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About this report

Thisis our firstimpact report and covers the period of st January 2023
to 31st December 2023 for Matrix APA UK Ltd. Data in thisreportis
representative of our London (UK) headquarters and Dongguan
(China) office except where noted otherwise; we are working hard to
collect data for matrixlabs, which we purchased during 2023, and will

include additional data forin our next report.
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[etter from our Founder

I’'m delighted to be delivering our first everimpact Report.
2023 was a fantastic year for matrix, with exciting growth
across all areas of the business. From animpact perspective,
we defined our strategy and set ourselves some ambitious
targets forthe future, building on the work that we have done
inthis space over many years.

This Reportis ourway to share ourimpact journey with our
community inan honestand transparent way. | am proud of
ourcommitment to sustainability, which was reflected in our
recent B Corprecertification where we improved our score
by 10 points.

lam, however, conscious that we need to be honest about
what we do. We exist to create products for our customers.
Thisitself fuels consumerism, which has a detrimental effect
onourplanet. We acknowledge that we have arole to play
within the beauty industry; whilst we might not have the answer
to every problem, we're determined to minimise our socialand
environmentalimpact.

matrixis a people-first business. | am
incredibly proud of the talented,
passionate, and mostimportantly,
value-aligned people that work for us.
Theirdedicationis what drives our success.

Havinglost over half of ouremployees during the pandemic,
we've invested inrebuilding our team and our sustainability
capabilities. I'm delighted that Abigail West joined us last year
tohead up ourPeople and ESG function, andreally look
forward to seeing what she and the team will achieve over the
months and years ahead.

matrix

Ihave always believedin the importance of matrix as a

‘force forgood’ throughout ourvalue chain. We’ve built strong
relationships with our suppliers over many years and these deep
partnerships are primarily created through our work on social
and ethical workerwelfare as part of our Beyond Audit
Programme. We believe that everyone in our supply chain
should be treated in the same way we would expect to be
treated ourselves. lam so proud of the work our Social
Responsibility Team - led by the hugely capable Robin Zhang -
does dayinandday out onthe groundin China.

There was no greater example of these relationships than when
we were navigating the challenges of the pandemic. I'll always
be eternally grateful forhow each and every supplierhelped us
through our most difficult time, and continue to work with us
today. It's one thing to build a supplier relationship through
mutual businessinterests, but there’s another much deeperand
more authentic connection whenrelationships are based
around culture and value alignment.

As we grow the business, we are focusing more on the products
that we create and theirimpact on people and our planet. We're
continuously learning how to do this better,in orderto develop,
manufacture and distribute what we create as responsibly as
possible. Our ability to be open minded, and to work
collaboratively with other partners means that we're confident
we can make meaningful progress. From thisreportyou’ll see
we have lots planned, | believe that by allworking togetherwe
canachieve our goals and I’'m excited to see where ourrenewed
focus onsustainability takes us.

Charlie Bradshaw,
Founder

Impact Report 2023
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Our 2023 business highlights

About matrix
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Highlights

Our 2023
brand
successes

In2023 our brands were repeatedly recognised
within the industry for their excellence.
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Highlights

Our 2023
Impact
highlights

Certified

®
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Corporation

RECERTIFIED AS B CORP

+10

POINT IMPROVEMENT

100%

OF TIER 1 SUPPLIERS
COMPLETING OUR BEYOND
AUDIT PROGRAMME

11 years

OF ETHICAL TRADING
INITIATIVE (ETI) MEMBERSHIP

79

DAYS VISITING SUPPLIERS’
FACTORIES CONDUCTING
AUDITS, DELIVERING
TRAINING & SUPPORT

THE suﬁmﬁiai( TIMES
Best Places
to Work 2023

400 hours

OF TRAINING
DELIVERED TO
SUPPLIERS’ FACTORIES
BY OUR SOCIAL
RESPONSIBILITY TEAM

GOLD ECOVADIS
STATUS, PUTTING
USINTHETOP

9%

OF COMPANIES

CREATED OUR
IMPACT STRATEGY &
A NEW SENIOR ESG

MANAGER ROLE

CALCULATED
OURSCOPE, 1, 2

& 3 EMISSIONS
BASELINE
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matrixbrands

OurBrands

We are creating a diverse portfolio of meaningful
brands built upon innovative formulations, visionary co-
founders and pioneering technologies. See our brands
onthe following page.

Private Brands

We're expertsin curating, developing and growing
amazing brands and product ranges exclusively for our
partners. With close collaboration and brand expertise,
we offer full category management from whitespace
analysis, conceptincubationto end-to-end delivery.

Our expertise is multi-category and high efficacy. We
work with brands including SpaceNK, Primark, Kmart,
Bootsand The Nue Co.

matrixtravel

We partnerwith great British brands - such as The White
Company and Bamford - to design and manufacture
luxury sleepwear, bedding and amenity kits for airlines.
Passengers of British Airways, Qatar, Cathay Pacific, and
more, can now enjoy a great night's sleep in the sky.

