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77 The way we operate
today is set to determine
the world we leave
behind for our future
generations.
Sustainability is our
promise for a

better future. Cé



Dear Readers,

Everyone's talking about protecting the climate.
More and more natural disasters around the
world are demanding our attention. Like the
recent devastating forest fires in Crete and Ha-
waii for instance, massive flooding in Slovenia
or the earthquake in Turkey. Millions of people
have lost everything they once owned. All this
also makes us contemplate our everyday actions
and shows how important it is to be aware of
sustainability as an issue that concerns everyone
of us. Because climate change and poverty are
both encroaching all the time.

Now in its second year, the war between Rus-
sia and Ukraine will pose further challenges
for many organisations, politicians, businesses
and for us all.

These hurdles aside, it is high time to make
significant progress in the field of sustainability.
It is with confidence that we want to play a
pioneering part in our industry.

We at Nolte Kichen, as a fourth-generation
family business, have always firmly enshrined the
subject of sustainability and social responsibility
in our values.

Although we tend to be restrained in our com-
munication policy, we want to practise this on
the sustainability front as well, entirely in keeping
with the motto "Do good and talk about it". We
already laid the foundation for this with our first
sustainability report last year. This year we have
set ourselves even stricter guidelines. In this report

you will find numerous examples that illustrate
the measures we have implemented in the past
and the topics we will also be doing even more
work on in the future.

For instance, we have been a climate-neutral
company since 2020 and have been drawing
all of our electricity from renewable energy
sources since 2021.

We are resolutely gearing our activities along
the value chain towards reducing our green-
house-gas emissions and conserving resources
in an endeavour to meet our contribution to
the 1.5°-degree target set by the Paris Climate
Agreement.

Our members of staff as well as their commitment
and dedication are the pillars of our family
business. Consequently, we signed the Diversity
Charter in 2011 and are continuously working
on actively practising diversity in the company.
Providing our staff with further training and
taking forward our apprenticeship system are
matters that are close to Nolte Kiichen's heart.
This was also confirmed by an official source, so
that this year too, we once again received the
"BEST PLACE TO LEARN®"award.

Entirely under the "bettertogetherstronger 2025"
banner, we are devoting our heart and soul to
specific topics that will let us grow as a community
on the one hand and as a company on the other.
Together, we want to evolve and significantly

strengthen our position in the market. The subject
of sustainability is also an integral part of our
corporate strategy. In the past few months, we
have defined goals that lay down how we plan to
and, indeed, will move forward at environmental,
social and governance level.

So, for example, in addition to being a "cli-
mate-neutral company", we are working on
obtaining "dimate-neutral product” certification.
Above and beyond this, structuring processes
for greater efficiency through digitisation and
introducing new tools will be a further building
block. We have already implemented cultural
change management regime and can see initial
achievements. In our view, active chonge man-
agement and practising a positive corporate
culture are the keys to being successful in the
future too.

As you will see, we are not only limiting ourselves
to talking about sustainability but also actively
turning it into practice. We look forward to pre-
senting our other successes on the pages to follow.
We will also be taking you on a transparent
journey through the short, medium and long-
term goals we will be pursuing in the company.

Our objective is to report in compliance with the set of rules laid down in the German Sustainability Code (Deutscher Nachhaltigkeitskodex (DNK).
This report for the 2022 reporting year has been compiled in allowance for DNK criteria.

At Nolte Kiichen, we have practised a policy of diversity, equality and equal opportunities since the company was founded. Aus Grinden der besseren
Lesbarkeit wird aber auf die gleichzeitige Verwendung der Sprachformen ménnlich, weiblich und divers (m/w/d) verzichtet. For reasons of better readability,
however, the simultaneous use of the language forms male, female, and diverse (m/f/d) is dispensed with. All personal designations apply equally to all

genders.



