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“We are committed to the challenge
of enhancing our footprint
together with you”
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Dear readers,

| am pleased to wunveil the first
Sustainability Report of Save The Duck.
We aim to diligently and transparently
share with you the objectives and
milestones achieved by our organisation
and the challenges that lie ahead.

As you know, or as you will discover in the
following pages, our company philosophy
is based on our responsibility and our
intention to create a unique enterprise,
whose guiding principle is respect for
animals and for the environment and
which makes people proud to wear our
garments. These values are undeniably
linked to the ambitious challenge of
sustainability, which we have taken on
and which we are committed to every
day, as it has been an integral part of the
Company right from the beginning. It is
no coincidence that the importance we
place on protecting wildlife led to our
choice of name for the company, our first
calling card.

Nevertheless, we are aware that
sustainability is a complex objective, with
different facets, and which can at times be
contradictory. Sustainability affects every
single aspect of a company business, from
selecting suppliers to product innovation,
from the choice of rawmaterials to

the safety of our garments, from the
wellbeing of our people to supporting
the communities in which we operate,
and much more. In this respect, as
part of an ecosystem, we believe we
have a responsibility to enhancing our
footprint, today and tomorrow, by
deliberating each company decision with
a view to maximising positive factors and
minimising negative ones. We pursue this
objective mainly through our products,
which reflect our principles and our
commitment. Just a few years from the
Company establishment, we launched our
first collection, made entirely from 100%
recycled materials, and in 2019, with
great enthusiasm, we launched our first
collection of 100% recyclable garments.

We are equally aware that “together”
we can achieve ambitious milestones and
travel along unexplored avenues. This is
why, today, with an eye onthefuture, every
day we seek to convey our enthusiasm
and our values to our customers, to our
partners and to everyone we come into
contact with, aiming at cooperating to
the achievement of a shared objective:
safeguarding our planet. A commitment
which has taken us far, actually “up”: in
2018and 2019, together withmountaineer
Kuntal A. Joisher, we have conquered
the highestsummits in the world.

To make our commitment even more real,
we have become a Benefit Corporation,
which  means putting social and
environment performance on a par with
economic-financial ones: a real change
of paradigm with respect to traditional
business models that are only focused on
profit. In 2019, we have already taken a
step in this direction by obtaining the B
Corp certification, which is awarded to
organisations that voluntarily comply with
the highest standards of responsibility

and transparency in the social and
environmental sphere.
As you will have understood, the

ambitions of Save The Duck go far beyond
being the first brand of 100% animal-free
puffer jackets. Follow us and there will be
no lack of surprises!

CEO
Nicolas Bargi



THE PROCESS OF DRAWING UP OUR FIRST SUSTAINABILITY REPORT

With a view to ensuring increasingly
transparent communication with its
stakeholders, Save The Duck (hereinafter
also “the Company”") decided to produce
its first Sustainability Report (hereinafter
also “Report”), which provides key
information relating to environmental,
social and economic aspects that
characterise the Company business.

The process of drawing up the
Sustainability Report, coordinated by
an internal working group, involved top
management and the various company
departments, which actively contributed
to defining the relevant topics, the
document layout and to gathering the
data and information needed to draw up
the Report.

The Sustainability Report of Save The
Duck has been drawn up according
to GRI (Global Reporting Initiative)
Global Reporting Standards, the most
widely-known and applied standard
for sustainability reporting. In line with
the requirements of this standard,
the initial stages for the preparation
of the Sustainability Report are the
identification and prioritisation of the
Company stakeholders and the analysis
of the materiality of each topic for the
Company (materiality analysis), illustrated
below in more details.

OUR STAKEHOLDERS

Identifying and prioritising the Company
stakeholders are fundamental steps for
the subsequent selection of the most
relevant sustainability aspects to include
in the Sustainability Report.

Based on the analysis of the company
structure, of its business activities, of
the value chain and of the Company
network of relationships, the different
stakeholders of Save The Duck were
mapped. With the help of the Company
management, they were then classified
on the basis of the following criteria:

Influence on Save The Duck: ability of the
stakeholder to influence the strategic or
operating decisions of the Company;
Reliance on Save The Duck: level of
reliance of the stakeholder on the
choices, products and activities of the
organisation.

