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About the
Report

We are pleased to present
our fourth Sustainability
Report, prepared according
to the GRI (Global Reporting
Initiative) Standards.
Through the 2024
CarrefourSA Sustainability
Report, covering the period
from 1.1.2024 to 31.12.2024,
we aim to transparently
disclose the impacts of our
operations on the economy,
our workplace, our value
chain and the environment
alongside our progress.

SUSTAINABILITY MANAGEMENT ECONOMIC RESPONSIBILITY

The annual sustainability reports

are structured to reflect our material
topics. This report includes the metrics
specified in the SASB Food Retailers
and Distributors standard and provides
information on how we contribute the
UN Sustainable Development Goals
(SDGs).

The global standards, the guiding work
of our main shareholder, H.O. Sabanci
Holding, and the exemplary practices
of Carrefour Group, our brand partner,
have been integral to the unigu
sustainability approach we have devel-
oped and named the Right Way to Live.

In addition to disclosing our company’s
environmental, social and economic
performance, we also present a com-
prehensive overview of our key targets
in this report. We hope that our report
will provide valuable information for

all our stakeholders who follow our
sustainability progress.

Carrefour (§p &) Sustainability Report — 2024

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

—

O AN -
\-—

b
\ —

1

ENVIRONMENTAL RESPONSIBILITY

INDEXES



W8 \nTRODUCTION CARREFOURSA
e o
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Right Way to Live

Right Way for our
Customers

We care about the well-being of our
customers, monitor the activities of our
suppliers to ensure product safety and
quality, and deliver the right products
at accessible prices.
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As we work toward our goal of offering the right products at the right price with the right service
sourced from the right suppliers in line with our Next-Generation Market vision and The Right Ones

Right Way for
our People

We prioritize occupational health and
safety, operating with a zero workplace
accident and occupational disease
target.

We consider our human resource as
our intellectual capital and promote
organizational development to become
the employer of choice and to offer
equal opportunity.

are at CarrefourSA motto, we integrate our Right Way to Live ethos into all our processes.

Carrefour (§p ©FD) Sustainability Report — 2024
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Right Way for all
our Stakeholders

We promote responsible production
as a material topic and support local
suppliers and products.

We see our suppliers as our partners,
monitoring and supporting them

in improving their sustainability
performance.

We communicate with transparency,
accountability, and engagement in
our stakeholder relations.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

Right Way for the
Environment

We embrace a zero waste approach
and minimize waste generation, always
striving to improve our recycling rates.

We follow the national and internation-
al agenda on tackling climate change
and work to reduce greenhouse gas
emissions at every stage of our value
chain, starting with our stores.

We ensure that water is used efficiently.

We act diligently about our impact on
biodiversity and plan our business

models to conserve local fauna and flora.

As we develop our products and
services, we assess their impact across
the lifecycle and exercise environmental
sensibility.

We consider tackling food waste as an
integral part of our corporate social
responsibility and collaborate with our
stakeholders to eliminate food waste.

ENVIRONMENTAL RESPONSIBILITY INDEXES

Right Way for
Innovation and
Digitalization

We place digitalization and innovation
at the core of our activities and foster
ideas and opinions on this matter.
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CEO’s
Message

Kutay Kartallioglu
CarrefourSA CEO
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SUSTAINABILITY MANAGEMENT ECONOMIC RESPONSIBILITY

Dear Stakeholders,

Guided by the strategic vision we
draw from both Sabanci Holding

and Carrefour Group, we manage our
operations with a focus on meeting
social expectations, minimizing envi-
ronmental impact and creating long-
term economic value. Sustainability is
a core element of our operations,
embedded in every aspect of our
business, from supply chain and digital
transformation to customer experience
and human resources, and integrated
into all our decision-making processes.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

Launched in 2020, our Franchise
System continues to support entrepre-
neurship and regional development. We
take pride in contributing to local econ-
omies, generating employment and
expanding access to quality products.
As of year-end 2024, we have proudly
built an ecosystem of 530 franchisees,
including 60 led by women entrepre-
neurs, creating lasting economic value
and supporting sustainable profitability
for our partners.

Aligned with our sustainability vision,

we carried out numerous projects in
2024 that address environmental,

social and economic impacts. We operate
in line with Sabanci Holding’s Net Zero
by 2050 target, track our environmental
performance using global standards
and transparently share our progress.
In our fifth year of CDP reporting, we
achieved a Global A score in both
Climate Change and Water Security,
reflecting strong performance across
both modules—first-time recognition

in Climate Change and reaffirming our
continued success in Water Security for
the third time. As one of the few food
retailers reporting under the Forest
module, we received an A- rating and
were recognized among the leading
companies.

ENVIRONMENTAL RESPONSIBILITY INDEXES

Through energy efficiency projects,
we saved 8,000 MWh in 2024. At our
Istinye hyperstore, we commissioned a
rooftop solar power plant that is
expected to meet 45% of the store’s
annual electricity needs and prevent
375 tons of carbon emissions annually.
Looking ahead, we aim to reduce en-
ergy consumption, one of the key driv-
ers of our carbon footprint, by 5% per
sguare meter of retail space each year.

As part of our recycling and waste
management efforts,

We source 100% of our fresh food from
local producers approved by the Ministry
of Agriculture and Forestry. Reflecting
our commitment to animal welfare, we
remain dedicated to transitioning to 100%
cage-free eggs by 2030.
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Through our projects focused on the Gender equality remains an integral
Blue Economy and sustainable seas, we part of our social sustainability
prioritize both social benefit and strategy. Under our Women'’s Power,
marine ecosystem protection. The CarrefourSA’s Power initiative, we
Clean Mussels Project, launched with continue to encourage women'’s active
this vision, represents a meaningful participation in the workforce. Since
step toward food safety. At our facility, 2018, our Female Producers Market,
we reached a daily processing capac- held annually on March 8, has provided
ity of 1ton and created employment direct support to hundreds of female

opportunities for 30 women who had producers from across TUrkiye. . ) ) ‘z 7.
never previously participated in the Cllmate Chaj-ge a1d ater
workforce. By purchasing directly from

local producers, we support regional SGCUI'itY, I'GﬂGCtiIlg OUI' StI'OIlg pel'fOI'malCe

development and deliver sustainable

seafood to consumers under the aCrOSS these CI'itiCal areaS. AS Oﬂe Of the f@W
trusted CarrefourSA brand. . .

1 line with our vision of creating socia food retailers reporting under the Forest

ot reapomsibiity projects in 2024 module, we received an

In partnership with UNICEF, we support-
ed efforts to protect children working in
agriculture, helping expand educational
and developmental opportunities in
rural areas. Collaborating with
HayKonFed, we delivered 75 tons of
food to support the welfare of stray
animals. As part of Sabanci Holding’s
Youth Mobilization initiative, we
established the CarrefourSA Center

for Technology and Impact at Kocaeli
University to enhance young people’s
access to technology and promote
equal opportunity.

Sincerely,

Kutay Kartallioglu
CarrefourSA CEO

Carrefour (§p ©F) Sustainability Report — 2024 6
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® About CarrefourSA
@ Corporate Governance
@ Risk Management
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About
CarrefourSA

2-1,2-2,2-6

CarrefourSA (CarrefourSA Carrefour Sabanci Ticaret Merkezi A.S.) was established
in 1996 as a joint venture between Carrefour Group, a leading European retailer
that introduced the hypermarket concept to the consumers in Tiurkiye with a store
opened in 1993 in Istanbul, and H.O Sabanci Holding, a major Turkish conglomerate.
Today, CarrefourSA stands at the forefront of organized food retail, continuously
introducing firsts and innovations to the market.

Carrefour (§p &) Sustainability Report — 2024

ECONOMIC RESPONSIBILITY

CarrefourSA, following its Next-
Generation Market vision and slogan

of The Right Ones are at CarrefourSA,
considers evolving customer needs and
consumer habits in its investment
decisions and process developments
As a result, the company is well posi-
tioned as the “Right” solution partner
for all its stakeholders, starting with its
customers, employees and suppliers.

CarrefourSA recognizes that a healthy,
safe and environmentally friendly
growth model is the right strategy.
Guided by this belief, the company in-
troduced a franchise system in 2020,
marking a first for the industry, offering
enterprises and new generation mer-
chants across Turkiye the opportunity
to develop and advance their business-
es. Since its launch, the system has
reached 530 franchise stores, operated
by individual enterprises, growing into
a structure capable of competing with
national chains. As part of its growth
strategy of expanding its e-commerce
operations along with its physical
stores, CarrefourSA continues to use
multi-channel retailing effectively,
welcoming a total of 300 million visi-
tors to its online and physical stores to
date. With 2.4 million downloads, the
CarrefourSA app has reached 12 million
in total loyalty card members.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

In addition to its successful operations,
CarrefourSA has continued to support
sustainable animal husbandry, fishing and
local producers, while investing more in
private label products. Currently, private
label products include more than 650
food and non-food items.

CarrefourSA introduced new growth
strategies in 2024, expanding its
nvestments in the food & beverage
segment with Lezzet Arasi Catering to
serve a rich menu carefully prepared by
Lezzet Arasi chefs at various events.
Since entering the HORECA sector with
the CarrefourSA Professional brand, the
company has continued its operations
in 2024 with the distribution center in
Antalya and the HoReCa store in Bodrum,

ENVIRONMENTAL RESPONSIBILITY

INDEXES

offering food and non-food solutions
for industry professionals.

As of year-end 2024, CarrefourSA
operates with 10,672 employees and
delivers its customers nearly 50
thousand products through 1,225
stores, spread across 586,472 m? of
retail space in 70 provinces, alongside
16 warehouses,
Ywww.carrefoursa.com and
CarrefourSA online market app.

CarrefourSA continues to invest in proj-
ects with growth and value creation
potential, fully utilizing its own resourc-
es, to maintain its position as a leading,
trusted and preferred retailer, always
doing ‘right’ by its customers

The shareholding structure of CarrefourSA, publicly traded

on Borsa Istanbul, as of December 31, 2024:

Share in Capital (TL)

Share in Capital (%)

Shareholder

Haci Omer Sabanci Holding 72,988,465
Carrefour Nederland BV 41,098,010
Free Float and Others 13,687,291
TOTAL 127,773,766

5712

32.16

10.72

100.00



https://www.carrefoursa.com/?gad_source=1&gad_campaignid=16516910295&gbraid=0AAAAADqg5PIwFJNGAVaZ4JDpeHxsr22mD&gclid=Cj0KCQjwotDBBhCQARIsAG5pinOduMHIGIxYq1CMcBxGiatPH5HbbQHNLwrZopzwI3ACYJoqbEi3QREaAiYgEALw_wcB
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Corporate Governance Collaborations **° Memberships **°

CarrefourSA has committed to comply
with the Corporate Governance
Principles promulgated by the Capital
Markets Board (CMB) and four princi-
ples of Corporate Governance based on
Transparency, Fairness, Responsibility
and Accountability. We act diligently to
comply with the Principles specified in
the CMB’s Corporate Governance
Communiqué.

Relevant disclosures are detailed in the
YPDP Corporate Governance
Compliance Report.

CMB’s Corporate Full
Governance Principles FCompliance
Mandatory 24
Non-mandatory 57

Carrefour (§p &) Sustainability Report — 2024

Partial
Compliance

compliance

Applicable

We partner with various associations and organizations that align with the material
social and environmental topics of CarrefourSA and Turkiye and actively participate
in efforts to promote the development of public policies and society.

CEVKO (Foundation for
Environmental Protection and
Packaging Waste Recovery)

Darussafaka Society

Food Recovery Association

Sustainable Food Platform

Sustainable Development
Association

Food Retailers Association

HayKonFed

UNICEF

We partner with CEVKO, in which we are a reserve Board member,
on various projects and recycle paper and plastic packaging waste
collected in our stores.

The bags designed by Darussafaka students are sold at our stores,
and the proceeds are channeled to NGOs.

We work with this association to analyze and reduce food loss.

As one of the first members of the platform, we take part in various
working groups and carry out joint projects.

We actively participate in the association’s work, especially on
circular economy and sustainable agriculture.

As a board member of the association, we frequently convene, in
particular regarding environmental topics and attend joint meetings
with different authorities.

As part of the Animal Friends Movement, we donate surplus edible
food, which HayKonFed volunteers deliver to stray animals.

We have supported a UNICEF program to eradicate child labor in
agriculture since 2015. We accommodate their face-to-face teams in
our stores to promote the projects to the customers, helping to gain
more donors and supporting periodic projects.

Organization

Foundation for Environmental Protection
and Packaging Waste Recovery (CEVKO)

Integrated Reporting Turkiye (ERTA)
Food Safety Association

Food Retailers Association (GPD)
Interactive Advertising Bureau (IAB TR )

Business Council for Sustainable Development
(SKD Turkiye)

Turkish Quality Association (KalDer)

Cosmetics Manufacturers and Researchers
Association (KUAD)

Leading Executives Advancing Diversity
(LEAD Network)

Customer Experience Management &
Technologies Association

Advertisers Association

Sales Network

Sustainability Academy

Ornamental Plant Growers Union (SUSBIR)

Tourism Restaurant Investors and Gastronomy
Enterprises Association (TURYID)

CCIl France Turquie
Turkish Industry & Business Association (TUSIAD)
Turkish Ethics and Reputation Society (TEID)

People Management Association of Turkiye
(PERYON)

Corporate Communication Professionals
Association of Turkiye

Corporate Governance Association of Turkiye
UFRAD Franchising Association
UN Global Compact Turkiye (UNGC)

International Investors Association (YASED)


https://www.kap.org.tr/tr/Bildirim/1395246
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About H.O
Sabanci Holding

Haci Omer Sabanci Holding A.S.

(Sabanci Holding), a leading conglomerate
in Tarkiye, is a holding company engaged
in a broad range of business activities
through its subsidiaries and affiliates,
mainly in the banking, financial services,
energy and climate technologies, material
technologies, mobility solutions and
digital sectors.

The objective of Sabanci Holding is to
coordinate and support the finance, strat-
egy, business development, legal, human
resources and sustainability functions

of Group companies to ensure that they
operate profitably and sustainably with
favorable competitive conditions and to
set and monitor the investor relations and
corporate governance practices that
apply across Sabanci Group.

