LVMH

SHAREHOLDERS MEETING OF APRIL 18, 2024 -
ANSWERS TO WRITTEN QUESTIONS

1. Questions received from the Forum for Responsible Investment — ESG
Environment

Question 1

a) Could you state your decarbonization targets for the short, medium and long term
for your three scopes (absolute value and intensity)? For each of your targets, please
explain the main actions planned to reach these targets (please specify the
contribution percentage for cach action toward the target). What percentage do
negative emissions (absorption, storage, etc.), avoided emissions and carbon credits
contribute to the achievement of your strategy (distinct from your decarbonization
targets)? To help you answer, consider filling out the table in Appendix 1.

Targets, actions and contributions
In 2021, LVMIT reviewed its carbon tre L]thoI\ which 1s now aligned with the Paris Agreement
for the 1.5°C baseline scenario for Scope 1, 2 and 3 emissions. This trajectory has been validated
by the Science Based Targets intnative (SBT1) and 1s underpinned by two key commitments from
the LIFE 360 strategy concerning GHG emissions:
e Scopes 1 and 2: 50% reduction in absolute value (b \@lme: 2019) of energy-related
)26. The Group has set out a

a
greenhouse gas emissions at 1ts sites and stores by 202
decarbonization strategy consisting of various levers: energy CoOnservation, energy
efficiency and the switch to renewable energy. Means-based targets have been put in place,
together with actuon plans to achieve them, including the following:

-10% energy consumption on sites (stores, production sites, warchouses,

administrative sites) upon 1mplementation of the energy conservation plan
(liurope: 2023; world: 2024).

o 100% of the Group’s store network equipped with LED hightng, with a target of
achieving 2 30% reduction 1n stores’ energy coNsUmMptior

o 0 stores with consumprtion in excess of 500 kWh/m* in 2()23 (500 KWh/m?*1n 2026
300 kWh/m* in 2030).

o 100% renewable or low-catbon energy on-site and in-store by 2026, a goal that

draws on action plans to purchase green energy for each of the Group’s main
geographic areas. Tn 2023, the Group also introduced a policy of purchasing
cuarantees of origin in the form of Renewable Energy Cernficates (RECs) based
on purchases in the country of consumption as well as specifications covering

different types of renewable energy installations.
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Contribution of targets
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e Scope reducing emissions generated by raw matenals, purchases, tansport, waste,
product use and end of life by 55% per unit of added value by 2030 L ssehine: 2019). The

moup has arranged with its Matsons to put in place carbon reduction task forces specific
each business area. LVMH has put in place means-based targets, together with action
phm to achieve them, including the following:

O

Purchases of raw materials (around 42% of the Group’s Scope 3): the strategy
revolves around remodeling the supply chain in accordance with circular
economy principles. In particular, the Group has set itself the following targets:

e 10% (by weight) recycled raw materials in Fashion & Leather Goods

products by 2030
e 70% recycled materials i packaging (Perfumes & Cosmetics, Wines &
Spirits) by 2030
e 100% of strategic raw matertals certfied by 2026
100% of strategic raw materials sourced from regenerative agriculture by

2030, with the exception of recycled materials
Upstream and downstream transportation (around 8% of the Group's Scope
3): a spectfic target has been put in place covering transportation contributing to
the achievement of the Group’s Scope 3 targets, with the aim of achieving a 20%
reduction 1n absolute emissions from upstream transportation by 2030. A key
factor is the changes in the respective proportions of road/sea/air freight, with ad
hoc coordination systems made available to the Maisons.
Green IT (around 1% of the Group’s Scope 3): the Group has putin place a Green
IT program that also includes a green e-commerce charter. The target is to achieve
an absolute reduction of 20% across all TT activities.
Media, marketing and communications (around 10% of the Group’s Scope 3):
a task force has been pur in place to change practices in this area.

Key achievements in 2023

e SCOpes

O

| and 2:
-28% in absolute terms 1 2023 relatve to 2019

In 2023, the Group achieved a 28% reduction 1‘61"11’1' e 1o the 2019 baseline, in line with the
trajectory required to achieve du rarget of -50% by 2(

O
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At the end of 2022, the Group put in place a

reduction of over 10% in energy consumpuon from stores and sites in 2023.
o 79% of the Group's store network equipped with LED lighting
The Maisons have made considerable efforts, notably thanks to investments made possible by
the LVMIT Carbon Fund (m)und €20 million in 2 ”) to replace energy-using equipment with

7

more efficient equipment. In 2023, 85% of the Group’s st

and most equipment at pmdum(m sites was replaced.

o 63% renewable energy

Lastly, the proportion of renewable energy increase
ENtETINg MNTO gre

n 2022, This was made possible by

OTCS WcCTIce

d, reaching 63% 1n 2023
en energy contracts in key countries (France,

]

2 worldwide energy conservation plan, resulting in a

equipped with LED lightung

compared with 47%

Ttaly, Spain, etc.), investing in solar panels at key sites and purchasing RECs under a policy
mtmduwd in 2023.
e Scope 3:-29.9% in intensity betwe 9 and 2023
Category 2019 tCOxe | 2023 tCOse Change in
intensity
3-1 Purchased goods and services 4.246.796 3,819,546 -39.8%
3-2 Capital goods 1,226,792 1,386,949 2.9%
3-3 Energy-related emissions
(not included 1n Scopes 1 and 2) 109,891 117,437 -28.5%
3-4 Upstream transportation of goods and
distributon 528,658 552,171 -30.1%
3-5 Waste 7,653 7,465 -34.8%
3-6 Business travel 104,919 171,169 9.1%
3-7 Tamplovee commuung, 204,021 184,702 -39.4%
3-10 Processing of sold products 2,587 534 -86.2%
3-11 Use of sold products 272,596 208,089 -48.9%
-12 Tind-of-life of products sold 54,643 53,767 -34.2%
3-13 Downstream leased assets 1,804 -100.0%
3-15 Tnvestments 63,131 144,866 53.5%
Total 6,823,490 7,146,695 -29.9%

Percentage that negative emissions (absorption, storage, etc.), avoided emissions and
carbon credits contribute to the achievement of your strategy (distinct from your

decarbonization targets).
The Group 1s focusec

mvestments in - agroforestry,
It will be taken nto
guidance, once validated.

regenerative
onservation program is not currently counted.
account under the Group’s commitment 1 respect of the SKITs FLAG

Similarly, emissions avoided thanks to the Carbon Fund,

agriculture  and

the habitat

although calcu

on reducing ite emissions. Absorption and storage arising from
restoration  and

lated, are not currently

b) Could you provide us with the amount of investment needed for each of the main
actions for all three scopes? Please specify the timeframes for these investments. In

most cascs,

the information expected here is different from the European

taxonomy-aligned capex/opex amounts, which only concern the investments in
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your sustainable activities and not the investments for your entire decarbonization
plan. On which baseline scenario is your decarbonization strategy based (for the
three scopes)? Is it aligned with a +1.5°C scenario? Is it validated by an independent
third party (SBTi, ACT-ADEME, ctc.)? Please indicate the name of the scenario(s)
and reference organization(s) (for example, TEA, IPCC, etc.).

Scenario
In 2021, LVMH reviewed its carbon tre L]thm\ which 1s now aligned with the Paris Agreement
for the 1.5°C baseline scenario for Scc >pc , 2and 3 emissions. This trajectory has been validated
by the Science Pased Targets initiative (SBT1) and 1s underpinned by two key commitments from
the LIFE 360 strategy concerning GHG emissions:
e Scopes l and 2: halving energy-related greenhouse gas emissions at its sites and
stores by 2026 (baseline: 2019)
e Scope 3 reducing emissions generated by raw materials, purchw& transport,
waste, product use and end of life by 55% per unit of added value by 2030.
LVMH has used climatic scenario analyses to underpin its strategic orientations. LVMH took into
consideranion two 1.5°C-compatible scenarios generated using the global energy economy
climate model REMIND as well as the TEA’s B2DS scenario. TVMIT has covered the whole of its
value chain and used 2021 LVMH figures (and an average growth rate of +7%) to carry out the
analysis; the same approach was used for the LVMH SBIN approach approved 1n 2021 This
'mﬂl\'m will be updated every two years.
Tn 2023, in addition to the TVMTT itself, seven Maisons had their commimments validated by SBTI
thpSZ//SCI@HC@bRS@dUl” ets.org/companies-taking-action).

