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Overview

Creuting our
% future toyether
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We kept our fuctories und distribution
centres open whilst prioritising the
sufety of our people. This wus uchieved
with investment in site health and
safety equipment, and redesighing
processes to protect stuff,

In spite of these challenges, embeddinyg
sustuinability at Colart hus continued

at puce. Sustuinability is considered,
discussed und implemented

at dll levels of the business.

We have set d five-yedr sustainability
plan with clear targets and KPls.

Business pluns across the orgunisution
now place sustuinability at their core.

Meunwhile, Colurt’s brand plans
outline the need for sustainuble new
product development, supported
by our creution of sustuinuble

PLANS & TARGETS

packaging guidelines. For 2021, we
dre turyeting un overdll reduction
of plustic use, the removul of single-
use plustic, und movinyg to use of
recycled plustics where removul

is currently nhot an opftion.

Our Sustuinubility Ambussudors continue
to drive chunge, with a plethora of
initiatives rolled out at many locdl sites
und yglobudlly. We closely scrutinise

our energy consumption; in 2020

most of our Europeun sites switched
to buying electricity from renewdble
sources. In France, for exumple, Le
Mans is instulling u sighificant number
of solur punels on-site with the

project due to be live by mid-2021.

Step by step we dre muking
proyress - und | um excited by whut
the next few years will bring.

Sustuinability Officer



Our portfolio of seven brands

and cutulogue of over 13,000
products is sold in more than 120
countries, enubling multi-millions of
creutives to express themselves in
colourful und meuningful ways.

Sustainability runs throughout our
operations; we don’t freat it as a
simple fud that will one day disuppedr.
Greenwushing and being seen o

join the yood side of the debute

are not on our agendu, We take

our mission seriously: to become

the most sustuinuble consumer-

driven home of creutive brands.

In Making this mission u redlity, we will
leud our industry und dre prepured to
invest. For us, reducing environmental
impuct und increusing socidl
responsibility whilst growing as a business
is more thun a mMorul commitment. We
will fuke serious uction with tunyible
results by reducing our carbon impuct
removiny single-use-plustic und focusiny
on the wellbeiny of our people.

PLANS & TARGETS

Importantly, we dre convinced
sustainubility adds long-term value

to Colart. Whilst we sfill have much to
do, we have set out u clear roadmap
with umbitious five-year targets. We
have reduced our CO2 emissions by
48%, und we ure driving towards zero
single-use plustic in the business.

In 2021, whilst still adupting to the
pundemic, we dre enjoying the benefits
of u strony und mauture compuny,
cupitdlising on consumers’ continuing
compliance to the “stay at home’
advice - leading to a significant increduse
in demund for our beloved brunds.

This positive momentum is clearly felt at
Colurt, releusiny initiative, innovation
und eneryy that produces u ‘cun

do’ uttitude to our sustuinubility
ugendu ut every compuny level.

The tide is turning; sustuinability is no
longer u side issue. It's purt of our every
duay workiny life - and we dre very
proud to muke sure that continues.

Colart CEO
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Energy Objective:

To continuously reduce our
eherygy consumption und use
renewubles wherever possible.

vs 2019 . This mainly due to
closures during the pandemic.

of renewuble energy
dowh 1% from 2018.

of renewuble bouyht electricity
in the first quurter of 2021.

PEOPLE PLANET PLANS & TARGETS

pee
Inclusiveness
& Diversity Objective:

To achieve a 50/50 gender
farget across Colart’s leadership.
We currently medusure gender
according fo our Leadership
Levels 3 to 5: Directors to CEQO.

o
Q Male 73%
o)

Q Femaule 27 %

[o)y0)

% Target B0 %

N
&S
WASTE
-17%

fotal waste yeur-on-yeur,

-22%

reduction onh huzardous wuste.

31%

of dll wuste recycled.



Social Impact
3348.5

hours spent in the community.

34%
of dll our direct suppliers are
evuluuted aguinst our code of
conhduct. We will be working on
increusinyg the humber of suppliers
throughout 2021 und beyond.

39%

o

of dll new suppliers evaluated against
our supplier code of conduct.

Sickness Objective:

to monitor sickness levels and build
awdreness of uny issues that may
occur.

2.6%

sickness level, against a
target of less than 3%.

CONTENTS BUSINESS
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SVHCS Update

Substances of Very High Concern
(SVHCs) ure chemicuals that will
eventudlly be banhed due to their
enhvironmental and hedlth impacts.

83% reduction

in the number of raw Muteridls
contuining SVHCs.

Q7% reduction

in the humber of pustes and finished
products containing SVHCs.

This project has significantly
reduced the humber of harmful
chemiculs (that are hot baunnhed)
in our products, thereby reducinyg
our impauct on the environment.

PEOPLE PLANET PLANS & TARGETS



Strategy
Recap

\“[\B\-E & TRANSPARENT SUPPLy o

Enhancing the
wellbeing of
people and the
planet through
creativity

SUSTAIN ABILITY COMMITTE®
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If 2020 taught us unything it’s that we would not
have d business without our people; they are ut
the heart of dll our uctivity. As working from home
becume the hew hormal for many of them, it was
importunt to ensure they remuined connected
with euch other und the wider compuny.

We continue to drive cultural chaunge HeG"'h, Sqfety

across dll levels und uspects of the .
business through relentless dissemination & We"bemg
of informution und leurning collaterdl. Colurt’s constant goul is to provide

u sufe und sustuinuble working

. environment for our global community.
Social Impact In April 2021, we held u Heulth und
We continue to enguge with Safety virtual conference, highlighting
local communities. We believe our key initiative to drive u positive
promoting volunteer opportunities sufety culture at dll our sites.

for employees to engage with helps
to develop und retuin them, whilst
dlso uttructing top tulent. Even in

a year us tough us 2020 we sfill hit
our turget of 3000 hours spent in the
community per million hours worked.

In so doing, we will reduce the
number of accidents und protect
our key usset - our people.

We drive u positive sufety

culture at dll our sites.

CONTENTS OVERVIEW BUSINESS PEOPLE PLANET PLANS & TARGETS 9



Strategy
Recap

CONTENTS

BUSINESS

PEOPLE

PLANET

(&

Packaging
Colart introduced sustainable
puckaging guidelines in 2020, which
were rolled out in early 2021. The
guidelines will support new product
development to ensure we use
onhly the packaging we need.
We are committed to reviewiny our
current puckaging portfolio, and
take d holistic upprouch to improving
the sustaindbility of our puckayging.

PLANS & TARGETS

23,

Responsible
Sourcing

We ure committed to sourcing
foroducts, materidls and services of the
highest standards, driving continuous
improvements in quality and cost.

Our dim is fo establish a transparent
and ethicdl supply chain with a high
level of environmental legal and
human rights compliunce, audited
both infernally and externdlly.

Reducing
Waste

We continue to drive the reduction
of wuste across our production sites,
implementing and monitoring stringent
controls. Despite being in the chemicul
foroduction industry we ensure that
no waste from Colart’s operations
heydutively impucts the environment.



Trend
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Colart’s godils reflect the positive
effect creuting art is known to have
oh mental hedlth; many people
started art hobbies during lockdown
to dlleviate unxiety and boredom.
Our dedicuted teams, The Fine Art
Collective, ran online ftutoridls to
support both artists und retdilers.

PLANS & TARGETS

Due to COVID-19 we dlso devised
an initiative to help our employees
badlunce work with homeschooling
duties. This entdiled Zoom-bused urt
classes for their children, as part of
activity for our Elephant brand.

The feedbuck wus rewurding:

11



Lindéngruppen

Review of 2021
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The Group is unified by a belief that

by beiny rooted in strony vulues und
lonyg-term thinking, we ure uble to build
resilient und prosperous compaunies
whilst ulso muking u difference und
taking un active part in solving some of

the mujor challenyes our world is fucing.

Toyether we work uctively to optimise
environmentdl und societul benefits,
und to minimise neyutive impuct.
Each of our companies is required

to have u cleur understanding of

key issues, and how these can be
influenced und fruansformed over time.

PLANS & TARGETS

Goiny forwurd, un importunt

purt of optimising benefits is to
understand und drive sustainability
umohny dll our customers.

12



Our_
business

CONTENTS

Inspiring drtists
everywhere

OVERVIEW BUSINESS

PEOPLE
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PLANS & TARGETS
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Brand up

SNAzZaroo

o We huve successfully moved
away from black vacuum forms
that were not eusily recyclable.

¢ In September 2020, we launhched our
very first customisuble pulette via
Shazaroo.com, dllowing consumers to
refill their palette us colours run out.

