appropriate segregation
systems. Our pacifiers are made of
almost inseparable materials and can-
not be recycled at the moment. This is
why we have been focusing on upcy-
cling initiatives for years. These have
the advantage not only of extending
the life of our products, but also that
upcycling promotes creativity and envi-
ronmental awareness among families.

Upcycling projects
by MAM customers
and MAM employees

This is evident in the fantastic ideas we
receive from our community via social
networks such as Facebook and Insta-
gram. We share these ideas through
our various channels and also publish
handicraft instructions on our website.
w www.mambaby.com/why-mam/mam-sustain-
ability/mam-upcycling From fairy |ightS made
with MAM pacifiers to small bottles that
can be converted into vases or given

a second life as candles - there are no
limits to creativity. Our MAM teams
around the world also have a variety
of ideas. At MAM China, pacifiers that
aren't sold are given a creative, new
lease on life. For example, the pacifiers
are ideal for decoration, arts and craft,
and can be used to embellish picture
frames or refrigerator magnets.

worldwide.
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3 G000 HEALTH
AND WELL-BEING

DECENT WORK AND
ECONDMIC GROWTH

o

-l 6 PEACE, JUSTICE
ANO STRONG:
INSTITUTIONS
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The health of our employees, their satisfaction and fair
treatment are essential, core issues for MAM. The pan-
demic was a great challenge for us in 2020. But we man-
aged to overcome the difficult conditions with great team
spirit. With the new measures, the health of our employees
has become even more important to us.
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401-2, 403-2, 3.8,8.8
403-3, 403-4,
403-5, 403-6

COVID-19 brought the world to a stand-
still at the beginning of 2020 and has
since claimed countless lives across
countries and continents. It was clear
to all of us: Health is in no way to be
taken for granted. At MAM, we have
also paused to once again sharpen our
attention on the subject. In addition to
the safety of our employees, we have
increasingly focused on health.

One of the major challenges last year
was to keep our employees safe while
maintaining production at the same
time. To this end, we introduced com-
prehensive protective measures such
as strict mask and distance require-
ments in our plants in Hungary and
Thailand - and of course at our loca-
tions without production as well. We
provided masks and disinfectant and
performed temperature checks at the
plant entrances. In addition, during

“Safety first”: To pro-
tect themselves and
others, MAM employ-
ees are provided with
FFP2-masks already at
the beginning of the
pandemic.

the intense phases of the pandemic,
care was taken to ensure that employ-
ees from the various departments took
their lunch breaks separately. Visitors
were required to fill out a form with
information about their health.

MAM colleagues during
avideo conference.
Video calls and online
meetings were estab-
lished at MAM even
before the pandemic.
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Nearly 200 employees
took partin the Health
Day 2020 in Vaskeresztes.
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For specific cases or potential infection
with COVID-19, we have established
protocols: Should an employee show
symptoms, the HR department must
be informed immediately. A test is per-
formed in the next step. If the result is
positive, the department will begin con-
tact tracing in the workplace to deter-
mine the chain of infection.

In March 2020, MAM Germany intro-
duced a crisis team that followed cur-
rent developments and determined
actions for the employees. The crisis
team was available to all colleagues
around the clock and exists to this day.

HEALTH ALSO REQUIRES MENTAL
SUPPORT

Wherever possible, MAM employees
have been able to work from home
since the outbreak of the pandemic.
This new situation was not always easy
for some team members. That's why
we also made the mental health of our
employees a priority. The MAM USA
team received two days of special paid
leave, known as Mental Health Days.
At MAM Brazil, employees were given
the opportunity to take advantage of
discounted psychological care via an
online platform. In addition, a survey
was conducted to find out whether our
employees felt safe and well cared for
by MAM during the peak phases of the
pandemic.

STAYING FIT AROUND THE GLOBE
Whether working with maximum con-
centration in the laboratory or click-
ing from meeting to meeting on a
monitor - the average workday of

our colleagues around the world var-
ies greatly. To address these different
needs, MAM provides our employees
with a wealth of different initiatives and
benefits. Additional accident and sick
insurance, flu shots in the office, and
online fitness classes are just a few of
the benefits MAM has to offer. We are
particularly looking forward to offer-
ing initiatives such as yoga and mas-
sages for our team members again in
the future .

In the area of health care, we offer sup-
plementary insurance for our work-
force: currently at our locations in the
USA, Cyprus, Thailand, Brazil, and Scan-
dinavia. We organize further offers in
cooperation with external partners.
Our team in Austria benefits from reg-
ular medical care through an occupa-
tional health centre. Our employees

in Brazil have discounted access to a
platform that allows them to use over
1,000 gyms nationwide.

First-aid courses and regular health
checks, for example, are on the agenda
for employees at our plants. In Vask-
eresztes we organized our first Health
Day in 2020 with around 200 partici-
pants. In order to strengthen preven-
tion, participants were able to undergo
medical checks and learn about healthy
eating and mental health.

Many of our offerings are developed
on demand, such as in Thailand. Here
we found that many of our employ-
ees have a high body mass index (BMI).
Many of them mentioned that there
were no opportunities for sports activ-
ities near their homes. The solution
was obvious to us. We now offer regu-
lar sports courses on our factory prem-
ises. As an additional offer, our employ-
ees in Thailand receive special benefits
such as vaccinations and preventive
measures against diabetes or high
blood pressure.
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HOW DO YOU KEEP THE WORK-
FORCE HEALTHY?

We carry out an extensive health check
on new employees to ensure that they
are up to the requirements of the job.
Our current team members are also
examined once a year.

HOW DO YOU CONTRIBUTE TO
OCCUPATIONAL SAFETY?

We regularly evaluate risks and imple-
ment improvements to avoid accidents.
For example, we replaced the exhaust
hoods in the painting department. They
can now completely remove any result-
ing fumes.

WHICH MEDICAL TOPICS DO YOU
INFORM EMPLOYEES ABOUT?

We discuss the results of the regu-

lar examinations together with the
employees. In addition, employees can
see me during office hours with any
other health-related questions.

In addition to the numerous health-
promoting measures we offer our
employees worldwide, occupational
safety is also a top priority at our
plants. We have therefore created
resources that, in addition to respon-
sibility for risk management, actively
implement new measures.

The more than 500 employees at the
Hungarian plant can take advantage of
many different health benefits during
their workday to keep themselves men-
tally and physically fit.

Regular risk analyses are part of risk
management. They make it possible to
identify certain stumbling blocks and
enact countermeasures in good time.
In the event of a work-related acci-
dent, we evaluate it and conduct a root
cause analysis to prevent future risks.
For example, there was a minor colli-
sion between forklifts in the warehouse
at our plantin Hungary. Corrective
measures were taken immediately: We
revised the traffic rules and carried out
appropriate training courses with our
warehouse employees.

We perform a root cause analysis after
all accidents. Through a combination of
training and improved processes, we
aim to further reduce our already low
accident rate. There were no serious
accidents at work during the report-
ing period. Of course, our employees
can find information about the appli-
cable rules at any time. At each MAM
location, there are manuals on occupa-
tional health and safety.
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401-2, 401-3, 5.8, 8.8
404-1

MAM sells its products worldwide. Just
the same, the values that make up our
family business have remained a cen-

tral part of our identity. The only differ-

has grown. And just like the health of
our employees, their satisfaction is very
important to us. Issues such as equality
and the reconciliation of work and fam-
ily life are of great importance to us.

MAM supports mothers and fathers

in balancing family and professional
life. Flexible working time models, flex-
time, working from home and part-time
arrangements make it easier for them
to pick up their children from school

or to care for a runny nose. For us, it
goes without saying that fathers also

ence from the early years: Our family take parental leave. We whole-heart-
edly support this. With us, mothers
and fathers don't have to worry about
parental leave and professional success
being mutually exclusive: a return to
management positions is also ensured
and supported. The mutual exchange
of options and career paths is very
important to us.

We don't only create good structures
for parents. Children don't come up
short with us either. For example, MAM
Austria has been organizing day-care
for children aged 6 to 11 during the
summer holidays for years. The chil-
dren are looked after for a whole week
and can fully enjoy their summer holi-
days on exciting outings. MAM shares
the costs with its employees.

ﬁ r berufundfamilie

“As a manager, it is

also possible for me

to balance work and
family life” - Marina
Schmid-Lobinger, Global
Head of Sales & Com-

Our understanding of equality is not
only expressed in parental leave, but
also in pay. We explicitly addressed this
point in 2020 and developed a new sal-
ary process for MAM Austria as part

of the EU-funded “Equal Pay Project.”
At the start of the project - carried out
with the help of an external consul-
tant - there was an analysis of the cur-
rent situation and the identification of
weak points. The results helped us to
design a new structure with the aim of
creating more transparency and uni-
form rules.

mercial Excellence.
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At MAM in Austria, every second
employee benefited from continu-
ing education during the reporting
period. In recent years, MAM has
been able to support a total of 90% of
the training requests from employees.

€

In 2020, we launched various projects
at our global locations to strengthen
satisfaction within our teams. We also
took into account the unique pandemic
situation.

MAM USA: In order to feel good, there
has to be the right balance. For exam-
ple, while schools and day-care were
closed during COVID-19, MAM employ-
ees with children were able to benefit
from additional flexibility while work-
ing from home. The work week at MAM
USA starts with Monday morning team

meetings where interesting facts are
exchanged about each other through
ice breaker activities before key prior-
ities for the week are shared. In addi-
tion, regular team get-togethers and vir-
tual events are organized. Therefore,
the team not only receives support on

a working level, but on a personal level
as well.

MAM France: In order to loosen up
everyday life in the home office a lit-
tle, the MAM France team met online
once a week for “Wake Up Thursday.”
The employees took turns deciding
the format so, for example, everyone
could put their knowledge to the test
in a music quiz. The joint activities pro-
moted a feeling of togetherness within
the team during this new situation.

MAM Scandinavia: For our employ-
ees in Scandinavia, the motto “if you
rest, you rust” applied during the lock-
downs. To make a daily walk a routine
during the pandemic, the team started
a competition to achieve the highest
daily number of steps. A large number
of digital events were also organized so
that colleagues could stay in touch. For
example, people could share Christmas
dinner online and after-work meetings
on online platforms allowed people to
enjoy relaxed conversations.

Our MAM China
team during a team
building event.
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Business ethics

102-16, 205-1, m 16.5
205-2, 205-3,
408,1, 409-1,

410-1, 411-1,
412-1

SOFT VALUES - A HARD
CURRENCY AT MAM

MAM is a value-driven company. With
this in mind, we want to ensure that
our business activities are based on
ethical principles. Though we might
wish that everyone would instinctively
“do the right thing,” it can be much dif-
ferentin practice. In order to prevent
conflicts of interest and possible mis-
conduct, we have developed the MAM
Code of Conduct. This builds upon the
guidelines of the UN Global Compact,
which was concluded between compa-
nies and the United Nations with the
aim of making globalization more social
and ecological. W www.unglobalcompact.org
We also included MAM's own values
when drafting the document. The
code, which is available in German and
English, is an important instrument for
defining the framework for our busi-
ness activities. It also gives new and
current trading partners, suppliers
and other stakeholders a clear insight

N\

MAM Code of Conduct

The MAM Code of\
Conduct contains a
set of rules that are

applicable at all MAM
locations.

J

N\

~

our Code of Conduct
applies worldwide to MAM em-
ployees, business partners, and
our suppliers.

