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Corporate Relations in brief

Our purpose Our facts

Corporate Relations assist * Founded in 2015 by CEO and advisor Lars Sandstrom,
companies build trust, based in Copenhagen.

reputation and brand. This is « Corporate Relations have had approx. 50 clients from
done through insightful and 2015-2025.

strategic communication that *  Founder has 30 years of experience as a

develop and maintain communications and management advisor.
sustainable and value-based -

stakeholder relations.

Partnering with agencies, designers, developers and
advisors.

Corporate relations does analysis, counselling,
education, project management, content, design and
development.

Member of K1 and Danish Investor Relations
Association.



Our offering

Strategic counselling and strategy development Courses, workshops apd talks on

Development of brand and communikations concepts sUategy, communication;

Cross media concepts management, relations, web and
social media.

Stakeholder analysis Visual and communicative identity
Materiality assessments Corporate reporting (AR, ESG)
Effect measurements Digital media

Best practice audits Branding, campaigns and events



Letter from the advisor

The largest Danish companies have submitted their first annual report fully complying with the Corporate
Sustainability Reporting Directive. These reports are quite comprehensive, data-driven and technical when it
comes to the form and content of the integrated sustainability statement.

My assessment of around 50 Danish large (primarily listed) companles annual report is clear: They are playing

real, impactful and business-oriented action.

ia ar that tlme and resources hav ' b

nd effective communication are drowning in the
Omnibus package will be a push in another




10 guidelines for
corporate reporting



Guideline #1

Create a concise equity
story - the reason to
invest and do business
with your company

You could say that all a company communicate is part of the common
equity story. You could even say that the equity story - like a brand
image — is co-created by all internal and external stakeholders.
However, many companies are also directing readers’ attention to an
official equity story in the annual report.

This equity story can be directed towards potential investors with a
headline like: Why invest in our company? But some are presenting a
broader equity story communicating why different stakeholders should
choose to have relations with the company. In this way the equity story
is taking form of a corporate story.

There are differencesin the building blocks of the equity story. Some
have a financial focus with technical arguments for an investment, while
other have a more holistic focus including elements like culture, working
conditions, products and services, sustainability measures,
management, ethics, and image. Elements that are typically directed
towards customers, partners, political decision makers and employees.

The tone-of-voice, format and topics covered are very much dependent
on the purpose of the story and the stakeholders you want to approach.

CORPORATE
RELATIONS



#1 Best practice examples

Conterts  Inbref  Businessmndstrategy  Resuhs  Governance  Sustamshilty statemet Fnancalstatemants HeHInternational | AnruslReport 2024 | 14

Ambu -

H+H

Ambus  fonust repon 2023728

EQUITY STORY

Attractive single-
use endoscopy
market

Fastgrowing market
Tha growth potentialfor zingle-
use & immensewith only ~3%

of the global endoscopy markat
having ranzisoned

Unmet customer needs.
Heakhzyztoms worldwide face
swifshortages, capacity overioad
and rizing costs, craatng a neas
for elficient sohutions

Leading product
portfolio

improwd
workow efficency, pasentsalety
S e coca ek

Well-positioned to win
Ax the werid's lesding =

uze endozcopy player.we have
the mest avanced endoscopy
=dlutions portiofio

circular aconomy princip!
i i
dizpoze of ou zohuso

Scalable
business model

High innovation knowhow

Wa partner with hasthcare

profezzionsz to drive

innovative tachnologies and
tionz tomarie

Scalable
production facilities
e ok ity

tow cozt acreaz
e fourtchovian i st
production zetup

ou own 3 e forcein all our key.
markes

Transforming
for growth

Long-term
profitable growth

Ve defver z1rong harehoider
value:

 >10% average growth cue:
the next fve years 2022/23
20271281

- 15-20%growthin
Endozcopy Sokutions

- 2.8% growhin
Ansezthezia &Patient
Menmoring

EBIT margin: -20% i

2027128, with potenss

trade offz in growsh invezt.

mentz.

Equity Story

As a European leader in wall building. we are strategically positioned to capitalise on structural growth
drivers in the housing industry. including the shift towards modern and energy-friendly buildings. H+H's key

investment highlights build on six pillas

Strong housing demand
‘walting to be unlocked

N D

Leading posttion In Aglle operating model to
wall bullding meet future demand

our tnanciarescts

Q0 Nt owmmey  ows rpm—

Spar Nord Nilfisk

Koncernledeisesberstning  VoresBank  Hvorfor investers i Spar Nord.
Lofierfom theChalr and heCED. Ataglaoce  Equiyslory  Performancehgalights  Syesr consolidated feancial ighights  Outlock 2025 Captal accation plioy

Hvorfor investere i Spar Nord

Staerke finansielle resultater
Spar Nord har gennem en rreekke formdet at skabe staerke finansielle resultater - ogsé.
i&r med sveere og udfordrende markeder har banken skabt positive resultater. Gennem
2 rfortab har bankens finansielle performance veeret tifredsstillende, og de se-

neste &r har. forrentningen veeret blandt de bedste af de sterre banker i
Danmark.

Hoj kundetilfredshed
spmuwunummkzmmmogqm,kumﬁmw
mentex, timo 2024 & bankens samied NPS-score i hele 52 P& erverveomrddet
Spar Nord i 2024 blevet kiiret som banken med de mest tlfredse erhvervskunder blandt
Landets seks starste banker - en position Spar Nord har haft 7 ud af de seneste 8 &r (Aa-
Lund). P& privatomrédet er kundetilfredsheden ligeledes foraget fra 2023 til 2024 (EPSI).

Solid kapitalposition o forestaende IRB-implementering

Spar Nord har en steerk kapitalstruktur og -position med en egentlig kernekapitalpro-

cent p& 18,8 og dermed markant. ms&vmomavmmmmmumngx For-

ventet implementering af inteme ratir rede modeller (RB)i Lobet af | halvér 2025
vl fremadrettet danne grundlag for en mere optimal kapitalanvendelse o bidrage tit

ntnyrke Spar Nords kapitalposition ydertigere. Anvendelse af IRB-modeller kreever Fi-
anstilsynets godkendelse, som forventes modtaget og geeldende fra medio 2025.

Lokalbankmodel med steerk distributionskraft

Spar Nord drives med afszet i Lokalbankmodellen, der er kendetegnet ved stor decentral
beslutningskompetence, Lokale frinedsgrader og handlekraft og med priméert fokus pd
privatkunder og lokalomrédets smé og mellemstore erhvervevirksomheder. Mere end 20
rs organisk veekst suppleret med en raekke opkeb har transformeret Spar Nord fra regi-
‘onal til Landsdeekkende bank med steerk distributionskraft fordelt pé mere end 58 lo-
kale banker.

