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Sustainability Report
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About this Report

Reporting Scope

This  Sustainability =~ Report of Lifestyle
International Holdings Limited (“Lifestyle
International” or the “Company”) focuses on the
sustainability  policies, performance and
initiatives with respect to the operations of our
two department stores and related businesses in
Causeway Bay (“SOGO CWB”) and at The Twins,
Kai Tak (“SOGO KTK”) for the period from 1
January 2024 to 31 December 2024, unless
otherwise stated.

The report is prepared in reference to the
Environmental, Social and Governance (“ESG”)
Guide set out in Appendix C2 to the Rules
Governing the Listing of Securities on The Stock
Exchange of Hong Kong Limited as well as the 10
principles of the United Nations Global Compact
(UNGC).

Our Vision

As the premier department store operator in
Hong Kong, Lifestyle International is committed
to its’ conduct as a responsible, ethical and
sustainable corporate citizen. We strive to offer
a one-stop shopping experience that focuses
upon providing our customers with a wide range
of quality goods and services within a
comfortable and enjoyable shopping
environment.
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Our business philosophy comprises of the engagement of our varlous key stakeholders:

EMNEBESAEETERNENSR:

1. Customers: our overarching goal is to satisfy
our customers and provide them with a
world-class shopping experience.

2. Employees: our people are our most
precious asset and their well-being is critical
for the productivity and growth of our
business.

3. Business partners: we treat our partners
with respect and conduct all businesses with
integrity and in a responsible manner.

4. Community: we act as a conscientious
member of society and are dedicated to
contributing towards the long-term well-
being of our environment and community.

5. Shareholders: we strive to maximize long-
term value and return for our shareholders.
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Our commitment towards our stakeholders
provides us guidance in our sustainability policy,
where we strive to ensure that the values of our
social and environmental responsibilities are
integrated within our daily operations and
business code of conduct.

We believe that the pursuit of integrating our
sustainability goals within our business is a
continuous process and we will persist to further
improve upon our performance in the years to

come.

Sustainability Policy

1. Governance

Conduct our business with the highest
level of integrity and responsibility when
engaging with our business partners.

Ensure compliance with all applicable
legal requirements as well as
environmental and social standards in
the respective jurisdictions of our
operations.

2. Environment

Minimize the environmental impact of
our business through the incorporation
of sustainable practices into our property
development, management and daily
operations.

Cultivate an environmentally conscious
culture within our group and endeavor to
minimize the carbon impact of our
business activities.

Promote environmentally  friendly
lifestyle practices, materials and values
to our customers, staff and business
partners.

Optimize the energy, water and resource
consumption of our business operations.

Respond to climate change by enhancing
our climate resilience capacity and
devising mitigation measures.

Regularly engage with our different
stakeholder groups on environmental
related issues and communicate our
sustainability initiatives, targets and
progress.
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3. Employees

Provide a healthy and safe working
environment for all our employees.

Treat employees with fairness and
respect, providing them with a
supportive working environment where
they can reach their greatest potential.

Empower employees to take leadership
in addressing sustainability related issues
within their spheres of influence.

4. Customers

Be a trusted provider of safe, authentic
and environmentally responsible
products and services.

Strengthen mindful lifestyle awareness
and deepen engagement with our
customers  through  socially and
environmentally sustainable activities.

5. Supply Chain

Engage with suppliers and contractors
who embrace sustainable development
and demonstrate strong ethical,
environmental and social commitment.

6. Community

Closely engage with different community
groups to identify and contribute
towards addressing the social issues.

We aim to holistically integrate our values and
sustainability commitments into our business
model and company culture that in turn will
support our long-term growth.
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Corporate Governance

Board of Directors

EHG

ESG Committee

BEtEEAZRE

The Board is the highest governing body of the
Company and holds the ultimate responsibility of
the overall strategic development and corporate
governance of the Company. The Board

comprises of members with  diverse
backgrounds, including retail, property
investment, finance, accounting and

entrepreneurship. We  believe that the
maintenance of a diverse Board composition
contributes towards the elevation of business
performance and promotes a more inclusive
corporate governance of the Group.

To ensure high governance standards in ESG
related matters, the Company has put in place a
robust ESG governance structure with clearly
defined responsibilities. The formulation of our
ESG strategy and the day-to-day management
and reporting on ESG matters resides with the
ESG Committee, which is headed by our
Executive Director and comprises of members
from all major departments. The responsibilities
of the ESG Committee includes the formulation

of ESG strategies, sustainability reporting,
stakeholder engagement, materiality
assessment, regular monitoring of the

performance of outlined ESG initiatives and the
promotion of ESG matters both internally and
externally.
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To ensure the effective implementation of ESG
strategies and identify any potential risks and
opportunities, the ESG Committee conducts
regular quarterly meetings to discuss a range of
pre-defined ESG initiatives, set appropriate
targets and policies, as well as follow up upon the
progress of business units which are charged with
carrying out the related measures. The ESG
Committee promotes the integration of
sustainable and socially responsible best
practices into our daily operations and decision-
making processes across all levels of the Group
with the supports of all business units.

Stakeholder Engagement

The Group engages with stakeholders to identify
material ESG issues and prioritise ESG initiatives
to address their concerns and expectations in
respect of our sustainability performance.

-

Customers

B

Business
Partners
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Engagement Channels
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Employees
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Materiality Assessment

We engaged an external sustainability consultant
in 2022 to conduct a comprehensive materiality
assessment with various stakeholders,
findings of which continue to be used this year to

EEMFM
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devise our ESG long-term goals, strategies and

targets.