Investmcnts
Capital expenditure (capex) and operating expenditure (opex) are influenced in chimate concerns

n line with the Paris Agreement in three ways:
e In 2016, LVMIT became the first luxury goods company to introduce an internal
carbon fund. The Group applies an internal carbon price to each metric ton of CO,
emitted per vear, and the amount identified must then b@ mvested as capital
expenditure in reducing greenhouse gas emissions at directly owned sites (Scopes |
and 2), generaung renewable energy and measuring energy consumption, and
operating expenditure with financing guarantees of origin for clectricity (RECs),
biogas, biofuel and sustamable avianon fuels. In 2023, €20 million was mvested 1n
95 projects (ve. €9 million in 2022), avolding 256,000 metric tons of C (Oseq. Since 2016,
ln\ brings investment to over €80 million. Tn 20 023, the carbon price was increased

) €60 per metric ton, compared with €30 1 2022,

e Since 2018, approval of the Maisons’ capital expenditure by TVMIT's management
has mccnpmmtcd three environmental criteria; expected energy consumption of
equipment/buildings, contribution to the Carbon Fund and installaion of LED
lichting.
e The new Scientific Research program announced by the Group in 2021 has been
structured according to the goals of LIFHE 360,

The Maisons' carbon goals, translated into strategic plans which are signed off annually by the

Group’s Executive Committee, constitute an integral part of budgets allocated to the Maisons’
business lines. The portons in question are not consolidated.

04/18/2024 4


https://sciencebasedtargets.org/companies-taking-action

Taxonomy

Since 2022, the Group has identified the percenta 5
to adapration and mitigaton of climate change. 8.1% of ehgible 2( 23 capex 1¢ aligned with the
LU Taxonomy.

of its aligned operations ( “dpe\ ) with regarc

Question 2

Risks, impacts, dependencies and opportunities relating to biodiversity in company activities
(internal, supply chain, products, client services, etc.) are not yet sufficiently taken into account.
However, progress is being made on the context and tools (TNFD, SBTN, GRI, etc.) and on the
practices. Although this matter may not seem very material for some sectors, we believe it merits
analysis from all.

a) Have you carried out work to assess, monitor and reduce your dependencies and
risks; your impact; and your opportunities (investing in projects with a positive
net impact on nature, services to promote biodiversity, etc.) relating to biodiversity
and nature? Is this assessment up to date and does it cover your entire value chain
(direct, upstream and downstream operations)? If the assessment covers only part
of your value chain, are you planning to extend its scope? If not, please explain
why not?

Protecting natural ecosystems 1s of vital importance to TVMIT, whose business 1s heavily
dpp ndent on natural raw materials (such as flowers, grapes, cotton, leather and gems). This

oncern 1s part of a long-term view 11111 plw s a priority on preserving nature, from which the
cxcepm,nml quality of the Group’s Maisons” products 1s derived.

The first step in the process 1s to measure impacts: this can serve as a powerful lever for
identfying priorities, targets and actions; measuring impacts on biodiversity remains a complex
issue. LVMIT has been calculating its water and biodiversity footprint for over five years; they
are updated annually using the most advanced methods. LVMH undertakes to update and
mmprove its measurement of impacts on a yearly basis, and to take part in the improvement of
methods, in particular by sharing its results with the sclentific community. These f<'>(">tprmt< serve

identify and quantify the most significant water md biodiversity impacts across the Group's
entire value chain (upsweam and downstream). In 2023, LVMH updated its biodiversity footprint
and its deforestation intensity using specific, 1\6c<:>gnupd pressure and sensitivity indicators such

the TT 3.0.2 and IMPACT 2002+ databases, tools provided by Trase and Global Forest Watch,
the Biodiversity Integrity Index and the Dryad tool. LVMH has also tolled outr the Global
Biodiversity Score. The water footprint was updated using specific, recognized pressure and
sensitivity indicators such as the TiF 3.0.2 and TMPACT 2002+ databases and the Aqueduct, WWT
Water Risk Filter, Plasteax (Mismanaged Waste Index) and AWARE methodologies.

Taking into account the results of these measurements, LVMIT s taking acton and making
protecung and regenerating biodiversity a major focus of 1ts LIFE 360 environmental strategy,
with three main targets:

e (O deforestation and conversion of natural ecosystems within 1ts operations and supply
chains by 2025 (using the baseline pm\ ided by Science Pased Targets for Nature for the
definition of natural ecosystems in 2020), including 200 hectares in 2( 23;
e 100% of strategic raw materials to bﬂ certified by 2026 (see table of results at the end of
this question);
o 5 mﬂhon hecrares of habitat for flora and fauna to be protected, regenerated or restored
by 2030 (2023: 3.1 million hecrares).
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Lastly, LVMH 1s as an active member of the TNFD Forum of the Taskforce on Nature-related
Financial Disclosures (TNFD). As a2 member of the TNFD Forum, LVMH takes part in the
development of standards, including in parnicular the one for the “Consumer Goods” category,
with a focus on textiles. LVMTT has undertaken to have its disclosures in respect of fiscal year
2024, for the first time, aligned with TNTD recommendations.

b) Do you publish the results of this work? If not, are you planning to publish it?

Please give reasons for your answer. Are you planning to use voluntary frameworks
such as TNFD, SBTN, GRI 101, etc. to report on nature-related risks and
opportunities?

LVMIT has so far published partal early results of this work:

LVMH publishes a deforestation intensity indicator: among the raw materials considered
at risk 1in terms of deforestation, LVMH makes use of wood and wood derivatives (paper,
cardboard and viscose), palm oil derivatives and leather. These materials were identified
using environmental footprint measurements of LVMH's value chain. In 2023, LVMH
quantified the potenual deforestation intensity of 1ts supply chains for these three
materials in relation to their countries of origin and production methods: the result was
200 hectares per year (including animal teed). By calculating this intensity, the Group Is
able to establish priorties for acion and measure the progress made.

The water footprint updated in 2023 based on 2022 data put water consumption
associated with the Group’s value chain at 129 million cubic meters. Of this amount, over
95% related to the producton of raw materials, chiefly metals (24%), wool (18%), grapes
(17%), cotton and other textiles (10%) and leather (7%).

LVMH plans to 1ssue more comprehensive communications i 2024, notably 1 light of the

following regulatory requirements and voluntary frameworks:

Under CSRD, LVMH will disclose mformation and indicators in accordance with the
ESRS.

TVMIT has also undertaken to have its disclosures in respect of fiscal year 2024, for the
first time, aligned with TNFD recommendations.

LVMITs commitments and actions relating to biodiversity and water are also in keeping
with the reference framework drawn up by Science Based Targets for Nature, which 1s
currently under development. The framework aims to align companies’ acuons with
international biodiversity protection goals. LVMIT is taking part in official testing of the
SBT Nature approach, which began in 2023, notably for cashmere production in
Mongolia and China and grape production i the Cognac region. Other supply chains
will also be covered by SBT" Nature mrajectories.

Lastly, LVMIT responds publicly to the CDP’s Torests and Water questionnaires each year.
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Certification of strategic supply chains: LIFE 360 achievements in 2023

Indicators

Performance in
2023

Performance in
2022

Target for 2026

Wines and Spirits
Grapes — Sustainable winegrowing certification (%

LVMH vineyards:

- 96%

French vineyards:
100%

Rest of the world:
89%

Independent grape
suppliers: 26%

LVMH vineyards:
94%

French vineyards:
100%

Rest of the world:
87%

Independent grape
suppliers: 20%

LVMH vineyards:
100%

Independent grape
suppliers: 50%

Fashion and Leather Goods

LWG certification of tanneries for sheep and cow 96% 91% 100%

leather (eatber from certified tanneries by weight, as %)

LWG certification of tanneries for crocodilian skin 89% 86%. 100%

leather (crocodilian skin leather from certified tanneries by

weight, as %)

Certified cotton (GO7S, Better Cotton, GRS, OCS and 75% 71% 100%

Supima certified cotton by weight, as %)

Certified paper, cardboard and wood @ ZsC- or 30% 82% 100%

PEFC-certified paper, cardboard and wood by weight, as %)

Certified fur (mink/fox) (ur from farms cernfied as 99.5% 98% 100%

complying with one of the standards recognized by the FurMark

program, as %)

Certified sheep’s wool (merino sheep and other 32% 29% 100%

breeds) and cashmere oo/ from farms certified RS,

2Q, Authentico, New Merino, Sustaina WOOL, Nativa or SFA,

as %)

Certification for all crocodilian farms supplying 100% 100% 100%

the Group’s tannery (crocodilian skins from farms certified

SRCP or ICFA, as %)

Perfumes and Cosmetics

Palm oil derivatives (RSPO-certified Mass Balance or 95% 94% 100%

Segregated palm ot derivatives by weight, as %)

Watches and Jewelry

Diamonds: RIC COP certification (carats of diamonds 99.6% v 99.5% 100%

from COP-certified direct suppliers, as )

Gold: RIC COP certification 95% 96% 100%
RJC CoC certification 92% 81% 100%

¢) Do you publish or are you planning to publish quantitative indicators to report on
biodiversity related risks and opportunities for your company (value of assets,
liabilities, revenue and expenditure considered vulnerable to nature-related risks;

amount of capex, finance

or

investment

dedicated

to nature-related

opportunities; ctc.)? If so, which indicators, and do you set targets?