J

into our expectations of cooperation.
How we communicate and verify these
expectations along our supply chain is
explained in more detail in the section
on Value creation. page 81-84

A THREE-PRONGED ANTI-
CORRUPTION PROGRAM

In formulating our sustainability strat-
egy, we also focused on the issue of
corruption and developed a plan for
implementing an anti-corruption pro-
gram during the reporting period. It
consists of three elements: a written
set of rules, training, and an anony-
mous process for reporting suspected
cases.

We promote a culture in which all
employees are aware of the predom-
inant risks of corruption and under-
stand what they need to do in such a
situation. The MAM Code of Conduct
documents how we envision fair treat-
ment and what makes us successful
together. The fundamentals of team-
work can also be found there, as well
as principles for dealing with difficult
situations. This could be dinner with a
new business partner who suddenly
offers generous gifts, possible conflicts
of interest, or the disclosure of confi-
dential information.

We incorporate these guidelines into
the company and our teams through
additional training. It is important to
us that our employees feel safe and
informed at all times. We plan to con-


https://www.unglobalcompact.org/
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duct these training sessions starting in
the second half of 2021 and include our
entire workforce.

The third element of our anti-corrup-
tion program is the reporting system. It
gives our employees the opportunity to
anonymously report suspected cases
of corruption. Reports are processed
and examined, accounting for the leg-
islation and context of the respective
country.
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Knowledge transfer

B~

Experts from various disciplines and
research institutes, such as pediatri-
cians, developmental educators, den-
tists, and midwives, work on each and
every MAM baby product. This is how
we ensure that the functionality, shape
and material of all MAM products are
based on state-of-the-art research.

This network is a valuable resource for
MAM, and we actively maintain it. It is
equally important to us to promote the
exchange between the different fields of
research. We also pass on the informa-
tion we gain to parents - either directly
on our website or through events and
on social media. Digital events have
been an important way to continue con-
necting with our community, especially
during the COVID-19 pandemic.

The mutual networking of experts is
important to us, and we are therefore
specifically committed to the trans-

fer of knowledge. We organized events
and projects around the world during
the reporting period that conveyed
knowledge about infant health and also
shared information about viruses and
pregnancy in the context of COVID-19.

ASKED AND ANSWERED -
RESOURCES FOR EXPERTS

Our record in the reporting period
shows the diversity of our commit-
ment and far-reaching network. We
currently collaborate with more than
9,000 experts and have access to over
10,000 scientific studies via the data-
base of the International Children Med-
ical Research Society (ICMRS). To this
end, we maintain a dedicated website
for healthcare workers, where we offer
summaries of scientific studies. Inter-
ested parties can currently access 37
studies and obtain information quickly
and effectively.

Furthermore, we provide our network
with a wealth of informational materi-
als that have been specially created to
inform parents. In doing so, we always
make sure to offer materials for inter-
national use as well, using pictures
instead of words. During the reporting
period, an information sheet on breast-
feeding was added to the existing post-
ers on oral hygiene and Sudden Infant
Death Syndrome.

One topic we are particularly commit-
ted to is that of Sudden Infant Death
Syndrome (SIDS), one of the most
feared risks for babies. We support
the work of the international research
community and provide information.
For example, we have launched infor-
mation campaigns in various coun-
tries such as the United Kingdom, Italy,
China, and Brazil. The aim of these is
to make parents aware of the risks and
to inform them about preventive mea-
sures.

9,312

number of medical experts
in the MAM network.
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In addition to the transfer of knowl-
edge between experts, we also sup-
port the transfer of knowledge from
experts to parents. During the report-
ing period, we promoted the exchange
of information and knowledge on the
topic of infant health in various coun-
tries through events and informa-

tion campaigns. Due to the worldwide
COVID-19 pandemic, we had to get cre-
ative in order to hold our events. We
were often able to switch to digital
events and connect participants with
one another online.

When the COVID-19 pandemic broke
out at the beginning of 2020, MAM
reacted quickly and provided a collec-
tion of important information for preg-
nant mothers, breastfeeding women,
and parents on our website:

www.mambaby.com/covid-19/faq

When compiling the information, we
referred exclusively to established
organizations such as the World Health
Organization (WHO), UNICEF, or the
Center for Disease Control and Preven-
tion (CDC). Additional measures and
content for parents were provided via
social media and a special newsletter.

A number of events on the subject of
knowledge transfer were held in Swit-
zerland during the reporting period.
The MAM Specialist Event has been
held since 2018 and is aimed at profes-
sionals in the field of infant health. The
symposium was held in Zurich in Octo-
ber 2020 and covered a wide range of
topics. From a lecture on child motor
development to child endangerment
to the optimal support of single moth-
ers, the selection of topics was highly
praised by the participants. Due to the
positive response, MAM will continue to
hold the conference every two years.
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Exchange be-
tween medical
But MAM doesn't just want to give experts was
experts in Switzerland the opportunity promoted
. at the MAM
to ask questions, parents should have switzerland
the chance to as well. That's why we symposium.
hold regular Q&A sessions with midwife
Franziska Summermatter on Instagram.
Those interested can ask questions that
are important to them beforehand and
these will then be answered profes-
sionally and in detail.

In Brazil, MAM offers a variety of activ-
ities that increasingly focus on digi-

tal offerings, as more people can be
easily reached in this way. We devel-
oped a further training offer for experts
with our video course “Dental care
during pregnancy and dental hygiene
for babies.” The course, conducted by
renowned pediatric dentist Dr. Gabriel
Politano, reached 40 health profes-
sionals from around the country and
received excellent feedback. In order

to make the learning experience com-
plete, the participants received course
materials, product samples and a certif-
icate of participation.

Pediatric dentist, Brazil


https://www.mambaby.com/covid-19/faq/
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In the UK, MAM offered parents
courses that give tips and tricks for
before and after childbirth. Parents
could ask their questions during weekly
sessions held by a midwife. When the
course was switched to online formats
because of COVID-19 we welcomed as
many as 550 participants. For those
who preferred more individual care,

it was possible to make appointments
with the midwife via video call. During
these calls, questions about feeding the
baby were specifically answered and
parents benefited from 20 minutes of
free advice.

MAM UK continued
to answer questions
from parents through
online courses.

Further information
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Standards
m 403-7, 416-1 E 17.6

MAM product development is based
on the highest standards of quality and
safety. Since the early years of MAM,
we have been committed to the high-
est safety standards for baby products
at the EU level. This has enabled us to
play a key role in raising product stan-
dards not only in Europe but worldwide
for the baby industry. Product safety is
closely linked to baby health - which is
why it is especially important to us.

In order to not only comply with the
numerous safety standards but also to
exceed them, we at MAM set ourselves
particularly strict standards. Our MAM
quality standards are successfully inte-
grated from the start of every product
development process.

To date, MAM has had 28 technical
inventions protected in 274 patents
and has had the design of 54 products
and 247 design patents secured.

Safety and quality can only be guaran-
teed through rigorous checks. These
are carried out at our MAM in-house
laboratory. Our bottles and pacifiers
undergo more than 1,000,000 prod-
uct tests per year with 68 different test
methods involving over 12,000 work-
ing hours.

STANDARDS FOR BABY PRODUCTS:
SAFETY IS IN OUR DNA

Our founder Peter Rohrig has been
advocating standardized safety spec-
ifications for pacifiers, among other
things, since MAM's early years. In the
80s there were only pacifier standards
in individual EU countries and no bind-
ing guideline for Austria. This continu-
ous commitment makes Peter Réhrig,
and therefore MAM, an expert in the
field of product safety. We also brought
this knowledge to bear in the devel-
opment of the first European stan-
dards, which were drafted from 1990
onwards. Peter Rohrig was appointed

72

chairman of one of the working groups
related to CEN/TC 252, the standard for
baby products, and still holds this post

today.

With his involvement the following
standards were developed at EU level,
and are also being duplicated interna-
tionally:

+ EN 1400: Standard for pacifiers

+ EN 14350: Standard for baby bottles,
drinking teats, drinking cups, etc.

+ EN 12586: Standard for pacifiers
holder

+ EN 12868: Standard for stricter nitro-
samine limits in baby products

+ EN 14372: Standard for cutlery and
feeding utensils for babies

QUALITY ASSURANCE AT MAM:
FOR US, SAFE IS NOT SAFE
ENOUGH

At MAM we have developed our own
quality process that goes above and
beyond international standards. To do
this, our in-house laboratory brings
together all the standards in use world-
wide for comparison, and then ensures
that our MAM standard exceeds these
minimum requirements.

Our products are subjected to numer-
ous, random tests before making their
way to parents and babies:

* The pacifier standard (EN 1400: 2018)
sets a minimum value of 120 Newton
(N) for tensile strength. The internal
MAM limitis 160 N.

+ Likewise, the pacifier standard (EN
1400: 2018) states that the tensile
strength between the pacifier head
and the pacifier shield must be at
least 120 N. At MAM the limit is 350 N.

* The standard for drinking equipment
(Baby bottles and teats, drinking cups
EN 14350:2020) does not include a
mandatory drop test. At MAM our
drinking vessels must survive up to

ten falls from a height of up to 138 cm.

The pull test
guarantees that
the teat cannot

be separated
from the pacifier
shield.
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THE MAM QUALITY PROCESS
IN NUMBERS (2020)

>12,000

working hours

>1 MILLION

MAM products

with 2,500

laboratory tests

40

different test procedures
for pacifiers

28

different test procedures for
bottles

12

The result is an extremely low rate
of complaints with only 12 per one
million products (2020).

MAM products un-
dergo an extensive
quality assurance
process.

* Furthermore, the standard for drink-
ing vessels (baby bottles and teats,
drinking cups EN 14350:2020) does
not contain any requirements for bite
resistance. The internal MAM guide-
line on the other hand presumes,
that bite tests are performed with the
machine both for bottle and pacifier
teats.

* The material and design guide-
lines for baby cutlery and dishes
(EN 14372:2004) do not contain an
impact resistance test. The MAM
requirement for the cutlery, how-
ever, is to withstand five blows from a
height of 700 mm in accordance with
the pacifier standard.

* The same standard mandates a drop
test with five drops from a height of
85 cm, while the internal MAM guide-
line calls for ten drops from a height
of 138 cm.

TRUST IS GOOD, (QUALITY)
CONTROL IS BETTER

For MAM, safety and customer sat-
isfaction go hand in hand, which is
why we continue to test our products
after release. That is why we carry out
around 2,500 different tests per year in
our own MAM laboratory. These prod-
uct audits check whether our products
can consistently live up to our prom-
ise of quality in their manufacture.
However, we do not only rely on inter-
nal MAM test results, we also have our
products externally tested and certi-
fied. To this end, we work with nine
accredited laboratories worldwide that
inspect MAM products in three areas:
raw materials, ink, and product testing.
On average, about 3,000 external tests
are performed on 30,000 products per
year.
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_— TRIGOS
A great, though unofficial, award for Award for Responsible Business Prac-

our products is the very low rate of tices (Nomination)
complaints. We have been able to
reduce this from 68 to 12 per million
products since 2014. But our products
have also received numerous official
awards, most recently in 2019 with the EU Product Safety Award
EU Product Safety Award. This award, Austrian Living Standards Award
which is presented by the European | e
Commission, honours companies that
have integrated safety into their core
business and who go beyond EU norms
and guidelines with their standard pro- TRIGOS
cesses. In particular, the citation notes AR R0 [RHEIEIE ol 3 S e

. . Practices,
MAM's long-standing commitment Environmental Award of the City
to the industry-wide development of of Vienna, Austrian Sustainability
product safety standards. Our inter- Reporting Award
nal research department has also been
praised, as well as our rigid traceabil-
ity system: at MAM we store all product
information from the last ten years.