CONTENTS OVERVIEW

dates

o As purt of our uim to reduce
single-plustic use, we dre currently
replacing plastic packayging of
brush pens and 18ml poft blisters with
sustainably sourced cardbouard.

e Our hew range of biodeyradable
dlitter is due to launch in Q3 2021.

e Our brund new factory in
Miheheud, UK, moved to renewuble
energy in March 2021.

PEOPLE PLANET

eDuring the first COVID-19 lockdown
in 2020, Lefranc Bourgeois
developed un online, urtist-led
programme cualled #StayCredtive
(#RestezCrédtifs) dedicuted to
dll home-confined consumers.

Severdl artists from France und ubroud
who have recently colluborate with
the brand shared technical tutorials
and virtual tours of their studios. Artfists
at home were invited to fry their

tfurn at a challenge und share their
credtions with the digital community.

o After having been the first brand ever
to launch cadmium-free colours (in
2017 with Lefranc Bourgeois’ oil paint
relaunch), the brand extended the
scientific expertise to their gouuche
rahge und in 2020 launched the first
ever cudmium-free gyouuches. The
launch wus encupsuled in the 300
yeurs celebration, in which histories
of greut artists and the brand were
revedled, such us Muatisse’s love
for Linel Extra Fine Gouuche.

PLANS & TARGETS

e The brand hud confirmed the use

of yluss jars for dll its oil mediums

and varnishes, us well us the

iconic vinyl Flushe pdint range.

Most handles of the Lefrahc Bourgeois
Kids school brushes ranges are FSC
certified, reinforcing our commitment
to 4 sustuinuble supply chain.

As of 2020, ull curdbourd

puckaging on our sets are FSC.

The brand has moved away

from black vacuum forms that

were hot eusily recyclable.

Most of our suppliers aure uccredited
with ISO standards 9001 und 14001.

14



Brand update

Liquitex

Digital-first
communication strategy:

e Focuses on providing content
thut cun be udupted by channel
und uudience type, to ensure
mauximum reuch with minimal
environmentdl impuct.

¢ Increuse in virtuul demonstrations -
Liguitex Live - limiting the need for
prinfed takeaways whilst reaching
more people und dllowiny for
increused uttendunce.

¢ Arfist-led content capture - Artist
Spotlight. Production eyuipment is
shipped to the artist to cupture content
over u period of time, eliminating the
need for individudl production shoots.

o Lony-term relutionships formed
with digitdl credtors - influencer
programme, In the Studio
colluborations und Artist Spotlight.

CONTENTS OVERVIEW

BUSINESS

Commitment to being a
more inclusive brand:

¢ Chumpioning underrepresented
talent, featured in campuign
shoots, influencer progrummes,
user-generuted content.

Celebrute individuul urtists behind the
work, und diverse artist groups ucross

style/type of pructice, muteridls used,
ethnicity, geography, uge, gender.

Residency programme provides
access to studio spuce, muterials und
mentoring in a creutive community.

Community building and support.

Purposeful inclusion - paurthering with
orgunisutions that provide support
and funding to underrepresented urtist
groups e.d. Bluck Art Futures Fund.

PEOPLE PLANET

Packaging improvements programme:

e Ligyuitex Busics 60 x 22ml set will
be lauhched exclusively for
Amuazon - certified for its Tier 1

Frustration Free Packuging (FFP)

programme - in August 2021,

e This is u new puckuging initiative
for Colart to desigh d set
certified for FFP, and will inform
froduct development and
improvements movinyg forward.

PLANS & TARGETS

e FFP cerfification meuns:

— The product is designed to
reduce wuste und requires ho
AMmuzon over-box or prep to ship.

— It is made from kerbside
recycluble puckaging muteridls.

— It is easy to open and has
minhimal packaging.

— Minimal dumuayge und
defect rates.

15



Brand update
Winsor & Newton

Winsor & Newton is committed to
offering sustuindble dlternutives without
compromising on performunce.

e In 2019 and 2020, we successfully
launched Cudmium Free
watercolour and oil colour, which
artists confirmed to perform oh par
with counterparts in blind testing.

e Continuing in the spirit of offering
consumers un difernative, Winsor &
Newton launched synthetic watercolour
and oil colour brushes in 2021. The
product performs at the same level as
our Watercolour sable and hoy brushes.

o As with our Cadmium Free colours, artist
feedbuck indicuted the gudlity of the
synthetic brushes meunt they performed
oh pdar with counterparts in blind testing.

o Most hundles of the hew professiondl

synthetic brush ranges dare FSC cerfified,

und feuture reduced solvent in their
pdint, reinforcing our commitment
to u sustuindble supply chain.

¢ The introduction of these rahges
uddresses supply chain issues for
Iarger size brushes, which have been
difficult to produce with naturdl hair
due to u shortage of longer naturdl
hdir becuuse of climate change.

o Winsor & Newton is also committed
fo fully sustuinable packaging.
All launches follow hew Colart
sustainable packaging guidelines.

o We dre in the process of relaunching
our entire puper runge. We ensure dll
materidls are not derived from animails,

80% of our pupers are FSC

We are launching 16 new skin tones in
our promarker runge to frovide a wider
variety of shades. This includes revising
our puckayging system to replauce
single-use plustic with recycled plustic.

Most of our suppliers are uccredited
with ISO stundurds 9001 und 14001.

From 2021, ull cardbourd packauging
oh our wutercolour sets will be

FSC and ho longer have u plustic
couting oh the curtons so they can
be recycled. There has been further
investigution completed on removing
plastic packauging from watercolour
hailf pans, whilst ensuring there is ho
udverse impuct to product udlity.

certified - und 40% is mude usiny
renewduble hydropower eneryy.

CONTENTS OVERVIEW BUSINESS PEOPLE PLANET

PLANS & TARGETS
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Brand update

¢ |In uddition, oh our recently developed

puinting entry sets for beyginners we
avoid plastic whenever possible:

- No udditional plustic sheet
in the product window for
dll wet colour sefs.

- A high-quulity photo on curdbourd
for the front of pustels packs,
replacing plastic sleeves.

- Pustel ranges ho lonyer feuture
additiondl an inner carton.

e In lafe 2019, despite the higher
cost, we decided prouctively to
mauke vacuum forms only from u
recycluble muateridl. This generic
rule hus how been rolled out us u
requirement for all Colart products.

CONTENTS OVERVIEW

¢ The impuct of COVID-19 und

results of Colart-commissioned

brand preference reseurch
highlighted the importunce to

our uudiences of community,
educution, herituage, innovation, and
emotiondl connection. Incredused
awdreness of environmental fuctors
is dlso playing d part in consumers’
relationship with our brands.

We continued our oil cumpuign

in early 2021, focusing onh our
innovative Cadmium-Free oils und
new Winton colours. Both ranges
have been yranted Approved
Product seuls - certified us hot
beiny toxic or injurious to humans.

Key initiatives such us Our Featured
Artists and Material Matters give us
a platform to talk to our audience
in un authentic und informutive
wuay, credtfing content where artists
speuk to urtists about our Materidls,

PEOPLE PLANET

By working with artists who have
similar values to those we want
to convey ubout sustuinability
and the environment, we dre
taking the first steps to dligning
ourselves with these issues.

Later in 2021 we will roll out u strony,
ohyoiny communicution plan
ouflining our uctions und initiutives

to showcuse our sustuinuble
initiatives und support our community
with their own commitments to

beiny environmentully friendly

in 2022 and beyond.

PLANS & TARGETS
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Brand update

CONTENTS OVERVIEW BUSINESS

Sustainubility is a key focus for Elephaunt
throughout 2021 und beyond. It has become
standard practice to usk ourselves what the
environmentadl impact of any hew project

or opportunity will be. This is u greut starting
point from which to creute chunyge und
chdllenge previous ways of doing thinys.

Movinyg to become u digitul-first
brand is the first step in reducing

our impuct on the world around us.
Elephant Academy’s online leurning
clusses ure u greut example of
building meuningful connections

with cohsumers without the need for
tfravel or premises. We ure discovering
that you can credate sustainability
without detriment to customer

experience. In fact, for muny customers,

sustainability is a key enhuncement
of uny product or offeriny.

Our ecommerce business Elephant
Kiosk has removed dll plastic tape from
puckaging und will have eliminated

dll plustic outer puckuying by the end
of Q2. In Q3 we will be launchinyg our
own-brund sustuinuble puint sets out of
Kiosk. Paints in this range will be offered
in plduin aluminium fubes with recycluble
puper lubels und dll plustic mouldiny
removed. Sets will be fully customisable,
reducing wuste, and we will offer u free
returh scheme for sufe disposal of tubes.

