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Ethical marketing

All of our significant product categories

are assessed for compliance with
applicable service information and labelling
requirements. These vary across product
groups and generally either fall into food
regulation (infant nutrition and nutritional
supplements) or complementary medicine
(e.g. vitamins). All brands fully comply with
applicable regulations and legislation and go
beyond these in many cases.

Our brands that produce consumables all
have procedures in place to validate the
product claims listed on the product itself
and marketed. Our health food brands
maintain product information and labelling
policies and undertake third-party labelling
reviews in certain markets.

Flat lay of product labels one from each
brand and highlight the various aspects
where we have to comply and where we go
beyond regulation.

Directions

for use Product Features

A Al

tILE 75 mEa

L LR P T L] \ia-n! W &
SIS

LU E
SRPRIFET SN SRLEINESTRTTAFDY. SBRrTRT A
[ CECT — SR eewm J
AR RN RENE
[Te o 1 ) | ¥ 1 £

SAmAG WAEAE, P ARAAN REE. AR AT N
miL ARSI S EEAAE R

iRy EREs
4 T2

Country of Origin

Country of Origin @————@

3?
Ingredients and ~ - 2
Registration Number

w =

Warnings .——-‘ QG z

o E_ ¢
Directions for use @——@ =.0
.'- 0 &

Size chart @———@ E‘O S

HealthyTimez

H&H Group Sustainability Report 2017

Ingredients

M R LW u-l I SIELFa EEW BTE. SR ANT umc
I

.
ENEM s FMACARTETEY FdS AQRE BEW I
Bide Lav@ S-Raakk sees LI I
FRARERN REnIEARE
(L -ROREL © RAey @ B 11U
sFEa T RbD 2254
.

Suitable Consumer

Daytime

LDiapers
L Q)ERES-ERERN
o
. Q I'
[}
[ M
;“g’ o)z 5)®



“ajokoal asea)d ‘fuedwod ms___e__ U0Q4E9 B §1 3SSIMG

"SI0 218 Jo 063 ‘Jseal ‘350joe) pappe N

.mge (2} auadoaf) ‘Anba) B (o iy ysay

(wmuapnasa :8_m_a§:_m_____hag_m_w_a.m, Uyaaieo0jeBida Anba) b Oz e8] A1p (SIsuauis e Em%s:_mau

‘(6w gy spioe Ay A ie%ﬁéwims 21 ROURIAG, ed Meg ‘(D21 (g SapisoafBuon géa,gsaw
) ﬁ_ol_ﬁwm 0By “Abg) o%g;_ (eqoyiq oyuy _#_ (Bus | 1By sapisouasuif se pajeinajea Sapisouasyl

“Nba) B g 1004 A a__mm%éz& uasulh ueaioy éuEmE S S2 papjnaje) Sueubijouer g,v Buw 06 yny Aip

AE:__%EE:ﬁ;%aﬁ_w_ﬁ_ya@s._m Eg.»m:_g__;g_ inba) 6611 paes fup (esayuin suyp) paes adedy (bow 1g

émg%sms A3 D G7 1 2y (0 Lnwioge) g ___ﬁh__uﬁss SLIYHLX3 G3SIHYANYLS

LU )G Qi (BATRS eUaty) Sjeq og%fs_m:g%o@m__oe_s_"__Ese_au:w 1 0L INITYAIND:

S19) L G auLoz1y) (s[euraijo Jaqifiz) 4abung :Bu (] Qia] (wndsa wnuiBsosag u_E._écm:;

(psnyip i8] eueyweq ‘B oG 100! g_s_%é_ém:_ ledesieg 6L G| iy (aseBjnA Lnjnajuao4) [auuad DU og

emﬁ_%gg_msé :& mm_as: Buipy UBouoL snbaeern) uioyime B (g ME 2 2]3]030) j0Y

10901 G| ¥eq 00l (SLeD|A SLaGlag) Eam Buw ) Jeaf (eunjaq eusoLjey) ____u__n,Eosog%_aoggEQE

STjefessy) u___%sﬁ\,ﬂ B g pass (uajoane.0 wnidy) iayag : =m 0L INITYAINDI SLOYHLX3 Bow 00 uiayy