Robust kreditkvalit
wwawmevmmaxa«ogneumhmmpumwam
‘gennem de seneste mange &r. Omdrejningspunktet pd kreditomrddet  Spar Nord er en
steerk central kreditstyring med tzet dialog med lokalbankerne og labende overvigning
af udviklingen i bankens engagementer. Endelig har Spar Nord klare strategiske mal-
mwogwpu kreditomradet inden for engagementsstorrelser, kundesegmen-
ter, brancher mv.

En engageret bank
Med lokalbankmodellen som fundament er det Spar Nords ambition, at nervasrende og
kompetent rédgivning sammen med lokal tilstedevaerelse og involvering danner funda-
mentet for steerke langvarige kunderelationer. Det er saledes bankens engagerede med-
‘arbejdere, der har mulighed for at gere en forskel og tage ansvar, der hvor de bor, og
hvor banken driver forretning. | sével 2023 som 2024 har dette veeret yderligere under-
stottet af “Det lokale lofte”, der giver de ansatte mulighed for at donere midler til for-
mél og foreninger med scerlig betydning for eget Lokalmiljs og fritidstiv.

)

Our equity story

Established over 100 years ago, Nifsk i a top-thvee global provider of
professionsl clesning products and services. Our products are sold i more
then 100 countries, and we serve & broad range of customes in various.
industries snd segments. Nlmm‘mhngmmmnw.n
Increase in iving standards glovally end ciesning requirements,
mdmmmmr«mm

Leading product portfolio
and global presence A

sk provides premium products seross sddressable markets,
inchuding a full rnge of Professional Floorcare, High-Pressure Washers,
81 VACS, slongsice & Consumer offering. Nifisk makes continuous.
investments in prod.ct development to support product vitaity and debver
 strong s1d modern offering o customers. Regionl supply chains.
decrease extema! dependency and alow Nifisk to balance risks posed by
heightensd giobel uncertainty.

NILFISK ANVUAL REFORT 2024

Value creation through
further growth in Service

Future growth in Service is expected to come from buiding and
‘expanding upen close custome relationsnips, a5 well 85 growing

recurting revenues snd measurabie progress.

Delivery of profitable growth
and improved financial health

~ Including 8 new product pipeline - as well s effors 1o ncrease the
‘continued growth in Service. Since 2021, net nterest-bearing debt has slso
been reduced,increasing financial resience for Nafisk.

Technology led innovation
with sustainability at the core

Nifisk is committed 1o developing innovative products by leveraging
vakiable customer nsights and create meaningtul value. This spprosch

optimizing rescurce efficiency. Our focus remains on fostering growth
thecugh sustainabie product innovation, debvering
our customers o sucosed.

Resilient business model to drive

‘s capial structure is constieted 1o ensure the finencial flexbilty
required o execute on s business strategy. Going forward, the main
bjective s & continued reduction of net interest-bearing debt and further
strengthening of the balance sheet Wnen finencial gearing is sustinably
Within the target range between 1.5 8nd 2.0x, dstributions by way of
dividends or through the repurchase of shares are expected at aiound one-
third of profitafter tax.




Guideline #2

Make an appealing
executive letter to
describe performance,
progress and plans

With the integrated annual report increasing in number of pages and
complexity, the executive letter should take a more prominent and
important position in the report. Many readers may only read the letter
and skim the rest of the report. This makes it a case with a need for
special attention.

In many annual reports the letter is co-written by the chairman of the
Board and the CEQ. This is way to demonstrate that top management is
following and agreeing on a common and coordinated strategic course
forthe company. Two letters are not recommendable, as the messages
tend to overlap or signal that the Board and executive management
have two different takes on the company results and progress. One
common letter signals alignment.

The letter should be neutral but personal. The current numbers and
figures should be presented and explained, and the expectations for the
future should be communicated in the light of historic experiences,
market trends and business risks. However, the letter should leave room
foranalytic assessment and evaluation.

The letter should not be emotional. But it should demonstrate a human
touch in recognizing the efforts of employees and partners, in describing
the role of purpose, values and culture, and by communicating how the
company is handling its impact on environment, people and society.

CORPORATE
RELATIONS




of the stuation was recognised 2s the best In the Industry,refected n a 26 Improvement I customer
satistacton over the course of the year
5 e o R 5 4 et ety bt st

8 utiisation helped mtgate cost pressures and ensure operational resl
e Driving energy transition to future-proof customer supply chains
S— During the year, we welcomed seven naw dual-fuel methanot vessels to the lset, whie ats0 progressing

 Our leet renewal programme with an orger of 80K TEL Of New capacity, comprising 50-60 oual-fust
Vessels, sceauled o enter Into service Detween 2026 and 2030, Tnese vessels wil epiace end-of-lre
SPips ana Wl be 2 COMDINatIon of GWned and time-Chartered vessels, ensuring MexDilty while maintaining.
ownership of essentil tonnage.

Ingustry fons pointt0 3 MI-uet uture, 1 we are preparing o manage a fuet prtfota that
SUPPOTtS our network while JGTING WLN te anSIion toward Low-ESSIon energy SolUtons.

Vesset fe-routing around the C2pe of Gaod HOpE INCTe3520 BMISSIOs, WHCh CoMBINed with Inflatonary
PTESSures IMpcting the Gamand for [ower-2MISSKns &ranspor, UnGersCored the Need for egulatory sou-
oS to artve a temely transtion.

Network of the ruture
I earty 2024, we amoUCed the Gemini Cooperation, our Network of the futue, which was offcally
12unched on 1 February 2025, ThoUghout the year, we focusad on preparing for the mplementation of
i new mogular network 0 move ous customers'cargo In 2 more retable and effcent mane
‘The network I enabled by our own hub terminais, supported by Investments to ensure fast and efficient
e, Ooce e e whl i S 0 ity A0 20 et ogs
Dy arunG 15X In terms of salied Miles, Ltimately E3ing t IMproveg 2sset tumaver.