Sabanci Holding is managed by an Ex-
ecutive Committee comprised of senior
executives, including the Chief Executive
Officer (CEO), the Chief Financial Officer
(CFO), the Strategic Business Unit Heads
and the functional Group Heads. The
Executive Committee is primarily respon-
sible for key capital allocation decisions
and reports to the Board of Directors, the
highest governing body of the Holding.

SUSTAINABILITY MANAGEMENT

Sabanci Group is committed to
connecting Turkiye with the world through
pioneering initiatives for a sustainable life.
Sabanci Holding upholds this commitment
to create value for its stakeholders.

Sabanci Group companies,

operating with more than 60 thousand
employees as of 2024-end, offer
products and services across the world
with investments in 17 countries.
Sabanci Holding’s multinational business
partners include prominent global
companies such as Ageas, Bridgestone,
Carrefour, E.ON, Heidelberg Materials
and Skoda.

With a strong commitment to
sustainability as a key focus area,
Sabanci Group has adopted a 2050
target of net-zero emissions and zero
waste. Sabanci Holding is registered
with the Capital Markets Board, the
regulatory authority for the Turkish
capital markets, and its shares have
been listed in Borsa Istanbul since 1997.

Carrefour (§p ©FD) Sustainability Report — 2024
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Worldwide

Countries

USA

*Represents England and Northern Ireland

The Sabanci Family is collectively
Sabanci Holding’s majority sharehold-
er, while 53.23% of the Holding’s shares
are publicly traded. Sabanci Holding’s
own shares as well as the shares of its
listed 11 subsidiaries constitute 6% of
the total market capitalization of Borsa
Istanbul as of year-end 2024. Sabanci
Holding’s net active value rose by 20%
year-over-year to USD 10.6 billion at
the end of 2024.

VALUE CHAIN RESPONSIBILITY

UK*

France
Germany

Hungary

Tarkiye
[ Azerbaijan

L Tukkish Republic

of Nlorthern
Cyprus

Ireland

Malta

Netherlands

BN A ..
W

EE EE wroma

S ELmemmrL e .

e LI e e
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ENVIRONMENTAL RESPONSIBILITY

Thailand

Indonesia

Thousand +
Employees

INDEXES
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About
Carrefour Group

With a multi-format global network

of 15,244 stores as of year-end 2024,
the Carrefour Group ranks among the
world’s largest food retailers. Carrefour
opened its first market on June 15, 1963
in France, laying the foundation of mod-
ern retailing, and introduced the hyper-
market concept to Turkiye in 1993.

As of year-end 2024, the Group serves
80 million customers annually through
its retail stores and e-commerce sites.
With stores in more than 40 countries
across the world, Carrefour Group man-
ages operations in eight countries
directly. The Group’s operations in
Europe (France, Spain, ltaly, Belgium,

SUSTAINABILITY MANAGEMENT

Poland, Romania) and Latin America
(Brazil, Argentina), with a combined
total of 324,750 employees, account
for 81% of its consolidated gross rev-
enues. Operations in other regions,
including Turkiye, are managed
through local partners.

In 2024, Carrefour Group reported
Euro 94.55 billion in gross sales with
an LFL growth of 9.9% and Euro 2.2
billion in operating income.

The economic, social and governance
performance of Carrefour Group, a
global leader in sustainability, is as-
sessed by various organizations and
agencies every year.

Carrefour (§p &) Sustainability Report — 2024
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Carrefour group
15,244 stores around the world

5

A\

@

France | Belgium | Poland | Romania | Argentina | Brazil | Spain |Italy | Other
6,261 | 713 783 456 679 T2 1,533 | 1,185 | 2,862
stores  stores stores  stores stores stores stores stores stores

O Taiwan**

. Integrated countries/regions . Franchised countries/regions

* Metropolitan France.
**On June 30, 2023, Carrefour announced that it had completed the sale of its 60% stake in Carrefour Taiwan to Uni-President.
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Board of Directors and Committees -9 2-2°

The Board of Directors, the highest
governing body, consists of 12 mem-
bers as of 31.12.2024 and convenes at
least four times a year.

The Board members’ independence

Is governed by Article 31 of the com-
pany’s Articles of Association and the
Capital Markets Board’s (CMB) manda-
tory corporate governance principles.
Accordingly, we adhere to the require-
ments for independent board member-
ships and other corporate governance
stipulations. The Board members hold
the qualifications specified in the CMB
Corporate Governance Principles and
perform their duties based on their re-
spective expertise and knowledge.

The Board members are elected for

a maximum of three years; however,
members whose term of office expires
may be re-elected. No maximum term
limit is set for members to serve on the
Board of Directors, ensuring that they
can continue to contribute their experi-
ence if they are re-elected. None of the
Board members hold executive duties,
and the Board of Directors consists
33% of independent members.

In 2024, the Board of Directors
convened 28 times. The attendance
rate in these meetings was 87.5%, while
the committees convened with an
attendance rate of 100%.

A fixed salary is determined for the
Board members at the annual ordinary
general assembly meeting. Perfor-
mance-based payment plans are not
applied for the remuneration of the in-
dependent Board members. The senior
executives receive performance-based
bonuses. The senior executives are paid
a onetime merit-based bonus at a cer-
tain percentage of their annual gross
salary based on both individual and
company performance. In determining
the salaries of the executive commit-
tee members, environmental, social and
governance (ESG) performance criteria
are also taken into consideration. For
instance, 5% of bonus payments to Ex-
ecutive Committee members are tied to
achievement of key sustainability per-
formance indicators.

As part of remuneration management,
salaries are enhanced with various ben-
efits, which are extended based on the
principles of alignment with market
conditions, competitiveness and
fairness.

Carrefour (§p ©FD) Sustainability Report — 2024

ECONOMIC RESPONSIBILITY

in accordance with corporate
governance principles, applicable
regulations and company strategies:

@ Audit Committee
w Corporate Governance Committee
@ Early Detection of Risk Committee

More information on the Board
committees is provided in the
w

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

Board of Directors’ Duties
and Composition 2-12, 2-15, 2-18, 405-1

The Board of Directors fulfills the duties
specified in the relevant provisions of
the Capital Markets Law, Turkish Com-
mercial Code, the Company’s Articles of
Association and the resolutions passed
by the CarrefourSA General Assembly.
The Board of Directors resolves on all
high-level issues in line with the compa-
ny’s strategic plans. The resolutions are
typically approved with the aye votes of
at least seven of the members present in
the meeting. However, the aye votes of at
least ten members may be sought when
deciding on critical issues.

The Board of Directors may delegate its
representation power to executive
directors who are Board members and/
or to executives who do not serve on the
Board, without prejudice to the quorum
and majority rule specified in the Articles
of Association. The Board convenes with
at least eight members in attendance.

Board of

Directors’
Composition

Members 12 12 12

Independent
Members

Female Members 2 2 1

Members with
Executive o) 0] @)
Responsibilities

ENVIRONMENTAL RESPONSIBILITY
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The Board of Directors follows cer-
tain rules to avoid conflicts of interest.
These rules are also included in the
‘Conflict of Interest Policy’ section of
our Code of Ethics. In the event of a
potential conflict of interest, the
involved Board member informs the
Chairman before the meeting, where
the said issue would be discussed, and
explains their reasons for not taking
part in the discussions and not voting
on the relevant agenda item. No con-
flicts of interest have occurred within
the reporting period.

Board members assess the Board’s per-
formance every year based on the cri-
teria determined and communicated by
CarrefourSA. Performance assessment
of the Board of Directors is conducted
In two aspects:

@ General Assessment: Every vyear,
each member assesses the Board’s per-
formance individually.

@ Individual Assessment: The Chairman
assesses the performance of each inde-
pendent member and executive member
on the Board of Directors individually.

More information about the Board of
Directors and its structure is provided
in the Y

12
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Capital and Resources

Financial Capital

=6

Human and

%

@ TL 127.8 million Paid Capital
@ TL 1.024 billion Investments
@ Financial Resources of Main

Shareholders
@ Risk Management System

Intellectual Capital

@ 10,672 Qualified Employees
@ Training and Development
Programs

@ Diversity, Equality and
Inclusiveness Applications

@ Ethical Rules

@ Comprehensive OHS Applications
w 2,230 health screens, 12,256 hours

OHS training
@ Advances Quality and Hygiene
Controls

w 64 Private label supplier audits,

13,980 product analysis

SUSTAINABILITY MANAGEMENT

Relational Capital

&S

@ 530 franchisees

@ Almost 10 thousand suppliers,

8 thousand farmers

@ Operators

@ 300 million physical visitors
annually, 8.5 million e-commerce
visitors

@ 12 million customers with store

cards

IT and Technology

Resources

L

w 237 thousand product controls in central warehouses
@ Carrefour Group Global Retail Experience

Physical Capital

@@

@

@ 1,225 Stores, 586 thousand
m? sales area

@ Head Office and Regional Offices

@ 13 ‘Lezzet Aras’’ Restaurants
(9 Brands)

@ First and only Integrated
Mussels Facility

@ 4 Seafood Platforms
@ 16 Warehouses, 194 Vehicles

@ Online Purchasing and Pay-
ment Platforms

@ Call Center (35 thousand
Customers per Month)

@ 45 Digital Transformation
Projects

@ Corporate Customer Portal
@ Franchisee Management
Portal

@ C-Mobil App

@ Tally Robot

@ CRM Applications

Environmental Capital

Carrefour (§p &) Sustainability Report — 2024

@ Waste Management Systems
@ CDP Leadership Scores

@ 2050 Net Zero Commitments
@ 2030 Cagefree Egg
Commitment

@ Annual 5% Reduction
Commitment for Scope 1and 2

ECONOMIC RESPONSIBILITY

EMPLOYER OF CHOICE RESPONSIBILITY

CarrefourSA Operations

Investments, Franchising and Purchasing Digital Technologies

Outbound
Logistics

Inbound
Logistics

Sales and
Operations

VALUE CHAIN RESPONSIBILITY

ENVIRONMENTAL RESPONSIBILITY

Marketing

@ Private Label
and National Brand

Purchasing Storage
@ Quality Control
@ Distribution

@ Store Management

Value Creation for Stakeholders

Carrefour
Group

Labor Union

Community
and NGOs

Regulators

® E-commerce

@ Advertising @ Customer

@ FEranchisee deliveries and Marketing Support Channels
Management @ Cloud Kitchen @ Customer @ Warranty Services
® ‘Lezzet Arasr Deliveries Satisfaction Programs @ Financial Services
Management
@ Operator
Management
@ Hygiene and
Food Safety
@® E-Commerce
@ Horeca
@ Catering
Customers Employees Environments Franchisees
Sabanci Shareholders :
Holding and Investors Subcontractors Suppliers

INDEXES
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Risk Management
Corporate Risk Policy

SUSTAINABILITY MANAGEMENT

At CarrefourSA, we define “risk” as any opportunity
or threat that the company may face and that may
affect the company’s realization of its financial,
strategic, operational and compliance targets.

CarrefourSA

Risk

Kategories

—o Compliance Risks :

Risks related to changes in laws and regulations or regarding
regulatory compliance of our processes and operations with
applicable legislation.

Financial Risks :
Risks that may arise due to volatilities in exchange rates and
interest rates or uncertainties in cash flow plans.

Strategic Risks :

Risks associated with high-level issues such as the
company’s business model, strategic decisions, corporate
governance practices or reputation.

Operational Risks :
Supply, pricing, sales, efficiency, etc. risks that may arise due to
various value chain processes.

Our Corporate Risk Policy, guided by our Corporate Risk Management System, lays out the
procedures to assess risks we may face due to the nature of our business and the timely
communication of such risks to the company’s senior management, Early Detection of Risk
Committee and the Board of Directors. The Policy also provides a guideline for effective
risk management to mitigate potential losses and taking timely actions to turn risks into

opportunities

Carrefour (§p &) Sustainability Report — 2024

ECONOMIC RESPONSIBILITY

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

Risk Governance and Responsibilities

The Board of Directors is responsible
for creating the necessary environment
for adequately executing our risk man-
agement activities.

The Early Detection of Risk Committee,
reporting to the Board of Directors, has
been formed to anticipate the risks that
may jeopardize the existence, develop-
ment and continuity of CarrefourSA, to
take the necessary measures regarding
the identified risks and to manage those
risks. The committee reviews our risk
management systems at least once a
year.

The CEO is responsible for ensuring
effective risk management within
CarrefourSA and taking the necessary
measures (implementing policies,
determining a method for measuring
and managing risks, defining and
monitoring relevant risk limits).

The Internal Audit Directorate, which
reports directly to the Audit Committee
and is structured independently from
the executive body, conducts audits
across all units, sites and business areas
where we operate to contribute to the

ENVIRONMENTAL RESPONSIBILITY

INDEXES

growth, development and organization
of CarrefourSA.

The Risk Management Unit, positioned
as an executive function, performs the
necessary reviews to ensure the pro-
tection and security of the company
assets and implements measures as
needed.

The CMB and Reporting Unit, organized
within the finance department, con-
tributes to external audit activities by
conducting regular audits and controls
about reporting issues.

Regarding effective risk management,
the Managers of all Business Units are
responsible for anticipating risks in a
timely manner, communicating such
risks to senior management, determin-
ing and implementing all necessary ac-
tions and for their outcomes.

Furthermore, all our employees are also
obligated to adopt our risk manage-
ment policy and ensure that it is imple-
mented in their own areas of responsi-
bility.

14
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Risk Management System

The Corporate Risk Management system
Is @ dynamic and systematic process
designed to anticipate potential
situations that may impact CarrefourSA
and to manage risks in line with the
determined risk appetite. The objective
of the system is to create added value
for our stakeholders in all aspects of the
business and build an environment of
continuous collaboration through
effective management of the risk
exposure.

Guided by the vision and mission of
CarrefourSA and its strategic and cor-
porate targets, we conduct one-on-one
interviews, surveys and workshops with
the relevant people within our organi-
zation to identify the potential threats
and opportunities we may encoun-

ter on the path toward achieving our

SUSTAINABILITY MANAGEMENT

goals. After assessing the natural risks
identified according to their impact and
probability, we evaluate them together
with the control mechanisms and the
action plans using surveys and work-
shops and then create a risk inventory.
Once a year, we review this inventory,
which is expanded with the risk
factors that the Executive Committee
determines, both dynamically and

also systematically.