<6 () Japmod yny (eeced eolted) eAedeg :Bu ¢ | 10 juiueads - g:—gg_ssmgﬁ__%: 0 wfzua-09 M@QEM
3UIUOILJBLIOUB]8S LL0Y) Bow 97 wnjuaya: Ageoma_%__;_%g_eg 110y) B g 9urg (02w 69 3pipol Lunisse}0
woy) Bouw g a_____ow (Botw 00 epeuoan|t Jaddod woy) Boud g7 Jaddo?y ‘(B g a1jayo pioe OUILE aSaUeBUeL

Bz asaue __ns_u o om aJeuyood wniwoiy woy) Baw 79 E___Eg,_m,aem@%ae; s woy) bu ¢ uo

(B g a1y wnissejod wosy) B  wnissejog (0w (. Meau-apixo LinisauDew wol) b gg'/G winisauBely (6w oo

3JeAI0 Wnio[ea o) B |z wniaje?) :6u ¢ apuojyaoaphy auisky :bw | auisoiAy Bu (o 19e2Xa SpiouoaeljoIg SniY

”gemwms_g___,@Em;sm%a joy? -(Buw (g BIe1pAup a1eglaSe niofea wiol) B 769} (pioe 9iQi0se) 9 ey
"o oG prae anjo4 -Daw oG Dow (g (urwereqoaouefo) g4 unweyp (6u og apuojypoipAy auxopuAd wo.
me%.ga___ém;sg___Es_ (U a1euajojued Wi ea Wwox) w ¢ 'y (pioe dluayiojuec) ¢ Uiy

“6ur ¢ apuweujoai 0L g (uikel _?_ B} 0L O (3pL0|y20.pAy BUILRIL) 1 U “(Bwg |y euoans
ploe |/Ualdodo}-eyde-p se) ) 05 3 uiwrepp -(Bawu G [0safofeaa(oa se) r) 007 £Q Ukiey B G auajosedejag

"UBYOIG ) 6aS (0 J 850 10U 0 ), MOJag &2

“UBIn|D SUIBIU0? U0 J0 SIUNOLLR (s SaIId BUIDa 14} J0 350 PADUALULIOIAI 3] 301ADR [[pALL 1
L} U UO 3] 24B} 10U 0] ‘SUOINPUOD AOUBIOYSD LOJ| J0 aLLIBal 8} 10 0N apagaa &g J0u pInous Siawuejdans
13D LUOL} WNIU3[3S J0 SHnpe Joj SBoiaiy 1 10 8509 1 “Sas0p YBIY U1 w0} | LOIUM Wiiafes SURe)

Janpoud 1y "JaIp Pa2Ue[eq e 82eda1 10U pinoLS SjuaLLa|ddng Litwey Jal Qmasmoégfé__a__s 15180 SwojdwAs
{euojSsajold a1eaupay B Aq pajaau Se o ‘eaL e Jaye Alaieipawl 1o Buunp ‘e Jojces al
-39¥00 [1n0Y - 35N H04 SNOIL) TS
“30UBLLI0}I3d [epualw ALjeaL 0} 3jnguod
pue Ayjeyn pue eunweys ‘uonanpoid ABiaua um jsisse ‘ssas Buunp yoddns spiaoid diay o} uslu 1o} pa
§0131 U SIURPIXONUE ‘SJpIauILY ‘SUILLE}A 66 Buiureiuod ‘einusoj Ayjenb wiuald i SR S Uajy 3SSING :SLI4INIP

Swisse
MEN’S
ULTIVITE
MULTIVITAMIN
SUPPORT DURING STRESS
ASSISTS ENERGY PRODUCTION
60 TABLETS ONE-A-DAY

STAMINA & VITALITY
MEN’S HEALTH

AUSTRALIA
TEAM PARTNER

Ilk

933878139

Swisse Wellness Pty Ltd
111 Cambridge Street,
Collingwood VIC
AUSTRALIA 3066
Tospeaktoa
Swisse Naturopath
FREECALL 1800 794 773
SWwisse.com
Baich No.
Use by

1440-3

Directions
for use

e

iy
&af

a8fn

% SUPREME

BINSTIME

8
&)

@——@® \Warings

A% EEAEEAE TR e TASE

i

a2

A0

e @————@ Suitable Consumer

e

.
WLSERMEALRY

N
SRS )

\

|

Storage Instructions

LIRS

Product Features

Ingredients

igin

Country of Or

<
<+

H&H Group Sustainability Report 2017



Building on our informal approach to supplier
screening to date, next year we will introduce
procedures to record the number of suppliers
formally screened for environmental and social
performance.

