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Letter to stakeholders

.Letter to Stakeholders |

The President
Antonio  Montanari

Dear Stakeholders,

We are living in a period
characterised by profound
economic, social and
environmental changes,which
are transforming the way we
produce, consume and create
value.

In this context, for the Martini
Group, sustainability represents
not just a simple obligation, but a
structural element of our
industrial vision and our way of
doing business.

We operate along a complex
agri-food supply chain, ranging
from the cultivation of fields to
the products that reach

C 0 n s u rablessBéing aware
of this role meansassuming a
broad responsibility,

which concerns product
quality, the protection of
people, respectfor the
environment and contribution
to the development of the local
areasin which we operate.

Our growth, built overtime with
consistency and determination,
is the result of a clear vision,
targeted investments

and, aboveall, the value of our
People. Skills, professional ethics,
passion and a senseof belonging
have always formed the DNA of the
Martini Group and represent the
main driving force behind our
journey of continuous
improvement.

Our transition towards
increasingly sustainable models
requires a gradual path,

made up of concrete choices,
listening and the ability to
question ourselves.We
approach this journey with
realism and transparency,
recognising areasfor
improvement and transforming
challengesinto opportunities for
innovation and growth across
the entire supply chain.

This Sustainability Report
describesan evolving journey,
shaped by strategic choicesand
shared responsibilities. It is a
tool for open and transparent
dialogue with all of you who
support us every day: employees,
customers, suppliers, institutions
and communities.

We extend our thanks to all of
you for the trust and

contribution that make this
journey possible.

We will continue to work with
commitment and determination
to build afuture in which growth,
quality and sustainability move
forward together, with respectfor
present and future generations.

Yours sincerely,

A (rlon.
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Foreword to the Sustainability Report

Today, the Martini Group is a
large industrial and commercial
company, spanning the entire
agri-food supply chain, thanks
to an integrated infrastructure
that canrely on first -class
technical and scientific support.
The Group makes use of
laboratories, researchcentres
and production facilities for the
selection and breeding of pigs,
poultry and rabbit species,
including the slaughtering and
processing stages:from butchery
to the preparation of ready-to-
cook or ready-to-reheat
specialities, which can be
prepared in just a few minutes,
in the oven or afrying pan. The
Gr o utwdnsacro-areas
include animal feed and food for
human consumption, which
complement one another,
providing the market, at all levels,
with the highest quality, while
respecting tradition and a natural
vocation for innovation.

It is within this context that the
Group hasdecided to develop its
third Sustainability = Report
following a path that started with
the individual companies, with an
analysis of the current situation
from an ESG(Environmental,
Social and Governance)
perspective,i.e. the set of criteria,
following the Environmental, Social
and Governancepolicy, that the
companiesin the Group must adopt
in order to achievea more
sustainable path of continuous
improvement.

The Sustainability Report has
beenprepared in compliance
with the VSMEs , the

Voluntary  Sustainabil ity
Reporting Standards for

non -listed SMEs, published by
EFRAG in December2024. A
further key referenceis the
Synesgyquestionnaire
completed by the individual
Group companies.

In particular, this report is
structured into severalchaptersin
order to presentthe Gr oup 6 s
performance for 2024 acrossthe
different areasasclearly as
possible.

} Organisation profile
} Sustainability performance
} Governance and
business conduct
} Environment
} People
} Network and local area







This chapter describes the profile
of the Martini  Group, its identity,
the history of the integrated
supply chain and the values that
define the direction for growth.
The chapter tracesthe evolution
of the Group, honouring the
vision of Ezio Martini asa

? OE U O U B Ednd)pre@ents the
highlights that summarise the
operational scaleand the
workforce asupdated to 2024.



Organisation profile

About us

Martini is awell-
established industrial and
commercial group,
operating mainly on the
domestic market, while
Martini Alimentare Srl
servesboth the domestic
and international
markets. This Group
company, in particular,
actsasakey player in the
marketing of meat
products (pork, chicken
and rabbit) and cured
products.

The company occupiessignificant
sharesin both modern channels
(large-scaleretail and mass
distribution) and in traditional sales
channels (retailers and
wholesalers). Other channels of
interest for the Gr o upradlgts (in
particular those originating from
C.A.F.A.R.Sac,Ma.Ge.Ma. Sacand
Martini Stagionatura Srl and
marketed through Martini
Alimentare Srl), are the food
industry and masscatering.




2024 Highlights

Turnover Investments

1,124 "™ 459 °"

Feed mills Processing plants

Employees

2,034

(45.1%women)

Agistment breeding farms

+410

Analyse s and checks

+135,000

EBITDA

76.6""

Group-owned breeding farms

Quality control employees

25



Our

In.teg rated
Supply Chains

The key to the Martini

Gr 0 ugudcessis its
livestock supply chain,
with its numerous
breeding farms, from its
feed supply chain with
animal feed mills
distributed throughout the
country, and its food
supply chain with its
slaughterhouses

(pig, chicken and rabbit)
and processing factories
(featuring products with
different levels of
convenience), all the way
up to its extensive
distribution logistics
system. The high level of
diversification of the
businessprovides the
opportunity torely on a
very broad range of
products.

Martini_Group

entities

Poultry Breeding

+ 18 1 Agistments

Pig Breeding

+221 Agistments

~Y
rkustainability IS
a value
In which to invest In
order to grow
N\

together. O

11
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Martini... more than 100 years of history...

Ezio Martini:
story of a market
trader.