" The 2018 Sustainability Report of Save The
Duck refers to Save The Duck S.p.A.. The
Company was first established as Forest S.r.l.,
changing its name to Save The Duck S.r.l. in
2018 and then, in 2019 became a joint-stock
company.
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This analysis enabled a priority level to
be allocated to the different categories
of stakeholders, with whom, as part of
its business activities, Save The Duck
promotes a number of communication
and dialogue initiatives, with a view to
strengthen mutual trust and continuous
discussion.

The following table shows the main
channels adopted in 2018 to communicate
with the most important categories of
stakeholders and the main areas in which
dialogue has been established with the
Company.

Employees

Media

Final customers

Online community / Influencer

The topics, that employees are mostly
interested in, relate to the care
and management of their working
relationships and to brand development.

The areas of interest are mainly related to
the Company approach to sustainability
trends in the industry and to measuring
the environmental impacts of the entire
production process.

The topics that final customers are
interested in knowing more about are
mainly linked to the use and impact of
microfibers and the innovative features of
Save The Duck collections (e.g. recycled
materials).

Employee’s involvement is constantly
guaranteed by sharing information about
the Company performance, by instilling
continuous dialogue and by holding
meetings and consultations with the
various Company departments.

Relations with the media are maintained
through periodic discussions and press
releases in which the Company illustrates
its sustainable solutions, the use of
innovative materials and information
relating to the production of 100%
animal-free garments.

The involvement of end customers
is mainly achieved through customer
services activities on the main social
networks (i.e. Facebook, Instagram).

Periodic communications.
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Control entities and legislator

Shareholders

Investors

Equity providers

The expectations stated refer mainly
to the compliance of Save The Duck
business activities with current legislation
and industry regulations.

The expectations of shareholders regard
the governance structure and the
management of the Company, as well as
financial results.

The most relevant topics for investors
are the financial management of the
Company and its profitability.

The most relevant topic for equity
providers is the financial management of
the Company.

With a view to transparency, the
Company has instilled continuous
channels for dialogue and the exchange
of information with the control entities
and the legislator, to be able to constantly
adapt its ﬁractices to the law in force,
adopting the applicable best practices.

In addition to institutional channels and
written communications, the Company
organises occasions for discussion and
the exchange of information on the
management and the performance of the
Company with its shareholders.

The Company has set channels in place
to ensure continuous dialogue and to
exchange information with its investors,
such as organising meetings and the
distribution of periodic reports, to
provide them with updates on the financial
situation and on the economic trends of
the industry and of the Company.

The Company has set up channels to
ensure continuous dialogue and to
exchange information with its equity
providers, such as organising meetings
and the distribution of periodic reports,
to provide them with updates on the
financial situation and on the economic
trends of the industry and of the
Company.
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MATERIAL TOPICS

Identifying the material sustainability
topics that reporting should focus on is
a fundamental step in drawing up the
Sustainability Report according to the
“Global Reporting Initiative Sustainability
Reporting Standards” (“GRI Standards”
for short).

For this reason, Save The Duck started
by mapping the sustainability topics that
are potentially relevant to the Company
on the basis of a series of preliminary
activities (benchmarking, media analyses,
sector trend analyses), the contributions
received from various company divisions
and the topics proposed by the GRI
Standards. Subsequently, to identify
which of the potentially relevant topics
should be considered material topics,
the Company conducted a materiality
analysis, namely it evaluated the different
sustainability topics according to the
relevance these have for the Company
and its stakeholders, as envisaged by the
reporting standard in question.

More specifically, a workshop was
organised with top management during
which the participants were asked to rank
the sustainability topics onthebasis of their
relevance for Save The Duck, considering
not only their personal perceptions,

but the formal commitment made by
the Company as regards the topics
analysed, the company priorities and the
main areas of environmental, economic
and social impact of the organisation.