We had no incidents of non-compliance concerning
product information and labelling or marketing
communications, including advertising, promotion,
and sponsorship, however we have had two
reviews regarding labelling that are under
examiniation. We measure the effectiveness of
our management approach to ethical marketing
through compliance with regulations and
legislation.

Ocy of total products (sold or shipped) subject
O to recalls for safety and health reasons.

100% Biostime

100% Swisse

40% Healthy Times

(no information available for Dodie)

We have one investigation into compliance with
Laws & Regulations that is still undergoing review
which may result in a fine or penalty.

Performance in 2017

Scope:

Complaints includes any negative feedback based on personal preferences or opinions or
anything that is wrong with the product not meeting specifications. Enquiries includes any direct
contact excluding complaints. We consider any complaint or enquiry resolved when we receive
confirmation from the customer or we no longer get a response within a reasonable time.

48,300 1,377,365

Number of products related enquiries
(excludlng complalnts

9%)98 100% 99 99 99 99
0

Resolved Assessed for Resolved Assessed for
Improvement Improvement

Number of product-related complaints

Channels
\\\ Phone g Online a Other
65.9% 34.0% 0.1%

Over 99% of enquiries originated from
our biggest single market; China.

The figures provided above includes performance data for Biostime, Swisse, and Healthy Times.

Consumer enquiries and complaints for Swisse customers in Europe are not captured via the customer relationship management system JIRA
and therefore not included in these figures. We will centralise this process in 2018 through training and software access.

Dodie is developing procedures to capture comparable performance information for future reporting periods.
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The Antarctic ecosystem is uniquely dependent on Antarctic krill (Euphausia superba), a
small, shrimp-like crustacean that is eaten by species from fish to blue whales. Their habitat
has been under threat by climate change, and the environmental and socio-economic
impacts of the fishing industry. In addition to their biodiversity values, krill oils also contain
high levels of omega-3 fatty acids, which makes them a valuable ingredient in various
Swisse Wellness and Healthy Times supplements.

Alongside other partners, the H&H Group has provided initial funding to the Antarctic

~ Wildlife Research Fund (AWRF) to conduct cutting-edge research to help resolve current

“scientific uncertainties about krill, their predators, and the ecosystem to assist in the long-

term management of krill fisheries. AWRF facilitates and promotes research on Antarctic

-+ ecosystems, where the management of all natural resources must rely on precaution, and
~~thorough and up-to-date knowledge.

‘The H&H Group, through Swisse has been involved with the AWRF since its inceptionin 2015.
. “We understand that in order to continue providing krill oil products and their scientifically
"+~ proven benefits to our valued customers, the Group needs to ensure a sustainable source of
5 krill oil from Antarctic fisheries. We contribute $6,479 AUD annually to the Fund, which has
1 so far supported five research projects, with a new round of research proposals received
- inearly.2018.

- Amongs‘t"the' completed research projects were studies relating to determination of age
and movg[_nent of Antarctic krill as well as the hunting behaviour of predators such as
hump‘back whales, brush-tailed penguins and fur seals in the Antarctic Peninsula.

%ur |ntevest is to safeguard the supply of krill oil as a superior source of omega-3 fatty

e;gs.For- our products. Omega-3s are a family of ‘essential fats’ that play an important
, qleq e way our cell membranes work. They must be obtained from our diet as we are
' -t']'n:abl o synthesise them in our body. Omega-3 have been proven to cut down blood fat
~and reduce inflammation in the body, the two underlying causes of cardiovascular disease.
These anti-inflammatory properties have also been used to help people with rheumatoid
arthritis and diabetes, and there is growing evidence for omega-3 benefits in relation to
cognltlve Functlon and neuro-degenerative diseases.

S
{ '-7" The Won;k:l Health Organization recommends consuming 0.3 to 0.5 grams of the Omega-3
Fatty acids EPA and DHA daily. EPA and DHA are found in fish (particularly Fatty fish such
“as salmon, tuna and trout), shellfish (including crabs, mussels and oysters), and in various
Swisse Wellness and Healthy Times supplements.

“ Follow the Antarctic Wildlife Research Fund's research on http://www.antarcticfund.org/.
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WELLNESS &)

We are a lifestyle advocate for wellness. It is our cornerstone.
Positive health decisions can be influenced and we actively engage
people of all ages to live a healthier life. We believe we can create
positive social impact beyond our products.