There are some labourers at work
on aconstruction site. When
askedit Wh areyoud o i
of them replies, i Ware splitting
s t o nasscondlabourer
answers, i Ware building w a |
athird proudly says,i Ware

building ac at h e @Ofrtheel 0 .

three, only the latter was
motivated in his work, conscious
of the fact that he was creating
something magnificent. This is
the anecdotethat Dr Valeriano
Biguzzi, a close associateof Ezio
Martini, feelsbestsumsup the
character of the man.

It was precisely on these
grounds, i.e. the dedication to
work of those around him, that
our company founder Dr Ezio

Martini relied when he started his
animal feed venture, following in

n gne@ o ,the footsteps of his father Enrico,

who had started his businessasa
grain merchant by renting a

s modest warehousein Piazza

Aguselli in 1919.

His father had realised that only
acomplete supply chaini from
feed to animal breeding to food
production i could securethe
future of the company. What

Dr Ezio Martini establishedis
now a splendid organisation and
for it to remain so, the entire
workforce must be motivated,
today just asthey were in the
past, becausethe future is
created day by day.

The Suitcase.

Roberto Brandolini, aformer
Martini executive and part of this
great family for thirty years,who
passedaway last May,

in atext written in his own hand
in October 2018, for the
centenary of the founding of
Martini S.p.A.,tells of a suitcase
that curiously appearedin the
middle of the stagewhere the
entire Martini family had
gathered for a Group photo.

fi T Haege group consisted of the
children, grandchildren and great-
grandchildren of Ezio Martini and
Giorgia Fuzzi.

| was present at the celebration
and | remember that the suitcase
had already beenbrought on
stagefor some other reason
before the photo wastaken, and

soit seemedlike an intruder, asif in
the excitement of the moment, no
one had thought to remove it. And |
like to think that this is exactly what
h a p p e nAefise glance, it looks
like asimple family photo taken at a
group meeting, but the presenceof
the suitcase givesthe photograph a
more profound meaning. We all
know that Dr Ezio Martini was
proud of his origin asafi mar k et
t r a daedrwished to be recognised
assuch.

His sonsevenhonoured his
wisheswhen they referred to
him asaf ma r tk re & drehis 0
obituary.



Organisation profile

The suitcaseis the faithful
companion of a market trader
who, by nature, is always on the
move, travelling from one city to
another, throughout Italy and
evenabroad, sothey can sell
their waresin the various
market squares.

And Dr Ezio was atireless
traveller, atrader in the true
senseof the word, who
remained sofrom the time he
wasjust thirteen yearsold when
he beganto help his father in
the markets in the Cesenaarea,
and then broadened his
horizons to the national

level, and eventually did not shy
away from international
markets, too.

On the other hand, the spirit of the
market trader is in the Martini

during the stop in Cesena,without
evengetting off the train, in a brief
meeting with his trusty secretary,
he would deliver the orders and the
takings while picking up the
invoices to be collected at the next
market.

Here, then, is the true meaning of
the suitcase and the warning for
the new generations:

n\lo progress can be
made by standing still.

lways set
yourself new
goals
to achieve.

Just asthe creator of the present-

f a mi ONg, 8tarting with E z i o 6day Martini S.p.A.,Dr Ezio

grandfather, Carlo Matrtini, who
had beenagrain merchant in
Martorano.

His sonswere merchants in the
samesector,Enrico ( Ezi 006 s
father), and especially Cesare,who
was the gquintessential merchant.
Suffice it to saythat, at that time,
he would travel from one market
to another, from one city to
another, always by train, and

Martini, had alwaysd one . 0




Keyv milestones

Martini Enrico
rents asmall
warehouse

to sell grain in
PiazzaAguselli
- Cesena..
which is where
it all began...

The Martini
family starts
selling grains
and seeds

First animal
feed mill
located in
Longiano (FC)
in Emilia -
Romagna

Secondanimal
feed mill
located at the
port of Santa
Giusta (OR) in
Sardinia

First pig,
poultry
and rabbit
farms
owned by
the Group

-

Slaughtering
and processing
factories for
pigs,

chickens and
rabbits in
Emilia -
Romagna.
Acquisition

of animal
feedmill in
Genola(CN)
and poultry
farms in the
province of
Cuneo.



Acquisition of

poultry breeding

farms

Acquisition of
cookedham
factory
located in

Felino (PR)

Opening
of new

cooked meat

product
production
factory in

Longiano (FC)

Acquisition of
feed mill

located in
Modena (MO)

Acquisition of
a sausageand
salami factory
located in
Montefalco

(PG)

Expansion
of the logistics

network

Acquisition
new poultry
breeding
farm

Malocco Nord -

Est
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TheGr o wqpdae vaues

The Martini Group
operatesbasedon three
core pillars: our Vision,
Mission and Values.
The establishment of
these pillars hassetthe
course for the future of
the Group, giving rise to
strategies and projects.

Martini  Group | 2024 Sustainability Report

Vision:

Being the ideal partner for our
customers when it comesto
competence,innovation and
reliability, by sharing the passion
and valuesrequired to interpret
ourc o ns u meedss 0

Mission:

We take a proactive approach to
identify ourc ust o meedss 0
and objectives, striving every day
to make production processes
more flexible and increasethe
quality of our products and
servicesin order to achievean
integrated and sustainable
supply chain through continuous

improvement.

Consumers:
Meeting their needsand
ensuring their health.

Efficacy:

Animal Welfare:

Satisfyingourc u st o me r s OResponsible breeding asa

requests and wishes with
maximum speed.

Efficiency:

Prudent use of resourcesto
achieve maximum operational
cost-effectiveness.

Supply chain:

In collaboration with our
partners, we strive for excellence
at every stage by promoting
continuous innovation.

Sustainability:

Full  integration between
economic performance,
peopl endlbeing and
environmental protection asa
development strategy and an
unwavering commitment to
the local region and future
generations.

primary value and constant
commitment to animal health.