Plastic-free puckaying in

Elephunt’s own puint brand.

PLANS & TARGETS
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Brand update

Elephant

Elephant magazine, how published twice

a yeur, is fully recycluble on FSC-certified

fpuper und produced by u curbon-heutradl

printer. We invest in offsetting carbon
emissions released while creuting the
magazine. The editorial team covers
many artistic projects that address
sustaindbility, with an example being
the interview in the Spring/Summer 2021
issue featuring art duo Cooking Sections,
who explore ways of making the food
industry more environmentdlly friendly.

The Elephant feam is pussionate
dbout making d positive contribution
to churities, NGOs und the locul
community. Our work has included:

o Overseeiny the giveaway of 200,000
Winhsor & Newton pigment markers to
380 UK schools und colleges during
the first half of 2021. These markers
have been gratefully received, with
Elephunt receiving significant positive

feedbuck on the value this initiative has

delivered to the urt educution of
pupils. We will be reppeuting this
progrumme later in the year in the US,
targeting schools on the eust coust.

e Donating more than 200 chairs from
Elephant Space fo a school in Africa.,

o Offering substantial charity
discounts on dll our products.

o Working with our locdal London
borough fo creute u community
gurden dt Elephant Space, designed
to dbsorb pollutants from fraffic.

e By Q3 2021, every order pluced
through Elephant will contribute to
planting trees in the developing
world through our partnership with
Eden Reforestution Projects.

These initiatives represent d first step
for Elephunt towards developing u
business where our commitment fo
sustdinability is meaningful and ut
the heart of everything we do.

300 marker sets donuted to charity by Elephant

“Such a greut resource, especidlly with not being in specialist
clussrooms at the moment. They‘ve been so useful for providing
a hew Medium to work with. Thanks so much!”

CONTENTS OVERVIEW

BUSINESS

PEOPLE PLANET
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Cdarbon-heutrdl printer
for Elephunt maygazine.
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Shopper Marketing
& Insights

@ Sustainability as % Meeting consumer Harness the
W purchase driver | 2| demand — influencer effect

Art supply customers want products to

! Three-qyuarters of urtists have bought Art suppliers agree more heeds to Key influencers are starting to want
become more sus’rulnc?ble. J%Sf under haif more sustainable items in the past two be done to meet regulatory and sustuinable products, which is likely
direcidy recycle materials (f'2 %) rather years (74%) with 36% saying they would cohsumer demand. From Cadmium to influenhce the whole market
than throw ’rlhem. ,QWQV (25%) (Source: pay more for ‘greener’ products. Free puints to refillable markers und (Source: GFK Brand Preference
Colart Sustuinubility Report 2019-20). recycluble aluminium puint tubes Drivers Reseurch 2019/21).

They believe brands should be This is u key opporfunity for brunds many chuhges can be made. .
tuckling sustainability in three ways: fo differentiute, drive emofional , , Jrofessionals.

, ' enhgagement und build brand loydilty. Retdilers also have a big part to Su.s’ru|nub|l|’ry is 0. key pur.chuse
¢ Reduced puckuying. Nearly two-thirds of arfists (64%) say play, and could offer chanyge driver for professional artists alony

¢ Increused recycluble muteridls. they are likely to feel more loyailty to such us reduced plustic options with product performunce.
* Fewer toxic ingredients. eco-friendly suppliers (Source: Colart dnd locul recycling points.
Sustuinability Report 2019-20).

France

Across the globe we dre seeinyg un uptick in art

participation. With ‘stay at home’ orders how
in place for lony periods at a time, we expect
this increused participution to be sustained,

CONTENTS OVERVIEW BUSINESS PEOPLE PLANET PLANS & TARGETS 20



Governance

CONTENTS OVERVIEW BUSINESS PEOPLE

2020 sauw the strengthening of Colurt’s
commitment to governaunce through the creation
of u hew Business Purther Code of Conduct.

The Code is intended to enhunce
Colart’s responsible business ugendu by
setting out the stundards und practices
expected from our business purtners,
covering our suppliers, distributors,

retail customers, artists and unyone

else we enguye with; as well as their
ownh suppliers, sub-contractors and
representatives in the supply chain.

The Code pluces un obligution
oh our business partners und their
supply chuins to udhere to the
highest ethicul standards und
business practices such us:

e Compliaunce with all upplicable laws.

¢ Refruining from bribery and corruption.

¢ Avoiding conflicts of interest.

e Ensuring yifts and hospitdlity are
not given or received with the
dim of influencing u decision.

o Fdir treattent of dll workers with
no use of child or forced lubour.

e Striving fo reduce environmental
footprint by minimising use of eneryy
and resources in the development,
manufacture, transport, use
and disposul of dll products.

PLANS & TARGETS

The Code supplements Colart’s internal
Employee Code of Conduct to ensure
the stundards we expect are upheld
throughout the supply chain. To ensure
commitment to the Code, business
puartners will be usked to confirm

their aucceptunce of the Code. In
uddition, both business puarthers and
Colart employees continue to huve
the dbility to aunonymously report any
breduches through EthicsPoint - our
independent online reporting portal.

A reyister to cupture uny interactions
with competitors continues to be
upduted with declarations from Colart’s
Group Leudership Teum. Pluns are in
place to ensure the wider roll-out of the
reygister to dll Colart staff, supplemented
with relevant guidance and training.

Globdl litigation and legul entity
goverhunce continues to be fracked
centrdlly through respective portals
und reyisters, to ensure leyul und
compliunce risk is effectively managed.

21




Supply

Chain
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Resou_lrce
scarcity

We have observed in 2020 und at
the beyinnhing of 2021 un increusiny
dependence on limited resources.

Colurt hus started un initiative to derisk
dependence by dudl sourcing raw
materidls that are deemed criticul, und
finding locul ulternutives when possible.

We're working on our formulations
to reduce the supply chain stress
und locute sources closer to the
conhsumption point. This helps
avoid unsustuinuble dirfreights.

SEDEX & our
Code of Conduct

We continue to muke strides to
ensuring our purtners ure committed
to sustuinability aus much as Colart is.

To muke this huppen, we have revised
our Code of Conduct so that it applies
to dll of our stakeholders - whether
upstreum or downstream - und continue
to leud chunge in our supply chain.

All of our sites are sighed up to SEDEX.
We ask our suppliers to sigh up ds part
of the procurement process, un online
sociul und digitul exchunye focusing
oh labour stundards, business ethics,
hedlth & sufety & the environment.

PLANS & TARGETS

Packaging
changes

As we continue our sustainability
journey we huve made sighificant
changes to our puckuging.

We are diminy to remove single-
use plustic us much us possible,
but we are ulso working on other
initiatives behind the scenes.

For exumple, we have stopped over-
puckayging goods that were shipped
within the Group, by removing inher
curtons wherever possible. The sume
dpprouch is ulso beiny tuken for
shipping materidl in customer orders.

We dim to reduce the use of
such muterial, and even when
this is hot possible, shiff to More
environmentdlly friendly materidl.

Sustainable
cofton

We are putting in place u
cofton sourciny policy for
dll of our cotton fubric.

The initiative is infended to encouruye
better water und energy munugement
practices during production. We

dlso uim to ensure we draw from
socidlly responsible sources.



fransformation
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We continue to build our internal digitadl
cupubilities, upskiling feums across the business.

Winsor & Newton
L | e-commerce

In 2020, we reluunched Winsor &
Newtoh e-commerce websites in the
UK, US, Austrdlia, und Rest of the World
onto our internal WordPress platform,

This was a mdjor milestone, driving
simplicity und efficiency, saving more
than £100,000 in platform management
expenditure. Results to dute are
encouruyinyg, with increused consumer
puye visits and dwell time us they seek
to leurn more ubout our products.

?(I)’Q Colart
Trade

Another key event during 2020 wus
the launch of our business-to-business
portal, Colart Trude. Smdaller firms

cun how Mmore eusily und effectively
place orders, reducinyg time and effort
oh manudl puper-bused ordering.
The portul is currently avdiluble in

the UK and Italy; during 2021 it will
launch in severdl more markets.

All of our websites and Colart Trade

are supported by - und dependaunt

oh - PIM, our ‘one source of truth’ for il
product duta, further driving efficiency
und removihy complexity. Over one
million data points are now in PIM, which
will continue to muture during 2021.

£100,000 suviny in plutform

mMunaugement expenditure.

PLANS & TARGETS
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Digital

fransformation

Data-driven and
consumer-centric

Beiny both dutu-driven und
cohsumer-centric in our upproduch
are key strategic priorities for our
digital marketing activities.