That's why we work with sporting heroes and Olympic teams as well
as celebrities, chefs, community groups, and charities so they can
share the story of good health, and guide and empower others.

Material topics covered in this chapter

e Community education & health
e Community contributions

Commitments

, we will have raised and invested
500,000USD into the H&H Group Foundation

, we will reach 1 million people
with heath initiatives through the H&H Group
Foundation



W RESS

Why it matters

The H&H Group is leading a journey of
wellness. We chose this name — Health
& Happiness — because we have a
fundamental belief that the way we
live our lives, and the choices we make,
directly impact the joy we experience.
We believe we have a role to inspire
wellness. We not only do that through
our brands and our products but also
through community education, in-kind
support and funding of programs

that provide health outcomes that we
understand to be important for the
community.

Whilst we do not provide an official
policy to guide how we assess the
needs of the community we draw
from the United Nations World Health
Organisation, local governments, non-
government organisations, charities,
partners and customers to understand
where we should focus our attention
and support for community. Whilst we
aim to target projects that can make

a meaningful impact, we understand
that community health challenges are
broad and far-reaching and often hard
to measure, especially when looking at
prevention.

How we approach it

Each brand and region manages local community engagement programs, ranging from screening and providing treatment
for children with congenital heart disease in China, to building nutritional literacy in schools and remote communities

in Australia. The programs are largely focused on health challenges faced by the regions where each brand operates.
Throughout 2017 community programs were rolled out in Australia, China, and Europe.

The Group has set up and managed four not-for-profit organisations, each with a health-driven purpose but with different

means of delivering on that purpose.

Biostime China Foundation k-'

for Mother and Child tea- st
Biostime China Foundation for Mother and Child is a joint
venture between the Group and the Chinese Red Cross
Foundation. The Foundation is a public welfare fund set
up to help mothers and children of poor families with
severe medical conditions. Funds are raised through
Biostime, with .10 RMB from every Biostime product sold
going to the Foundation.

In 2017 Biostime provided 2,588,999 RMB to support 424
children and mothers suffering with serious illness. See
the case study on the next page for more detail on one of
these programs.

CELEBRATE

LIFE

The Celebrate Life Foundation (CLF) was established by
Swisse Wellness to combat the rising rate of preventable
illness in Australia. We do this through promotion,
education and action around our three pillars of wellness;
Mind, Movement and Nutrition. Funds are raised through
partnerships and promotions. In 2017, $280,000 AUD
worth of grants were provided to the community, creating
a direct impact on more than 5,800 individuals and many
more through mentalillness research and a van to deliver
lunches to school students who would otherwise go
without. See the case study on page 31 for more detail on
one of these programs.

The Celebrate Life
Foundation

3
NC

BIOSTIME INSTITUTE
NUTRITION & CARE

BEAERIPERAR

Biostime Institute of
Nutrition and Care (BINC)

BINC - China aims to bolster scientific research and
technical understanding in nutrition and care for mothers
and children in China. It integrates strong resources from
all over the globe to form a world-class research team of
nutrition scientists and maternal and child food and care
providers, focusing on providing high-class protection for
mothers and children in China.

In 2017 BINC - China supplied 1 million RMB in grants for
research.

BINC — Geneva was established this year. From 2018, it

will offer a series of grants from research scientists based

in universities, hospitals and other academic institutions
across Europe. The research grants aim to provide financial
support for innovative research projects in the fields of
infant gut microbiota and allergy, infant brain development,
skin microbiota, infant obesity and postpartum depression.

While these entities are where we make the greatest
impact on our communities, we also make various ad-hoc
donations, coordinate events and generate touchpoints
with our communities to provide support and education.
For example, our naturopaths in Australia respond to over

11,000 enquiries annually.

H&H Group Sustainability Report 2017
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\\
= = 201')\ |\ed the 10 year anniversary of the ‘Biostime Foundation for Mother &
Angels on tou Finru ral Ch Ina Child m?: Foundation focuses on supporting the health of mothers and their

chller‘n rural China.

The |n|t|ative was established in collaboration with the Red Cross Society of
China and supports families in serious medical conditions, whilst spreading the
story of %ood health.

The Fod datlon's ‘Angel Tour' is particularly close to the Biostime team’s heart.
It Focusses n the screening and treatment of children with congenital heart
disease inw stern and northern parts of China.