Group Spirit:

Promoting a culture of dialogue,
fairness in businessand
workplace relations and trust
towards co-workers.

People:

Respectthe rights of each
individual, motivate the
professional growth of employees
and ensure health and safetyin
the workplace.

Transparency:
Transparency in our actions
outside and inside the
Company.



Stakeholders

Stakeholdersinclude all parties,
both internal and external to the
organisation, that are affected by
the c o mp a activibies or that
can exert a significant influence
on strategic choices, operating
methods and the achievement of
businessobjectives. They
represent key counterparts with
whom the company develops
ongoing relationships, aimed at
identifying needs,expectations
and the dynamics of the context
in which it operates, thereby
consciously guiding its
decisions.

From a sustainability
perspective, the Martini Group
assignsa key role to stakeholder
engagement,recognising the
contribution they make to
defining environmental, social
and economic priorities in
support of the evolution

of the businessmodel. In this
context, the company has identified
the main relevant stakeholder
groups, taking into account the
characteristics of its activities, the
structure of its offering and its
reference markets, including at
international level.

The main stakeholders identified
are asfollows, eachof which is
describedin greater detail in the
table on the following page.

ACompany: investors and partners
ASuppliers of goods and services

ACustomers (companies)
ACompetent Authorities  /

Control Bodies
AEmployees and trade union
representatives

ALenders, banks, etc.

ALocal community
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Stakeholders

Roles involved

Martini  Group | 2024 Sustainability Report

Expectations

Activities

Engagement
tools

Company: investors

Suppliers  of good and services

Customers

Competent  Authorities  /
Control Bodies

Employees and trade union
representatives

Lenders, banks etc.

Local community

and partners

Administrative management

Purchasing, staff roles

Commercial, Staff roles
(R&D; Quality)

Personnel Office, Factory
Director

Administrative management

Production site manager
and staff roles

Sharing quality standards, planning

Ensuring business continuity, regulatory
compliance, clear identification of company
contact persons, security, knowledge of company

policy

Knowledge of achieved targets and ESGimpacts,
compliance, environmental and product
certifications, good ESGmarket positioning
compared to competitors, presence of future ESG
strategies, Sustainability Report.

Regulatory compliance, transparency and
communication, initiatives/projects for
compensatory/redevelopment works promoted at
an institutional level.

Communication between the Company and
employees with particular reference to company
objectives, ensuring continuity of business
activities, integration, incentives for good
behaviour, training.

Economic, financial and asset soundness and

sustainability

Dialogue activities, regulatory compliance,
environmental and ecological protection of
the local area, initiatives/projects for
compensatory/redevelopment works in the
local area, involvement in the local area.

Recurring meetings

Surveys, meetings,
customer satisfaction
guestionnaires,
organisational

improvement
Internal procedures,
internal  audits and

checks by certification
bodies

Scheduled meetings with

trade union
representatives, training

Project-specific activities

Regular meetings, open
days, sponsorships

Projects, plans, reports and

financial statements

Contracts

Improvement plan,
projects

Reports, surveys, budgets
and audit results

Trade union agreements

Analysisreports and
businessreports

Events, open spaces,
initiatives open to the public.



Mapping
the supply chain

Martini Group companies
actively pursue sustainability
aspectsand contribute,

through the projects initiated,

to the reduction of their ESG
impacts. Alongside the direct
commitment of the five
companiesin the Matrtini
ecosystem,it is essentialto
monitor alignment with

the values of supply chain
sustainability , which
invariably influences its
impacts.

For this reason, Martini Group
companies have setup a
mapping -monitoring

process of the supply chain ,
in order to assesdts maturity
from an ESGperspective. The
processis basedon the Synesgy
questionnaire, which is sentto
the Co mp a sup@iers with
the aim of

identifying the extent to which
the supply chain is aligned with
sustainability issuessothat
corrective action can be taken
to improve its performance
from an ESGperspective.




Chapter 2 provides an objective
overview of the Martini & UOU x z U
ESG performance, based on the

Synesgy methodology grounded
in international standards.

\i\ - The analysis presents the scores
a achieved, highlighting areasof strength,
p e r O I I l I l C ‘ ~ such asthe management of water,

energy and waste, aswell asareas
for development, in particular
“

N environmental certifications and
‘. ' the social dimension.

L}



TheSynesgyquestionnaire

The CRIF/CRIBIS
guestionnaire, associated
with the ESG-View
platform, maps the
activities of the
companies on the basis of
sustainability reporting
standards and
international parameters,
suchasVSME, GRI and
SASB,for the definition

of material topics.

The questionnaire
consists of two series of
questions: a core section,
common to all
companies, and a sector-
specific section
associatedwith the
ATECO code, and makes
it possible to identify and
mapthec o mp an i
virtuous actions,
providing an ESG
compliance score.

The ESGquestionnaires address
five specific areas,under the
following headings:

ABusiness

AEnvironmental

ASocial

AGovernance

ASector
The information emerging from
the questionnaire is stored and
organised within a platform that
allows the company to keep
track of its virtuous ESG
practices, for the purposes of
reporting and communication to
stakeholders. In order to fully
understand the path that led to
the drafting of this
Sustainability Report, we have
listed the methodological steps
that will be developedin more
detail in the subsequentchapters,
which will alsoinclude further
details on the terminology used.

eso

Step 1.
Collection of data and
information  required to

complete the CRIF/CRIBIS1
certified questionnaire

The questions in each
guestionnaire are grouped into 5
categories: Business,
Environmental, Social,
Governanceand Sector;

Step 2

Data processing :

The answersgiven in the
guestionnaires determined the
scores,basedon certified
algorithms;

Step 3

Graphic representation  of
scores :

To facilitate better
interpretation and comparison
of the data, these scoreshave
beenrepresented graphically,
with the aid of avariety of
colours;

Step 4:

Correlation  of the findings that
arose from the questionnaire
with International  Standards:
The answersto the questionnaire,
transformed into statements, were
reordered and assignedto the
Sustainability Dimensions and
Materiality2 topics listed by
SASB3(the Dimensions
considered by SASBare
Leadership and Governance,
Environment, Human Capital,
Social Capital and BusinessModel
and Innovation), and to the GRI
Standards, so they can be correctly
positioned within the
Sustainability Report.