Nolte Kichen's operating base in Melle, Lower Saxony

1958

Konrad Nolte
establishes Nolte
Kichen in Ldhne.
The company starts
up on a production
site of 5,000 m? with
approximately

60 employees

1974

A second site in
Melle increases the
production facilities.

1997

Construction of the
new Information and
Training Centre in
Ldhne.

2008

Matrix 150 is infro-
duced to mark the
company's 50th an-
niversary. It is the first
measurement grid in
the industry that can
be applied to height,
width and depth.

2010

Nolte Kiichen is
the first German
kitchen manufac-
turer to hold not
only the FSC® but
also the PEFC™
quality label.

2013

In MatrixArt, Nolte
Kichen presents a
handleless kitchen
that is perfectly de-
signed down to the
very last detail.
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General information

Company name
Nolte Kichen GmbH & Co. KG
(referred to below as "Nolte Kichen")

Website

www.nolte-kuechen.com

Staff numbers
1,461 members of staff
(As at June 2023)

Reporting Year
2022

Set of indicators used

This report is geared towards the German
Sustainability Code (DNK) and observes initial
elements of the European Sustainability Reporting

Standard (ESRS).

Third-party verification
This report requires no formal verification by any
third party.

Reporting obligation
Nolte Kichen GmbH & Co. KG is currently not
subject to any statutory CSR reporting obligation.

National action plan
Business and human rights
No

2014

Launch of the nolteneo

product line with the
three themed worlds
of neoChalet, neoloft
and neoSalon.

2014

Nolte Kichen intro-
duces Matrix 200, an
ergonomic base unit
height that provides
an extra 20% of

storage space.

2020

Nolte SPA is found-
ed. Establishing
this company,
Nolte broadens

its portfolio and
now also excites
consumers with an
attractive range of
bathroom furniture
and mirrors.

2021

The information and
fraining centre is
now called NOLTE
FORUM and is ex-
panded to cover an
area of 7,000 m2

2022

The nolteneo
product line is
relaunched. From

a wide range of
planning options to
exclusive fronts and
design elements, it
opens up entirely
new dimensions in
individualisation.

Today

Employing over
1,461 members of
staff, Nolte Kiichen
produces some 880
kitchens a day on
over 113,000 m? at
Ldhne and Melle.



Pavilion in the NOLTE FORUM gcirden
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Strategy

Inherent throughout our entire company, the guiding principle
of sustainability is reflected in whatever we do and produce.
It is firmly embedded in our broad-ranging corporate strate-
gy, with the company's relevant divisions actively involved in
implementing overriding sustainability aspects.

We view sustainability as an essential aspect across our value
chain, and attach tremendous importance to continuously and
systematically embedding those sustainability criteria of rele-
vance to us in our everyday activities, value chain and products.

Our products are defined by a combination of excellent quality,
attractive value for money, contemporary aesthetic appeal,
sustainability and a steady business liaison based on depend-
ability and trust. For us, good is not good enough.

Our goal: continuously getting better.




The German Act on Corporate Due Diligence
Obligations in Supply Chains (Lieferketten-
sorgfaltspflichtengesetz - LkSG) as well as the
reporting obligation underthe Corporate Sus-
tainability Reporting Directive (CSRD) are laws
or official instructions that bear direct relevance
to our corporate and sustainability strategy as
well as to our sustainability reporting. As our
company falls under the provisions set out in the
CSRD, the EU Green Deal and EU Taxonomy
are no longer only relevant to us indirectly but
directly too. In future, this means we will be
obliged to structure our sustainability reporting
in harmony with the objectives and targets of
these EU initiatives. The EU Green Deal and
EU Taxonomy are important policy initiatives
and parameters that are aimed at promoting
sustainability, climate protection and envi-
ronmental goals in the European Union. We
will ensure that these are integrated in our
business activities as well as in our reporting.
This Sustainability Declaration is based on the
German Sustainability Code (DNK) and takes
into account initial elements of the European
Sustainability Reporting Standards (ESRS).