Congenita heart defects are the most common type of birth defect and often
cause fe or no symptoms making them difficult to detect and diagnose. If
detect tlme a range of treatment options are available. The initiative has
to date

. I-'}rg;\‘ﬁgied free heart screening to almost 200,000 children

* Funded successful operations and treatments to 239 children

. oiiqded over USD 440,000 (¥ 2,791.874) for medical procedures

S L

In 2017 tﬁ_e Angel Tour project went online and launched an exclusive campaign
in partnership with Tencent called ‘Be with you’. This campaign asked people to
donate their, ‘steps’ in the Wechat sport app. This initiative alone raised close to
USD 80,000 (% 500.000) with a total of 700,000 users participating across China.
The ‘Tencent Charity - 9.9 Charity Day’ campaign included the “Gather together
with love” initiative, which raised an additional $32,000US (¥ 208.218) enabling
the Angels to continue their tour.

|4
In addition to these donations, the funds needed for screenings, medical
procedures, and education efforts are also raised through every Bisotime
product sold (approx. 1.5 cents US or ¥0.10 RMB per product), which enables
Biostime customers to become part of this force for good health.

Since its inception in 2007, the foundation has raised over USD 4.8 million
(RMB30.8million) and helped more than 1,584 children and mothers suffering
from serious illnesses. The Foundation’s success was recognized during the 7th
China Charity Festival, as winner of the ‘Responsible Entrepreneurship 2017’.
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GLOBAL CITIZENSHIP

* Energy & emissions
* Waste management & packaging

We care. It's in the DNA of all our brands and our people. * Water management

We are a proud global citizen. Building trust and making sustainable decisions * Air quality

are in our heart, together with community we create positive social impacts ) Eg‘é'rr:tr,‘;g”tal management of
|

whilst understanding and working to reduce our environmental footprint.

From the farmers who grow our ingredients to the scientists and through to
our celebrity ambassadors who endorse our products we work with teams who

are passionate about what they do. Commitments

Our community efforts are not just about bringing to life our beliefs and

values, but an investment in the communities in which we live and work. .
By end of 2018, we will offset 100% of our scope
1 and 2 emissions (carbon neutral operational
emissions)

By end of 2019, we will complete a review of
all product packaging from an environmental
perspective (renewable materials, recyclability,
recycled materials)

By end of 2019, we will produce three products
with ingredients sourced from waste streams

By end of 2020, we will reduce our waste by 20%
By end of 2020, we will double our contributions

to the protection of the ecosystems for our most
critical raw ingredients (from 2017 levels)



Why It Matters

We are a global citizen and are dedicated to serving mothers, babies, families and the
preservation of a healthy planet for future generations. Our sustainability strategy has
declared resources and climate as a core priority in managing our impacts. We want to
use resources efficiently and act on climate change to preserve our environment. Our
aspirations are:

» We will use resources efficiently

» We will be conscious of our carbon footprint

» We will make conscious decisions to reduce and offset our emissions

» We aim to achieve economic growth whilst engaging in sustainable procurement practice
» We will protect the ecosystems on which we rely for raw ingredients

Air quality is particularly important to our stakeholders in China with localised air quality
issues. Our direct operations don't have significant air emissions therefore a focus on this
area will not have a significant impact on the overall air quality of the communities we
operate.

Swisse

Swisse Wellness is certified
carbon neutral under the
National Carbon Offset
Standard (NCQOS)

Full compliance with all
emissions, waste, and
environmental legislation and
regulations in the jurisdictions
where we operate

Our carbon
C0, footprintin 2017 was

29,560

We developed our First tonnes Co2-e

Group-wide carbon
footprint in accordance
with the GHG Protocol and
reviewed the emission
boundaries from the 2016
reporting period

We have offset our scope
1 and 2 carbon footprint

Group-wide in 2017 to be
Carbon Neutral.

How we approach it

We are working to standardise and formalise our approach to
managing resources and emissions within our operations, and
setting priorities for our supply chain. This will include mechanisms
for evaluating effectiveness, a resourcing plan, and grievance
mechanisms where appropriate.

Internally...

We recognise that our operations have an environmental footprint,
and we are working hard to minimise our impact. Our brands fully
comply with all relevant laws and regulations and set operational
expectations through their own suites of environmental policies and
standard operating procedures (SOPs). These are reviewed and, if
necessary, revised on a regular basis and will be subject to a Group-
wide review and streamlining process in 2018.