The risks and risk parameters
(risk-related parameters such as risk
scores, key risk indicators and threshold
values) are published on our risk inven-
tory portal after approval by our senior
management. Our Key Risk Indicator
(KRI) officers use the portal to monitor
and control both the risks and related
action plans.

Natural Risk Assessment

Impact
1
2
3

4

Low Medium @ High @ Critical

1 2 3
@
® o
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Crisis Communications Plan

We take all necessary measures to
manage CarrefourSA’s reputation, fi-
nancial standing, employee behavior
and customer perception in the event
of any internal or external crisis. With
the crisis communications plan, we aim
to resolve crises effectively by moving
beyond reactive solutions and consid-
ering foreseeable risks and potential
threats. Our crisis procedure, prepared
by the Marketing and Corporate Com-
munications Group, defines the ac-
tions and responsibilities in the event
of a crisis as well as how to manage

all communication channels, including
social media and the press. The Group
also forms the relevant crisis committee
based on the scope of the situation to
monitor and report on the process.

EMPLOYER OF CHOICE RESPONSIBILITY VALUE CHAIN RESPONSIBILITY

Prof. Dr. Guler Aras

Founding President
Integrated Reporting Turkiye (ERTA)

In a world where economic uncertainties, geopolitical risks
and the climate crisis are intensifying, the business communi-
ty must now adopt a more holistic perspective and develop
agile, resilient and sustainable business models that are es-
sential for long-term success. In this context, designing new
strategies that align with green transformation processes is
critical not only for ensuring business continuity, but also for
generating social value and preserving ecosystem health.

CarrefourSA has not only sustained its operations in its core
business areas but has also taken a leading role in driving a
broader transformation that sets an example for the sector.
Backed by Sabanci Holding’s strategic vision and supported
by investments that contribute to local ecosystems, the
company has built an inclusive and sustainable business
model. CarrefourSA demonstrates best practices in many
areas, from climate action to energy and water efficiency,
from waste management and food safety to alignment with
global reporting standards. In particular, its holistic approach
to responsible supply chain management enables the
company to focus on both operational efficiency and also
on environmental and social impact.

Integrated and sustainability reports are powerful indicators

of a company’s strategic vision and transparency in this field.
CarrefourSA’s report, which complies with the Turkish
Sustainability Reporting Standards (TSRS), makes a valuable
contribution to the global adoption of local standards while
clearly affirming the company’s strong commitment to
sustainability. | sincerely congratulate CarrefourSA on this
report, which serves as a source of inspiration and guidance for
all companies embarking on their own sustainability journeys.

ENVIRONMENTAL RESPONSIBILITY INDEXES
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"W SUSTAINABILITY MANAGEMENT
e o

Sustainabilty
Approach =

In addition to organizing various ac-
tivities focused on healthy eating by
ensuring food safety for a healthy soci-
ety, we also conducted a sustainability
awareness survey in 2020 to study our
customers’ perceptions in detail. The
results of this survey showed that 52%
of the respondents were well aware of
sustainability-focused efforts, starting
with waste management.

We move our sustainability efforts for-
ward without compromising the princi-
ples of transparency and accountability.
In 2021 we started to submit reports to

the CDP’s Climate Change and Water
Security programs and then expanded
the scope of our CDP reporting with the
Forests module in 2022, strengthening
our capability to monitor and manage
risks related to deforestation. In 2023,
we became a signatory of UNGC Global
Compact, declaring our commitment

to human rights, labor practices, the
environment and anti-corruption efforts.

Active participation in international
endeavors and initiatives not only helps
us monitor our environmental and social
impacts, but also elevated our credibility
with our stakeholders and ensures that
we align with global best practices. As a
company operating in the food retail
industry, which directly interacts with the
environment and society, our presence on
these platforms allows us to better ana-
lyze supply chain risks, respond to inves-
tor expectations and take more strategic
steps to tackle climate change.

Deputy General Manager of Human
Resources and Sustainability is the
executive responsible for integrating sus-
tainability into all business processes. In
addition to the Sustainability Committee,
which convenes at least once quarterly,

Carrefour (§p ©FD) Sustainability Report — 2024
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we also form working groups in line with
our material topics.

As we shape our Right Way to Live ethos:

w We primarily follow the Sustainability
Roadmap of Sabanci Group, our main
shareholder and a major sustainability
actor in Turkiye.

w Furthermore, the food retail approaches
and practices of Carrefour Group, our
other main shareholder and a global high
performer in sustainability, guide us in the
process.

We aim to drive our efforts with a
constantly higher performance and set an
example for our industry and our country.

Alignment with Sabanci Group’s
Sustainability Roadmap

Sabanci Holding’s sustainable business
strategy prioritizes two core principles:

This balanced approach ensures the
continuity of businesses while driving
growth and evolution. It recognizes the
importance of both maintaining existing
strengths and pursuing progress.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY ENVIRONMENTAL RESPONSIBILITY INDEXES

Value Creation

Te

g £ e

Achieving Reducing cost of Capitalizing on Accessing new Leveraging
operational debt to maximize growing demand markets and growing
excellence returns for a sustainable assets incentives
economy
YW

Generating valuation  Broadening

\@/
Attracting and Mitigating transition

retaining top risks and ensuring
talent resilience

Increasing
revenues and
achieving
diversification

gains through investor reach

innovation and
investment in
climate solutions

focuses on maintaining the strength of core businesses by effectively
managing current operations and fostering the established Sabanci Holding culture. Sabanci
Holding’s management systems integrate sustainability and responsible practices into every
aspect of its operations to enhance business resilience.

Value creation drives progress and growth to make a positive impact. Sabanci Holding
seeks opportunities to expand its businesses in ways that generate financial returns while
driving positive impacts for its stakeholders. The company supports innovative, sustainable
solutions that reshape industries and align with sustainable practices by investing in scalable
new growth platforms such as energy and climate technologies, material technologies,
mobility solutions, and digital technologies.
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Carrefour Group’s Sustainability Approach

Carrefour Group, a global leader in
sustainability, has built its Y on
four pillars, including the goal of bringing
‘eating well’ within everyone’s reach.
Accordingly, the group has defined its
Key Performance Indicators (KPIs) along
with short- and long-term targets by
working with relevant stakeholders.

The Y which is
disclosed transparently, is structured in
four categories and the indicators and
targets are reviewed annually. In 2024, 17
targets were met with an average of 111%,
particularly as a result of offering plant-
based alternatives, climate (Scope 1 and
2), adequate and healthy eating and em-
ployee engagement practices. This index
also constitutes 20-25% of the senior ex-
ecutives’ long-term bonuses.

CarrefourSA Sustainabilty
Approach

As a leading food retailer in Turkiye, we
view sustainability both as a responsibil-
ity and an integral part of our business
model.

Accordingly, we strive to fulfil our respon-
sibilities toward both nature and society
while offering a sustainable shopping
experience for our customers.

We shape our sustainability approach
by focusing on our material topics,
including responsible product supply,
waste reduction and circular economy
practices, energy efficiency and
renewable energy use, social inclusion
and supporting local producers.

Sustainable Business Models

As part of our sustainable farming, live-
stock and fishing strategy, we offer the
‘right’ products in our stores and directly
contribute to sustainability across diverse
sectors and to the continuity of national
economy.

(6

YPrivate Label

YSustainable
Farming
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%

YSustainable
Livestock

Sustainabilty
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Governance 25 2-92-12,2-13,2-14,2-20

At CarrefourSA, sustainability is a stra-
tegic priority. Therefore, we have built
a governance structure to efficient-

ly monitor, manage and control sus-
tainability risks and opportunities and
within the organization.

, formed in 2020, is
composed of managers from relevant
departments within CarrefourSA. The
committee, headed by Deputy Gener-
al Manager of Human Resources and
Sustainability, reports to the Executive
Committee.

The

IS respon-
sible for coordinating and monitoring
the activities of the committee and
relevant secretarial work. As defined in

YSustainable
Fishing

the duties and working principles doc-
ument, the committee is tasked with
determining the sustainability strategy,
targets, roadmaps and policies, ensur-
ing internal integration, managing the
associated risks and opportunities and
developing and implementing projects.
The committee, which convenes quar-
terly and more frequently when need-
ed, discusses CarrefourSA’s material
topics and makes recommendations.
Presentations and meeting resolutions
are recorded and duly shared with all
CarrefourSA management. These reso-
lutions are also submitted to the Exec-
utive Committee and relevant depart-
ments for consideration. The follow-up
and results of the resolutions are ad-
dressed at the next meeting. The com-
mittee may also form subcommittees
when a specific focus is needed.

In addition to heading the committee,

Sustainability also coordi-
nates and monitors sustainability-relat-
ed processes. She plays a central role
in sustainability communications with
our stakeholders, starting with Sabanci
Holding and Carrefour Group.

ENVIRONMENTAL RESPONSIBILITY INDEXES

The , the senior
governing body regarding sustainability
topics, consists of the CEO and dep-
uty general managers. The Executive
Committee convenes weekly to address
strategic and tactical issues, sets
targets and makes high-level decisions.
The Sustainability Committee Chair and
Secretary regularly submit significant
performances regarding sustainability
risks and opportunities to the Executive
Committee for review and approval.

Goals related to managing sustainabil-
ity risks and opportunities are among
the individual performance targets of
the senior executives, including our
CEO. The performance of the sustain-
ability committee members is reviewed
annually and the members may be
replaced if necessary.

Y Please click to view
our
approach.
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CarrefourSA

Sustainability Commiittee

Chief Legal and Compliance Counsel
Head of CRM

Head of HQ HR Operations, Training,
Organizational Development and Compensation

Head of Non-Food Category
Head of Internal Audit
Internal Purchasing Manager

Deputy General Manager - Human Resources
and Sustainability

Head of H&S, Quality Assurance, Environment
and Sustainability

Head of Category Operations

Head of Dry Food and Beverage Category

Head of Corporate Systems

Head of Logistics Operations

Head of Customer Experience and E-Commerce
Head of Private Label Category

Head of Marketing and Corporate
Communications

Risk Manager

Head of Field HR, Personnel Affairs, Payroll and
Labor Relations

Head of Sales Coordination

CMB, Investor Relations and Financial
Services Manager

Sustainability Specialist
Sustainability Supervisor
Head of Fresh Food Category

Head of Technical Procurement and Maintenance

"W SUSTAINABILITY MANAGEMENT
e o

Climate Change Risks 2°'-2

Climate change not only represents a
serious environmental threat but also
imposes economic and social risks with
significant impact on companies’ oper-
ations, supply chains and stakeholder
relations. Therefore, we address risks
and opportunities related to climate
change in terms of its direct impacts as
well as our company’s indirect impact
across the value chain.

At CarrefourSA, we shape our sustain-
ability governance around the dou-

ble materiality principle and consider
both our company’s impact on climate
change and vice versa. Accordingly, we
work to manage climate risks and
opportunities as an integral part of our
corporate risk strategy.

Carrefour (§p ©FD) Sustainability Report — 2024
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Recognizing that our supply chain, par-
ticularly reliant on agricultural produc-
tion, will be directly affected by the
physical impacts of climate change, we
work to minimize these risks with re-
sponsible purchasing policies and alter-
native product strategies. In terms of
our operational processes, we continue
to make investments to reduce our car-
bon emissions, especially from refriger-
ant use and energy consumption.

Additionally, we focus on developing
sustainable product and service
options in response to such changes by
following how consumer preferences
and habits evolve.

The impacts of climate-related risks and
opportunities on our company’s financial
performance are detailed under a
separate heading in accordance with
TSRS 2, and the relevant information

Is included in our Sustainability Report
aligned with the Turkiye Sustainability
Reporting Standards.

VALUE CHAIN RESPONSIBILITY

ENVIRONMENTAL RESPONSIBILITY
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Key Stakeholders and
Material Tropics >4

Stakeholders and Engagement 2-%°

All departments at CarrefourSA interact
directly or indirectly with our stakehold-
ers, i.e. the individuals and the organi-
zations that may be impacted by our
activities, products and services or that
may affect our corporate strategy and
goals. Therefore, we strive to learn about
the expectations of all our stakeholders,
starting with our employees, including
those of our subcontractors, our cus-
tomers, suppliers and main shareholders
- Sabanci Holding and Carrefour Group -
and respond accordingly. The stakehold-
er groups identified through our work
with sustainability committee members
and our engagement platforms are
listed below:

Stakeholder

Carrefour Group

Employees

Franchisees

Shareholders

Customers

Public Institutions

Sabanci Holding

Labor Union

NGOs (General)

Subcontractors

Suppliers

Carrefour (§p ©FD) Sustainability Report — 2024
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Senior Management Meetings (regular), Project-based Meetings
(as needed)

Employee Satisfaction Surveys (every other year), Support Newsletters
(monthly), Hello Summer Meeting (annual), Farewell Summer Meeting
(annual), Townhalls (multiple times a year), Sports and Wellness Festival
(annual), 24/7 Support Line (continuous), Lean Leader Meetings and
Briefings (continuous), Sustainability Newsletters (3-4 times a year), Sports
Activities

Franchisee Meet-ups (annual), Meetings (regular), Regional Manager Visits
(continuous), Satisfaction Surveys (every year)

General Assembly Meetings (annual), Investor Presentations (regular),
Website (cont.), Earnings Releases and Interim Activity Reports (quarterly),
Annual Reports, Sustainability Reports (annual), Investor Relations Dep.
Communication Channels (cont.)

Call Center and WhatsApp line (continuous), Social Media (continuous),
carrefoursa.com (continuous), Assessment Surveys (continuous, with
customers who opted in for communications), Net Promoter Score Surveys
(annual), Brand Health and Recognition Surveys (continuous), Customer
Reporting Line (continuous)

Meetings with various Ministries and Public Institutions (as required for
projects and specific topics)

Sabanci Holding Audit Group Meetings (quarterly), Thematic Task Force
Activities (continuous)

OHS Committees (continuous), Meetings (continuous), Union and Employer
Meetings (quarterly)

Meetings with NGOs and Partnerships for Various Projects (continuous)

Process Meetings (continuous)

Meetings with Law Firms (every other month), Meetings with the NPS

firm (as needed), Audits (continuous), Meetings with Advertising Agency
(continuous), Meetings with Media Planning and Procurement Agency
(continuous), Meetings with PR Agency (continuous), Meetings with Survey
and Data Providers (continuous)

EMPLOYER OF CHOICE RESPONSIBILITY

Material Topics 2-143-1,3-2

VALUE CHAIN RESPONSIBILITY ENVIRONMENTAL RESPONSIBILITY

We address the key performance indicators determined in line with The Right Way
to Live strategy and through the double materiality assessment document under

four main headings.