Step 5:

Coherence with UN
Sustainable Development
Goals (SDGsb5):

Basedon the results of the
Sustainability Report, the
Company identified future
projects and assessedheir
coherencewith the Sustainable
Development Goals.



The Synesgyscore

The ESGscoreis
generated basedon the
information provided by
the various companiesin
the Group when filling out
the questionnaires. It is an
assessmentof how well
each of the companies
doesin relation to ESG
(Environmental, Social
and Governance) factors
and it is divided into 5
classes:

AClass A Excellent level of
sustainability;
AClass B Good level of
sustainability;
AClass C Satisfactory level of
sustainability;
AClass D Sufficient level of
sustainability;
AClass E Low level of
sustainability.
As with the questionnaires,
these scoresare also subdivided
into four categories:

ABusiness - Score

AEnvironmental - Score
ASocial - Score
AGovernance - Score

These areas are also
summarised into a single
fioversadadr that provides
an overall assessmentof the
individual companies. The graphic
representation of the scoresalso
takesinto account eachof the four
topic areas,which make up the four
categories,so asto more
effectively define improvement
plans.

Below are the scoresof the five
Martini Group companies. In
particular, the table showsthe
trend in comparison with the
performance recorded in the
previous year.




The scores of the individual companies

C.AFAR.

Overall score

C

Satisfactory level of sustainability

valid from
01 Octo ber 2025

Until
01 Octo ber 2026

C
Business score

eI e

Satisfactory

B Good level of sustainability

sustainability

Social score

Satisfactory

E Low level of sustainability sustainability

Sector score

B2

Satisfactory level of

_~ N

sustainability

Environmental score

B

level of

Governance score

level of

Overall score

C

Satisfactory level of sustainability

valid from
24 September 2025

until
24 September 2026

B 4
C
E

Business Environmental score

C Satisfactory level of

B Good level of sustainability sustainability

Governance score
Social score

EEs

D Sufficient level of sustainability

C Satisfactory level of
sustainability

Sector score

A

L~ N

C Satisfactory level of
sustainability



The scores of the individual companies

Overall score

B

Good level of sustainability

23 September 2025

until

A
B
C
E 23 September 2026

- valid from

Business score Environmental score

BERRRCRY = BN - J © BENEN =

B Good level of sustainability

C Satisfactory level of
sustainability

Social score Governance score

KN Es B

D Sufficient level of sustainability B Good level of sustainability

Martini Alimentare

Overall score

C

Satisfactory level of sustainability

valid from
24 September 2025

until
24 September 2026

B
C
E

Business score Environmental score

BN = B - § 5 BN

B Good level of sustainability C Satisfactory level of
sustainability

Social score Governance score

BEOTEDE BND OE

D Sufficient level of sustainability C Satisfactory level of
sustainability

Sector score

|~ N

A

C Satisfactory level of
sustainability



Martini Stagionatura

Overall score

B

Good level of sustainability

valid from

B
I 01 Octo ber 2025
Until

01 October 2026

Environmental  score

Sacial_scor
=D = e o

Governance score

b Good level or sustainability

General

Considerations
Concerning the
Scores

Overall, the Gr 0 ugo@mEnies are
positioned on averagewith an
intermediate score,identified as
ClassC (satisfactory level of
sustainability) or ClassB (good
level of sustainability).

Environmental Score

The environmental areashows
both the main strengths and
the main areasof potential
development.

Astrengths: The topic area
fEnvironmental T Water,
Energy and Waste 0is one of
the Gr o umad strengths. This
result stemsfrom the
particular attention paid by the
Group to monitoring its
consumption and identifying
action plans aimed at reducing
it asmuch aspossible.

AAreasfor improvement: The lowest

valuesin the environmental areawere

recorded in the topic area
fEnvironmental

T Environmental

Certifications 0 To improve
performance in this area, the
SynesgyAction Plan recommends
the adoption of certifications such
asISO 50001 (energy
management systems) and the use
of environmental impact
assessmenttools such asLife
Cycle Assessment(LCA)

or Carbon Footprint. It is also
necessaryto pay greater
attention to the qualification of
energy suppliers, favouring
procurement from renewable
sources.

Social Score

The Social dimension is the areain
which most ofthe Gr oup 6 s
companies will needto
progressively improve.

ACritical issues: The lowest
valuesare recorded in the topic
areai S o d iCartifications
andr e g ul a(bfieroamosin



20% for all companies) and in
fi S o d iRaldtions with the local
ar e(20% for C AF.AR.).

AcContextual factors behind the
low score: It is essential to
interpret the low social score
taking into account that:

AThe cooperatives (C.A.F.A.R.
and Ma.Ge.Ma.) use fixed -
term contracts typical of the
agricultural  sector (annual
termination and re-
engagement),which penalise the
score despite ensuring
continuity of employment.;

AThe presenceof physically
demanding roles (e.g.ham
factory or animal handling),
carried out mainly by male
workers, results in pay
differentials that reduce the
score, although there is no
underlying gender
discrimination.