Austrian Sustainability
Reporting Award
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413-1 11

For MAM, corporate responsibility also
means contributing to society. We think
it is important to form long-term part-
nerships that focus on the health and
safety of babies. Material and mone-
tary donations are just a small part of
our commitment. We strive to do much
more through the active support of our
employees and to make our expertise
available to organizations.

has been supporting the educational
organization Mikros Dounias on the island of Lesvos
since 2017, which brings local children and children
with a refugee background together in a playful fash-
ion. MAM Greece helped out especially with the print-
ing of informational materials and their annual cal-
endar.

has been working with the NGO
Operation Smile for years. The team has started an
extensive fundraising campaign and managed to
enable a correction of the cleft lip and palate (CLAP)
for 118 children worldwide.

was particularly committed to Tommy's
during the reporting period, which supports parents
who have suffered a miscarriage. A special pacifier
clip has been designed, from which a part of the pro-
ceeds of were donated to Tommy's.

helps families mostly with product dona-
tions. Following an appeal by the local govern-
ment, MAM lItaly donated breast pads to supplement
approximately 3,000 baby kits.

supports various NGOs, such as
MAMAMA, which assist expectant mothers and young
mothers in need. The team has already made an
important contribution through product donations
and social media postings.

donates a portion of the proceeds from
online product sales to numerous organizations in
support of projects for disadvantaged families.

MAM locations
around the
world support
disadvantaged
babies and
their families.

is a sponsor of the “Federal
Association for Premature Babies” and helps groups
such as the German Childhood Cancer Foundation
with annual Christmas donations.

donates numerous products and funds
to a wide range of charities such as Baby2Baby,
which provides children living in poverty with neces-
sities and the Good+ Foundation which pairs essen-
tial goods with innovation services to give under-
resourced families a chance.

has been supporting “Association
for Children with Rare Diseases” for years through
volunteer work and donations. Among other things,
employees actively helped with the “Kids City” family
eventin 2019.

helped with extensive renovation of
the “Prachinburi Special Education Center” for children

with disabilities and donated gifts for “Children’s Day.”
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Value creation

Drganlc aNnC
sustainable growth

We always take society, the environment and the needs of our em-
ployees into account with every decision we make. Are we living up
to our responsibility as an employer? What impact does our business
have on the surrounding communities? How can we stay true to our
values? Questions like these are guidelines for MAM in every deci-
sion. Even though we are now active worldwide, we are well aware
of our identity as a family business.
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Healthy growth

m 102-10, 202-2, 203-1,
203-2, 413-1, 413-2

m 8.4.,95

“As a company, MAM is like a living,
growing thing.” This is how Martin
Lesjak, architect of the new MAM
Research and Development Center in
Grol3hoflein, sums it up. And indeed,
for us, healthy growth means growing
organically and sustainably. Our actions
are influenced by this. For example,
this means that we only make busi-
ness decisions if they are associated
with a low level of risk. Wherever possi-
ble, we make investments from equity,
which means without taking on debt or
loans. Our production facilities in Thai-
land and Hungary are examples of this
as well as our new research and devel-
opment center in Gro3hoflein near
Vienna.

REGIONALLY ROOTED

Our plant in Vaskeresztes, Hungary
began operations in 1991. This small
town with 343 residents near the Aus-
trian border is now MAM's largest
production site. When MAM founder
Peter Rohrig purchased a 367 m2 hall
30 years ago, no one could have imag-
ined that the site would expand 38-fold
over the years - to 14,350 m2. This
growth brings with it positive develop-
ments. With more than 500 employ-
ees, MAM is the largest employer in the
region and the local government appre-
ciates the economic upturn, which

also results in higher tax revenues

for expansion of the local infrastruc-
ture. We have always considered the
effects on people and the environment
throughout the continuous expansion
of the plant. During the last major ren-
ovation in in the past four years, we
upgraded the plant in terms of energy
efficiency and invested in a photovol-
taic system. Furthermore, we continu-
ously measure atmospheric emissions
in order to remain within the legally
established limits. To prevent pollution,
we only store hazardous materials and

waste in secured areas and are con-
stantly working with our service provid-
ers to develop even more efficient solu-
tions. More information about how we
implement ecological sustainability at
our plant can be found in the chapter
Environment. pages 48-59

14,350

m? of workspace and more than
500 employees: the current size of
the MAM plant in Vaskeresztes.

As the size of the plant grew, we noticed
that the volume of traffic, noise, and
emissions affecting residents also
increased. In order to minimize this

we organized our own shuttle buses.
These bring the workforce safely to
and from work. Logistically, this solu-
tion makes sense since the majority of
our employees come from Vaskeresz-
tes and the surrounding area. Our
roots in the region are also evident in
the fact that MAM is always ready to
help in emergencies. When a fire broke
out in the kindergarten of a nearby vil-
lage, MAM supported its reconstruction
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and helped with product donations to
get it up and running again. You can tell
that our employees feel comfortable

at MAM by the fact that they stay with
us. On average, our employees remain
with us for ten years.

We built our plant in Kabinburi along
similar lines. It has been in operation
since 2016 and was built in accordance
with the latest environmental consider-
ations. Here, too, we rely on renewable
energies, for example, and partially ful-
fill our needs from solar cells installed
on the roof. In some months, we feed
unneeded energy from our solar sys-
tem into the local power grid free of

The construction of
the new R&D center
in GroBhoflein is in
full swing.

charge - MAM is also part of the com-
munity in Kabinburi. However, we not
only took environmental standards into
account when designing the plant, but
also implemented suggestions from
our employees. For example, they did
not want any windows in the produc-
tion hall since these only raise the tem-
perature even more. A natural venti-
lation system helps us save energy by
eliminating the need for air condition-
ing while keeping our team comfort-
able at work. More information on con-
crete actions taken can be found in the
chapter Environment. pages 48-59
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ORGANIC, INNOVATIVE, AND SUS-
TAINABLE - A BUILDING LIKE MAM
We had been tinkering with ideas

since 2014 and in April 2020 the time
had finally come for the ground-
breaking ceremony for the new MAM
Research and Development Center in
GroBhoflein. The motives for the new
facility were many. Besides the lack of
space in the former office, the desire
for a place where innovative thoughts
can develop freely also played a role.

This idea is also reflected in the design
of the building. “As a company, MAM

is like a living, growing thing. As a
result, the new research and develop-
ment center - also like a living thing -
should be able to grow over the years,”
explains INNOCAD founder and archi-
tect Martin Lesjak, whose firm designed
the building. The concept is based on
the principle of cell division, which
becomes more visible with each phase
of construction.

The new center will also have a new
name: “Health and Innovation Center.”
With this, we want to express what
guides our daily activities - to optimally
support the individual development of
each child with innovative products and
to make everyday baby life easier for
parents. With a total area of 5,800 m?,
operations are scheduled to start at the
end of 2021. Initially, up to 75 employ-
ees will be working at the new site, with
space for around 180 people when the
final stage is complete. The innova-

tive design is also intended to inspire
employees in their day-to-day work.
The planned departments in the new
R&D center are responsible for prod-
uct development, strategic purchasing
and innovation, as well as portfolio and
project management.
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In the final stage,
the building will
offer space for
180 employees.

WELCOME TO THE FUTURE

In terms of construction, we have
focused entirely on sustainability. In
collaboration with planners and project
teams, we have developed an energy
concept that relies entirely on renew-
able energies, and without fossil fuels.

The nearly 4,000 m? of working space
has been designed to be an energy-
efficient building, which will be realized
with the use of a geothermal system.
This means that both heating and cool-
ing energy are obtained from the earth
via a brine/water heat pump. The ther-
mal component activation technology
is also ingenious. This refers to a heat-
ing and cooling system in which water
pipes run through walls, ceilings, and
floors and the storage volume of these
components is used to regulate tem-
perature. In our case, heating/cool-

ing coils conduct the heat or cold into
the concrete slabs and store it there. In
the summer, slats ensure that it stays
nice and cool by blocking sunlight, and
in the winter, several layers of thermal
insulating glass keep the heat inside.
The building “breathes” - and that's
good for the environment!

4 )

The nearly 4,000 m2 work-
space has been designed to
be an energy-efficient build-
ing — made possible by a geo-
thermal system.

N J

The design of the building is also well
thought-out, putting employees and
the environment in the foreground. In
the center is a large two-storey atrium
winter garden with a greenhouse type
roof. This space is intended to serve as
a communication and recreation area,
but is also a thermal buffer for energy
conservation. Additional atria pro-
vide pleasant lighting through a spe-
cial microperforated interlayer, while
absorbing heat at the same time.
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At the MAM
building site:
project manager
Norbert Polatschek
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WHICH ASPECTS OF THE NEW
BUILDING ARE PARTICULARLY
NOTEWORTHY?

After discussing the many options for
heating and cooling we decided on geo-
thermal energy. Thanks to the local
conditions, this is a very good way of
obtaining energy regionally and with-
out direct emissions. In winter we get
the heat from the depths and to cool
the building we channel the heat back
down in summer. The principle is actu-
ally quite simple but it requires a highly
complex building services system which
we spent a lot of time planning.

WHERE DOES THE ELECTRICITY
NEEDED COME FROM?

We have deliberately chosen a partner
who offers only green electricity in its
portfolio. This comes from Austria and
consists of nearly 90% wind energy,
with the rest coming from hydro and
solar power.

? FOUR QUESTIONS FOR:
® NORBERT POLATSCHEK,
MAM PROJECT MANAGER
FOR THE NEW HEALTH
& INNOVATION CENTER

WHAT BENEFITS DOES THE NEW
BUILDING OFFER THE RESEARCH
AND DEVELOPMENT TEAM?

The requirements for the planners
were to achieve the best building for
the employees and for the operation of
the highly complex research facilities.
Teamwork and diversity always deliver
better results than individual work.
That's why collaboration is the central
theme throughout the building. In addi-
tion to the fitness area, another high-
light is the integrated slide, which can
be used to get from floor to floor.

HOW IS CONSTRUCTION GOING?
Despite COVID-19, we were able to
start construction on time and are still
on schedule. The excellent, high level
of cooperation with all of the partners
is especially worth mentioning. Every-
one is aware that this is a special place.
That's why everyone is highly motivated
and happy to be a part of it.
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Supplier management
- Jealil - I

Rubber farmer Pawnphan O-sri is sat-
isfied: “With the Fair Rubber premium |
have a secure, additional income even
in the rainy season.” In Thailand, we are
committed to fair conditions in the sup-
ply chain through the Fair Rubber initia-
tive. In collaboration with a local coop-
erative of rubber farmers, we ensure
that a fair price is paid for rubber that
goes straight to the raw material pro-
ducers. This project is just one aspect
of supplier management at MAM.

With the Fair Rubber premium
| have a secure, additional in-
come even in the rainy season’”

Pawnphan O-sri, rubber farmer

Because for us, respect for people and
the environment go hand in hand with
sustainable business practices. We also
carry this conviction into our supply
chain; that is, into our business rela-
tionships with our suppliers and service
providers. pages 66-67

THE SAME STANDARDS, FROM
EUROPE TO ASIA

Our MAM Code of Conduct lays out
our expectations for working together
and the principles that form the basis
of every business relationship for us.
We have been working with external
experts for years to ensure the same
standards prevail in all MAM plants and

throughout our supply chain. In what
are known as social audits, inspections
relating to human rights and occupa-
tional health and safety, and conditions
at the plant are put through their paces
in accordance with an international cat-
alog of criteria. The topic of environ-
mental protection is equally import-
ant to us so we also select our partners
according to ecological criteria. For
example, about 85% of our suppliers
are located within 400 km of our plants,
where products are assembled and
packaged to reduce emissions from
transportation.