Economic
Responsibility

Economic Contribution
Circular Economy
Business Ethics

Value Chain
Responsibilty

Responsible Supply Chain
Customer Satisfaction
Digitalization

Employer of Choice
Responsibilty

Employee Satisfaction and Development
Occupational Health and Safesty
Diversity, Equity and Inclusion

Environmental
Responsibilty

Climate Change
Waste Management

20
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Our Contribution
to UN Sustainable Development Goals

Material Topics

Sustainable Development Goal

1 NO 5 GENDER DECENT WORK AND 10 REDUCED 17 PARTNERSHIPS
POVERTY EQUALITY ECONOMIC GROWTH INEQUALITIES FORTHE GOALS

Economic Contribution

Food Waste

Business Ethics

Employee Satisfaction and
Development

Occupational Health and Safety

Inclusion and Equity

Responsible Supply Chain

Customer Satisfaction

Digitalization

Climate Change

Waste Management

Carrefour (§p ©FD) Sustainability Report — 2024

To create economic value for our stakeholders.

To eliminate the economic impact of food waste across the entire food chain.

To shape our way of doing business and relationships with all stakeholders around
our code of ethics.

To create ultimate employee satisfaction by providing the best work environment
and to foster their continuous development.

To provide a safe work environment.

To apply zero tolerance for any gender-based discrimination and always offer equal
opportunity by exercising fairness in all transactions and practices.

To foster and maintain economic, social and environmental development across
the supply chain with sustainable business models and policies.

To deliver excellent customer experience in all processes, starting with health and safety
and measure customer satisfaction continuously to improve it across all channels.

To achieve digital transformation across the value chain to ensure that the existing processes

are more effective and efficient, fast, accessible and most importantly, customer-centric.

To manage our carbon footprint accurately and raise awareness among all stakeholders.

To prevent, reduce, reuse, recycle or dispose of waste without harming the environment
by following the ‘Waste Pyramid’ approach.
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Double Materiality
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Identifying Impacts, Risks and Opportunities

We conducted a comprehensive Double
Materiality assessment to analyze our
sustainability issues at every stage of our
value chain, taking The Turkiye Sustain-
ability Reporting Standards TSRS) frame-
work as reference. We assessed environ-
mental, social and governance aspects
from the Impact Materiality and Financial
Materiality perspectives. Throughout the
process, we addressed our positive and
negative impacts, dependencies, risks

CarrefourSA’s business model, supply
chain and impact across stages of the
value chain were scored and evaluated
according to the Environmental Impact,
Social Impact and Risk & Opportunity
tables to determine key risks and oppor-
tunities. The expectations of users who
reference CarrefourSA’s general financial
statements have also been addressed
based on feedback from the relevant
teams. However, no special assessment

EMPLOYER OF CHOICE RESPONSIBILITY VALUE CHAIN RESPONSIBILITY ENVIRONMENTAL RESPONSIBILITY INDEXES

We aim to fully integrate CarrefourSA’s sustainability risks and opportunities
into the overall risk management process in 2025.

The climate-related risks and opportunities we have identified and their impact
on our financial performance are addressed in detail in our Sustainability
Report aligned with the Turkiye Sustainability Reporting Standards.

Impact and Financial Materiality are shown below:

)
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materiality and priority of our risks and
opportunities in compliance with the
standard methodology.

sources provided complementary
content.
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All sustainability issues with impact on CarrefourSA or on the business 1-
are listed regardless of their materiality:

Impact Materiality
Inside-Out

Financial Materiality 13-
Outside-In

12-
13-
14-
15-
16-

Y The impacts, risks, and opportunities identified within the scope of our
double materiality assessment are shared in detail in the CarrefourSA 17-
Double Materiality Analysis Report. 18-

Carrefour (§p ©FD) Sustainability Report — 2024
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Access to Information

Animal Welfare

Changes in Freshwater Use
Climate Change Adaptation
Climate Change Mitigation

Direct Impact Drivers of
Biodiversity Loss

Economic, Social and Cultural
Rights of Communities

Energy
Equal Treatment and Ppportunities for All
Food Waste

Impacts and Dependencies on
Ecosystem Services

Impacts on the Status of Species
Management of Supplier Relationships
Other Work-Related Rights

Personal Health and Safety

Pollution of Living Organisms
and Food Sources

Resource Inputs & Use
Social Inclusion

Use and Sourcing of Water
and Marine Resources

Waste
Water Consumption

Working Conditions

VALUE CHAIN RESPONSIBILITY

Deputy General Manager - Finance

At CarrefourSA, we believe that identifying sustainability
related risks and opportunities is essential not only for
ensuring regulatory compliance, but also for enabling
investors to make reliable, comparable and forward-looking
decisions. We view this approach as a cornerstone of our
corporate development and a key driver of realizing our
vision for sustainable growth.

In today’s landscape, where financial sustainability is
managed in close integration with environmental and social
dimensions, we see the framework provided by the

TUrkiye Sustainability Reporting Standards as a strategic
lever. Guided by the principles of transparency and assurace,
we remain committed to presenting a clear and comprehen-
sive picture of our company’s long-term value creation
capacity.

ENVIRONMENTAL RESPONSIBILITY INDEXES
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Economic

Responsibility

Considering our shareholders, investors,
employees, suppliers and other business
partners, we have significant economic
impact across our value chain and a re-
sponsibility to act ethically.

Generating sustainable economic value
for our stakeholders is one of our material
topics. Accordingly, we focus on growth
and efficiency to create sustainable value
and economy of scale. In addition to
increasing the number of our stores

SUSTAINABILITY MANAGEMENT EMPLOYER OF CHOICE RESPONSIBILITY VALUE CHAIN RESPONSIBILITY

The financial data has been restated in accordance with IAS29 (adjusted to inflation
accounting) and inflation rates have been applied for the respective years.

3
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Targets

4,1
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50

organically, we also grow through alterna-
[ I hannels, including franchisin . 2023
tvg >dles Channes, tc uding franchising Key Performance Indicators
and e-commerce systems. )
Actual
Our Ratio of Food Waste’s Economic
code of ethics, based on the principles _ VElILE 6 PEvEnLES (%) 4 4 4.3
of honesty and integrity, guides us in all Circular
our decisions and activities. As required Economy Fatfo of Eoccl Racsveaad o 25 . 10
in our code of ethics, which is aligned Resale (%)* ' ' '
with the Universal Declaration of Human
Rights, we always respect human rights Ethics Training Completion
. . o Rate (%) 60 60 40
in all our decisions and activities under all N
circumstances and expect all our stake- Ethics - vised about
uppliers advised about CSA
holders to uphold the same approach. Human Rights Approach (%) 0 0 0
The financial data has been restated in
accordance with IAS29 (adjusted to infla-
tion accounting) and inflation rates have * The food waste prevention project - Go Beyond the Look and Try the Taste - that ran in 2022 and 2023 was
been applied for the respective years expanded in scope in 2024 with the addition of different product groups.
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INTRODUCTION CARREFOURSA

Economic Contribution
Economic Contribution Approach -

As a publicly traded company,
CarrefourSA strives to create sustainable
economic value for its stakeholders.
Through these efforts, the company aims to:

@ Deliver return on investments in line
with partner and shareholder expecta-
tions.

@ Provide competitive compensation
and benefits to its employees.

@ Ensure fair earnings and
opportunities for its franchisees.

@ Implement a fair pricing policy for
its suppliers.

@ Contribute to the economic growth
of its business partners.,

@ Fulfill its legal financial obligations
toward the state, including taxes, fully
and on time.

@ Make a meaningful contribution
to the social needs of the country
especially in areas within its impact.

SUSTAINABILITY MANAGEMENT

Economic Value Creation 2011

We focus on growth and efficiency to create sustainable value and
economy of scale. Our strong growth is fueled by the success captured
in our franchising and e-commerce businesses. We aim to respond to
expectations by maintaining the momentum of this economic growth.

120 00000050y
23
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Key Financial

Indicators

Revenues (TL million)

Gross Profit (TL million)

Operational Profit Before

Tax (TL million)

Profit Margin Before Tax (%)

Key Operational

Indicators

No of Stores (Total)

Mini

Super

Hyper

Gourmet

Franchise

Professional

No. of Stores Offering
E-commerce

Retail Space (000 m?)

44,341

12,690

1,320

1,739

895

259

381

23

32

200

58

536

ENVIRONMENTAL RESPONSIBILITY INDEXES

2024

65,715

14,798

-3,321

-2,851

Note: Based on the purchasing power in December 2024.

1,047 1,225
249 236
399 398
22 21
36 38
341 530
2

75 94
564 586
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Contribution to Employment #®

At CarrefourSA, we not only contribute significantly to the
economy but also make a wide social impact through the jobs we
create. We currently operate with more than ten thousand direct
employees and nearly three thousand people employed by our
subcontractors and business partners.

CarrefourSA Employees

Direct
Employment AL

10,663

Employees 10,520 10,672

Employees of Subcontractors and Business

Services

2023
578

Cleaning 626 565
Security 232 264 263
Service-Valet 38 38 38
Employee Catering 92 92 92
Warehouses e 77 72
Warehouses 50 77 79
E;;Ci’;?iTserce 141 167 191
Franchisees 1,080 1,687 1,613
Total 3,054 3,674 2,913

Sustainability Report — 2024
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EMPLOYER OF CHOICE RESPONSIBILITY

We also receive SSI (Social Security Institution) incentives

for the jobs we create. 204
282

SSI Incentive (TL million) 167

Note: Net figures, not adjusted to inflation accounting.

2023

Employee by Region

Istanbul 5,105 4,942 4,825
Aegean - 3,267 3,33 3,411
Mediterranean

Central Anatolia,

Black Sea, Eastern 1271 1237 1240
- Southeastern

Anatolia

Marmara 1,020 1,010 1197
Total 10,663 10,520 10,672

VALUE CHAIN RESPONSIBILITY

Local Recruitment

At CarrefourSA, we encourage local
recruitment. When we open new
stores or whenever new employees
are requested by existing stores, we
prioritize applications through iISKUR
employment offices or candidates
residing in the respective store
locations. Regarding employment for
our seasonal stores, we prefer
andidates residing in those regions.

We launched the Recruitment and
Talent Center investment for human
resource management in 2023. Addi-
tionally, we continue to hire employees
through the apprenticeship program
carried out in cooperation with the
Ministry of National Education. As of
year-end 2024, 67 people, including 30
apprentices and 37 high school

Number of Suppliers 4,473
Local Supplier Ratio (%) 96.2
Paymgn_ts to Suppliers (cost of sales) 51329
(TL million) ’
Local Sourcing Rate (%) 99

ENVIRONMENTAL RESPONSIBILITY

INDEXES

interns, have been recruited through this
program. We designed a mobile and
proactive hiring process for seasonal
recruitment in certain regions. Using our
Mobile Recruitment Van to attract talent,
we introduced a faster, more accessible
and more flexible process.

Local Sourcing 2°41

At CarrefourSA, we source nearly all of
the products we sell from local suppli-
ers. Aiming to support local farming,
ensure quality standards and create a
price advantage, we contact producers
directly without going through interme-
diaries and provide guidance on using
the right seeds. Due to legal obligations
and accounting requirements, we work
with cooperatives in purchases from
producers.

2024

5,612

96.9

50,916

99
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INTRODUCTION CARREFOURSA

Activities Creating
Economic Value

We engage in various activities, includ-
ing the franchising system, e-commerce,
operator model and lean and process
management, to maintain and increase
the economic value we create.

Franchising System

We launched the franchising system

in 2020 to support CarrefourSA’s eco-
nomic growth targets. For this purpose,
we adapted the proven franchising sys-
tem that Carrefour Group has applied
for years to the dynamics of our coun-
try. By year-end 2024, our franchise
network grew to 530 stores.

We aim for the franchisees to align with
CarrefourSA’s reputation and to comply
with our standards. To achieve this, we
support our franchisees with training

SUSTAINABILITY MANAGEMENT

Stores 200

programs, starting with human resources,
and enhance their capabilities in stock
management, IT systems, logistics,
marketing, advertising and social
media. We also follow protocols and
conduct audits regarding hygiene,
quality, food safety and occupational
health and safety.

In early 2024, we launched a new online
marketplace partnership for our fran-
chisees. We also made a series of stra-
tegic enhancements to improve oper-
ational efficiency and further facilitate
the franchisees’ business processes. For
this purpose, we shifted to a live typol-
ogy system that significantly increased
the franchisees’ product availability lev-
els and offered a credit card payment
option through the “My Partner” portal
to facilitate their payment processes.
To ease the inventory burden on the
businesses during the opening phase,
we implemented a new system for the
first order fulfillment to be paid in in-
stallments. We also introduced special
incentive systems for dealers.

Carrefour (B &) Sustainability Report — 2024
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Bulut Batum

Deputy General Manager
Investments, Franchising and Purchasing

At CarrefourSA, we support sustainable growth through

a franchise system that is aligned with the local economic
structure, scalable and agile, while promoting our commit-
ment to quality across Turkiye. As a pioneer of the franchise
model in food retailing in Turkiye, we see this system as a
powerful development tool that also enables local entrepre-
neurs to take an active role in the economy. Today, we have
built a robust ecosystem of 530 franchisees, including 60 led
by women entrepreneurs.

We bring over 30 years of CarrefourSA experience to our
franchisees, supporting them across all key processes, from
IT systems, product and stock management and logistics
to marketing and operational training. Our strong logis-
tics network enables us to deliver effective support across
the country, while our significant purchasing power gives
franchisees a distinct competitive advantage. Through My
Business Partner portal, we simplify business processes and
enhance operational efficiency with features such as credit
card payments and franchisee-specific incentive systems.

We implement our sustainable growth strategy holistically,
with investments focused on minimizing our environmental
impact. In addition to our franchise operations, transitioning
to renewable energy is one of our strategic priorities.