Through risk and opportunity analyses already undertaken, the Group has been able to
idenufy and quantify a number of risks related to biodiversity and water:
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+4°C +1.5°C

Raw materials | Type of risk Risk scenario scenario
(€m/vyr) (€m/yr)

Leather Physical Ieat and water stress 800 624

Leather Transition Reduction of cartle size 13,000 16,900

, eat stress and change in , ,
Wool Physical e 3,100 3,000
’ configuraton of rainfall
. . . . Carbon tax, increased cost of ~ -
I'ransportation | Transition S 92

fuels

LVMIT plans to 1ssue more comprehensive communications in 2024, notably in hght of the
following regulatory requirements and voluntary frameworks:

Under CSRD, LVMH will disclose informaton and indicators in accordance with the
LSRS.

LVMH has also underrtaken to have 1ts disclosures in respect of fiscal year 2024, for
the first ume, aligned with TNFD recommendations.

LVMITs commitments and actions relating to biodiversity and water are also in
keeping wath the reference framework drawn up by Science Based T'argets for Nature,
which 1s currently under development. The framework aims to align companies’
actions with international biodiversity protection goals. TVMTT is taking part in
official tesung of the SPT Nature approach, which began mn 2023, nowably for
cashmere production i Mongolia and China and grape producton in the Cognac
region. Other supply chains will also be covered by SBT Nature trajectories.

Lastly, LVMH responds publicly to the CDP’s Forests and Water questionnaires each

year.

Question 3

a) What role does the circular economy play in the company’s strategy?

Criteria to be assessed:

» Targets (quantitative, ambitious, scope)

« Ambition and quality of the strategy

+ Links made with other sustainable development topics (in particular decarbonization
and biodiversity)

The circular economy at the heart of the LIFE 360 environmental strategy

Circular economy principles play a vital role in the Group’s environmental strategy (LITT 360),
which applies across the entire Group. They constture one of the four pillars that underpin all

the Group’s business:

Chmate

Riodiversity

Transparency and Traceability
Circular Design
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LVMIH's Maisons work to hmit the impact of their products on the natural environment by
taking each product’s entire life cycle into account. Through its LIFE 360 strategy, LVMH 1s
bringing together all its Maisons around the concept of circular design. This 1s based on four
convictions that support the development of synergies with the Group’s climate and biodiversity
strategles:

e Inventiveness: sclecting innovarive new materials such as those that are recycled, bio-

sourced, certified and/or sourced from regenerative agriculture;
o Simplicity: selecting the most demanding transformation and manufacturing processes

at Maisons” and suppliers’ sites to reduce environmental impacts (climate, water, waste,
biodiversity);

e Eternity: guaranteeing long product life by ensuring high quality, thanks to expertise in
repairs and the art of patina, new technologies such as product recharges, refills and
refurbishment, and the promotion of new services;

e Rebirth: helping give marerials and products a new lease of life through reuse, recovery,
recycling and upcyching,.

Circular economy targets: driving action on the climate and biodiversity

These convictions are translated 1nto action plans with tangible targets specific to the Circular
Design pillar (see below). These targets also apply, within the LIFE 360 strategy, to the Climare
and Biodiversity pillars to which they contribute:
e  100% of new products sustainably desiocned by 2030,
o 0% fossil-based virgin plastic to be used in pa cl\ ing by 2026;
e 100% of Maisons to have rolled our new dldﬂﬁl services bv 202:
e 100% of unsold products reused, donated, repurposed or recy de by 2030 (France: 2023,
Europe: 2026, World: 2030)
e 10% of recycled materials by weight in the Maisons” Tashion & Teather Goods products
by 2030
o  70% of recycled materials by weight in packaging by 2030

Sustainable design - 100% of new products sustainably designed by 2030
LVMIT and its Maisons have together identified criteria encompassing at least the following:

e Use of raw materials that are certified, recycled or sourced from regenerative agriculture;

o I'raceability: knowing the supplier and the counury of origin for each primary raw
material;

e Troduct life span and end-of-life treatment.

Each business
environmental ¢

cgroup has tallored these sustainable design criteria to its own  specific
challenges; tools are currently being rolled out to monitor performance against

D
these criteria and assess ea Jl product and 1ts associated packaging’s environmental footprint:

1S
Perfumes and Cosmetics: The Maisons have implemented the EFT (Eco-Formulation Index) and
the EPT (Environmental Performance Tndex for packaging). The EFI score spans seven
dim@mi( yns: natural origin, assessed 1n accordance \ﬂlh an mternationally recognized method
(ISO 16128); traceability: knowle dge of the ingredient value chain; Clean Beauty: taking consumer
expectations into account and anticipating potential regulatory restrictions; smart formulation: a
calculaton methodology for minimizing the number of ingredients used in a formula;
environmental score: categorizing impacts using the Huropean PEF (Product Environmental
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Footprint) methodology; social score: assessing the social impact of operations using 2
methodology developed by the United Nations Environment Programme; environmental
impact: using a methodology based on the EU Ecolabel and REACH to calculate the end-of-hife
biodegradability and ecotoxicity of ingredients.

The EPI score takes into account a number of criteria including packaging weight and volume,
recycled and bio-sourced raw material content, recyclability and refill capability. The EPI
calculation methodology has been updated to bring it into line with the TIFE 360 targets and
various regulations.

Fashion and Leather Goods: Maisons in this business group are required to follow sustainable
design criteria structured around three pillars: taw materials, traceability and end of life. The first
pillar hqun es that a minimum of 50% of raw materials used must be certified, recycled or sourced
from regenerative agriculture. The second pillar, traceability, aims to ensure that all suppliers in
the value J 1in are identified. Tier 1 and 2 suppliers must be known for a product’s main
mgredient and the country of origin must be known for plant- and animal-based matenals.
Lastly, the third pillar, end of life, 1s about veritying and monitoring services otfered by Maisons
to customers designed to lengthen their products” Life spans (including a repairability index). A
dedicated tool for monitoring these indicators and criteria has been developed 1n conjunction
with an expert partner. It also ensures compliance with the requirements of France’s new anti-
waste law for a circular economy, kno\\'n as the AGTIC law, and specifically its Article 13 relating
to the sharing of environmental and traceability information at the time of purchase, as well as
calculating the environmental impact of a product for environmental labeling 1n France (Climate
and Restlience law) and in Turope (Product Tinvironmental Tootpring).

Wines and Spirits, Watches and Jewelry: After being defined, sustainable design critenia are
tested by the Maisons. The Wines and Spirits business group updated 1ts method f( T calculating
its TPT in 2023 and is testing a tool to assess the environmental footprint of packaging,.

Use of virgin plastic

LVMH aims to have stopped using fossil-based virgin plastic in customer packaging by 2026. To
achieve this target, the Maisons are working on an action plan that aims to:

e Use recycled plastics;
e [Use bio-sourced plastics;
e Replace plastics with other matenals.

This target requires reinforcing the action plan. TVMTT has also set the f(')ll(')\\'mg rargets for 2030:

70% of packaging materials used by the Maisons (in customer packaging) 1s to be recycled, and

[l o
ﬁll customer packacing 1s to be recvelable, compostable or reusable.
(&= [ae) Wi

2023, the Group’s Maisons achieved a 13% reduction | use of fossil-based virgin plastic
n 2023, the Group’s Maisons achi 1 2 13% reduction In the T fossil-based virgin plasu
relatuve to 2019,

Circular services
LVMH’s 75 Maisons offer a vast range of opportunities to explore potential new cross-sector
circular design practices, a priority action of LIFE 360. They have given rise to new services, which

were implemented at a faster pace in 2023 with the launch of LVMTT Circularity. This initiative
aims to organize all packaging, product and component recycling processes and facilitate the
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reintroduction of recycled materials into production processes so as to maximize the reduction
n the Group’s environmental impact. It includes services to:

e Make products more sustainable through repairs and refills;
e Reuse unsold and defecuve products and strategic materials in accordance with the
established regulatory hierarchy:
o Donation: any operation whereby products or materials have their branding
removed and are donated to 2 donor organization,
o Reuse: any operation by which products or materials are used again for the
purpose for which they were initially designed,
o Repurposing: any operation whereby products or materials that have become
waste are used again,
o Recycling: any operation by which products and matenials are processed to create
new products or materials that can be used for the same purpose as before,
o Downcycling: any operation whereby an unused product or material s
transformed mnto a new high-quality or lower-value maternal;

e Tixchange raw and other materials between Maisons through innovative projects.

b) What risks has the company identified related to resources, costs involved, and
capex/opex amounts to promote the circular economy?