By consoliduting several dutu
platforms into one with the launch
of u Consumer Dutu Platform, we
are simplifying access to duta whilst
also guining more powerful, granular
insights about our consumers that
will help us to deliver even more
relevant, fimely and consistent
brand communications to our
different turget audiences.

During 2020, all Winsor & Newton
and Liguitex consumer data was
migrated to this new platform.
The work confinues in 2021 with
Lefranc Bourgeois, Elephant
and Shuzaroo following suit.

CONTENTS OVERVIEW

Digital

democratisation

During 2021, we will beyin the
importunt project of spreading
digitul cupubility wider across

the business. Progress will include
upskiling cupubilities in brand feams
and local markets, in addition o
supporting further e-commerce

and direct to consumer initiatives.

By embeddinyg digital throughout
Colart we will continue to

mature und future-proof our
murketing uctivutions.

BUSINESS PEOPLE PLANET

PLANS & TARGETS

Greuter insight

Future proof
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Ethics and
Sustainability matters

o All Lefranc Bourgeois *Sustainability
yueries” are ubout usuye of
unimul derived ingredients.

e Ligyuitex und Reeves consumers
are muinly concerned ubout
using vegun products.

e Shuzdroo consumers dre
interested in product sufety und
environmentdlly friendly products.

¢ Winsor & Newtoh consumers
are eyudlly concerned
ubout the environment und
respect for unimuls, however
they puay attention to Human
Rights mutters too.

Vegan Products
@ Ethics & Human Rights

Safety & Product
composition

Environment Concern

PLANS & TARGETS

Geographical split

) Totdl Sustainability
Geoyruphicdl . .
- Queries yueries
Areu
by dreu by ureu
Oceuniu 3% 4%
North o o
Americu a0 2505
Europe 39% 52%
UK 17% 19%
ROW 18% 31%

Sustainability
queries by Brand

%

# I
Brand Sustainability | Sustainabllity
Queries Queries
fer Brand
Lefruncl 12 11%
Bourgeois
Liyuitex 49 1.1%
Reeves 35 4.6%
Shuzaroo 6 0.9%
Winsor & 177 1%
Newton

Reeves & Winsor & Newton
cohsumers cure the most.
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NPD

We contihue to further
embed sustuinubility within
new product development
us we drive cultural change
throughout Colurt,

Where possible on NPD projects, we
source eco-friendly options such us PCR
tubes, R-PET plustic bottles, und support
these chanyges by making necessary
udjustments to production equipment.

The followinyg projects highlight
our bid to continue to embed
sustuinability, and challenge the
materidls we use in our products:

CONTENTS OVERVIEW

BUSINESS

Lefranc Bourgeois

Lino Ink Set - Replauced vacform
with a hew reusuble fdlbric bay;
dlso developing curton sets
without plastic windows.

Enfant Gifts - Requesting FSC
boxes where possible; considering
the best pluce to ussemble sets
with components from both
Chihu and France, to minimise
transportation between countries.

Watercolour Sets - Existing plastic
boxes switched to more durdable
metal boxes. FSC curton puckuging
is how beinhy implemented; it is
recycluble, with plustic couting on
the puper puckayging removed.
Future sustainability improvements
include removiny plustic wrapping
over hdlf puns und replacing them
with d sustauinable dlternative.

Vacforms - All interior vacforms will be
sourced from white recycled plastic.

Blockprinting Starter Set - To be
proposed in u FSC cardboard
box, containing dll materials

in an original cotton buy.

PEOPLE PLANET

Liquitex:

Heavy Body - Investigations continue
to uses eco-friendly (PCR) tubes

for ucrylic puint; planned for soft
roll-out when production tricls and
foroduct guuality puss testing.

Sets - Where possible, we are developing
new sets and modifying existing sefts,

to have no vacforms, which reduce
plastic usage and the set footprint.

We dre dlso investiguting the use of
recycluble shrink wrap for dll sets.

Vacforms - We ure moving from black
vacforms to cleur vac-forms that

cun be recycled, while diso seeking
sustuinuble mMateridl dlternatives

for sets where they ure heeded.

Crown Artist Brush:

Pthalate content removed
from dll packayging to ehsure
compliunce with hew leyislution

Phthalates products - fully migrated over
during 2020 to ehsure compliunce.

Two hew Winsor & Newton brush

ranges were launched with FSC wood
handles couted with water bused
lacyuer. This in turn led to G project to
fprogressively extend the use of FSC
wood handles und water bused lacyuers
across dll our core existing ranges.

PLANS & TARGETS




New Business

CONTENTS OVERVIEW PEOPLE

As such, we have uctively turned down
vidble commercidl opportunities that
conflict with our views on sustuinability,
whilst engaging in colluborations we
felt were worth puying more for due

to the supplier’s brand messuye of
sustainability whilst inspiring credtivity.
One such a colluboration is our work
with Indig-baused start-up business
Viviva Colors. The compuny hus
developed ultra-portuble and
eusy-to-use colour sheets. They ure
predominantly made of lightweight
puper, providing u stuble income for
women in the locul community.

PLANS & TARGETS

We believe this is u great example
of how u business purpose of
spreuding the joy of puinting und
fdir business ethics cun go hand

in hand. We are proud to parther
with Viviva as its distribution partner,
bringing the brand and products
to consumers uround the world.
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With full alignment to the Sustainability Strategy
onh Products und Environment, my new role is
fo drive the sustuindble innovaution ugendu for

I n n ovqllli on new product development ucross our brands.

Cris Cosgrave

CONTENTS OVERVIEW BUSINESS PEOPLE PLANET PLANS & TARGETS 28
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make the difference

We know Colart’s people muke u mujor
difference to our success und we value
everyohe's input - whether as d leader, part
of u teum or un individuadl contributor. Our
commitment to developing our people, Us
well s building their understanding of and
ehgugement in sustainability inside and
outside of Colart, is unwavering.

Leadership

We believe sustuindble business
performance starts with effective
leudership. The starting point is knowing
what good ledadership looks like - as
described in The Colart Way - and having

clarity over who has leadership responsibility.

This becume evident in 2020 us

our leuders hud o learn how o
muintdin focus dlongside d sense of
feamwork, with COVID-19 creating
factors beyond their control.

Collaboration, communication and
connectivity becume the underlying
cull to uction for our leuders, und core
o our globdl leudership development
programme during 2020.

The programme is underpinned by
enhgendering self-uwdreness und reflection,
1o endble our leaders to become mindful
of self, feam and Colart’s collective mission.

Leaders Plus

During 2020, we continued our
memMmbership und support of Leuders Plus
- u socidl enterprise endabling tfulented
feople in the UK with younhy children

to develop their leadership careers.

The hetwork und mentoring offered by this
forogramme have been delivered hand-
in-hand with Colart’s flexibility und support.
Our commitment is recognised us evidence
of the desire fo build u positive environment
for new purents in leadership roles.

We continue to support Leaders
Plus during 2021, with our first male
leader attending the programme.

Cris Cosgrave
R&D Manager (London)

CONTENTS OVERVIEW BUSINESS PLANET

Mentoring

The diminished dability fo meet
face-to-fuce in 2020 initidlly posed
significant challenges for our mentoring
programme. But taking leurnings from
remote working, we manuged to revive
the scheme with severdal mentoring
relationships taking place online.

This dlso creuted the potential for cross-
border mentoring, which we dare seekiny
to enhance in 2021 as part of our focus
onh collaboration and connectivity.

We have ulso enhanced our
infranet mentoring platform
to improve accessibility and
understanding of the scheme.

PLANS & TARGETS
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Our people...
Day in the life of

Our 2020 umbitions for our Day in the Life
programme were severely limited by remote
working und sociul distancing, but we still
mMunuyged to enuble 50 people to tuke purt,

The benefits of the
programme include:

Ability to discover u hew job.

Understunding the challenges
und needs of colleugues.

Knowledye shuring.
Creuting sociul und
professional bonds.

Improved internal communication.
A better vision of the orgunisution.

Colluborution aund
breuking down silos.

"Good experience, very
sutisfied with this day. An
interesting job that could
interest me.”

Guillaume Bouet, France

Direct sourcing of hew
recruits continued in 2020
to be un effective way of

Splash

Avyile system development is part
of Colart’s way of working. The
contfinued development of Splush
- our globul People System -is u
greut exumple of this approuch.

Followinyg the full cascade of
the system to dll levels in 2019,
we took the next step in 2020
to enhance it by infegrating
automated performance and
development functiondlity.