SQUARE DEAL - MAM AND THE
FAIR RUBBER INITIATIVE

Because many companies source their
products from all over the world, it

is often very difficult to trace a prod-
uct back to its origin. It's different with
MAM. 97% of our product compo-
nents come from Austria, a short and
regional supply chain - thisis a rar-

ity today. The natural material that we
purchase outside of Europe is rubber,
which is used for pacifier teats and for
our MAM Friends developmental toys.
It comes from Thailand, more precisely,
from the province of Hat Yai. This also
has ecological reasons, as the transport
routes to our plant in the same prov-
ince are short, which saves energy and
time.
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Rubber is made from the milk of the Only companies that meet the agree-
rubber tree and is the main source of ments with the Fair Rubber Initiative
income for many small farmers in the are allowed to display the logo on their
region. Even though rubber extraction products.
is a livelihood for many, most farm-
ers live from hand to mouth. This is The Fair Rubber principles incorporate
because they often work independently  social and ecological criteria that are
and have little room to negotiate the intended to ensure sustainable rubber
sale price of the raw material. In addi- production. Every three years an audit,
tion, the pay is unsteady since it is not which is financed by Fair Rubber, is car-
possible to tap this versatile natural ried out on the plantations to check
material during the rainy season. compliance with the catalog of crite-
ria. In addition to fair working condi-
In Hat Yai, a close partnership with tions and the support of local commu-
the rubber farmers was therefore nities, a premium is the most important
important to us from the start. Some instrument for the NGO. MAM pays an
of them not only tap rubber milk for additional premium of €0.50 per kilo of
our products but are also employed rubber supplied by the small farmers.
in our nearby plant. That way they are This premium is jointly managed by
involved in the entire production pro- the cooperative and used to improve
cess for MAM rubber products. working and living conditions. This way,
100% of the premium stays in the rub-
In summer 2020 we went one step fur- ber producing community.
ther and became a member of the non-
profit organization Fair Rubber, which Read about which products have
has set itself the goal of supporting fair been produced with the seal of
trade with natural rubber. Our sup- approval on the Fair Rubber website.
plying rubber farmers then founded a w www.fairrubberorg It's all there, from
cooperative and thus became benefi- household items, to pillows and hair
ciaries of the Fair Rubber Initiative. ties. MAM is also represented - since

2020, the Start, Original, Mini Air and

Air models have carried the Fair Rub-
ber logo and there are more to follow
in 2021.

Rubber farmers at work:
The milky raw material is
obtained by tapping the
trees.
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In an interview with MAM, two of the farmers talk about
how they used the premium:

WHAT DO YOU THINK OF THE FAIR
RUBBER INITIATIVE?

Sa-ngiam Binkodem: The initiative is
very good for us. We have more money
than usual and can live a bit easier.

Pawnphan O-sri: I'm really happy
about Fair Rubber! The premium helps
my family, and | don't have to go into
debt to make ends meet.

HOW DO YOU USE THE FAIR RUB-
BER PREMIUM AND WHAT ADVAN-
TAGES DO YOU SEE?

Sa-ngiam Binkodem: With the money
from the premium payment, | can buy
seeds for vegetables that | grow in my
garden. The harvest is sold at the mar-
ket, and | can earn extra money for my
family.

~

Pawnphan O-sri: The premium helps
us with everyday expenses. | use it to
buy household items or pay my son's
school fees. It helps me especially
during the rainy season when | have no
income.

Rubber farmers
during the inter-
view with MAM.

FAIR CONDITIONS - GUARANTEED
The protection of human rights, and
especially the strict rejection of child
and forced labor is a given for MAM.
We would like to pass this on to our
customers and trading partners. In
doing so we rely on the Sedex initia-
tive and the associated SMETA audit
standard. SMETA is based on interna-
tional guidelines and works as a kind
of checklist that is verified on site by
experts. Components of SMETA include
policies on occupational health and
safety, working hours, and treatment
of employees. In addition to the plant

inspection, which is carried out by the
auditor, interviews with the workforce
are also part of the process. This pro-
vides employees the opportunity to
report confidentially on whether they
are satisfied with their working environ-
ment. As soon as a failure or non-com-
pliance with standards is identified, it is
noted in the final report and an action
plan is drawn up. The report tells us
everything we need to know and, if nec-
essary, we can work with the supplier
on improvements.
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Sede@® Member

W www.sedexglobal.com

The Sedex SMETA
reaudit 2020 was con-
ducted at our Thai plant
in Hat Yai.

We conduct these audits regularly at
our plants and our production part-
ners. It is also important that we check
conditions at the external service pro-
viders in our plants, such as security
guards or childcare.

The last inspection in Vaskeresztes did
not reveal any issues. We received a list
of measures for the plant in Kabinburi
that included improvements in occu-
pational health and safety, for exam-
ple. All action items were successfully
implemented, as confirmed by the
external auditor during a second visit.
Both plants scored points with positive
examples, which were also included

in the report. In Vaskeresztes, the
in-house fitness centre was an exam-
ple of how MAM promotes employee
health. In Kabinburi, the various vol-
untary allowances stood out as a good
example, as they “go beyond"” the usual
standards (pension fund, life insurance,
housing allowance, night shift bonus,
etc.).

GOOD FOR THE PLANET - GOOD
FOR MAM

We make no compromises when it
comes to environmental protection, as
explained in the section environment.
pages 48-59 Climate protection by
reducing emissions is also a top priority
for our supply partners. In this regard,
we would like to pay particular atten-
tion to our supplier Starlim. The Aus-
trian company is also a family business
and is now the world market leader for
processing liquid silicone. Starlim has

60

less CO, emissions at Starlim
through new equipment
for ventilation and cooling.

84

implemented a wide range of measures
at its three locations to reduce CO.,.
The installation of photovoltaic systems
was just as much a part of this as the
switch to electromobility and the use
of waste heat from production machin-
ery for heating. Starlim is also planning
to install new, environmentally friendly
heating technology and is continuously
improving its production processes.
Starlim is also planning to install new,
environmentally friendly heating tech-
nology and is continuously improving
its production processes.

Success speaks for itself: With new
equipment, Starlim has reduced CO,
emissions through ventilation and cool-
ing by 60%. New motors purchased to
power the production machines use
30% less electricity than before. Two
Starlim plants are already operating
entirely without fossil fuels.

The MAM Progress Report now contin-
ues with the next section, Further infor-
mation. pages 85-103 |t contains our
stakeholder management, sustainabil-
ity program, and a number of detailed,
in-depth key figures and analyses -

and our commitment to sustainability
continues to make a contribution to a
world fit for the next generation.


https://www.sedex.com/
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About the report
g

The MAM Sustainability Report 2019/20 presents the
diverse activities of MAM within five fields of action:
products, environment, employees, society, and value
creation. The structure of the report is based on the
Global Reporting Initiative (GRI) standards. For better
orientation, the following table provides information
about which GRI standards are covered and where.
The same information can be found in the Sustain-

TRANSITION TABLE

m 102-12, 102-47

able Development Goals (SDGs) and the UN Global
Compact (UNGQ).

We also provide detailed information on the status of
our sustainabililty program, as well as the methodol-
ogy and target groups of MAM stakeholder engage-
ment. This is followed by relevant key figures for all
five fields of action and the GRI content index.

Materiality topics Field of action Goal area Pages SDGs UNGC GRI standard
Sustainable products and Sustainable
carbon footprint Products product design 38-47 3,12 7,89 301-1, 301-2, 403-7
Sustainable
Resources & materials Products product design 38-47,92 3,12 7,89 301-1, 301-2, 403-7
Sustainable pack-
Resources & materials Products aging design 44-47 12 7,8,9 301-1, 301-2
49-54, 302-1, 305-1, 305-2,
Energy & emissions Environment Energy & climate  91-92 13 7,89 305-3
Waste reduction and 306-1, 306-2, 306-3,
handling Environment Waste 55-59, 93 12 7,8,9 306-4, 306-5
Customer health and Health & safety
product safety Society product standards 72-74 17 416-1
102-16, 205-1, 205-2,
Health & safety 66-67, 205-3, 408-1, 409-1,
Compliance Society product standards 72-74 16 2 410-1, 411-1, 412-1
Employee
Good employer Employees satisfaction 64-65 5,8 401-2, 401-3, 404-1
Diversity, equal opor-
tunities and continuing Employee
education Employees satisfaction 95-97 58 3,6 404-1, 404-3, 405-1
403-1, 403-2, 403-3,
Occupational health and 403-4, 403-5, 403-6,
safety Employees Employee health 403-7, 403-8, 403-9
Fighting corruption Employees Business ethics 66-67 16 10 205-1, 205-2, 205-3
Sustainability manage-
ment for suppliers Employees Business ethics 81-84 10,12 414-1,414-2
Strict rejection of child, Sustainable 408-1, 409-1, 410-1,
forced or compulsory supply chain 411-1, 412-1, 412-1,
labor or other topics Value creation management 81-84 8 1,2,4,5 412-2

Topics not assigned in the Sustainability Goal Areas: regional value creation, regional procurement, complaint mechanism, water & biodiversity, access to market,

data protection

Topics not assigned in the Materiality Matrix: sustainability management, sustainability communication
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Stakeholder engagement

W 102-12, 102-13,
102-40, 102-42,
102-43, 102-44,

102-46, 102-53

OUR STAKEHOLDER ENGAGEMENT:

AN EYE-TO-EYE DIALOGUE

Dialogue with our stakeholders is part of the daily
routine at MAM. Be it in product development, work-
place design, or other sustainability issues - the
voices of our stakeholders are essential for respectful
cooperation.

Our stakeholder groups

Parents, medical experts, distribution partners, sup-
pliers, and MAM employees are our most import-
ant stakeholders. We defined these in a workshop
together. We are in constant exchange with them
regardless of our reporting cycle.

