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Introduction

commitme

Sustainability has become a key criterion in society and, in turn, for com-
panies’ economic success. We are seeing greater awareness in society and
thus among our customers, employees, partners and shareholders. We
believe it is our duty to play our part, even if this is not always easy for com-
panies. Nevertheless, we firmly believe that this will also have a long-term
positive impact on our company’s economic success. The challenge? Climate
change, scarcity of resources and social inequality, which we too aim to mit-
igate using the positive influence we exert in our environment, while at the
same time reducing the negative effects of our business activities.

This is why sustainability is an essential component of our corporate stra-
tegy. We continued to develop our sustainability strategy on a holistic basis
last year and consistently put these changes into place. We want to increase
awareness of sustainability and make our own activities even more sustai-
nable - by amending our internal processes, reducing our own emissions or
shaping working conditions.

The management bc

In addition, we want to help our customers live a more sustainable lifestyle
and have set ourselves the following targets:

“We offer our customers the most sustainable range of consumer electro-
nics products in Europe”: Maximum circular economy thanks to energy-ef-
ficient, sustainably produced and packaged projects as well as products and
services that facilitate a sustainable lifestyle.

“We will be pioneers of the circular economy and create a new sustainability
promise”: “More life per cycle” - a promise where we increase the products’
useful life for our customers and make them available for secondary and
tertiary use.

“We take social responsibility and offer a climate-neutral shopping expe-
rience”: Setting ambitious climate targets and assuming social responsibility
throughout the supply chain and for our colleagues.

In this sustainability report, we give an account of the implementation status
of our sustainability strategy. We report on our action areas, successes and
progress. We are aware that there is still a lot to do and, at the same time,
are delighted by the progress we have made in the last financial year.

The Management Board of CECONOMY AG

Dr. Karsten Wildberger

M

Florian Wieser
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About this report

We prepared a sustainability report for the first time for financial year 2021/22. It
contains all material information about CECONOMY AG and its largest investment,
the MediaMarktSaturn Retail Group. The information relates to environmental, em-
ployee and social issues, respect for human rights and efforts to combat corrup-
tion and bribery. Unless indicated otherwise, for reasons of materiality we always
report on the MediaMarktSaturn Retail Group. This is because MediaMarktSaturn
accounts for the largest share within CECONOMY measured by sales, the number
of employees and its impact on the environment and society.

Relevant GRI codes : 102-14, 102-46, 102-47
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Introduction

Our progress

at a glance

Climate

CO, emissions generated by
own business operations”

78,5%

Reduction since 2015

Greenhouse gas emissions
(in thousands of tonnes of CO_e)

100,2
79,6 76,0

69,8

2018/19 2019/20 2020/21 2021/22

*Scope 1 & 2 emissions combined

Energy consumption

127%

We have lowered our total energy consumption
by 12 per cent since 2018/19.

Share-of-renewal
in our electrieit

around

In financial year 2020/21, the share was still
around 81 per cent.
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Resources Social topics

Sustainable products Manufacturers Diversity
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We offer 158.8 per cent more sustainable pro- Manufacturers that have been rated by an ex- People from 130 different nations are
ducts than in 2020/21, in over 25 categories. ternal agency on their human rights records employed throughout the Group.

make up 48.8 per cent of our sales.

Repaired appliances Own brands Women in
and devices
yi&e MIO. ’y /g /g
We repaired almost 3.2 million units - 98.8 per cent of our suppliers have In financial year 2020/21, the share
550,000 of them at the SmartBars in our stores. undergone successful BSCI audits. was around 20 per cent.
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Introduction

We carry out our “brand health tracking” several times
a year. One cause for celebration: the perception of
MediaMarkt as a brand that offers its customers a sus-
tainable lifestyle improved in financial year 2021/22.

In Poland, our customers awarded us the Laurel 2022
Award in the category “Responsible company in the
sector nationwide stationary and online stores” as part
of golden customer voting.
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Outstanding
sustainability

mxaist | CLIMATE

LEADERS
statista¥a plopy.

The Financial Times and Statista have included
CECONOMY on the list of Europe’s Climate Leaders
2022. This is a list of major European companies that
have successfully reduced their emissions in relation to
sales. CECONOMY clearly stood out.

/e

The renowned print and online magazine CFIL.co gave
us an award in the “Best ESG Retailer Germany 2022"
category. This award is presented to individuals and
organizations that play a leading role in their economic
environments and create genuine added value with
their actions. Here is the reasoning for the jury of ex-
perts’ decision:

“CECONOMY is using its leading market position to
accelerate circular and sustainable economies, and has
updated its policies and operations accordingly. ESG
commitments impact every aspect of the business, from

procurement and logistics to packaging. CECONOMY is
striving to help lower the carbon footprint of company
and consumer alike.”
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Governance

Corporate Governance

Materiality analysis

Compliance, data protection and information security
About CECONOMY AG

Our sustainability strategy

Networks and initiatives

Click through the individual chapters, or read the report from beginning to end.

Environment

Climate and resource efficiency

Climate protection and energy

Sustainable logistics

Waste management and resource efficiency
Sustainable products

Resource-saving services

Social responsibility

Employee development and talent management
Fair and responsible working conditions
Diversity, inclusion and equal opportunities
Sustainable supply chains

Social commitment
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Our strategy:
Success through

sustainable business

%////// For us, the way our company grows and creates value is crucial. Our clear goal: we want to be successful
% % in the long term. To achieve this, we need and want to bring our business activities along the entire va-
lue chain into line with environmental, social and statutory conditions. MediaMarktSaturn is the largest

consumer electronics retailer in Europe, which means we are a role model for the entire sector. Accor-

dingly, our focus is to shape and influence responsible, sustainable business. Last but not least, we firm-
ly believe that our focus on sustainability creates a competitive advantage in the medium term, laying
the foundations for company success in the future.
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We conducted a materiality analysis for our sustaina-
bility report. We identified issues that have a signifi-
cant impact on MediaMarktSaturn’s business activi-
ties, as well as those that impact our own business.

To identify these material topics, we preselected issues
in our sustainability department. This pre-selection is
based on an analysis of requlatory frameworks, repor-
ting standards, ESG ratings and external interests. The-
se topics were then included in a long list covering 20
issues in the three action areas of environment, society
and governance.

eriality analysis:

What has an effect
and how:

Governance Environment Society

We assess the issues primarily using two key questions: how do they affect
our own operating activities (outside-in perspective) - i.e. our business per-
formance, results and position? What effect does our business model have
on the environment and society (inside-out perspective)? In addition, a third
key dimension for determining the material topics is the perspective of ex-
ternal stakeholders. To provide a clear overview of all issues, we conducted
interviews with external stakeholders, including customers and investors.

In addition, all departments involved at our company evaluated the long list
topics in detail using a template. Based on the standards in the CSR Directive
on non-financial reporting, the analysis identified a total of ten material to-
pics that are then applied in our sustainability strategy.

Relevant GRI codes: 102-46, 102-47
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Reported topics

Aspects in accordance with CSR-RUG Allocation of material issues Risks in connection with non-

financial aspects and material issues

Combating corruption and bribery Compliance

All departments in question again carried out a risk iden-
Social issues Data protection and information security tification in financial year 2021/22. This was headed by
the Sustainability department. We did not identify any
non-financial risks with a very high probability of occur-
Climate protection and energy rence and a serious negative impact.

Environmental issues Relevant GRI codes: 102-15

Sustainable products and services

Employee development and talent management

Employee issues Fair and responsible working conditions

Diversity, inclusion and equal opportunities ////

VAW /// AV /8
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Governance

Our compliance management is based on two pillars: far-sighted governan-

ce and Group-wide standards that extend right into the supply chain. These

are applied in processes that we implement and exemplify with integrity and
responsibility.

Our Code of Conduct is also built on these pillars. The Code sets out our
common, company-wide values and provides clear guidance. The Code of
Conduct not only highlights compliance with the law, but also our clear com-
mitment to transparency, ethical conduct, fairness and respect for others.
We have a zero tolerance policy towards violations. This means: We will pro-
secute and punish any abuse of one’s own position for personal advantage,
for the benefit of a third party or to the detriment of our company.

Compliance Management

Our Management Board is responsible for and has a legal obligation to im-
plement effective governance in the form of a governance, risk and compli-
ance system. This encompasses several areas at once, starting from oppor-
tunity and risk management and moving on to the internal control system to
compliance and internal audit. This presents two challenges: taking account
of the different social and legal conditions at the country organizations and
integrating the sometimes different corporate cultures and processes of the
individual companies.

Responsibility for upholding compliance requirements lies with our Ma-
nagement Board and the management bodies of our Group companies. Our
Vice President of Compliance & Privacy reports directly to the Management
Board. As the Chief Compliance Officer, he also manages our Group’s com-

pliance concerns. In consultation with CECONOMY, his team manages com-
pliance centrally. It is supported here by the local compliance officers at our
country organizations, and together with the Compliance Committee, they
form a compliance management system. In turn, the Compliance Committee
coordinates discussions of the issues within CECONOMY.

We have many communication and training measures in place to constantly
develop our compliance management system. Our clear goal here is to es-
tablish a company-wide compliance culture in the long term. Our Manage-
ment Board and the management bodies of individual Group companies
support this culture with regular tone-from-the-top messaging and by ta-
king a zero-tolerance approach to compliance violations.

Relevant GRI codes: 102-7, 102-16, 205 (management approach)

11
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The shared Code of Conduct not only
defines our foundation of values, it also
sets compliance standards for all of our
employees. Specifically, this relates to:

human rights, labour and social standards
occupational health and safety

climate and environmental protection
legal compliance

conflicts of interest

gifts and favours

competition and antitrust law
antidiscrimination

company and personal data

inside information

reporting of violations

Governance Environment Society

Our Code of Conduct sets out antitrust, data protection and anti-corruption
guidelines in more detail. All new employees receive an up-to-date copy
along with their employment contract, which they must acknowledge. Furt-
hermore, there are other country-specific guidelines at the Group companies
and country organizations that are tailored to the local situation and busi-
ness practices. Through compulsory in-person and online training, we provi-
de new employees with the basic information.

Establishing a lasting company-wide culture of compliance goes beyond tan-
gible measures. Actively promoting our “speak up” culture also plays a key
role, whereby every employee is encouraged to report violations of internal
policies or the law without fear of recrimination. Our compliance officers and
the Chief Compliance Officer also provide support here. Employees can also
report violations - anonymously - through our whistleblowing system.

The compliance management system also includes a series of controls and
assessments to guarantee compliance with standards and to identify risks
early on. These measures include reviews and assessments by the Internal
Control System and Corporate Risk Management that make it possible to
record, assess and manage corporate risks at Group level. Separate risk
assessments for the compliance, anti money laundering and supply chain
areas will be incorporated into our Corporate Risk Management. The pre-
vention measures based on the risk assessments help improve our internal
procedures, processes and training. Our Internal Audit department also

acts as another governance body. The team reviews the effectiveness of risk
management. After all, better safe than sorry. We also apply this risk-based
approach to business partner screening for our own-brand company and our
Marketplace. Business partner screening covers the prevention of corruption
and money laundering risks and checks of sanction lists.

12
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Data protection

As an international consumer electronics retail company, we are pressing
ahead with digitalization, using intelligent networking of different data and
information for our own business model. However, this can also have effects
on the rights and freedoms of individuals. Accordingly, it is of utmost im-
portance to us that we handle the data of our customers, employees, busi-
ness partners and investors responsibly. We understand that data misuse
can occur in a digital environment and, of course, we understand the risks
this entails. In light of this, we always keep this issue in mind and have ade-
quate measures up our sleeve.

Millions of customers entrust their data to us in conjunction with our e-com-
merce activities. We also collect personal data from our employees, business
partners and shareholders. The importance of a functioning data protection
management system and close collaboration with other departments and
requlatory authorities is particularly evident at times of crisis, such as during
the cyber attacks in the financial year 2021/22.

It goes without saying that we comply with data protection principles and
the relevant laws such as the EU General Data Protection Regulation (GDPR).
This also includes the national and local data protection laws of the respec-
tive country organizations such as the German Telecommunications and
Telemedia Data Protection Act and all data protection regulations resulting
from other sources.

Responsibility for upholding data protection requirements lies with our
Management Board and the management bodies of the individual Group
companies. The Vice President of Compliance & Privacy, acting as the Data
Protection Officer, manages our data protection concerns and reports di-
rectly to the Management Board. The Data Protection Officer is in charge

of the data protection organization and coordinates the general data pro-
tection strategy and the data protection departments of our subsidiaries,

as well as advising our subsidiaries and Deutsche Technikberatung on the
implementation of internal and external data protection requirements. Data
protection officers have been appointed at all of our Group companies.

Relevant GRI codes: 103, 418 (management approach)
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Society
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To implement the GDPR, we have introduced a wide range of strategic and
organizational measures to correctly fulfil the regulation’s requirements,
taking into account the balance between business requirements and com-
pliance challenges. We implement corresponding measures on accounta-
bility and data protection management, documentation, duties to provide
information and the rights of data subjects on an ongoing basis.

In order to fulfil our statutory obligations, we have set up a privacy team
that guarantees compliance with data protection standards throughout
the entire Group and assists other departments with consulting services or
training. The Data Privacy Office is the central point of contact for all natio-
nal and international companies of MediaMarktSaturn. It supports the col-
lection, processing and deletion of personal data on customers, partners
and employees. In doing so, it makes an important contribution to compli-
ance with internal and statutory requirements. In addition, the Data Priva-
cy Office works together with other departments (especially IT Security) to
provide advice on the necessary technical and organizational measures. Its
aim is to ensure lawful processing of the personal data we collect.

/Ay

7

We reqgularly evaluate our general Group data protection guideline. This
guideline reflects the principles of data protection for all our companies
and marks our commitment to a uniform level of data protection. Internal
audits and regular dialogue with the competent data protection regulators
play a key role in ensuring compliance with data protection laws. In ad-
dition, we also have policies and procedural instructions, both for multiple
divisions and specific divisions, that structure and simplify our data proces-
sing processes. Data protection officers in the countries handle national
considerations and individual decisions concerning the data subjects of
stores or country organizations. All stakeholders can report data protec-
tion incidents or potential for improvement, for example using central e-
mail addresses. Our teams review and respond to all reports.

Environment Society

Governance

We ensure lawful processing
of personal data

To raise awareness of data protection among our colleagues in all areas,
we run annual mandatory training sessions, either in person or online.
This training particularly benefits managers and all employees who have
access to and work with sensitive data. We introduced a data protection
management system to further systematically establish data protection at
all business units. We continue to refine this system on an ongoing basis
and make constant improvements.

14
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Alongside data protection, information security is of central importance to
us in safequarding the confidence of our customers, business partners and
other stakeholders. The possible threats in retail include the failure of IT-ba-
sed business processes, IT security incidents and cyber-attacks.

We aim to prevent threats and the financial damage they cause, ensure the
principles of confidentiality, availability and integrity and protect privacy
rights.

Information security allows us to conduct a holistic analysis of our compa-
ny’s risk and security situation and also creates the technical requirements
to implement data protection in operations. Information security is divided
into three main areas: IT infrastructure, preserving the confidentiality of

data and information and the technical implementation of data protection.

Information security

In terms of strategy, our aim is to make cyber security
more visible at MediaMarktSaturn, raise awareness of
security among all company employees and expand the
security architecture, technology and capacity to protect
the organization and our customers. Our refined strate-
gy prepares us for the future and allows us to respond
to the latest requirements at an early stage, including
the rising online share of consolidated sales and the
risks arising from the advancing professionalism of
hackers. As part of this, we accounted for the higher
frequency of attacks during the COVID-19 pandemic
and implemented security measures to prevent phi-
shing attacks, especially those by e-mail. We are con-
tinuing to invest in raising awareness of information

Relevant GRI codes: 103, 418 (management approach)

Governance Environment Society
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Protection of availability

All relevant information is always available when needed.