We're passionate about delivering customer-led
solutions to enhance guest and passenger experience,
drive operational efficiencies, andreduce the
environmentalimpact of travel.

As we evolve matrixtravel, we're focused onworking

with our technology, retail and supply chain partners to
create new models and solutions that break the mould
and deliver an enhanced customer experience, better

sustainability outcomes and reduced wastage.

3
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matrixlabs

matrixlabs is our full-service personal care, Good
Manufacturing Practice (GMP) accredited manufacturing
facility, complete with aresearch and designlaboratoryin
the UK. The facility has over 35 years’ experiencein
beauty and personal care manufacturing.

We have a fantastic team at matrixlabs, with many of
them having worked there forover 10 years. Our Labs
management teamis focused onlooking afterour
environmentalimpact, creating a strong culture around
health, safety and wellbeing, and giving the team the
training they need to succeed.

As matrixiabs is a relatively new addition to the
family, we're still working to understand the matrix
environmental and social impact of this part of our
business. We're looking forward to rolling out our
sustainability programmes and including more detail
on matrixlabs in our future reports.

matrix

Impact Report 2023
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Our Brands

HEADCARE

Made for healthier and happier heads

Developedin collaboration withindustry
renowned hair stylist and founder Adam Reed,
ARKIVEis an award-winning, disruptive brand
bringing a new form of haircare, ‘Headcare’ to

the market. With products that give great style

to your hair, whilst caring foryour head.

matrixbrands

ultured

—BIOMECARE—

Innovatively design skin barrier & biome care

Developedwithindustry innovator Rob Calcraft,
co-founder of REN Skincare, Cultured was born
to challenge beautyindustry norms with its next

generation skincare. It leverages super-active
fermentedingredients to optimise yourskin's
naturalregeneration, revitalisation and
rebalancing potential.

'COWSHED

Bring the spahome

Started from within the walled gardens of
Babington House in Somerset Englandin
1998, this naturally sourcedrange of body
and skincare products are designed toinject
alittle country calminto people's busylives.
Cowshed became part of the matrix
business fromIst January 2024, so expect
tohearmoreinnextyear’sreport.

Intelligent skincare for modern living

Inspired and created with Soho House’s
globalmembership community, the hyper-
functional formulas have been developedto
remove complicated stepsandcreatea
simple, effective routine that meets the
demands of modern lifestyles. Soho Skin
became part of the matrix business fromIst
January 2024, so expect to hearmore in next
year'sreport.

matrix
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Impact plan

Where
we're based

Our operations

Responsible
practices

)%

) 4

%:))1 We are headquarteredin London, UK, with other officesin \ ‘ ",

8 Hong Kongand Dongguan, China, and a presencein ~ ‘\/‘ N
Dubai. We are one global team, with our strong )
relationships across the globe enabling us to flexibly N ‘
respond to client needs.

: y

E Our supply chain Y

~ OURPRODUCTS ARE SOLD IN COUNTRIES

The majority of our product supply chainisin China, whichis

act Report 2023

where we started and grew our business. We also work with

suppliersinthe UK, Vietnam, the US and Cambodia, who we USA AUSTRALIA NEW ZEALAND ACROSS EUROPE
work closely with through our Beyond Audit programme.
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What it means
to be B Corp

We're proud to have beenaB Corp since 2020. Becoming B Corp certified
was an exciting decision forus; an opportunity to join a global community of
like-minded businesses who share our values and mission.

AsaB Corp, we're not only committed to positively impacting our planet, but
also allthe people we interact with abusiness - from ouremployees, to thosein
the communities where we operate, to our customers.

Whenwe were first certified we achieved a score of 84, which we improved by
10 points when we recertified in 2023, taking our overall score to 94.7. This
reflects allthe hard work our team has putin overrecentyears - we're well above
the median score for ordinary businesses of 50.9, but we've stillgot lots to do.

We love being part of the growing B Corp community in the UK. Meeting fellow
B Corp-ersandlearning from otherbrands keeps usinspired toimprove.

We're also passionate about helping others in our supply chainto become B
Corps. This yearwe introduced B Corp to some of our manufacturing partnersin
China and shared our knowledge and experience to get them started on their

B Corpjourney.

Governance 19.1
Workers 31.1

7 Community 21.6
° Environment 17.8

do
Y

Customers 3.7

‘ 94.7 Overall BImpact Score

’ 80 Qualifies for B Corp Certification

matrix

Create amains

‘ 50.9 Median Score for Ordinary Business

B Beauty

A B Corp™ Beauty Coalition

We're part of the B Beauty Coalition,

working collaboratively to create
changeinthe beauty industry.



https://www.bcorpbeauty.org/

Impact plan

Our impact plan

What's important to us

In2023 we completed a materiality assessment to help us
understand the impact topics that mattermost to our

employees and our external stakeholders.

It helped us to narrow down our areas of focus and gave us
invaluable insightsinto what'simportant for ouremployees,

customers, brand partners, NGOs and suppliers.