Our focus areas include environmental pollution such as noise, air
emissions, and effluents in our factories and warehouses (Changsa,
Sydney, Melbourne and Guangzhou) and resource efficiency in our
corporate offices. These are supported through internal initiatives
and some formal and informal provisions in procurement guidelines
(e.g. the preference for carbon neutral product supply for Swisse
Wellness).

Externally...

We face challenges with procurement decisions relating to energy,
water and waste in rented properties, as they are often managed
by our respective landlord. Where they are not, our procurement
teams’ decisions are often made on cost-basis, which currently does
not include environmental considerations as standard across the
Group. We have found the data collection for this report helpful

in identifying areas for improvement and will engage internally to
identify priorities and streamline our practice.

We will develop Supplier Code of Conduct and mandatory supply
standards in 2018. The Code will encompass a variety of social and
environmental considerations and set expectations for all new
suppliers.

Here some examples of our current practice:

H&H Group Sustainability Report 2017




Emissions, pollution, and waste

This was the first year that we had an integrated sustainability team that monitored
air and greenhouse gas emissions across the Group. As we have been able to assess
our carbon footprint we have been able to commit to carbon neutrality for its scope
1 and 2 emissions for 2017.

Carbon emissions are not managed as a collective but rather through the breakdown
of their components such as waste, electricity use, and water use which are looked
after by the site or office manager.

We aim to review emissions and possible reductions opportunities and targets for
the coming year.

Swisse Wellness manages, measures and voluntarily offsets its corporate carbon
footprint and achieves carbon neutral certification under the Australian National
Carbon Offset Standard (NCOS) on an annual basis.

Our production facility in Changsha, China produces direct greenhouse gas emissions
(Scope 1); other discharges and wastes are handled by a third party. Despite being
fully compliant with local legislation and regulation in these matters, we have
identified data gaps for waste which we are working on for the next reporting cycle.

Our waste streams are managed in full compliance with local laws and regulations
and our waste disposal sub-contractors have the required permits and certifications
in place.

Swisse Wellness is a signatory to the Australian Packaging Covenant, a co-regulatory
program to reduce the harmful impact of packaging on the Australian environment.
Their latest annual report on progress to reduce product packaging can be viewed
here.

Alr Emissions

None of our global facilities emit emissions to air such as nitrogen oxides (NOX),
sulphur oxides (SOX) or other hazardous or non-hazardous pollutants in quantities
significant enough to be regulated under national laws and regulations, Our air-
conditioning units and commercial fridges do not use a significant quantity of
refrigerant.

Environment and natural
resources

Our brands have varying approaches to identifying and managing
environmental impacts and, naturally, the protocols our production and
logistics Facilities follow differ greatly to those from corporate offices. Our
production facilities are in full compliance with local laws and regulations
covering noise, particular matter (dust) and chemical discharges and emissions,
governed by an Environmental Standards Policy 2017 — water, air pollution, and
noise. Our staff follows a protocol to safeguard their health and safety.

We understand that our biggest environmental impact comes from the
resources that go into making our products. We have set ourselves a goal

to review and formalise our sustainable procurement practices to include
mandatory environmental performance criteria. Healthy Times has been a
pioneer for organic and sustainable products and serves as our source of
inspiration internally.

Our premium ingredients set our products apart; the active substances in
many of our hero products such as cranberry, krill oil and algae are grown in
fragile ecosystems. We have a strategic interest in securing supply through
partnerships and long-term contracts and we aim to act as an environmental
steward in ecosystems we rely on for raw ingredients.

Materials, energy, and water

Legal requirements and management approaches vary across our brands and
the markets they operate in. Energy and water consumption are a priority
across the Group, and our largest offices and facilities have implemented
energy efficiency measures including monitoring and rolling out initiatives.

Water management initiatives are yet to be developed across our sites however
we will plan out our approach to water use with a focus on our manufacturing
sites.
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https://www.packagingcovenant.org.au/

Performance in 2017

The H&H Group commits to full compliance with relevant laws and regulations relating to the environment and environmental
pollution, air and greenhouse gas emissions, discharges into water and land, and generation of hazardous and non-hazardous waste.