Our sustainability declaration includes both our
upstream and downstream value chain. In all

phases of our value-adding process, we have
conducted initial quality-related analyses on
the impacts, opportunities and risks that are
involved in our activities for those aspects of
sustainability that are most important o us.

This report proceeds from our first Sustainabil-
ity Declaration for 2021 - published in 2022
- and forms the basis for our future reporting
obligations. It reflects the 2022 reporting year
and presents some of our goals and accom-
plishments that will be achieved by the time
of publication in 2023.

We published our previous sustainability dec-
laration in the course of our in-house exhibition
in September 2022. The show event was held
under the "Nolte by Nature" banner and was
dedicated to the beauty and importance of
nature. From our latest product innovations to
staging the exhibition, everything was focused
on sustainability. The event impressively illus-
trated how important it is to harmonise our
activities with nature.

77 We want to be better than
average, and it is our goal
fo enshrine this maxim

in our everyday activities. (L

A
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Business model, strategy and
value chain

Business model
(business purpose, products/services)

We are part of the Nolte Group. The Nolte Group employs
a total of over 1,800 members of staff. Ingenuity, sustainability
and foresight are key cornerstones of our guiding philosophy.
All group companies — Nolte Kiichen, Express Kichen and Nolte
SPA - produce only in Germany.

Deeply rooted in the region, Nolte Kiichen has been family-owned
since it was founded in 1958.

DNK'1

DNK 4

Nolte Kichen has always developed, produced and sold
high-quality kitchen cabinetry. These kitchens are manufactured
on a production site covering over 113,000 m? at the three
facilities in Ldhne and Melle. Here, our "Made in Germany"
quality promise is part and parcel of our worldwide success.
This is also demonstrated by the fact that we export 36.2 % of
our products. Every day we ship over 880 Nolte kitchens to over
60 countries, equating to approx. 1.9 million units in 2022. In
terms of sourcing, we place our confidence in suppliers from
the region and Europe.

From our broad range of kitchens covering all manner of designs,
shapes, sizes, materials and price brackets, we, as one of the
German kitchen furniture industry's TOP 4 kitchen manufacturers
serve a wide spectrum of demands, tastes and expectations
from our diverse customer base.

We employed 1,453 members of staff at Nolte Kichen in the
2022 reporting year. Of these, 695 employees worked at our
base in Melle and 758 at our base in L&hne.




Corporate strategy

Entirely under the "bettertogetherstronger 2025"
banner, we have dedicated ourselves to specific
topics within the scope of our corporate strategy
that will let us continue growing as a community
on the one hand and as a company on the other.
Hand in hand, we want to evolve, critically rethink
existing structures and significantly strengthen
our position in the market.

In an endeavour to continue producing our
kitchens as efficiently as possible in the future, we
will also be expanding capacities in production
under the "Production 2.0" banner while also
investing in batch size 1.
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Our brand is the umbrella that overarches our
strategy.

Our employees, along with with environmental,
social and governance (ESG) aspects, form the
bedrock of our corporate strategy.

It is important for us fo share the same under-
standing of the Nolte Kiichen brand and develop
this as a team. What defines us? How do we
want to be perceived? The aim is to create and
internalise a strong brand awareness for our
company among each and every individual
member of our workforce.

This is where various defined brand values and
performance attributes are set out to lend assis-
tance. We will also continue to pull every stop
strengthening the Nolte Kichen brand among
our retail partners and end users. Being voted
favourite kitchen brand for the fourth time in
succession in 2023 is, of course, a great help
in this respect.

Our strategy will continue to focus on expansion.
Both Nolte Kichen as well as Express Kichen
want fo put on significant growth abroad and
further expand their export share.

We also want to enhance our processes and
simplify many work steps by means of digital
transformation. For instance, we will be focusing
on aspects relating to numerous process-opti-

misation processes and the quality initiative.