£Urh 2cT0SS our PrOGUCE POTHTDUD 3N FegHons, With NCreasEd VolLMes 3N new QIstomer wins ThE resutted

130 mproved EBIT margi, reaching 36X f the utyear 2024
“The higner romtabity wes drven partcularly b SHTonger PrTormance n o ostItegrated end-to-
ena sevice, Lea Logistis s wela favousabierate developmen's Al and operatonat eficency gains
across al prosucts
‘We ente 7 niew year with 2 oGSt DuSIness tha s stronger an mire fesent at s Core and rermain
COMMitted o work towads achieing our EBT margntaget of 3bove 6%

A.P. Mgller-Maersk

Commitment to lead
in a changing world

Entering 2024, we anticipated a challenging year ahead With canstant
care, we proactively took steps in 2025 to align our organisation

and cost structure with the expected subdued market demand and
a contrasting increase in industry capacity. These measures proved
vital as the year braught its share of unforeseen obstacles, testing
ur resilience and ability to navigate uncertainties in ever-shifting
glotal circumstances.

The Red Sea became a ocal paint of disruption 1 2024, with attacks by
e g sk it s i
e e g i e
e i s 1
supply crans
ncreased frfght rates rtven b the SEuaton n e Red S, combined win
emand,stror

“To provide the best possibie senvice during times of high volatiky and low.
Visioilty, we (everaged our hub terminals and Invested n acditional capacty
and equipment to mitigate dlsruptions.SCI the stuation presented SignIl-

(Ocen customers We were pleased that our handing

During 2024, we conciuded th Integration of LF LogISic, with 10,000 colleagues and 155 warehouses
futly Incorparated Into the Maersk network: Not only Gid we retain al ey clnts, e 310 attracted new
Logistics capabiltes througn the adoption

APM Termial an impressive 16% year-on-year Increase, ariven by
nm:mmmmnﬂmwmwmmmwsml InNorth America
2nd the restored operations at our Mumbal terminalhelped offset challenges I the Red:

Tris strong performance combined with isciplied cast management boosted the EBIT margin to 23.8%
nd orove aeturn on Invested capital o T3.5%.

e strength of our terminal business was fur her SUpported by the renewal ofkey Concessions In Santos,
raz1, a1 Agaba, Jordan. Meanhil, we CONtinUed to ITVest i GroWEn, InCLLIng Swo greenfield projecs In
razi and Croati, eXpanGIng the partfou of world-cass gateway terminals.

“The gt strategyfor an ra of rapid change
As we enter 2025, we face 2 year of continuec geopoltical change and potential Instabiity, but also one.

cotieagues:
10 steaaast commitment £ SUpPOFtng our UStOMrs and S3VANCIng the CeVEIopMeNt o our Company
through ever-changing craumstances.
ur grattude also goes to the Executive Leadership Team and the 0ard of Difectors, with a specal
welcome to Aln Thygesen, who Joined the Board In 2024 Fnally, we extend our deepest gratitude
to 0ur customers.

[/

incant clarc
CE0of AP Mol - Mark RS

A message from the Chair and Group CEO

662024 was a year of satisfactory results
with all financial targets met. We
launched a new strategy, increased
customer satisfaction, paid a higher
dividend to our shareholders and started a
DKK 2bn share buyback in December. ”

Iss

Unlocking ISS’s full potential

2024w 0 e yeor e 500 s ot o R ki cymin i o ek by
s e ur ol taets, s commkind & g
mmmm Lainched in December, alongside changes in cur Executive
mwmm-mmnmmummwmnmu-
g social sustainabily, resffrming our

A gl cratenges s 1 Aeancl Refreshed strategic priorities leveraging
r str

S s

et p—

Building a robust
foundation for the future

i
X e i e o ot o,
K.

155 AT A GLANCE

social sustainability efforts

155 AT A GLANCE

eI 30 safry 53 10p priorty e . e we wil Cotinm




Guideline #3

Illustrate the business
model to clarify the
foundation for value
creation

- now and in the future

The communication about business model has taken a more and
more prominent role in corporate reporting in recent years. This is
not only related to the need for compliance, but to the readers it also
serve as a shortcut to understanding how the company creates value
and how it is positioning itself in the value chain.

The business model is typically describing the resources/input that
companies are relying on, the operations (the core business) that
defines the unique offering, and the value creation/output or impact
thatis the result of the business operations. Often some kind of value
or supply chain is included in the model as well as the purpose.

Itis a clear trend that the business model visualization as well as
description has been improved for many companies in recent years.
But the content of the business model has also changed for
companies who see a need to include a stronger focus on impacts,
risks and opportunities related to a focus on ESG topics. In this way,
the business model is moving from a shareholder to a stakeholder
perspective and are presenting a balanced and holistic perspective
on the value creation of the business.

CORPORATE
RELATIONS




#3 Best practice examples

BUSINESS MODEL
Pandora is one of the worid's most valuable brands, owning the space of jeweliery
with a meaning. Our unique business model builds on the Pandora brand and our

in-house excelience. This transiates into a fully integrated ecosystem, with both
B U S I N E S s crafting and distribution at an unparalleled scale. With a strong commitment
to sustainability, we deliver industry-leading growth and profitability while

minimising our environmental footprint and supporting the communities we
touch. Acknowledging both positive and negative impacts, as well as risks and

opportunities, we have conducted a double materiaiity assessment, detailed on
age 50, (ESRS 2 SBM-1)

o 17baen
£k I comorsta

o g
"STRIgumON AT S*

INNOVATIVE HIGH-GUALITY . GLOBALBRAND PACKAGING AND
DESIGN SOURCING JEWELLERY CRAFTING AND MARKETING DISTRIBUTION
Artstry and craftsmanship Top brand equity in our
unmatcted In the Industry Key markets, guiced by
data and anaiytics

Msnagementreview  Sustanabatystatement  Finsncalstatements
Mtodiction  WgNgMs  Busness  MmingBusiness  CementBusiess  NowCOmACIVIES  AnancalPerfomancs  Govemencs

How we create value

We depend on Delivering solutions for tomorrow’s mine Value created for

CORE'26 Our customers
Basedona dsep knowiedgeot customer

Performance
Thasuccesstul exscutionof the
entined:

‘Sustanabity,Tecoiogy and Sarvice
focus arecs uttimatey contribute to
ouroversil pertomance and growth.

Service
Sarviceis at the heart of our

Ky toour utuesuccess.

Pandora

FLSmidth

Our business model
- how we create value

We aim to offer solutions that create value for our
customers by helping to optimise processes and work-
flows 50 as to contribute to lower production costs,
better products and better and broader patient treat-
ment. We cover the entire value chain from development
and production to sales and servicing.