ESG issues which are most important

to Lifestyle International

Environment

Business ethics
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Environment

B

Business Ethics

RASEHRST

Climate Change
RiEE(L

Energy efficiency

RETRCR

Waste management

EYyEE

Water and effluent management

TR g7 KA

Carbon and air emissions management

i B 22 SRR E

Green Leasing

S

Environmentally Friendly Shopping
HOREY)

Sustainable and Green Packaging

AR skt

Sustainable and Green Construction

AR R AR T

Business integrity
EE

Sustainability risk management

AIRFE R B

Anti-corruption
R&E5

Responsible supply chain Management
TRV ERE

Fair and responsible marketing

VP RATEHEH

Concessionaire counters management
Frarel e EEEH

Employee health and wellbeing

12 SRR KAt

Human rights and labour standards

NI e 55 TREAE

Diversity and inclusion

At REE N

Talent attraction and retention

AA RS e

Training and development

el he sk e

Customer satisfaction and quality of services

B s e S R e e

Customer data privacy

B BRLE

Customer health and safety

B EE TS

Community engagement
TS
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Sustainable Finance

In 2024, a green loan was arranged to refinance
the funding for our Kai Tak project — The Twins.
Details are as follows:

Year

Fhy

Type of sustainable finance

BIES -t kil

Facility Amount
SR
(HKS$’m)
(AR EHEIT)
7,850

Green loan %2 E 2024

Amount drawn
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T

Allocated to

EXHEHH va). v
(HKS’m)

(&% H EIT)

The Twins, Kai Tak Bi{e&tE—[E

Environment

6 CLEANWATER
AND SANITATION

Environmental Policy

Lifestyle International’s Environmental Policy
aims to minimize our environmental carbon
footprint and promote an environmentally
conscious culture within our operations. We
strive to:

® Quantify the environmental impact of our
operations and design measures to reduce
our greenhouse gas emissions.

® Consistently work to improve the efficiency
of our energy consumption.

® Ensure a safe, healthy and comfortable
environment within our business premises.

® Adopt green practices, designs and
technologies to better conserve our natural
resources.

® Ensure compliance of applicable

environmental and related legislations with
our staff, business partners & other
stakeholders.

® Minimize waste generation and manageiitin
a responsible manner.

® Cultivate an environmentally conscious
mindset amongst all employees through
regular internal communications and
trainings.

CLIMATE
ACTION
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Climate Change

Governance

The ESG Committee monitors and reviews
climate-related issues to ensure that appropriate
strategies, initiatives and procedures are in place
to build a robust and effective risk management
system  for  climate-related risks  and
opportunities.

Strategy

The Group recognizes the potential impact of
climate change on our business operations. We
are committed to managing climate change risks,
devising mitigation measures in response to
climate change and enhancing our climate
resilience capacity. We strive to:

- Commit towards the reduction of our
carbon footprint by setting long-term
carbon emissions reduction targets.

- Monitor and regularly report upon the
progress of reaching our carbon reduction
targets.

- Incorporate climate-related risks and
opportunities into our risk assessment
management.

- Adopt green practices and technologies to
improve energy efficiency within our
business operations.

- Formulate appropriate procedures and
measures to prevent and minimize the
impacts caused by climate change.

- Incorporate climate resilience
considerations into renovation works and
equipment procurement.

- Adopt energy efficient and environmentally
friendly design within the Group’s
properties.

- Support the use of renewable energy,
sustainable products and materials.

- Promote and encourage our customers,
suppliers and business partners to adopt
sustainable lifestyle and business practices.

- Monitor and respond towards climate
related policy and regulatory changes in a
timely manner.
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Risk Management

By incorporating climate-related risks into our
risk assessment management, the following risks
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and opportunities have been identified:

Risk
Category

JE R

Acute Risk

BITERF B

Chronic
Risk
P8 B B

Physical Risks

Typhoon
g

Flooding
K=

Heat Stress

)

B

JE\ % RE JREE T I

Damage to buildings and
facilities.
THE Y SeEi -

Injuries to staff or
customers.

RITEEE=E -

Increase in insurance
premiums.

sEhnprkrE A -

Increase in maintenance
costs.

BTN RRA -

Increase in capital
expenditures on
renovations.

BAIESE FATEAR S -

Disruptions to business
operations.

SRR EE T -

Equipment malfunction
SR -

Increase in energy
consumption.

BETIRERUMAE -

Operating procedures and
guidelines in place for
extreme weather conditions.

Bl R SRAR DA E #RERE P
VST

Adequate insurance policies
in place.

HIE T e A PrRETH] -

Incorporation of climate
resilience considerations into
renovation works, equipment
procurement, and building
design.

BT E SR IENRE T BAIALE
Eﬁ;ﬁ%ﬂ% » SRR T
= o

Actively monitor and respond
to regulatory changes as well
as evolving market demands.
ML FES AR B b R
Ers LAV K -

Removable floodgates and
cut-off channels are in place
to protect the building
facilities.

s AR EI A RAER TR

PAPRTE SRR -

Digital flood detection
system installed to protect
the plant rooms
LSS K 2 S AT
5 -

District Cooling System (DCS)
LS £t -
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A

Transitional Risks
Risk

R | R BE JoRER T It
Policy and More stringent laws | -  Higher - Actively monitor and
regulations and regulations compliance costs. respond to regulatory
BOREER with the transition HEIEFREA - changes as well as evolving
towards a low market demands.
carbon economy. TERREG 22000 M) AR S b R
b8 5 (A A i TEEENTETRK -
Y N E ey
FH o - Formulate long-term
carbon emission targets.
SRR H AR -
Market - Increase in - Higher operating - Retrofitting with energy
s electricity charges. expenses efficient equipment.
RehNEEE - H eV EERA - S A Ry ETTRE RS -
- Increase in
material costs.
BEHIA AR
Reputation |- Increasing demand | - Loss of revenue - Adoption of climate
oA of climate resilient g A8 - resilience designs
properties. BRI -
B PEN TRl e
FYIHITE K

Higher operatlng efficiency.
H YRR

Improvement in
operatlng procedures.