APriority actions: The Action
Plan recommends the adoption
of guidelines on occupational
health and safety (ISO 45001)
and on corporate social

responsibility (1ISO 26000). In
addition, it suggestsassessingthe
inclusion of a person responsible
for employee welfare within the
company.

Governance and Business Score

Thesetwo dimensions tend to show
high scores
Astrengths: TheiBusi nesso
areaconsistently reaches83%
in almost all companies. Martini
SpAproved to be more virtuous
than the reference samplein the
area of Governance.
AAreasfor development:
Although the scoresare in line
with the sector average,the
recommendations focus on
strengthening internal controls:
Alt is recommended to
implement a Risk
Management function or
establish a dedicated internal
control function (e.g.Internal
Audit or Compliance).;

Alt is crucial to formally
consider socio-

environmental impacts
among corporate risk factors,
in addition to those required
by regulations;

AThe adoption of governance
supporting certifications, such
as|SO 9001 (Quality) and ISO
37001 (Anti -Corruption), is
recommended,;

AFor some companies (e.g.
C.AF.AR.,Ma.Ge.Ma. and
Martini Alimentare), increasing
female representation on
corporate governing bodies is
recommended.




SDGs: UN Sustainable

Development Goals

On 25 September 2015, the
governments of 193UN
member statessigned the
2030 Agendafor
Sustainable Development.
A programme of action
approved by the UN
General Assembly, which
includes 17specific
Sustainable Development
Goals (SDGs),aspart of a
wider programme of
action with atotal of 169
targets.

Governments, nations, as
well asindividual
companies are all
required to pledge
themselvesto achieving
the 17Goals. The ESG
principles are what
companies must adhere
to.

Environmental:
ADependenceon fossil fuels
AHigh water footprint
AComplicity in deforestation
Awaste disposal

Social :

AcConflicts with local communities

AAttention to employee
health and safety

AProtection of diversity

AProper interpersonal relations
among employees

AGovernance

ADisproportionate bonuses
compared to employee salaries

Alnvolvement in corruption
related scandals

ROpening offshore branches
for the purpose of tax
avoidance

27



The Martini

The path towards awareness
that was initiated hasled to the
highlighting of a virtuous path
by Martini Group companies, as
evidenced by the fact that their
actions comply with

2.

End

hunger
End hunger,
achieve food

security and
improved nutrition
and promote
sustainable
agriculture.

3.

Health and

wellbeing
Ensure health and

wellbeing for
all.

Group and the SDGs

9 of the 17SDGs(Sustainable
Development Goals) recognised by

the United Nations.

The Group implemented actions
in line with the following UN

SDGs:

5.

Gender
equality
Achieve
gender equality

and empower
all women and
girls.

7.

Clean and

affordable

energy
Integrate low-

impact solutions
into the
production cycle
through the use of
sustainable
energy sources

8.

Decent

work

and economic
growth

Promote

full and

productive
employment,
ensure decent
working conditions
and encourage
sustained
economic growth.

o

9.
Industry ,
innovation
and infra -
structure

Resilient
infrastructure,
sustainable
industrialisation
and innovation.

12.
Responsible
consumption
and

production
Ensure sustainable
production and
consumption
patterns.

15.

Life on

land

Protect, restore
and promote

the sustainable
use of terrestrial
ecosystems,
manage forests
sustainably,
combat
desertification,
halt and reverse
land degradation,
and stop
biodiversity loss.



Sustainability performance

17.
Partnerships
for the goals
Strengthen the
means of
implementation
and revitalize the
Global Partnership
for Sustainable
Development




The governance pillars of the Martini
Group are outlined below: the Code of
Ethics, formally adopted since 2020
acrossall companies, and the
adoption of Model 231with the
establishment of the Supervisory
Body.
These instruments ensure the
highest standards of operational
integrity, risk assessmentand
regulatory compliance within
management activities.
In addition, the section describes
the corporate details of the
individual companies.




(Governance

The F.lli Martini &

C.7 SpAGroup is asolid
industrial and
commercial organisation
that managesthe entire
integrated agro-food
supply chain. The
structure is organised
into five main companies
with complementary
roles.

Martini S.p.A.

is the main entity that leadsthe
feed and livestock macro area,
handling feed production and
managing numerous farms (pig,
poultry and rabbit);

C.A.F. AR.Sac

(Societa Agricola Cooperativa
fra Allevatori Romagnoli) is a
cooperative of agricultural
farmers that managesthe
slaughtering, processingand
transformation of poultry meat
into fresh and frozen products,
operating acrosstwo production
sites in Gatteo and Longiano.

Ma.Ge.Ma. Sac

(Societa Agricola Cooperativa)
is another cooperative of
agricultural farmers that carries
out processing and slaughtering
activities;

Martini Stagionatura S.r.1

it is the unit specialisedin the
processing, curing and
packaging of dry-cured ham
(PDO/PGI), operating at the
single site in Felino (PR).

Martini Alimentare S.r.l.

isthe Gr o ukeycemmercial
player, responsible for
marketing meat products (pork,
chicken and rabbit) and cured
products, supplied primarily by
the cooperatives and the curing
unit, mainly on the domestic
and international markets.



Corporate
information

Asrequired by the European
VSME sustainability reporting
standard, a corporate profile of
the company under review is
provided, including all owned or
leasedsites.

Company

CAFAR.
S OC| EAGRIGOLACOOPERATIVARA
ALLEVATORROMAGNOLI

MA.GE.MA.
S OC| EAGRIGOLACOOPERATIVA

MARTINI
STAGIONATURA
SRL

MARTINI  S.P.A.

MARTINI ALIMENTARE S.R.L.