Resources

- Our gy skt ety
vt thee ko o vt

novonesis [ ———

ChemoMetec

Ak et 302324 | et

We. 1 i busoess o sustarable basis 4o estabish a 300 founs
o for future vase crestcn or Ghe barefit of ChamaMetec. our
e — 3 s el s ey ot g,

At Charmoldetac, we betive that the cambinaton ofinnoative Breducts and first Gats.
customer support = the key to Ngh customer zatisfacsion. T inturm, creates 2 valkis
[ e continua consal

out markec pozcion and eternatons prezence.

Value creation

Our business model

o team of +10,000
by our purposs to
We rely on

Supphiers snd partners
W rely on our strong colsboration with

oppoctunities, while addressing th

and social impact of our supply chain

Raw materisls
To produce our biosokutions, we depend

to investing capitsl and
here they mattar the most. O cimivaivn

Thi page coreaine CSRD disciomss requioment 58841

[

Scale-up

Novonesis

We en: ners to enhance profitabilty,
minimize their svironmentalimpect, and
o

ot consumer neads

Employess

We foster an inclusive culture whers

amployees feel vabued and ars giv
opportunities to reekze their
where we succeed together

growing population.

Planet
Our biosolutions snable & healthier planst by
transforming production and consumpt
They raduce the uss of fossé-be
chemicals, energy and water

Sharsholders
We creats long
thvough consistent financial performence,

tormvalus for our sharehy

ensuring stiractive retume.



Guideline #4

Explain the company’s
position and role in
relation to current
trends in industry,
market and society

It’s relevant for companies to describe how they are responding to
trends in society, market, and industry to be able to meet customers’
and consumers’ demands - and to be able to develop a unique
position and brand image.

There are many ways to describe trends. Some describe business
opportunitiesin the light of general megatrends, some describe
external and internal trends affecting their business in both positive
and negative ways, and some describe specific industry and market
trends, their impact on business strategy and operations and how the
company responds to these trends and impacts.

Reflecting on trends is a way to demonstrate that the business
model. strategy and position of the company are aligned with the
current development in technology, markets and regulations, and
that the company’s products and services is relevant now as well as
in years to come. Companies analyzing and understanding the
implications of trends, are also the ones that are able to respond and
to be innovative in order to maintain or further develop a unique
market position.

CORPORATE
RELATIONS




#4 Best practice examples

s (5} Gooep v e

Megatrends P

¥ Markets and megatrends
st oo i ==

e ot comm scrmun e
sopcartbormraces n s
o g

1 these s, we can pasition oursetves. e e st consumption. [RpE———
success.

[power cable solutions, to asstribution cable Lz 3 AR A g
“At Danish Crown, we are listening [ -
to our customers and consumers, b
and participate in the public debate”

o 7 eton o n 2233
1 e by

e - Yoy ~ :
Digitalisation and Industry 4.0 e ctoe v 0 omm ~ ey More P 2% of Evrcea's
T Political consumer behaviour

B
o

O e Sorvenn Low oot Saveen

Dar"sh Crown ' : v = “"’, o High High Medium Med|um High Medium

Danfoss

R T e ——

Our industry and

market trends

Global megatrends continue to create
o oy o e S o e significant opportunities for Danfoss
e i e

et s e s eree
e S a1 e ey o 505y
505 v ik e e O g

b s, e e guc v sl A

o and wate sugply

Cimate changeis an immediateisk,not
3 futurerisk Tostay ona 15°C pathway,

1, o ot

Nearly one-fth of al food is wasted?
‘and globl food demand s expected
toincrease by up to S6% by 2050
‘Optimizing food production,agriculture,
and storage s essential. By making
agriculture more eficent and reducing
‘energy wastein the food and beverage:
industres we can produce more with
fewer resources.

Transitoning from ossl fuel
technologies toa fully electrified
s codi i gl
finalenergy con
i
onlyforcas and trucks bt also for
heavy industrial machinery, maring,

and on-and oft-highway equipment
thatcan go hybrid or fully eectric Our
technologiesfor hydrogen production
can help electrify harc-to-sbate sectors.

o
e o e 2 5n2 f rge fr a 10 T Nt 384551
i e Eacete S e e O
N R o 1 5 o g o 0y i,y S T 28




Guideline #5

Illustrate and explain
the position and
significance of material
topics as part of the
value chain

Anillustration of the value chain can serve several purposes. It should
illustrate the services, products or solutions that the company is
providing as a part of a larger B2B value chain - orin a direct relation
with customers or consumers. The value chain should include the
resources provided upstream, the company’s operations and the
positive and negative impacts related to its downstream activities.

The value chain could be a linear process, but it could also illustrated
as a circular process including regenerative processes with a focus on
recycling.

Some value chains are very specific in their design and explanation on
the specific processes carried out in different parts of the value chain.
Thisisinsightful. However, itis also recommended to illustrate if these
processes — and the included stakeholder relations - are connected to
specific material topics (defined by a double materiality assessment
(DMA)).

Illustrating and mapping your value chain is an integrated part of the
DMA process that not only forces you to discuss how relations and
processes should be presented externally. It also serves as an internal
tool for discussing how the company operates, if impacts and risks
could be reduced, and if changes could be made to reap more
benefits from the company’s role and position in the value chain.

CORPORATE
RELATIONS




Best practice examples

Solar
Value chain

‘SBM3 Material impacts,risks, and opportunities and
heir nteraction with strategy and business model

s review. An
‘overview of our cost structure can be found in the
financial statement.

Orsted

WESRS2 5801 anasi3

chain overview
Our material sustainabity-reloted impacts, risks,
‘and opportunities IROs*) across our full value chain

 Impacts hown mthis cvervew have ametariciy lavel.
of "Guciar o the ik and coporturities shown hove &
©Own operations meraneity va of <ot o subcent

Demant

Material topics and our value chain

Return, sarvice and repair

‘Diagnostic equipment and hearing oids reach own
essionals, external customers (public and private clinics,
distributors and resellers) and users through:

Component  Transport  Research & Marketing  Retail Product use
manutacturing Counsefing,  Use of
Conversionof  of companer i fitingand  diagnastic

oteriols ucts. brand and wipment

of products by our own

professionals.

Climate change mitigation

e ——

Material topics

Vestas

Upstream

Own operations

Downstream

Vet ArrusiRepon 2024



Guideline #6

Communicate progress
in meeting ESG-targets
in an easy-to-overview
way

Target-setting and ~communication is an essential discipline within
corporate reporting. Itis a part of being compliant with the
CSRD/ESRS, and it is a way for companies to demonstrate that they
are ambitious and serious in their efforts to meet important ESG
goals.