Protection of confidentiality

All relevant information is disclosed only to a small group
of authorized persons.

Protection of integrity

Relevant information has not been falsified and is complete
at all times. Only authorized persons can make changes.

15
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security risks among all employees, such as CEO fraud and phishing. Class-
room training and online training are mandatory, with regular phishing
simulations also introduced this year. Our top management is also involved
here. Throughout the Group, around 54,000 employees received training in
financial year 2021/22.

We also expanded our integrated security information event management,
with its affiliated security operation centre, in terms of staff and technology
in order to counter the growing threat of attacks on our systems. We now
also have an incident response retainer to ensure that we are well prepared
to safely respond to major threats, attacks and crises. In addition, our initia-
tive to identify software errors and security vulnerabilities serves the conti-
nuous security improvement of the services available online. The establish-
ment of holistic vulnerability management allows us to respond significantly
faster to identified technical risks.

Ay /Ay

At MediaMarktSaturn, our Chief Information Security
Officer bears full responsibility for information securi-
ty for the Group and all its shareholdings. He reports

to the Chief Technology Officer. Additional IT Security
departments have been permanently integrated at the
country organizations and subsidiaries since April 2021,
and come under the responsibility of MediaMarktSaturn
Technology GmbH'’s Cyber Security Office. These de-
partments implement the IT security strategy in their
companies and also adhere to special considerations or
regulations specific to their country. At CECONOMY, the
IT infrastructure and IT security are managed by the IT
Security Officer.

Governance

Environment

Society

16
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// Taxes are used to fund local
education, research and
infrastructure

Governance

Environment Society

Responsible tax strategy

Our tax strategy is also based on the Group’s philosophy as set out in the
Code of Conduct. It is built on the principle that social acceptance is a key
tenet of economic success. As an international company, we have a special
responsibility: We pay the taxes levied in the countries in which we operate
and obey their tax laws and rules. We know that this money helps fund vital
investments in local education, research and infrastructure. Accordingly,
we oppose any form of tax evasion, whether at our own company or at our
business partners. We take these principles into account in all business acti-
vities and decisions. We also comply with tax transparency regulations and
initiatives, in particular country-by-country reporting.

MediaMarktSaturn currently operates in 13 states. The transfer pricing sys-
tem is consistent with OECD guidelines. We calculate transfer pricing bet-
ween the country organizations in line with the arm’s-length principle. Our
business model expressly aims not to maintain a presence in tax havens,
and so we do not have any companies located at any sites on the common
EU list of third country jurisdictions for tax purposes.

Responsibility for compliance with our tax obligations initially lies with the
Management Board as a whole. The Management Board's schedule of re-
sponsibilities assigns this responsibility to our Chief Financial Officer, who

in turn delegates it to the Vice President of Tax. To ensure the uniform hand-
ling of tax issues, we set up a Group taxation function and a local tax func-
tion. The idea behind this is to make a clear distinction between tax issues
concerning Germany and those concerning other countries. Partnering with
tax authorities is important to us and so we maintain an intensive, transpa-
rent and constructive dialogue with the local tax authorities.

Our Management Board also arranged for the introduction of a tax com-
pliance management system. The Vice President of Tax is responsible for
its introduction and monitoring. The aim here is to ensure that tax obli-
gations are properly fulfilled. The basic concept and minimum standards
of the tax compliance management system take into account the seven
pillars of the IDW Assurance Standard 980 and the corresponding “IDW
Technical Guidance 1/2016".

Incidents or suspicions of tax misconduct are reported through Complian-
ce's established communication channels, either within the Group or by
third parties. Public auditors audit tax reporting in the annual report as part
of the audit of the annual financial statements.

Relevant GRI codes: 207-1, 207-2, 207-3

17
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We achieve big things - in the truest sense of the word. Our Group
companies have billions of consumer contacts each year and we
offer products, services and solutions that are intended to make
living in the digital world as easy and enjoyable as possible. We help
people discover and experience technology through personal rela-
tionships. Our “experience electronics” strategy brings these attrac-
tive, individual customer experiences to the fore. The customer sti-
ckiness that this creates lays the groundwork for us to develop new
business models on the basis of our omnichannel service platform,
alongside retail: own brands, marketplace, service & solutions, cir-
cular economy, “space-as-a-service” and retail media.

business model

As our central management holding company, CECONOMY covers
basic areas of the company, including Finance, Accounting, Control-
ling, Legal and Compliance. The focus of the operating business is
the MediaMarktSaturn Retail Group, to which our MediaMarkt and
Saturn brands belong. CECONOMY and MediaMarktSaturn have a
unified management structure.

CECONOMY holds a minority stake of around 24 per cent in Fnac
Darty S.A., one of the leading French retailers for consumer electro-
nics and household appliances.

Relevant GRI codes: GRI 102-2

Governance

Environment

Society
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The CECONOMY world at a glance

MediaSMarki

MediaMarkt

MediaMarkt, the number one electronics retailer in Germany and Europe.
The company was launched in 1979 and is now one of the independent retail
brands within MediaMarktSaturn. MediaMarkt has about 267 stores and
around 11,000 employees in Germany (as of 30 September 2022). Across
Europe, the company operates in 12 countries with about 37,000 employees
at around 890 stores. At the heart of our successful concept is a contempo-
rary range of brand-name products, personal advice and diverse services.
MediaMarkt combines the advantages of in-store and online retail under the
umbrella of a trusted brand, interlinking individual shopping experiences.

Saturn

The company has been turning technology into an experience for our cus-
tomers since 1961. Saturn shows people how modern technology products
can enrich their lives. Today, we operate Saturn as an independent retail
brand under the umbrella of MediaMarktSaturn. In Germany, Saturn has
132 stores and employs about 5,600 people (as of 30 September 2022). Our
stores are synonymous with an attractive location and a wide, diverse range
of brand products at excellent value for money. They also appeal to our cus-
tomers thanks to spacious selling spaces, excellent service and outstanding
advice. Saturn also links in-store business closely with its online shop and
mobile shopping via app.

Environment Society

Governance

FNAC DARTY

Fnac Darty S.A.

Fnac Darty S.A. is a leading French retail company for consumer electronics
and household appliances with around 25,000 employees worldwide. The
Group comprises an omnichannel network of 971 stores in 13 countries
around the world (as of 30 June 2022). The Fnac Darty websites alone had
around 27 million visitors per month in 2021. Fnac Darty S.A. achieved sales
of around €8.0 billion in the same year.

19
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Number of stores 2021/22

Stare HEtWork 30/09/2021 Openings/additions Closures/disposals 30/09/2022
2021/22 2021/22

b cou n t — B | -7 E
y Austria 52 0 0 52
Switzerland 25 0 0 25
Hungary 32 4 0 36
We operate in 13 countries. The 28
DACH 514 5 -7 512
number of stores we operate
increased to a total of 1,024 in Belgium 24 0 i 73
financial year 2021/22.
Italy 119 3 0 122
Luxembourg 2 0 0 2

49 81 Netherlands 49 0 0 49

5 399

Portugal 10 0 0 10
/
2 Spain 106 2 1 107
52 32 \éVestern/Southern 310 5 2 313
urope
25

Poland 81 0 0 81

Turkey 85 5 -1 89
119 Eastern Europe 166 5 -1 170

Sweden 28 1 0 29

10 106 85
Others 28 1 0 29

CECONOMY 1.018 16 -10 1.024
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Innovation and new

business models

Innovation plays a key role in our “experience electro-
nics” positioning. We consider the entire value chain
here - from supplier management and logistics proces-
ses to our stores, the products and services offered and
their utilization phase and recycling.

In organizational terms, innovation projects are always
run in close coordination between the holding, country
organizations and subsidiaries. Centrally, the organi-
zational integration of Innovation (N3XT) and strategy
ensures that all projects help drive corporate develop-
ment towards a strategic vision in the long term.

An in-house research team constantly evaluates new
technologies, use cases, solutions and companies and
how relevant they are to our own business activities.
Pilot projects and implementation planning are then
carried out directly with the departments and country
organizations to increase the pace and relevance. There
is also a network of partnerships in place to apply per-
spectives, expertise and skills, in a way that is precisely
tailored to the market opportunities.

Relevant GRI codes: 103-1, 103-2, 103-3

Governance Environment

Ourinnovation work is divided

Il

into three areas:

We develop and test new concepts, technologies and
methods that could make the customer experience
even more attractive and personalized throughout
all experience areas - employee, shopping, usage
and impact experience - and thus generate lasting
competitive advantages.

Our goal is to improve internal company processes
through innovative technologies in order to boost
efficiency as well as helping our employees focus

entirely on customers and, in turn, improve the
customer experience.

As an omnichannel service platform, we act as an
intermediary between industry partners and custo-
mers. By giving them access to our customer base,
we help partners showcase their innovations. In
turn, this allows our customers to experience dif-
ferent manufacturers’ latest innovations directly
on a platform. For us, this creates the opportunity
to develop new business models based on our plat-
form by bringing together partners and custo-
mers.

Society
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Innovative pilot projects

In financial year 2021/22, we launched important innovative pilot projects in
the areas of shopping and employee experience, including digital point of
sale, automation, connectivity, virtualization and digital culture.

Employee experience

Initially, the focus was on the changing world of work as a result of the
COVID-19 pandemic. The team responsible tested systems and methods in
place for the efficient digital management of office space and conference
areas. Another project was our innovative internal gamification concept to
boost sales activities, service attachments and for self-motivated learning.
Our innovation department, together with Technology and our German
country organization, was responsible for development. The gamification
concept is known internally as “LaLiga” and is a competition run across
multiple stores. The idea behind this? Better target attainment and more
in-depth learning experiences. Ultimately, the concept also ensures a better
customer experience and helps generate additional revenue.

Shopping experience

In addition, the team worked closely with Social Commerce and tested out
various live video shopping scenarios in the first half of 2021. And the results
were quite something: they were extremely promising, both in terms of cus-
tomer satisfaction and in terms of cost efficiency. In light of this, we perman-
ently integrated the service in the second half of the year.

Another topic was cryptocurrency democratization, which proved to be
particularly interesting sub-area for creating new business models. We in-
stalled machines in our stores that our customers can use to easily purchase
various cryptocurrencies, including Bitcoin and Ethereum. The results are
encouraging and will be further evaluated in the context of crypto prices’
ongoing performance.

New business models

As well as various projects, our overarching strategic fo-
cus offers one thing in particular: experience electronics
across all channels. We offer our customers a way to
experience and participate in innovation. In stores, for
example, this takes the form of our lighthouse formats.
This innovative store concept creates a brand new shop-
ping experience for our customers. The key to this is
the combination of own retail space, manufacturer bou-
tiques and room for presenting product innovations.

In the digital realm, we have continued to expand

our marketplace activities. The marketplace gives our
customers seamless access to new categories that
complement our core range, including e-scooters and
gaming innovations. What's more, our retailers have the
opportunity to directly test product innovations. On the
subject of the marketplace, Retail Media markets adver-
tising space and collects data based on our online traf-
fic. While these elements may not be entirely new, we
have considerably strengthened and boosted the busi-
ness models behind them over the last financial year. All
in all, this represents the ongoing development of our
overall business model, which will continue to accelerate
in the years ahead.

Governance Environment Society

The concept of our N3XT innovation unit is
outstanding - quite literally, being named the
“Best innovation lab 2022". This was preceded
by the independent study “Corporations on
the trail of start-ups”, where the strategy and
management consulting firm Infront Consul-
ting took a close look at our innovation unit on

behalf of the business magazine Capital.
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The topics identified in our materiality analysis are the
building blocks of our sustainability strategy - together
with the seven Sustainable Development Goals (SDGs)
of the United Nations, which we play a role in achieving.

Sustainability is one of the cornerstones of our strategic
advancement. We are pursuing a far-reaching sustai-
nability strategy with a clear focus: first, to make our
own business operations more sustainable, and second,
to help our customers live a more sustainable lifestyle.
The increasing demands on companies with regard to
zero carbon emissions, circular economy and complian-
ce with the law also mean higher minimum standards
for us in connection with business operations and ESG
transparency'. To meet these demands, we work cons-
tantly to implement our sustainability strategy. By doing
so, we also aim to ensure that our business operations
are in line with the expectations of our employees, cus-
tomers, partners and investors, as reflected in the ESG
regulations.

Relevant GRI codes: 102-47
'ESG refers to consideration of environmental,

social and governance criteria.

ur sustainability strategy

Our material topics

Combating corruption
and bribery

Social issues

Environmental issues

Employee issues

Human Rights

- Compliance

- Data protection and information security

- Climate protection and energy

- Waste management and resource efficiency
- Sustainable logistics

- Sustainable products and services

- Employee development and talent management

- Fair and responsible working conditions
- Diversity, inclusion and equal opportunities

- Sustainable supply chains

Governance Environment Society
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We have set ambitious,
strategic ESG targets

07, g “We offer the most sustainable range of consumer electronics products in
K hatiani ) o P
% 7, Europe”: Maximum circular economy thanks to energy-efficient, sustainably pro-

7

7 duced and packaged projects as well as offerings that enable our customers to
live a sustainable lifestyle.

M ///////// “We will be pioneers of the circular economy and create a new sustainability
é// / promise”: Our promise of “more life per cycle” covers the entire product lifecycle
///// 777 and makes products appealing and usable by our customers for longer, including

for secondary and tertiary use.

e
%///// vy, “We take social responsibility and offer a climate-neutral shopping
é/ 7//// experience”: Ambitious climate targets, social responsibility throughout the
///// /////// supply chain and responsibility for our employees play a central role for us.

24



CECONOMY Sustainability Report 2021/22

Our action areas to achieve these goals:

Climate and
resources

We take responsibility for the emissions caused directly or indi-
rectly by our business activities throughout the value chain. We
continually develop new measures to optimize operating proces-

ses and thus improve our carbon footprint. We are guided by the
goals of the Paris Agreement for limiting global climate change,
one of which is to reduce CO2 emissions by 4.5 per cent a year

by 2050. Based on this, we are aiming for net zero Scope 1 and 2
emissions by the end of 2023. In addition, we plan to reduce all
Scope 3 emissions throughout the supply chain within the next ten
years. We are also working hard to reduce our resource consump-
tion, firstly in relation to packaging and secondly in terms of the
materials we use to produce our own brands.

Governance

Environment

Society
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Sustainable products and

circular economy

At customer level, our goal is to continually increase the number

of sustainable products in our range. We also pursue new business
opportunities related to the circular economy by drawing on a wide
range of repairable or recycled products, repair services, trade-in
options and new financing models.
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7
7///////////

Social commitment

We champion ESG values on the labour market and strictly obser-
ve ESG compliance for employees. After all, one of our most im-
portant goals is to drive forwards an ESG transformation that ma-
kes a meaningful contribution to society. We consider developing
our workforce a key growth factor. The focus here is on employee
involvement and talent development, as well as promoting diver-
sity. At the same time, we undertake to uphold labour laws and
human rights, both in our own companies and in the supply chain
as a whole. To this end, we have established a concept for sustai-

nable supply chain management and continue to refine this on an
ongoing basis.
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From top to bottom:

Organized sustainability

CECONOMY'’s sustainable transformation is a top
priority, which is why responsibility for the issue lies

at the very top - with our Chief Executive Officer. He is
responsible for our sustainability strategy and tracking
all targets and progress. Both internally and externally,
he ensures a high level of transparency, strengthens
the conditions for the respective sustainability initiatives
and monitors their development. The targets, values
and strategy are assessed and updated at regular mee-
tings with the Supervisory Board.