In 2024, we achieved energy savings of 8,000 MWh through
efficiency initiatives. By the end of 2025, we plan to meet

45% of our istinye hyperstore’s electricity needs through so-
lar energy. Beyond our stores, we are also conducting feasi-

bility studies for land-based solar power plant installations.
We believe that ensuring a place in the business world of the
future requires taking responsibility today. Guided by our
Right Way to Live principle, we remain committed to
working alongside our stakeholders for a more livable and
sustainable future.



INTRODUCTION CARREFOURSA

E-Commerce Applications

The e-commerce operations that
CarrefourSA launched in 2005 have
gained momentum in recent years, driven
by the efforts ongoing since 2018. As we
continue to structure our store processes,
we use a separate warehouse dedicated
to the CarrefourSA Extra brand for dis-
tribution across Turkiye. In addition to
home delivery by vehicles, we develop
business models such as store pick-up,
direct delivery by suppliers and
marketplace applications.

Operator Model

We developed the Operator Model to
assign some of our product depart-
ments to other corporate entities. This
is done in areas in which we do not
particularly specialize and in provinces
and regions with limited suppliers and
logistical means. The model enables us
to manage some product groups, in-
cluding nuts, meat, fresh produce and
bakery at such locations. We have part-
nered with several operators, thereby
not only supporting local initiatives but
also benefiting from their expertise.

SUSTAINABILITY MANAGEMENT

Lean and Process Management

Lean Management refers to an approach developed to prevent all kinds of
waste and loss in operational processes, accelerate flow and continuously
improve and enhance the value definition based on customer demand and
expectations. We embrace the lean management approach to disseminate
practices at CarrefourSA and to enable our employees to identify processes
without added value and thereby increase efficiency. As a result, we also
contribute directly to sustainable profitability.

L
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Lean practices in 2024:

- The Suggestion System integrated into the C-Mobile

app enables all our employees to submit their improvement and development
suggestions, problems and customer feedback. Each submission is evaluated

and the viable suggestions are implemented through projects.

- Products approaching their best-before dates in the aisles are

communicated to store employees every day via the C-Mobile app. Store em-
ployees check this list daily and collect all products nearing expiration from
the aisles.

- The digital reporting screen Cockpit allows stores to view the
reports they want to follow daily. All reports are stored in the library of the
Cockpit screen.

- Through lean assessments, tools that do not comply with
5S standards and the idle or scrap equipment have been removed from all store
warehouses, which were then organized with layouts for easy flow of goods.

- The Lean Dashboard is continuously improved and used.
Reports available in every store provide transparent information and are shared
with all employees.

- All stores undergo a lean assessment at least once.
If needed, certain stores are supported with training to resolve their issues.

ENVIRONMENTAL RESPONSIBILITY INDEXES
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INTRODUCTION CARREFOURSA

Indriect Economic
Contributions 2032

CarrefourSA also makes significant indirect
contribution to the national economy. Some
examples of this contribution include sup-
porting small local businesses with the ad-
ditional customer potential that our stores
create in their locations, helping suppliers
grow and conseqguently supporting their
business partners and employees:

A 4

Our suppliers are an essential part of our
value chain. We contribute significantly to
their economic sustainability and therefore
to job creation.

4

When we open new stores
and renovate existing stores, we prefer
to work with local suppliers, manufac-
turers and builders in the respective
cities and districts and select them
from among teams with previous
experience in the social conditions of
the location. Through this practice, our
investments also contribute to the local
economy.

\ 4

We support farmers
with our sustainable agriculture prac-
tices, animal husbandry with our live-
stock initiatives and fish farms with our
fishing activities.

SUSTAINABILITY MANAGEMENT

v We support
entrepreneurs within our franchising
system, enabling them and their
employees to do business under the
assurance of the CarrefourSA brand.
We assist them in developing their
business and creating jobs in their
regions by ensuring that they offer
products with CarrefourSA quality
assurance to their customers.

Payments to the State 20™

Like all commercial enterprises, we have
a responsibility toward the state to ful-
fill our tax and other legal obligations
completely and on time. As part of our
activities in this area, calculations per-
taining to Corporate Tax Returns and
Provisional Tax Returns are concurrently
reviewed and assessed by Sabanci Hold-
ing Financial Affairs Department teams.
Additionally, we procure consultancy ser-
vices from independent audit firms when
external opinions and advice are needed.
We apply various procedures within the
organization to calculate all taxes (includ-
ing VAT of products) accurately, ensure
that only authorized individuals may in-
tervene and also conduct audits.

Carrefour (B &) Sustainability Report — 2024
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Taxes and Fines

Paid to the State*

TL million 2,674 3,040

* Consumer Price Index December 2024 Value

Contribution to Exports

Our export activities, albeit relatively
small compared to our overall oper-
ations, are growing steadily and rap-
idly. We export a portfolio consisting

of mainly food items and private label
products to various countries, including
TRNC, Poland, Kenya, Mongolia, Geor-
gia and Iraqg. As a result, we indirectly
support our local producers, enabling
them to contribute to exports and na-

tional economy.
Revenues
271 176

TL million*

* Net amounts.

VALUE CHAIN RESPONSIBILITY

Supporting Women Entrepreneurs

We support the initiatives of female
producers in Turkiye, giving them an
opportunity to reach customers through
our aisles:

- Since 2019,
we have hosted the Y

on March 8 at our hypermarket
in istinye, Istanbul with partnering busi-
nesses founded by female producers.
This store offers women the opportuni-
ty to promote their products personally
and improve their products based on the
feedback they receive during their direct
engagement with the customers.

ENVIRONMENTAL RESPONSIBILITY

INDEXES

o The
woven bags made by women living on
Heybeliada are sold at CarrefourSA stores
to support the female makers.

@ Tarkiye’s
first and only integrated mussel process-
ing facility, located in Ocaklar, a village in
Erdek, Balikesir, creates jobs in the region
and supports women’s participation in
the workforce. As part of this project, we
recruited 30 women from Erdek, Balike-
sir and neighboring villages who had not
previously worked.

Heybelinin Heybeleri! il

CarrefourSA olarak dogrusunu yapiyor hem kadinlara,
hem de sirdirilebilirlige destek olmak adina
Heybeliada’l kadinlarin el emegi olan ylizde yiz pamuklu
geri dénusturdlebilen file cantalan satisa sunuyoruz!

DOGRUSU
CarrefourSAda
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SUSTAINABILITY MANAGEMENT

Civic Invesments and Social Support 20" 203

@ CarrefourSA, a supporter of

since 2015, continued this support in 2024
through the “Farm to School” project,
which aims to raise awareness about child
labor in agriculture. To mark November 20,
World Children’s Day, playgrounds were set
up at designated CarrefourSA stores and
UNICEF’s ‘Face to Face’ teams joined the
children to teach them their rights. Addi-
tionally, 3,400 customers provided finan-
cial support to UNICEF by donating to the
UNICEF money boxes placed near the cash
registers at 12 CarrefourSA stores.

¢ \
\ /
\!{\ /L./

unicef

@ We donate edible post-consumer food
waste for stray animals as part of the Animal
Friends Movement project, made possible

in cooperation with . With this
partnership, ongoing since 2015, we deliver
food products, which are discarded as waste
in all our stores across Turkiye but are

not harmful for animal health, through
HayKonFed volunteers for stray animals. The
project not only prevents food waste but
also helps feed stray animals. In 2024, this
support amounted to 75 tons of animal food
donated. More than 2,000 volunteers partic-
ipated in over 50 animal feeding events.

@ As a Sabanci Group company, we
opened the

in partnership with Kocaeli
University’s Faculty of Technology. The
center, launched as part of Sabanci Youth
Mobilization campaign, provides training on
software development, artificial intelligence
(Al), data analytics, robotic process automa-
tion (RPA) and big data management,
enabling project development for the indus-
try. The objective of the center, which builds
a bridge between the academy and the
industry, is to offer students opportunities as
they prepare for professional careers.

Carrefour (B &) Sustainability Report — 2024
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@ We marked World Down Syndrome
Day on March 21 with the Y

organized for our
employees with Down syndrome and their
families.

DOGRULARIMIZ
EN BUYUK ARTIMIZ.

CarrefourSA olarak +1 Mutluluk Projesi'yle
Lezzet Arasi restoranlarimizda Down Sendromlu bireylere
is imkani sunuyoruz.

a_rrefour %\f‘* “
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Circular Economy
Circular Economy Approach **

At CarrefourSA, we recognize that we
play an active role in food retailing.
Therefore we adopt circular economy
as a sustainable business model for
using resources efficiently and minimiz-
ing waste. Our goal is to preserve the
value of resources and products for as
long as possible, prevent waste genera-
tion and reintroduce recovered waste into
the economy and society through reuse,
recycling and upcycling.

By integrating the circular economy
approach into our business models,
we aim to build a value chain from
sustainable production to the
consumer, thereby becoming a part
of sustainable transformation within
our ecosystem.

SUSTAINABILITY MANAGEMENT

Food Waste

As a leading food retailer, we place
great emphasis on combating food
waste in terms of environmental, eco-
nomic and social importance impact. In
addition to depleting resources, food
waste also represents a critical area in
tackling climate change.

At CarrefourSA, we strive to reduce
food waste with a responsible business
approach and embrace the principle

of accurate inventory management to
streamline our logistics operations. We
apply discounted pricing models to
re-sell products that are fit for human
consumption but may go to waste for
various reasons. We promote the sale of
products that are less visually

Food Waste

Food Waste (tons) 15,062
Food Waste to Food Revenue 4
Ratio (%)

Donated Food (tons) 215
Waste Converted to Donation (%) 1.43

Carrefour (B &) Sustainability Report — 2024
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appealing but still consumable, while
we also inform our customers on this
issue to change consumer perception.

We also support food banking
initiatives and donate surplus edible
food for social benefit.

Rising temperatures due to climate
change in recent years continue to
increase energy consumption. Energy
efficiency optimization in our stores not
only helps preserve the freshness of our
products longer but also reduces our
environmental impact.

2023

15,396 18,546
4 43
503 765
3.27 412

EMPLOYER OF CHOICE RESPONSIBILITY
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Food Waste Approach Pyramid

ENVIRONMENTAL RESPONSIBILITY

Prevention e

Recovery for @
Consumption

Donation e

Fodder e

Energy/
Compost e

INDEXES

Suitable

No Suitable
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Food Waste
Management Programs

Go Beyond the Look and
Try the Taste

We launched a campaign with the slogan
“Go Beyond the Look and Try the Taste” to
promote the use of ripe produce with less
than appealing looks. To prevent produce
from going to waste, we started to offer
such fruits and vegetables at discounted
prices. If the produce in the fruit and vege-
table aisles are fit for human consumption
but are not in the best shape or form or are
discolored, bruised or have slightly dam-
aged skin, etc. they are picked and sorted
for resale.

In 2024, we prevented nearly 9.5 tons of
fresh produce from going to waste tanks
to this project. This year, we also expanded
the project’s scope by including milk, dairy
and ready-to-eat product groups, prevent-
iNng approximately 11% of waste generation.
As a result, we not only achieved more ef-
ficient resource utilization but also offered
food at more affordable prices.

SUSTAINABILITY MANAGEMENT
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Food Donation

At CarrefourSA, we recognize the im-
portance of preserving food and part-
ner with FAZLA and Food Recovery
Association to donate surplus food
and non-food items from our stores.
We also deliver food fit for human con-
sumption to people in need through
food banks.

Our collaboration also includes accu-
rate analysis and categorization of food
losses to prevent food from going to
waste with timely action. For this pur-
pose, We reintroduce the products that
are past their expiry date but are still fit
for human consumption to the econo-
my.

This approach, which directly
contributes to multiple sustainable de-
velopment goals, starting with SDG 2:
Zero Hunger, helps reduce waste and
plays a key role in combating climate
change by decreasing our carbon foot-
print. At CarrefourSA, we remain com-
mitted to creating social benefit from
surplus food generated in our opera-
tional processes and systematically do-
nating food through collaborations and
digital tracking systems.

VALUE CHAIN RESPONSIBILITY ENVIRONMENTAL RESPONSIBILITY INDEXES

Bring Your Own Packaging

We launched the “Bring Your Own Packaging” initiative with the aim of reducing
single-use packaging materials and preventing waste. Through this model, we
reduce disposable materials such as styrofoam trays, cling film and plastic
containers used in the fresh food departments. The customers bring their own
containers to shop meat, fish, cakes and breads, pulses, nuts and charcuterie in
the quantities they need, preventing food waste and eliminating single-use plastic
waste. This project allows us to encourage positive change in sustainable shopping
habits, while offering an ecofriendly service model.

DOGRUSU
CarrefourSAda

Carrefour (i OO

33



INTRODUCTION CARREFOURSA

Waste with Economic Value

The disposal, second-hand sales and
repurposing of all technical devices,
including electronic waste and company
vehicles, are subject to a procedure. No
third party, subcontractor or contrac-
tor is allowed to take such items out of
a store or dispose of them without the
approval of authorized individuals at
CarrefourSA. Such waste materials are
processed under the control of
CarrefourSA for purposes such as
recycling and reuse. Our goal is to
ensure that those products are reused
or sorted based on their value, rather
than making money from the waste.

@ We deliver electronic waste to li-
censed recycling/ recovery facilities,
which separate them as repairable
products and parts for use in other
electronic devices. The remaining scrap
parts that cannot be used are recycled.

@ Economic revenue is generated
from the second-hand sales of techni-
cal equipment and store fixtures such
as cabinets and shelves, which no lon-
ger fit the current concept, consume
energy inefficiently, become dysfunc-
tional, are damaged, or otherwise
lose their useful properties. Damaged

SUSTAINABILITY MANAGEMENT EMPLOYER OF CHOICE RESPONSIBILITY

or scrap wooden pallets and crates in our
stores and warehouses are recycled through
second-hand sales, generating economic
income. We also prefer reusable boxes and
crates during transportation to proactively
prevent waste generation.

\\

Ny

Business Ethics #2322
Business Ethics Approach *-*

Sabanci Group Code of Ethics defines the framework of our mutual
responsibilities with our employees and all our business partners. This
approach, developed in line with the Universal Declaration of Human
Rights and the core conventions of the International Labour Organization,
go beyond the applicable laws and regulations and is binding for all our
employees, including the Board members and executives. We also expect
our stakeholders to adhere to these principles.