Most large companies have defined and are reporting clear targets
for the ESG strategy and are reporting on results and improvements
on a year-to-year basis. Often these results are not only internal but
are also concerning material parts of the supply chain. And when it
comes to greenhouse (GHG) emissions, targets are increasingly
science-based to ensure transparency and comparability, and to
ensure companies are heading in the direction towards living up to
the 2015 Paris Agreement.

However, it is not always clear how far companies have come on their

way to meet these targets, when these targets were defined
(baseline), and whether companies have reset targets in the process
(often known as target-washing). llustrations/info-graphics including
targets and progress will enhance the readers’ understanding and
evaluation of companies’ ESG measures.

CORPORATE
RELATIONS



#6 Best practice examples
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Guideline #7

Disclose the salience
and engagement of
stakeholders

Stakeholder analysis, engagement and mapping is a strengthened
disciplinein many companies. This is not the least due to the CSRD,
which includes a number of provisions that are designed to improve
stakeholder engagement.

Forexample, companies are required to disclose information about
how they have consulted stakeholders in regard to the double
materiality assessment and in relation to the due diligence processes
that must be described in the sustainability statement. This will help
to ensure that companies are taking into account the needs and
concerns of their stakeholders when they make decisions about
sustainability measures.

There are several ways to illustrate and describe the salience and
engagement of stakeholders. However, it is essential that this
overview brings an adequate image of the salience of the
stakeholders and the nature of the relations and dialogue between
the company representatives and defines stakeholders. Also, the
outcomes of engagement and dialogue should be part of the
overview on stakeholder relations.

CORPORATE
RELATIONS



#7 Best practice examples
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Guideline #8

Explain the due
diligence processes
related to ESG

- and the outcome

If you are to comply with CSRD, it is mandatory to describe the due
diligence processes related to ESG - and with the Corporate
Sustainability Due Diligence Directive (CSDDD) you must expect a
more intensified focus on due diligence processes and topics from
regulators, authorities, investors and customers.

Companies are increasingly aware of their position and responsibility
in the supply chain. To manage your supply chain is not just about
delivery safety, quality and costs, it is also about ensuring that your
suppliers comply with national and international rules and standards
forhuman rights, privacy, use of data, trade, anti-corruption, diversity
and inclusion, labor rights and payment, etc.

More and more companies are therefore taking a systematic
approach to describing how they manage suppliers, conduct due
diligence processes, and make sure they do business with companies
that live up to high standards, both operationally and in regard to
ethics and responsibility.

However, companies needs go further by not only focusing on
upstream and their own operations, but also on their downstream
operations. Due diligence must cover the full value chain, and
corporate reporting should also focus on how companies’ products
and services are marketed, sold, used, thrown away or recycled.

CORPORATE
RELATIONS




#8 Best practice examples
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Guideline #9

Communicate the value
of developing the
working culture,
employee engagement
and DEI-programs

Describing initiatives and results in relation to working culture and
employee engagement is an essential part of corporate reporting.
Especially, the terms diversity, equity, and inclusion (DEI) have been hot
topicsin corporate reporting in recent years.

The description of results and measures on these terms includes a lot of
variety from one company to the next. It is regulatory to describe gender
diversity, but diversity includes much more and should also be reported
in regard to e.g. nationality, educational background, job functions and
possibilities for personal growth and development. Also, when it comes
to inclusion companies could describe how they help people with
disabilities or how they work with NGOs or local communities create
meaningful jobs.

The role of culture, engagement and DEI should also be reported in
relation to the strategies and actions focusing on recruitment, retention
and other employer branding activities.

These topics should not be subject to pure storytelling. Companies
should use relevant measurements to document their results - this could
include surveys on engagement, loyalty, and leadership, measurements
of participation in training and education, and calculations on employee
growth, new hires, and retention rate. Just to mention a few ways to
develop data-driven reporting on people and culture.

CORPORATE
RELATIONS



#9 Best practice examples
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years, since it was established in 1995 T
valued and supported every day, and the
opportunity to continue working beyond
retirement age has been life-changing for
me. The flexibility and respect I receive
from my colleagues and management

have allowed me not only to maintain my
career but also to continue contributing in
meaningful ways. Im proud to be part of a
company that truly embraces age indlusivity
and helps employees like me thrive, no
matter their age.”
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DIVERSITY, EQUITY AND INCLUSION

BUILDING A DIVERSE, EQUITABLE
AND INCLUSIVE WORKPLACE

In 2024, we continued to advance
our efforts to create a workplace
that embraces diversity, prioritises
equity and fosters inclusion. Through
targeted initiatives, we progressed
towards gender parity in our
Leadership Team, ensuring equal pay
and building a more inclusive future
for all employees at Pandora.

Diversity, equity and inclusion have long been
integral to our culture and operations, and we
remain dedicated to embedding them across all
parts of our organisation. We continue to build on
our existing efforts to create an inclusive workplace
that refiects the diversity of the more than 41,300
employees in our global workforce. Employees are
well-distributed across male, female, other or not
reported, the highest number of employees
located in Thailand and the United States.

The age profile is distributed with 48% below

30, 48% between 30 and 50, and 4% above 50
years, highlighting a muttigenerational workforce
committed to inclusivity and diversity.
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TARGETS AND PROGRESS

FULL GENDER PARITY
Achieve full gender parity In the Leadership
Team no later than 2030.

2024:35%

G 4

2030: 50%

INCLUSION SCORE OF 8.5
Malntain 85 score on Inciusion In empioyee
listening survey.

2024:88

Maintain 8.5
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Guideline #10

Connect UN’s Sustainable
Development Goals to the
targets and initiatives
within ESG

With a more comprehensive framework of laws, directives and
standards to guide corporate reporting, this discipline is to an
increasing extent becoming somewhat complex and technical. E.g.
understanding the implications of the sustainability statementis not
an easy task to non-advanced readers.

Many companies have adopted UN’s Sustainability Development
Goals (SDGs) as a way to understand and direct actions to support
specific goals and the Paris Agreement (2015). The SDGs are
important guidelines to nations, companies and people around the
world and serve as a common language for sustainability. In this way,
the SDGs are also relevant as a complementary framework to
communicate the value of a company’s sustainabililyt strategy and
its specific priorities in light of the SDGs.

The position and role of the SDGs in the annual report can take many
forms. However, itis important that the use of the SDGs and the
illustrative icons is not just graphic decoration of the report, but that
the connection of SDGs to the strategy and operations is explained
and documented. If you include SDGs in reporting, they must be
expected to be a focus for discussion and prioritizations in top
management.