Criteria to be assessed:

« Identification of upstream and downstream risks (scarcity, supply, difficulty accessing
resources, waste management, regulations, etc.)

+ Related interest costs

+ Capex and opex (%)

Risk

In 2023, LVMH reinforced the identification of 1ts risks and environmental opportunities with a
double materiality analysis of climate-related mmpacts, risks and opportunities for the Group so
as to refine the identification of key environmental challenges:

e Asregards the chimate impact, in 2023 TVMTT carried out a survey to idennty the main
1isks to 1ts value chain. This survey followed the T'CED (Task Force on Climate-Related
Tinancial Disclosures) recommendations by assessing risks using the scenario analysis
method, including warming trajectories ranging from 1.5°C to 4°C. The analysis covers
both physical tisks associated with tncreasingly frequent and intense exireme weather
phenomena (heat waves, droughts, extreme rainfall, cyclones, etc.) and risks wiggered by
the transition to a low-carbon economy (carbon pricing, regulatory changes, rising costs,
shifting consumer preferences, etc.). Climate change issues are addressed using a double
materiality approach that aims to reduce the Group’s impact on the climate while also
making the Group more resilient to physical and transition risks. This analysis, which is
currently being carried out, helps align the Group with European regulations (CSRD) by
fulfilling the requirement to assess sustainability 1ssues from a double matenality
perspective and to anucipate the financial implicanons of physical and transition risks as
well as climate-related opportunities. Through this survey, 200 different processes were
mapped and reviewed, enabling the Group to identfy priority ris

S aCTOSS 18 entire value
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chain. Furthermore, LVMIT has putin place a digital platform for assessing and visualizing
the vulnerability of its sites to 28 types of extreme weather phenomena.

LVMTIT has been calculating its water and biodiversity footprint for over five years. These
are updated annually using the most advanced methods. These footprints serve to
1dentfy and quanufy the most significant water and biodiversity impacts across the
Group’s entire value chain. Methodologies and key findings are set out in Secuons 3.1,
3.2 and 3.3, LVMIT is also mnvolved in the work of the Taskforce on Nature-related
Financial Disclosures (I'NFD), which aims to develop a framework for idenufying and
measuring the financial dependencies and impacts of acuvities on nature and
biodiversity.

The main environmental impacts and risks idenufied at the Group level relate to the following

topics:

Risks related to climate change;

Tmpact on water resources;

Impact on biodiversity and ecosystems (including deforestation and desertification risks
as well as dependency on healthy ecosystems);

Depletion of natural resources (including waste production and arcularity 1ssues);

Soil and water pollution,

More specifically, some of the risks that have been identified in relation to crcularity and

resource depletion are as follows:

The climate and biodiversity impact as well as the increasing scarcity of certain raw
materials (cashmere, cotton, etc.) for which the implementation of circularity programs
1s 2 major driver in reducing the Group’s environmental footprint and reliance on certain
resources. Specific action plans are also 1n place covering mnovation and the use of
mnovative alternatve raw materials.

Competition for some recycled raw materials (wool, cotton, plastc, ete.).

Related financial impacts

We currently only have the table that quantifies the financial impact of climate risks for some
of the Group's activities up to 2030 (see answer to question 2 ¢) and have not yet quantified the
“consohdated” amount of capex and opex for the circular economy.

¢) What key steps has the company taken to align its business model with circular

economy principles? What percentage of revenue does it represent?

Criteria to be assessed:

+ Inclusion of various circular economy priorities (reducing resource consumption or
promoting conservation, sustainable design, sustainable sourcing, reuse, industrial and
territorial ecology, recycling, etc.)

« Scalability of circular economy initiatives and projects

+ % of revenue related to circular economy offers (or any other indicator relevant to the
circular economy)
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Taking into account circular economy priorities

Through 1ts LIFE 360 strategy, LVMH 1s bringing together all its Maisons around the concepr of
circular design. This is based on four convictions spanning the objectives that serve the Group’s
climate and biodiversity strategies.
e Inventiveness: selecting innovative new materials such as those thar are recycled, bio-
sourced, certified and/or sourced from regenerative agriculture;
o 100% of new products sustainably designed by 2030;

o 0% fossil-based virgin plastic to be used in packaging by 2026;

o 10% of recycled materials by weight in the Maisons’ Fashion & Leather Goods
products by 2030;

o 70% of recycled materials by weight in packaging by 2030

o 100% of strategic raw materials certified by 2026,
o 100% of strategic raw materials to be sourced from regenerative agri
2030, with the exception of recycled materials
e Simplicity: selecting the most demanding transformation and manufacturing processes
at Matsons’ and suppliers’ sites to reduce environmental impacts (climate, water, waste,

riculture by

biodiversity);
e Eternity: guaranteeing long product life by ensuring high quality, thanks to expertse in
repairs and the art of patina, new technologies such as product recharges, refills and
refurbishment, and the promotion of new services;
o 100% of Maisons to have rolled out new circular services by 2023;
e Rebirth: helping give marerials and products 2 new lease of life through reuse, recovery,
recycling and upcychng,.
o 100% of Maisons to have rolled out new circular services by 2023;
o 100% of unsold pro ducﬁ reused, ﬂ mnated, repurposed or recycled by 2030
(France: 2023, Europe: 2026, World: 2030)
o 10% of recycled 111;1@1‘1115 by \\'elght in the Maisons’ Tashion & Teather Goods
products by 2030
o 70% of recycled materials by weight in packaging by 2030;

Actions

The LVMH group 1s a decentrahized group consisting of 75 Maisons and six distnet business
groups, each of which has 1ts own sustainability prionues. Consolidated circular economy
indicators are currently under development.

Relow are some key steps taken in connection with circular services:

Since 2019, 97% of the Group’s Maisons (excluding Wines and Spints) have put in place new
circular services focused on sustainability and/or recovery.

As regards sustainable product design: in 2023, the Fashion and Leather Goods Maisons began to
oll out a system for monitoring sustainable design criteria and calculating environmental
performance in accordance with reference frameworks in place in France and, soon, Europe.
Over 300 products were mu\pd in 2023 across five of the Group’s Maisons, achieving 61%

compliance with sustainable design criteria. In 2023, Christian Dior Couture developed the Dior
Denim menswear collection Hl&ldp from 100% RegenAgri-certified regenerative cotton. The
denim fabric was washed and finished using technologies that reduce water consumption and
the consumption of chemicals by 83% and 75%, respecuvely.
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As regards sustainable packaging design: the Maisons are working on sustainable packaging
design to reduce the amount of taw marterials used, facilitate recycling and help pur a stop to the
use of fossil-based virgin plastics. For example, the Perfumes and Cosmetics business group 1s
mvolved in a number of partnerships and initatives such as those with Origin Materials (bio-
sourced PET), the Avanuum consortium (bio-sourced PET), Aliplast (recy Llpd PET), Bastman
(recycled c >p<>1V ster) and Dow (bio-sourced and recycled \uﬂx m). Some of the Group’s Maisons
also use plastic alternatives, for example by working with Woola, which makes packaging from
waste wool. The Maisons remain committed to their sustainable dmlgll processes: for example
each of the jars in the Huaute Réparation twin pack of Guerlain’s Aber/le Royale creams 1s refillable.

As regards sustainability, LVMIT is developing repair services. The Repair & Care working group
brings together 14 of the Group’s Maisons to define standards for their repair and care services
and speed up their rollout.

As regards reuse and recycling services, in France, the Perfumes and Cosmetics Maisons and

Sephora use the CEDRE recovery and recyching facihity to handle all the materials and products
generated by the manufacturing, packaging, distribution and sale of perfumes and cosmetic
products. CEDRE accepts several types of articles: obsolete packaging, obsolete alcohol-based
products, advernsing materials, store testers, and empty packaging returned to stores by
customers. The various materials (glass, cardboard, wood, metal, plastc, alcohol and cellophane)
are resold to a network of specialized recyclers.

CEDRE now handles textile waste from the fashion Maisons, for which it has become the core -
along with Nona Source and Weturn (winning <m*tup of an TVMTT Tnnovation Award that
produces 100% recycled fabric) — of a new ecosystem of closed- or open-loop fabric recycling
facilities offering 2 new range of recovery services. By partnering with L'Agence du Don en
Nature and taking on and training people from companies specifically employing people with
disabilities in the couture sector, the Maisons have been able to add donation, repurposing and
“rextile to texnle” recycling services o as to more effectively recycle unsold products. In line
with developments in technology, this system Wﬂl mvolve new partners to handle larger
volumes of material and to be able to use the upcycled and recycled materials to create new
products.