To determine the relevance of
the sustainability topics from the
stakeholders’ perspective, instead, the
results of the preliminary analyses were
taken into consideration, in particular:
e the benchmark analysis of comparable
ltalian and international companies
operating in the clothing industry,
which enabled us to understand which
sustainability topics are most often
included in documents that they publish;;
e the analysis of the relevance of media
and public opinion on sustainability
topics, by identifying the main news on
Save The Duck, considering both local
and international newspaper articles;
e the analysis of global sustainability
trends, by mapping the sustainability
topics most often considered by the

major stock exchange, sustainability
rating agencies (DJSI, MSCI, etc.),
international organisations (GRI,
World Economic Forum, etc.) and

governmental institutions (EU, UN, etc.);
e the analysis of the sustainability pressures
on the textile and clothing industry, by
identifying the topics most often included
inthe publications of themain industry and

trade associations (The Ellen MacArthur
Foundation, European Clothing Action
Plan, National Chamber of Italian
Fashion, etc.) and of several international
organisations (RobecoSam, SASB, etc.).

The results of these analyses are
represented in the Materiality Matrix.
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THE MATERIALITY MATRIX
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1.1 OUR HISTORY

THE ORIGINS

"

1914: the entrepreneurial spirit of
Foresto Bargi leads to the establishment
in Pisa of Forest, a small laboratory
making garments with a special water-
repellent fabric. In the following years,
the Company became one of the largest
ltalian clothing manufacturers.

The 60's: a new branch called “Forest
Mec” is established by his son Cirano,
who sought to reflect the new collective
mood, proposing sweaters, jeans and
jackets inspired by the clothes worn by
American workers.

End of the 90’s: Forest S.r.l. opened an
office in China, a strategic decision for the
management and control of its suppliers.

10



| . WE ARE COMMITTED TO THE CHALLENGE

1.1 OUR HISTORY

MORE RECENT YEARS

2010: Nicolas Bargi takes over the helm
of the Company and creates the Ganesh
brand.

2012: the Company registers Save The
Duck brand, which establishes itself as
a high quality brand able to offer a wide
range of 100% animal-free outerwear,
and commits to improving the brand
sustainability performances every day,
fully respecting animals, the environment
they inhabit and the people that live in it.

2014:the Company registers PLUMTECH®
brand and distributes the first jackets
with this type of padding.

2014: Alchimia Group acquires shares
of Forest S.r.l., leading it to a stronger
Company from an administrative, financial
and logistic standpoint.

2014: Save The Duck wins the VEGAN
FASHION AWARD presented by PETA
Deutschland (People for Ethical Treatment
of Animals), a non-profit organisation that
supports animal rights.

2010 2012

2015: Save The Duck joins the LAV (Lega
Anti Vivisezione - Anti Vivisection League)
and obtains the “Animal Free Fashion”
certification.

2016: Save The Duck starts to use certified
recycled raw materials in compliance with
GRS (Global Recycled Standard) criteria
and launches the first collection made
from 100% recycled polyester, produced
using recycled plastic bottles (RECYCLED
PLUMTECH®).

2016: Save The Duck receives the "PETA
Innovator for Animals” award thanks to
its special PLUMTECH® technology.

2017: Save The Duck introduces
BLUESIGN® and OEKO-TEX® certified
raw materials into its collections.

2017: Save The Duck wins the Mario Unnia
— Talento & Impresa award, promoted by
BDO ltalia, in the «Sustainable innovation»
category, dedicated to companies that
invest in product or service development
that seek to reduce environmental impact

\ A
2014 };\—294-5fyv 7 ——
/ /

and to improve efficiency in the use of
natural resources.

December 2017: Save The Duck receives
an award from the non-profit organisation
PETA UK for the “Recycle” collection by
Christopher Raeburn, the luxury 2017-
2018 Fall/Winter capsule signed by the
British designer.

March 2018: Progressio SGR acquires
the majority shareholding of Forest S.r.l.,
while Alchimia Group relinquishes its
stake.

June 2018: Save The Duck, with the
mountaineer Kuntal A. Joisher, conquests
the Mount Lhotse, the fourth-highest
summit in the world (8,516 metres a.s.l.).