Our sustainability department draws up the strategy
and refines the key performance indicators, as well as
helping the countries and departments with implemen-
tation. In addition, the unit promotes discussion with
internal and external stakeholders and further develops
sustainability communication. Sustainability mana-

gers in the country organizations are the primary local
contacts and have the important task of conveying the
understanding of sustainability directly to the countries
and deriving country-specific activities.
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Governance Environment Society

Net Wor king " - ot 4 ‘ , - // We want to play a leading role
N & ' oA TR ER in overcoming the key global

and initiatives . - | | ¢ challenges

As Europe’s biggest consumer electronics retailer, we are committed to To be more specific: Employees in our sustainability departments regularly
playing a leading role in overcoming the key global challenges. For exam- “We set ambitious targets for efficiently protecting the cli- participate in various sustainability working groups. This
ple, we are part of the principles of action of the German Retail Federation mate and resources. We support the federal government’s helps us ensure that we are always at the forefront of
(HDE), the Diversity Charter and the UN Global Compact, and also signed the climate target for 2030 and are committed to the European knowledge in the sector and helps us establish a strong
European Commission’s Green Consumption Pledge Initiative. target of EU-wide carbon neutrality by 2050. We want an network.

enerqy transition where costs are fairly shared. We are wor-
By signing the uniform principles of action of the HDE, we committed to king hard to reduce CO2 emissions, use fewer raw materials
responsible, sustainable action. In five quiding principles, the HDE sets out and close cycles. Fair working conditions and compliance
its shared understanding of its social role as a company, supplier, partner with human rights principles throughout our global supply
and employer. One of these guiding principles is prioritizing sustainable chains are a fixed component of our due diligence stan-
growth over short-term profit. dards. Digital business models are increasingly shaping our

sector. We believe it is our job to ensure these put people

and values at the centre.” Relevant GRI codes: 102-12, 102-13
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Green
onsumptic
Pledge

The Green Consumption Pledge Initiative is part of the European Climate Pact. This
EU-wide initiative makes a clear appeal to companies: get involved in climate protec-
tion and build a greener Europe. By signing, companies promise to help accelerate
the green transition. The commitment calls on signatories to uphold at least three of

five core principles. Their key issues are carbon emissions, transparency, industry best
practices and the sale of sustainable products.
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Governance Environment Society

By signing up to the Green Consumption Pledge,
we have committed to the following targets:

1. Increase the annual sourcing of electricity from renewable energies from 5. Double the number of sustainable products by the end of 2023 (baseline:
80 per cent in 2020 to 100 per cent by the end of 2023. 1,000 sustainable products in 2020) and continue to increase this after
2023.

2. Achieve net zero emissions for Scope 1 and Scope 2 emissions by the end
of 2023, measured by the OEF method. 6. Provide extensive sustainability background information for products
labelled as sustainable on the CECONOMY website.
3. Reduce net CO, intensity (CO2 net emissions in relation to total sales) of

the relevant Scope 3 emissions by 30 per cent by the end of 2033 compa- 7. Publish targets and progress on all sustainability commitments stated
red to the base year 2019 (baseline for own-brand products is the year each year in the separate non-financial statement and on the company’s
2021). As well as the transport of goods, CECONOMY defines purchased website.

goods and services for own business operations and own brands as rele-
vant categories.

4. Continually increase the number of sustainable (or sustainably labelled)
products in the assortment to make a more sustainable lifestyle possible
for customers.

Y
/W
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Global sustainability goals

are our missio

V
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SUSTAINABLE
DEVELOPMENT
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The United Nations’ 17 Sustainable Development Goals (SDGs) are landmark guidelines in sus-
tainability. They set out a clear plan for how to shape sustainable social development while also
taking account of environmental constraints. We view these global sustainability goals not sim-
ply as guidance, but as our mission. Accordingly, we have set ourselves the target of linking our
business model with the SDGs. This means strengthening our positive influence and reducing
negative effects.

With regard to our business model and the possibilities for influence, as part of our materiali-
ty analysis we identified seven SDGs where we have particular influence. And we want to help
achieve them, which is why we have incorporated them in our own guiding principles.
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GENDER
EQUALITY

DECENT WORK AND
ECONOMIC GROWTH

SDG 5: Gender Equality

“Because we value social diversity, we are working to-
wards a share of women in management positions that
reflects the overall employee structure. To increase the
general share of women at MediaMarktSaturn, we run
staff development programs to promote our female
employees and are improving our recruiting processes.
Our “Women in Retail” initiative opens up a wide range
of opportunities for women and, in particular, provides
them with knowledge and networks.”

SDG 8: Decent work and economic growth

“As an employer of around 51,000 people worldwide, we
believe it is our duty to offer them safe and attractive
jobs. We ensure that our suppliers also adhere to and
promote environmental and social standards. We shape
our growth as a company sustainably. It is also import-
ant to us that we contribute to the local economy. We
support increased economic productivity by selectively
promoting technological innovations.”

INDUSTRY, INNOVATION
AND INFRASTRUCTURE

Governance Environment Society

SDG 7: Affordable and clean energy

“The expansion of renewable energy at MediaMarkt-
Saturn is particularly important to us. For example,

we continue to advance the Group-wide conversion to
green electricity. We also offer our customers electricity
contracts exclusively with renewable energy via external
service providers, paving the way for better access to
affordable, reliable and modern energy.”

SDG 9: Industry, innovation
and infrastructure

“One of our core competencies is promoting innovation
and new business models. Digitalization in particular is
currently triggering critical transformation processes.

It also offers us new possible solutions to current and
future challenges - for example, we can use innovations
to help reduce our consumption of resources and ener-
gy and to make our value creation sustainable.”
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RESPONSIBLE
CONSUMPTION
AND PRODUCTION

PARTNERSHIPS
FOR THE GOALS

SDG 12: Responsible consumption
and production

“As the largest European company in the field of consu-
mer electronics, it is our duty to create added value for
consumers. At the same time, we believe we are respon-
sible for developing solutions for environmental and
social challenges. With around 2.4 billion customer con-
tacts a year’, we are able to and want to shape the mar-
ket for sustainable solutions in our sector. We take our
stakeholders’ expectations, wishes and requirements
seriously and support our customers with responsible,
sustainable consumer behaviour.”

SDG 17: Partnerships for the goals

“Many current and future challenges are complex and
affect a wide range of players all along the value chain.
We therefore rely on close partnerships with our stake-
holders. Our clear goal here is to develop practical, ef-
fective solutions for our sector together.”

Wisitors in stores and online

CLIMATE
ACTION

Governance Environment Society

SDG 13: Climate Action

“We are aware that, in performing our business activi-
ties as a retail company, we produce carbon emissions
that are harmful to the climate - for example, in opera-
ting our stores and in logistics and transportation. This
is precisely why we are passionate about working on
appropriate solutions. After all, we are responsible for
reducing our negative impact on the climate as far as
possible and also making use of our influence outside
our company.”

We take our sustainability goals seriously. Back in August 2018, the
MediaMarktSaturn Retail Group joined the United Nations Global Compact
(UNGC). CECONOMY joined in April 2021. The UNGC is the world's largest
corporate responsibility and sustainable development initiative. Through our
participation, we demonstrate our commitment to the ten principles of the
UNGC. At the same time, we undertake to work actively on meeting the Sus-
tainable Development Goals and submit an annual report (communication
on progress) to the United Nations regarding our progress in sustainability.
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Let's go eco:

Our comm:tment tﬂ

-

’/////// We know that our business activities as a consumer electronics retail company have an impact on our
climate and the availability of resources. Our more than 1,000 stores, administrative locations and ve-
/ hicle fleet consume energy and other resources. Emissions that affect the climate are also produced in

upstream and downstream parts of the value chain, for example in product manufacturing and logis-
tics. We want to generate ecologically responsible economic growth and so we develop forward-looking
solutions for the environment, climate and resources.
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Governance Environment Society

1
'

Powertodrive
climate acti

“With great power comes great responsibility”: We
take responsibility for the emissions caused directly
or indirectly by our business activities throughout the
value chain. But what factors at our company have a
significant impact on the climate and on resources? As

the main factors are our ongoing store operations and
logistics.

Our mission is to be a carbon-neutral company. The
first step here is to be fully transparent about our
emissions. This is the only way we can take reasonable
measures to reduce CO2 emissions. We can exert the
most influence here on our own brands, which is why
steadily reducing the carbon footprint of these pro-
ducts is a particularly high priority for us.

well as manufacturing the electronics products we sell,

Deutsche Technikberatung is the first CECONOMY
company to be carbon neutral within its own

operations and has been so since the start of 2021.

To minimize our emissions, we develop specific climate protection measu-
res on an ongoing basis. Everything that we have already done and ever-
ything we are planning for the future are components of a comprehensive
climate strategy. We are guided by the goals formulated by the Paris
Agreement for limiting global climate change. To track our progress, each
year we calculate our carbon footprint in line with the requirements of the
Greenhouse Gas Protocol.

We regularly report our progress to the Management Board. Through net-
working and being a member of various organizations, we also ensure that
we are always up to date with current developments.

Relevant GRI codes: 103-1, 103-2
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Our climate targets

1007%

We will increase the annual sourcing of electri- intensity of own brand emissions (Scope 3) by
city from renewable energies to 100 per cent by 30 per cent by the end of 2033 compared to the

We aim to make a clear and demonstrable con-
tribution to global climate protection. To achieve
this, we have set ourselves clear targets.

So where do we stand at the moment? Compared to the
2021 reporting period, we reduced our Scope 1 and 2
emissions by 8.2 per cent. This puts us well on track to
achieving our goal. Net CO2 intensity for freight trans-
port and purchased goods and services for internal ope-
rations and own brand emissions (Scope 3) came to 52.2
t CO2e /million sales in the financial year 2022, 9.7 per
cent higher than in the previous year. This is primarily
because logistics emissions are collected from primary
data. We are particularly delighted that we were able to
expand our emissions calculation even further this year
to include the emissions from our employees’ commu-
tes.

This year, we also committed to participating in the Sci-
ence Based Target initiative (SBTi). In line with the requi-
rements of the SBTi, we are currently working on for-
mulating and implementing additional climate targets.
The aim of these is to reduce our emissions according
to the Greenhouse Gas Protocol even faster, making a
meaningful contribution to preventing the worst effects
of climate change.

the end of 2023.

Governance Environment Society

30%

We will reduce net CO2 intensity (net CO2
emissions in relation to total sales) from the
transport of goods, purchased goods and ser-
vices for internal operations and the net CO2

baseline year of 2019/2021 for own brands.

We will have zero direct and indirect net CO2
emissions from internal operations (Scope 1
and 2) by the end of 2023.
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Climate protection

and energy

The responsible use of energy as a resource is import-
ant to us and so we adopt a methodical approach here.
Electricity purchased to run our stores accounts for a
high share of our energy requirements. We thus work
continuously to reduce our energy consumption per
square metre of selling space, conserving resources and
minimizing the CO2 emissions from energy consump-
tion.

In financial year 2021/22, the total energy consumption
of our stores and administrative buildings (not including
the vehicle fleet) came to 543.0 thousand megawatt
hours. This corresponds to 210.5 kilowatt hours per
square metre. By implementing thorough energy saving
measures, we significantly reduced energy consumption
per square metre of selling space compared to the refe-
rence year 2018/19.

We use efficient energy management to reduce this
energy consumption further. Equally important is the
ongoing modernization of our stores and administrative
buildings, which we carry out largely in our role as te-
nant. Our property managers at the country organizati-
ons are responsible for energy management. However,
energy consumption for all MediaMarktSaturn buildings
is managed by Corporate Property Management. Here,
we identify savings potential, further develop our ener-
gy and resource management and establish Group-wide
energy savings targets. Corporate Property Manage-
ment also advises and supports the country organiza-
tions on energy-efficient construction and renovation
work. The property managers meet at least once a year
exchange experiences, coordinate measures and pro-
cesses, and discuss new legal or social conditions and
their effects.

Governance

W 7111]

CO, emissions

78,57

Reduction since 2015

Energy consumption Share of renewable energy

12% 90%

Reduction since 2018/19

Increase of 81 per cent in 2019/20

A N\

Relevant GRI codes:
103-1, 103-2, 302-1, 302-3, 302-4, 305-1, 305-2, 305-3, 305-4, 305-5

Sustainability is electric

Our vehicle fleet accounts for a significant share of our
emissions hat can be influenced directly. In view of this, we
implemented our new company car regulation in November
2021. This focuses on providing more battery electric vehicles

(BEVs) in our fleet and creating incentives for electric vehicles.

Regardless of the age of their current vehicle, everyone who
uses a company car has the option to switch to a BEV. More
than 100 of our colleagues took advantage of this offer. Once
the vehicles are delivered in the next financial year, the share
of BEVs in our fleet will rise to over 10 per cent.
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EﬂEl‘gytonsumptlonlfnergyaudll’ Total energy consumption in thousands of MWh'
Trustis gﬂﬂd - data is better. 2018/19 2019/20 2020/21 2021/22 '3
An extensive data basis is vital to efficient energy ma- By reducing energy by a total of 12 per cent compared Total energy consumption* 661.7 572.5 562.7 m
nagement. We obtain the data required with digital to 2018/19, the year before the Covid-19 pandemic, we
energy meters and sensors for temperature and air made good progress towards our energy saving target
quality. Using smart metering systems, we constantly in the last financial year. This reflects various measures,
measure electricity usage at our locations so that we such as the comprehensive switch to more energy-effi- Scope 1 energy consumption 1161 100.2 99.1 100.7
can respond to increasing consumption immediately if cient lighting, building automation and the optimization

i L ) L Natural gas 54.3 51.2 57.6 58.0

necessary. of heating, ventilation and air conditioning systems.'

Heating oil 2.7 2.5 2.4 2.3

Diesel 53.8 41.9 33.9 323

Petrol 5.3 4.5 5.2 8.1

Scope 2 energy consumption 545.6 472.3 463.6

Electricity 524.3 452.5 444.8 462.3
STOP UNNECCESSARY ENERGY CONSUMPTION!!
We launched the “STUNEC” program at the company District heating 191 17.9 17.0 184
at the start of 2022, implementing measures across the District cooling 2.2 1.9 1.8 1.6

Group to reduce energy consumption in the areas of

climate technology and lighting.

Energy consumption per m? 215.8 197.9 200.4
of selling space in kWh?

Electricity consumption per m2 187.8 170.3 170.3
of selling space in kWh?2

"The targets are set on a like-for-like basis, i.e. based on comparable ad- ' Direct energy import by stores, administrative buildings and warehouses
justed figures, and therefore include around 650 of our more than 1,000 *Not including vehicle fleet
stores. 3 Changes were made to the calculation method as a result of switching to Ecolnvent (previously DBEIS) as the source of emission factors.