EEER

Reduction in operating
expenses.

TRV BRI o

Replace and retrofit inefficient
equipment.

B AR S (RS 55t

Conduct regular service
maintenance programs.

TESF TR ST -

Increasing customer
demand for products and
services that promote a
green and sustainable
lifestyle.
B (R R E T
%g@%%&ﬁ&%%@ﬁ%ﬁ%*
[e

Develop new revenue
stream through
innovative products and
services.

PR S BT I 78t B AR S
FRFEET YA -

Enhance brand equity
and improve customer
loyalty and confidence.
ii?@ﬁﬂﬁgmuiri > EF%_‘I%—
T RS S B0

Encourage use of green
technologies

s fE SRR -

Regular customer
engagement to better
understand their needs and
values.

IR LT R
TR (EE -

Actively monitor market
trends and customer
preferences and adjust our
business strategies
accordingly.

TERREG 22 588 KRR
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Metrics and Targets

ERMBE

Our 2030 climate-related metrics and targets (compared to 2020 base level)

Al 2030 SFRFIRMEMIERMBE (8 2020 FEAEKFHELL)

Reduction target

BB

Prpgress
EE

Scope 1 and Scope 2 GHG Emission intensity Achieved
HNE 1 R 200 = R AS RIS -10% ZEfR
Purchased electricity intensity In progress
MHEEBEHER -10% AT
Portable water intensity In progress
BRI 7K R -5% T
Non-hazardous wastes intensity In progress
mEREVER -5% T
Energy Management REIRETE

As a leading department store operator in Hong
Kong, we strive to reduce our overall energy
consumption and maximize the efficiency of all
the facilities within our buildings with respect to
the consumption of electricity, district cooling,
water and gas, which are the main sources of
energy used within our operations.

Energy consumption patterns are actively
monitored and analyzed to ensure the
equipment and facilities are operating at optimal
levels.

The Group’s major energy consumption
comprises district cooling, electricity consumed
by the air conditioning systems, lighting,
refrigeration systems, and other equipment such
as lifts, escalators and L.T. facilities.

Measures are in place to ensure that the facilities
are maintained to function at their optimal
operational conditions. Such measures include
procurement of energy efficient equipment,
timely retrofitting, and regularly conducting
preventive maintenance programs by our
contractors and/or in-house maintenance team.
In 2024, we replaced 2 sets of air handling units
of the air conditioning systems, as well as 4 sets
of Active Harmonic Filter for CVISION — the
outdoor LED screen at SOGO CWB to improve the
efficiency of energy consumption.

In 2024, fluorescent lightings have been replaced
by LED lightings at staff toilets of SOGO CWB. All
external lighting facilities of our stores such as
LED screens, light boxes and logo signage are
operated in full compliance with the
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requirements under “Charter on External
Lighting” by Environment and Ecology Bureau to
minimize the impact of light pollution.

On the other hand, water and gas consumption is
relatively insignificant within our business
operations. Water is mainly used for sanitary
facilities for both customers and staff within the
department stores and office premises. Sensor
water taps and flushing facilities are installed to
minimize the water consumption in washrooms.
Gas is mainly used in the staff canteen, our
restaurants and cafe in SOGO CWB and SOGO
KTK.

Energy & Water Consumption and Greenhouse
Gas Emissions

The aggregate energy & water consumption and
Greenhouse Gas (“GHG”) Emissions at SOGO
CWB and SOGO KTK, and auxiliary supporting
facilities for 2023-2024 is presented as below:

GHG Emissions in total and

TTAA IR

S5 7 TRV ZE BN /K E KRR
el EL AR N %%7J<I%FHEA§ S
LA \fzjﬁﬁﬁil FolgA e B T sy i AR St »

BIR DR T EIRFK O M EZ 2 RE
7J<FJEEE B - %%E%Fﬁ PETREE
%ﬁ]%@ﬁﬁ‘ﬁﬂ%& SROEHY H R B R

RERHFE R AR BARGRE RASHE

N DB R B PUE S RSSO
BEEDE e Hfic &3 BﬂzEI’JHb/ URAE R K
RELUCH=ERRE (UREREL ) BIRE
FIR

intensity

ERERREANEREE

(Scope 1) Kg Coze 21 20
(fiNE1) AR EIERE R

(Scope 2) Kg Coze 14,442,818 13,970,555
(HiilE52) AF GRS R

Total GHG Emissions Kg Coze 14,442,839 13,970,575
O = RRSHEINE AT _EIERER

Intensity Kg Coze/ft? 18.5 20.0
I AR EIERE R TR

Total consumption Intensity
HHFESE EE
: — o — oo .\‘. — 5 — U —_—

Energy
Consumption
HERIHFE
Purchased Kwh 22,658,399 20,632,829 kWh/ft? 34.0 29.8
Electricity S SANER NS
BEEN FHR
District cooling Kwh 116,756 N/A kWh/ft? 1.7 N/A
&2 T E/NEF T LN

SER
Purchased Mega 1,282,608 1,330,368 MJ/ft? 13 1.9
Towngas Joules JeHEHY
TEE R JeEH SRR
Portable water M3 82,801 87,234 M3/ft? 0.1 0.1
BRFZK RYAVSPIN RYAFN

SEHR
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Remarks

1. The operating area used for computation of energy intensity was
adjusted for the effect from the opening of SOGO KTK in November
2024.

2. Scope 1 GHG emissions are from sources that are owned or controlled

by the Group, which includes combustion of diesel and petrol.

3. Scope 2 GHG emissions is calculated basing on purchased electricity,
district cooling and Towngas only, excluding those electricity
consumptions by central air-conditioning systems which are not under
our operating control that consumption data cannot be readily
available and reliably measured.