"Wirvon Nolte" represents for the heart of Nolte
Kichen: our staff. Our intension is to create a
culture that focuses on cohesion and structuring
working conditions in a way that is capable of
achieving top performance levels while ensur-
ing the greatest possible degree of employee
satisfaction with every day that passes. This
includes both the recruiting process as well as an
appropriate and individually tailored induction
plan for new colleagues, but also personal career
development opportunities within the company.

Sustainability is a key element in every decision
we take. Confidently and unerringly, we are
working on taking a lead role in our industry
and on setting an example for others as an
eco-friendly and resource-conserving company.
Doing so, we operate in an authentic, transparent
and self-critical manner. We set ourselves highly
ambitious goals that force us out of our comfort
zone as an industrial manufacturing company.




Value chain
We consistently review sustainability criteria at all stages of
our value chain because, for us, sustainability is a key element

throughout the entire process of adding value.

Roughly speaking, our value chain can be divided into the
following areas:

D g

1. Upstream value chain 2. Our operating bases in Lshne and Melle
Purchasing and shipping raw materials Production, marketing and sales

Upstream value chain
Purchasing and shipping raw materials

We purchase our basic raw material, wood, as well as our
other main raw materials exclusively from European suppliers
with whom we maintain close dialogue Alongside chipboard,
we procure MDF panels as well as prefabricated fronts that
serve as the basic material for our kitchens. 50% of the pur-
chasing volume in 2022 went to kitchen components that are
not made of wood, i.e. semi-finished or finished parts, such as
screws, drawer systems, as well as a small share made up of
by electrical appliances and kitchen accessories.

We attach importance to short transport distances which is why
we set store by being in close geographical proximity to our most
important suppliers and prefabricators. Even now, 57% of our
purchasing volume comes from suppliers located in a radius of
under 100 km. We source 85% of our chipboard from Germany.

3. Downstream value chain
Shipping, POS, product utilisation
phase, end of life




Our Léhne and Melle operating bases
Production, marketing and sales

We only produce in Germany. Covering a total of three plants, our production
sites are located in Lshne, North Rhine-Westphalia and Melle, Lower Saxony,
the latter being 20 kilometres away. At all three plants, the respective plant
management acts as a point of contact for reporting between the departmental
managers within the plant.

We manufacture carcase components and fronts from wood-based panels in
Lshne (plant 2). The wood-based panels used to make the fronts, sides and
cross members come from panel manufacturers on a daily basis. Component
variants not manufactured in house are purchased from sub-suppliers as stock
goods or on a sale-or-return basis. Cutting to size, edgebanding, side grooving
as well as dowelling for the cross members, for example, take place at Ldhne
plant 2. These are temporarily stored in a high-bay warehouse and auto-
matically requested from the consignment warehouses as and when needed,
and then transported to plant 3 in Melle. This is where the fronts and carcase
components are drilled. The individual components are then used to produce
and assemble the various cabinet types (e.g. base, wall or appliance unit).

Following production, kitchens are then packed in appropriate shipping and
protective packaging and dispatched to our retail partners. On request, we
can also meet orders complete with electrical appliances. Eighty per cent of
our kitchen frade in Germany takes place through a kitchen studio or furniture
store. We also maintain constant contact and dialogue with our retail partners
on matters such as our end-users' expectations and interests.

We use our wood waste (offcuts and sawdust) to generate our own heat
energy in wood-fired boilers at our Lshne and Melle bases. This enables us
to minimise the natural gas we purchase to less than 1 % of the total energy
input for generating heat in a business year. This allows us to supply our facil-
ities with heat almost entirely self-sufficiently while minimising gas-supply risks.

In the divisions responsible for selling, developing and producing kitchens at
our two operating bases, our DIN EN ISO 9001 certified quality management
regime serves the purpose of continuously enhancing our economic, ecological
and social performance.