This step not only removed the
need for u stundulone system but
dlso provided the opportunity to
enhance the focus on employee
development. All line managers
across Colart attended to help

increuse the value of the discussions.

/933

hours dedicuted to

The enhauncement of the review
forocess in Splush has dlso
ehubled better unulytics and
follow-up strateyy, especidlly
for succession planning.

During 2021, we will continue to
enhance the vdlue of the system

by leveraging existing functiondaility;

for exumple, automuting line
manager reyuests und enabling
joeople to see their total rewards.

Splash dlso provides the platform
for our commitment to dlign with
the Colart Code of Conduct:
presented in dll lunguages und
accessible to every employee.

infroducing new people

fraining across Jll sites.
to the Colart Family.
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Our people... -
inspire every S Gl

- is the foundation of this vision,
t t success will only come through our
q r I S people - they ure the ingredient
O that makes the difference.
‘ O ' To actively embody the concept
\ ( ) of ‘fumily’, we know we must live
up to the promises we muke to our
U hdel’ 250/ people. This meuns we must build ¢
o hedlthy working environment bused
oh respect, dighity and collaboration.

Only then canh we ensure Colart is <
place where people want to work.

of our leudership
cun be described us

eTthCU”y diverse so The second globual gender pay

fprogress is necessary. unulysis wus conducted in 2020.

It showed that average pay
continued to be dligned with most
compunies, with our mediaun pay
being betfter than the norm.

Whilst some proyress could be seen

40(7 compured to 2019 - particularly in
o North Americu - encouraging more

women into leadership positions
continues in 2021. We will support
flexible working and skill development
un increuse from 2019. to promote diversity und inclusion.

Women muke up over
40% of our leudership,
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Our people...
our We"being At Colurt, we aure committed to focusing

onh the whole person. 2020 wus d yedr like
no other, but offered us the opportunity
tfo demonstrate this commitment.

We put people first in dll actions und - business units found credtive ways
decisions throughout the year; knowiny to support people both inside und

that without our hedith, whether outside the compuny. For example,
mentdl or physicul, we would not be empty office spuce in Northern Europe
dble to achieve our gouls. Mdintaining wuss offered to school teuchers who
connectivity and reldationships was core lacked spuce ut home to be dble

to this focus in response to feedbuck to teuch their students online.

received from our people through

pulse surveys during the yer. Mdintdaining connectivity in
It was with greut pride that we were our remote world wds seen

dble to coordinate muny wellbeiny
uctivities ucross the business despite of the
chdllenges presented by the pandemic.

us J top priority.

Home schooling impuacted many of our

As in previous years, our global fpeople during 2020. To recoynise this
Wellbeing Ambussadors were key to chdllehge we offered un eight-week
these grassroots wellbeing initiatives timetdble of art classes to different age
making ‘welldoing” d redlity. groups. During this period, hearly 600

places were taken with a dedicated

Whilst many wellbeing activities shifted .
daudience of regular students.

online - including yoga and art classes

In Colart France, our people
took the initiutive to cleun

up the site creating a
sehse of feumwork und
environmentul value.
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Our people...
health & safety

Hedlth & sufety is everyone’s responsibility. We
decentrdlised this function in 2020, endbling each site to
take full ownership of hedlth & sufety in their locution.

Injury or iliness resulting in
permunent impuirment.

In 2021, we had a virtual health & PO"Cy
sufety conference, shuring ideus
und credting further dlignment
using the maturity matrix below.

. o Injury requiring external
o Decentralised responsibilities MODERATE medical freatment.

with globdl guidunce.

This will help Colart to plan e Locul regulations as a minimum 99 Injury or iliness resulting in -~
activities und improvements to shared best practice. MINOR WCESAERTE i Ty (i Elnt
its culture and hedlth & sufe
management systems Ty Process 86 Minor injuries or discomfort.
Y Y ' No medicul treutment or meusurable
» Greuter openness encourdged: NEAR MISS whysicul effect. Zero lost time.
People muy |n|T|9IIy leud to |n<l:reuses
in reporting of heur-miss und
o Locul responsibilities cleurly minhor incidents. We dim to
communicuted ucross sites. eliminate ull but Mminor incidents.
. In.cre.used comp.e’ren‘cy, e Locul investigution und reporting,
with investment in fraining with ugreed corrective und
for ull employees Y"'Th fpreventutive uctions; progress
Cleur record keepiny. cuh be monitored by locul

hedlth & sufety committees,
overseeh by locul munagement.

e Cleur esculdtion process

e Monthly and guarterly

dutu cupture und review /ero incidents
at GLT & Bourd level.

tfargeted for our sites.
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Maturity Matrix

Communication

o Clarification of H&S
journey - Vision
Mission Scope

¢ Increused sighuye

e H&S Video

o Uniform Sufety
Messuyge

e WWho we ure what
we do

e E-learning comms

o H&S Struteyy /
Newsletter

o Sufety Mascot
competition

o H&S Cuse Studies
o LG Colluborution

CONTENTS

OVERVIEW

(3

Behaviour

e Colart Way -
Sufety Culture
e Awareness Videos

o Toolbox tulks
¢ Adhering to
colour code

o H&S Quiz / fucts
e Employee enguge
e Culture embedded

e 6 Golden rules
o Sufety Observation
KPI

o External benchmark
accreditation
e Zero uccident vision

Training

o Skill identification -
Training Matrix

o Skill identificution -
Training Matrix

e E-Leurning roll out

o Risk Assessments

o Awureness
(videos etc)

o Safety Checklist —
operutor signed
o Refresher Training

e Cross LG learning

BUSINESS

Owhership

o Individuadl
understunding
(ohbourdiny)

o |ndividuadl
- Everyone
Responsible
(activation)

e Teum - Sufety
Cuptains
(involvement)

e Collective - Risk
Assessments
(empowering)

e Collective outside
in assessment
(building)

PLANET

[o)
fran}
v I N
0O O ©
o I rn Y rn |
Governunce

Emerging Level 1

o Site Tuskforces
o Ethics Point

Managing Level 2

o Sufety Walks

o Infernal Audiits

e Shured learhings
o Tuskforce visits

o Supplier Audits

Involving Level 3

e Shured learhings
wider audience

Cooperating Level 4

e Benchmurking
across LG

v —
v —

Guidelines
Documentutions

e Colour coded
zohiny

o Risk Assessment

¢ Incident Reporting

o Policy Guidelines
Discipline

o Documentution
digitul dutabuse

e Benchmurking
across LG

Continually improving Level 5

e LG Accident
sharing

PLANS & TARGETS

¢ |G policy sharing

Tools

o KPI’s visible to dll

e Plun Do Check Act
(PDCA)

e E-leurning videos
etc

e Human error
manuygement

e Industry 4.0

Events

o Committee
Meetings

e Lindéngruppen
Hedalth and sufety
conhference
Conferences

o Contractor Sufety
day
o Sufety Week

* Recoyhition and
celebrating success

e External award
events
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Partnerships

Charity

Colluboration

CONTENTS OVERVIEW
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PLANET

The pundemic hus been chullenging
for muny children and youhy people
in West London; particularly those in
vulherable situations. To help inspire
creutivity and leurning away from
computer screens, Leighton House

- the former home und studio of
Victorian British artist Frederic Leighton
- hus colluborated with Winsor &
Newton, West London Zone und
RBKC Looked After Children’s Services
to creute Time for Art gift boxes.

Each keepsake art box contdins u
unigyue array of guided, pructical
arts und crufts projects linked to
Leighton House, with dll the muteridls
needed to follow euch activity,

from brushes 1o puper, to puints

and inks, aund pencils und pens.

Artists Ayeshu Gumiet and Laurelie
Rue have desighed original art
projects for Time for Art. Euch box

is u present, decorated with a gold
riobon, intended to bring happiness
and reluxution, encouruye creativity
and self-expression, und support the

PLANS & TARGETS

development of skills and knowledge
of different mediu, tfechniques, urtworks
and mukers; us well us of Frederic -
Lord Leighton - und Leighton House.

This fantustic opportunity came when

u Lindéngruppen bourd member
infroduced our CEO Dennis van Schie to
Sir David Verey CBE, Chuir of the Friends
of Leighton House Museum. We then set
up u tusk force ucross UK commercial,

marketing, distribution und warehousiny;

TFAC; und Winsor & Newton globdl
comms to deliver this project.
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Fooftprint
Vs 2019

We meusured u large reduction in
emissions in 2020 compured to 2019, aund
will draw on best practice from the pust
12 months to reduce volumes further.