We spoke with our key internal and external partners and
undertook a survey with our team to hear their perspectives,
opening up the conversation onhow we can allwork together

tomake a positive impact.

Theresults showed that people-relatedimpacts are most
important to our stakeholders and highlighted that we need to
work more on environmental aspects and engaging with our

communities - insights whichinformed ourImpact Plan.

Higher 4

Importance to external stakeholders

»

Energy
management

Water and waste
water management

Sourcing & supply chain
management

Employee engagement,
training & development .

matrix

Employee wellbeing,
health & safety

Human & labour

rights
_ Climatechange @@ Diversity, equity &
Ethics & inclusion
integrity
Circular economy .
. Product quality &
safet
Community () Y
development &
engagement
Product transparency
& marketing Key
. . People
Biodiversity

Product

Lower

Importance to matrix employees

[
»

Higher
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Highlights

Our vision:

Being truly sustainable is areal challenge for ourindustry and our business. We take ownership of ourimpact
and consciously create brands and products. We strive to reduce our environmental footprint and positively impact

society; we're committed to transparently sharing the highs and lows of ourjourney.

About matrix

Create amazing TSt
for the future Empower our Respect our Innovate our

people planet products

Q
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Thisyearwe developed ourlmpact Plan with B-ABLE. It’s a clear path
forward for matrix to create a positive impact across our three pillars.

OUR COMMITMENTS:

Be the best place to work Confront the climate crisis Reduce our packagingimpact
Defend humanrights Responsibly source new Consciously create
raw materials
Engage with our communities Educate our customers
Preserve our natural

environment

13




Impact plan

How we
contribute to
the global goals

The Sustainable Development Goals (SDGs) are a set of 17 global

goals established by the United Nations in 2015 as part of the
2030 Agenda for Sustainable Development, designed to create
amore sustainable and equitable future to ensure thatno oneis
left behind. They're a callto actionto end poverty and inequality,
protect the planet, and ensure that all people enjoy health,
justice and prosperity.

All'the SDGs are important, but we're focusing our efforts onthe
nine goals where we can make the mostimpact.

Empower our

people

GENDER
EQUALITY

DECENT WORK AND
ECONOMIC GROWTH

i

10 REDUCED
INEQUALITIES

A
(=)

v

Respect our

planet

1 CLIMATE
ACTION

1 LIFE
BELOW WATER

19 o

Innovate our

products

GOOD HEALTH
AND WELL-BEING

4

12 Govsoueron

1

AND PRODUCTION

O

PARTNERSHIPS
FOR THE GOALS

matrix
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Responsible

practices

Responsible
business practices

We pride ourselves on being aresponsible business and working to
high standards of ethical conduct. We’re bigon communication and
transparency, and we’ll openly admit that we might not always get it
right - but we're always keentolearnhow to doit better next time.

It's everyone’s responsibility at matrix to uphold our standards, we
entrust every member of the team with the autonomy to make
decisions and take ownership.

Astrong focus forusin 2023 was building out our policy library -
these documents form the how we work at matrix. They provide our
employees with clarity on our expectations and what our team can
expect fromus as leaders.

+ Employee Handbook + Performance Management Policy
+ BelongingPolicy + Absence Management Policy

« Resolution Policy * Anti-Bribery and Corruption Policy
+  Whistleblowing Policy + Code of Ethics

« SocialMedia & Digital Technology
Policy

+ Disciplinary Policy

+ GDPRPolicy

» ParentalLeave Policy

+ Hybrid Working at matrix Policy

+ Probationary Period Policy

Governance & Risk

management

Our Founder, Charlie Bradshaw, oversees the
business from a strategic perspective. The day
to day running of our businessis led by our
Co-CEOs, Harry Zalk and Jon Yates, and our
SeniorLeadership Team (SLT).

Harry and Jon are responsible for the leadership
and governance of matrix, as well as our growth
strategy and commercial results. Our SLT meet
regularly to discuss operations, challenges and
risks, as well as opportunities across all aspects
of the business. The SLT also meet foramonthly
financial review, providing an opportunity to
review and challenge results.

We update all our company on our performance
and plans forthe future, through quarterly town
hallmeetings and ourannual Vision Day.

matrix

Impact Report 2023
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People

GreenTeam

mymatrix Committee

Holding ourselves accountable
for our impact

Impactis led by Abigail West, our Group People & ESG Director, alongside
our Senior ESG Manager, who is responsible forimplementation of our
strategy. Our Senior Social Responsibility Manager also supports, with
assistance from employees across the business.

Our Founder and Co-CEOs play animportant role in ensuring sustainability
remains part of our culture and have been closely involved in the strategy
development process, the preparation of this report, and regular
conversations about ourimpact.

Our goalis for sustainability and impact to be truly embedded into every role
at matrix. Accountability for each of our targets sits with individuals in each
department, and we meet as a group each quarter to collaborate, share

our progress and discuss challenges.

Ourinternal committees - our Green Team and our mymatrix Committee
help bring our impact strategy and plans to life.