Carrefour (B &) Sustainability Report — 2024
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Ethical Rules and Practices %2 2-2¢

SUSTAINABILITY MANAGEMENT

Since our Code of Ethics lies at the heart of our company culture, we provide
business ethics training to all our employees at the start of their employment,
when we also ask them to sign the Sabanci Business Ethics Declaration. To
ensure that our employees stay up to date on business ethics, we also

deliver annual training programs on related topics, including human rights and

anti-bribery and anti-corruption.

1
Ethics Training
Training Time (hours) 1,919
Completion Rate 60

(Assignment/Completion) (%)

We provide various communication
methods that the employees may
choose to report their concerns and
problems related to ethics violations in
confidence.

W Ethics Line (0216 577 14 90),
@ Ethics Email (etik@carrefoursa.com)

@ Mail (to CarrefourSA Head Office
Internal Audit Department)

@ C-Mobile (dedicated app for
CarrefourSA employees

2024

1,517 815

60 60

@ Sabanci Holding Ethics Line
(0212 385 85 85)

@ Call Center (444 10 00)
@ Sabanci Ethics Email (etik@sabanci.com)

@ Direct Reporting by the Employees
(to the Head Office Internal Audit and
HR Departments)

Carrefour (B &) Sustainability Report — 2024
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More than half of the ethics violation
incidents are reported via our ethics
line. We review the reports carefully
and launch an investigation on the
reported incidents if we identify an
ethics violation. The relevant figures are
disclosed transparently in this report
to demonstrate our unwavering ethical
commitment to all our stakeholders.
Based on the reviews of the report-

ed incidents, 855 investigations were
launched in 2024, and those involving
potential ethics violations have been
investigated thoroughly.

When an ethics violation is identified

as a result of the investigation, we take
disciplinary actions, which may escalate
up to termination of employment. The
reported incidents and their outcomes
are listed in the table below:

Reported Ethics Violations + Head 1030
Office-initiated Investigations ’
Number of Investigations Initiated 205
Number of Disciplinary 934
Actions Imposed

Number of Employee Contracts 131
Terminated

VALUE CHAIN RESPONSIBILITY

Combatting Bribery
and COl‘l‘Uption 205-1, 205-2

We do not tolerate bribery and corruption
under any circumstances. In line with
N

we have defined
the duties and responsibilities that all
our executives and employees are
expected to fulfil and disclosed them
transparently on the corporate website
for all our stakeholders to view.

The annual ethics training programs
provided to the executives and
employees include the topics specified
in the Anti-Bribery and Anti-Corruption
Policy. Completion rates of these training
programs are also reported to the
Holding’s senior management by the
Sabanci Ethics Committee every year.

2023

974 855
214 156
1.022 705
114 116

ENVIRONMENTAL RESPONSIBILITY
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The Anti-Bribery and Anti-Corruption
Policy is binding on all relevant stake-
holders, starting with the company ex-
ecutives and employees. We also act in
coordination with public authorities to
monitor blacklisted individuals and com-
panies and take measures to terminate
our business relationship with those who
are regarded as suspicious or risky for
any reason, engage in behaviors that do
not align with our corporate culture or
continuously fail to comply with our pro-
cesses. In addition to the individuals and
institutions that commit bribery and cor-
ruption, people who enable, encourage,
facilitate or endorse such behavior or fail
to report such incidences despite having
knowledge thereof are also subjected to
sanctions.

Bribery and corruption risks are consid-
ered high in our industry, particularly in
processes involving procurement, cash
register transactions, loyalty cards, prod-
uct theft, inventory/stock irregularities,
cash register theft, wholesale and general
expense items. Therefore, we continuous-
ly review the high risk processes in stores
and at the head office through regular
audits and scenarios.
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Human Rights 2232
Human Rights Policy 33

Our Human Rights Policy, which forms an
integral part of the Sabanci Group Code
of Business Ethics and our Sustainabili-

ty Policy, applies to all CarrefourSA em-
ployees and stakeholders. Committed to
upholding international conventions and
standards as a priority, CarrefourSA fol-
lows the fundamental principles described
below and strives to fulfil and implement
their requirements.

Within the framework of equal oppor-
tunity principle, CarrefourSA promotes
diversity and takes actions to employ
more people from different generations,
women and disabled individuals in the
workplace. The company maintains an
impartial approach to hiring, career and
compensation management, without any
bias against gender, ethnicity, religion,
language, race, nationality, age, disability,
marital status, sexual orientation, political
views and similar issues. The company
strives to create a safe and healthy work
environment, upholds the right to collec-
tive bargaining and the right to associa-
tion, supports freedom of expression, pri-
oritizes data privacy, and stands against
forced labor and child labor.

WE SUPPORT
O*E.AL Co 4,
(€ N -
5 g‘\ﬁ’a
N _-_! )«! UN WOMEN (&)
=Do~E

UNITED NATIONS
GLOBAL COMPACT

WOMEN’S

EQUALITY MEANS BUSINESS

STdIINIHd
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CarrefourSA is a signatory of
and

Human Rights at the Franchisees

Provisions addressing the fundamental
rights of employees are incorporated into
the agreements signed with store owners
that join the CarrefourSA family through the
franchising system. The franchisee is a sep-
arate legal entity and the direct employer of
the store employees. Even so, we specify the
legal requirements in writing in our agree-
ments and monitor the franchisee to ensure
that all employee rights, including salaries,
other benefits and social security premiums,
etc. are honored and paid fully on time and
obligations such as training are fulfilled.

Human Rights in the Supply Chain

308-1, 408-1, 409-1, 414-1, 414-2, FB-FR-430a.3

We respect human rights as a key prior-

ity in our business processes and supply

chain. Our human rights approach applies
to all our stakeholders, including the play-
ers in our supply chain. We hold suppliers
that provide our private label products to
even higher standards. To ensure that our

Carrefour (B &) Sustainability Report — 2024
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private label suppliers fulfil their responsibilities, we conduct audits on their
compliance with legal rights, working conditions, elimination of forced and
compulsory labor, elimination of discrimination, employees’ participation in
processes and occupational health and safety.

ENVIRONMENTAL RESPONSIBILITY
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Employees’ Right to Collective
Bargaining 2-30: FB-FR-310a.2

We sign collective bargaining agree-
ments to ensure that we achieve com-
petitive levels in labor costs and main-
tain labor peace. In these agreements,
we also define the responsibilities of
the labor union and CarrefourSA
regarding environment, gender equal-
ity, working conditions for disabled
employees and provision of a fair work
environment. The collective agreement
also covers topics such as employee
bonuses as well as education, marriage,
birth and death allowances, which are
guaranteed in writing.

Employees
Covered by
Collective Labor
Agreement

Ratio of Employees
Covered by 63
Collective

Agreement (%)

67 69
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Employ

Responsibili;

® Employee Satisfaction and Development
@ Occupational Health and Safety
@ Diversity, Equity and Inclusion
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Employer of Choice
Responsibility

Key Performance Indicators

Targets
1 1 Accordingly, we aim to focus on young We do not tolerate any discrimination
The objective of our human | _ in Number of workplace | et | 1. | 30 00 | s50 | 600
trat h . h talent and create more jobs, achieve for reasons such as gender, religion, lan- guidance/audits
resources siraite wnic . . - . - - - L
b
. . gy ’ ultimate employee satisfaction, provide guage O.I’ race. We exercise fairness in I}?(t)ilrgHS training time 5248 10,503 12,592 12,500 12,500 12.500
aligns with the company’s training programs to foster continuous all practices and processes such as re-
. . . . cruitment, career development, personal Total incidents with lost
mission. vision and core development and conduct structured _ days * 145 155 189 240 220 200
4 performance and career development and remuneration for both
o .. . Total incidents without
values, 1S to: appraisals existing and prospective employees and o tional | lost days * 171 208 287 460 440 400
) - ccupationa
offer equal opportunities.
. i Health and Number of fatal
@ Attract a qualified workforce to our In order to create a safe work environ- . _ S workolee secickns O O 0 0 O 0
company and invest in them. ment, we shape our Occupational Health We consider becoming an Employer ot ¢ Number of employees
and Safety Policy around the existing Choice with exemplary practices as a with occupational 1 0 0 3 3 3
@ Foster employee development. - ) _ _ oriority responsibility. diseases
conditions and strive for continuous im- '
o
Improye and strengthen the provement. We altc,o ensure that our OHS Lost days due to injury* 803 67 974 1200 | 1150 1000
organization. committees function efficiently and take
. Manage the remuneration and the necessary meaSUF?S to minimize the Incident frequency rate* 4.63 5.00 6.22 7.77 7.07 6.43
reward system risks of workplace accidents.
. Female Employment
o b | . ] Ratio (%) 39 40 40 40 42 44
rive employee motivation an
o ploy 2024 2025 | 2026 | 2027 Rt of Femmls , ) . o . .
oyalty. Key Performance Indicators Executives (%)
Actual Targets Ratio of Women in 43 28 28 40 42 a4
Diversity, Promotions (%)
Number of Employees 10,663 10,520 10,672 11,000 11,000 11,000 Equity and Batie of Wisiner F New . . 46 50 . 50
Inclusion Hires (%)
Ratio of New Hires (%) 41 41 51 40 40 40 Ratio of Women in — 4 Al 20 20 50
Employee Employee Turnover
Satisfaction Employee Turnover (%) = 36 28 38 40 40 40 Completion Rate of Gender
and . o= 73 57 43 80 80 80
Development Ratio of Employees EejEely Ueling O
29 27 27 30 32 34
Under 30 (%)
*' Targets for 2025-2026-207 have been set according to the October 2024 baseline
Ratio of New Hires .
Under 30 (%) 67 64 61 60 60 60 when the warehouse subcontractor employees were registered as company employees.

YPlease click to view CarrefourSA 2024 ESG Key Performance
and Target Indicators Report.
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Employee Satisfaction
and Development

Employee Satisfaction and
Development Approach 33

At CarrefourSA, the human resources
strategies are defined in line with the
Sabanci of New Generation vision.
Emphasizing the rapid global changes,
this vision included the goal of aligning
the Sabanci Group with the constantly
evolving concept of “new” in a chang-
ing world as quickly and as best as pos-
sible. Building a high performance cul-
ture means that we can get to exercise
our operational excellence approach
even more. Accordingly, our goal with
the human resources management and
practices is to make CarrefourSA an
“Employer of Choice” for its existing
and prospective employees by cre-
ating a unique employee experience
that gives individuals a purpose and
opportunity for self-actualization and
promotes fairness, continuous develop-
ment, engagement, high performance
and diversity.

SUSTAINABILITY MANAGEMENT

ECONOMIC RESPONSIBILITY

"W EMPLOYER OF CHOICE RESPONSIBILITY
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Sabanci of New Generation

is a culture that:

@ Focuses on the needs and
expectations of customers and
all stakeholders.

@ Values different opinions and
encourages wide engagement in
decision-making.

@ Leads in innovation.

Carrefour (§p ©FD) Sustainability Report — 2024

@ Recognizes mistakes as
opportunities for improvement
and learns from them.

@ Aims to create sustainable
long-term value.

VALUE CHAIN RESPONSIBILITY

Employees by Position (%)

Executive Committee

Group Heads

Managers

Supervisors

Senior Specialists

Specialists

Junior Specialists

Store & Warehouse Managers
Store & Warehouse Supervisors
Blue-collar Employees

TOTAL

Employees by Type

of Contract
Employees on Temporary Contracts (%)
Employees on Permanent Contracts (%)

TOTAL

93
10,663

ENVIRONMENTAL RESPONSIBILITY

2022

0,1
0,3
1,1
0,9
1,5
2]
0,3
5,9
11,8
76,1
10.663

96
10,520

2023

0,1
0,3
1,2
1,2
1,9
2,
0,3
6,1
1,4
75,4
10.520

INDEXES

2024

0,1
0,3
1,2
1,2
1,8
2,0
0,2
6,1
12,6
74,6
10.672

2024

10,672
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Employment >

We provide direct employment for more
than 10,000 people. Employee statistics
as of year-end 2024:

27%

. under 30.

75%

blue-collar.

@
7% 99,7%
are on work full
permanent time.
employment
contracts

Our goal is for at least 60% of the new
hires to be under the age of 30, thus
increasing the ratio of employees under
30 to 34% by 2027.

SUSTAINABILITY MANAGEMENT

Istanbul

Aegean -
Mediterranean

Central Anatolia,
Black Sea, Eastern and
Southeastern Anatolia

Marmara

TOTAL

Position

Executive
Committee

Group Heads

Managers

Supervisors

Senior Specialists

Carrefour (§p ©FD) Sustainability Report — 2024

Total

5,105

3,267

1,271

1,020

10,663

555

113

94

159

ECONOMIC RESPONSIBILITY

30- (%)

13

36

Temporary
(%)

3.3

2.2

0.5

0.5

6.5

30-50 (%)

63

85

90

90

84

Indefinite

(%)

445

28.5

1.5

9.0

93.5

Employees by Age Groups and Positions (1)

50+ (%)

38

15

10

"W EMPLOYER OF CHOICE RESPONSIBILITY
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Employees by Types of Contract and Regions

Total

4,942

3,331

1,237

1,010

10,520

&S

123

121

196

30-

12

Temporary

(%)

0.0

8.1

5.8

7.7

4.0

(%)

30-50 (%)

63

83

88

90

84

Indefinite
(%)

100.0

91.9

94.2

92.3

96.0

50+ (%)

38

17

12

Total

4,825

3,411

1,240

1,197

10,672

37

126

129

189

30- (%)

13

Temporary

(%)

0,0

6,2

4,0

2,3

2,7

30-50 (%)

43

70

87

91

82

VALUE CHAIN RESPONSIBILITY

Indefinite
(%)

100,0

93,8

96,0

97,7

97.3

50+ (%)

57

30

13

ENVIRONMENTAL RESPONSIBILITY

Full-time and Part-

time Employees (%)

Part-time (%) 0.1 0.3
Full-time (%) 99.9 99.7
TOTAL 10,663 10,520

| Tasamfiv
Fjatrigh
camefoursA.