This ecosystem 1s the first building block of TVMIT Circularity. This initiative aims to organivze
all packaging, product and c<'>mp(“>nent recycling processes and facilitate the Iuntmdmtlcm of
recycled materials into production processes so as to maximize the reduction mn the Group’s
environmental impact.

Achievements and scalability

Below are some of the 2023 achievements connected with TVMTT Circularity:
e 12 Fashion Maisons mnvolved
e 25% of textle materials from Fashion Maisons in France were used to produce new
t@\ﬂﬂ@ (Weturn)
e 280,000 meters of fabric were reused (Nona Source)
e 3561 metric tons of materials and products recycled by CEDRE
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(1 metric tons) Amount recycled in Amount recycled in

2023 2022

‘erfumes and Cosmetics 2,266 2,503

Selective Retailing 693 641
Fashion and Leather Goods 792 -
Total 3,561 3,144

LVMIT Circularity enabled several major accomplishments in 2023, including Christian Dior
Couture and Louts Vuitton’s launch of recycling projects to transform their materiale, via
WeTurn, into new, fully traceable high-quality European thread and materials. In the first quarter
of 2024, Dior 1s Iaundnng its first ready-to-wear item manufactured from textile recycled in a
closed loop.

In 2023, TVMIT unveiled Trelude, a 100% upcycled collection designed by Creative Director
Kevin Germanier using unsold products from LVMH's Fashion Maisons and fabrics from Nona
Source, a platform that resells unused fabrics from the Group’s Maisons, and We'l'urn. This
deliberately disruptive project exemplifies the Group’s ability to blend sustainability, creativity
and dc&ubﬂﬁ; . The unsold products used were completely disassembled, unstitched or cut into
strips, then reassembled and resewn into a new fabric. The new collecnon — and these new
techniques, which the Gmup imends to develop — was unveiled as part of a show at the
LIFE 360 Summit in December 2(

In 2023, Nona Source, the platform developed by the Group to facihrate the resale of unused
texnles b_\j 1ts Maisons, confirmed its status as a circularity accelerator in the fashion industry and
as an effecuve means to support voung designers by offering higch-quality fabrics at very
compentive prices. Over 280,000 meters of fabric (versus 190,000 meters in 2022) from more than
twelve of the Group’s fashion Maisons was upcycled in this way in 2023

Dior Couture has converted a production line at one of its plants into a dismantling and recycling
line for footwear and leather goods.

Sephora has kicked off the VM 360 project to carry out closed-loop recyching of three types of
Ttems used 1n point-of-sale advernsing: upcyching product display modules mnto new dlspbys;
turning merchandising visuals into gift boxes for customers; and recovering transport boxes and
turning them into shipping boxes for use in e-commerce.

The TVMTT group aims to significantly develop TVMIT Circularity by recovering all unsold and

defective products, production offcuts and strategic materials in Trance, Traly and Spain and
reincorporating large quantities of recycled marerials into the production process
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Workforce

Question 4

a) In France, the “Climate and Resilience” law of August 22, 2021 and the National
Interprofessional Agreement (ANI) of April 11, 2023 on the ecological transition and
labor relations acknowledged the CSE’s environmental prerogatives and strengthened
the role of local representatives. Which initiatives from the past twelve months could
provide significant illustrations of changes in how these bodies operate in your group
following the implementation of these provisions?

The Group 1s fully aware that the involvement of all stakeholders — customers, suppliers and
employees and their representatives — 1s essential. It therefore publishes a yearly Social and
Environmental Responsibility Report, setting out the initiatives taken in this area and monitoring,

specific indicators within the framework of an assessed and accredited approach.

The Social and Environmental Responsbility Report 1s sent to members of the France Group
Works Council and members of the SE Works Council, nauonal and European employee
representative bodies each comprising 29 members and representing 22 countries in the case of

o o)
fel fe]

the Huropean Works Council. The approach, measures taken and results m terms of

environmental and workforce-related policies are included in the agenda for each meenng.

b) The training and expertise of labor and management representatives are essential in
the context of these new prerogatives. Have you recently developed, or do you plan to
develop in the near future, programs geared toward labor and management
representatives to reinforce their expertise with regard to the environment, extending
beyond the legal obligations?

The TVMIT group’s vocation 1s to ensure the development of each of its Maisons while
respecting their identity and their autonomy, by providing all the resources they need to design,

produce and distribute their products and services, always aiming for excellence and quality.

This modus operands ensures that our Maisons are both autonomous and highly responsive. This
enables close relationships with customers, to ensure that rapid, effective and appropriate
decisions can be made. This approach also sustains the mouvaton of our employees,

encouraging them to show true entrepreneurial spirit.

Lach Matson has adopted this new framework and is working to reduce the carbon impact of
their sites and stores, such as transportation, and is also steadfastly implementing the principles
of the arcular economy.

An environmental training program was conducted in 2023 for 100% of the Group’s business
lines.

A dedicated training program covering the implications of the “Chmate and Resilience” law and
the ANT has been developed to educate Human Resources staff about the mmpact of new

regulations on labor relations, thereby ensuring that Maisons” CSEs are able to address this

fundamental 1ssue.
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This means employee representatives either have received or will receive training on these 1ssues

delivered by specialist organizations.

¢) International framework agreements improve the quality of labor relations within a
group. Does your group have a framework agreement in place that extends beyond the
scope of the European Union? If so, how have you incorporated the issue of ecological
transition, and environmental issues more generally, into it? If not, do you have any
plans for such an agreement? In any case, please list major initiatives that have recently
strengthened the involvement of representatives of management and labor in the
company’s environmental policy in your top five geographical markets outside of
France.

Given the TVMIT group’s decentralized mode of operation, we do not have any international

framework agreements in place.
Question 5

a) For each of the last five fiscal years, could you state the number of shares repurchased
(and the number of shares in liquidity contracts) and the number of shares created, as
well as the number of treasury shares at the beginning and end of each year? For each
of these fiscal years, please break down: the number of shares retired; the number of
shares allocated as performance shares (as well as the number of recipients and what
proportion of the group’s total workforce they represent); the number of shares
distributed under employee share ownership plans (as well as the number of eligible
employees, the number of actual recipients, and what proportion of the group’s total
workforce they represent); and other uses (including a detailed breakdown). To help
you answer, consider filling out the table in Appendix 2.

See the table below (Appendix 2). The elements indicated with a * specity the methodology
followed.
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2023

2021

2020

2019

shares

of
repurchased

Number

1,906,702

845,209

47,973

182,500

of  shares

repurchased

Number
under
Liguidity contracts

2,000

- 2,000

-13,000

- 3,000

- 59,000

Number of  shares .
- - - - 403,936

created

Number of reasury

held at  the
beginning of each year

shares

2,180,399

1,252,610

361,456

1,778,911

Number of
shares held ar the end
of each vear

reasury

D

2,535,094

2,180,399

1,252,610

361,456

Number of  shares

o 1,208,939 1,500 000 - 673,946 - 2,156
retired

Shares allocated as performance shares
Number of  shares

allocated as
performance shares
(provisional allocations)”

212,254

167,582

304,291

177,034

200,077

Number of recipients
and proportion of all
group employees

cf  Universal
Registration
Document

cf  Universal | cf
Registration
Document

Registration
Document

Universal

cf Universal
Registration
Document

cf Universal
e gISrarnon
Document

hares distributed

under employe

¢ share ownership programs

S
Number of  shares
distributed under
employee share

ownership programs

Number of employees
eligible/proportion of
all group emplovees

0

Number of employee
recipients/proportion

of all group employees

0

Other uses
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As regards performance share allocanons, we have taken into account the number of shares in
provisional allocations per year (i.e. those allocated under plans set up during each fiscal year in
question), as opposed to the number of shares vested (1.e. after the vesting period).

b) Under performance share plans, where relevant, how do you “neutralize” the effects of
treasury shares or shares retired when measuring progress on targets?

The performance criteria applicable to share plans do not take into consideration the number
of shares outstanding or, consequently, the impact of treasury shares.

¢) How much have you invested (in R&D and capex) over the past five fiscal years? (Please
give a year-by-year breakdown.) How much share capital have you bought back and
retired over the same period? To help you answer, consider filling out the table in
Appendix 3. As part of your overall approach to value-sharing, do you determine the
amount to be allocated to share buybacks in light of the amount the company invests,
particularly in the ecological transition (critical to both value creation and the company’s
long-term sustainability)? If so, do you have specific rules in place? If not, please explain
why you do not take investments into account when determining the amounts of share
buybacks.