CORPORATE
RELATIONS




#10 Best practice examples
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International examples

EU best practice

What is best practice in the EU?

The corporate reporting from larger Danish companies got a high standard internationally. This does not mean that you cannot find
many inspirational learnings in reports from especially other Nordic and European companies. Best practice comes from companies
that take a balanced and integrated view on business and sustainability.

So far standards and hereby structure and content of reports outside Denmark have so far been a bit different from the typical way of
reporting in Denmark. Comparisons are therefore hard to make. But with new common standards to be followed, at least among large
European companies, this have become easier.

On the following pages are some great examples of best practice.



Beverage
Heineken [ AB Inbev

Industry
UPM / Stora Enso

Consumer brands
Essity [ Nestle

The annual reports of 2024 from large European companies were gathered until March 9, 2025.
Many companies had not yet published their reports at this time, and the best practice examples in the
following pages will therefore be revised and supplemented in the coming months.
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the future

Sustainability targets and progress

Enhancing

biodiversity

A diverse and inclusive
working culture

Annual Report 2023

Stora Enso




CONSUMER BRANDS

Nestle

pety B & Essity

Annual Re
p)

gy | g e covsson

Value creation forour stakeho

Creating Shared Vel arid,
Sustainablfity Report 2023

- Essity’s strategic fi@mework

Rupcee - SBreaking barriers et
to well-being ey

Vision and mission Strategy

o
»Vision en

e e @ e
e | Cormimes s Sty | vt et 034 "

Howtwin

Wiokoma to the Nestld Crasting Shared Valos and
Susainabisey Ragort 2021

Stakeholder
engagement

T Investing in
resilience for
sustainable

growth

pr——

Consumer Goods

Personal and home hygiene for allstages of ife

Fominis Cwa
Tonm,

o commmcn acounof K m 207 38y 4o egee
et 1t gl et A

(bl adeng brand TENA, Esuyoers Baby Care
trces ol et sehts By Car Eny s b hapers ars oty
shenpon
i TENAfo Men. incoinence prodics oton. andbaty ol
[y
Tou
M K. For ki
p———
Dot Consumen marta e v eion, b e L
roucts e nd s et
Lo Amacca, o Amarca.Esaey it Consumer Tuawe
o romst plarr [ —
Ptk o, b s

FemininaCare et ws  pages echine. Ety athe D
e Cee sty obar s bwond gt et ploye goboly :
o

lecksecol spurel and mensu o Tomgo Zowa, Cuthal  Weumosawem | Vesthd atest Gawty | oo 290 »

The foundations
of ethical business

e e o Health & Medical

brands tuch 4 e, Sodcrm o

Restoring nature,
protecting biodiversity

ji

Hollistic health and medical solutions along the continuum of care

]z

i i

ey

torvcon o wound core.

-

Nkl Scmorn i theprokic coagonms e assmpie o spbein bracas gzt et
when B company 4 sctve g




Tools for reporting

Corporate reporting can indeed be a complex process with much compliance, many themes to cover and a lot of internal and external
stakeholders bringing inputs and opinions to consider.

Some traditional tools are still relevant in the process; project management, project plan, design concept, prototype/page plan,
communications concept, structure and PR plan. But with new regulation and standards for reporting it is also relevant to

* Conduct a gap analysis to compare current reporting with the company’s ambition for reporting in the future, and to

* Do astakeholder analysis and engagement to get an understanding of stakeholders’ assessment of material topics present in their
relation to the company.

These projects are relevant prior to the process of creating the report, and are described on the following pages.

However, it is also relevant to use a bit more time than usual to plan the publication, launch and communication of the content of the
report. This calls for a focus on cross media channels and a knowledge on how to use available channels for different needs and target
groups.

In recent years, online reports, video and social media have become popular channels for reporting and for communicating the content
of the report. But many companies are also using internal communication to bring the interesting stories of a report knownin all
corners of the organization. Also, this needs to be planned in good time ahead of the development process.



Seven steps to improve corporate reporting

5 EDUCATE ORGANISATION 6 COLLECT DATA

Share strategy, policies and targets and
educate management and employees in
ways to engage in behavior that fulfills
policies and strategy.

Measure and collect data on
defined targets and data points.

4 GAP ANALYSIS

Conduct an analysis to define the gaps
between your current analysis and the

requirements included in regualtion and 3 STAKEHOLDER MAPPING

standards. Determine initiatives to close AND MATERIALIY ASSESSMENT

the gaps. Map stakeholders, describe their
position and engagement,and do a iR Al IS
double materiality assessment. Report results, communicate to

stakeholders, evaluate reporting
and communication process.
Define further improvements.

1 REPORTING STRATEGY AND
ORGANISATIONAL SETUP

Define the strategy for 2 POLICIES AND TARGETS

reporting processes and Define policies on all areas covered by
communication, and regulation and set targets for financial
determine responsibilities and non-financial key figures.

and roles.



Corporate Relations offering

Gap analysis and recommendations

Corporate Relations is offering a gap analysis to compare current reporting with the
company’s ambition for reporting in the future. This can be an ambition to comply with
CSRD/ESRS, report substantially on material topics or create a relevant and transparent
storytelling on the value creation of the company.

The analysis typically holds the following three steps and elements:

Design of analysis

The ambition of corporate reporting must first be defined to set the target for future reporting. Then the
criteria/parameters for the analysis should be defined. E.g. these could be the parts of ESRS or other
reporting standards that are considered material. Also, a number of best practice companies or companies
within the industry may be used for comparison and inspiration.

Conducting the analysis

The analysis is primarily carried out as desk research looking into the current reporting. Each criteria is then
being assessed with an evaluation of substance, relevance and level of transparency. By comparing with a
benchmark and the existing standards, the analysis defines the gap from the current reporting to a full
implementation of the ambitions/standards.

Reporting the analysis

The analysis report will cover both the analysis of each criteria as well as recommendations for
improvements. Also, the analysis report and recommendation could be presented to management and
relevant internal stakeholders.

POTENTIAL QUESTIONS TO BE ANSWERED

What are the ambitions of the report?

Which standards and regulations should be followed?

Which bencharks do we use for comparison?

Where are the largest gaps to be filled in the coming years?

What could be the potential improvements?
What needs to be done internally to support changes?

How do we improve storytelling, graphics and publication?