Our Green Team guide therest of the business on our Product and Planet
initiatives; organising events, arranging volunteering opportunities, and
collaborating with external partners to promote sustainable practices.

Our mymatrix Committee act as ourinternal Belonging advocates.
They arrange training and organise events to celebrate and educate our
teams on workplace diversity, equity and inclusion. The Committee ensure
that matrix remains a welcoming and supportive place to work, where
everyone feels valued, respected and like they belong.

matrix
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matrix
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We’re aresilient team, radiating positivity
and fuelled by boundless ambition

¥ °
Jownershi

We’'re accountable, reliable and dependable,
taking pride in upholding commitments

Our values

Ourvalues are the building blocks of our business, and ultimately
oursuccess. They’re the common thread connecting our team,
whereverwe are inthe world.

They've been part of matrix since ourvery inception, and we're
proud to have stayed true to them during our entire journey.

We’'re open-minded; proactive in our
approach andinquisitive by nature

“We use these values as a shared language, to
express what we expect to see from ourteam
in everything they do.” Charlie, Founder

® ® Q
elationships

New employees have a matrix magic session with Charlie, our

Founder, on the history of matrix, reinforcing the importance

of ourvalues and culture from the start. ) ) , , )
We’re an empathetic and inclusive community,

embracing and celebrating diversity

Impact Report 2023
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matrix

‘A cornerstone to the way we do business
is doing the right thing for both our people
and those in the supply chain that suppeort
us. Ourindustry leading Beyond Audit
programme is testament to that.”

Harry & Jon, Co-CEQOs

71 employees

54% INCREASE FROM 2022

6 6% FEMALE
34% MALE

O% NON-BINARY

g s IR Our commitments

/\/" =»

= + Bethebestplacetowork

Defend humanrights

Impact Report 2023 =

Engage with our communities
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People

matrix
Our targets and progress to date

Be recognised as an employer of choice for Increase representation at all levels of leadership, to
our approach to wellbeing by 2025 reach 50% women and 30% under-represented

groups, plus achieve equitable pay by 2030
Ourwellbeing programme supports ourteams’ mental and physical

health and theirhappiness (check out our Case Study on page 34 to We have strong female representationin our SLT and 67% of our
find out more). In 2023 we had no accidents, days lost toinjury, or managers are female. We're working to understand the
health and safety concemns raised in our London and Dongguan offices. proportion of under-represented groupsinleadership roles.

We've always taken pride in creating a positive workplace that stays

true to ourvalues and puts peopleinthe centre of all that we do - we This year our focus hasbeen on creating a culture of belonging.

were thrilled to be featured in the Sunday Times Top 100 Places to OurBelonging Policy outlines our ethos oninclusivity, and

Work List for 2023. provides guidance forourteam onwhat to doif they feel
discriminated against.

Formalise training and career development programmes

for all employees and double training hours by 2025 We also launched our belonging committee, mymatrix, to

champion, support and celebrate the voices of ouremployees.
We offera comprehensive learning and developing programme, with

amixofin-person learning, online self-guidedlearning and one-to-one We've completed aninitial pay equity review and in are the
coaching. Thisincludes core training modules for allemployees on

process of exploring the results and understanding areas
health and safety, business ethics, IT security, and environmental and

Being the beSt socialresponsibility.
place tO Work Achieve an Employee Net Promoter Score (eNPS) OUI’ plaHS f()r 2024

forimprovement.

of 55 by 2028
+ Substantialinvestmentinto learning and development across
We want all ouremployees to be proud of working at We use the eNPS to understand team satisfaction and loyalty, and to . . .
. . . alllevels; including leadership and management development,
matrix. To us this means making sure everyone feels measure the effectiveness of our People initiatives - oureNPS at the end o . . .
_ insights discovery training for allteams, and our new online
valued andlike they belong, that they can be themselves, of 2023 was 30. We also conduct regular pulse surveys to gather

. , . . . learning portal.
andthatdiversity, equity andinclusionare truly embedded feedback, uncoverany hidden problems, identify areas forimprovement,

inour culture. The unique qualities and perspectives of our + Expandourpeople datareporting.

and help build a more engaged and productive workforce.
team are what makes us special. We're passionate about

supporting ouremployees’ wellbeing, including their We also introduced a whistleblowing toolin 2023. We investigated all
physical health and safety, as well as providing

* Rolloutanewonlinelearning platform to capture dataon

training hours and increase training levels.
concerns during the yearand actions taken to address them, with the

opportunities to develop and grow in the business. highest level of oversight. + Continue toimplement ourwellbeing, training, engagement

Impact Report 2023
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People

Defending
Human Rights

Eversince we launchedin 1996 we've prioritised humanrights.

We have aresponsibility to ouremployees, suppliers, and
workers in ourvalue chainto protect andrespect their
fundamentalhumanrights. We're proud of the progress we
have achieved through collaboration with our partners and
are committed to the continued expansion of our Beyond
Audit programme and paying a fairwage.