4 Total energy consumption in joules 2.09700e+12
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Scope 1& 2 greenhouse gas emissions in thousands of tonnes of (0, (C0, equivalents)

ur c ’ma e 2018/19 2019/20° 2020/21" 2021/221235

[
ootpr’n Total greenhouse gas emissions* 100.2 79.6 76.0
Greenhouse gas emissions not including vehicle fleet 85.5 68.1 66.3
Direct (Scope 1) greenhouse gas emissions 26.5 22.6 22.1
Natural gas 11.1 10.4 1.7 11.8
Our clear mission:
Heating oil 0.7 0.7 0.6 0.6
Diesel - - - 0.1
Vehicle fleet 14.7 11.5 9.8 10.7
We reported selected Scope 3 emissions for the first time in financial year
2018/19 and have continuously improved the quality of underlying data ever
since. For example, we expanded our 2021/22 climate footprint to include Indirect (Scope 2) greenhouse gas emissions (market-based) Ve =/ b
primary data from service providers and suppliers, which are available on a
, o _ _ Electricity 66.5 55,2 49.3 39.4
pro rata basis for logistics and allow for a hybrid calculation method. Over
the next fe‘w years, we are aiming to grédgally increase thg share of prl-mary District heating 6.5 43 A1 6.6
consumption and volume data to steadily improve the basis of calculation.
District cooling 0.6 0.6 0.5 0.5
In the current financial year, we also began taking a close look at the emis-
sions generated by our own brands and we now calculate CO2 emissions for
purchased own-brand products. This gives us a valid data basis of CO2 emis- Scope 1 + 2 greenhouse gas emissions per m2 of selling space 30.6 25.6 25.3
sions relative to sales, which we use to develop specific steps and measures in kg, not including vehicle fleet (market-based)

for the next financial year.

' Emissions calculated based on energy audit values.

2 The VDA emission factors updated in 2019 and ecoinvent 3.8 2022 were used.

3 Market-based emissions according to the GHG Protocol Scope 2 Guidance. For all countries without green electricity, country-specific residual mix emissions factors from the Associa-
tion of Issuing Bodies (AIB) were typically used based on the market-based method for all financial years.

4 Total greenhouse gas emissions according to the location-based method for 2021/22: 221.3 thousand tonnes of CO2 equivalents.

> As CECONOMY has chosen the operational control approach for its company reporting, no figures are reported for Deutsche Technik Beratung (DTB) .
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Selected indirect greenhouse gas emissions from upstream and downstream activities (Scope 3)

in thousand tonnes of (0, (C0, equivalents)

2018/19 2019/20 2020/21 2021/22

Scope 3.1 - Purchased goods & services® 444.6 298.8 724.8

Scope 3.1 - Non-tradables (444.6) (298.8) (396.9) (318.3)

Scope 3.1 - Procurement of own-brand products (-) (-) (327.9) (300.3)
Scope 3.2 - Capital goods? 109.2 127 58.7
Scope 3.3 - Fuel- and energy-related emissions3 55.1 42.7 60.3 43.7
Scope 3.4 - Upstream transportation and distribution4 174.1 271.3 291.6
Scope 3.6 - Business travel’ 3.5 1.1 5.5
Scope 3.7 - Employee commuting® 26.7 (-) 21.2

' Scope 3.1 includes emissions from goods and services purchased for own consumption.
Expenditure-based emission factors from DBEIS 2021 were used, which were translated
from GBP in 2011 to EUR in 2021 and adjusted for inflation. The emissions for purchased
own-brand products were calculated based on expenditure. Emission factors taken from
the ecoinvent database were used.

2 Capital goods related to additions to fixed assets, in which all capitalized investment
accounts were included for financial year 2021/22. Expenditure-based emission factors
from DBEIS 2021 were used, which were translated from GBP in 2011 to EUR in 2021 and
adjusted for inflation.

3In the case of fuel- and energy-related emissions, all upstream emissions of the energy
sources from Scope 1 and 2 are included. The DBEIS 2021 emission factors were used
for district heating, district cooling and heating oil, Ecoinvent 3.8 was used for electricity
and the VDA 2019 emissions factors for diesel, petrol and gas.

4 All logistics emissions are recognized under upstream transportation and distribution
on the basis of the total expenditure in 2021/22. This includes all emissions from sto-
rage, handling and transport to stores and customers. Expenditure-based emission
factors from DBEIS 2021 were used, which were translated from GBP in 2011 to EUR in
2021 and adjusted for inflation. For items with different modes of transport, weighted
averages for the emission factors were recognized in accordance with the distribution.
In addition, additional primary data points for some logistics companies were collected
this year.

> Emissions for business travel by employees were reported here. Employees in all count-
ries reported. As CECONOMY operates in Europe, (short-haul) flights were taken for
international travel and trains (national rail) for domestic trips. The data were collected
through the official travel partners where available; otherwise they were calculated on
an expenditure-basis (travel expenses). The total figure includes emissions from flights,
rail travel, rental vehicles and overnight hotel stays. Volume-based emission factors
from DBEIS 2021 and expenditure-based emission factors from DBEIS 2021 were used,
which were translated from GBP in 2011 to EUR in 2021 and adjusted for inflation.

¢ Potential work days less holidays in Germany were taken as a reference to calculate Sco-
pe 3.7.. DBEIS 2022 was used as the emission factors. Compared to the previous year,
travel both to and from work was used as the commuting distance for the first time this
year in order to show emissions more accurately. Emissions for the communes of the
44,649 FTEs are calculated based on a percentage breakdown of the various modes of
transport (source: “Berufspendler”, German Federal Statistical Office (Destatis), 2020
microcensus, as of 31 January 2022) as well as for the number of kilometres driven using
the respective modes of transport (source: “Erwerbstatige mit Angabe zum benutzten
Verkehrsmittel und Entfernung zur Arbeitsstatte”, German Federal Statistical Office
(Destatis), 2020 microcensus, as of 2021).

Governance Environment Society

Greenhouse gas emissions by our stores and administrative buildings emis-
sions (not including the vehicle fleet) totalled 59.1 thousand tonnes of CO2
in the financial year 2021/22. This translates into 22.9 kilograms of CO2 per
square metre of selling space. As a large portion of our stores use green
electricity, we reduced Scope 2 emissions considerably.

There was no CO2 compensation within the carbon footprint limit in the
financial year 2021/22, resulting in a net emissions volume for Scope 1 and

2 of 69.8 thousand tonnes of CO2 equivalents. We define “net emissions vo-
lume” as actual emissions after compensation by climate certificates. Total
Scope 1 and 2 emissions declined by 8.2 per cent in the current financial year
compared to 2021/22.

Scope 3 emissions rose by 21.2 per cent against the 2020/21 reporting pe-
riod. There are two main reasons for this: firstly, the collection of logistics
emissions from primary data and, secondly, the change in the method used
to calculate emissions from our employees’ commutes.

/Ay it
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/A
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A sustainability pioneer:

Our logistics

// We ma ke tech nology come Customers can purchase washing machines, new televisions and the latest

tablets in our online shop and in our stores. We must transport and store

el I ive - an d ma ke p rOd ucts these appliances, a process that generates CO2 emissions that we want to
. systematically reduce by way of a sustainable logistics strategy. Overall re-
aval Ia b I e sponsibility lies with the Vice President for Supply Chain Management. The

country organizations are responsible for planning and implementation.

Our supply chains faced additional challenges in financial year 2021/22 due
to the ongoing COVID-19 pandemic. The temporary “2G"” admission rules
for retail showed that we need to accelerate implementation of our supply
chain strategy and further develop the centralized omnichannel fulfilment
network already in place.

Governance

Environment Society
|
|

By restructuring our supply chain, we can offer our customers an outstan-
ding service - with delivery speed, reliability, quality and availability. At the
same time, we can actively identify waste and opportunities for optimiza-
tion and work closely with suppliers and service partners. For example, we
developed a systemic approach that improves our cost basis as well as en-
vironmental sustainability in the supply chain. To implement the new supply
chain, we are testing certain functions in different regions in cooperation
with suppliers and other business partners, gradually expanding the scope
of functions and regions and continuously raising the level of centralization.

Relevant GRI codes: 103, 305-5
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Of central importance

Our brick-and-mortar business has been dominated in
the past by a decentralized supply chain model. In finan-
cial year 2021/22, we made advances in centralization
for the Group as a whole. Specifically, this means in-
creasingly centralized procurement and the bundling of
delivery flows through central distribution centres. This
means that direct delivery to the stores by various sup-
pliers is also no longer required, considerably reducing
goodes traffic, which accounts for a majority of carbon

emissions. Over the next few years, we will expand the distribution centre
from just store and warehouse delivery to an omni-serving unit and omni-
distribution centre that also handles direct customer deliveries. To make
progress here, this year we brought in additional suppliers to supply stores
centrally.

In Hungary, we launched a project to centralize transport flows in waste ma-
nagement, which involved collecting old devices from our customers. These
were taken to a central location and sent to recycling companies.

Governance Environment Society

We well as the central distribution centres, we developed hubs for metrop-
olitan areas and cities, with new hubs beginning operations in Germany

and successful pilot projects launched in several other regions in financial
year 2021/22. What the hub? Hubs are decoupling points to increase the
efficiency of city logistics and prepare for rapid changes in regulations and
restrictions. From the hubs, customer deliveries, store deliveries and returns
are combined with the same vehicles and routes are optimized. As well as
shorter distances travelled, these also allow us to offer our customers addi-
tional services such as assembly, installation, repairs, disposal of old applian-
ces and delivery windows with a high degree of accuracy.

Sustainable from the outset

Three things were particularly important to us when building our
distribution centre in Germany: scalability, resource-saving cons-
truction methods and high levels of sustainability. The centre was
granted silver certification according to the standards of the Ger-
man Sustainable Building Council (DGNB) at the start of 2022. The
photovoltaic system installed by the lessor generated 281,784 kWh
in its first month of operation in July 2022. We leased 7.5 per cent
of this and feed this profitably into the power grid. To minimize the
distribution centre’s electricity consumption, it uses exclusively LED
lighting. Finally, forklifts with lithium-ion batteries with a partially
lighter structure reduced CO2 emissions by around 16 per cent
compared to conventional warehouse vehicles.
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In financial year 2021/2022, we implemented the “Omnichannel Spine”
initiative for our online sales channel in the Netherlands, which will sub-
sequently be launched in Germany too. Spine allows us to manage inven-
tories across all sales channels and warehouse locations, This centralized
approach increase the transparency of transport routes, fuel consumption
and freight capacity utilization, optimizing our transport flows and redu-
cing our CO2 emissions.

// Electric vehicles and cargo
bikes for the last mile

We also launched our first ever “zero last mile delivery” pilot projects. In the
Netherlands, we have been working together with an external partner since
2022 to offer same-day deliveries using cargo bikes. Our stores in Spain are
increasingly turning to electric vehicles to deliver to customers. In Switzer-
land, we also work with logistics providers that have demonstrated their
commitment to avoiding CO2 emissions and that focus on electrifying their
vehicle fleets. New logistics logic revealed further potential for reductions: In
Germany, we launched a pilot project in financial year 2021/22 that reduced
CO2 emissions by about 60 per cent in nine weeks. The key to this? Changes
to transport routes for deliveries from stores to customers.

We also want to bolster sustainability in areas related to logistics, including
the sustainable use and re-use of packaging materials. When it comes to
packaging, our focus is on reducing packaging materials, optimizing packing
dimensions and using sustainable raw materials. At our German distribution
centres, we already use wet glue labelling machines for this. Using paper
and natural glue means that the environmentally friendly packing tape can
be disposed of in the paper waste bin together with the box. This is simpler
for our customers and reduces plastic waste.

An eye on the environment and the data: We collected consumption data
from selected transport service providers in financial year 2021/22. The aim
is this is to enhance the transparency of the type and amount of CO2 emis-
sions generated by logistics and warehouse operations. Based on this and
on recognized standards (Greenhouse Gas Protocol, EN 16258) and methods
(Global Logistics Emissions Council Framework), we set targets and report
on our progress. The calculation of Scope 3 emissions from logistics and
transport can therefore be successively expanded. We are also working on
shipping data reporting, which will enable detailed “last mile” analysis and
thus provide a good basis for establishing measures to reduce CO2.

Governance Society
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Not for landhill:

Resource efficiency and
waste management

When it comes to waste, separation anxiety is a foreign concept for us. We have Our country organizations are responsible for waste management, as diffe-

waste separation processes in place and are constantly working on reducing rent countries have different legal requirements regarding waste collection,
the volume of waste even further. After all, our business activities generate separation and disposal. Accordingly, disposal partners are also selected
waste - in our stores and administrative offices and at our customers. We are and waste volumes monitored at country level.

aware of the impact this has on the environment and the proper handling of

waste is a top priority for us. We implement extensive measures, train our col- Old electronic devices that have reached the end of their useful life for
leagues and regularly monitor actual waste management practices. In addition, customers are a significant waste category for us. The return and sub-

we work exclusively with certified disposal specialists. To assist customers with sequent recycling of these old devices is regulated by the Waste Electrical
recycling, we take back both old electrical devices and packaging waste free of and Electronic Equipment Directive and the corresponding national laws
charge and recycle them properly as a valuable resource. in the European Union. As a retailer, we are legally required to take back

Relevant GRI codes: 306-3
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Returned old electrical devices **

in tonnes 2021/22
Heat exchangers 8,714
Screens, monitors 3,650
Lamps 8
Large appliances 25,958
Small appliance 1,172
Small IT or telecoms devices 286

Returned old electrical devices

2021 /22 in Germany: Total old electrical devices 39,788

' The reported volumes are recorded by the disposal service provi-
' tonnes ders in Germany.

2 Electrical devices with integrated circuits in which substances other
than water are used for the purpose of cooling/heating or dehumi-

dification Screens, monitors and devices with screens with a surface
of more than 100 cm?, glow-discharge lamps and other lamps that
can be used in private households, appliances that have at least one

old devices. This applies in all EU countries where we Germany and passed on to waste management com-

) ) ) X external dimension of more than 50 cm and appliances that have no
operate, both for our brick-and-mortar business and panies for recycling. : .

external dimensions of more than 50 cm

our online shops. Our customers can return their old
devices to stores or we can take them back when de- Packaging waste is another waste category and we
livering a new device. In line with legal requirements, placed about 14,652 tonnes* of this waste into recy-
we also offer disposal stations for batteries and lamps cling across the Group in financial year 2021/22. In
in our stores. Old devices are collected and sorted Spain, we put a new, automated pack-to-good pa-
directly in store or at central warehouses in regulation cking machine into service that tailors the packaging
containers. In some cases, we also accept returns of to the product, thus removing the need for outer
old electronic devices that go beyond our legal obli- packaging and filling material. In the Netherlands, we
gations. In the financial year 2021/22, around 39,788 use reusable transport containers to deliver to stores
tonnes of old electrical devices were taken back in in order to reduce packaging waste.
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We have the most influence over reducing packaging waste when it
comes to our own brands. Here, we avoid non-essential (transport) pa-
ckaging materials. In addition, we make full use of the transport boxes
used by making changes to order volumes. Where this is not possible,
we use transport, filling and packaging material that is less damaging to
the environment. Where possible, we do not use outer packaging at all,
for example for our KOENIC CO2 gas cylinders, ISY's rechargable electric

lighters, refillable ISY smartphone cleaning sprays and ISY working lights.

We already use recycled plastic or certified packaging to repackage indi-
vidual products and have changed packaging for our LED product range

Packaging waste'

Paper, card, cardboard packaging

Mixed packaging (for recycling)

Wood

Film 7781

Polystyrene 1,035t

PP straps

I 80t

2,301 t

2,569 t

and cables from plastic to paper. The introduction

of refillable own-brand ISY ink cartridges marks an-
other step in our efforts to prevent waste and move
towards a circular economy. We are also developing
other innovative products such as our ISY branded
mobile phone cases that are made of plant-based
material and are therefore biodegradable. These “eco
cases” are also sold in stores in packaging made ent-
irely of certified paper.

*This includes both packaging waste returned by customers and trans-

port packaging generated in stores and warehouses. At stores rented in
shopping centres, packaging waste cannot be reported by volume as the
quantities are not fully taken into account here. This affects about 44 per

cent of stores.