CORPORATE
RELATIONS



Corporate Relations offering

Stakeholder analysis and engagement

Corporate Relations is designing and conducting stakeholder analysis and engagement for
companies that need an insightful and concise understanding of stakeholders’ assessment
of material topics represented in their relation to the company. The analysis will define the
impact of stakeholders on the company, and the company’s impact on the company.

The analysis typically holds the following three steps and elements:

Design of analysis

The analysis is typically founded in a number of topics that have potential material impact on stakeholders
and the company. From these a questionnaire wil be formed that serves to facilitate a dialogue on why
various topics are material or not. The analysis can include both a quantitative and qualitative analysis
within defined critical stakeholder groups.

Conducting the analysis

The analysis is facilitated with by the consultant and a company representative. It may take form of a survey,
focus groups and/or interviews. Also, it is relevant to analyze existing data on stakeholders’ digital media
and in corporate reports.

Reporting the analysis

An analysis report will be made with all the results from the analysis. This includes visual graphics of the
results, e.g. shown in matrix. Also, a suggestion for reporting content for the annual report may be included.
Additionally, the analysis report and results could be presented to management and relevant internal
stakeholders.

POTENTIAL STAKEHOLDERS

Employees and job seekers

Investors and analysts

Customers and consumers

NGOs and government

Partners / distributors / resellers

Suppliers

CORPORATE
RELATIONS
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Sustainability statement [ CSRD
Double Materiality Assessment |
Stakeholder engagement/
Omnibus regulation in brief



Purpose of CSRD

Transparency

To enhance the clarity and consistency
of sustainability information provided
by companies, making it easier for
investors, stakeholders, and the public
to understand and assess a company’s
sustainability performance.

Drive green transition

To drive positive change and the
transition to a sustainable, low-carbon,
green economy. And avoid green-
washing.

Accountability

To hold companies accountable for
their sustainability actions and
impacts, encouraging them to adopt
more responsible and sustainable
business practices.

Attract investments

To provide stakeholders, especially
investors, with the necessary
information to make informed
decisions based on a company’s

sustainability performance and risks.

Comparability

To establish a unified

standard for sustainability reporting
across companies, ensuring that the
disclosed information is comparable
and consistent.

Gain trust

To gain trust among stakeholders by
demonstrating an ambitious
sustainable transition plan and a strong
business model and strategy to fulfill
ESG targets.

CORPORATE
RELATIONS
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CSRD reporting - advantages and disadvangtes

Advantages

Transparency, comparability and consistency

A CSRD report makes it easier for investors, regulators, auditors and partners to
overview, understand and evaluate results and value creation across
companies using the same framework and standards.

A more holistic and balanced view

A CSRD report gives a more integrated, holistic and balanced view of the
company’s value creation in relation to both economy, people and society, and
governance and integrity.

Driving action

Making a CSRD report is a compliance project, but it also forces the
organisation and its management to develop targets, policies and strategies
that are driving real action in the company and in its value chain.

Improved risk management

By identifying and reporting on sustainability risks, companies can better
manage and mitigate these risks. This proactive approach not only safeguards
the company’s reputation but also ensures long-term business resilience.

Investor confidence

Detailed and transparent CSRD reports provide investors with the necessary
information to assess a company's sustainability performance. This builds
investor confidence and can lead to increased investment opportunities and
potentially better financing terms.

Disadvantages

Increased administrative burden

CSRD reporting requires extensive data collection and documentation. This
can be time-consuming and resource-intensive, especially for small and
medium-sized enterprises that lack the necessary infrastructure and expertise.

High implementation costs

Complying with CSRD standards often involves significant financial
investment. Companies may need to hire external consultants, invest in new
software, or train staff, leading to increased operational costs.

Complexity and Ambiguity

The CSRD guidelines can be complex and subject to interpretation. This
ambiguity may lead to inconsistencies in reporting, making it challenging for
stakeholders to compare sustainability performance across companies.

Compliance instead of real action

Investments in CSRD reporting and other compliance measures might take
resources and focus away from real action and the sustainability
transformation of business and value chain.

Risk of greenwashing

There is a risk that companies might engage in greenwashing—misleading
stakeholders about their environmental practices—if they prioritize
appearance over genuine sustainability efforts. This could erode stakeholder
trust.



Core elements in the sustainability statement

BUSINESS MODEL AND SCOPE
Include aspects such as stakeholder
engagement, strategy fit with climate
targets (Paris Agreement), and a
description of sustainability law and
standards applied.

STRATEGY AND GOVERNANCE
Describe the sustainability strategy and
the role of the administrative,
management and supervisory bodies
with regards to sustainability matters.

DOUBLE MATERIALITY ASSESSMENT
Describe the material impact (inside-
out) and the risks and opportunities
with a financial materiality (outside-in)
- and the way they are managed.

POLICIES

Describe the organisation’s policies in
relation to sustainability matters and
how they are implemented.

METRICS AND TARGETS

Set up sustainability related targets
and monitor progress made towards
achieving them. Describe actions and
results.

DUE DILIGENCE

Include the due diligence process
implemented with regard to
sustainability matters to identify and
address both actual and potential
negative impacts of operations,
products or services.

CORPORATE
RELATIONS
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Understanding double materiality

Impact

materiality

INSIDE-OUT

Within which topics do you impact people
or environment in the short, medium or
long term?

OUTSIDE-IN

Within which topics are the outside world
impacting your organisation financially in
the short, medium or long term?

Double Materiality

The concept of double materiality was
introduced in the Non-Financial Reporting
Directive (NFRD), which European public
interest companies have been adhering to
for the past five years.

Double materiality involves reporting

from both an inside-out perspective,
focusing on how the organization impacts
the environment and society, and an
outside-in perspective, explaining how
sustainability issues affect the organization.

The double materiality concept is also
expanded in the CSRD , encompassing both
impact materiality and financial materiality.



Purpose of DMA

The basic objective of the Double Materiality Assessment is defining the topics that are material to the
company in regard to determining what are the impacts on environment and people or financial risks or
opportunities for the company - or both. In this way, the compliance topics for reporting will be defined,
However, this assessment is also a strategic tool for the company. A tool that brings insight and initiates
a discussion on how to leverage the green transition for new business opportunities.

Foundation for impact improvement

The DMA not only maps the most relevant and likely
topics to bring impact on environment and people. It
also assesses the severity, time horizon and potential
remediability of these impacts.

In this way, it is a management tool to support
management decisions on sustainability strategy,
metrics and targets.