OurModern Slavery Statement talks more about all the work
we do onthe ground and our plans for the future.

Our targets and progress to date

100% of Tier 1and high-risk Tier 2 suppliers to complete
our Beyond Audit programme by 2028, enabling these
suppliers to address salient humanrightsissues

OurBeyond Audit programme goes beyond reliance on audits
alone, to working collaboratively with our suppliers to implement
ourrobust due diligence process. Thisincludesidentifying risks,
conducting on-site audits, designing effective remedial actions,
supporting factories with closing out actions, and providing
targetedtraining and capacity building programmes.

We implement the programme across our China-based Tier1
product suppliers, and are working onrolling it out to our suppliers
inotherregions, as well as our Tier 2 suppliers. 70% of the 209
instances of non-compliance we identified through on-site audits
were resolved within three months, with a further 20% having
demonstratedimprovements withresolution timelinesinplace.

Pay living wage or above for all employees by 2025

We’ve completed aninitial assessment of ourwages, based on
the Living Wage framework in the UK and the Fair Wage Network
framework for China. We’'re using the results of this to inform our
pay structures and willwork to address identified gaps over the
comingyears.

We're also working with our suppliers to ensure they pay their
workers aliving wage. Our Supplier Code of Conduct requires
suppliersto pay wages that are at least compliant with local
minimum wage regulations and sufficient to meet basic needs.
Living wages are one of the key findings we identify in ouron-
site audits, so last yearwe conducted a study of wagesin three
of ourTier1factories.

Our plans for 2024

Enhance ourresponsible supply chain policies and

procedures.

Develop a training programme for allemployees to

increase awareness.

Map our supply chainto Tier 2 and beyond andrisk assess

each supplier (including ourremaining Tier 1 suppliers).

Continue withthe ETI's Responsible Purchasing Practices
Initiative whichis helping us betterunderstand how

purchasing practices impact workers’ rights.

matrix
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People

Engaging with
our communities

Being a global business, we recognise the ability we have

to positively impact the communitiesin the areas we
operate. We care deeply about our communities and strive
to make a positive impact wherever possible. We want to
berecognised asleadersinthe areas that mattermostto
us andto share ourlearnings with other businesses,
amplifying ourimpact. We are also committed to
empowering our employees to engage in volunteering

to give back to our communities in meaningful ways.

Our targets and progress to date

Demonstrate industry leadership on social and
environmental challenges by 2025, focusing on
the needs of our communities in the regions
where we operate

Foroverllyears we've been members of the Ethical Trading
Initiative (ETI), a group of companies, trade unions and non-
governmental organisations working together to improve labour
conditions and promote ethical trade practices. Beingmembers
of the ETl provides us with engaging and highly valuable learning
and development opportunities, and gives us accessto an
amazing network of businesses on the same journey to learn from
and collaborate with. Their Corporate Transparency Framework
keeps us honest to our goals and ambitions, helping us to regularly

reflect on our progress and identify areas forimprovement.

matrix are also proud founding patrons of the British Beauty
Council, who represent the voices, opinions and needs of the
industry at government level. In 2023, we attended their Plastic
Summit, which brought together beauty businessleadersinan

effort to solve beauty’s plastic waste problem.

Provide skill-based volunteering opportunities for our
team to give back to our communities and industry

We offer ouremployees two days of volunteering leave a year.
Priorto COVID this was a well-established programme, working
with charities chosen by ourteam; to get back to promoting this

activelyisafocusfor2024.

At Christmas time we donated £700 to Soup Kitchen, a charity
forthe homeless, elderly, lonely and vulnerable in London who

aimto tackle the coreissues of homelessness.

In China and the UK, we also donated samples and products to

partners, including Beauty Banks.

InNovember, our ARKIVE team held a press event with the charity
Migrateful to promote the great work they do in supporting
migrants, refugees and asylum seekersin theirjourney to
integrationinto the UK. The charity enables themto teach cookery
classes showcasing the cuisines of theirhome countries and

sharing their experiences with others.

Our plans for 2024

+ ldentify the areas where we want to be known as leaders,
andthe forums forus to make arealimpact, plus continue to
share ourknowledge and experiences through ETI, British

Beauty Counciland B Beauty Coalition.

» Develop aplanforskill-based volunteering opportunities

andimprove our tracking of community contributions. .

Impact Report 2023
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People

Case study:
Wellbeing
at matrix

We know that now more than ever, modernlife canlbe complex,
full of demands and stresses, so we want to support our
employees andimprove their health and happiness.

Following feedback from our Summer 2023 Staff Engagement
survey, we developed a comprehensive wellbeing programme
to support ourteam’s mental and physicalhealth. So farthe
results have been positive.

We did another survey to check-in specifically on ourteam’s
wellbeingin December 2023, and generally saw favourable
scores, with 82% of our team scoring themselves as engaged
or highly engaged.