September 2018: Save The Duck opens its
first flagship store in Milan, in Via Solferino
12, made primarily by innovative and
sustainable materials, andlaunchesits plan
to open more stores in the years to come.

November 2018: Forest S.rl. changes

its name to Save The Duck S.r.l..

May 2019: Save The Duck S.r.l. becomes
Save The Duck S.p.A. and Societa Benefit.

May 2019: almost one year after climbing
Mount Lhotse, Save The Duck conquers
Mount Everest, namely the highest
summit in the world at 8,848 metres a.s.l..

July 2019: Save The Duck launches
the first collection of 100% polyamide
recyclable garments.

July 2019: Save The Duck obtains B Corp
certification with a score of 95 points.

August/September 2019: the Company
opens two new flagship stores in Venice
and Hong Kong.

September 2019: Save The Duck is
rewarded with a special mention in the
Growth and Sustainability category at the
Enterprise Excellence Awards (GEA).

11
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1.2 OUR ORGANISATION

Today Save The Duck, with revenues
exceeding € 30 million and a production
of over 600,000 garments with Save The
Duck and Ganesh brands, is recognised
as a high-quality brand able to offer a
wide range of garments known globally
as being entirely produced without any
material of animal origin.

Save The Duck is an ethical and smart
company, with an eye on the future, not
only to understand new market trends
and to transform them into cutting-edge
collections, but above allto make progress
towards achieving the shared objective
of “living in a completely animal cruelty
free world”. Its daily commitment is to
improve the Company sustainability,
while fully respecting animals, the
environment they inhabit and the people
that live in it. In this regard, the Company
continues to improve and develop
new eco-sustainable technologies and
solutions to create a production process
with a minimal impact on the planet.

Each collection is carefully developed to
guarantee the creation of garments that
respect the environment and animals: in
fact, Save The Duck brand products are
100% animal-free, namely they are made
without using any material coming from

animals; goose feathers are replaced by
the technologically evolved PLUMTECH?®,
which is a synthetic padding made of
polyester fibre (see paragraph §2.1
through the choice of materials, for further
information). More specifically, thanks to
the decision of not using materials of
animal origin, from 2015 to date, Save
The Duck has managed to avoid using the
feathers of over 17 million ducks.

With regard to the production process,
Save The Duck has also structured its
business model by entrusting this process

to a very restricted group of suppliers,
who undergo very strict quality controls
and are assessed according to social
responsibility criteria.

In terms of geographic expansion, with
a share of exports that has reached
50% of sales and a selected network of
wholesale stores, Save The Duck has a
presence in 30 countries worldwide: the
main markets served, in addition to Italy,
are United States, Germany, Benelux and
Scandinavia. What's more, in September

[ NICOLAS BARGI [ PROGRESSIO SGR
FOREST1914S.rl. | LHOTSES.p.A. |
31,47% 68,53%

[ SAVE THE DUCK S.p.A.

100%

.............................................

SAVE THE DUCK
SAVE THE DUCK i REPRESENTATIVE OFFICE
ASIA PACIFIC LIMITED S—— CHINAY ...
(HONG KONG)

THE ORGANISATIONAL CHART IS UPDATED
TO SEPTEMBER 2019

2018, the first Save The Duck flagship
store, made mainly with innovative and
sustainable materials, was inaugurated in
the centre of Milan. It will be joined by
flagship stores in other geographic areas
in the next few months.

At organisational level, 31.47% of Save
The Duck S.p.A. is held by Forest 1914
S.r.l., in turn wholly owned by Nicolas
Bargi, while 68.53% is held by Lhotse
S.p.A., which is part of Progressio SGR
S.p.A..

The Company registered and operational
office is in Milan, in Via Arcivescovo
Calabiana, 6, and it also has a strategic
representative office in China, the point
of contact between the Company and
its local suppliers, able to ensure the
production of its garments, guaranteeing
the compliance with the European
production standards.

As at 31 December 2018, Save The Duck
has 41 employees, 76% of which work in
Italy at the head office and in the Milan
store, while the other are located in
China.