Kt

INDEXES

0.3
99.7

10,672
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Employees by Age Groups and Positions (Il)

Position

30- (%)

30-50 (%) 50+ (%)

30- (%) 30-50 (%)

50+ (%) 30- (%)

Specialists 224 36 63 1 224 42 56 1 214 43
Junior Specialists 32 63 34 3 32 56 41 3 25 60
Field White-collar Store 630 4 93 2 646 5 92 2 646 4
& Warehouse Managers

Ak Binees By sEie e 1,254 18 79 3 1,203 16 81 4 1,340 18
Warehouse Supervisors

Blue-collar Employees 8,116 33 61 6 7,932 32 62 6 7,960 31
TOTAL 10,663 29 66 5 10,520 27 67 6 10,672 27

New Recruitment and Employee Turnover “°"

New Recruitment and Employee

Turnover Rates (%)

New Hires 4,256 4,375 5,438
New Recruitment Ratio (to Average Number of Employees) - % 41 41 51
Employee Turnover 1,832 3,009 4,067
Employee Turnover Rate (to Average Number of Employees) - % 18 28 38*

* The turnover rate is higher in the Aegean and Mediterranean regions mostly due to seasonal
or temporary employees. We anticipate this rate to at 40% levels in the coming years.
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30-50 (%)

56

36

92

78

60

65

"W EMPLOYER OF CHOICE RESPONSIBILITY
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50+ (%)

VALUE CHAIN RESPONSIBILITY

New Recruitment by Regions

New Hires

Istanbul (%)

Aegean - Mediterranean (%)

Marmara (%)

Central Anatolia, Black Sea, Eastern
and Southeastern Anatolia (%)

TOTAL

Employee Turnover by Regions

Employee Turnover

Istanbul (%)

Aegean - Mediterranean (%)

Marmara (%)

Central Anatolia, Black Sea, Eastern
and Southeastern Anatolia (%)

TOTAL

45

39

11

4,256

59

28

1,832

ENVIRONMENTAL RESPONSIBILITY

46

39

10

4,375

60

26

3,009

INDEXES

45

36

14*

5,438

o1

25

4,067
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Young Talent 401"

As of year-end 2024, 81% of our
employees are Gen Y and Gen Z, with an
average age of 37. Employees under

30 constitute:

Mobile Recruitment Van

Employees under
30 constitute

The Mobile Recruitment Van traveled to 17 different locations across the
Aegean, Mediterranean and Marmara regions where we offered job op-
portunities to more than 1,000 candidates. Thanks to our next-generation

. ‘ ' recruitment practices and in line with our “from office to field” motto, we
. . . brought job opportunities to a wide audience, enabling candidates to meet
with recruitment and talent experts without having to wait. This approach
streamlined the candidates’ job search efforts, while allowing us to offer a

mobile, proactive and out-of-the-box hiring experience.

"W EMPLOYER OF CHOICE RESPONSIBILITY
e o

27%

of the total
workforce.

52%

of employee
turnover.

61%

of new hires.

Our goal is for at least 60% of the new

hires to be under the age of 30, thus
increasing the ratio of employees under
30 to 34% by 2027.

AN =N
N @
NS
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Employees by
Generations (%)

X 20.7 18.8 19.1
Y 73.3 72 68.0
y4 5.8 9 12.8

New Recruitment by Age Groups

ise Alimlar 2022

30- (%) 67 64 61
30-50 (%) 32 33 34
50+ (%) 2 3 5
TOTAL 4,256 4,375 5,438

Employee Turnover by Age Groups

Employee Turnover 2022

30- (%) 64 48 52
30-50 (%) 33 47 44
50+ (%) 3 5 4
TOTAL 3,723 3,009 4,067

INDEXES
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Employee Satisfaction

Ensuring the satisfaction and loyalty
of our employees, who are our key
stakeholders, is among our material
topics. Therefore, we engage in
various activities to measure and
improve satisfaction levels.

Employee Satisfaction Survey

We conduct satisfaction surveys to mea-
sure our employees’ level of commitment
and satisfaction with our practices, to
streamline business processes by taking
into account their demands and sugges-
tions and thereby to elevate their satis-
faction. The satisfaction level of our
subcontractors’ employees is measured
by their own employers.

In 2024, we conducted an employee
loyalty and satisfaction survey among
our white-collar employees. The survey
results showed a loyalty rate of 47%
and a satisfaction rate of 86%.

SUSTAINABILITY MANAGEMENT

We take firm steps and make improve-
ments based on the survey results.
After analyzing the latest survey
findings, we:

@ Made it possible for the existing em-
ployees to apply for vacant positions.

@ Reviewed areas of overall satisfac-
tion and satisfaction with management,
conducted exit interviews with the de-
parting employees.

@ Started evaluating applications to
the internal promotion programs using
the objective Peoplise system.

@ Improved the physical conditions in
the stores for employees.

@ Took additional measures in stores
with low survey results.

Carrefour (§p ©FD) Sustainability Report — 2024
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Learning from the Experts

Satisfaction

Learning from the Experts program offered by CarrefourSA applies to employ-
ees who aspire to gain professional knowledge and skills in the fresh food, fish
and butcher departments. The program (3 months for butcher department, 2
months for fish department) is designed for the employees to learn the tricks of
the trade from trainers, who are experts in their respective fields, and to prepare
them for a professional career in these areas.

86%

v
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N

Loyalty
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Activities for Strengthening
Employee Engagement

We adopt a people-centered approach
to employee satisfaction and engage-
ment as a key factor of business con-
tinuity. Practices that motivate our
employees, reinforce their sense of be-
longing and strengthen our corporate
culture also contribute to the develop-
ment of our social capital.

Company clubs focused on different
interests offer our employees the op-
portunity to come together and pro-
duce outside of a work setting. Rang-
ing from sports to culture and the
arts, these clubs foster stronger bonds
among employees from different de-
partments and locations. Voluntary
participation in these interactions fos-
ter a sense of solidarity and belonging
within the team.

We will continue to position our em-
ployee engagement practices not
only as an integral part of our human
resources policies, but also as a core
component that supports the long-
term value creation capability of our
organization. Some of our employee
engagement activities include:

SUSTAINABILITY MANAGEMENT

@® |n the Development Through Plays

Workshop, club members attend week-
ly creative drama classes delivered by a
theater instructor.

ECONOMIC RESPONSIBILITY

@ Teams representing CarrefourSa
participate in Sabanci Sports Games,
which foster engagement within the

group.
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@ Internal Tournaments create an envi-
ronment that supports social connections.

@ CAFit Gym at the head office contrib-
utes to the employees’ physical and men-
tal well-being.

@ We provide free dietitian support two
days a week to increase our employees’
healthy eating awareness.

@ We organize Culture and Arts Activities
to encourage participation in events such
as theater plays and concerts. We aim to
enable access to opportunities related to
personal interests and contribute to work-
life balance by offering the chance to win
tickets in sweepstakes for special occa-
sions like Hidirellez (Spring Celebration),
World Theatre Day and World Art Day.

@ We make donations to NGOs and asso-
ciations such as ACEV, KEDV and DarUssa-
faka on special days on behalf of all
employees.

"W EMPLOYER OF CHOICE RESPONSIBILITY
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CarrefourSALI Talks

CarrefourSALI Talks, held on the second
Tuesday of every month, is an internal
communication practice designed to cre-
ate an open and transparent communica-
tion environment between the Executive
Committee members and our employees.
During the online talks, questions and
requests are directed to the relevant Ex-
ecutive Committee member.

CarrefourSA Postasi

“CarrefourSA Postas!” (CarrefourSA
Post) is a digital publication featuring
various content on personal and corpo-
rate topics. The quarterly publication,
which is shared via our internal C-Mo-
bile app, is created with contributions of
store, warehouse and head office team:s.

ENVIRONMENTAL RESPONSIBILITY

INDEXES

Internal Surveys

The feedback received through internal
surveys shapes various practices. This
year, we conducted surveys on topics
such as event reviews, online game pref-
erences, Goodbye Summer/New Year’s
Eve Party venue selections, scheduling
children’s theater plays, cafeteria ser-
vices and service satisfaction.

CarrefourSA"nin Gilgll Kadinlan,

Sizin adiniza Kadin Emeginl Degerlendimme Vakli'na
bagista bulunarak dar gelidi kadinlarn
yoksullukla micadelesine destek olduk.

KEDW, 1986 wilindan bu yana agiteizliklerin ve yokedllugun
var olmadig bir toplum hayafini gargeklestimmek icin
Kadiiil ) i PR

ciimyay déniigtirebilmeled amaciyla galgier,

hayale artak aldufumuz fgin muthaluk diuysrs.
Dilnya Emekel Kedinlar Glnd Kutlu Olsunt

Carrefour {{» S0 Qﬁ:ﬁf}'

T Carrefour ({» OO
postas
Carrefour (9 % CarrefourSA Tirkiye'deki 30, vihm kutlad!
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Employee Benefits

SUSTAINABILITY MANAGEMENT

Remuneration and Other Benefits 219:2-20, 2013, 401-2

The scale of each job at CarrefourSA is
determined by using an objective meth-
od that considers the specific role’s key
responsibilities, its relative contribution
to the organization and the knowledge/
skills/experience and competencies re-
quired for the respective position. After
this analysis, a relative value is assigned
to each role and a job level structure

is built to serve as basis for salary and
benefits management. In this process,
an individual’s job scale, performance
and the balance of internal and exter-
nal salaries are also taken into account
while ensuring compliance with legal
obligations. We manage the compen-
sation of our white-collar employees
according to the competitive SAPEER
salary database, built on KornFerry Hay
Market Research and created by Sa-
banci Holding. Macroeconomic data,
market research and the views of all our
stakeholders, including the labor union,
are also included in the process

In addition
to general economic and industry con-
ditions, the employees’ demands are
also taken into consideration during the
collective bargaining process, in which

we strive to capture a balance between
the negotiations and ensuring the com-
pany’s sustainable, profitable growth.
The collective bargaining negotiations
between CarrefourSA and the Turkish
Trade, Cooperative, Education, Office
and Fine Arts Workers’ Union (“Tez-
Koop-Is”) were concluded on March 26,
2024, with the signing of the new three-
year Collective Bargaining Agreement
for the period of January 1, 2024 - De-
cember 31, 2026.

In addition to the salaries and bonuses
offered to the employees depending

on their roles within the overall orga-
nizational structure, employees at or
above specific levels may be entitled to
company cars, shuttles, education sup-
port and social assistance payments on
special days such as birth or marriage.
Payments to part-time employees are
calculated by dividing the total monthly
wage by the number of days in a month
and multiplying this figure by the num-
ber of their actual working days, while
temporary employees only receive pub-
lic transportation allowance in addition
to the salary. Regarding pension plans,
the CEO and deputy general managers
benefit from the private pension system
(BES) with a 3% premium over their
monthly salaries covered by the em-
ployer. There is no employer contribu-
tion for other positions.
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Employee Devolopment

Training and Development

We recognize that our human resource
is our key asset for maintaining our suc-
cess in a constantly evolving and in-
creasingly complex world and value the
importance of fostering the develop-
ment of our employees.

In line with our strategic goals, we offer
our employees hybrid learning oppor-
tunities in their development areas
and fields of expertise under the

umbrella. Guid-
ed by the “Future-Ready Leadership”
model, we support the career devel-
opment of our leaders at different lev-
els and employees in the talent pool
with professional, innovative, expe-
riential training programs. Following
our “The Right Way for Continuous
Development” ideal, we achieve effec-
tive results with sustainable, inclusive,
people-centered approaches focused
on efficiency and high performance at
work.

VALUE CHAIN RESPONSIBILITY

The main training categories offered to
the employees on general and need-
based topics at

include the following:

@ Orientation Programs

@ Professional/Technical Training
and Specialty Training

@ Legally Required Training

@ Behavioral Skills and Leadership
Development Programs

@ Talent Pool (Succession)
Development Programs

ENVIRONMENTAL RESPONSIBILITY
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Annual Average Training Hours 404

- by Positions
i

Executive

Committee 0.4 0.3 0.0
Group Heads 3511 15.7 7.4
Managers 29.5 22.6 39.9
Supervisors 33.9 1.0 17.4
Senior 26.0 16.7 1.0
Specialists ' : '
Specialists 20.7 12.9 12.4
Junior

Specialists 32.6 19.9 12.7
Field White-

collar Store

& Warehouse 27.7 17.4 12.5
Managers

Field White-

collar Store

& Warehouse 43.4 25.4 9,6
Supervisors

Blue-collar

Employees 7.6 6.2 31
Average 14.3 9.7 54

We welcome all new employees to Carrefour-
SA with an onboarding program, designed in
a hybrid format, and ensure that they are ac-
companied by their peers throughout the ori-
entation period to facilitate their adaptation
to our company and their new duties. Our
subcontractors provide the relevant training
to their employees.
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Coaching and Mentoring Programs

As part of the internal mentoring pro-
cesses managed through CarrefourSA
Academy, we help our new hires adapt
more easily to the company and their
jobs, foster engagement, support ca-
reer development and develop leader-
ship skills. Additionally we support our
field managers with professional coach-
ing and our female store managers and
young talent with mentoring.

Talent Development Programs 4%4-2

We value the importance of attracting
and retaining talent. Therefore we de-
sign and deliver hybrid development
programs through CarrefourSA Aca-
demy for our talent pool. Such prog-
rams not only build on the employees
knowledge and skills but also strengt-
hen their loyalty. The leadership deve-
lopment programs we offer within this
scope last between two and 12 months.

)

SUSTAINABILITY MANAGEMENT

@ CarrefourSA Academy
Development Program

@ Field Leaders Development Program

@ Field Leaders Franchise
Development Program

@ Logistics Leaders Development
Program

@ Store Management Trainee
Program (External Candidates)

@ Store Management Trainee
Program (New Graduates)

@ Career Login MT Development Program
@ Women Leaders Development Program
@ Mentor Store Development Program
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3 Next-Generation Performance
Monitoring System C-Performance

The objective of the C-Performance
system is to contribute to the person-
al development of our employees by
building on their competencies through
next-generation digital performance
appraisals, support their career journeys
and to increase employee engagement
and motivation. Using this system, we
also identify their training and develop-
ment needs to build teams working to-
ward common goals.