Our plan o increuse purchasing of
renewdubles at dll sites is currently on track.
Air freight for transporting our products
should be seen us u lust resort. Continuous
improvement across our key sites will ensure
we ure efficient und credting less wauste.,

CONTENTS OVERVIEW BUSINESS

PEOPLE

A8%
reduction overdl|

in emissions
ucross the group

()

Le Mauns
reduced by

43%

(D

Tianjin
reduced by

46%

PLANET PLANS & TARGETS

Freight

Significant reduction in Scope 3
due o consolidated shipments,
meuniny fewer shipments - to be
continued ygoiny forward. 2000
1CO2e reduction in loyistics (Le Mans)
due to minimum uir freight. Scope 3
is 55% of our overall emissions which
includes wuste, water and freight.

Energy

Significant reduction of energy use in
the US. We continue to increase our
purchased renewdbles across the
site, predicting d significant decreuse
in 2021 for Scope 2 emissions.

Wasste

Most of our wuste is incinerated
due to the nature of the chemiculs
used. This is u key areu of focus
with plans to reduce the yuantity
of hazardous waste created.

Scope 1 covers direct emissions from
owned or controlled sources.

Scope 2 covers indirect emissions from

the generution of purchused electricity,
steam, heuting und cooling consumed

by the reporting compuny.

Scope 3 includes ull other indirect emissions
that occur in a compuny’s value chain,




A Europeun Green Dedul, a set of
policy initiatives, has been published
by the Europeun Commission with

the overarching Gim of making 67%

Europe climate neutral in 2050.
Two areus of development will red u C'I'i on
have a sighificant impact on the

cohsumer chemicdails industry:

¢ Mobilising industry for a clean
and circular econhomy.

o A zero pollution ambition for
a toxic-free environment.

Whilst there is hot an exact definition of
toxic-free environment, we anficipate

legislative change will continue to (o)

influence how we communicute 83 /O
hazards to the consumer, und red u C'|'| on
drive innovution to reduce our
hazardous chemicual footprint.

Our reygulutory KPI towards Colart’s
sustainability godl is fo remove all SVHCs
(Substances of Very High Cohcern)
from our formuldations. We have made
significant progress on this journey.

It is mandatory to hotify on the SDS of
their presence above 0.1% und comply

57 %
with any sunset date. Colart is goiny red UCh O h

further than this to prouctively eliminate
SVHCs from our formulations, and
exclude them in uny new products.
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Colurt continues to offer every employee up
tfo ohe duy per yeur to enguge in community
activities. 2020 wus difficult in many ways,
with COVID-19 lockdowns in many locations
where we have sites, so it wus somewhut
harder fo continue this initiative.

Our team in China, both in Tiunjin und These included weekly shopping for
Shanghui, found creutive ways to people isolating due to COVID-19;

use their hours, purtnering with other village hall tfreasurer duties; Ruinbows
orgunisutions to raise money for children leudership training; admin duties for
from disudvuntuged buckyrounds. furent-teucher ussociations; fundraising
Three members of the feam - Shi for RNLI; and Breust Cancer Resedrch.

Jing, Wany Lu und Lucy Zhany -
spent fime donuting discontinued
products to Xingtony Development
Centre for Autistic Children.

In the UK, our Mineheud teum got
involved: Gaynor Smith, Lucy Franklin,
Julian Hooper, Mandy Rich, Christine
Watts and Paul Ruston completed
various uctivities throughout the yeuar.

Overdll, 2,833 hours contributed to
every million hours worked - a greut
achievement in a difficult year.

2833 hours

contributed to every
million hours worked.
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Materiality

Our lust ussessment wus in 2018. Although much
hus chanhyged since then, our focus remains the
sume - but with increused priority in some dreus:

Packaging

Has incredsed in importance

not only for us but for key
customers, including Amazon

und WHSmith. Remove, reduce,
reuse und recycle form part of our
sustaindble puckaging guidelines.
Leyislation will also impact the
wday we package our products.

Wellbeing

2020 hus shown us the importance
of employee wellbeing and
why it is a key focus for us.

Carbon footprint

Reduction of our footprint is
imperutive to the survival of

our plunet, und u key priority

for our customers. In 2020, we
meusured u sighificunt reduction
due inh purt to enforced chunges
caused by the punhdemic; we
must aim to maintauin this frend.

CONTENTS OVERVIEW

Quality

This is a key priority for our end
users. It is synonymous with our
owh vdlues und plays a vitdl role
in the success of our business.

Innovation

Our mission is fo become ‘the
most sustainuble consumer-driven
house of creutive brands’.

Digital

2020 underlined how importaunt
digital is. This hus been recoygnised
within our operdtions with the
launch of our business-to-business
platform, and the ohgoing

porocess of having d single ERP
system across dll business units.

Regulatory

Leyislation continues fo change
and we must adapt uickly

to ensure our products ure
compliant in all Markets.

BUSINESS PEOPLE PLANET
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Curbon
footprint

One system




Materiality
Prioritisation matrix

High
V' N
: Diversity
Leudership & Inclusion
Sustainable
m Profitable growth
p— vy Business & Ethics
Chunge Rights
STy lavery
Anti Bribery
Importance
to our

S i Resource
uccession ) : Searcify
Planning Social R%i)%?giﬂgle

Impact

stakeholders

Environmental

Score

Brand
RepUTUfion

000

Gy

Impact to business
Low High

v
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Kidderminster
Reud more

Lowestoft
Reud more
Minehead mEgg==—
Read more E=- -
. Le Mans = - -
Piscataway _-Z— Reud more ~ -
Reud more

%
F =
Northern

Europe
Read more

London
Reud more

N\ Tianjin
Reud more

Spain
Reud more

ltaly
Reud more

Shanghai
Q@  Reud more

CONTENTS OVERVIEW BUSINESS PEOPLE PLANET PLANS & TARGETS



Site stories
London
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2020 hus been u
chdllenyginyg yeur for
Wellbeiny us we moved
offline activities to online.

Snazaroo Halloween

To celebrute Halloween, we invited
employees to join us for a Snazaroo
Halloween online fuce puinting
mausterclass. Emma Munro, u
professionul fuce puinter, taught us u
few techhigues to creute yuick und
practical designs for Hulloween.

Christmas Hamper

COVID-19 meunt this year we couldn’t

celebrate Christmus with the usudl
purty. So, the London Wellbeing
tfeam decided to send employees
of the London Heud Office either
u festive hamper or food voucher
to celebrate the festive season.

PLANS & TARGETS

BACK TO MAP

Desk Yoga

In May 2020 we sent the first
commuhnicutions out to invite
London employees to join us to
celebrate Mental Heulth Awdreness
week. We did un onhline desk yogu
cluss, und ufter the enormous
success, we contfinued this inifiative
every Wednhesduy for u yedar.

44



Site stories

Crown (Lowestoft)
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¢ We huve improved sunlight
und climute mMunuygement ut
various locutions, replucing
freviously opuyue, sedled single-
foune windows with modern,
double-ygluzed dlternautives.

This wus further enhanced with
replacement tinted roof windows

in our brush heud-making areu,
fproviding optimal light in winter and
glare-free conditions in summer.

Lighting inside the buildinyg is now
approximately 80% LED. Coverage
increases us worh units are replaced
with un environmentully friendly
dlternutive; creating u hicer,
brighter working environment
essentidl for the close-detail work.

Replacement workbenches
divided by yluss partition screens
forovide u more spaucious und
professiondl environment,

Improved toilet fucilities across
sites, including energy-efficient
hand dryers und temperature-
reguluted water systems, dudl-
flushing cisterns, und LED lighting.

Cuarpet hus been replaced
and recycled office furniture
infroduced - makiny the office
more modern, clean and fresh.

PLANS & TARGETS

BACK TO MAP

80% LED
Lighting

Building
efficiency
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Site stories

Kidderminster

Environmental Issues

We are creuting un ureu of hatural
beauty on gpproximately 1,600 square
feet of disused lund within our boundary
oh urbun lund. There is u lurge badyer
sett on the lund und we ure setting

up u camera to monhitor the animals’
movements and other wildlife that
might be atftracted. Employees will
develop this ared in their own time.,
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Local Initiatives

We're actively looking to replacing

dll of our plustic puckayging bugys with
potato starch dlternatives. Plastic bags
ure currently used on the carousel
picking line, und for individually
buayyinyg certain Amuzon orders.

We suved fime und money by
requesting Colart Le Mans deliver
Winsor & Newton ink six pucks without
puckuyinyg. These are how transported
loose within a tray box, reducing

shrink wrap/cardbouard puckaging.