12
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GOVERNANCE AND INTERNAL
CONTROL

Save The Duck adopted the first edition
of the Organisation, Management and
Control Model in accordance with Italian
Legislative Decree no. 231 of 8 June 2001
(hereinafteralsoModel231) by aresolution
of the Board of Directors approved on
20 December 2018. The purpose of
adopting Model 231 is to make everyone
that works in the name and on behalf of
the Company - with specific reference
to those that operate in the so-called
“sensitive areas” - aware that unlawful
conduct is forcefully condemned by the
organization. Furthermore, it enables
the Company to intervene promptly to
prevent or counteract the commission of
offences or at least to significantly reduce
the damage caused by the same and to
improve corporate governance and the
Company image.

Reporting any infringements of Model
231 or behaviour that infringes the rules
of conduct adopted by the Company is
made through the legislative provisions
envisaged for whistleblowing. Reports
can be sent both by physical mail or by
e-mail, addressed to the Supervisory
Body of Save The Duck.

The main organisation and internal control

systems adopted by the Company are
illustrated below:

e the Statute, which establish various
provisions on corporate governance,
aimed at ensuring proper management
of the same;

e the Organisational system, which
consists in the organisational structures/
positions and areas of responsibility;

* the Code of Ethics, represented by a set
of rules of conduct and general principles,
which all internal and external parties,
who have direct or indirect relations with
Save The Duck, must comply with;

* the Code of Conduct for the Supply
Chain, which establishes the minimum
requirements  that each  Supplier
must meet in terms of environmental
sustainability, social sustainability and
workers’ rights, protection of health and
safety in the workplace, compliance with
business laws and ethics.

Lastly, Save The Duck has adopted a
traditional organisational structure, which
is comprised by:

e The Board of Directors: with 7
members, which plays a central role in the
corporate governance system; it resolves
on transactions that are considered to
have significant strategic, economic or
financial relevance. Chairman and Chief
Executive Officer are appointed from the

members of the Board of Directors. The
Board is awarded the widest powers for
ordinary and extraordinary management,
and has the power to take all action
that it retains necessary to implement
and achieve the corporate purposes,
excluding only those that the law or the
articles of association deem mandatorily
reserved to the Shareholders’ Meeting;
* The Board of Statutory Auditors: whose
task is to supervise the compliance with
the law and with the articles of association,
the respect of the principles of correct
administration and the adequacy of the
Company organisational structure, of
the internal control system and of the
administrative accounting system, it has 3
standing members and 2 alternate ones.
e The Supervisory Body (SB): which
currently has two external members and
one internal member, who are committed
to meeting professionalism, continuity
of action, autonomy and independence
requirements, whose task is that of
supervision, as envisaged by Italian
Legislative Decree 231/2001.

13
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1.3 OUR DNA AND OUR COMMITMENT

Inspired by the “think global, act local”
concept, Save The Duck has taken on
the challenge of contributing to solving
global problems through its business,
by choosing to produce high quality
garments without using materials of
animal origin and at the same time,
committing to develop products that are
as sustainable as possible.

The challenge started with the intention
of “saving the ducks”, and today has
widened and developed into a daily
commitment to promote the values of
sustainability and of respect for the
environment and the planet, for people
that live in it, and for the ecosystems it is
comprised of. Save The Duck is aware that
sustainability is a complex concept, with
different aspects and contradictions. This
is why the decision not to use materials of
animal origin cannot disregard a series of
social and environmental considerations
and evaluations on the production of
garments using alternative materials to
animal ones.

By adopting an ethical and innovative
approach, with an eye on the future
and on achieving the shared objective
of “living in a completely animal cruelty
free world"”, Save The Duck strategy
is therefore based on the following
fundamental aspects:

O 00 O X
@ =

WE RESPECT ANIMALS

Save The Duck is
committed to making
cruelty-free products (that
therefore do not exploit
animals), thanks to cutting-
edge technologies that
enable sustainable materials
to be created.

WE COMMIT FOR FUTURE

The growth of Save The
Duck business is the way to
achieve a bigger objective:
to create a positive impact

for its people and for the
environment in which the
company works.
The ethical principles guide
Save The Duck to creating
long-term value.