There were no incidents of non-compliance in 2017.
Commercial 17,072 tons

carbon footprint

$¢ (average for our office locations) eq u ival ent SO
Water Greenhouse Gas Emissions
. 13.46 tons
Emissions per FTE" :
13,879 kL 29,561 tonnes g equivalent 3
Total water consumption Coz equ|va|ent

(all purchased from commercial
or municipal water utilities)

Total Carbon Footprint .
Industrial carbon
(as total of scope 1, 2 and footprint 12’489 tons

selected scope 3 Greenhouse

Gas (GHG) Emissions) (average for our manufacturing eq u ival ent 3¢

and logistics Facilities)
5.24 kL Scopel 15,115

Water consumption per FTE" Scope 2 12,220 Asia 26,642

Scope3 2,226 Emissions per Australia & NZ 2,748
We did not experience any issues Total 29,561 region North America 123
in sourcing water that is fit for Europe 48

purpose across our locations.

Swisse Wellness is a certified carbon neutral business under NCOS. Carbon emissions until 30 June 2017 were offset for the Australian financial year 2016/17;
the remainder will follow within the next auditing cycle after the end of the financial year.

This is our first Group-wide carbon footprint and will serve as baseline for future performance assessment. We do not emit biogenic GHG within our facilities.

"FTE is Full Time Employee H&H Group Sustainability Report 2017



Energy and other resource efficiency initiatives implemented this year include:

|/
(): Oy
N

Energy efficient lighting fixtures Natural Gas Boiler replacing Installation of efficient Improved production efficiency
in China, Australia and the US less efficient steam turbine automated air conditioning to reduce equipment operation
(Changsha) control system (Guangzhou), time (Guangzhou, Changsha)
and retrofit of an automatic We will report on quantified
air conditioning control system energy savings in future
(Changsha) reporting

Waste Energy
Total waste generation: Direct and indirect energy
2,347 tonnes consumption

Non- Hazardous waste Hazardous waste Total kwh (in ‘'000s) Intensity Per FTE (in ‘000s)
(tonne)

(tonne)
Electricity 9,260 6.652
Total 1,707.02 640.00 Liquid petroleum gas |, o1
(LPG) )
Average per
facility 142.25 53.33 Petrol 26,379 18.951
Reuse 1.00 Diesel 26 0.018

Recycli 920.20 . .
ecyeing Note: We did not consume any Natural Gas, Biofuel,

Composting 0.20 Methanol, Oil or Coal and we do not have data on what
electricity was renewable.

Landfill 785.62 640.00

Note: Hazardous wastes are defined by national regulations in the markets

we operate in. The contractual agreements for waste disposal differ across

the Group and we faced challenges in quantifying waste quantities and

disposal methods for all territories except Australia. The above is, therefore,

not representative of the Group and we will work to provide better

information in the next reporting cycle. H&H Group Sustainability Report 2017












https://carbonneutral.com.au/yarra-yarra-biodiversity-corridor/
















Air quality

Global Citizenship > Why it matters & How we

103-1,103-2,103-3 Management Approach R A1, A1.5
approach it
"Nitrogen oxides (NOX), sulfur oxides (SOX), and
305-7 other significant air emissions Global Citizenship > Performance in 2017 A1.1

Environmental responsibility in operations

Global Citizenship > Why it matters & How we

approach it A3

103-1,103-2, 103-3 Management Approach

Non-compliance with environmental laws and

3071 .
regulations

Global Citizenship > Performance in 2017

Waste management & packaging

Global Citizenship > Why it matters & How we

103-1,103-2,103-3 Management Approach - A1,A1.6, A2
approach it
306-2 Waste by type and disposal method Global Citizenship > Performance in 2017 A1.3,A1.4
Use of Resources Global Citizenship > Performance in 2017 A2.5

Water management

Global Citizenship > Why it matters & How we

103-1,103-2,103-3 Management Approach . A2,A2.4
approach it
3031 Water withdrawal by source Global Citizenship > Performance in 2017 A2.2
Compliance Supply Chain Management Employee Welfare
Risk Management and Internal Control 100% Production Management Internal Communication Channel
Anti-fraud Mechanism Product Tracking System Employee Training and Development
Operational Compliance All-rounded Market Communication Low Carbon Environment
Labour Standard Compliance Employee Care Emission Reduction
Consumer Information Protection Talent Values Resource Saving
Intellectual Property Rights Protection Employee Structure Green Packaging
Nutrition and Health Employee Health and Safety Community and Charity
Diversified Products Anti-discrimination Investment in Research and Development

H&H Group Sustainability Report 2017