4. Emission Factor used for purchased electricity from Hong Kong Electric
and CLP is 0.66 (2023: 0.68) and 0.39 (2023: 0.39) respectively.
Emission Factor for Towngas from Hong Kong and China Gas is 0.065
per MJ (2023: 0.065 per MJ). For district cooling, COP (Coefficient of
Performance) of 5.5 is used for the estimation of related electricity
consumption.

5. As district cooling is used only in SOGO KTK, calculation of district
cooling consumption intensity is based on operating area of SOGO KTK.

The purchased electricity increased by around
10% when compared to 2023, mainly due to the
opening of SOGO KTK in November 2024. District
cooling was first adopted at SOGO KTK in 2024.
The purchase of Towngas decreased by 4% as a
result of lower consumption at the staff canteen.
The total GHG emissions thereby grew by around
3% this year.

Store Renovation

We encourage all concessionaire counters to
reuse the fixtures such as false ceilings and floor
tiles being left by exiting tenants for the counter
renovations to minimize construction wastes. In
2024, 125 out of 146 concessionaire counters
adopted the practice of reusing existing fixtures.

Waste Management and Recycling

Waste prevention and management play an
indispensable  role  within our overall
environmental policy. In addition to minimizing
unnecessary environmental impact, we believe
that waste prevention increases our overall
operational efficiency and generates long-term
cost savings. We recognize the importance of
promoting waste consciousness amongst our
various stakeholders in order to effectively
implement our waste management policy that
includes the promotion of recycling and practices
that support the reduction of material
consumption.
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In 2024, the Group has expanded the range of
recyclables to include Styrofoam boxes at
Freshmart supermarket at SOGO CWB, further
increasing our waste recycling capacity. At SOGO
KTK, five color-coded recycling bins are deployed
on each floor to improve the recycling rate.

The aggregated non-hazardous solid waste
generated from SOGO CWB and SOGO KTK in
2024 was 2,657 tonnes (intensity: 0.0024
tonnes/ft?) (2023: 3,521 tonnes (intensity:
0.0052 tonnes/ft?)).

Workplace Conduct

Environmental sustainability is a central
consideration in influencing our workplace
conduct and plays an important part in our
vendor selection.

Aging equipment are collected for recycling
where possible or properly disposed. Meanwhile,
designated recycling bins are in place for
collection of used paper, plastic bottles, cans and
coffee grounds.

In 2024, the Group was again awarded the
“Green Office Awards Labelling Scheme
(GOALS)” and “Eco-Healthy Workplace” label by
the World Green Organization (“WGQ”) for our
continuous efforts in the promotion of a
sustainable and healthy workplace environment.

In 2024, the Group continued to participate in
the “Quality Water Supply Scheme for Buildings”
by Water Supplies Department.

Environmentally Friendly Shopping

In 2024, we replaced P-Life® biodegradable
plastic shopping bags with FSC-certified paper
shopping bags at both SOGO CWB and SOGO KTK.
In addition, plastic bags used in Freshmart at
SOGO CWB have been replaced by bioplastic
ones. We also eliminated the provision of
umbrella bags by placing umbrella dryers at all
entrances of both stores.

In 2024, we organized and supported the
following environmentally friendly activities and
promotions initiatives to educate, engage and
encourage our customers to adopt a more
sustainable and mindful lifestyle:
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Enhanced functions of SOGO Rewards App —
eStamps, eLucky Draw and eBooking of Event
to further improve customer experience and
convenience.

SOGO X MOOMIN Green Summer Day, where
collaborative eco-friendly merchandise such
as portable stainless steel cutlery set,
Snack’N’Go reusable snack bag and foldable
recycle bag were on offer to encourage
customers to become more environmental
conscious while enjoying the delightful,
whimsical experience of Moominvalley.

Pop-up counter — “Wood Watch” hosted by
Trendy & Casual department, which created
personalized watches made from recycled
wood.

Green Summer promotion by Men’s Fashion
department where SOGO Rewards members
could enjoy 2X points upon purchasing
designated environmentally friendly
products.

Baby formula cans recycling program in
collaboration with HiPP — SOGO Rewards
HIMAWARI Parent Club members could get 1
set of e-coupon while enjoying up to 5X
privileges by bringing in used and cleaned
baby formula cans.

WELL water refill station at SOGO CWB to
provide lead-free drinking water to
customers as well as staff while helping to
reduce single-use plastic bottles.
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Food Recycling

We are committed to eco-friendly waste
management and implement rigorous food
waste segregation and recycling to prevent
waste going to landfills. The cooking oil waste
from our eateries is properly stored and logged
by following the Environmental Protection
Department’s guidelines. We partner with a
certified contractor to collect and transport this
waste to designated facilities, ensuring its proper
and professional disposal.

We strive to minimize food waste. Food waste
from Freshmart supermarket at SOGO CWB is
reduced by educating staff on the proper sorting
techniques. Every day, the food waste collected
through our recycling program is turned into
compost or animal feed. In 2024, we've collected
about 16,833 kg (2023:17,591 kg) of food waste,
which has prevented approximately 9,644.4 kg
(2023: 10,027 kg) of COze emissions from the
landfill.

We continue donating food to “Food Angel”, a
local food bank, to aid those in need and highlight
the importance of valuing food as a precious
resource. In 2024, Food Angel has collected
approximately 1,329 kg (2023: 747 kg) from our
Freshmart supermarket.
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Hig hli_lhted sustainability features at SOGO KTK

SANTRHAERSEHNTE

3 GOODHEALTH
AND WELL-BEING

Energy Management

- Use of high-performance fagade glass, which
effectively reduces solar radiation absorption
of the building, thereby significantly lowering
the energy consumption of the air
conditioning system.