See the table below (Appendix 3). R&D expenditure is not capitalized in the accounts. The

elements indicated in red specify the methodology followed.

In (EUR millions)

2023 2022 2021 2020 2019
Amount invesred 1n R&D (non-capiralized
expenditure)* -202 -172 -147 -139 -140
Amount invested In Capex 7478 - 4,969 -2,664 2,478 3,294
Amount of capital repurchased, excluding
/Z?ﬂﬂdﬁ‘\' contracts ™ 1385 l,():l 577 16 68
Amount of share capital and share
premiums* cancelled =759 936 - -94 -

Question 6

A living wage may be defined as follows: “The remuneration received for a standard workweek by a
worker in a particular place, sufficient to afford a decent standard of living for the worker and her
or his family. The elements of a decent standard of living include food, water, housing, education,
bealth care, transportation, clothing and other essential needs, including provision for unexpected
events.” (Definition used by the Global Living Wage coalition.) Moreover, a living wage is not the
same thing as a local statutory minimum wage.

a) Have you adopted a definition of a living wage, such as the one cited above or an
equivalent definition? If so, what is it? Have you developed a policy or commitment
relating to living wages (public commitments, Living Wage Employer accreditation,
ctc.)? Please note that, for the remaining questions, we are specifically looking for
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information about living wages, which we distinguish from local statutory minimum
wages. If you have yet to make any commitment in this area, please jump to question 7.

In 2021, TVMIT set up an in-house team - comprising the CSR, Compensation & Benefits and
Supply Chain departments, in conjunction with the Tair Wage Network - to develop a fair wage
policy entitled Tair Wage Principles that 1s applicable to all 1ts employees and suppliers. The
policy includes 15 principles covering the Group’s compensation practices (employment contract
obligation, non-discrimination in wages, payment of overtime, labor relations, etc.).

Principle 3 of the policy states: “Base pay cannot be lower than the applicable statutory mimimum
wage for the country or, if 1t 1¢ set at a more decentralized level, the local minimum wage or

mdustry minimum wage.” It also includes a defintion of salary in Principle 7: “Wages should be

enough to cover the basm needs of the employee and their household and to allow them to live
with dignity and set aside savings”. Tn 2022, the TTuman Resources Department adopted the fair

wage principles, which are first being applied internally.

Tor external parties, a living wage 1s defined in the TVMTT Supplier Code of Conduct as follows:
“Suppliers must, at the very least, pay salaries in full in legal tender, on a l\egulgn\ basis (at least
every month) and without delay, pay workers for overnme work at the staturory rate, and
comply with all legal requirements in respect of employee benefite. If there 1s no statutory

MINIMUIM W32 oT bJLJIX OT OVETTtime pay rate mna “R cn )UDHV QUPPhpI\ must make sure that

15e
their salaries are at least equal to average salary standards in their business sector and that
overtime work is paid at at least the contractual or usual overtime hourly rate. Wages should be
enough to cover the basic needs of the employvee and their household, allowing them to use
their tncome without restricion. Deductons from wages must not be used as a disciplinary
measure. Suppliers must inform all workers of the wage structure and pay periods. The LVMH
group expects its suppliers to ensure that all of their workers receive the benefits provided for
by natonal legal requirements, their collective bargaining agreement, company agreement or

any other applicable collective or mdi\'idual agreement.”

b) Have you begun measuring living wages based on your definition, and which
methodologies do you use? If so, in which region(s) and across which scope (employees
as well as self-employed workers, small farmers, ctc. - and/or your suppliers’
employees)? What information do you publish on this subject? Have you identified
differences between minimum wage and living wages?

[n September 2022, the LVMH group signed up for the Fair Wage Network global database,
which calculates hiving wa

o
o

es nationally, regionally and locally. lhe database can be used to
the

compare the entry level in the salary scale with the living wage determined by the database. As

this step was taken recently, we believe it is still too early to publish data.
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¢) Can you describe what steps have been taken to implement living wages? (For example:
developing an internal management system on living wages, supplemented by training;
partnering with labor and management representatives and/or your suppliers;
improving purchasing practices; and promoting freedom of association and collective
bargaining.)

In 2021, LVMH set up a team - comprising the CSR, Compensation & Benefits and Supply Chain
departments, in conjunction with the Fair Wage Network - to develop a Fair Wage policy that is
applicable to all its employees and suppliers. The policy mcludes 15 principles covering the
Group’s compensation practices (employment contract obligation, non-discrimination in wages
payment of overtime, labor relations, etc) which were miually rolled out to the Maisons zmd
subsequently rolled out to the Group’s strategic suppliers. Towever, it should be noted that at
this time, most of these principles have already been mcorporated into workforce audits carried
out by the Group.

d) How do you measure whether your employees and suppliers receive a living wage?
Please give details of the role external audits (if any) play in monitoring. ¢) Have you
identified any obstacles liable to hinder payment of a living wage to your employees
and your suppliers’ employees (for example in countries where rights and regulations
in relation to accreditation/certification are less strict)? If so, what are you doing to
mitigate them? Additional question: Do you disclose the findings of any surveys you
conduct, and have you put in place a whistleblowing system for your employees and
suppliers?

With regard to 1ts employees, LVMH benchmarks salaries on an annual basis, taking into account
the specific characteristics of business lines and segments. The purpose of this 1s to ensure that
compensation levels are correctly positioned as part of an approach to attracting

g, recognizing,
retaining and mouvatung its talent by offering compensation that is generous relative to

employee and market expectations.

In addition, since 2022, the Group’s Maisons have been asked to transfer the rollout of the 15 Tair
Wage principles across their workforce. Starting 1n 2023, internal audits were launched with the
support of the Fair Wage Network’s expertise in pilot Maisons — Sephora and Chandon - in
France, Argentina and the United States to ensure the compliance of the Maisong” reporang with
the Fair Wage policy.

Regarding suppliers, workforce BUCHIS are carried out at production sites identified as strategic
for the Group. Since January 2020, LVMH's workforce-related audit guidelines have included
the concept of living wages and que:tmm suppliers about its application. Tn 2023, 1,752 workforce
audits were carried out at the Group’s Maisons.

In addition, since 2018, TVMTT has taken part in Utthan, an embroidery industry initiative
bringing together major luxury brands. This initiative aims to empower artisans (karigars) in
Mumbar’s hand embroidery cluster, where many of the embroiderers partnering with the
Maisons are based, and help them gain recognition for their skills. The initative also includes an
on-site training program for embroiderers. Audit guidelines and levels of compliance were
reviewed and simplified in 2021, and updated to be brought in line with new regulations in India.
In 2023, the program led to the introduction of a protocol to ensure that each and every
embroiderer receives a living wage and health insurance. Proper implementation of these actions
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will be reviewed annually, in particular using an onhne questnonnaire that the karigars (3,000
people surveyed in 2023) can access in order to provide their responses confidentially.

Question 7

a) In France: How many funds are offered to your employees as part of your employee
savings plans, excluding employee share ownership? How many and which funds
offered to your employees are certified as responsible (please give the names of funds
and associated certifications)? How much is invested in each certified fund? Can you
also give the total amount invested and the amount invested in non-certified funds
excluding employee share ownership? To help you answer, consider filling out the
table in Appendix 4. On average, are the amounts of matching contributions offered to
your employees for certified funds higher than those offered for your other non-
certified funds, excluding employee share ownership?

Given the Group's core policy of decentralization, LVMH does not interfere with its Maisons’
employee policies, notably 1 relation to employee savings. The Group does not collect
consolidated data on these issues. Employee savings mechanmisms are not standardized or
centralized at Group level. Each Maison 1s responsible for its own mechanisms, which are

designed with input from representatives of management and labor specific to that Maison.

Our Maisons offer numerous certfied responsible plans (Comité Intersyndical de 'Epargne
Salariale [CIES|, HFnansol, Greenfn, Socially Responsible Investment [SRI[) backed by
government departments (Finance, Environment) or trade unions. These plans enable employees

to invest their incentive payments ethically and responsibly.

Where applicable, these plans are negonated with representatives of management and labor, who

recetve regular training on these issues.