Total packaging waste:

14,652 o1

Governance

The registration obligation for all packaged goods
was expanded following the amendment to the Ger-
man Packaging Act (VerpackG). Previously, this obli-
gation applied only to manufacturers of “packaging
subject to system participation” - i.e. outer packa-
ging that typically ends up as end consumer waste
after use - but manufacturers of packaging not sub-
ject to system participation have also been required
to register since 1 July 2022. In our case, this affects
transport and outer packaging that we supply to our
business customers. We registered these types of
packaging on time in the packaging register for the
German country organization.

'The reported volumes are recorded by the disposal
service provider in Germany.
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Too good to go:
Trade-in Program

Many of our customers still have functioning smart phones lying around in a
drawer or that they dispose of incorrectly. The result? An avoidable strain on
our environment and resources. In financial year 2021/22, we set up smart
phone buyback machines at 400 German and 34 Austrian and Dutch stores.
At these machines, customers can have their device valued and trade it in
for a gift card for the equivalent value. We then refurbish the phone and re-
turn it to the circular economy so that it can be used for a second or perhaps
even third time. If we can no longer bring a device back into a usable condi-
tion, we include it in a certified recycling process where, in an ideal scenario,
it is used for spare parts to give other products a second chance at life.

In collaboration with our partner Foxway, the trade-in program was expan-
ded to include additional return channels and product categories: since mid-
2022, in a total of five countries customers have been able to trade in their
devices either at their closest store or online. We also offer this service for
other product categories such as notebooks, tablets and cameras. It will be
possible to purchase these devices in all countries by the end of 2022.

In the 2021/22 reporting period, more than 70,000 devices were purchased
across the company’s countries through the trade-in services and either
reprocessed or included in a certified recycling process.

Governance Environment Society
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Over

70.000 appliances and devices

purchased per trade-in
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Online returns

We can give a second life to almost all products that come back to us as re-
turns from online orders. In financial year 2021/22, the resell rate at the Ger-
man central warehouse and the Spanish service hub was 98 per cent. This
reflects ongoing process optimization and intelligent marketing across our
stores, various online marketplaces and external partners - and many years
of experience.

At our German country organization, we process returns at different lo-
cations depending on the size of the product. Most returned products go
directly to our stores. Large appliances, on the other hand, - which we also
refer to as “two-man handling items”- undergo a centralized process and
are processed and prepared for reselling at the German central returns wa-
rehouse. This applies to about 3,000 appliances a month. Just under 7 per
cent of all other German returns are also sent here. Overall, this means that
we individually check and prepare more than 5,000 products at the central
warehouse each month.

The resell rate for returns in
Germany and Spain is over
98 per cent

We also process returns centrally at our Spanish country organization and
divide them into various categories depending on their condition: goods in
perfect condition are returned to the online shop, whereas defect goods are
sent back to the manufacturer. Products that have already been opened or
tested are processed individually and sold on our website at a discount. In
the future, we will sell products with minor visual defects or missing acces-
sories via an outlet. Appliances that cannot be repaired for safety reasons
are properly disposed of.
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Technology

It is no secret that, in today’s market environment, technology is one of the
key factors in standing out from the crowd and staying one step ahead of
your competitors. This is also true of sustainability.

Our subsidiary MediaMarktSaturn Technology helps us achieve our sustaina-
bility targets here by developing and operating technology and technology
platforms, which we use both for our internal processes and for customer
interactions. Overall responsibility for technology lies with our Chief Techno-
logy Officer, who is also a member of the MediaMarktSaturn Retail Group
Executive Board.

We implemented various technology initiatives and product developments
in financial year 2021/22 that benefit our customers, employees and the en-
vironment.

Relevant GRI codes: 103-1, 103-2, 103-3

Governance Environment Society

Our technology strategy

.Ongoing development of the company into
a leading organization in the retail sector for
technology and product development

. More state-of-the-art and efficient use of tech-
nology to establish it throughout the company
responsively and agilely

.Ongoing development into a global technology
team with a joint omnichannel strategy for all

sales channels and countries.
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Initiatives and product developments

In April 2022, we added carbon-neu-
tral bicycle delivery as an additional
delivery option in the order process
for our Dutch online shop and sig-
nificantly improved the display of
delivery times.

We also made progress in standar-
dizing our computer networks inter-
nationally and have now virtualized
LAN infrastructure, for example

for supplier or demonstration net-
works, to our existing network in
another 190 stores. This allowed us
to reduce the number of active net-
work components and resulted in
lower energy consumption with the
same network utilization.

We made further progress in conso-
lidating our data centres: 310 ser-
vers and 40 apps were migrated to
Google Cloud or developed there.
In total, 3,500 of the servers and 260
of the apps we operate are on the
cloud. By using Google data cen-
tres, which run entirely on renewa-
ble energy, we are helping reduce
global energy consumption while
also ensuring our own systems the-
re are carbon neutral.

Business processes in stores that
used to be done on paper were
digitalized and moved to the digital
signature platform Scrive. As well
as last year’s savings, this measure
alone meant that we used 20,000
fewer pieces of paper, representing
additional CO2 savings of 105 kg. As
digitalization picks up in stores in the
years ahead, this will rise to 45,000
pieces of paper a year.

Governance Environment Society

Between December 2021 and May
2022, we installed 2,300 new store
servers across the Group. We also
replaced servers that would short-
ly have reached the end of their

life. The new hardware is far more
energy efficient, which reduced
electricity consumption. In addition,
we reduced hard disk storage by
moving all local storage to the virtu-
al Office 365 space.

111
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An ongoing experience:

- T, V
Sustainable products
und services

We want to offer our customers an attractive experience across

all channels - experience electronics. From trying products out in
store to stress-free set-up at home, from smooth delivery to re-
pairs. This is the basis of our strategic considerations. We believe
this also includes supporting our customers in responsible consu-
mer behaviour. To achieve this, we need to record and optimize the
social and environmental impact of our products throughout their
lifecycle and ensure the negative impact remains as low as possible
by providing a broad range of services.
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Sustainable Sustainable products in the range
products
/A - 1,239
V /A I 3,207

1,080

We want to help our customers live a sustainable lifestyle. But what happens In April 2021 we signed up to the European Union’s Green Consumption Despite already exceeding this goal (and in fact because we have exceeded
when you can’t see the forest for the products? Especially when it comes to Pledge and set ourselves the target of doubling the number of sustainable it), we will continue to increase this figure and steadily expand our product
electronics, it is not always easy to recognize a sustainable washing machine products in our product range by the end of 2023. The basis year for this is range to include even more sustainable products.
or coffee maker. As a retailer, we aware of our special responsibility to high- 2020, when we had about 1,000 sustainable products in our stores and on-
light a product’s sustainability over its entire lifecycle. We help our custo- line shops. We already exceeded this target in financial year 2021/22 and
mers make sustainable purchasing decisions as far as possible by providing currently offer our customers about 3,200 sustainable products. This are
them with product information and ensuring products are comparable. spread over 25 product categories, including refrigerators, washing machi-
nes, ovens and dishwashers in the large domestic appliances category and
What actually are sustainable electronics products? They include the use of vacuum cleaners and coffee machines in the small home appliances group.
recycled materials in production, energy or water consumption in the utiliza- In terms of IT hardware, our range includes sustainable printers, PCs, lap-
tion phase and the product’s durability and whether it can be recycled. We tops and computer accessories, smart phones and tablets.

aim to ensure compliance with social and ethical aspects, such as safequar-

dlng human and labour rlghts durlng prOdUCtlon' Relevant GRI codes: 102-2, 103, 417 (management approach)
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MediaMarkt

BetterWay

For people and environment

Easyto find: The BetterWay

To help customers quickly and clearly identify our sustainable products and
services, since financial year 2021/22 we have labelled them with our own
logo: BetterWay.

So what qualifies a product for the BetterWay logo? To be labelled as such,
the product from our range must either to be confirmed as sustainable by

a certification authority ahead of time or meet the criteria of an indepen-
dent inspection organization. These third parties establish sustainability
criteria for various product categories and inspect whether products meet
the applicable requirements, such as responsible production, the materials
used, energy efficiency, CO2 emissions and recyclability. In the financial year
2021/22, products were stamped with the BetterWay logo if they received a
certificate in accordance with DIN ISO 14024 from Blauer Engel, TCO Certi-
fied or EPEAT or met the sustainability criteria of top-ten websites

SATURN

BETTER 2> WAY

For people and environment

(topten.eu, EcoTopTen.de, topten.ch, topprodukte.at, eurotopten.es, topten.

pt, topten.info.pl).

We identify products suitable for the logo in our product data systems by
comparing our product range to the databases of inspection organizations
and certifying bodies each month using automated data exchange mecha-
nisms. This also helps us ensure that our customers have up-to-date sustai-
nability information on the products at all times.

We further expanded collaboration with these inspection organizations and
certifying bodies in financial year 2021/22. In addition, we regularly review
the product labelling methods used. For the use of our BetterWay logo at
product level, we are also committed to continual dialogue with manufac-
turers to promote our high environmental and social standards while also

Governance Society

Environment

/A

Y

accounting for additional sustainability aspects.

We began labelling sustainable products using BetterWay in January 2022.
Starting with Germany, we gradually introduced the BetterWay logo in al-
most all countries as a marker of our sustainability activities. The initiative
was in place at almost all country organizations as of the end of the financial
year 2021/22. Betterway will be launched in Italy at the start of 2023.
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Howdo our customers find
the sustainable products?

In store Online shop

In our stores, customers can find it on the electronic price tags - known as In our online shops, we show the BetterWay logo on the product search and
electronic shelf labels - and other materials such as stickers on the products, product details pages right next to the picture of the product. On the details
BetterWay green add-ons under the shelf labels (known as downers) and page, our customers can click on the logo to open a pop-up showing the key
display stands point them towards a sustainable shopping experience. information on the item’s sustainability.

]
Exklusivprodukt |

#® Lieferung
# Markt auswahlen

—

1400 U/Min., B)

Produktdatenblatt

369.%

imkl. M5t zzgl. Versand {:’

0% Fimanzierung: In 20 Raten a 18,50 €°°

(WM 8152 B INV Waschmaschine (8 kg,

Governance Environment Society

We aim to make product sustainability as clear
and simple for our customers as possible. This is

why, in financial year 2021/22, we worked with an

independent inspection service provider to review
the display and presentation of BetterWay and

its criteria to simplify and optimize it. Optimiza-
tion opportunities were utilized in financial year
2022/23.

We also want to increasingly offer own-brand sustai-
nable products. We established three focus areas here
in financial year 2021/22: Firstly, we assessed the sus-
tainability of our own-brand products - using the same
sustainability criteria that we apply to all other products.
Secondly, we focused on optimization and thus on
avoiding packaging materials. As well as the sustaina-
bility assessment of the product itself, this is a crucial
environmental factor. We made considerable progress
here in financial year 2021/22. Thirdly, we recorded CO2
emissions from the production and life cycle of own-
brand products. By doing so, we can identify the main
drivers of emissions and establish effective measures to
reduce these.
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Achieving greater sustainability

Governance Environment Society

with alittle advice

After responsible purchasing comes responsible use. When a product is deli-
vered or picked up by a customer, it enters the next phase of its life. We help
our customers use their appliances as sustainably as possible. Depending
on the product category, this raises many questions: What's up with the eco
programme on washing machines and dishwashers? Why do I need to regu-
larly clean the filter in my washing machine? And where do vegetables stay
fresh for longest in the fridge?

We provide answers to these questions when giving purchase advice, where
our employees in store can tell customers how to use our products efficient-
ly and in a way that conserves resources. Customers can also access this
information in the online shop. Themed website pages and our brand ma-
gazines MediaMagazin » and TurnOn » also contain simple, day-to-day tips
and more detailed articles on how customers can play a role in sustainable
consumption and help extend product lifetime.

At several country organizations, we introduced themed weeks where we
provided customers with detailed information on individual sustainability
issues. For example, we launched a major energy saving campaign in Ger-
many in September 2022, featuring a central information page in our online
shops and videos and live shows with tips and background information on
reducing energy usage.

Other events in Germany included producing and live-streaming our own
SATURN sustainability show. In this show, we discussed our commitment to
sustainability and, together with internal and external experts, the backdrop
of sustainable consumption and use of electronics products.

_ /ey
e WV i/
47/ A,

about the enerqgy efficiency classes for electrical devices,
the new EU energy label and any transition periods (for
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https://www.mediamarkt.de/de/content
https://www.turn-on.de
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The right category

makaes the difference

Entire product groups, not just a single product, can make a lasting diffe-
rence. Take kettles, for example: it is more sustainable to use a kettle for a
cup of tea. It takes less energy to boil up to two litres of water than it would
in a pan (with or without a lid) on a standard hob. Or consider making a
portion of chips, where an air fryer is better than using the oven. They are
more energy efficient and the end result is also healthier. Working alongside
an independent inspection service provider, we investigated and evaluated
these cases as part of a joint project. This is not only about the sustainable
properties of a certain product, it also relates to the advantages of a product
category when used sustainably. This is another way we intend to keep our
customers informed and show them how simple it is to lead a sustainable
life.

We assess sustainable product categories on the basis of four of the UN’s
Sustainable Development Goals - SDG 3 (Good health and wellbeing), SDG
4 (Quality education), SDG 7 (Affordable and clean energy) and SDG 12 (Re-
sponsible consumption and production).

If a category meets one or more than one of these spe-
cifications, it contributes to a more sustainable lifestyle.
We will communicate this concept of sustainable pro-
duct categories even more effectively to our customers
in the next financial year.

A new approach. Regulatory requirements are another
area where we do not simply wait for new laws to be
passed. Instead, we attempt to identify the changes that
are needed ahead of time. In particular, we monitor the
targets of the European Commission’s Sustainable Pro-
ducts initiative (SPI), changes under the Ecodesign Di-
rective and the activities of the “right to repair” initiati-
ve, both at EU level and under local law in the countries.
We get involved as early as we can and work together
with retail associations to help shape amendments to
legislation.

Governance Environment Society

We evaluated our product categories according

to their contribution to these four goals:

GOOD HEALTH
AND WELL-BEING

\ 4

SDG 3: Does the product category promote
a healthy lifestyle and well-being?

SDG 7: Does the product category support
access to sustainable and modern energy
(e.g. solar)?

QUALITY
EDUCATION

L]

SDG 4: Does the product category support
inclusive and equitable high-quality educa-
tion and lifelong learning opportunities for
all?

1 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

SDG 12: Does the product category support
sustainable consumption, conserve re-
sources and reduce carbon emissions?
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Sustainable

services

We believe that our innovative product solutions and service concepts make
sustainable consumption possible and so we are passionate about making
advances in this area. We are guided here by the vision of a circular eco-
nomy. Some of the services offered already help extend product lifetime
through maintenance and repairs or properly recycle products at the end of
their lifecycle.

We also offer our customers an at-home technical and advice service. This is
provided in Germany by our subsidiary Deutsche Technikberatung and inter-
nationally by various service partners. In a successful pilot project, Deutsche
Technikberatung showed that its remote service can be used to help cus-
tomers find a quick solution to suspected product damage so that they can
continue using their device and avoid journeys to workshops. As well as this
individual service, Deutsche Technikberatung also organizes webinars and,
as part of another pilot project, seminars in our stores. For example, we've
already heard that sometimes the problem is sometimes sitting in front of
the device - media literacy.