A thorough impact assessment is a strong foundation
for prioritizing measures and projects to remedy
negative impacts and retain or improve positive
impacts.

Spot the business opportunities

The DMA assesses the risk and opportunies related to
sustainability and the topics defined in the European
Standards for Reporting on Sustainability (ESRS). This
includes likelihood, size of financial effect and time
horizon.

In this the way, the financial impact assessment also
supports the analysis of business opportunities. It
reveals potential areas of innovation and business
development, and it illustrates the risk related to the
existing business.

The DMA serves as a tool to strategize and prioritize
measures and projects that not only mitigate negative
impacts but also increases business opportunities.

Engagement and transparency

The DMA makes the business and impacts of compa-
nies more transparent and comparable to other
companies. This makes it easier for investors, analysts
and regulators to value and assess companies and
their management.

Also, the DMA opens a more insightful dialogue among
stakeholders like suppliers, distributors, vendors and
customers on their impact as part of the value chain.

The ideal is here that the company and its stake-
holders all draw in the same direction when it comes
to the green transition and that they together pursue
opportunities to mitigate impact and risks as well as
create business and innovation.

CORPORATE
RELATIONS




The materiality of stakeholder engagement

An essential part of the materiality assessment is identifying, analysing and engaging with stakeholders.
This includes both internal and external stakeholders being affected by the company’s activities, and
stakeholders that are critical to the long-term success and reputation. The stakeholder engagement
related to the materiality assessment and the ESG reporting are a tool to secure compliance, to gain

insights on stakeholder pains and needs, and to build trust and a resilient license-to-operate.

Stakeholder identification

Stakeholders are individuals or groups who can affect
or can be affected by the company’s activities.

They can be classified into two groups:

1) Affected stakeholders who have their interests
influenced, positively or negatively, by the company’s
activities and its direct and indirect business relation-
ships throughout its value chain.

2) Users of financial statements are considered
stakeholders. This includes anyone who relies on
information from the company’s annual report,
including the sustainability statement.

Additionally, other stakeholders may be critical to the
business and success of the company. These include
employees, suppliers, customers, consumers, local
communities, NGOs and authorities.

Stakeholder analysis

The analysis of stakeholders can take many forms
dependent on purpose and resources.

Typically, it holds a mapping of stakeholders defining
their importance, position, role and power in relation to
the company and its business.

It could include a survey, interviews or focus groups to
gain insigths into views and opinions on specific topics
and scenarios.

Also, it could include an analysis of the industry and
peer group companies to define standards and best
practice and it could include desk research and
monitoring of media coverage, social media posts,
analysts’ evaluations, etc. to include a more dynamic
view on stakeholder relations and reputation.

Stakeholder engagement

The stakeholder analysis it in itself a way to engage
with stakeholders. But the engagement should also be
part of the full process of planning and implementing
the annual report and sustainability statement. Also, it
is of course an essential part of creating and carrying
out the sustainability strategy.

The stakeholder engagement should be planned and
systematic. E.g. when its part of a due diligence
process, it is important that processes and results of
dialogue and other forms of engagement are
described and documented.

Also, the stakeholder engagement can be a tool to
strategize and build your image. By ensuring that
“multiple voices” are involved in strategic processes

implementation of new strategic measures.

there is a better chance for successin the
CORPORATE
RELATIONS
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The EU Omnibus Regulation is a compre ive legislative pro
streamlining and consolidating various aspects of the European
framework. This regulation is part of the broader EU Green Deal initi
promote sustainability and reduce the regulatory burden on business are the
main elements of the Omnibus Regulation: - ’/

—
1.Streamlining Regulations: The Omnibus Regulation aims to simplify and conso%nﬁultiple
existing regulations, including the Corporate Sustainability Reporting Directive (CS he
Corporate Sustainability Due Diligence Directive (CSDDD), and the Carbon Border Adjustment
Mechanism (CBAM). This consolidation is intended to reduce the complexity and administrative
burden on businesses working towards sustainability goals.

2.Enhanced Consumer Protection: The regulation includes provisions to modernize and improve
the enforcement of consumer protection laws. This involves updating existing directives to ensure a
high level of consumer protection across the EU, addressing gaps in national laws, and enhancing
awareness among consumers and traders.

3.Sustainability Goals: The Omnibus Regulation aligns with the EU's sustainability objectives by
promoting environmentally friendly practices and reducing the regulatory burden on businesses. It
encourages companies to adopt sustainable practices and comply with EU standards to access the
vast EU market.

4.Negotiation and Approval Process: The proposal must be negotiated and approved by the
European Parliament and the European Council before it can take effect. This negotiation phase can
take some time, and businesses will need to stay informed about the final outcomes.

5.Impact on Businesses: The regulation aims to make it easier for businesses to comply with EU
regulations by reducing the complexity of the regulatory framework. This is expected to enhance
the competitiveness of EU businesses and promote sustainable growth.
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T Elements in the EU Omnibus package
presented 26.02.25

The EU Omnibus regulation package, presented on February 26, 2025, aims to simplify
and streamline reporting requirements while maintaining transparency and compliance
with the European Green Deal. Here are the key elements:

Corporate Sustainability Reporting Directive (CSRD)

Reduced Scope: The threshold for the scope of the CSRD would change to large undertakings with
more than 1,000 employees, reducing the number of in-scope undertakings by about 80%.
Postponement of Reporting Requirements: Companies required to report as of 2026 or 2027 will
now have until 2028 to report.

Non-EU Companies: Non-EU companies must comply with the CSRD if they generate €450 million
revenue in the EU (up from €150 million).

Corporate Sustainability Due Diligence Directive (CSDDD)

Alignment with CSRD: The scope of the CSDDD will be aligned with the CSRD, ensuring consistency
etween the two pieces of legislation.

lue Chain; requirement for information requests along the value chain for stakeholders not
quired t’_faregunder CSRD has been removed.
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The full picture

Corporate reporting as part of the cross media stakeholder dialogue

YEARLY REPORTS

Annual report

ESG report

Governance report

Risk report

Remuneration report

Other reports

ONLINE

Online report

Video

SoMe posts

OTHER MATERIAL

Press releases

Presentations

Annual review

Quarterly reports

MEETINGS & EVENTS

Webcasts

Investor meetings

Capital markets day

NGO dialogue

INTERNAL

Intranet

Town hall

Internal magazine

Q&A

CORPORATE
RELATIONS




Want to know more?

Contact Corporate Relations
lars@corporaterelations.dk
+45 4096 1388
www.corporaterelations.dk
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