- Use of District Cooling System (DCS).

- All parking spaces are fitted with EV charging
provisions.

- Installation of photosensors for all lightings in
common areas to optimize the operational
efficiency.

CLIMATE
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Waste Management

- Implementation of a comprehensive
composting program specifically for organic
waste generated by food vendors.

- Deployment of five color-coded recycling
bins on each floor to improve the recycling
rate.

Nature

- Over 61,00 sq.ft. of green areas, or 40% of site
area to enrich biodiversity.

- Incorporation of sky garden to reduce energy
consumption and building temperatures to
mitigate the urban heat island effect, as well
as providing refreshing environment to our
customers.

- Purposefully placed planters and vertical
green walls to enhance the aesthetic appeal
of the surroundings, creating a vibrant and
lush atmosphere.

Innovative Technology

- Adoption of Building Information Modeling
(BIM) to access detailed information of
building facilities like HVAC systems and
plumbing systems, enabling efficient
scheduling of maintenance programs and
monitoring of equipment.

- Internet of Things (loT) technology — i) real-
time monitoring of building facilities and ii)
automatic  Metering  Readers  which
accurately record water consumption.

Employees
1]

HEALTH QUALITY
AND WELL-BEING EDUCATION

L]

E

Staff and workplace

As at 31 December 2024, Lifestyle International
employed a total of 858 staff and they are all
based in Hong Kong. The gender and age
distribution of our staff are as follows:

DECENT WORK AND
ECONOMIC GROWTH
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Gender Distribution

RE AR

4 Bl 72
2024 2023 2024 2023
“ETNE | B =F% B NE BET-F
20 and below 1 NIL
2055 S AR
Male 317 244 21-30 71 34
B 21E305%
31-40 201 145
31E405%
41-50 280 179
41E505%
Female ©O 541 362 51-60 250 202
27 51F605%
Above 60 55 46
6058 £
Turnover Rate ﬁ*&
By Gender By Age Group
bk ]l REER AR
2024 2023 2024 2023
“ETNE  EI=F _ETME “ETCF
20 and below NIL NIL
2055 S LA R
Male 5.3% 5.0% 21-30 1.2% 1.6%
B 21E305%
31-40 3.1% 3.4%
31E405%
41-50 1.9% 4.4%
41E505%
Female © 2.9% 5.5% 51-60 0.8% 1.1%
27 ﬂ 51F605%
Above 60 1.1% NIL
6058 £

Lifestyle International has complied with the
relevant laws, rules and regulations on
compensation and dismissal, recruitment and
promotion, working hours, rest periods, equal
opportunity, diversity, anti-discrimination, and
other benefits and welfare throughout the year.

A performance management system is used to
objectively review our staff ~members’
performance level. Observations and evaluations
of staff members’ work behavior and
accomplishments form the basis for decision
making within the reward system. These
decisions include wage, salary, and benefit
determinations; promotion, demotion, transfer,
or termination actions; and coaching and
counseling, training, or career development
options.
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Lifestyle International has put in place
appropriate policies and procedures to prevent
the occurrence of forced labour or child labour,
and also to ensure that such cases do not arise
through indirect involvement with our suppliers
or business partners, including consignment
counters, contractors, labour brokers or
recruitment agencies. Throughout the reporting
year, we had no reporting of non-compliance
cases in the aforesaid areas.

Anti-corruption

Lifestyle International regards fair play, honesty
and integrity as our indispensible commercial
assets in business. Qur anti-corruption policy sets
out the basic standard of expected conduct of all
staff members. We have complied with relevant
standards, rules and regulations on bribery,
extortion, fraud and money laundering
throughout the year. For the reporting year, there
were no legal cases brought against the Group or
its employees regarding corrupt practices.

The Group has a whistleblowing policy in place to
provide reporting channels and guidance for
possible improprieties in matters of financial
reporting, internal control or other matters, and
to provide reassurance to whistleblowers of the
protection that the Group will extend to them
against unfair dismissal or victimization.
Whistleblowing reports received by the Internal
Audit Department are reviewed by the Audit
Committee. No whistleblowing case has been
reported during the reporting year.

Staff Training and Development

The percentage of employees trained by gender
and employee category and the average training
hours completed per employee by gender and
employee category are as follows:

Percentage of employees trained
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Average training hours completed per employee
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By Gender By Category
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_EM&F BT % _E & BT %
General
Male 0.2 0.5 —h% 1.7 0.2
S
%grvisory 03 05
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2 Q . Not
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Lifestyle International considers human resources
as the foundational asset within our organization.
Our mission in talent development and retention is
closely intertwined with the goals and objectives
of the Group.

With an emphasis upon personal development
and growth, staff members are encouraged to
proactively pursue their own continuous
development.  Through  the  performance
management system, staff members regularly
meet their immediate supervisors and managers
to discuss their work performance and identify
personal objectives and potential training
opportunities.

Based on the performance review and regular
discussions, staff members are able to obtain
feedback on their work and share their aspirations
and expectations with their superiors. Training
plans are developed and appropriate resources are
allocated to help achieve both the staff member’s
personal as well as professional development
goals.

The Group also provides the “Professional
Qualification Membership Fee Subsidy” to support
staff for achieving work-related professional
qualifications.
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Health and Safety

Lifestyle International considers the health and
safety of its’ staff, customers, visitors and members
of the public at large to be of the utmost
importance. There were no reported cases of
fatality from 2022 to 2024. During 2024, a total of
416 man-days were lost due to work-related
injuries.

To provide a risk and hazard-free environment for
all, we are committed to:

e Conduct regular inspections of all parts of the
Group’s premises.

e Conduct fire drills for staff members to practice
evacuation procedures of the premises in the
event of a fire or other emergencies.

* Obtain professional advice on best health and
safety practices where necessary.