WE LOVE & PROTECT NATURE

Save The Duck mission
is respect for the
environment. Our
objective is to provide
our customers with a
range of products made
according to the principles
of “circularity”, preserving
natural resources and using
recycled raw materials from
qualified sources.

WE CARE FOR PEOPLE

As a fashion brand,
Save The Duck has a
responsibility to safeguard
human rights and to
guarantee the health,
safety and fair treatment
of all people that are
part of the value chain,
from manufacturers to
employees, and up to
customers.

15
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Based on this reflection, Save The Duck has
started the process to integrate sustainability
into the environmental and social aspects
of its business model, which is formed
on the basis of the following guidelines:

* applying principles and practices of
sustainability ~and  circular  economy,
designing fully recyclable products, recycling
materials and components from suitable
sources, with a low environmental impact
and that respect social and ethical aspects;
e consolidating a responsible and supportive
business model, where all the parties involved
in the supply chain make their contribution
and reap the benefits of the economic results;
o creating animal-free products
with a virtuous lifecycle from an
environmental and social perspective,
that meet the customers’ expectations;
e reducing greenhouse gas emissions along
the entire product lifecycle, to achieve the
objective of zero emissions in the future;
¢ reducing the use of natural resources through,
for example, the use of energy from renewable
sources, the reduction of energy consumption
and the environmental impact of the waste
water generated by the production cycle;
® promoting and extending supply chain
that respects the rights and the wellbeing
of  workers, guaranteeing virtuous
production workplace in which every
human being can achieve job satisfaction.

In this regard, Save The Duck continues to
improve and develop new eco-sustainable
technologies and solutions to create a
production process that does not harm
the environment, by continually rethinking
the product manufacturing process from a
circular perspective and by finding innovative
solutions to meet the challenges of the
market. It is an actual cultural trend, but
it is also a way to meet a real demand of
more caring consumers, who want to make
conscious and responsible consumption
choices, and to transform it into cutting-
edge collections, in a truly “glocal” context.

Furthermore, to deeply integrate its values
into its business strategy and operations,
Save The Duck has drawn up a three-year
Sustainability Plan, which seeks to honour its
commitment to deliver sustainable products
through responsible business. The plan
identifies specific objectives and enables
the progress of ongoing projects to be
monitored and the Company objectives to
be updated, thus guaranteeing a continuous
and constant process of improvement.

16
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~ 8

SAVE THE DUCK’S CODE OF ETHICS

To support the company philosophy,
in 2018 Save The Duck defined and
approved its own Code of Ethics, which
states its general ethical values and the
principles of conduct in business, which
have constantly inspired and continue to
inspire the Company business activities.

Save The Duck Code of Ethics outlines
the rights, duties and responsibilities of
the Company as regards its stakeholders,
in the economic, social and environmental
spheres, and lays out a set of rules of
conduct that all parties working in the
name and on behalf of it undertake to
comply with. More specifically, the key
values underlying the Code of Ethics are:




2. OF ENHANCING OUR FOOTPRINT

2.1 THROUGH THE CHOICE OF
MATERIALS

Year after year, Save The Duck restates
its objective to develop products able
to meet the requirements of increasing
demanding customers. In fact, the
Company has committed to researching
exclusive creations, the result of the
perfect symbiosis between the use
of innovative materials and stylistic
research. The wealth of knowhow and
the professionalism of employees and
collaborators make it possible to create
highly attractive and technically advanced
products, thanks to which the Company
has been able to establish its brand in
the clothing industry over time. Thanks
to investments of equity and knowledge
and to the worth collaboration with its
suppliers, the Company is constantly
seeking innovative product solutions
(such as design, colours, functions and
materials) and process solutions (such
as new automation technologies), which
enable it to offer original high-quality
products comparing to the reference
market.

The new product development process
always starts from a survey and an
analysis of the needs and requests of
the market or of specific customers
in terms of style and aesthetics. The

information and the requirements
gathered in thefield are used to define
a commercial strategy, which will guide
decisions in production. This stage is
entrusted to designers and technicians,
who of