Governance Environment Society

Sale of renewable energy

We want to help make a fully sustainable lifestyle possible.
This also includes supplying green energy. Customers in
four countries can already enter into 100 per cent renewable
energy contracts with external service providers, both in
store and online. More than 230,000 contracts were conclu-
ded in financial year 2021/22. In addition, our range includes
solar panels and balcony power units.
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Better to repair than throwaway software services, printing and calibration, replacement parts services, ser-
vice acceptance and e-scooter repairs. While our customers can take their

Repairs are especially important to us. We offer a particularly broad range of ~ devices away with them again straight way at the SmartBar, the after sales

services here, as repairs are how we can significantly extend the lifespan of service desk processes any repairs required with the manufacturers’ work-
products and reduce the use of valuable resources. Customers can hand in shop or selected repair service providers.turms!
defective appliances or those in need of maintenance to all of our stores to
be repaired. We repaired just under 3.2 million appliances in financial year 2021/22. Our
customers handed in more than 2.6 million of them to our stores. Through
All stores of our country organizations have a SmartBar and an after sales our own repair workshops in Spain, the Netherlands and Germany, we were
service desk in the entrance area. At these SmartBars, our in-house techni- able to repair more than 7 per cent of these appliances ourselves. This puts
cians repair customers’ mobile phones and also offer many innovative ser- the in-house repair rate for these countries at 23 per cent, meaning that
vices, from on-the-spot repairs to display protection and extended warran- almost one in every four repairs were carried out in our own workshops. The
ties. To further consolidate our circular economy approach, in the future the ~ remaining more than 550,000 appliances are devices (primarily smart pho-
SmartBars are also intended as a central point of contact for other services nes) that we repaired on the spot and on the same day at the SmartBars. We
that help extend products’ lifespans and conserve resources. These include reduced electronic waste by almost 8,700 tonnes in financial year 2021/22,

as the products remained in use instead of being thrown out. That is almost
the weight of the Eiffel Tower!

All the benefits without ownership: // .
Product rental - We reduced electronic waste

by almost 8,700 tonnes
through repairs

In collaboration with external providers, we also

offer our customers the option to rent products
and pay monthly instalments instead of buying
them. This also helps ensure sustainable techno-
logy consumption as we refurbish the products

after they have been returned and reuse them.

Reuse, don’t throw away, is the motto.
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%//// //////// As an international company, we have a social responsibility towards everyone affected by our business

/ //// activities. This is primarily our approximately 51,000 employees and it is very important to us that we
/ //////

///// provide them with good, fair working conditions and support them in their development. We can also

make a difference in the supply chain, together with our suppliers and partners. Beyond our core busi-
ness, we are also involved in social and cultural activities at all locations. Responsible and sustainable.
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We aspire to provide “experience electronics”. Our goal
is to make electronics and digitalization come alive

for our customers across all channels. We want to be
consistent, excellent and engaging. Our around 51,000
employees are a key factor to success here. We place
considerable value on fair and responsible working con-
ditions, occupational safety and health management. As
well as diversity among our workforce, we believe that
helping our employees develop and providing support
is crucial to our long-term business success.

Ir and responsible
business: The key

// Our approximately 51,000 colleagues
make electronics come alive

Overall responsibility lies with our Chief Executive Officer, who has the role
of Labour Director. Our Chief Human Resources Officer is a member of
the Executive Committee at MediaMarktSaturn and is responsible for the
Group’s various HR functions. He reports directly to our CEO. We also pre-
sent central decisions and project successes in the Executive Committee,
where these are also approved.

Relevant GRI codes: 103-1, 103-2, 401 (management approach)

'Unless stated otherwise, the key figures for employees do not include trainees or students.
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Human Resources manages all strategic HR issues and
supports the HR departments at our country organiza-
tions and subsidiaries through regular, close dialogue.
Our “HR Steering Committee” is another important
committee. It helps us better network HR issues with
corporate strategy and more effectively advance HR
projects.

Competition for talented employees is increasingly fier-
ce, presenting major challenges for retail and technolo-
gy-driven companies in particular. To take pole position
here, we have established specific programmes for
issues relating to competition such as digitalization and
customer and service focus and so we offer our emp-
loyees extensive continuing professional development
programmes. These comprise training covering product
and service expertise required in the sector and other
programmes that improve personal soft and hard skills
that are essential to the employee’s own personal and
career progression,

At the same time, our focus also remains on another
crucial development: our own development as a compa-
ny. For this reason, we carry out two detailed employee
surveys in each financial year as a way of collecting
open feedback on our performance as an employer so
that we can continue to improve.

Employee development
and talent management

We encourage life-long learning among our employees
and want them to constantly refine their skills. This is
one way we tackle the challenges we face in retail and
secure our ongoing growth. In addition, our systematic
employee development also demonstrates that we are
an attractive employer, ensuring that we can remain
successful in an environment of increasing competition
for talented employees.

Our HR department and executives from all countries
sat down in the last financial year to revise our values
and make changes to our corporate and management
principles. As part of this, they also established a new
principle: strengthen cooperation and break down silos.
The new, expanded guidelines have been the basis of all
employee development and talent programmes since
this year. In Spain alone, we implemented numerous
measures to bring the new guidelines to life, adopting

a kind of in-house “Erasmus programme” to improve
collaboration. All employees at the Spanish headquar-
ters spend three days working in another team, before
reporting back to their colleagues. We also achieve
greater transparency through a new newsletter, where
the Spanish CEO reports on the most important miles-

Governance Environment
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tones and successes every month. At many locations, employees also have
the opportunity to talk directly with senior management and make their own
suggestions. These meetings are particularly popular among our staff.

Passionate about our customers

Once again, one focus area of personnel development in the last financial
year was our Group-wide strategic programme “Passion4Customer”. This
initiative helps our colleagues in every country put customer experience at
the heart of what they do. Despite restrictions due to the pandemic, the pro-
gramme has now been rolled out. Feedback from our employees so far has
been that the quality of the measure is very high.

In addition to these central initiatives, we also promote bespoke continuing
professional development for young talent, specialists and executives in

our countries. One excellent example of a country initiative is the Turkish
“Leaders of tomorrow” programme. In Poland and Germany, we also run a
special programme for our prospective store managers. Using webinars and
in-person training sessions, we assist their induction into the new manage-
ment role over several months. The training programme in Germany has
been successful for many years and is updated every year.

Relevant GRI codes: 404-2
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Internationally, we have built up a pool of talented employees who we are
preparing for their next management role in a nine-month learning jour-
ney. This involves leadership and cultural topics, as well as indirect training
such as coaching and mentoring. The next group of participants is about to
be selected. We take gender equality into particular consideration here. In
parallel, we also launched the same programme with a regional group of
German sales managers.

So that our experienced executives can also perform the important task of
developing talent themselves, for example, our “Passion4Customer” pro-
gramme also includes a “train-the-trainer” approach. They can then also
apply the didactic skills learnt to other areas of employee development.
However, our focus of course extends beyond our executives of tomorrow
to our executives of today. We are introducing four new initiatives for their
ongoing development in the next year. Our senior managers will have two
additional development modules at our German stores. In addition, we revi-
sed our annual feedback process and developed e-learning sessions, short

/ // videos and workshops that were initially put into practice at our headquar-
// // "#f /.
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ters in Ingolstadt. These tools and an internationally harmonized feedback
template are now being rolled out across all locations.

Another building block of our talent development and cultural change is
the net promoter people survey (NPP) of our employees that we carry out
twice a year. Based on the results of the survey, we can assess our appeal
as an employer (“employer value proposition”). Following this, we run focus
groups to establish specific measures which we then use as a yardstick in
subsequent surveys. We also offer relevant training to ensure that all exe-
cutives are able to properly evaluate and apply the results.
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Based on the findings of recent surveys, we launched a
whole rafter of initiatives in financial year 2021/22:

I

I

I

I

I

I

On tour: In the Netherlands, we held a roadshow to
improve communication. The national top manage-
ment at all Dutch stores presented the NPP results,
our strategy and specific measures and spoke di-
rectly to employees.

In Switzerland, we bolstered communication by
way of monthly “townhall” meetings.

In Poland, we established “cooperative consulting”
- cross-divisional collaboration and advice in pro-
ject groups that helped us break up silos in how we
act and think.

In Sweden, a new executive development program-
me is improving feedback and contributing to mo-
dern leadership in a hybrid working environment.

In Germany, we offer all employees an extensive
academy programme that they can either sign up
to themselves or be recommended for.

In Italy, we improved the “Lunch with the CEO”
format, as well as communication and employee
recognition.

Extensive use is made of the wider range of online learning in all countries
on account of the COVID-19 pandemic. We also offer training on technical
and management issues on our company-wide e-learning platform. In ad-
dition, regular events for all employees are also held on our digital commu-
nication platforms, such as the “Learn & lead” format for executives in Ger-
many. Overall, the average employee training duration in the financial year
2021/22 was 1.8 days.

Governance Environment W

In recent years, our Italian country organization has set a standard
of its own based on the idea of lifelong learning: as part of the
“Memphis” programme, colleagues can put together their own per-
sonal learning path. Corporate targets and own employee wishes
are combined in six areas, from innovation to internationality, and
put into place with specific tools such as mentoring or on-the-job
training. We even developed an own piece of artwork for this pro-
gramme. The stylish look is also reflected in individual flash cards,
which provide an additional incentive for employees to work on
their own development.

// Our employees spend an average
of 1.8 days a year participating
in training
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We have received multiple awards for our diverse range
of development opportunities: The Austrian country or-
ganization this year received the “Vienna seal of quality”
as a top teaching facility for 2023 to 2027. The Turkish
country organization made the podium twice. It came
first in the G50 Turkey Youth Index and third in the Top
Talent Award in the “Best Talent Programme” category
for the retail sector.

It is important to us to bolster our employees’ dedica-
tion. In the current financial year, we therefore compiled
a list of internationally successful employee develop-
ment projects and presented them in the style of the
Oscars in Hungary. Projects were selected based on the
employee survey.

For larger projects, we do not merely inform our col-
leagues of the latest developments, we actively involve
them. One example is our internal “Omnichannel Spine”
transformation project, where we recorded team-spe-
cific requirements and involved executives in the de-
velopment process. Above all, however, we use project
milestones to celebrate shared successes and thank our
colleagues for their work.

We want to put our talent acquisition on a strategic
footing. To do so, we have tested and now successfully
implemented various instruments. One of these is our
employee referral program in Germany. In this way, we
ensure that our employees are able to approach sui-
table candidates and at the same time keep these col-
leagues at our company. We can apply these nationally
successful concepts internationally. In addition, we suc-
cessfully launched the international application tracking
system “SAP myRecruiting” in Germany, Poland, Spain,
Portugal and Italy. The other country organizations will
follow shortly.

We are gradually implementing further system opti-
mizations to make the application process more user
friendly.
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Fair hiring:
Responsible
working conditions

Good and fair working conditions for our employees
are particularly important to us, as is high employee
satisfaction. We hire our colleagues exclusively on the
basis of applicable agreements and laws. Responsible
conduct when it comes to human rights goes without
saying for our company.

We uphold the United Nations’ “Guiding Principles on
Business and Human Rights”, the “International Bill of
Human Rights” charter and the International Labour
Organization (ILO)'s “Declaration on Fundamental Prin-
ciples and Rights at Work”.

Responsibility for this lies with the managing directors,
both for the overall organization and for the individual
stores. In day-to-day business, this responsibility takes
the form of a number of measures:

/| We adopted a Code of Conduct that covers many
issues such as anti-discrimination and the correct
handling of personal data.

/| We implemented the amendments to the Nach-
weisgesetz (German Law on notification of condi-
tions governing an employment relationship) that
came into effect in Germany on 1 August 2022 qui-
ckly and in good time. This way, we ensure that we
notify our employees of the material conditions of
a contract.

/| At many stages, such as recruiting, we apply the
dual-control principle to protect employees and
applicants from any potential arbitrary actions of
individuals.

/|  If our employees experience or hear of about any
violations, they can contact their superior. Alterna-
tively, they can use an anonymous reporting sys-

tem that initiates a structured clarification process.

Governance Environment

We are a member of the retail associati-
on. In this function, we work on various
committees to help design and develop
working conditions for our sector, in

particular regarding collective bargai-
ning agreements

Our Chief Compliance Officer is the central point of con-
tact for these issues. Together with his team, the officer
constantly develops our standards and measures and
ensures that they are met.

Further information can be found in the
Corporate Governance » section.

One important tool for offering our employees a safe
and attractive working environment is our employee
survey (NPP) that we carry out twice a year. In our per-
formance dialogue, all colleagues have an opportunity
to speak directly to their manger and plan their further
development together.
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Workers'rights

It goes without saying that we uphold workers’ rights and comply with all
laws, collective bargaining agreements and works agreements. In Germany,
80.46 per cent of our employees had a collective bargaining agreement as
of 30 September 2022. This includes not only appropriate remuneration and
working hours, but also measures to combat forced and child labour and
human trafficking.

All our employees have the right to freedom of association. This is also
expressly outlined in our Code of Conduct. The regular Works Council elec-
tions were held in Germany in spring 2022 and it is planned to elect new
delegates for the Euro Forum (European Works Council) at the start of 2023.
A company announcement dated 9 August 2022 initiated the election of the
employee representatives for our Supervisory Board and an election com-
mittee was formed. The delegates meeting is expected to be held in Janua-
ry/February 2023.

Employer/Employee relationship

Cooperation based on trust and open dialogue with the selected employee
representatives is important to us. We encourage open dialogue between
our employees or their representatives and our management at different
levels. What's more, we encourage our executives to create an open, trust-
based working environment where all colleagues can share their ideas and
concerns. By doing so, we have established good communication between
our Management Board and the management bodies of our Group compa-
nies and the employee representatives, with various forms of regular dialo-
gue.

We apply the principles of fair working conditions and social partnership to
all of our activities. We regularly keep our employees and employee repre-
sentatives informed of our business, collect their feedback and observe co-
determination rights.

Share of employees with a collective bargaining
agreement in Germany (as of 30 September 2022):

80,46%

Euro Forum meetings were held with our employer and employee repre-
sentatives on 14 and 15 June 2022. As the employer, we presented business
figures, our strategy refresh, corporate and management principles, the
results of the 2022 employee survey, our gender diversity initiative and the
“Omnichannel Spine” transformation project. Negotiations also began on a
new agreement and communication concept for the Euro Forum, which we
will complete soon. Follow-up events are already planned.

All good things come in fours: At the Saturn and MediaMarkt works coun-
cil conferences, which are held four times a year, we present and discuss
current issues in our role as employer. After holding the first events in 2022
online on account of the pandemic, we were for the first time able to hold
Saturn’s works council conferences in person in July and September 2022.
Our focus for the new calendar year is on expanding this format for cross-
company dialogue between the employee representatives of the Group
companies. An initial test event for a cross-company dialogue between the
Works Council chair of the German country organization and our Manage-
ment Board and selected representatives took place in July 2022.

Relevant GRI codes: 402 (management approach), 102-41
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Work-life balance

Enabling employees to balance their career and family
lives is also an important issue for us. Where possible,
we therefore offer our employees flexible working time
models and, in the administrative units, mobile working
reqgulations. Not every job allows for flexible work to the

/| Since 2010, we have operated a strategic HR
policy that takes account of family considera-
tions and different life stages by way of the
“berufundfamilie” audit. After the second
successful dialogue procedure, the certificate

was confirmed for two of our subsidiaries on 31

May 2022.

/| At headquarters, we provide childcare in the

summer holidays and on the “Bul3- und Bettag”

public holiday.

/| We are a member of “Mobile Familie e.V.”,
through which advice and child care is free of
charge for employees in Ingolstadt.

same extent. Nevertheless, our goal is for all colleagues
- whether they work in a store or in administration - to
be able to combine their private lives and their career
as best possible. To ensure this, we have developed the
following measures:

/| Expecting parents in our administrative units
can attend the monthly “Becoming a parent at
MediaMarktSaturn” event, which provides con-
siderable information on everything from legal
provisions to returning to work.