For example, Parfums Christan Dior, MHCS, Moét Hennessy SAS Holding, Hennessy, Sephora
and Louis Vuitton offer their employees the opportunity to mvest their incentive payments in
plans labelled CIES, Tinansol or SRT (e.g. BNP Multipar Solidaire Dynamique, BNT Tiquilibre,
Amundi Tabel Trudence, Amundi Tabel Actions Turoland, Amundi Diversifié Solidaire, Amundi

Lquilibre Solidaire TSR, Multipar Solidaire, Amundi Tabel Tquilibre Solidaire).

b) If some funds are not certified but do take into account ESG criteria, could you
explain how those criteria are indicative of a robust and selective ESG approach
(indicate the selectivity rate and/or the topic of these funds)? Do you, alongside the
labor and management representatives, plan to have additional certified funds
available in the next three years?

The Matsons aim to offer more ways to invest in responsible funds in the future; this ethical,
responsible and environmental policy is regularly discussed with representatives of management
and labor for each Maison.

Ethics, social and environmental concerns are also central priorities for the Maisons. Many of
them have launched 1ncenuive agreements that take social and environmental criteria nto
account, even though there 1s no legal obliganon to do so.
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For example:

e In its two incentive agreements (Reims and Epernay), MHCS includes a sustainable
development indicator (energy and waste recychng), as well as a workforce-related
indicator (workplace accident frequency rate).

e Tlennessy'sincentive agreement includes three workforce-related and social indicators
representing 37.5% of the total incenuve payment:

o An accident analysis and prevention indicator, with the accident
frequency rate and the severity rate given a 50/50 weighting;

o Reducton 1n electricity consumption;

o Reduction in food waste;

o A bonus is also offered to employees to encourage them to take part in
civic projects, which can increase the incentive payment by an extra |
percentage point when all indicators exceed their targets.

e At Make Up Tor Tiver, one of the four indicators takes into account environmental and
workforce-related criteria (paper consumprtion) and represents 20% of the total
centive payment.

e Guerlain’s incenuve agreement 1s divided into two parts, with (1) an incentive relating
to the company’s financial performance (net sales and operating profit), ranging from
3% 1o 10% of the total wage bill, and (1) a sustainability-based incenuve of £200-300
per person according to the results of 1SO 14001 audits (standard based on the principle
of ongoing mprovement in environmental performance by controlling the effects of
the company’s operations).

e [N Its NEw INCENTIVeE ag

of five relating to the environment, which relates to the recovery of brand waste, or

reement, Parfums Chrisnan Dior has updated one indicator out

the proportion of production waste that can be recycled.

C) How do you involve representatives of management and labor in choosing
responsible funds (e.g. training, expert in charge of supporting employee education,
time given to representatives of management and labor to reconsider the choice of
responsible funds)? How do you involve representatives of management and labor in
monitoring funds’ commitment to responsibility (training for members of the
Supervisory Board over and above the statutory three days, creation of a savings
committee, etc.)?

Single employee representative bodies receive training on these issues delivered by external
providers.

Governance

Question 8

7o ensure that the company s tax responsibility is aligned with its social responsibility, the Board
of Directors must be fully involved in decisions relating to tax compliance (aligned with principles
such as those set out in the ‘B Team’ initiative). With this in mind, FIR expects companies to
produce a publicly available tax responsibility report, reviewed and signed off by the Board of
Directors, that includes a country-by-country breakdown and is aligned with GRI 207.
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a) Do you publish a detailed charter describing your commitments as regards corporate
tax responsibility (tax practices deemed unacceptable, tax havens)? How frequently is it
reviewed and approved by the Board? How does the Board ensure this charter is applied?

The Universal Registration Document, published annually, presents the broad outline of the
LVMIT group’s tax policy: the Group’s tax policy 1sin line with the guiding principles described
n the Code of Conduct and reflects 1its real activities and the Group’s development, while
Preserving 1ts COMpPEtTIvENEss.

The Group undertakes to comply with applicable laws and regulations in the countries where 1t
operates and adopts an atdtude of transparency in its relatons with tax authorites and
undertakes to consistently provide them with relevant information enabling them to successfully

arry out their duties. For example, 1n 2022 the Group signed up for the “Corporate Partnership”
Scheme put in place by the French tax authortities, demonstrating its long-term commitment to
tax compliance, transparency and dialogue with tax authorities.

Through its actuvities, the Group plays a key role in local and regional development in the areas
where 1t operates, in particular by means of its tax payments, which reflect its real activities and
1ts ecONOMIC Impact.

The international tax reform drawn up by the OTCD, known as Pillar Two, aimed in particular
at establishing 2 mimimum tax rate of 15% to linit tax evasion and arbitrage, will take effect in
France startung in fiscal year 2024. The Group has launched a project with the aim of ensuring
compliance with 1ts obligations and supports the reform’s goal of combatng tax evasion. In light
of the current state of regulations in the countries in which the Group is located, and subject to
future regulatory specifications, the financial consequences mainly concern countries in the

Middle East, in line with the Group’s business activity in this region, and are not significant.

Twice a year, the Group’s Chief Tax Officer presents key tax 1ssues likely to affect the Group to
the Performance Audit Committee (including a breakdown of the Group’s tax rate, an assessment
of the implications for the Group of planned and actual tax reforms, etc.). The Group Tax
Department also stands ready to provide the Poard of Directors with information about the
Group’s tax policy and management of its tax affairs.

b) Do you disclose your tax reporting on a country-by-country basis for all countries in
which you operate, i.e. going beyond the requirements of the EU directive, which are
limited to reporting on EU member countries and the countries included on the list of
non-cooperative jurisdictions? If not, please give reasons for your answer. Does the Board
discuss the country-by-country breakdown of taxes?

The Group regularly publishes key figures by business group, currency and geographic region,

thus demonstmranng wansparency in LVMH's financial and non-fAnancial reportng,

As regards country-by-country tax reporting, the Group complies with legal requirements and
transparently discloses this informanon to tax authorities.

Against a backdrop of international fiscal instability, the LVMI group has no plans to go beyond
the requirements of the EU directive. As the OECD’s proposed international tax reforms have
not yet been finalized, major uncertainties remain 1 terms of taxation, 1n particular as regards
sharing the right to tax between states. The LVMH group believes that it would be premature to
make this country-by-country tax information public.
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However, the Group proactively reports on its tax foorprint in France. In 2023, over 40% of

LVMITs total corporate income tax bill was paid in France, accounting for 4% of the Trench
I g

government’s total net corporate income tax revenue. Over the last ten years, the Group has paid

a total of €14.4 billion 1n corporate income tax in France.

¢) Can you explain your effective tax rate for 2023? How consistent is it with your
commitments with regard to tax responsibility? Special attention will be paid to
companies whose tax rate i1s particularly low (Iess than or equal to 20%) or particularly
high (around 30%).

In 2023, the Group generated profit before tax of €21,625 million and 1ts total tax expense was
€5,673 million. The effective tax rate was 26.2% 1n 2023, stable compared with previous years
(26.7% 1n 2022 and 26.2% in 2021).

This tax rate 18 1n line wath the corporate income tax rate applicable in France (25.8%) and the
average of OTICD countries (24%). Moreover, 1t is well above the average effective tax rate of
major US groups (examples from 2023 include Alphabet 13.9%, Microsoft 19.0%, Visa 17.9%, Apple
14.7%, Amavon 19.0%, Mew 17.5% and Nettlix 12.9%).

The TVMIT group’s effective tax rate is consistent with tax rates applicable in the main countries
in which the Group has operations and s testament to the Group’s responsible and reasoned
approach to managing its tax affairs: the bulk of the Group's tax liability 18 concentrated 1n those
countries in which the Group’s brands and expertise are based (France, United States, Italy) and
m which 1ts products are marketed (United States, China, Japan), where tax rates are generally
higher than 25%.

The theoreucal tax rate reflecung the Group’s geographic footprint 1¢ 24%. The difference
between the Group’s effective tax rate (26.2%) and 1its geographic tax footprint (24%) 1s mainly
down to taxes on dividends (+1.8 percentage points).

Question 9

Since registration with the European Union's Transparency Register is mandatory, as is registration
of interest representatives with France's Authority for Public Transparency (Haute Autorité pour
la transparence de la vie publigue), FIR has access to the data you submit (human and financial
resources, area of interest). With this question, we would like to further guide your answers toward
the influencing activities that you carried out (headquarters, subsidiaries, professional associations,
or consulting firms) in ESG fields. We would like to understand how the interest representation
activities are aligned with the sustainability targets and how your interest representation practices
are incorporated into your group’s CSR strategy.

a) What are the main interest activities (for example, the top 3) that you prioritize
relating to your most important ESG issues? Can you list all jurisdictions where
you engage in lobbying activities?