Martini

Legal
form

Cooperative
company

Cooperative
company

Limited
liability
company

Joint  stock
company

Limited
liability
company

Group company information

ATECO Total Assets Turnover
code (2024) (2024)
2007

10.12.00 051,116,5

10.11.00 137,393,1

10.13.00 03,582, 43

01.46.00 307,718,

10.11.00 1143,087,

242,987, 7

244,270, 3

01,859,198

0512, 056, 5

560,652, 8

Total

employees

1,403

47

375

101



Registered

Operating

Operating

Operating

Registered

Operating

Registered

Operating

Registered

Operating

Registered

Registered

Registered

Registered

Registered

Registered

Registered

Local

Local

Local

Local

Local

Local

Local

Local

Local

Local

Local

Local

unit

unit

unit

unit

unit

unit

unit

unit

unit

unit

unit

unit

office

Sites

-production

site -production

site -production

site -production

office

-production

site -production

office

site -production

office

site -production

office

office

office

office

office

office

office

-farm

-farm

-farm

-farm

-farm

-farm

-farm

-farm

-farm

-farm

-farm

-farm

-production
-production
-production
-production
-production
-production

-production

facility

facility
facility

facility

facility

facility

facility

facility

facility
facility
facility
facility
facility
facility

facility

Location and geopositioning of the sites
City

GATTEO

Address
VIA L. PIRANDELLGB/7

VIA OLMADELLAL290
VIA DELBRALDOSN
VIA CONFIN94
VIA BEVANO3
VIA SANVITO 380
VIA BEVANO3
VIA CALESTANQL34/A
VIA BEVANO3
L OCAL MOMT&PENNINGSS
VIA EMILIA 2614
VIA DELLAFERROVIALL
VIA DELLAFERROVIAL4
STRADELLOAGGAZZOTTIL00
L OCAL ICIRRAS
VIA CORTENOCERA

VIA ANTONIOPACINOTTI3
LOCAL NOLROLANO

VIA VIAZZAVECCHIA18
Via Villafalletto, s.n.c. - Reg. Boschetti
FRAZIONEGERBO
VIA DELLABLILLA- LOC.GINESTRETO
CONTRADASELVADI SOTTO
LOCAL IPD@GROMORELLO
L OCAL BRONZO
LOC.BRANCA- VIA DEI GRANAI
VOC.MACCI- LOC.FURIOSO
DELLAPOZZA-S. MARIA CODIFIUME

VIA CANOSSA0

Postcode

47030

47020

47121

30020

48125

47039

48125

43035

48125

06036

47020

12040

12040

41126

09020

82035

31020

06059

48012

12044

12045

61122

82035

64027

61028

06024

06057

44011

42030

LONGIANO

FORLI 6

TORREDI MOSTO

CASTIGLIONEDI RAVENNA

SAVIGNANOSULRUBICONE

CASTIGLIONEDI RAVENNA

FELINO

CASTIGLIONEDI RAVENNA

MONTEFALCO

LONGIANO

GENOLA

GENOLA

MODENA

SANTAGIUSTAORISTANO

SANSALVATOREELESINO

VILLORBA

TODI
BAGNACAVALLO
CENTALLO
FOSSANO
PESARO
SANSALVATOREELESINO
SANT6 OMERO
SASSOCORVARO
GUBBIO
MONTECASTELLQI VIBIO
ARGENTA

VEZZANOSULCROSTOLO

Country

Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy

Italy
Italy

Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy
Italy

Italy

Martini - Company
CAFAR.

CAFAR.
CAFAR.
CAFAR.
MA.GE.MA.
MA.GE.MA.
MARTINI STAGIONATURA  SRL
MARTINI STAGIONATURA  SRL
MARTINI  ALIMENTARE S.R.L.
MARTINI ALIMENTARE ~S.R.L.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI  S.P.A.
MARTINI  S.P.A.
MARTINI S.P.A.

MARTINI  S.P.A.
MARTINI S.P.A.

MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.
MARTINI S.P.A.

MARTINI S.P.A.



Governing  Bodies

Composition  of the governing bodies of the Group companies

MARTINI GROUP

Governing Bodies Martini  SpA Martini  Alimentare Martini  Stagionatura
g P g CAFAR. Sac Ma.Ge.Ma. Sac
Srl Sl
60% shareholder
G Sole Shareholder F.lli Martini ~ Sole Shareholder F.lli Martini F.lli Martini & C. SpA / /
overnance & C.S.p.A. & C.S.p.A. 40% Shareholder
Martini Alimentare S.r.l.
Chairman of Board of Antonio Montanari Antonio Montanari Antonio Montanari Antonio Montanari Umberto Re
Directors
Vice -Chairman of Board Filippo Martini Nicola Martini Nicola Martini Giorgio Amedei Gabriele Giattanasio
of Directors
. " - - - - Lucio Caselli GianlucaBighini
Gloria Martini Filippo Martini Filippo Martini . o . .
Board Members AlessandraBiondi AlessandraBiondi AlessandraBiondi 'V!"?‘SS'”‘° L'"'. Antonlp Montan.arl
Filippo Raggi Daniele Laghi
RiccardoPierii Chair Giorgio Gavellii Chair LuigiDa | | © @haira
Board of Statutory Luciano Mattarelli Luciano Mattarelli / RiccardoPieri Massimiliano Mercuri Giorgio
Auditors Angela Arcozzi LuigiDal | 6 Oc a Gavelli
Auditing  Firm PwC PwC Reviprof S.p.A. Hermes S.p.A.
Supervisor Pier Simone Ghislieri Pier Simone Ghislieri Pier Simone Ghislieri Pier Simone Ghislieri
Bozrd y Riccardo Pieri Riccardo Pieri Pier Simone Ghislieri Riccardo Pieri Riccardo Pieri