However, we know that thisis a consistent and persistent area
that needs improvement across our business. We're now
including a question about workload in each of our quarterly
performance reviews, so that ourteam have a dedicated safe
spacetotalk openly. We have begun a series of focus groups
tounderstand theissue inmore detail, to betterenable us to
understand and make improvements.

matrix

Our wellbeing initiatives
and policies

We're passionate about supporting ourteam’s wellbeing, in as
meaningful and authentic a way as possible, so we offeranumber
of initiatives and benefits from the very first day of their

employment, including:

* Nextdayvirtual access to trained medical professionals who
specialiseinarange of mental health services such as counselling,
therapy, mindfulness and coaching through MyndUp.

« Additional half day of annualleave ‘You Time’

to dedicate some time to do something we love.

+ Acalendarof eventsincluding desk yoga, meditation,
weekly breakfasts and on-site massages.

* Mental Health First Aiders on site.
« Generous annualleave across our offices
« 10 days peryeartowork fromabroad.

« 24/7 accesstohelp and advice onawiderange of mental health

topics through our Employee Assistance Programme.

We're also proud of the policies we haveinplace to support the
wellbeing of ourteam. These include support formenstrual/period-
relatedissues, menopause, pregnancy loss, fertility treatment,

genderreassignment, carers leave and eldercare.

Impact Report 2023
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Planet

Confronting the
climate crisis

We’'re committed to doing our part to address the global
climate crisis by reducing our carbon emissions. At the
same time, we're also passionate about addressing the
global biodiversity crisis and contributing to restoring
biodiversity in the UK.

We recognise that as afast-growing business we need to
find away to balance our commercial growth with a
reduction plan. We haven’t set anet zero target, orany
emissionsreductions target at this stage. We'll be setting
these in2024 now that we have a betterunderstanding of

our carbonfootprint.

Our targets and progress to date

In2024, we will calculate our emissions baseline and
develop meaningful GHG emissions reduction targets
for2030

We’ve beenworking to accurately understanding our carbon
emissions over the last three years. Since 2020 we’ve been
offsetting ouremission through Ecologi(you can see our
contribution here), helping to plant trees and fund renewable

energy and methane emissions reduction projects.

Establish 150 acres of matrix-owned, UK based
carbon sequestration projects by 2025

We'reinthe early stages of developing a carbon sequestration

projectinthe UK. Through our trial site we’re hoping to convert 20

acres of what was previously poor quality grassland habitat into arich,

diverse area. We've planted 200 fruit trees, from 133 species which
historically would have been presentin the area, along with fruit
bushes and wildflowers to attract pollinators. Each yearwe conduct
anannual ecology survey to understand how biodiversity is changing

and we’ve seen promising results so far.

Our plans for 2024

» Improve the quality of our Scope 3 data, and

develop aplantoreduce ouremissions.

» Continue with our biodiversity project

and work to expand the project footprint.

Impact Report 2023
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Our targets and progress to date

Map 100% of raw materials to theirregions of origin by 2030;
develop sustainable sourcing policies for each of our product
categories and apply to 90% of new products by 2025

Responsibly
sourcing
raw materials

Theingredients that we source to create our products are an

Responsible sourcing of raw materialis anew focus area forus.
We're at the beginning of mapping the origins of ourraw materials
and developing sustainable sourcing policies, and we look forward
to sharing our progress in our next report.

Allourowned brand products have Leaping Bunny certification from
. ) _ Cruelty Free International. The comprehensive chain of custody
essential part of creating our matrix magic. We're aware of

o _ process for obtaining this certification will help us obtain some of
the potential negative impacts that ourraw materials can

_ ' the datawe need formapping our raw materials.
have onthe environment at alocallevel, and are committed
toimproving our understanding of the environmental and

socialimpacts of what we source.

Ouraimistobe able to trace our materials back to their origin Our plans for 2024
andhave sustainable sourcing policiesin place to minimise
these impacts, allowing us to shift ourinternal decision- _ , _ _
_ , _ » Work with ourraw material suppliers to obtain data on
making processes towards more sustainable alternatives. o ,
the origin of our materials, to be used as part of the

product development process.

+ Make materials sourcing as part of our formulation

briefing process.

» Work collaboratively with our formulations partners

and suppliers to develop sustainable sourcing policies.

Impact Report 2023
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Preserving
the natural
environment

To conserve our planet’s finite natural resources, we're
committed to reducing the environmentalimpact of our
production, focusing on the key environmental risks for
each of ourmanufacturing sites, such as minimising the
amount of waste we send to landfilland reducing water
consumption.

To ensure our suppliers support our ambition we’ll audit
theirenvironmental performance, like we do with our
social audits, and work with them toimprove.

Our targets and progress to date

Measure our water use, waste production and
energy consumption, and establish an
environmental management system to responsibly
manage and reduce ourimpacts

We’re aware of our environmentalimpacts, and are developing
processes toimprove how we understand, measure and monitor
our environmental risks, and reduce our negative impacts.