Followiny u surplus, Euro pullets we
receive from Colurt Le Muns ure how
exchunyed for stundurd pullets that
cun be used for UK customers.

The Kidderminster site hus been
zero lundfill since August 2017.
Alonyside recycling, we dlso collect
und donute items to chuarity -
including bottletops, prescription
glusses, toiletries and uccessories
for the homeless, und butteries.

PEOPLE PLANET

Old IT eyuipment that cannot be
repurposed on site is collected by
u specidlist recycling company,
which extracts uny precious metals
and reusuble puarts for future use.

In Sales Inventory, Operations und
Purchusing, the recent introduction
of the business-to-business portal -
which dllows customer to place their
owh orders - hus ulreudy reduced
time and puaper orders, uhd we
believe it will continue to do so.

We emuil invoices to customers,
reducing postal costs, puper use und
unhecessury printing. A recent move to
consolidate u customer’s buckorders to
one shipment hus further removed the
need for multiple puper paucking notes
and built efficiencies into the process.

PLANS & TARGETS BACK TO MAP

Inspiring every artist

We continue to encourage staff and
their families to submit their own arts
and crufts for display in our Goldthorn
Gullery. Our recent competition to
desigh u thank you card has beeh well
received. We gave pdarticipunts a smaill
buy of products to help creute artwork.

Three winnihy designs were printed on
A5 cuards, und hand delivered to locdl
businesses und hedulth providers with
a messuge of thanks from Colart for
their support during the pundemic.

Later in 2021, we will hold art clusses
where puarticipating stuff will learn to
use wutercolour und ucrylic puints,
and take home finished puintings.

We have u six-foot carved tree
in our warehouse complete with
colourful leaves on which stuff

are writing sustainability ideds - a
beautiful piece of talking art.
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Site stories
Minehead

Colurt Mineheud completed
the work on their hew buildiny
umid the turbulence of 2020.

Design wus done in-house with the
generdl munuger und the office
munuger, incorporuting the production
flow to opftimise efficiencies.

Where it has hot been possible to do the
work in house, the business has, wherever
possible, enguyged the services of locdl
fradesmen und businesses to uhdertake
the work. This has further extended

the positive message into the locdl
community to view the development

us a good thing for the town.

All aspects of the build, from the
building fabric, mechunical and
electricdl installations, energy and
water have been considered from
a sustainubility perspective.

Signs of
suport

To show our support for locul charities
and initiatives we're changing the
illumination of our sighayge to match.
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Wimbleball welly walk

The well-beiny teum urranged a welly
wdlk on the moors for stuff bused at
Mineheud. We met ut Wimblebuill
Lake for u yentle walk to the dum to
blast away those winter cobwebs.

Wimblebuill Lake is situated in
Exmoor National Park und is u
wuater supply reservoir. The dum wus
built in 1979 und provides drinking
wuter to Tiverton und Exeter.

[t was a lovely reluxed walk with
spectacular views of the countryside,
wildlife and of course the luke. We were
lucky enough to be dble to watch the
bout club out practicing in sail bouts
and cunhoes before stopping at the dam
for u guick photo und then heudinyg off
to get u hot drink to finish the mornhing.

PEOPLE PLANET

First Aid donation

When Shazaroo combined from

11 individudl units into our new
building, there wds an abundunce
of surplus first did supplies. Although
this hud been unticiputed und
supplies had been reduced, we sfill
hud muny remuining, so we put our
feelers out to the community to see
what we could do with them.

Firstly, the Girlguiding Hut in Watchet
had d selection to fop up their

kit, which they tuke with them on

dll their outdoor udventures.

The remuininyg supplies were then
donuted to the site’s locdl training
fprovider who runs free first aid courses
for the community. They said, “any
out of dute products would be used
for our training und any that are still

in dute will be sent over to Kenya”,

PLANS & TARGETS

BACK TO MAP

In brief...

e Upcycling of furniture from the old site
e 3 electric charge points.

¢ Sheltered bicycle purking to
encouruyge cycling to work.

e A vun hud been used ut the old
site to yo between the units, us
everything is under one roof the
need for a van is ho More.

e We’'ve moved from usinyg curdboard
boxes to heavy duty reusuble
boxes for transporting goods
around sites to suve wuste,

e We're tridlling hew ways to store
and stack our 18ml puints to
eliminate the use of plustic bagys.
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Piscataway

As a sustaindble house of
consumer driven credutive
brands its importunt that we
look to give something back
to the artists communities
that we live and work in.

In North America we have
redlly ramped up our virtudl
leurning ucross u variety of
platforms to reach dll kinds
of creutive people for free...
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Art Materials Education

e TFACNA (The Fine Art Collective North
Americu) Instagram Livestreams
- by end June 2021 we will have
delivered over 40 live stream sessions
hosted on TFACNA. These averuye
a modest 30 live views, but over 600
views dffer -they sit on the TFANA IG
channel to be accessed unytime.

e TFAC lectures to art students.

¢ Michuels Zoom Classes - June 2020
to June 2021 - 38 Zoom Clusses.
Averuge Live uttendees 400 =
approx. over 15,000 live views in
the past 12 months with average
replay on Youtube at 1200 per
session so totul views over 45,000.

e Societies - we dre in the process
of rekindling our relationship with
a humber of key art societies
in North America and have
beyun by delivering g humber of
muteridls workshops, key ones to
date are Watercolour workshops
to the NYC Botanical Society.

e Colluborating with our retailers on
Facebook Lives, Instu Tukeovers
and clusses delivered by Zoom.

PEOPLE PLANET

Partnerships

Winsor & Newtohn in NA works

with ArtBridge. Winsor & Newton
Sponsored ‘Not u Monolith” project, u
forthcominy public art and professional
development initiative presented

in parthership with Facebook Open
Arts (@facebookopenurts) and We
The Culture (@wetheculture). Not u
Monolith dims to umplify u diversity of
Black voices und perspectives and
show that Black identities are more
complex, huunced, und ubunhdunt
than their tfraditional representutions.

Five NYC-bused, emerging Black
artists will be selected through u public
open cull process und provided with
outdoor canvases in prominent

public spaces throughout New York
City, dlony with 1:1 guidance from
art world professionals and support
from local communhity organizations.

ArtBridge empowers emerying drtists
to transform public spuces. New York
City currently has 310 miles of street-
level construction scuffolding. Since
2008, ArtBridge haus transformed these
otherwise underutilized spuces into

a cunvus for local emerging artists.
ArBridge is a 501(c)(3) honprofit
orgunization bused in Chelsed. Ledrn
more ut art-bridge.org und find

us on Instugrum at @urtbridye.

Michuels Zoom Clusses

have had over 15,000 live
views in the past 12 months.

PLANS & TARGETS

BACK TO MAP
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Le Mans

As everywhere in the world, the year 2020
will be the year of the COVID-19 crisis.

This unforcustable time hus seen the
teum in Le Mans reucting strongly
to the situdtion keeping the mantra
“people first” as the muin objectives.

Despite the circumstances, ufter a
stop of several weeks, the operation
resturted und ran dt full speed to
serve the Customers heeds. This
puuse did hot impact in uny way,
our movement to a more sustuinable
operation with, us example:

e Launch of the project of
photovoltuic purking roofs to
provide 5% of fotal energy used on
the site, including electricity for 2
curs und severdl electric bicycles.

e Moved to 100% yreen electricity
contract from Jan Tst 2021.

e Cuncel the use of plustic inside
the packing to our customers
(moved to curdboard fillihg).

e Plunting trees to further
improve biodiversity.

e Development of the homeworking
(with impacts on carboh emission
und trend to u puper less business).

CONTENTS OVERVIEW

Colurt France the commercidl

arm of Le Mans dedicuted

their social impact hours to
muny activities including;

o Colluboration with The
OsmOsons ussociation promotes
communicution between
arfistic professions in order
to share and promote this
powerful medns of economic
and socidl development.

e Plein Chump u street art festival,

o Support provided to locul schools
including products und workshogps.

o Old Town puinters association.

BUSINESS PEOPLE PLANET

PLANS & TARGETS
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100% ygreen
enhergy

Photovoltaic
parking roofs

Automuted
robots
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300 Yeurs of
Lefranc Bourgeois

Our colluboration with InsideArt
mauguzine was one of the muny
activations included in the
brand’s 300th anniversary.

The colluboration included a yeur full
of different uctivities und culminated
in u two-week artist residency hosted
at the Fondaumenta Gdallery in Rome.

Over 130

The initiative was distributed online
through InsideArt sociul mediu channels
and published in two hewsletters

and within Colart networks in [taly.