/] We support our employees when they find
themselves suddenly needing to provide care,
something that presents a particular challenge
for those in work. For this, we brought in care
experts from WDS.care - “partner for a work/
care balance”. The WDS.eldercare programme,
which provides support and mediation ser-
vices, is available free of charge for our emp-
loyees and their relatives.

Governance

Environment

/| We provide financial assistance for holiday care
by the “Ingolstadt Bundnis fur Familie” alliance.
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Our part-time ratio is 31.2 per cent. 23.8 per cent of our Employees working part-time in per cent

employees in Germany work part-time, while internatio-

nally the figure is 36.5 per cent.
y 9 P Germany

We are piloting a mobile work concept for the administra- 23.8 %

tive locations in Germany until 30 September 2023. As part
3 1.2 %
international

gues to work 50 per cent of their hours outside their com-
pany place of work. We developed guidelines to prepare
them and their managers for hybrid work. Mobile work is
also improving work-life balance in other countries. The
share is determined individually for each country organi-
zation: In Switzerland, administrative employees can work
remotely for up to 60 per cent of their working hours, fal-
ling to up to 20 per cent for executives. In Sweden, we pas-
sed a mobile work policy that allows employees to work
40 per cent of their hours outside their company place of
work. Here, too, we trained our executives in “leadership
in a hybrid working environment”.

Thanks to our measures to promote a work-life balan-
ce, we positioned ourselves as an attractive employer
internationally, with the Spanish country organization
being named a “Great Place to Work"” for the second
time and the Turkish country organization receiving
an award for being a top employer.
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Occupational safety and
health management

A safe, healthy workplace is vital, especially in our in-
creasingly fast-paced and demanding world of work.

We are thus constantly working on achieving high stan-
dards for our occupational health and safety. As part of
this, we apply the EU Directive, which is enshrined under
German law by the Arbeitsschutzgesetz (Occupational
Health and Safety Act). We also meet other minimum
standards based on our internal regulations.

Our occupational safety experts or external partner
firms visit our administrative and operating locations
and stores at regular intervals in order to identify work-
related hazards at an early stage and minimize or,
ideally, prevent risks. Together with management, they
prepare or update detailed risk assessments after their
visit. Our employee representatives, such as members
of the Works Council and safety officers, attend regu-
lar Occupational Safety Committee meetings with our
management, occupational safety expert and/or our
company doctor. In the meeting minutes, we outline the
occupational health and safety measures in place, as
well as responsibilities and efficiency checks.

Coordinated communication between countries allows
us to share the continuous improvement of general
measures and best practices.

Employees can access occupational medical care and ex-
aminations exclusively by licensed company doctors du-
ring their working hours. Our colleagues can find more
information on the intranet. Relative to specific stores,
we also provide preventative health services such as

flu and COVID-19 vaccinations, cooperation with gyms,
corporate runs and health days. To ensure compliance
with hygiene concepts introduced on account of the
pandemic, we have internal checks carried out in stores
by occupational safety experts or perform self checks.
We have doubled the number of store visits compared
to pre-pandemic levels. These visits were also included
in the service providers’ target agreements.

Relevant GRI codes: 403-1, 403-2, 403-4, 403-5, 403-6
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Our employees receive regular training on occupational
health and safety and fire safety, either online or in per-
son in the store. We hold the training sessions during
working hours and adapt them according to the emp-
loyee’s function, for example for our warehouse staff. In
addition, store-related training sessions are also held by
managing directors or employees with additional qua-
lifications, as well as evacuation drills. A central expert
group regularly evaluates and amends the content of
the training documents.

Notifications such as workplace accidents or fires in our
stores and Group companies are followed up on by the
departments responsible.

Our sickness-related absence rate rose to 4.18 per cent’
in financial year 2021/22 (2020/21: 3.0 per cent) due to
short-time work as a result of the pandemic).

' This figure includes paid absences due to illness. Absences due to occupa-
tional accidents and accidents while commuting are not included.
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Occupational
health promotion -
My health

As a responsible employer, it is our duty to consistently promote our em-
ployees’ health and make it a permanent feature of our organization. We
offer a wide range of measures for a healthy workplace and support health-
promoting habits among our colleagues. These include preventative measu-
res such as stress reduction programmes and initiatives to encourage more
movement and healthy eating. Many of these preventative programmes

can be used directly at our administrative locations or in our stores. We also
work with gyms and health insurance companies, including AOK Gesund-
heitskasse and Audi BKK.

Relevant GRI codes: 403-6
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Since May 2022 we have offered the subsidized compa-
ny programme “Qualitrain” in Germany, an extensive
fitness offer that is enjoyed by our employees. 1,250
colleagues had already signed up as of September 2022.
“Qualitrain” allows them to sign up for activities at more
than 6,000 partners across Germany, such as gyms,
swimming pools, climbing gyms, yoga studios and EMS.
They also have access to almost 2,000 online and 100
live classes, as well as a nutrition app and an app focu-
sing on improving resilience and mindfulness. We initial-
ly purchased “Qualitrain” for one year at a flat rate.

To complement this, in the future we aim to provide
health initiatives together with our cooperation partner
DAK. Our employees and executives are made aware of
issues through small campaigns in our German stores
and administrative locations. These campaigns are free
of charge. To prevent neck or back tension that is so
common among office workers, our colleagues at the
German administrative locations can also use the health
app HUMANOO at no charge. The app provides tailored
exercises and holistic digital health management. We
also support our executives’ health care as part of a
cooperation (with the Helios Prevention Center, the Mu-
nich Center for Preventive Medicine and DZF Diagnostik-
zentrum Fleetinsel). One particularly important service
here is the health check-up, which can be accessed eve-
ry two years. This service is aimed at all store managers
and executives in the Group companies.

We want to promote the health and wellbeing of our
employees in the long term. Accordingly, mindfulness
and mental health at work are a fixed feature of our
company, from training our young talented employees
all the way up to executive development. For our admi-
nistrative locations in Ingolstadt and Munich, we also of-
fer yoga classes and talks on mindfulness and nutrition
through our comprehensive "My health” programme.
Given the high demand, we have already arranged for
an additional yoga class. The costs are covered by our
partner health insurance companies. We also arranged
for the “Active break, movement at work” initiative for
the second time. This programme, which encourages
more movement and mindfulness, is offered once a
week and lasts for 15 minutes. We also offer other for-
mats for issues related to resilience, mindfulness and
stress management, such as seminars and coaching.

Governance Environment

// Mindfulness and mental health at work
are a fixed feature of our company
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Diversity, inclusion and

equal opportunities

At the end of financial year 2021/22, staff
With our Code of Conduct, we lay the foundations were employed throughout the Group from

and increase awareness of diversity. It states that -
all MediaMarktSaturn employees are given the same 130 nat’ons
opportunities, irrespective of their ethnic back-

ground, sexual identity, any disabilities or their reli-
gion or ideology.

Our customers are diverse and unique, and so we need We know that there are many facets to diversity. One of these is a person’s
colleagues who can also offer different perspectives and background: At the end of financial year 2021/22, staff from 130 different
solutions. The more diverse the employees, the better countries (2020/21: 135) were employed throughout the Group.

the company. Or to be more precise, diversity shores up

skills and knowledge, boosts innovation reputation and We have set the goal of increasing the share of women in management
improves business decisions. Accordingly, promoting di- positions in all Group companies in the long term. We laid the foundations
versity is an important factor for our long-term success. for this in the last financial year, when we launched “Women in retail”. This

initiative made further progress in financial year 2021/22 and was rolled out
in all country organizations.
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Share of women at CECONOMY 2021/22

Share of women in
management positions

Share of women in the
total workforce

3

2019/20: 39%
2020/21: 39%

2019/20: 19%
2020/21: 20%

“Women in Retail” covers many tangible measures. We again further expan-
ded and fostered national and international internal networks through our
“female leadership lunches” and best practice meetings. We launched young
talent programmes and initiatives to promote female employees. Many additi-
onal measures were implemented in the country organizations based on local
requirements and focuses. The goal of these is to specifically empower wo-
men and address prevailing stereotypes about women held by all employees.
For example, the Turkish country organization arranged diversity trainings
with male market leaders to improve awareness of female stereotypes. Men-
toring programmes were established to support female employees’ career
development, including in Germany. Our aim here is to make our female col-
leagues more visible and build up effective networks. We successfully piloted
the programme and will continue to expand it over the year ahead. In Spain,
we boosted the share of women by making changes to our hiring process. In

2P

Share of women at the first
two management levels

147

(including senior executives)

addition, we continued our collaboration with the ESADE Business School, a
central component of which is a programme that focusses exclusively on the
development of female executives.

At our first two management levels (including senior executives), the share of
women at the end of the financial year came to 13.9 per cent overall, 8.5 per
cent of whom are at the first management level (level 1) and 14.2 per cent at
the second management (level 2). Overall, the share of female employees in
management positions is 21.9 per cent (levels 1 to 3). They account for 39.3 per
cent of our total workforce.

Governance Environment
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Holistic through and through

Over the next financial year, we want to take a holistic approach to diver-
sity and inclusion. As well as additional measures to increase the share of
women across all hierarchy levels, we also have many other plans: we are
continuing to refine our diversity and inclusion strategy and examining all
processes at our company. We will arrange workshops and e-learning for-
mats on issues such as unconscious bias, firstly for executives and then for
all employees. In addition, our new anti-discrimination policy is due to be
passed in the next financial year. This also serves as the basis for our awa-
reness campaign “sexual harassment and discrimination at work”. To raise
awareness of diversity, however, we have also planned many other internal
formats and are already working on numerous events to mark Diversity Day
2023. In terms of the promotion of women, we are continuing our successful
formats and taking them to a new level. Examples of these formats include
presenting female role models and talks by external female speakers. Our
after work event to build up networks and own visibility is another success
story and was very well received by our female colleagues

74



CECONOMY Sustainability Report 2021/22

-

L
2 ey
. YRR

A N

N supply chain

- (all

received:

* Oursustainable

Sustainability in supplier management is a key compo-
nent of our sustainability strategy. We want to make

a positive contribution to wellbeing. It goes without
saying that we respect the labour and human rights of
everyone affected by our business activities. But we go
further still: we consider it our duty to actively help pro-
tect these rights through our own actions. We apply this
standard to our own colleagues, but also support our
suppliers and partners in protecting human rights

Overall responsibility for our sustainable supply chain
lies with our CEO. To put this into practice, the depart-
ments at our company headquarters work closely with
the country organizations’ purchasing departments. .

Governance Environment W

The foundation and framework for our corporate culture and business
activities are formed by globally accepted standards and agreements. Furt-
hermore, we are committed to the principles of the UN Global Compact and
signed the Diversity Charter in 2018. As a result, we espouse diversity and
equality at our company. As a member of the Responsible Business Alliance
(RBA), we - like other leading companies in the electronics sector - look to
industry-wide requirements and are committed to the responsible standards
of the RBA Code of Conduct. This means that we campaign for uniform
standards for social, ecological and ethical issues within the supply chain in
order to improve the industry’s supplier management in the long-term.

Relevant GRI codes: 102-9, 102-12, 102-13, 103
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As an experience electronics retailer, we sell brand products from internatio-
nally renowned manufacturers and products from our own-brand company.
We have relationships with suppliers for third-party products and services,
which we procure directly and indirectly, and for our own brands.

Our goal is to implement all components of supplier management on the
basis of a human rights due diligence process. To meet this due diligence
requirement, in financial year 2021/22 we established a supplier-related risk
management system and are now continuing to optimize this on an ongoing
basis. We also account for the additional requirements of the German Act on
Corporate Due Diligence in Supply Chains. To ensure a sound basis for this
risk management, we carried out a systematic, comprehensive risk analysis
of human rights and environmental aspects. As part of this, we identified
priority risks in the supply chain, i.e. risks in our own business area, and risks
for direct and indirect suppliers. In the future, we will conduct a comprehen-
sive reassessment each year and on a case-by-case basis.

We also publish the risks we identify in our policy statement on human
rights. This statement reflects the standards we set ourselves and our own
value chain. As well as the risks, it also includes our human rights strategy
and the procedure we have in place to meet our due diligence requirements.
It provides assurance to employees, executives, business partners and other
stakeholders about their actions and is the basis for processes, decisions
and collaboration. In addition to the policy statement, our Code of Conduct
and its company-wide values and obligations, which cover anti-discrimina-
tion and the protection of labour and social standards, also applies.

// Violations of human rights
can be reported anonymously
at any time

Governance Environment W

To identify human rights risks and violations, we created a Group-wide
whistleblowing system and further developed this in financial year 2021/22.
Both our employees and third parties can use the system to anonymously
report any suspected human rights violations, regardless of whether this
violation occurred within our company or in the supply chain.

Further information on the whistleblowing system can be found
in the section on compliance » or here ».

76


https://www.bkms-system.net/mediasaturngroup/speakup

CECONOMY Sustainability Report 2021/22

Sustainability in

supplier management

We take a risk-based approach for due diligence compliance in our supply
chain. Our goal for the end of financial year 2022/23 is to audit 100 per cent
of our suppliers for compliance with labour laws and human rights or to
have them externally rated. In the financial year 2021/22, we assessed the
sustainability performance of manufacturers accounting for 43.8 per cent
share of sales in the areas of the environment, labour law and human rights,
sustainable procurement and ethics. We also accepted self-assessment
guestionnaires from the RBA, putting the share of sales generated with au-
dited manufacturers at 48.8 per cent.

Where required, we establish measures for improvements and timetables
together with our suppliers. This is also set out in our supplier contracts. We
then use risk-based controls to ascertain the effectiveness of the measures
implemented. If they do not result in any improvement, the supplier relati-
onship may be suspended or even discontinued depending on an individual
analysis.

// We want to audit all our
suppliers for compliance with
labour laws and human rights

Governance Environment
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of our sales is made up of manufacturers that
have been rated by an external agency on
their human rights records

We want all business areas involved in the procurement process to have the
information they need for their day-to-day work, which is why we developed
sustainability training for all employees in the last financial year. These ses-
sions address supply chain sustainability and explain how we our meet our
standards. We also offer a more in-depth module for procurement areas to
implement the German Act on Corporate Due Diligence in Supply Chains. In
this module, we address the background and the necessary stages between
procurement and suppliers. These training sessions must be completed in
financial year 2022/23. We also aim to inform and train our suppliers oursel-
ves, and have created a website to explain legal requirements to suppliers
and share our own expectations and our support.

Relevant GRI codes: 103, 412 (management approach)
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Supplier management
for our own brands

As well as brand products, we also sell products from our own brands KOENIC,
PEAQ and ISY. Our subsidiary Imtron GmbH is responsible for supplying the
country organizations with these products centrally. It is in charge of its own
supplier management here. One long-term goal is to continuously improve
supplier sustainability. Long-standing business relationships are vital when it
comes to supporting them in their progress: Imtron has worked with 59 per
cent of active suppliers for more than five years (2021/22: 54 per cent, 2020/21:
44 per cent).

Since 2014, Imtron has been a member of amfori BSCI, which was founded to
protect workers’ rights in production facilities. The amfori BSCI Code of Con-
duct is based on Social Accountability International’s SA8000 standard, the Uni-
ted Nations Universal Declaration of Human Rights, the UN Global Compact,
the core labour standards of the International Labour Organisation and OECD
directives. These give rise to the principles of amfori BSCI: the active manage-

ment of operational and environmental protection, health
and safety at work, the fight against corruption and the
general prohibition of child and forced labour. These
principles are compiled in a Supplier Code of Conduct and
are mandatory for Imtron, its suppliers and its business
partners. This also requires all suppliers of our own-brand
products to comply with sustainability requirements.