The Group monitors any changes in policies and regulations relating to 1ts operations and its
priorities, ncluding in particular rademark protection and the digital economy, the retail
industry and competinion, business relationships and access 1o the market, and sustainable
development, as well as promoting and protecting high-end culrural and creative industries.
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Our main ESG materiality issues relate to impact on ecosystems, the chimate and natural resources,
as well as setung up and maintaining responsible supply chains. In these areas, our interest
representation activities are mainly focused on sustainable product design, use of raw materials
and information about products’ environmental performance, in connection with priority
actions set out in the LIFE 360 environmental engagement program.

As noted in the relevant transparency registers, applicable jurisdictions include France, the
European Union and the United States.

b) How do you ensure that your ESG targets are aligned with the positions of
professional associations? How do you manage potential divergences? (Examples:
attempting to realign the positioning of associations with your ESG targets or
considering leaving a professional association that would definitely not be aligned
with your ESG strategy.) What do you publish on alignment and/or divergences in
this area?

The Group regularly takes part in the work of 2 number of professional associations relevant to
its activities. Where necessary, LVMH 1s also registered in registers of interest representatives,
which can also list associations of which the Group 1s a member. LVMH does not publish more
specific TepoTts CONCETNING 35SOCIATIONS POSITONS.

¢) What role does the Board of Directors play in implementing your interest
representation policy (e.g. activities, budget, meetings)?

When 1mplementng its Responsible Lobbying Charter, LVMH put i place dedicated
governance arrangements as set out in the TVMTT Code of Conduct, which refers to the role of
the Lthics & Sustainable Development Committee, a committee of the Board of Directors.

This Committee ensures compliance with the individual and shared values on which the Group
bases its actions. Tts principal duties are to:

e help the Board of Directors define the Group's broad strategic direction with regard to
workforce-related, environmental and climate-related matters, and help define rules of
conduct to guide the behavior of senior executives and employees;

e cnsure compliance with these rules; and

e monitor the systems put in place.

d) Do you train in-house employees or external parties (e.g. consultants) in
responsible lobbying? If so, what criteria do you apply when selecting outside
firms to help you?

LVMH delivers regular training for those involved in such acuvites covering regulatory
requirements and mandatory disclosures coverning advocacy work 1n each jurisdiction in which
LVMIT and its Maisons operate. This training is delivered by either in-house staff or specialist
outside advisers selected for their subject matrer expertise.

Question 10

a) How many Directors on the Board have CSR-related skills? Who are they and how
did they acquire these skills (e.g. through education, training, professional
experience)? Are these skills specific to issues in your sector (biodiversity, energy
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transition, workforce and value chain, financial impact of climate change, etc.)?
Do you publish a specific skills matrix for each Board member?

As indicated in LVMTT's Universal Registration Document (the LVMIT URD), 11 Directors have
CSR skills that they mainly acquired through their professional experience, their in-depth
knowledge of the Group or their experience serving in positions and offices at companies
outside the LVMIT group. The backgrounds, expertise and experience of Board members are
published in the URD, which 1s available on LVMIT's website.

b) What actions do you take to ensure the Board members’ knowledge of CSR
challenges is up-to-date (in-house or external training, guest speakers, updates on
regulatory news or key topics, etc.)? How often?

Directors undergo specific training. This involved raising awareness on the impact of the CSRD,

environmental issues and the political and legislative outlook with regard to environmental,
workforce-related and governance-related matters in Trance and Tlurope.

¢) How do you assess Directors’ CSR skills? Based on which criteria? How often? Are
Directors assessed individually or collectively?

The Board’s assessment methods as well ag 1ts broader operating procedures are set out in the
URD, which 1s available on TVMTT's website.

d) Does the process for appointing new Directors include a CSR component?

The procedures for selecting Directors are specified in the URD, which 1s available on LVMH’s
website.
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2. Additional questions received from the Forum for Responsible Investment
Question 1

According to the KSE Institutel, you currently continue to operate in Russia
through the Dior brand. How many employees does LVMH currently have in
Russia?

We would also like to know how, when you made the decision to continue to
operate in the Russian Federation, you ascertained that your activities were in
keeping with your own commitments in relation to human rights and did not
violate the rights of your employees or other stakeholders.

What steps have you taken to ensure that you are able to identify the human rights-
related risks associated with your activities in Russia and with the Russia-Ukraine
conflict, as well as the impacts, in terms of human rights, of your activities on
people and the conflict?

In September 2022, the Duma adopted a federal law (no. 31-FZ) whose Article 9
stipulates that foreign businesses operating in Russia must contribute to
mobilization. What process have you put in place to monitor participation in the
war effort? How would mobilization be compatible with your ethical and human
rights commitments? In this context, how do you ensure that your business is not
violating international humanitarian law and acting as an accessory to potential war
crimes committed by the Russian army in Ukraine?

From 2022, the Group announced the immediate closure of the bounques of its Houses
present in Russia, including those of Dior, and support for its existing employees. As for
the Perfumes and Cosmetics activity, the sale of which in Russia as elsewhere 1s carried out
by third parties (distribution chains, department stores, wholesalers, etc.), it is not possible
to ensure that Products cannot be resold on the Russian marker, supplied by resellers from
third countries. In order to climinate this misk, the Perfumes and Cosmetics division has
chosen to maintain very limited local activity, respecting regulations regarding
nternational sanctons taken against Russia.

Since then, TVMIT group has applied a strict policy of compliance with international
sanctions against Russia. Tt has conducted robust checks ever since the conflict began to
ensure that 1t does not work directly or indirectly with natural or legal entties that have
been sanctioned for supporting Russia’s war effort. TVMIT group also makes sure it
complies with restrictions on the import and export of products and raw materials, like
diamonds, 1ron, and steel.

n 2022, TVMIT group decided to sell its Sephora activity, prioritizing a respectful solution
for its employees.

This limited presence cannot be equated with participation in the war effort.
Question 2

Have your governance arrangements in relation to human rights and the
management of human rights-related risks in conflict-affected and high-risk areas
changed since February 2022, when the Russian invasion of Ukraine began? What
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lessons have you learned from this conflict and how has this influenced how you

manage these types of situations?
As stated n the LVMIT Code of Conduct (see the following link: https://r.lvmh-
static.com/uploads/2021/09/040424 lvmh codeofconduct en.pdf), to ensure that a strong

culture of ethics — including respect for individuals — is disseminated as effectively as
possible, LVMIT has put in place a governance structure adapted to the Group’s profile,
operational realities and decentralized mode of operation.

This structure s underpinned by the following:

04/18/2024

An Ethics & Sustainable Development Committee — a sub-committee of the Board
of Directors that ensures compliance with the individual and shared values on
which the Group bases its actions. This committee’s main duties are to:

— help the Poard of Directors define the Group’s broad strategic direction with
regard to workforce-related, environmental and climate-related matters, and help
define rules of conduct to guide the behavior of sentor executnves and employees;
— ensure compliance with these rules; and
- monitor the systems put in place.

The Chairman and Chief Executive Officer and the Executuve Comnuitree of
LVMH, who uphold the Group's commitment to ethics and social and
environmental responsibility.

The Maisons” Presidents, who are responsible for disseminating the principles set
out in the Code of Conduct across their respective scopes and ensuring the Code
1s put into practice by employees.

A Group TiSG Commiuttee drawn from the Group's operational departments, which
supports and coordinates action to achieve the Group’s strategic goals in relation
to ethics and social and environmental responsibility. This committee relies on
networks of expert correspondents who are acuvely mnvolved 1n rolling out ESG-
related Group initiatives and feeding back useful information for consolidated
FEPOrting purposes.

An Tthics & Compliance Department responsible for steering and coordinating
LVMITs ethics and compliance approach. This department is supported by a
network of correspondents within the Maisons: appointed by each Matson's
President, their role 1s to implement the Group’s ethical standards within their
respective organizations. This team has been expanded over the past few years,
notably to ensure strict comphance with international sancrions.

A recently appointed Director with responsibility for the LVMH group’s vigilance
plan.
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Question 3

Should a new conflict break out involving an area of the world in which you operate,
how do you ensure that human rights-related risks are taken into consideration
when deciding whether or not to continue to operate in that area? What is the
governance process for such decisions: consultation with the Board of Directors,
members of management and/or trade unions; discussions with investors;
engagement with the local population and local non-governmental organizations?
How do you involve the human rights team 1n these decisions?

The Group continues to closely monttor mternational geopolitical developments and
stands ready to respond quickly and effectively in the event of a crisis, under the leadership
of the Group Executive Commitree.

Question 4

What is your current policy on developing new business in high-risk areas?
Have you put in place an enhanced due diligence policy covering such areas?

LVMH ensures that its business model 1s companble with the priority need to respect

-
human rights and fundamental freedoms; its highest-risk activities are regularly audited to
ensure that this 1s the case.
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