To yuullify for the residency artists
needed to be under 40 and d resident
of Italy. With over 130 upplications, G
professionul punel judyed the artist’s
work und selected two winners,

Alice Fdloretti und Lorenzo Puce.

“Deep Blue” wus the theme for the
residency. Blue beiny the colour that
historicully churacterizes the braund.
The artist brief was to produce a
piece of work that demonstrated the
importaunce und expressiveness of the
colour blue, through experimentation,
reseurch, technigue und composition.

2-week
residency

In addition to the two-weeks residency,
u studio visit and a demonstration
session with the resident artist Guido
D’Angelo was arranged for students

of Rome Fihe Art Academy.

PLANS & TARGETS BACK TO MAP
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Liguitex x Meninus;
Madrid Gullery Project

Lus Meninus, or Ludies-in-wuiting,

puinted by Diego Veluzguez in 1656

is a fuamous piece of art history that
yuestions both redlity and illusion.
Today, this is brought to life through

the annual “Menihus Madrid Guallery

Project”. Each year, 50 different
Meninas are displayed throughout
the streets and squares of Madrid.

Curated by artist Antonio Azzato und
supported by the Madrid City Council,

these Meninus bring the uspect
of urt und colour to the streets.

To celebrute the 65th unniversary of

Liguitex in 2020, we enguyed locul
artist, Mariu Cubunus to puint u

Liguitex sponsored Meninu to represent
both brand und arfistic legucy over

the 65-yedar history of Liguitex.

All 50 Meninus will be auctioned
off und funds ruised will go
toward the Food Bunk.

PLANS & TARGETS

BACK TO MAP

The result wus “Infuntu
Tatuada”, A tattooist as
well us un artist, Maria
used the illusion that
the sculpture had been
futtooed. Some clussicul
elements included d swan
and roses, plus the iconic

yuote from Henry Levison,

the founder of the Liguitex.
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Northern Europe

Every child deserves
a birthday!

In the Netherlunds there are tens of
thousunds of children who cunnot
afford to celebrate their birthday
Stichting Jarige Job helps by giving d
birthday box to these children. This yeur
we donuted 300 Shuzaroo Princess setfs
to be included in the birthday box.
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Almost empty
offices

The lockdown forced most of

the NE stuff fo work from home.
Teum NE offered the empty office
spuce fo primuary school feachers
for online lessons und the Dutch
Guide Doy ussociation to use the
office for practice fraining.

Recycle IT

After having u clear out we recycled
1 server, 4 PC’s, 3 luptops, 7 mobiles,
34 phones, 8 udupters, 86 cubles...
total weight 176 kg. We sold these

to d recycling compuny with dll

the money donated to the WWF.

Welldoing

Supporting the
children of Chernobyl

We continued our support of the

Hilfe fur Tschernobyl-geschddigte
Kinder e.V. This foundation supports
the children in Chernobyl, ufter the
nuclair disaster. This yeur, supported by
DIY customer Bauhaus, we donuted
12 pallets creutive products,

Villa Pardoes

Villu Pardoes offers unforgettable
holidays for families with < seriously
ill children. Not beiny dable to
contribute with our usual workshops
the NE teum collected money
resutling in a €300 donation.

: The hew

normal of Wellbeiny!

PEOPLE PLANET
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Team wellbeing

In November we held u feumbuilding
session live on Teums. The session
comprised of almost 30 feam members
wus led by Mirjam Muartinovic and
Robert Rost. Toyether we euch crufted

und creuted beuutiful, festive butterflies.
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Site stories
Tianjin

Through the Herculeun efforts of Tiunjin site
employees, CTAM wus umony the first hon essentidl
businesses to open in Chinu post-pundemic.

Audits pussed to prove site
munugement improvements included:

o SMETA

¢ |SO 9001

¢ ISO 14001

¢ ISO 45001

o Sufety Standurdisation certificute
issued by Tianjin Work Sufety Bureuu.

Continuous improvement has
been driven by Safety Walk and
CTAM’s think-tank project.

Some outstanding examples:

o Puckuyinyg mauteridl storage areu of
the former contuinment pure water
eyuipment safely developed.

o To improve the speed of delivery, the
storage und shipping depurtment
has optimised storage areus.

o Cotman watercolor aluminium tube
butch code print fransformation
to reduce by 3% the defective
product ratio, due to stumpiny
uncleur or broken sedling glue etc.
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e Developed munufucturing work
order buck-flush material consuminyg
process to enhance efficiency
and data input accuracy.

e Formuluted standuards for the
recycling of pullets; accounted for
their use; strove to reduce costs.

e Recycled use of raw mauteridls written
off due to discontinued product.

2020 wellbeiny activities muinly took
place online, such as a physical and
mental health webinar, story sharing,
and u creutive artwork competition
- refreshing fo all CTAM employees
during this most difficult year.

Meunhwhile, we never ceused efforts

to continue charituble work and to
increase our socidl impact. This ullowed
us to fulfil our socidl responsibilities und
contributed to community welfare
activities. Our efforts were rewurded

in 2020 when we won the title of
Civilised Unit, issued by the Tiunjin
Nankdai District Governmental Office.

PEOPLE PLANET

Activity took place throughout the yeur:

February

Co-sponsored Art Churity Auction
for children during COVID-19.

April

Donuted art products to
Xihgtonyg Development Centre
for Autistic Children.

May

Ran charity puinting educdation course

for students of schools in deprived dreds.

PLANS & TARGETS
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June

Pdinting workshop darranged
with Like Art Studio.

September

Supported eneryy saving und
low curbon promotion.

October

Community-bused promotion for

acrylic and marker pen products.

November

Donuation to Qingconyyuun
Autism Care project.
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Shanghai

Commerciul Teum
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Despite COVID-19 the
tfeam were buck in
the office by the end

of February 2020

Speed-up Digitalization

To Customer

¢ Anhounce store openinyg hours

and contacts in socidl,

e Suyyestion on offline to
online transition.

To Consumers

e Online puinting contest
duriny lock-down.

e Online chat group (300+ participants
share experience at the sume time).

Conduct brand
preference study
after 10 yeuars.

PLANS & TARGETS
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Chuanyes
oh TFAC

Offline- Street
Art Festival

Online -
Livestreaming
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Bused on our muteridlity ussessment, we dim to
use more sustuinuble puckuying. We want to
repluce virgin plustic with a more sustuinuble
dlternutive; this could meun replucing plustic
dltoyether, or ensuring only plustic with u
mMinimum 50% recycled content is used.

e Our sites in the UK und France have
switched to renewdble electricity.
In France, we dre due to generute
our own electricity following an
investment in solar punels. The US
und Chinu remuin a challenye,
but we will continue to investigute
options to ensure dll of our sites
furchuse renewduble electricity.

¢ We have identified a humber
of projects to deliver in the next
three yeurs to eliminate unwanted
plastic in our puckaging.

o We wunt to ensure our wooden
products dre sourced sustainably; our
cunvus products und the mujority of
our brush handles are FSC certified. Our
recent puper project ensured 80% of our
puper suppliers ure FSC certified. We will Product end of life continues to
work towards dll of our wooden products be problemutic - we continue to
coming from responsible sources. investigute dlternutive wauste streums

in order to deliver product circulurity.

Thanks to Cris Cosgrave’s new

role, we ure reviewing feusible
dlternatives to our product muterials
so they ure more sustuinuble
without compromising gudlity.

/ \ Our sites in the UK und
France huve switched to
renewduble electricity.
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Sustainability

2021-2023 targets
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Social impact
(Target 5000ppm)
2021 - 3000ppm

2022 - 3500ppMm
2023 - 4000ppm

Sickness
(<3%)
2021 - 3%
2022 - 3%
2023 - 3%

Energy
(B5%KWh per hour
of production)

2021 - reduce by 5%
2022 - reduce by 5%
2023 - reduce by 5%

%g

Renewable electricity

(% Increuse)

2021 - +5%
2022 - +5%
2023 - +5%

PLANET PLANS & TARGETS

&

Accidents
(Target Industrial Accidents 0)

2021 - 0 Accidents
2022 - 0 Accidents
2023 - 0 Accidents

%
Vav;
Hazardous Waste
(60% reduction by 2025 )

2021 - reduce by 5%
2022 - reduce by 10%
2023 - reduce by 20%

)

Water
(-2% by 2025
usuge per stundard hours)

2021 - reduce by 1%
2022 - reduce by 1%
2023 - reduce by 2%

&)

Single use plastic
(Nohe by 2025)

2021 - reduce by 15%
2022 - reduce by 25%

2023 - reduce by 50%
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