Regular exchange

Parents

Every year, we conduct numerous market research
projects in order to account for the needs of parents
and their babies in the best possible way. In 2019

we commissioned 33 market research studies with
8,984 parents from ten countries. In 2020 there were
33 market research studies with 10,546 parents from
twelve countries. For a long time now, we have had
our own in-house market research team that is exclu-
sively concerned with understanding parents and
babies in the best way possible. For example, due to
an increase in demand, we have developed the 90 ml
version of our popular MAM Feel Good bottle for the
smallest babies. pages 40-41

Medical experts

Working closely with medical experts is a major focus
at MAM. That's because baby health is our top prior-
ity. This ongoing dialogue is handled by our dedicated
department, “Medical Science Cooperations.” We have
been in close contact with over 30 medical experts
for many years. They are involved in all of our prod-
uct development processes, such as one of our lat-
est innovations, the MAM Comfort. We also promote
research by commissioning studies on topics related
to babies and passing this knowledge on to our medi-
cal partners. pages 44-47; 69-71

-

If you have any questions about the content
of the sustainability report or the dialogue
with our stakeholders, please contact our
sustainability team:
sustainability@mambaby.com

~

Suppliers

We have been collaborating with some of our suppli-
ers for quite some time. They manufacture the indi-
vidual parts that we assemble in our plants, so close
cooperation is essential. A good example of this is the
plastics technology company Ponez, which manufac-
tures individual plastic parts such as pacifier shields.
Together, we have set ourselves the goal of producing
in a more environmentally friendly manner and have
developed a tool concept for waste-free production of
pacifiers. pages 55-59

Distribution partners

We are also in constant exchange with our interna-
tional distribution partners. Many of them pursue

a sustainable course themselves and expect the
same from their listed companies. In order to meet
the requirements, we regularly evaluate them and
account for them in our activities. For our sustainable
packaging project, for example, we involved various
retail partners from the very beginning and integrated
their ideas about sustainable packaging design into
our process. pages 44-47

Employees

In Austria, we participated in the “Great Place to
Work" evaluation for the first time in 2018. Employees
were surveyed about MAM company culture, which
provided valuable insights. Participation in this sur-
vey will soon be repeated and rolled out internation-
ally. When it comes to location-specific sustainability
issues, employee opinions are sought out in all of our
branches. They are encouraged to contribute their
ideas and wishes, which in Austria, for example, are
collected through regular surveys. pages 34-36
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Online surveys Due to various developments, we made two adjust-
In addition to these measures, we conduct regular ments to a few issues regarding their importance
surveys dealing exclusively with sustainability issues. from MAM's point of view. For example, employee
The last one generated responses from 300 stake- health has moved into the essential area. Our mate-
holders, representing all of our stakeholder groups. riality matrix shows all currently essential and non-
The survey served to elicit the key issues for our essential topics. page 31

reporting and our further work at MAM. Since then,
we have continued to work on these intensively and
have strategically anchored them in our sustainability
goal areas. pages 28-31

WE ARE COMMITTED TO SUSTAINABILITY

MAM has been voluntarily involved in numerous initiatives, platforms, and organizations for
many years, financially and with expertise. Here is an excerpt:

* UN Global Compact: largest worldwide initiative for sustainable development

* respACT: leading corporate platform for sustainable development in Austria

» Verpackung mit Zukunft: association of companies to make resource-saving use of
packaging possible

» Fair Rubber: association for the fair trade of natural rubber products

» Forest Stewardship Council (FSC): international certification system for more sustainable
forest management

« Altstoff Recycling Austria (ARA): co-founder of Austria’s leading packaging recycling specialist

« Osterreichischer Kunststoffkreislauf (OKK): association for the recovery of plastic packaging

» Osterreichisches Forschungsinstitut (OFI): Austrian research and festing institute

« Verband Osterreichischer Kieferorthopéden (VOK): voluntary association of orthodontic
dentistry

» Osterreichische Gesellschaft fir Kinder- und Jugendheilkunde (OGKJ): voluntary association
of orthodontic dentistry

« SIDS Austria: organization for the prevention of sudden infant death syndrome

 Montanuniversitdt Leoben: polymer engineering and science

MAM is also an active member of eight international science and standardization commis-
sions:

* EN 14350 * World Association of Bottles and Teats

* EN 1400 * The Association of Austrian Plastics Processors
* EN 12586 * International Children Medical Research Society
* EN 12868

* EN 14372
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Sustainability program
and goal areas

EY

Our new sustainability strategy defines our priorities along six fields
of action. Within these fields, we have defined 19 goal areas contain-
ing specific measures. This overview provides information about the
time frame that we have defined for each measure. It also shows the
current status on the progress of implementing our strategy.

@ reached

@B achieved and continuing
@0 partially achieved and continuing

00 in progress

@8 in planning
Time- Report
Goal area Measures frame Status pages
Sustainability
management &
value creation
Sustainability in Conduct Sustainability workshops in MAM companies and create/imple-
MAM companies  ment an action plan on site by2019 8 35-36
Set up e-training for MAM companies by2021 8 35-36
Implement sustainability guideline for MAM companies by2022 &8 35-36
Establish a new research and development center in Austria according to
energy-efficient guidelines by 2021 al 77-80
Sustainable supply Roll-out sustainability management with component suppliers by2022 W 81-84
chain management P . - .
Roll out sustainability management with remaining suppliers by 2024 [ 81-84
Roll out code of conduct to our top ten suppliers and extend to other
existing and new suppliers during contract closure by 2020 [ 81-84
Certifications, Introduce internationally recognized sustainability label (Fair Rubber, 44-47,
audits, labels FSC) by2020 B 81-84
Evaluate applications for other internationally recognized sustainability
labels by 2023 [ 28-31
ISO 14001:2015 also implement at production facility in Kabinburi by2020 B 49-54

Sustainability com-
munication

Reporting Improve GRI key figure management by the next sustainability report by2020 W 101-103
Stakeholder Ongoing, targeted stakeholder communication on sustainability issues
communication (parents, medical experts, retail partners, media) by 2020 [ ] 28-31
Integration of
sustainability in Deal intensively with the SDGs and integrate them into our innovation
R&D processes process by2020 @8 40-41
Sustainable To build up know-how in the field of materials and the processing of bio-
product design based plastics with the highest safety and quality standards (ongoing) by2022 @@ 42-43
Define strategic framework for sustainable products and establish goals,
tools, and action plan by2022 8 28-31
ISO 13485:2016 implemented for medical devices in Hungarian plant by 2022 [ 40-41
Sustainable pack-  Define strategic goals for sustainable packaging and establish necessary
aging design tools and measures for 2021+ by2020 B 44-47
Implement 2020 packaging measures (samples without packaging,
reduced Welcome to the World Set packaging, recycled PET for pacifier
box hangers) by2020 B 44-47
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Time- Report

Goal area Measures frame Status pages
New business Evaluate new business models such as product rentals to extend their
models service life by2023 B 28-31
Energy/climate Evaluate the “CO, Neutral Production” project for Europe by2025 B 49-54

Introduce energy management system in accordance with

ISO 50001:2011 for our two plants in Hungary and Thailand by2022 B 49-54

Expand in-house generation of renewable energies in production plants by 2020 @l 49-54

Calculate the carbon footprint of other MAM products, continue to

reduce them, and offer climate-neutral products through offsetting

projects by2025 B 42-43
Waste Reduce waste in plants (including hazardous waste) and in the supply

chain by2020 @8 55-59
Logistics & Determine logistics carbon footprint status quo by2022 B 28-31
mobility Develop guideline for supply chain logistics by2023 (B 28-31

Improve carbon footprint throughout the logistics supply chain by2023 B 28-31
Employees
Employee health  Improve health management, expand preventive measures by2020 @@ 61-63

Harmonize occupational safety and health management at MAM plants by 2022 [ 61-63

Implement measures to protect employees with regard to COVID-19 by2020 (B 61-63
Employee Conduct “Great Place to Work” reaudit for Austria by 2021 and roll out
satisfaction internationally by 2022 by2022 &0 64-65

Intensify measures to reconcile family and work, including the work and

family reaudit by2019 (B 64-65

Intensify country-specific and individually tailored benefits for employees by 2020 -l 64-65
Business ethics Carry out social audits and re-audits for our production facilities in accor-

dance with Sedex/SMETA by 2020 [ 66-67

Roll out anti-corruption program including training for employees world-

wide by 2021 al 66-67
Values & identity Integrate the global, jointly developed MAM values into management

principles and roll them out internationally by2022 @ 22-24
Society
Educational work  Network with at least 9,000 medical experts such as midwives, orthodon-

tists, dentists, and pediatricians by2020 B 69-71

Promote educational work and knowledge sharing on Sudden Infant

Death Syndrome (SIDS), especially in China, where the SIDS rate is signifi-

cantly higher than in other countries by2020 (B 69-71
Health and Continue to actively help shape standards for product safety and baby
product safety health at EU level and internationally by2020 (B 72-74
standards Integrate standards into daily product development work and ensure

compliance through numerous laboratory tests by2020 (B 72-74
Corporate giving Host annually recurring corporate giving initiatives around the world

through financial, time, material, and product donations by 2020 [ ] 75
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Key figures

m 103-1, 103-2, 103-3,
301-1, 302-1, 302-3,
305-1, 305-2, 305-4,

306-3, 306-4, 306-5

Products &
environment

Behind every story at MAM lies data that shows the prog-
ress in areas of sustainability. This part of the report lists,
analyzes, and describes the environmental and prod-
uct-specific tables according to the GRI. For this report, we
have decided to adapt the tables in the Energy and Climate
section to ensure better clarity and GRI compliance. The
tables are now split between scope 1 and scope 2 emis-
sions rather than the respective energy sources. The energy
and carbon intensity tables have been added to establish
a direct link between environmental impact and the use of
resources. The waste table has also been realigned and
now corresponds to the new GRI standard for this section.
For the environmental field of action, the system boundary
applies to the plants, as the impact of our office locations is
relatively negligible. pages 38-59

Production site energy use
in MWh

EV

2018 2019 2020

~

Total all plants 6,338 6,374

5,916

Scope 1 renewable 0 0

Scope 1 non-renewable 2,825 2,552 2,312
Scope 2 renewable 439 504 492
Scope 2 non-renewable 3,074 3,318 3,112
Total plant Hungary 4,330 4,302 4,260
Scope 1 renewable 0 0 0
Scope 1 non-renewable 1,964 1,810 1,911
Scope 2 renewable 108 115 105
Scope 2 non-renewable 2,258 2,377 2,244
Total plant Thaimed Baby 1,189 1,016 644
Scope 1 renewable 0 0 0
Scope 1 non-renewable 773 641 365
Scope 2 renewable 42 38 28
Scope 2 non-renewable 374 337 251
Total plant Thaimed HT 819 1,056 1,012
Scope 1 renewable 0 0 0
Scope 1 non-renewable 88 101 36
Scope 2 renewable 289 351 359
Scope 2 non-renewable 442 604 617

MANAGEMENT APPROACH

Management approach: environmental category
103-1,103-2, 103-3

Why is it important?
* Materiality topics, page 31
sustainable products & carbon footprint, pages 49-54
resources & materials,
waste prevention & treatment,
energy & emissions

pages 42-43
pages 55-59
pages 49-54

How is it managed?

« Sustainability goal areas: energy & climate, waste, logistics
& mobility, sustainable design products, sustainable design
packaging

* Management systems/audits: ISO 9001 quality manage-
ment, ISO 14001 environmental management, ISO 50001
framework and regular energy audits at the plants

* Responsible, specific actions, periodic assessment & adjust-
ments: reference to strategy framework pages 28-31

\

/

Scope 1 energy use is mainly attributed to heating
in the Hungarian plant. We are currently unable to
accurately determine the division between renew-
able/non-renewable energies for all of our electric-
ity suppliers. We have therefore provided a worst
case scenario using 100% non-renewable energy
with the aim of significantly increasing the share
of renewable energy. At the Thaimed HT plant, the
renewable portion of Scope 2 is already very good
thanks to the 350 kWp system installed on the roof
of the plant. The unused energy from the compa-
ny’'s own PV system is fed into the Thai public grid
free of charge. At Thaimed Baby, the lower energy
consumption is a result of reduced production

capacity utilization. pages 49-54

Nn
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Energy intensity (energy input
per material input in MWh/ton)

DA
(c]4]

2018 2019 2020
Total all plants 1.96 1.66 1.52
Plant Hungary 1.43 1.19 1.17
Plant Thaimed Baby 17.71 31.49 19.08
Plant Thaimed HT 5.71 5,56 4.5
Greenhouse gas emissions at 305-1,

q 5 q S 305-2
production sites in tons of CO,e
(scope 2 location based)

2018 2019 2020

Total all plants 1,713 1,684 1,567

Scope 1 GHG emissions 690 623 553

Scope 2 GHG emissions 1,023 1,061 1,014
Total plant Hungary 1,065 1,014 1,024
Scope 1 GHG emissions 456 420 444
Scope 2 GHG emissions 609 594 580
Total plant Thaimed Baby 406 349 232
Scope 1 GHG emissions 205 170 97
Scope 2 GHG emissions 201 179 135
Total plant Thaimed HT 242 321 311
Scope 1 GHG emissions 29 33 12
Scope 2 GHG emissions 213 288 299
Carbon intensity m 305-4
Total CO, emissions
(scope 1 and 2) in tons per total
weight of materials used
(location based)