* Provide staff members with advisory services
on health and safety matters.

* Provide updates and training to enhance staff
members’ awareness on health and safety
issues.

* Promote health & safety at work and gather
staff members’ feedback through the Health &
Safety Committee.

Each staff member is expected to participate and
share the responsibility in helping the Group to
formulate and monitor the procedures and
arrangements in respect of workplace health and
safety. Through the Health & Safety Committee,
which comprises representatives from different
departments within the Group, staff members
share duties in:

e Identifying, reporting and rectifying workplace
hazards in relation to health and safety and
report such hazards promptly.

* Assisting investigation of any accident, injury or
near accident to minimize re-occurrence.

* Adopting safe methods and
procedures.

e Providing advice and suggestions for the
improvement and maintenance of health and
safety standards.

working
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Mental health is an integral part of one’s personal
health. To take care of the mental well-being of our
staff, a professional organization under the
Employee Assistance Program has been engaged
to provide confidential consultative services by
qualified counsellors to our staff through a 24-hour
hotline or face-to-face appointments, covering
both work and non-work related issues.

Social and Community Support

QUALITY
EDUCATION

]

Lifestyle International is committed to actively
connecting and interacting with the community
and fostering harmony between people and the
environment. The Group focuses on contributing
our time and resources towards the following four
main aspects:

Community support.

Environmental protection and sustainability.
Education and youth development.

Arts and Culture Promotion.

During the year, we organized and participated in
the following charitable activities:

. "Causeway Bay. Mascot. Super Party" - the
first mascot carnival of its kind in Nov 2024 to
connect the stakeholders of Causeway Bay —
local communities, shopping malls and social
enterprises. Over 20 mascots from Hong Kong
enterprises, Japanese prefectures and brands
participated in the event. Representatives
from malls and participating brands in
Causeway Bay, and SVHK (Hong Kong Social
Venture Capital Fund) officiated the event
with the endorsement of The Vice Consulate-
General of Japan and Chairman of Yuru-Chara
Grand Prix Executive Committee.

The street party features mascot meet &
greet activities, food stalls, handicraft
workshops and Busking performances,
games, and lucky draws. In collaboration with
SVHK, female caregivers and micro-
entrepreneurs supported by the "Female
Business Plan" were invited to participate in
the carnival, demonstrating their unique face
painting and balloon twisting skills to the
public, allowing participants to interact with
neighbours through art.
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. “Live in Pink” campaign — in collaboration
with POP UP brand “a2CIRCLE” to launch a
special charity “Soul Fun” collection which
included handmade jewelry and accessories,
to raise funds for Hong Kong Breast Cancer
Foundation.

. "Gift of Love" promotion where sales
proceeds from designated toy products was
donated to Make-A-Wish Hong Kong to send
Christmas blessings to bedridden children.

. Distribution of lanterns during Mid-Autumn
Festival at Kai Tak Station Square, a piazza
near our SOGO KTK to engage with the local
community and share joy with families and
kids.

e We partnered with SVHK for "Night
Photography Light Painting Interactive
Experience" to celebrate the Mid-Autumn
Festival with local families, where
photographers captured moments in front of
SOGO KTK to bring festive atmosphere and
memorable experiences for all participants.

. Donation of HK$10,000 SOGO gift vouchers to
PHAB as sponsor prizes for its raffle ticket
sales.

. Freshmart supermarket continued to have
collaboration with NGOs and Social
Enterprises such as Chi Lin Nunnery, Green
Monday, The New Life Psychiatric
Rehabilitation Association and Josephine's
Kitchen x The Edible Projects (T.E.P.) by
introducing and promoting their products.

In 2024, Lifestyle International Community
Development Fund commenced a vyear-long
collaboration with Time Auction, a charitable
organization which matches skilled-volunteers
with NGOs, with focus on two causes — i) Well-
being and ii) Arts & Culture.

‘Alcohol Ink Art’ event was held in June 2024,
where 25 staff and family members participated.
The art-pieces made were donated as gifts to the
grassroots community in Kwun Tong through
HKSKH St Barnabas' Church.
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Operating Practices
Supply Chain Management

We are committed to adopting environmentally
responsible practices in our supply chain
management. The Group has two main types of
suppliers - product/service vendors and
concessionaire counters. We continue to refining
our working procedures and strengthen
collaboration with them to mitigate and manage
potential supply chain risks. Our green
procurement policy for general office supplies
emphasizes on selecting products and services
that are environmentally friendly.

Freshmart has expanded its collection of 'cage-
free' eggs - providing five SKUs of cage-free eggs
from Japan, Austria, and New Zealand.

The Group has around 164 key product/service
suppliers, of which around 98% are based in
Hong Kong, 1% in mainland China and 1% in other
regions. We are committed to sourcing locally to
minimise the carbon footprint generated from
the transportation of products, which not only
reduces operating costs, but also enhances
supply stability and improves delivery timeliness.

Supplier Code of Conduct

The Supplier Code of Conduct helps us to control
supply chain risks, engage with our suppliers,
uphold the standards of our products and
services, and promote ethical business practices.
The Code sets out the requirements for
compliance with relevant rules and regulations,
labour rights and working conditions,
environmental standards and documentation

policy.
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Concessionaire Counters

We maintain close business relation with our
concessionaire counters. We work together to
determine categories of merchandise for sale,
devise shop design, organize joint marketing and
promotion activities, and identify their day-to-
day operational needs. Our concessionaire
counters are required to operate their counters
in compliance with our house rules and
guidelines. The  performance of our
concessionaire counters is regularly monitored
by designated managers who closely interact
with brands on issues such as sales performance,
customer experience and growth opportunities.
We also regularly collaborate with our
concessionaire counters in the promotion of
environmentally friendly products and lifestyle
practices to our customers as well as to support
the local community through joint charitable
sales activities.