FrancescoStolfa FrancescoStolfa FrancescoStolfa FrancescoStolfa



The functions of the Governing Bodies:

Shar eholMbetngs 6 with and observanceof laws and
ATheS h a r e h oMedtimgriss 6 the Articles of Association, the
called to appoint the Board of principles of proper administration
Directors and the Board of and the adequacyof internal
Statutory Auditors. Each audits. It participates in all Board
shareholder is personally called meetings and is composed of
upon to commit to safeguarding external members of the Group,
the valueofthec o mp a ny 6 s thus representing animpartial
activities, supporting its body.
growth, building and protecting
its financial soundness,aswell Auditing Firm:
astotheCompanyos AThe Auditing firm is an
commitment in the field of independent company external
sustainability. to the Group, entrusted with the
task of auditing the Gr ou p 6 s
Board of Directors: consolidated financial
AThe Board of Directors hasthe statements and the financial
task of strategic guidancein the statements of individual
management of the Company, of companies within the Group.
monitoring the administrative,
organisational and accounting Supervisory Board:
structure of the Company, as AThe Supervisory Board, in
well asassessingthe general addition to the task of
performance of management, supervising the operation of
including asthis pertains to ESG and compliance with the
commitments and their Organisation, Management
fulfilment. and Control Models, and
ensuring they are updated,
Board of Statutory Auditors: has the task, together with
AThe Board of Statutory Company Management, of
Auditors has the task of transforming regulatory

monitoring compliance




requirements into
opportunities for improving
the effectivenessand efficiency
of the b o d yntermal Control
System.

Adequate knowledge of the

or gani seadnamicn 6 s
environmental and social
impacts and their effective
management are closely
related to a governance
structure that is clear and well-
defined in terms of roles and
responsibilities.

The Martini Group has allocated
resourcesto the various corporate
roles on the basis of the specific
remits of each.It has, therefore,
defined the hierarchical
relationships betweentheseroles,
identifying those that operate
acrossthe entire production

structure of the company, such as:

Quality Assurance,

Occupational Health and Safety,
Environment, Human Resourcesand
Technology.

Thanks to their specific remits,
they ensure production processes
are constantly monitored, carry out
regulatory and management
compliance audits, and are an
essential point of reference for
identifying corrective actions in
the face of any problems that may
arise. Moreover, the incumbents
in theseroles actively participate
in working groups in which they
play aleading role from the very
beginning stagesin analysing
projects from an ESG perspective
and helping to identify all the
necessaryactions to pursue
continuous improvement.

The definition of job

descriptions and special powers
of attorney, together with
procedures and regulations for
the

C o mp a mbusidessactivities,
guarantee efficient and effective
management of all processes.

For all Group companies, the
corporate governing body is
represented by a Board of
Directors, consisting of three

to five people and three
independent members.

The presence of women in the
governing body of Martini

S.p.A. is between 33% and

50%, while in other companies,
it is generally less than 33%.

As for the average age of the
governing body, Martini S.p.A.,
Martini  Alimentare S.r.l. and
Martini  Stagionatura S.r.l. are in
the 30-50 age bracket, while the
leadership of C.A[F.AR. Sac and
Ma.Ge.Ma. Sac has an average
age of over 50 years.

Moreover, the companies that
are part of the Martini  Group
are all members of industry

trade associations and, with the
exception of Martini  S.p.A., they
all adhere to protection
consortia, thus confirming
commitment  to guaranteeing
high -quality products due in no
small part to numerous internal
audits and checks.

their



Businessconduct

The Martini Gr oupds
Code of Ethics

The reference framework for
ethical and professional
conduct is the Code of Ethics,
adocument formally adopted
since 2020 acrossall Group
companies (Martini SpA,
Martini Alimentare Srl, Martini
Stagionatura Srl, C.A.F.A.R.Sac,
Ma.Ge.Ma. Sac).

The Code of Ethics serves as a
ficharter of  fundamental

rights and duties 0 ,through
which the Group sets out its
ethical and social
responsibilities  towards all
stakeholders (shareholders,
employees, suppliers,
customers, institutions). It
clearly defines a system of

values and rules of conduct
which, when shared,
strengthens the Gr ou

internal identity and conveysit
externally. The document is
also significant as it explicitly
addresses

sustainability -related issues,including
governance,social and environmental

aspects.

Corporate Integrity:
Adoption  of Model
231/2001 and the
Supervisory  Body

To ensure the highest standards of

integrity in its activities and to

safeguardthe corporate image, all

companies of the Martini Group
haveadoptedthei Or gan i

Management and Control Mo d e |

in accordancewith Italian
Legislative DecreeNo. 231 0f 8
June 2001.

AThe Organisational,
Management and Control
Model 231is positioned at
the highest level of the
internal regulatory

p 6 s framework and establishes

principles and criteria that
bind all administrative,
organisational, commercial
and service-related matters.

S




AFollowing the adoption of the
Model, the Group established
a Supervisory Body (SB). The

SBhasbroad and
autonomous duties and

powers to overseecompliance

with the Model;

AThe challenge for the SBand
company managementis to
transform regulatory
requirements into
opportunities to improve the

effectivenessand efficiency of

the Internal Control System.

Compliance, Risks and

Performance

The Group is committed to

ensuring regulatory compliance,

making sure that operations
comply with universally
recognised performance
parameters or standards,
thereby providing assuranceto
stakeholders.

ARAIl companies have

implemented aprocess for
assessing environmental,
social and governance
impacts. In addition, the
Group formally considers socio-
environmental impacts among
its corporate risk factors;

ADuring the reporting period, all

Group companies reported that
there were no casesof non-
compliance with laws,
regulations or voluntary
standards relating to social,
environmental and corporate
governanceimpacts.