2018 2019 2020
Total all plants 0.53 0.44 0.40
Plant Hungary 0.35 0.28 0.28
Plant Thaimed Baby 6.05 10.82 6.88
Plant Thaimed HT 1.69 1.69 1.39
Materials used at the B 3011
production sites (in tons)

2018 2019 2020
Total 3,238 3,844 3,895
renewable V 1,082 1,210 1,198
non-renewable 2 2,155 2,634 2,697
Hungary 3,027 3,622 3,637
renewable " 1,020 1,139 1,128
non-renewable 2 2,007 2,483 2,509
Thaimed Baby 67 32 34
renewable " 35 32 34
non-renewable ? 32 0 0
Thaimed HT 144 190 225
renewable " 28 39 37
non-renewable ? 116 151 188

1) Renewable: 100% of the natural rubber 80% of the paper and cardboard
2) Non-renewable: 100% of the plastic, 100% of the chemicals, 20% of the paper
and cardboard, materials made from non-renewable chemicals and fillers

92

The energy per material usage has been significantly
reduced in the last few years (-45% in 2 years). On one
hand, this is the result of the various energy efficiency
measures at the Hungarian plant (expansion of LED,
geothermal energy, light sensors) and on the other
hand due to the reduced use of the boiler in the Hat

Yai plant. pages 49-54

Overall, there was a significant reduction in CO, emis-
sions despite constant production volumes. This can
be attributed to the positive changes in the respective
country-specific electricity mixes and to the energy
efficiency measures described above. The amount of
CO,e emissions was calculated using the GEMIS data-

base. pages 49-54

Carbon intensity has decreased significantly with
constant production volumes in all three plants.

The reasons for this can be found in the descrip-
tions above. We have planned a breakdown between
location-based and market-based data for the next

report. pages 49-54

Safe, high-quality products are also in demand in
times of crisis. We are therefore pleased to report
that, due to excellent demand, our distribution part-
ners ordered a similar number of MAM products in
2020, meaning we maintain production capacities.
Thanks to just-in-time production, we only assemble
articles that actually find their way onto the shelves.
pages 42-43
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Waste
Total waste at production
sites by type of waste (in tons)

E3

2018 2019 2020
Total 433.9 467.7 461.3
Non-hazardous " 404.4 432.1 429.3
Residual waste 44.8 48.5 49.9
Construction waste 108.3 0.0 0.0
PP waste 19.3 134 17.8
PE-foil waste 29.6 41.7 30.9
PET-foil waste 57.9 67.5 62.5
Other plastic waste 2 3.5 9.0 6.8
Paper waste 110.0 227.2 236.0
Metal waste 2.3 1.1 0.2
Mixed waste
(PP, rubber, silicon) 28.3 23.6 249
Electronic waste 0.5 0.2 0.5
Hazardous ? 29.5 35.5 32.0
Hazardous waste 29.5 35.5 32.0

1) Non-hazardous waste is disposed of through conventional waste segregation
(i.e., residual waste, paper, plastic)

2) Other plastic waste POM, EVA, TPE, ABS

3) Hazardous waste is a substance that presents a potential hazard to health
and/or the environment and is therefore disposed of separately (i.e., paints,
cleaning agents in production)

Total waste at production sites R 306-4,
by treatment method (in tons) 2069

2018 2019 2020
Total 433.9 467.6 461.3
Non-hazardous " 404.4 432.1 429.3
Recycling 223.0 360.0 354.6
Recovery 136.6 23.6 249
Landfill 44.8 48.5 49.9
Hazardous ? 29.5 35.5 32.0
Incineration 29.5 35.5 32.0

1) Non-hazardous waste is disposed of through conventional waste segregation
(i.e., residual waste, paper, plastic)

2) Hazardous waste is a substance that presents a potential hazard to health
and/or the environment and is therefore disposed of separately (i.e., paints,
cleaning agents in production)

In accordance with our waste chain
we make sure to minimize our effects in the area of
waste as much as possible and set ourselves cor-
responding reduction targets. The use of materials
increased between 2018 and 2020 due to higher pro-
duction figures. From 2019 onwards, we were able

to counteract this trend in waste generation and
recorded a decrease in both non-hazardous and haz-
ardous waste. Our hazardous waste mainly consists
of the cleaning agents and consumables that are
used to clean our printing machines (we only work
with food-safe printing inks in accordance with EC No.
1935/2004). Thanks to the introduction of more effi-
cient cleaning tools, we were able to reduce hazard-
ous waste.

pages 55-59,

pages 55-59

Any waste that cannot be avoided is properly dis-
posed of, either through recycling companies or the
public waste management system. All of our waste is
therefore disposed of outside of our production facili-
ties. In accordance with GRI 306-4 and 306-5, we have
broken down waste treatment into diverted waste
(recycling and recovery) and forwarded waste (incin-
eration and landfill). The share of recycled and recov-
ered waste was already 82% in 2020. Recovered waste
mainly refers to construction waste that can be repur-
posed for other building projects. Residual waste that
cannot be disposed of in any other way due to the
lack of public incineration facilities in Hungary and
Thailand is sent to a landfill. We are working to switch
to more sustainable alternatives with the help of pri-
vate companies and to further reduce the proportion
of residual waste. pages 55-59
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Employees

m 102-8, 103-1, 103-2, 103-3, 401-1, 401-3, 403-1, 403-2,
403-3, 403-4, 403-5, 403-9, 404-1, 404-3, 405-1, 412-1

As a family business, the people who work with us to make MAM a success are especially important to us. Employee satis-
faction is surveyed at regular intervals so that further improvements and benefits can be tailored to the workforce. There is
no system boundary in this field of action, as non-personalized data of all MAM colleagues worldwide was used, regardless
of whether they were in distribution locations or in the plants.

@ N
MANAGEMENT APPROACH

Management approach: social category
103-1, 103-2, 103-3

Why is it important?
Materiality topics page 31
good employer pages 64-65;
strict rejection of child, forced, or compulsory labor & other
human rights topics pages 66-67;
diversity, equal opportunity & continuing education
O pages 64-65

How is it managed?

« Sustainability goal areas: employee satisfaction, values &
identity

* Management systems/audits: Sedex/SMETA, Great Place
to Work, “Beruf und Familie” audit

* Responsible, specific actions, periodic assessment &

K adjustments pages 26-31 J The number of employees has
remained constant for four years. In

2020 there was a reduction in South

Organization profile - 102-8 America, but an increase in the num-
- ber of employees in Asia and Europe.

The team in MAM Brazil had to be

2018 2019 2020
Total employees 064 058 o55 downsized due to the pandemic. The
Europe 778 (81%) 794 (83%) 809 (85%) employees affected were supported by
Asia 119 (12%) 93 (10%) 97 (10%) Means of a comprehensive social plan.
North America 17 (2%) 20 (2%) 19 (2%)
South America 50  (5%) 51 (5%) 30 (3%) The proportion of women and men
Temporary 948 (98%) 939 (98%) 932 (98%) remained unchanged at 75% and 25%,
Permanent 16 (2%) 19 (2%) 23 (2%) respectively. The employment relation-
Full-time 907 (94%) 899 (94%) 898 (94%) ship also continues to develop posi-
Part-time 57 (6%) 59  (6%) 57 (6%) tively. From 2018 to 2020, 98% of the
Women 719 (75%) 714 (75%) 721 (75%) employees were employed on a perma-
Temporary 710 (99%) _ 702 (98%) _ 702 (97%) nent basis. The proportion of full and
Permanent 9 (%) 12 2% 19 (%) part-time workers remains unchanged
Full-time 670 (93%) 663 (93%) 672 (93%)  gince 2018. Part-time employment is
Part-time 49 %) 51 U%) 49 U%)  goible in all MAM countries. In addi-
Men 245 (25%) 244 (25%) 234 (25%) tion, our employee benefits are the
Temporary 298 O7) 237 O7%) 230 (98%) same for everyone, whether temporary
Permanent 7% 7 Gn 1w or permanent, full-time or part-time
Full-time 236 (96%) 236 (97%) 226 (97%) ! ’
Part-time 9 (4%) 8 (3%) 8 (3%) pages 64-65
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Newly hired employees and staff turnover

by age group, gender, and region

(c]4]

2018 2019 2020
Total new employees 268 213 131
Percentage of total employees 28% 22% 14%
Europe 203  (76%) 178  (84%) 106 (81%)
Asia 49  (18%) 19 (9%) 20 (15%)
North America 4 (2%) 6  (3%) 3 (2%)
South America 12 (4%) 10 (4%) 2 (2%)
Women 206 (77%) 156 (73%) 106 (81%)
Men 62 (23%) 57  (27%) 25 (19%)
<30 years 107 (40%) 94 (44%) 58 (44%)
30-50 years 139 (52%) 98 (46%) 58 (44%)
>50 years 22 (8%) 21 (10%) 15 (12%)
Total employees who have left the company 257 217 131
Turnover rate 27% 23% 14%
Europe 171 (67%) 158  (73%) 88 (67%)
Asia 70 (27%) 47  (22%) 16 (12%)
North America 2 (1%) 3 (1%) 4 (3%)
South America 14 (5%) 9  (4%) 23 (18%)
Women 193 (75%) 159  (73%) 95 (73%)
Men 64  (25%) 58 (27%) 36 (27%)
<30 years 97 (38%) 74 (34%) 40 (30%)
30-50 years 118  (46%) 111 (51%) 78 (60%)
>50 years 42 (16%) 32 (15%) 13 (10%)
Diversity and equal opportunities: composition 405-1
of management and employees by gender and age

2018 2019 2020
Total management 58 56 60
Women 24 (41%) 25  (45%) 31 (52%)
Men 34 (59%) 31  (55%) 29 (48%)
<30 years 0 (0%) 0 (0%) 0 (0%)
30-50 years 37 64% 33 (59%) 36 (60%)
>50 years 21 (36%) 23 (41%) 24 (40%)
Total employees 964 958 955
Women 719  (75%) 714 (75%) 721 (75%)
Men 245 (25%) 244 (25%) 234 (25%)
<30 years 210  (22%) 179  (19%) 200 (21%)
30-50 years 611  (63%) 610 64% 588 (62%)
>50 years 143 (15%) 169 (18%) 167  (17%)
Production employees - (-) 506 (53%) 522 (55%)
Women - (<) 430 (85%) 432 (83%)
Men - (-) 76 (15%) 90 (17%)
<30 years - (-) 85 (17%) 112 (21%)
30-50 years - (-) 328 65% 308 (59%)
>50 years - (-) 93 (18%) 102 (20%)
Administrative staff - (-) 452 (47%) 433 (45%)
Women - (-) 305 (67%) 289 (67%)
Men - (-) 147  (33%) 144 (33%)
<30 years - (-) 87 (19%) 78 (18%)
30-50 years - (-) 295 65% 282 65%
>50 years - (-) 70 (15%) 73 (17%)

Turnover has decreased
steadily in recent years.
The rate was reduced

by half within two years
and is currently 14%.
The increased rate in
2018 can be attributed
to the partial shift of pro-
duction from Hat Yai to
Kabinburi.

pages 64-65

Until 2019, the pro-
portion of women in
management was just
under half. In 2020 this
increased to 52% and we
have thus achieved our
goal of a 50% proportion
of women. In half of our
locations, women have
the ultimate responsi-
bility and run the com-
panies. Our largest pro-
duction plantis also run
by a woman. Since 2020,
our top-level manage-
ment (Board and gen-
eral managers) has con-
sisted of 50% women.

pages 64-65
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Gender equality

EDN
GRI

75% of our employees at MAM are
women. At 52%, the proportion of
women in management is the high-

At MAM, family friend-
liness is not just lip ser-
vice, but is reflected in
the figures. Nearly 50%
of our employees have
children. The return rate
after parental leave is
nearly 100%. In all MAM
countries, except Thai-
land, parental leave is
possible for both moth-
ers and fathers and pro-
vided by law. In Thai-
land, it is not possible
for fathers in the private
sector to take parental
leave. Therefore, MAM
puts together paternity
leave packages that give
new parents the best
possible support in our
%ts in Thailand.