Product Safety

Product safety is of utmost importance to our
business and our Product Safety Policy
underscores our commitment to providing safe
merchandise, particularly baby & children as well
as electrical products. We strictly adhere to our
product safety practices to ensure that our
merchandise selection in strict compliance with
all relevant laws and regulations.

We require all our suppliers to provide assurance
on the quality of their products, with key focus
on the health and safety of the end users. We
maintain a detailed manual that documents the
latest requirements under relevant ordinances
and regulations, including the Toys and
Children’s Products Safety Ordinance; Toys and
Children’s Product Safety Regulation; Consumer
Goods Safety Ordinance & Regulations; Electrical
Products (Safety) Regulation; The Trade Mark
Ordinance; The Copyright Ordinance; The Trade
Descriptions Ordinance; and the Prevention of
Copyright Piracy Ordinance.

All suppliers are required to be in strict
compliance with the relevant regulations.

Lifestyle International will:

e Strive to fully comply with the relevant
regulations on product safety.

* Conduct regular assessments on our
suppliers and business partners to ensure
that the products they supply are in strict
compliance with the relevant safety
standards.
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* Act in accordance with the Trade Mark
Ordinance and  perform  continuous
inspections as set out in the standards.

» Keep abreast of the Ilatest changes of
standards, evaluate their impact and develop
up-to-date policies to maintain continuous
safety control on our merchandise.

e Continuously enhance the standards on
product safety by adopting best practices.

* Provide regular training to staff to keep them
updated on product safety requirements.

During the reporting year, the quantity of
products sold which was subject to recalls for
safety and health reasons was not material.

Food Safety

We attach great importance to food products
offered to our customers at our stores. We go to
great lengths, from sourcing ingredients and
product selection to food quality control, to
maintain the highest standards of our food
products.

We implement adequate control measures to
ensure that our products come from sources that
meet the highest quality and safety standards. All
suppliers are scrutinized through stringent
selection processes, under which their track
records and commitment to socially and
environmentally sustainable products are
evaluated.

Our policies and procedures stipulate regular site
visits to the suppliers’ production facilities to
ensure that selected products comply with all
regulatory requirements and obtain necessary
certifications.

We engage the SGS Hong Kong Limited to
conduct food testing twice a year to ensure the
safety and quality of our food products. A
designated staff member handles food safety
inspections from government bureaus, conducts
on-site hygiene inspections, and ensures the
proper labelling of food products.

Customer Engagement

Our mission is to satisfy the needs of our
customers and to provide them with a world-
class shopping experience. Maintaining and
providing high-quality customer services is a core
part of our business philosophy. We respect,
listen and take into serious consideration the
views, concerns and feedback from our
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customers. We actively work to improve our
dialogue (via comment notes, emails, social
media and phone calls) with our customers to
better understand their needs and expectations.

Customer services play an important and direct
role in our shoppers’ in-store experience as well
as our overall store service proposition. Our
customer services team acts as an effective
communication channel between our stores and
the customers we serve, which in turn
contributes towards the building of long-term
customer loyalty. We strive to provide a swift,
sincere and helpful response to any queries or
issues raised by our customers, in order to fully
meet and exceed their expectations.

We attach great importance to customer
feedback and have a standardized and well-
established feedback-handling system to ensure
customer enquiries and complaints are dealt with
in a consistent and effective manner. To facilitate
our customer experience and cater to their
evolving communication expectations, we have
established a variety of feedback and complaint
channels, including our online platform,
telephone hotline and email, to allow our
customers to reaching us anytime and anywhere.
Customers can also express their opinions and
share their thoughts in person to a dedicated
customer service specialist stationed at the in-
store concierge during our business hours.

Management recognizes the importance of
upholding service standards and regularly
reviews reports on customer suggestions,
compliments and complaints. Understanding
customer feedback and swiftly communicating to
our vendors, consignment partners and related
staff helps contribute towards the continuous
improvement of our product and service offering.
During the reporting period, we received
monthly average of 72 enquiries or complaints
which required follow-up and there were no
cases of serious non-compliance in relation to
our products and services.

In addition, we are committed to ensuring that
our marketing and communications materials
comply with relevant rules and regulations. Our
marketing communications do not contain false
or deceptive messages and the omission of
important information. Procedures are in place
to uphold intellectual property rights when using
all advertising materials, graphics and designs in
compliance with trademark, patent and
copyright regulations.
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Advertising and Marketing

In 2024, the following major store marketing and
customer engagement activities were held:

- Adoption of Al to analyze current social
media trends, customer preferences,
behaviors to help creating targeted and
personalized social content to effectively
engage with our customers.

- Use of Al technology to facilitate the creation
of authentic and captivating videos on social
media platforms, which are aligned with
SOGOQ’s brand values.

To support the promotion of arts and culture, we
worked with overseas artists during the year for
the events as follows:

- Collaboration with the renowned Italian
artist, Pietro Cataudella, known for his
innovative approach to urban sketching
through his project “City Live Sketch” -
creating a new artwork featuring The Twins at
night and Moon Rabbits to celebrate Mid-
Autumn Festival.

- Partnered with the renowned Japanese
music group YOASOBI to set up YOASOBI Live
2024 Pop-up Store at TT Site, the multi-
purpose event venue of SOGO KTK, to
promote diversified culture to the
community.

- “The Twins x One Piece 25th Anniversary
Memorial Event & Exhibition” - promoting
Japanese Anime cultural exchange and
providing unique and immersive experiences
to our customers.