Aln line with Synesgy

recommendations, companies
are encouragedto implement
a Risk Management function
and or establish a dedicated
internal control function
(such asinternal Audit or
Compliance).



Ethical Commitments,
Health and Animal
Welfare across the
Supply Chai n

The Martini Gr o uppl&ys
commitments are aimed at
responsible conduct, including
respectfor human rights.

AProtection of human rights
and diversity: Production
activities involve personnel from
different ethnic backgrounds.
The Company promotes a culture
of diversity and ensuresthat
bonusesand benefits are
awarded exclusively on the basis
of the outcomes of the activities
carried out. This approach is
reinforced by specific trade union
agreements, such asthose
guaranteeing the right to return
to o n ecoumtry of origin and
family at defined intervals;

AAnimal welfare and
pharmaceuticals : All
companies actively work to
minimise the use of antibiotics
and pharmaceuticals within the
livestock supply chains, as
demonstrated by the
achievementof DTP 109
certification (issued by CSQA)
for the pig supply chain;

AEthical supply chain
certifications:  The Company
organisesits facilities in
compliance with animal
welfare requirements, relying
on qualified technical and
veterinary staff. Theseaspects
are certified in the poultry
supply chain through
adherenceto the
Unaltalia Codeof Practice.
Martini Alimentare Srl
collaborates with the supply
chain to ensure hygiene and
health requirements in
accordancewith voluntary
protocols and has obtained the
Controlled Supply Chain
certification DTP 035.

In addition, it is specified that
durin g 2024, no casesof violations
of anti-corruption and anti-

extortion regulations were
recorded within the Martini
Group.




This chapter is dedicated to
environmental management and
guantifies impacts relating to water
consumption, GHG emissions and
the management of waste and

materials, all monitored through
guantitative indicators.

The overall picture highlights the
Martini & U O U somiditment to
pursuing its decarbonisation
pathway.




Tackling climate change

Energy consumption

Energy consumption for the
Martini Group, together with
rationalisation measures,
represents a fundamental
parameter for describing its
impact not only in terms of
efficiency, but alsoin terms of
environmental effects.

In 2024, total energy
consumption

within the Martini Group amounted
to over 246,705 MWh, mainly
deriving from non-renewable
energy sourcessuch asnatural gas
and diesel fuel. In particular, energy
consumption from non-renewable
sourcesamounted to over 167,502
MWh.

Energy consumption

Total energy consumption

Total
organisation

of which from renewable sources

of which from non-renewable sources

Corporate energy consumption is
essentially of two types, electricity
consumption and fuel consumption.
The table below shows a breakdown
of fuel energy consumption from
multiple sources.The most
significant consumption in 2024
relates to natural gas,amounting to
over 109,445 MWh , while fuel
consumption from the company
vehicle fleet, equal to approximately

[MWh]

energy consumed within the

2024
246,705.1
3,607.1

167,502.6

6,359 MWh, derives exclusively
from diesel-powered vehicles.
Consumption relating to

LPG and heating oil is also
reported, amounting to
approximately 2,689 MWh and
1,237MWh respectively.




Energy consumption breakdown Focus on electricity consumption

Energy consumption  breakdown  [MWh] 2024 Focus on electricity — consumption  [MWh [ %] 2024
Total energy consumed within the organisation 246.705.1 Electricity ~ consumed 78,055.3
Electricity ~ consumed 78,055.3 Self -produced  electricity 26.674.2
Fuel consumption from the company vehicle fleet 6,358.8 of which from renewable Sources
of which petrol - of which from non-renewable sources 26,674.2
of which diesel 6,358.8
Purchased electricity 51,381.1
Fuel consumption  from other sources 113,369.6
) of which from renewable sources 3,607
of which natural gas 109,443.5
of which from non-renewable sources
of which liquefied petroleum gas (LPG) 2,688.9 47,774.2
of which heating oil 1,237.2
With regard to electricity of approximately 78,055 MWh ,  Electricity consumption is closely  to processesthemselves,investing
consumption, the breakdown is representing an increase of around correlated with CO2emissions,as  approximately G 5Smillion.
shown in the table below. The 7.5%compared to the previous year. well aswith costs. For this reason,
main type of electricity consumed  Purchasedelectricity amounted to in recent years (201871 2024) the
is purchased electricity, while the approximately 51,381MWh, Group has made a strong
remaining share consists of self- corresponding to 66% of the total, commitment to energy efficiency,
produced electricity. In 2024, and is almost entirely from non- carrying out various improvement
the Martini  Group recorded renewable sources.Self-produced measuresat its production sites,
total electricity consumption electricity amounted to over 26,674  both through the introduction of
across all its sites MWh and is entirely from non- new technologies and through

renewable sources. improvements



Trend - Value of investment in efficiency (values in euros

and percentages)

Year Cumulative  investment
2022 2.4
2023 4.0
2024 4.9

Among the measuresto be
implemented to improve
efficiency, Martini has
identified environmentally -
friendly methods of energy
production, such as
cogeneration.

Theseplants allow the
simultaneous production of
electrical and thermal energy
from asingle primary energy
source, which in the caseof the
Martini Group, is methane gas.
A cogeneration plant, therefore,
provides both electricity and heat,
ensuring a better energy yield
than if thesetwo sourcesof
energy were produced
separately, thereby reducing

its environmental impact.

G %
value ( U M) compared
year

+71.9%
+20.0%

To date, the Group hasthree
cogeneration plants , at the
Gatteo and Castiglione processing
factories and at the Longiano feed
mill, eachof which produces an
amount of electrical and thermal
energythat is equal to 3,700
instantaneous kW.

to previous














































