>

pages 64-65

2018 2019 2020
Total employees 964 958 055 estsince we began reporting. There
Women 75% 75% 75% are no significant differences in turn-
Women in management 41% 45% 529 over between men and women and the
Women in production 78% 85% 83% trend is equally downward for both.
Women in administration 68%' 68% 67% The proportion of women in adminis-
Fluctuation women 27% 22% 13% tration is nearly 70%, while the propor-
Fluctuation men 26% 24% 15% tion of women in production is around
Women part-time 7% 7% 7% 85%. pages 64-65
Men part-time 4% 3% 3%
1) Slightly different calculation method
Family-friendly operation . 401-3,
405-1

2018 2019 2020
Total number of employees on parental leave M 59 75
Female employees 39 55 71
Male employees 2 4 4
Total number of employees who should have
returned to work as planned after parental
leave 19 22 15
Female employees 17 17 13
Male employees 2 5 2
Total number of employees who actually
returned to work after taking parental leave 18 22 13
Female employees 16 17 11
Male employees 2 5 2
Return rate women 94% 100% 85%
Return rate men 100% 100% 100%
Total number of employees who returned
to work after completing parental leave and
were still employed 12 months after return-
ing to work 1 15 15
Female employees 7 13 13
Male employees 4 2 2
Retention rate women 70% 81% 77%
Retention rate men 100% 100% 40%
Employees with children 439 (46%) 415 (43%) 455 (48%)
Employees without children 525  (54%) 543 (57%) 500 (52%)
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Continuing education and
employee appraisals

2018

404-1,
404-3

2019

2020

Average total training time
in hours

16.9

15.6

13.7

Average training time
women in hours

16

15

12.7

Average training time
men in hours

19.5

17.4

16.7

Average training time for
production employees

13.5

12

Average training time for
administrative employees

18

15.7

Percentage of employees
who had appraisal interviews

86%

88%

88%

Percentage of women who
had appraisal interviews

89%

90%

89%

Percentage of men who had
appraisal interviews

77%

83%

84%

Percentage of produc-
tion employees who had
appraisal interviews

98%

98%

Percentage of administrative
employees who had apprais-
al interviews

77%

76%

Production sites with
human rights verification

2018

2020

Number of production
sites with human rights
verification during the year
in question

Percentage of production
sites with human rights
verification during the year
in question

100%

100%

100%

Total number of hours in the
reporting period devoted

to training on human rights
policies or procedures con-
cerning aspects of human
rights that are relevant to
operations

100

45

79

The average hours of continuing edu-
cation for employees has decreased.
This is due to the COVID-19 pan-
demic, as remote work has decreased
training opportunities. The propor-
tion of employees who regularly have
employee appraisals has remained
constant at 88% in recent years.

pages 64-65

At our production sites in Hungary and
Thailand, we ensure that our employ-
ees work under fair conditions that
meet the highest ethical requirements.
Since 2017, we have had this externally
verified through SMETA audits in accor-
dance with the Sedex standard.

pages 66-67
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EMPLOYEE HEALTH

The promotion of employee health has been an important
topic at MAM for many years. The pandemic has made this
area even more important. Therefore, it has now become
essential in the materiality matrix and the following details
describe the GRI topics relating to employee health for the
production plants. Since occupational safety is much more
relevant in the plants than in the office locations, we decided
to set the system limits with the production sites for the first

version. pages 61-63

DETAILS
Management system for occupational health and
safety

EoN

Management system for occupational health and

safety

+ Occupational health and safety management is
based on the legal framework and applies to all who
work in our plants.

e

Occupational health services

* The following occupational health services are pro-
vided by MAM: Regular health checks, health coun-
seling, health-promoting activities, ensuring occupa-
tional safety, first aid, and emergency treatment

* Responsible: The internal Health & Safety Officers
and in Thailand and the externally appointed occu-
pational physician in Hungary are responsible. They
also guarantee the confidentiality of the employees’
medical data.

+ Implementation of occupational health services:

In Vaskeresztes all services are available on site. In
Kabinburi, first aid and health checkups are offered
on site, the rest of the services are outsourced. In
Hat Yai, on-site first aid is provided. All services are
accessible during working hours.

98

f
MANAGEMENT APPROACH

Management approach: social category
438 103-1, 103-2, 103-3

Why is it important?
* Materiality topics
health and occupational safety

pages 31
pages 61-63

How is it managed?

« Sustainability goal areas: employee health management
systems/ audits: legal requirements & framework
ISO 45001

* Responsible, specific actions, periodic assessment &
adjustments: see details

pages 28-31

L/

EVN

Worker participation, consultation and communica-

tion on occupational health and safety

* Health & Safety Team: There is a Health & Safety
Team at our plants in Vaskeresztes and Kabinburi
and a Health & Safety Officer at the Hat Yai plant as
it has fewer than 50 employees.

*+ Health & Safety Teams are responsible for, but not
limited to, the following tasks: regularly review-
ing applicable laws and making sure measures are
adapted appropriately, investigating and record-
ing workplace accidents and taking preventive mea-
sures, creating work safety reports and participat-
ing in official inspections, managing and providing
personal protective equipment, coordinating work
safety risk assessments, arranging medical examina-
tions, etc.

* Employees at all three locations are involved in the
following activities: participating in hazard identifica-
tion and risk assessment (only in Thailand, an expert
does this in Vaskeresztes), investigating of accidents,
defining health & safety measures, audits.

« Communication: Information about Health & Safety
is communicated via notices and emails.
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(o

Worker training on occupational health and safety

* Occupational health and safety training is made
available to all employees who work at our three
plants.

 Implementation of training: In Vaskeresztes and
Kabinburi, annual training is compulsory for all
employees and prior to their first time on site. Train-
ing is conducted in Hat Yai as required.

B

Hazard identification, risk assessment, and incident
investigation

* Hazard identification: significant accident risks/
sources of hazards: fire or explosion, electric shock,
warehouse accidents, unsafe production machinery,
slips and falls while working in the production area,
cuts, company bus accidents, accidents on the way
to work, burns.

* Health risks: influence of chemicals, high blood
pressure and diabetes (constant night shift), mus-

Work-related injuries

=
GRI

2019 2020

Our employees

Number of hours worked
Number of serious

1,062,805 1,047,210

work-related injuries 0 0
Rate of serious work related injuries 0 0
Number of documentable

work-related injuries 6 10
Rate of documentable work-related

injuries” 5.65 9.55

Temporary workers and contractors

Number of hours worked 6,384 6,384
Number of serious

work-related injuries 0 0
Rate of serious work related injuries 0 0
Number of documentable

work-related injuries 0 0
Rate of documentable work-related

injuries” 0 0

1) Rate based on 1,000,000 working hours

culoskeletal disorders, noise, headaches from hot
weather, respiratory diseases from dust, deteriora-
tion in eyesight (for office employees).

* Routine risk assessment: In Vaskeresztes, risk
assessments are carried out every three years by
an external expert. In Thailand, risks are evaluated
by the Health & Safety Officers together with the
employees at least once a year. Preventive mea-
sures are then created as needed.

* Non-routine evaluation: conducted for new tech-
nology, new machinery, new chemicals, new produc-
tion, and work process changes, etc.

* Preventing reprisals: All employees can avoid dan-
ger independently and report hazards without fear
of negative consequences. This is documented sepa-
rately at each location (Health & Safety Policy, Safety
Manual).

The safety of our employees in our plants is a top pri-
ority. That is why we do everything we can to make
the working environment as safe as possible. Our
efforts are reflected in the statistics: There were

no work-related fatalities and no serious accidents
during the reporting period. Fortunately, work-related
injuries are very limited. These are accidents such as
minor cuts and burns, slipping, bumps and bruises.

In order to avoid serious accidents, we have identified

the most common hazards and have taken appro-

priate preventive measures in anticipation of this,

such as extending the obligation to wear protective

equipment, tightening traffic regulations in the ware-

house, improving machinery protective features, etc.
O pages 61-63
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Value creation
By o

414-1

For the value creation field of action we have established a
data base for the first time in this report with GRI 204 and
414. Because at MAM, as with many other organizations,
sustainability does not stop with one’s own business activi-
ties, but spans the entire value chain. We also demand the
same standards from our suppliers that we apply to our-
selves. For example, not only are the working conditions in
our plants validated through external social audits, but also
those of a large number of our suppliers. pages 81-84

97% of the product components come
from Austria. If all consumable, operat-
ing materials, and packaging materials

MANAGEMENT APPROACH

Management approach: economic category
W 103-1, 103-2, 103-3

Why is it important?
* Materiality topics page 31:
supplier sustainability management pages 81-84

How is it managed?

» Sustainability goal areas: sustainable supplier management

« Management systems/audits: regular on-site supplier
audits by MAM employees

« Responsible, specific actions, periodic assessment & adjust-

ments: reference to strategy framework pages 28-31

/

Share of output from local suppliers
(within 400 km of production site)

=
GRI

. 2019 2020

were adQed togethe.r, the proportion Total purchase volume in % 100 100
of sgppllers who de!|ver to our plants Raw materials 04 04
within a 400 km radius would be 86% Associated process materials 0.4 0.3
in 2020. This guarantees regional value Semi-finished products or parts 70.3 70.5
creation, low transportation emissions, Materials for packaging 256 256
and excellent close cooperation in per- Other materials 33 32
sonal exchange. pages 81-84 Total local purchase volume in %" 100 100
Raw materials 0.3 0.3

Associated process materials 0.3 0.3

Semi-finished products or parts 721 72.7

Materials for packaging 24.2 23.9

Other materials 3.0 2.8

Percentage of total local purchasing volume 85% 86%

" For Hungary: Hungary and Austria, for Thailand: Thailand.