As a member of amfori BSCI, Imtron also undertakes to
conduct regular audits of its production facilities. An am-
fori BSCI audit is considered successful if the production
facility has at least scored a “D"” grade. Out of our produc-
tion facilities in what amfori BSCI considers risk countries,
98.8 per cent of the audits were successful.

Imtron regularly reports any improvements or deteriora-
tions identified during the audits to its management. The
aim here is to increase the tracking of audit results and
cooperation with production facilities. The production
facilities must meet certain requirements. Compliance
with these requirements is monitored by internal data
management that is constantly updated with audit data
from the amfori BSCI database. These data are also sto-
red in the Imtron procurement system, meaning that the
associated production facilities and current audit result
are saved for each product. This IT solutions allows Im-
tron to document compliance with its sustainability with
a high level of transparency.

Imtron’s supplier management system is based on its
own procurement policy. This takes account of our CE-
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CONOMY guidelines and applies for Imtron and its wholly owned subsidiaries Imtron Asia Hong
Kong Limited, Imtron Electronics, S.L. in Spain and Imtron Italia S.R.L. in Italy. The policy establishes
procurement processes and methods and sets minimum requirements for all products and goods-
related services. For all active Imtron suppliers’, the Supplier Code of Conduct based on the amfori
BSCI Code is a mandatory component of all contracts in connection with products. 100 per cent of
Imtron suppliers again pledged to uphold its provisions as of the end of the financial year 2021/22.
In addition to the contractual obligations, the successful operation of the amfori BSCI social stan-
dard system is mandatory for each individual order and so this is separately reviewed and appro-
ved for each order. These obligations mean that Imtron’s purchasing decisions are based not only
on our sustainability requirements, they are also a fundamental approval requirement in the orde-
ring process. This encourages a minimum standard for suppliers and secures a commitment from
every manufacturer,

Relevant GRI codes: 102-9, 102-13, 103, 308-2, 414-2

'Business relationships within the past two years

Successful BSCI audits?

2019/20 2020/21 2021/22
Number of suppliers audited (absolute) 122 of 126 131 of 135 158 of 160
Share of suppliers audited (in per cent) 96.8 97.0 98.8

2 Successful social audits based on own imports (audits of all producers in defined risk countries in which Imtron manu-
factures imported goods, show the successful implementation of BSCI or an equivalent social standard system through an
independent third-party certificate).
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Social

commitment

We take responsibility - including beyond our core business. At national
level, we are involved at our country organization locations. Locally, we are
active in our stores and at our company headquarters in Ingolstadt.

Our “Corporate Citizenship” department manages our social commitment.
Its role includes developing and implementing our corporate citizenship
strateqy, applying our Group-wide policy on donations, answering all exter-
nal donation inquiries, advising Group companies regarding their national
commitment and reporting on all of these activities to our Supervisory Board

each year. Through this department, we are also part of the corporate citi-
zenship working group initiated by the specialist advice firm PHINEO gAG.

We completed the corporate citizenship strategy for MediaMarktSaturn

in financial year 21/22, transforming our commitment - which has so far
mainly been reactive - into active corporate citizenship. We will step up our
focus and, in turn, achieve maximum impact in social issues. When it comes
to our activities, we want to professionalize them, establish long-term, in-
ternationally scalable collaborations and measure their effects. In terms of

Governance Environment
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content, we have one focus here: digital participation. With our products,
services and expertise, we can help offer people a life full of possibility. We
want to make it possible for everybody to be a part of today’s digital world.
We provide access to technology and explain how to use it so that nobody is
left behind. Our previous local involvement at our locations will be maintai-
ned, regardless of our focus on digital participation, and we will continue to
provide support in emergencies. Regionally, we are focusing on countries in
which our country organizations operate.
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We increased our total donations by 78 per cent compa-
red to the previous year in financial year 2021/22, with

a particular focus on emergency aid to Ukraine. Across
all country organizations, we donated money and pro-
ducts such as powerbanks, batteries, phones, charging
cables and torches to national non-profit organizations.
We also sponsored a charity football match in the first
German Bundesliga and our German country organiza-
tion organized a charity concert where attendees had
the opportunity to make donations. In addition, our
employees get involved in their personal lives in many
countries: within the company infrastructure, our collea-
gues collected food, toiletries and clothes and donated
them to various organizations on their own initiative.

Relevant GRI codes: 103, 413-1

As well as this emergency aid, our country organizations also supported
various social organizations and projects.

The Italian country organization extend its partnership with Syx, which pro-
vides tech classes for girls, that it began in the last financial year. Through a
cooperation with Samsung and the additional monetary donations that this
entails, the number of courses increased further.

Our country organization in Poland supported the Friends of Children orga-
nization and the Institute for Positive Education foundation through donati-
ons in kind, providing webcams, projectors and screens. These were used to
equip schools and day care centres for children for whom home schooling is
not an option on account of their social situation.

The Austrian country organization donated money to the largest Austrian
relief campaign “Light in the Dark” for the second time.

Governance Environment
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Our country organization in Germany launched a fundraising campaign
where customers who traded in their old smartphone through our trade-in
service could choose to donate the value of the device to the victims of the
flooding disaster in the Ahr Valley.

Social commitment is part of our company purpose not only at our country
organizations, but also directly at our stores. In Germany alone, 41 store
entities donated to local non-profit organizations, helping make their town
or region a place worth living.
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Home sweet home

Our social commitment is also deeply engrained at our headquarters in In-
golstadt. Here, we support sporting and cultural life through partnerships
that we have developed over many years. These include the ERC Ingolstadt
ice hockey club, the FC Ingolstadt football club and, in terms of cultural
events, the Ingolstadt jazz days and the “Taktraumfestival” festival. The main
feature of our social commitment in Ingolstadt is our tradition of employee
donations: our colleagues donate to good causes as part of the annual
Christmas tombola. Total donations are then doubled by the company. The
money raised here is donated to non-profit organizations in the region pro-
posed by employees. Our annual focus project this time was the “Digital for
all” project organized by Offene Hilfen des Hollerhauses (Verein fir kdrper-
und mehrfachbehinderte Menschen e.V.), which works to ensure that all disa-
bled and non-disabled people in the region can participate in digital life. We
donated the remaining employee donations in financial year 2020/21, which
the company also doubled, to Sozialdienst Katholischer Frauen to build the
media education centre in Ingolstadt.

Aside from our employee donations, we also supported other non-profit or-
ganizations in Ingolstadt. These include monetary donations to goals for kids
e.V. to help disadvantaged children and young people, an initial donation in
kind to the “Digital for all” project by Offene Hilfen des Hollerhauses and a
monetary donation to the Ingenium Foundation for people with dementia

to purchase a digital “Tovertafel”. Last but not least, we are a partner of the
city of Ingolstadt’s prize awarded to young people for voluntary work in our
region.
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Society

Outiook

Over the next financial year, we will systematically further develop and im-
plement our sustainability strategy and the associated activities.

Even today, we are already successfully making progress on a wide range

of sustainability projects and initiatives at the country organizations. We

are constantly expanding our sustainable range of products and services

in connection with the circular economy. Sustainable consumer electronics
products, the circular economy and a carbon-neutral shopping experience
will remain our focus next year. We will also step up high-quality customer
advice and education on sustainable consumption, in addition to other mea-
sures to reduce the emissions of own operations.

To reduce the consumption of resources, we will also advance the optimiza-
tion of product packing for our own brands and packaging material. Redu-
cing packaging size and using sustainable materials for outer packaging and
filling material is equally important. We also ensure that old appliances are
properly disposed of and will remain focused on returning materials to the
recycling cycle in order to conserve resources. Sustainability will remain a fo-
cus area in logistics. Centralized logistics processes shorten transport routes
and ensure optimum availability of our products. Here, we increasingly use
electric modes of transport to deliver goods from our stores to customers

as a way of reducing emissions. By always monitoring our CO2 emissions
throughout our business processes and establishing and implementing

measures to reduce these emissions, the issue of carbon neutrality is still

in the spotlight. Next year, for example, we will dedicate even more time to
climate targets that help us make progress in this area. Our customers, sup-
pliers and shareholders encourage us to work together on this endeavour

- together with a motivated sustainability team and alongside employees
from all areas of the company.

With this in mind, let’s go!
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GRI index table
GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE
101 Foundation
102 General disclosures

1. Organizational profile
102-1 Name of the organization Annual report 2021/22
102-2 Activities, brands, products, and services Our business model, sustainable products 18, 53 Annual report 2021/22
102-3 Location of headquarters Annual report 2021/22
102-4 Location of operations Annual report 2021/22
102-5 Ownership and legal form Annual report 2021/22
102-6 Markets served Annual report 2021/22
102-7 Scale of the organization Compliance 11 Annual report 2021/22
102-8 Information on employees and other workers Annual report 2021/22

83



CECONOMY Sustainability Report 2021/22 Governance Environment Society
GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE
102-9 Supply chain Our sustainable supply chain, supplier management for our own brands 75,78 Annual report 2021/22
102-12 External initiatives Networks and initiatives, our sustainable supply chain 29,75
102-13 Membership of associations Networks and initiatives, our sustainable supply chain, supplier management 29,75,78

for our own brands

2. Strategy
102-14 Statement from senior decision-maker The Management Board’'s commitment 2 Annual report 2021/22
102-15 Key impacts, risks, and opportunities Our business model, sustainable products 10 Annual report 2021/22

3. Ethics and integrity
102-16 Values, principles, standards, and norms of behaviour Compliance 11

4. Corporate governance
102-18 Governance structure The declaration on corporate gover-

nance is published on the website
www.ceconomy.de/en/ under
Company - Corporate Governance.

84


http://www.ceconomy.de/en/

CECONOMY Sustainability Report 2021/22 Governance Environment Society
GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE
102-20 Executive-level responsibility for economic, Annual report 2021/22
environmental, and social topics
102-39 Percentage increase in annual total compensation ratio Annual report 2021/22
5. Stakeholder engagement
102-41 Collective bargaining agreements Employer/employee relationship 67
6. Reporting practice
102-45 Entities included in the consolidated financial statements Annual report 2021/22
102-46 Defining report content and topic boundaries About this report, materially more sustainability 3,9
102-47 List of material topics Materially more sustainability, our sustainability strategy 9,23
102-48 Restatements of information There were no significant changes

such as mergers or acquisitions or a
change in baseline years or periods,
type of operations or measurement
methods that would require a re-
statement declaration.
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GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE

102-49 Changes in reporting

102-50 Reporting period Annual report 2021/22

102-51 Date of most recent report Annual report 2021/22

102-52 Reporting cycle Annual report 2021/22

102-53 Contact point for questions regarding the report sustainability@mediamarktsaturn.com

102-54 Claims of reporting in accordance with the This report has been prepared in
GRI Standards accordance with the GRI Standards:

Core option.
102-55 GRI contents GRI index table 83

6. Reporting practice

102-45 Entities included in the consolidated financial statements Annual report 2021/22
102-46 Defining report content and topic boundaries About this report, materially more sustainability 3,9
102-47 List of material topics Materially more sustainability, our sustainability strateqgy 9, 23
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GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE
103 Management approach
103-1 Explanation of the material topic and its boundary Innovation and new business models, power to drive climate action, climate protection and 21, 36, 38, 50,
energy, technology, fair and responsible business: the key to success 61
103-2 The management approach and its components Innovation and new business models, power to drive climate action, climate protection and 21, 36, 38, 50,
energy, technology, fair and responsible business: the key to success 62
103-3 Evaluation of the management approach Innovation and new business models, technology 21,50
200 Economic topics
205 Anti-corruption Compliance management 11
207 Taxes
207-1 Approach to tax Tax strateqgy 17
207-2 Tax governance, control, and risk management Tax strateqgy 17
207-3 Stakeholder engagement and management Tax strategy 17
of concerns related to tax
300 Environmental topics
302 Energy
302-1 Energy consumption within the organization Climate protection and energy 38
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GRI INDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE
302-3 Energy intensity Climate protection and energy 38

302-4 Reduction of energy consumption Climate protection and energy 38

305 Emissions

305-1 Direct (Scope 1) GHG emissions Climate protection and energy 38

305-2 Energy indirect (Scope 2) GHG emissions Climate protection and energy 38

305-3 Other indirect (Scope 3) GHG emissions Climate protection and energy 38

305-4 GHG emissions intensity Climate protection and energy 38

305-5 Reduction of GHG emissions Climate protection and energy, our logistics 38,42

306 Abfall

306-3 Waste generated Resource efficiency and waste management 45

308 Supplier environmental assessment

308-2 Negative environmental impacts in the supply chain Supplier management for our own brands 78

and actions taken
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GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE

400 Social topics

401 Employment Fair and responsible business: the key to success 61 The management approach to
employment is described in the
“Fair and responsible business:
the key to success” section.

402 Labour/management relations Employer/Employee relationship 67 The management approach to
labour/management relations is de-
scribed in the “Employer/employee
relationship” section.

403 Occupational health and safety

403-1 Occupational health and safety Occupational safety and health management 70

management system

403-2 Hazard identification, risk assessment, and Occupational safety and health management 70

incident investigation

403-4 Worker participation, consultation, and communication Occupational safety and health management 70

on occupational health and safety

403-5 Worker training on occupational health and safety Occupational safety and health management 70

403-6 Promotion of worker health Occupational safety and health management, occupational health promotion 70, 71
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GRIINDEX GRI DISCLOSURE / TOPIC CHAPTER / SECTION PAGE NOTE
404 Training and education
404-2 Programs for upgrading employee skills and transition Employee development and talent management 62
assistance programs
412 Human rights assessment Sustainability in supplier management 77 The management approach to hu-
man rights assessment is described
in the “Sustainability in supplier
management” section.
413 Local communities
413-1 Operations with local community engagement, impact Social commitment 80
assessments, and development programs
414 Supplier social assessment
414-2 Negative social impacts in the supply chain Supplier management for our own brands 78
and actions taken
417 Marketing and labelling Sustainable products 53 The management approach to mar-
keting and labelling is described in
the “Sustainable products” section.
418 Socioeconomic compliance Data protection, Information security 13,15 The management approach to

socioeconomic compliance is descri-
bed in the “Data protection” and
“Information security” sections.
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General information
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Kaistral3e 3
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Sustainability
sustainability@mediamarktsaturn.com

Investor Relations
[IR@ceconomy.de

Corporate Communications
presse@ceconomy.de

Disclaimer

This report contains forward-looking statements that
are based on certain assumptions and expectations

at the time of its publication. These statements are
therefore subject to risks and uncertainties, which
means that actual results may differ substantially from
the future-oriented statements made here. Many of
these risks and uncertainties relate to factors that are
beyond CECONOMY AG's ability to control or estima-
te precisely. This includes future market conditions
and economic developments, the behaviour of other
market participants, the achievement of expected
synergy effects, as well as legal and political decisions.
Accordingly, CECONOMY AG assumes no liability and
provides no guarantee (either explicitly or implicitly)
that the forward-looking statements, including the
estimates, expectations and assumptions underlying

these statements, are correct or complete. CECONOMY

AG accepts no special obligation to publicly correct or
update these forward-looking statements to reflect

events or circumstances that have occurred after the
publication date of this report. The brands and trade-
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marks cited within this report, which may be protected
by third parties, are subject without restriction to the
terms of the relevant trademark law and the ownership
rights of the respective registered owners. The copy-
right for any published items created by CECONOMY
AG remains the property of CECONOMY AG.

The reproduction or use of such graphics, video se-
quences and texts in other electronic or printed publi-
cations is not permitted without express permission
from CECONOMY AG.

Published on 10 January 2023
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