We also attach tremendous importance to conserving resources in marketing.
For example, we regularly review print runs for our printed material and re-
duce them as necessary. All print documents are made available to our retail
partners and consumers for downloading from our website, reducing the
amount of advertising material we send out as well as the amount of paper

we use. Above and beyond this, for instance, we openly communicate our
sustainability aspects to our retail partners and consumers through our website
and all printed documentation.
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Downstream value chain
Shipping, POS/retail, product utilisation phase,
end of life

Given the geographically favourable location
of our operating bases as well as on-demand
production, we can serve our customers efficiently
and dispense with elaborate warehouse logis-
tics. To further optimise our transport distances
and reduce empty runs, we work closely with a
shipping company we can rely on through and
through. This partnership lets us improve transport
routes while implementing environment-friendly
measures. We are constantly working on opti-
mising and minimising packaging materials so
as to reduce the amount of packaging while still
maintaining the same level of product protection.

We only use energy-efficient components in our
kitchens, such as energy-saving lighting. We set
store by the quality and durability of our products
and make every effort to enhance such by offering
a whole line-up of servicing and repair options.
In @ move to boost circularity, we are constantly
working on increasing the share of recyclable
components and the recyclates we use.

All waste is properly disposed of by specialised
and certified disposal companies which issue
official verifications of disposal, indicating the
type and quantity of waste.




Early on, our young talents bear
responsibility in various projects.
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Qur stakeholders' interests
and opinions

As an employer, we recognise the significant
responsibility we bear in our industry and re-
gion. We are aware that society places high
expectations on us as a company. Our inner
motivation is to play an active part in helping to
shape society in a positive way and to support
people in all they do.

We take very seriously the importance of our
stakeholders in respect of our sustainability
management activities. This is why we always
include the expertise, views, interests and needs
of our stakeholders in the decisions we take.

It is against this backdrop that dialogue with
our stakeholders forms an integral part of our
approach to sustainability. For us, working closely
with our stakeholders is of central importance
to our developing a sound and responsible
sustainability strategy. Their valuable input and
perspectives create an important foundation for
shaping our sustainable business practices. In
the sections to follow in this report, you will find
detailed information on our stakeholders as well
as a transparent account of our commitment to
each stakeholder category. Our obligation is to
manage our relations with each and every one
ofthem and to safeguard their interests with the
utmost care and responsibility.

Members of staff

Works council

Graduates and job applicants
Suppliers

Customers / retailers

Consumers

State and society, such as authorities,
trade unions, associations, initiatives,
the general public, representatives of
the media and press or local residents

in the region

Schools and universities

A
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Double materiality analysis

Our stakeholders play a central part in developing our sustaina-
bility strategy. Already formalised in day-to-day communication
with our employees, customers and financiers, this is why we
maintain ongoing, intensive stakeholder dialogue across all
departments.

Drawing on expertise from the market and the support of ex-
ternal experts, we conducted in-depth workshops with experts
from defined specialised departments at the end of 2022. This
framework not only provided the basis for identifying the ma-
jor opportunities and risks we can expect from sustainability
aspects but also a platform for defining our material issues.
The following perspectives were taken into account:

m Significant positive or negative impacts on people and
the environment associated with our activities across our
value chain.

B Impact of material risks and opportunities arising from
sustainability aspects on our company's success and, with
them, on our strategy.

This "Double Materiality Analysis (referred to below as ma-
teriality analysis) provided the basis for defining our current
sustainability goals as well as the measures and parameters
involved — which we have already laid down to reach our
goals and, for the first time, are disclosing in this report.

Opportunities and risks

We constantly manage our risks as part of our
risk management regime. This falls within the
responsibility of eight persons in our company.
In addition to this, we update our risk monitor
every six months.

For further details on our risk man-
agement regime, refer to Section 2
Governance.

Below is an overview of the current and po-
tential opportunities and risks identified in our
analyses, these being the ones we can expect
across our value chain. This is where we focus
on our

B upstream value chain:
raw materials and shipment

B operating bases (Llshne and Melle):
Production, marketing and sales

®  downstream value chain: shipping, prod-
uct utilisation phase, and end of life






































































































































































































































