Conduct environmental audits of high environmental
risk Tier 1 product suppliers by 2025 and high
environmental risk Tier 2 product suppliers by 2028

We’'re developing a more in-depth environmental audit checklist
and process to expand ourunderstanding of our suppliers’
environmental performance.

In2023, nine of our Tier 1factories in China were audited using
the SMETA 4-pillar framework, which assesses environmental
performance including waste, water, energy and greenhouse
gas emissions.

In addition, five of our15Tier1China-based product suppliers
have implemented anISO14001environmental management
system, showing their commitment to monitoring and reducing
theirenvironmentalimpact.

Our plans for 2024

Start collecting water, waste and otherrelevant

environmental data for our operations and Tier 1 suppliers.

Develop an environmental audit programme, building on

the aspects coveredin third-party audits.

Identify our high environmentalrisk Tier 1 and Tier 2
suppliers, and prioritise suppliers based on theirlevel of

risk toinform our audit schedule.

Develop anew environmental training module for high-

risk suppliers.
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Case study:
Emissions
deep dive

Overthelastfewyearswe’ve been

gradually building our carbon footprint.
For2023we’ve calculated our Scopel,2and 3
emissions. Our Scope 3 emissions represent over
99% of ourfootprint, so thisis where we’llbe
focusing our efforts to reduce emissions, working
with ourteam and our suppliers.

2023 Carbon footprint

Scope lemissions: 12tCO9pe

Scope 2 (location-based) emissions: 31tCO9e

Scope 2 (market-based) emissions: 33tCOoe

Scope 3emissions: 20,112tC0O9e

Scope 3 emissions breakdown

Purchased
Goods &
Services

61%

Use of Sold
Products
33%
Downstream
Emp|0yee Transportation &
Com]r;)utmg Upstream Distrikzution
Business Travel  Transportation & 2%
1% Distribution

2%

Our purchased goods and services make up 61% of our carbon
footprint. These are the emissions from the manufacturing of our
products. Working with our suppliers to reduce their emissions will
help us bring this figure down.

Oursecond highest emissions source is the use of our sold products.
Thisis primarily energy used by airlines to launder blankets used on
flights, and the energy usedin peoples’homes to heat up waterfor
showers and washing their face. Inthe coming years we’llbe working
oneducating our customers toreduce the amount of energy they use
-suchasreducing shower times and washing at lower temperatures.

Our plans for 2024

We'll continue to improve our carbon footprint,
closing some of the gaps in our Scope 3 data
as more informationis available, and refining
our assumptions.

Impact Report 2023
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GOOD HEALTH

l PARTNERSHIPS
) AND WELL-BEING

FOR THE GOALS

Our commitments

* Reduce ourpackagingimpact
« Consciously create

. Educate our customers

“Our teams love nothing more than
finding innovative ways to be kind to
the planet and not pass ona problem
to the generations that will follow us.”

Harry & Jon, Co-CEOs

Impact Report 2023
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Reduce our
packaging impact

The personal care and beauty industry produces more than

)Yy

120 billion units of packaging annually, with 95% thrown
away. We want to create beautiful products while
addressing the significant waste issue that comes as a
result. We are committed to reducing the impact of our
packaging and making it easier for our customers to
responsibly dispose of our packaging. We're doing this by
increasing the amount of recycled content, reducing overall
packaging andincreasing the reusability, recyclability and
compostability of our packaging.

Our targets and progress to date

Over 50% of plastic to come fromrecycled sources by
2030; over 80% of packaging to bereusable, recyclable or
compostable by 2030; reduce packaging weight intensity
(based on overall product weight) by over15% by 2030
(against a2023 baseline)

Untilnow we’ve been able to achieve ongoing improvementsin our
packagingimpact, but thishasn’t been approached strategically.
We’re working on calculating our baseline and will then develop a

.
,,,,,

planto achieve ourtargets.
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ARKIVE

HEADCARE

We currently use 40% post-consumerrecycled (PCR) materials
across ourrange and are working onincreasing this to 100% by
end of 2025. The current range of bottles, tubes and caps (not
pumps) arerecyclable. We have switched all our polybags used
in shipping to be made fromrecycled material, and to be fully
recyclable afteruse.

Cultured

—BIOMECARE—

Our Culturedrangeis housedin fully recyclable glass and fully
recyclable outer cartons (which are made from FSC approved
paper). Where possible we reduce our use of non-environmentally
friendly print finishes e.g. laminations and foils, and use vegetable
inks for printing on bottles and outer cartons. These inks are easier
toremove making the recycling process easier.

matrixtravel

We’ve beenworking with our airline clients to identify and address

improvement areas; our achievements to date include:

« ForBritish Airways, we've removed all single use plastic within the
Club World amenity kit, replaced plastic toothbrushes with
bamboo toothbrushes, and replaced plastic packaging with wax

paperpackaging fordental sets and ear plugs.

« ForEmirates, we've removed single-use plastic packaging for first

class sleepsuits, slippers and eye masks, and introduced ajersey
fabricbag, which canbe usedto take theseitems home andre-

used as ashoeorlinenbag.