- Promote and support local NGOs by offering
free airtime through CVision, our outdoor
LED screen at CWB store.
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Consumer Privacy

With the aim of enhancing our customers’
shopping experience and deepening their
engagement with our SOGO stores via events and
promotions, Lifestyle International has leveraged
upon consumers’ personal information, to the
extent allowed by the relevant privacy laws, for
our various direct marketing (including cross-
marketing) purposes. Our Privacy Policy
describes how we use and disclose personal
information of customers collected. We respect
the privacy and inviolability of the rights of our
customers and do not reveal or use customer
information for any other purpose. Customers
have the right to request us to update their
personal information or delete their data from
our records. In addition, SOGO Rewards accounts
which have been idle for 36 months, are
deactivated and the stored personal information
is deleted from our system.

Lifestyle International takes into serious account
personal data protection and strives to ensure
that adequate resources are deployed to protect
customers’ personal data against any
unauthorized use, access, modification or
disclosure. Compliance procedures are in place to
ensure strict adherence to applicable laws, rules
and regulations, including but not limited to the
Personal Data (Privacy) Ordinance.

We place utmost importance in protecting the
privacy of our customers throughout the cycle of
collection, processing and usage of their personal
data. We strive to ensure that our customers’
personal data is always securely processed and
stored and only for the purposes for which it has
been collected. Regular network security
assessment is performed by external consultants.

During the reporting year, no complaint was
received concerning possible breaches of
customer privacy laws or the loss of customer
data.
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Environmental, Social and Governance
Reporting Guide of The Stock Exchange of Hong
Kong Limited
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General Disclosure Environment — Environmental Policy,
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Waste Management and Recycling
B — BISR - SRIER(L - AERE
B~ BEYYERE [T

KPI Al.1 The types of emissions and respective
emissions data
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KPI A1.2 Direct (Scope 1) and energy indirect
(Scope 2) greenhouse gas emissions and intensity
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KPI A1.3 Total hazardous waste produced and
intensity
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KPI Al1.4 Total non-hazardous waste produced and
intensity
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Environment — Waste Management and
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KPI A1.5 Description of emission target(s) set and

steps taken to achieve them
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KPI A1.6 Description of how hazardous and non-
hazardous wastes are handled, and a description
of reduction target(s) set and steps taken to
achieve them
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Environment — Waste Management and
Recycling
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A2 Use of resources
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KPI A2.1 Direct and/or indirect energy

consumption by type in total and intensity
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KPI A2.3 Description of energy use efficiency

target(s) set and steps taken to achieve them
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KPI A2.4 Description of whether there is any issue
in sourcing water that is fit for purpose, water
efficiency target(s) set and steps taken to achieve
them

BRI AT A2.4 HILHUH 18 & /K2 S P AE
’E ~ FTE T 7K gs EER B 32 5 HARATBRAL
(A ER

Environment — Energy Management
IR — peREE

KPI A2.5 Total packaging material used for
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A3 The environment and natural resources
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KPI A3.1 Description of the significant impacts of
activities on the environment and natural
resources and actions taken to manage them
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Environment — Climate Change, Energy
Management, Waste Management and
Recycling, Highlighted sustainability
features at SOGO KTK
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A4 Climate Change

KPI A4.1 Description of the significant climate-
related issues which have impacted, and those
which may impact, the issuer, and the actions
taken to manage them
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Employment and Labour Practices
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KPI B1.1 Total workforce by gender, employment
type, age group and geographical region
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KPI B1.2 Employee turnover rate by gender, age
group and geographical region

BATEAIEAT BL.2 H MR ~ FEleaH I St E 7y
=Y TS

e K5 LHE#

B1 Employment
el

General Disclosure Employees — Staff and workplace
— BRI R B2 — BETRMTIESMm

32



B2 Health and safety
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General Disclosure Employees — Health and Safety
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KPI B2.1 Number and rate of work-related
fatalities occurred in each of the past three years
including the reporting year
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KPI B2.2 Lost days due to work injury
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Employees — Health and Safety
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KPI B2.3 Description of occupational health and
safety measures adopted, how they are
implemented and monitored
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Employees — Health and Safety
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B3 Development and training
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KPI B3.1 The percentage of employees trained by
gender and employee category
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KPI B3.2 Average training hours completed per
employee by gender and employee category
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B4 Labour standards
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KPI B4.1 Description of measures to review
employment practices to avoid child and forced
labour
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KPI B4.2 Description of steps taken to eliminate
such practices when discovered
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Operating Practices

=EER
B5 Supply chain management
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General Disclosure Operating Practices — Supply Chain
— B 22 Management, Supplier Code of Conduct,

KPI B5.1 Number of suppliers by geographical
region
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KPI B5.2 Description of practices relating to
engaging suppliers, number of suppliers where
the practices are being implemented, and how
they are implemented and monitored
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KPI B5.3 Description of practices used to identify
environmental and social risks along the supply
chain, and how they are implemented and
monitored
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KPI B5.4 Description of practices used to promote
environmentally preferable products and services
when selecting suppliers, and how they are
implemented and monitored
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Concessionaire Counters
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B6 Product responsibility
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KPI B6.1 Percentage of total products sold or

shipped subject to recalls for safety and health

reasons
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KPI B6.2 Number of products and service related
complaints received and how they are dealt with
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Operating Practices — Customer
Engagement
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KPI B6.3 Description of practices relating to
observing and protecting intellectual property
rights
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KPI B6.4 Description of quality assurance process

and recall procedures
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KPI B6.5 Description of consumer data protection
and privacy policies, how they are implemented
and monitored
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Operating Practices — Consumer Privacy
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B7 Anti-corruption
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KPI B7.1 Number of concluded legal cases
regarding corrupt practices brought against the
issuer or its employees during the reporting
period and the outcomes of the cases
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KPI B7.2 Description of preventive measures and
whistleblowing procedures, how they are
implemented and monitored
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KPI B7.3 Description of anti-corruption training
provided to directors and staff
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