New suppliers audited
according to social criteria

4141 We have enjoyed
excellent coopera-

2019 2020  tjon with our suppli-

Number of new suppliers in the segment 5 7 ers for many years.
Raw materials ' 0 1 Regular on-site audits,
Asso'C|t51tfed process materials 0 3 especially regard-
Seml—f.lnllsrfwed prcl)(duFts or parts 0 0 ing quality, are stan-
Materials Ofpac aging 5 1 dard here. Social
Other materials 0 2
— - - - — aspects have also
Number of new supplies in segments audited according to social criteria 3 7 .
; been added in recent

Raw materials 0 1 o

; : years. This is reflected
Associated process materials 0 3 h in th bl
Semi-finished products or parts 1 0 as shown in the table.
Materials for packaging 2 1 pages 81-84
Other materials 0 2
Percentage of new suppliers in segment audited according to social criteria 60%  100%

100
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GRI CONTENT INDEX

GRI content index
gy

MATERIALITY
DISCLOSURES SERVICE

GRI 101: Foundation 2016
GRI 102: General Disclosures 2016*

Organizational profile

102-1 Name of the organization n
102-2 Primary brands, products and services pages 26-27
102-3 Location of the organizations~ headquarters pages 26-27 "
102-4 Number of countries, where the organization operates pages 26-27
102-5 Nature of ownership and legal form n
102-6 Markets served pages 26-27
102-7 Scale of the organization pages 26-27 2
102-8 Information on employees and other workers page 94
102-9 The organization’s supply chain pages 32-33
102-10 Significant changes to the organization and its supply chain pages 77-80
102-11 Precautionary approach or principle addressed by the organization page 22-24
Externally developed economic, environmental and social charters, principles or other initiatives to which
102-12 the organization subscribes or which it endorses pages 28, 81-84, 87-88
Membership of associations (such as industry associations) and national or international advocacy organi-
102-13 zations pages 87-88
Strategy
Statement from the most senior decision-maker of the organization about the relevance of sustainability to
102-14 the organization and the organization’s strategy for addressing sustainability pages 22-24

Ethics and integrity

Organization’s values, principles, standards and norms of behavior such as codes of conduct and codes of

102-16 ethics pages 28-31, 66-67
Governance
102-18 Governance structure of the organization including committees of the highest governance body page 34
102-20 Executive-level responsibility for economic, environmental, and social topics pages 22-24,34
102-22 Composition of the highest governance body and its committees page 34
102-23 Chair of the highest governance body for CSR page 34
Stakeholder Engagement
102-40 List of stakeholder groups engaged by the organization page 87
MAM pays all employees (100%) wages
and salaries that are determined by local
relevant competitive markets. Such wages
and salaries are always above local collective
102-41 Percentage of total employees covered by collective bargaining agreements bargaining agreements.
102-42 Basis for identification and selection of stakeholders with whom to engage page 87
The organization’s approach to stakeholder engagement, including frequency of engagement by type and by
stakeholder group, and indication of whether any of the engagement was undertaken specifically as part of
102-43 the report preparation process page 87
Key topics and concerns that have been raised through stakeholder engagement, and how the organization
102-44 has responded to those key topics and concerns pages 29, 87
Report profile
102-45 List of all entities included in the organization’s consolidated financial statements or equivalent documents page 26
The impact assessment was carried out
102-46 Process for defining the report content and the topic boundaries through internal workshops.
102-47 List of all the material topics identified in the process for defining the report content pages 29, 86
102-48 Effect of any restatements of information provided in previous reports, and the reasons for such restatements page 29
102-49 Significant changes from previous reporting periods in the scope and aspect boundaries page 29
Collection and consolidation of the data per
102-50 Reporting period (such as fiscal or calendar year) for information provided calendar year.
2019 (for the reporting period of 2017 and
102-51 Date of most recent previous report (if any) 2018)
102-52 Reporting cycle (such as annual, biennial) biennially
102-53 Contact point for questions regarding the report or its contents pages 87-88
This report was written in accordance with
102-54 Claims of reporting in accordance with the GRI standards the GRI standards: “Core” option.
102-55 GRI content index pages 101-103
The report has not been assessed exter-
nally.
102-56 The organization’s policy and current practice with regard to seeking external assurance for the report Consultation by denkstatt GmbH.
GRI 103: Management Approach 2016
103-1 Explanation of the material topic and its boundary pages 28-31
103-2 The management approach and its components: GRI 200: Economic Standards pages 91, 94, 98, 100
103-2 The management approach and its components: GRI 200: STANDARDS 2016, ENVIRONMENTAL pages 91, 94, 98, 100
103-2 The management approach and its components: GRI 200: STANDARDS 2016, SOCIAL pages 91, 94, 98, 100
103-3 Evaluation of the management approach pages 89-91, 94, 98, 100

For the Materiality Disclosures Service, GRI Services reviewed that the GRI content index is clearly presented and the references for Disclosures 102-40 to 102-49

align with appropriate sections in the body of the report. The service was performed on the German version of the report.
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GRI 200: Economic Standards
GRI 201: Economic Performance 2016

GRI201-1 Direct economic value generated and distributed 2

202-2 Proportion of senior management hired from the local community pages 77-80
203-1 Infrastructure investments and services supported pages 77-80
203-2 Significant indirect economic impacts pages 77-80

GRI 204: Procurement Practices 2016
204-1 Proportion of spending on local suppliers page 100

205-1 Operations assessed for risks related to corruption pages 66-67
205-2 Communication and training about anti-corruption policies and procedures pages 66-67
205-3 Confirmed incidents of corruption and actions taken pages 66-67

GRI 206: Anti-competitive Behavior 2016

206-1 Legal actions for anti-competitive behavior, anti-trust and monopoly practices No legal disputes in the reporting period.
GRI 300: Environmental Standards
GRI 301: Materials 2016

301-1 Materials used by weight or volume pages 42-43, 44-47, 92
301-2 Recycled input materials used pages 42-43, 44-47
302-1 Energy consumption within the organization pages 49-54, 91

302-3 Energy intensity page 92

305-1 Direct (scope 1) GHG emissions pages 49-54, 92

305-2 Energy indirect (scope 2) GHG emissions pages 49-54, 92

pages 49-54 (currently still incomplete,
as PCFs not carried out for all product

305-3 Other indirect (scope 3) GHG emissions categories)
305-4 GHG emissions intensity page 92

306-1 Waste generation and significant waste-related impacts pages 55-58
306-2 Management of significant waste-related impacts pages 55-58
306-3 Waste generated pages 55-58, 93
306-4 Waste diverted from disposal pages 55-58, 93
306-5 Waste directed to disposal pages 55-58, 93

GRI 307: Environmental Compliance 2016

Environmental laws and regulations are
complied with by ISO 14001.
No incidents of non-compliance with envi-
ronmental legislation during the

307-1 Non-compliance with environmental laws and regulations reporting period.

GRI 400: Social Standards
GRI 401: Employment 2016

401-1 Total number and rates of new employee hires and employee turnover by age group, gender and region page 95

Benefits provided to full-time employees that are not provided to temporary or part-time employees, by
401-2 significant locations of operations pages 61-63, 64-65
401-3 Return to work rates and retention rates after parental leave, by gender page 96

GRI 402: Labour/Management Relations 2016
Timely communication of essential changes

402-1 Minimum notice periods regarding operational changes are standard at MAM.
403-1 Occupational health and safety management system page 98
403-2 Hazard identification, risk assessment, and incident investigation pages 61-63, 99
403-3 Occupational health services pages 61-63, 98
Worker participation, consultation, and communication on
403-4 occupational health and safety pages 61-63, 98
403-5 Worker training on occupational health and safety pages 61-63, 99
403-6 Promotion of worker health pages 61-63
Prevention and mitigation of occupational health and safety impacts
403-7 directly linked by business relationships pages 40-41, 42-43,72-73
403-9 Work-related injuries page 99
404-1 Average hours of training per year per employee page 97
Percentage of employees receiving regular performance and career development reviews page 97

GRI 405: Diversity and Equal Opportunity 2016
405-1 Diversity of governance bodies and employees pages 95-96
GRI 406: Non-discrimination 2016

‘

There were no incidents of discrimination in
406-1 Incidents of discrimination and corrective actions taken the reporting period.

GRI 407: Freedom of Association and Collective Bargaining 2016
407-1 Freedom of association and collective bargaining Based on the respective legal framework.

-t

02
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GRI 408: Child Labor 2016

pages 66-67; Increased risk in the two
408-1 Operations and suppliers at significant risk for incidents of child labour production facilities in Thailand.

GRI 409: Forced or Compulsory Labor 2016

pages 66-67; Increased risk in the two

409-1 Operations and suppliers at significant risk for incidents of forced or compulsory labour production facilities in Thailand.
410-1 Security personnel trained in human rights policies and procedures pages 66-67 (50%)

4111 Rights of indigenous peoples pages 66-67

41241 Operations that have been subject to human rights reviews or impact assessments pages 66, 67, 97

41241 Employee training on human rights policies or procedures pages 66, 67, 97

GRI 413: Local Communities 2016

pages 75, 77-80 (100% of the production
413-1 Operations with local community engagement and development programs facilities)

Operations with significant actual and potential negative impacts on
413-2 local communities pages 77-80

GRI 414: Supplier Social Assessment 2016

414-1 New suppliers that were screened using social criteria page 100

414-2 Negative social impacts in the supply chain and actions taken pages 81-84
GRI 416: Customer Health and Safety 2016
416-1 Assessment of the health and safety impacts of product and service categories pages 72-74 (100%)

There were no incidents in the reporting
416-2 Incidents of non-compliance concerning the health and safety impacts of products and services period.

GRI 417: Marketing and Labeling 2016

There were no incidents in the reporting
417-2 Incidents of non-compliance concerning product and service information and labeling period.

There were no incidents in the reporting
417-3 Incidents of non-compliance concerning marketing communications period.

GRI 418: Customer Privacy 2016

Covered by the EU General Data Protection
Customer Privacy: substantiated complaints concerning breaches of customer privacy and losses of custom-  Regulation, no violations in the reporting
418-1 er data period.

GRI 419: Socioeconomic Compliance 2016

Monetary value of significant fines for non-compliance with laws and regulations concerning the provision
4191 and use of products and services No fines in the reporting period.

1) Ownership and legal structure: As with MAM Baby AG, MAM Babyartikel GmbH is a subsidiary of the Bamed MAM Group Ltd. based in Cyprus. The supreme body
of the group is Active Ownership Management Ltd. based in Cyprus. The group of companies is owned by the Rohrig family (Peter and Klaus Réhrig). Important
strategic decisions require the approval of the supreme body of the group. Operationally, the group of companies is managed by MAM Baby AG, Switzerland, repre-
sented by the Chairman of the Board of Directors Niklaus Schertenleib, with MAM Baby AG being responsible for production, marketing, and sales. The two Austrian
companies in the group, MAM Health & Innovation GmbH and MAM Babyartikel GmbH, represented by Managing Director Peter Rohrig, are responsible for research
and development and brand management in coordination with MAM Baby AG.

2) Size of the organization including balance sheet figures such as turnover and sales: The Bamed MAM Group Ltd. is not a publicly listed company, therefore no
disclosure is required. We live from the distribution of a limited range of products under a single brand in a niche market with low growth. At the global market
level, we are the only remaining medium-sized company of this type. All major competitors are part of larger, financially strong, and diversified company structures.
Under these conditions, we consider there to be a risk that public disclosure could enable our competitors to draw far-reaching conclusions that could be used to
our disadvantage.

* For a better overview of the general standard information, the texts of the key figures are shown in abbreviated form, but the entire content of the key figure is
discussed in the report.

Leqgal notice

Published by: MAM Babyartikel GesmbH, Expert advice: www.denkstatt.eu ¢
Lorenz-MandI-Gasse 50, 1160 Vienna * Printing: www.janetschek.at « Photos:
www.mambaby.com, Tel.: +43 1491410 ¢ MAM Babyartikel unless otherwise noted

Editorial and Layout: www.berichtsmanufaktur.de «

produced according to the

Austrian Eco-Label criteria

UZ 24 “low pollutant printed products”
Druckerei Janetschek GmbH - UWNr. 637

. RECYCLED
Climate neutral Paper made from

BY HUMUS FORMATION FSC  ecycled material

Expertised by Verband Druck & Medientechnik wwiscog  FSC® C001924

103


https://www.mambaby.com/
https://www.berichtsmanufaktur.de/
https://denkstatt.eu/
https://www.janetschek.at/druckerei-janetschek-gmbh/

Caution
for my world of
adventure

Responsibility
that applies to my
entire universe

MAM SUSTAINABILITY REPORT | 2019/2020