« We are currently supporting Cathay Pacific toreduce andremove

single-use plasticitems from their First and Business Class
amenity kits - including dental kits and packaging for earplugs -

plus swappingto aluminium tubes for selected skincare items.

Private Brands

We have helped support our clients introduce more sustainable

packaging solutions into their product ranges, including:
* Replacing plastic shrink-wrap with papertamper seals.

« Swapping pumps forflip caps ontravel- size products

toimprove recyclability.
 Including atleast 40% PCRin productranges wherever possible.

« Workingwith a UK supplierto test anewrecyclable refillable

pouchmade fromrecycled content.

Our plans for 2024

» Establish ourpackaging data baseline, andidentify
quick wins across ourrange where we can easily
increase PCR content, decrease overall packaging,

and shift end-of-life options.

» Improve our design process, bringing in stage-gates
and checklists to make sustainability considerations

part of how we design, every time.

matrix
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We exist to create amazing brands and products

forour customers, but we also have aresponsibility: to use our
influence to educate our customers onreducing theirimpact
and to make sustainability the easiest choice. As a business we
willdo our best toimprove ourways of working, and support
our customers to engage in becoming more sustainable. We
believe that through effective relationship building and
communicationwe caninspire and empower our wider
community to leave a positive impact on the world.

Our targets and progress to date

Actively educate our customers to change behaviours
and minimise environmental impact, including
providing information on packaging andrecyclingon
our websites and products by 2025

We use our own brand websites and social media channels

to share our sustainability credentials with ourend consumers. This
includes ourB Corp, cruelty free and vegan certifications, use of PCR
andrecyclable packaging, and options forrecycling our products.

Culturedis currently on Provenance, which validates and amplifies
sustainability credentials for consumer packaged goods. This allows
us to prove and communicate our sustainability claims, something
we’'re lookinginto for our otherbrands.

We've started presenting options and advocating formore
sustainable product choices to our Private Brands and Travel clients
during the pitch process. We work closely with our partners to
understand their short and medium term sustainability objectives,
and design solutions to support these goals. Our dedicated Insights
and Innovation team help us toidentify innovations and emerging
technology and materials that we can bring to our customers.

100% of products to have traceability information and
environmental impact scores available on packaging
and online by 2030

All our products are vegan and cruelty free, and we include this on all
our packaging. We currently don’t publish any product transparency
orimpact data, but we’re working onit.

MADE WITH
RECYCLED
CONTENT

)
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Our plans for 2024

Our product development teamis focused on understanding
andreducing the climate and waste impacts of our products

and willuse the Bluebird software platform to support this.

Build out content onrecyclability and packaging
forourown brands and enhance ouringredient glossaries to

make it easier for customers torecycle our products.

OurTravel team has been working with our retail partners, and
digital and supply chain teams to design new solutions to
disrupt the current amenity delivery model. We aim to have a

proof of conceptready to share with customers laterin 2024.

ForourPrivate Brands clients we’llbe focusing on educating
and offering more sustainable options.

Impact Report 2023
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Product

Case Study:
matrixtravel

Oftenthe focus forthe aviationindustry is reducing greenhouse gas
emissions, however, there’s increasing awareness of the environmental
impact of inflight productsincluding amenity kits, bedding, headphones,
and meal equipment, which we're passionate about finding a solution for.

Whilst significant advancements have been made in single-use plastic
reduction, many of the products inamenity kits and otherin-flight
products continue to be made from single-use plastic or otherless
sustainable materials. If passengers don’t take them off the plane with
themthey’reincinerated or sent to landfill. Evenif passengers do take
items home and reuse them, recycling travel-size containersis almost
impossible, as they are too small forrecycling.

With amenity kits being animportant part of creating a luxurious travel
experience fortravellers, thereis areal need to challenge and disrupt the
industry to drive change.

At matrix we see thisis an area where we can make arealimpact and are
excited to be exploring opportunities to innovate and change the sector
forgood. Forexample, we're working to identify ways to leverage existing
technologies toredesign the amenity experience, allowing passengers to

select products priorto their flights to minimise wastage and choose from

awiderrange of products.

By driving systemic change to the current amenity model, we aim to
deliver better customer, operational and sustainability outcomes for our
travel customers.

matrix




GREAT HAIR DAYS

THE ART of COLOR
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A final word from our Co-CEQOs

We are extremely proud to share with you our first ever Impact Report. We developed a
new Impact Strategy in 2023, which the whole team has got behind with clear goals to
push the boundaries to drive sustainable change. Producing ourlmpact Reportis
anotherkey achievementin ourrenewed focus. We hope you enjoyed readingit and
we look forward to reporting in the future on our progress. Finally, we would like to
thank everyone that has played such animportant role in achieving this milestone.

S s

Harry Zalk & Jon Yates
Co-CEOs
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We create and grow amazing brands.

hello@thisismatrix.com

Matrix APA UK Ltd.
/0 New Oxford Street, London,
WCIATEU, United Kingdom
02086730000