Performance Appraisals and
Career Assessments 4043

Performance Management is a pro-
cess that aims to identify employees’
successful work results, behaviors that
align with corporate culture and values
and high performance. Following a pro-
cess designed and structured for this
purpose, employees work for a year on
their personal career goals that align
with the company targets and devel-
op competencies in their focus areas.
At the end of the year, the employ-
ees work with their superiors to eval-
uate their performance in these areas
through mutual feedback.

As part of Organizational Success Plan-
ning (OSP), an average of 1,200 employ-
ees are assessed every year and their
career paths are defined. Additionally,
succession plans are created for all ex-
ecutive roles and critical positions. All

VALUE CHAIN RESPONSIBILITY

white-collar employees (store and ware-
house managers and the specialists and
higher positions in the head office) are
included within the performance
appraisal process, which does not apply
to blue-collar workers. In 2024, 25% of
the employees received performance
appraisal.

Blue-collar workers, who have served

at CarrefourSA for at least a year and
demonstrated a good command of the
business, high performance and a poten-
tial based on the observations of their
superiors may be included in the path to
promotion. We run two programs for this
purpose:

- High performing
employees with promising potential may
be included in the promotion process
after working at our stores for at least

a year. Candidates who receive positive
results in their personality inventories and
one-on-one interviews are eligible to
participate in the MAYA training program.
The employees in this program receive
classroom training plus on-the- job train-
ing, designed according to their needs,

at a different store, working with the
mentor store manager assigned to them.
After two months of classroom and on-
the-job training, those employees may be
appointed to positions such as assistant
store manager, department supervisor,
administrative supervisor or head cashier.

ENVIRONMENTAL RESPONSIBILITY INDEXES
MAYA
2023
Program
Participants 93 122 182
Graduates 18 15 153
Appointments 61 94 124

v High performing
employees with promising potential who
have worked at managerial positions at
our stores for at least two years may be
included in the promotion process as part
of the Manager Placement Academy. The
promotion process follows stages of the
assessment center. Group case studies,
adapted to the competencies expected
from a position, presentations and role
plays constitute the assessment center
stages to observe the behaviors on

the job.
YA Program 2023
Participants 52 51 95
Graduates 51 46 80
Appointments 50 46 80
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INTRODUCTION CARREFOURSA

Occupational
Health and Safety

Occupational Health and
Safety Approach 3-3: 4031

As the CarrefourSA family, we try our
utmost to provide quality and safe ser-
vice with a friendly attitude for our
customers. Therefore, we shape our
occupational health and safety policy
around the latest developments and
current conditions to satisfy our em-
ployees and to create a safe work envi-
ronment.

This approach, which applies to all em-
ployees, is based on Law No. 6331 on
occupational health and safety and rel-
evant regulations.

N

SUSTAINABILITY MANAGEMENT

Occupational Health and
Safety Practices 403-3,403-5,403-7

We employ occupational safety special-
ists and workplace physicians to meet
our legal obligations We outsource this
service to specialists from firms autho-
rized by the Ministry of Labor and Social
Security. These appointed specialists are
tasked with performing workplace risk
assessments in accordance with applica-
ble legislation, preparing emergency re-
sponse plans, providing OHS training to
employees, inspecting the site, forming
an OHS committee, drafting instructions
and relevant documentation, informing
the employer and listening to the em-
ployees.

Pursuant to article 13 of Law No. 6311
on occupational health and safety, all
employees may put in requests to the
employee representative (union repre-
sentative) and workplace manager us-
ing available communication channels
to assess incidents and take the nec-
essary measures when they encounter
a serious and imminent danger. The
workplace manager addresses the situ-
ation with the regional manager, reach-
es a decision and informs the employ-
ee. If a serious and imminent danger

is unavoidable, the employee is free to
leave the workplace or the danger zone
without having to comply with this
decision and go to a designated safe
place. The employees will not be sanc-
tioned due to exercising their rights.
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Service providers working in renova-
tions and new store openings are re-
quired to implement OHS measures

and practices, which are covered by

provisions in the agreements.

All our employees or those of our sub-
contractors receive OHS training di-
rectly or via their employers. In 2024,

a total of 12,592 hours of face-to-face
and online sessions were provided. Fur-
thermore, employees, whose jobs re-
quire professional qualification such as
meat processing, baking, storage and
receiving goods are provided with OHS
training in their respective fields. On
the other hand, all employees gain ba-
sic OHS knowledge during orientation
before starting work.

Our occupational health services in-
clude proactively protecting the health
of all company employees as well as
subcontractor employees working at
high risk warehouses and responding
to workplace accidents. We provide
comprehensive health screening for our
employees, employ a workplace physi-
cian as part of our legal obligations and
form occupational health committees.
The health records of our employees
are kept in their digital personnel files
accessible only by authorized people.

VALUE CHAIN RESPONSIBILITY

@ We completed the health screening
of all employees, while 2,230 employees
underwent detailed checkups.

@ We conducted legal compliance au-
dits in logistics warehouses and hyper-
stores with more than 50 employees.

@ Three logistics warehouses and two of
our stores were inspected by the Ministry
of Labor, passing the inspections without
any issues.

@ Relevant public institutions conducted
inspections for 13 occupational disease
and 5 SSI audits, which were all complet-
ed without any problems.

@ We visited 74 stores for OHS practices
and performed risk assessments. Addi-
tionally, Emergency Response Plans of
these stores were updated.

@ We provided a total of 12,256 hours of
face-to-face OHS, 168 hours of Fire In-
tervention, and 168 hours of Disaster and
Earthquake Awareness training to our
employees.

w 33 franchisee stores were visited
and inspected for compliance with
CarrefourSA OHS standards.

@ 916 hours of Technical OHS Training
was provided for the employees working
in departments (butcher, deli, fish, bakery,
warehouse, e-commerce) requiring pro-
fessional skills.

ENVIRONMENTAL RESPONSIBILITY INDEXES

All of our workplaces are included in our
OHS system, which has been internally
audited. To date, 55% of our stores have
been externally audited. Plans have been
made for new stores and those not exter-
nally audited in 2024.

In the process of opening new workplac-
es, we regularly inspect the construction
work and the construction companies to
detect risks in advance. After the inspec-
tions, we inform relevant departments
and follow through their actions to rectify
the detected nonconformities.

OHS manuals have been created for each
specific operation and disseminated dig-
itally via the mobile app to raise aware-
ness in our workplaces and keep the
employees up-to-date about the latest
practices. Furthermore, an OHS manager
guide was created for workplace manag-
ers and also shared digitally. This guide
ensures that workplace managers are
informed about OHS guidelines and the
documents required by legislation.

A digital OHS assistant has been inte-
grated into the internal mobile app to as-
sist the employees about their questions
regarding OHS practices. With 75 ques-
tions on 10 different topics asked and an-
swered in 397 different ways, employees
quickly access the information they seek
in the digital environment.
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INTRODUCTION CARREFOURSA

Managing OHS Risks 403-2

If the
risk cannot be eliminated at its source,
we ensure that it is replaced with a
less risky one. Additionally, we try to
eliminate the risk by providing our em-
ployees with personal protective equip-
ment, and when this is not possible, we
try to contain it at an acceptable level.

OHS risk management enables a disci-
plined approach to detecting, assess-
ing and controlling the hazards in our
workplaces. This allows us to create a
safe and healthy work environment for
both our company and our employees.

SUSTAINABILITY MANAGEMENT

OHS Committees 4034 403-8

As of year-end 2024, there are OHS
committees at 19 stores, classified as
less dangerous workplaces with more
than 50 employees, and 13 logistics
warehouses, classified as dangerous
workplaces. We support all related pro-
cesses at other stores with fewer than
50 employees through head office.

@ The OHS committee members in-
clude the workplace manager, occu-
pational safety specialist, workplace
physician, assistant manager, employee
representative (union representative),
security manager, maintenance offi-
cer, human resources officer and sup-
port staff. Each member brings topics
in their own purview to the agenda

of the monthly or quarterly meetings
and submits them for discussion. The
committee decides on the actions af-
ter deliberations. All employees report
the hazards or risks they detect to the
employee representative to facilitate
action.
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Workplace Accidents and
Occupational Diseaes 403-2403-9,403-10

Workplace Accidents

In the event of a possible workplace ac-
cident or occupational disease, the site
manager immediately prepares a report
and communicates the incident to the
relevant head office department. The
actions to take for such incidents or the
situations that may affect reporting are
defined in the operating procedures.
This allows the individuals reporting the
incidents to be protected against retali-
ation and enables all incidents to be re-
ported and recorded. These procedures
apply to all employees, subcontractors
and customers.

We categorize workplace accidents as
near-miss, simple injury, serious injury
and loss of limb. We investigate work-
place accidents by conducting root
cause analyses using specific forms.
This allows us to identify the causes and
determine the precautions. The main
causes of workplace accidents in our
company have been identified as slips,
falls, cuts and equipment jamming. To
mitigate such incidents, we provide
training, introduce technical enhance-
ments and create short informative ani-
mations for the employees to view.

Number of Fatal Workplace Accidents

Number of Workplace Accidents
Resulting in Serious Injury

Number of Injuries with Lost Days

Total Number of Accidents

Workplace Accident Rate (based on
Injuries with Lost Days)

Occupational Diseases

Number of Fatal Occupational
Diseases

Number of Occupational Diseases
Resulting in Serious Injury

Total Number of Occupational
Diseases

Occupational Disease Rate

145

316

4.63

ENVIRONMENTAL RESPONSIBILITY

155

363

5.33

Workplace Accident Rate = Number of injuries with lost days /
total number of employees x 1 year x daily hours worked) x 1,000,000 hours

INDEXES

189

476

6.22
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INTRODUCTION CARREFOURSA

Diversity, Equity and

SUSTAINABILITY MANAGEMENT

Inclusion Approach 3-32-7%202-1,401-1, 4041 405-1, 405-2

At CarrefourSA, we do not tolerate any
kind of discrimination, respect all differ-
ences and encourage free expression
within the framework of our code of eth-
ics. We exercise fairness in all processes
and practices, including recruitment, ca-

Gender equality is a cornerstone of de-
velopment and a critical step that must
be taken for the advancement of na-
tional and global economies.

As of year-end 204, Ratio of Female

ECONOMIC RESPONSIBILITY

Gender Pay Gap

% Approx %4
©)

"W EMPLOYER OF CHOICE RESPONSIBILITY
e o

As of the end of 2024, number of francise
with a female investor or manager

Franchise Number 60

Average Training Time %11

VALUE CHAIN RESPONSIBILITY

ENVIRONMENTAL RESPONSIBILITY

INDEXES

Although there is no significant difference in gender distribution among
our full-time/part-time or permanent/temporary employees, the trainings

All Employess 5,4
Female Employess 5,7

Employees among:
reer development, personal development ploy 9

and remuneration policy for our existing
and prospective employees and offer

equal opportunities. Our diversity, equity
and inclusion approach is clearly defined

Employees by Gender
All Employees 40%

2024

Board of Directors 8% Position

in our code of ethics: Total Foemale 1 Total Foemale I\gale Total Foemale I\gale
Managers (%) (%) (%) (%) (%) (%)

S sa-bana Group.s human reso.urces Executive Committee 8 38 63 8 38 63 7 29 71

policies and practices ensure fairness Promoted

in recruitment, promotions, transfers, Employees Group Heads 33 27 73 35 26 74 37 35 65

rotatlc?ns, remuneration, re.war.ds, social New Hires P 2 zc o5 123 26 64 126 21 59

benefits and all other applications.

@® We do not tolerate any discrimina- Turnover Supervisors 94 46 54 121 38 62 129 40 60

tion against the employees because of Senior Specialists 159 55 45 196 53 47 189 52 48

their language, race, skin color, gender,

po|itica| VieW, fa|th, re“gion, sect, age, Specialists 224 53 47 224 53 47 214 54 46

hysical di ility or similar r ns. . L
physical disability or similar reasons Junior Specialists 32 28 72 32 41 59 25 44 56

@ No employee may c.:Iemand privi- Field White-collar Store & s 53 20 646 59 -8 646 o1 29
leges, extend any privileges to others Warehouse Managers

or be subjected to special treatment il el e &

because of differences in their gender, WareheuEe SUBEnEer 1,254 27 73 1,203 26 74 1,340 28 72
religion, language or race. Accepting or
religion, language, race or other ditfer- TOTAL 10,663 39 61 10,520 40 60 10,672 40 60

ences will not be tolerated.
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INTRODUCTION

Promotions by Gender

New Position

Executive Committee

Group Heads
Managers
Supervisors
Senior Specialists
Specialists

Junior Specialists

Field White-collar Store &
Warehouse Managers

Field White-collar Store &
Warehouse Supervisors

TOTAL

New Hires by Gender

Gender

CARREFOURSA

No. of
Promotions

14

18

51

22

74

130

317

SUSTAINABILITY MANAGEMENT

Female (%)

60
50
50
55
64

33

34

38

43

Male (%)

40
50
50
45
36

67

66

62

57

No. of
Promotions

0

2

14

21

45

25

3

91

131

332

ECONOMIC RESPONSIBILITY

Female (%)

36
38
58
28

33

36

36

38

Male (%)

100
64
62
42
72

67

64

64

62

Female (%)

Male (%)

TOTAL

Carrefour (§p &) Sustainability Report — 2024

51

49

4,256

51

49

4,375

46

54

5,438

"W EMPLOYER OF CHOICE RESPONSIBILITY
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No. of
Promotions

26

37

38

17

81

289

467

Female (%)

57
23
38
50
53

100

28

38

38

Male (%)

43
77
62
50

47

/72

62

62

Employee Turnover by Gender

Gender

Female (%)
Male (%)

TOTAL

Gender Pay Gap

Position

Executive Committee
Group Heads
Managers

Supervisors

Field White-collar Store &
Warehouse Managers

Field White-collar Store & Warehouse
Supervisors

Senior Specialists
Specialists

Junior Specialists
Blue-collar Employees

TOTAL

VALUE CHAIN RESPONSIBILITY

47

53

3,723

ENVIRONMENTAL RESPONSIBILITY

42

58

3,009

INDEXES

44

56

4,067

Average Salary of Women / Average Salary
of Men (%)

90

95

112

111

87

92

95

101

87

94

96

87

98

109

108

89

92

100

102

o1

94

97

101

75

100

147

102

84

108

m

93

97

96
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INTRODUCTION

CARREFOURSA

Gender Pay Gap - Starting Salaries

Ratio of Starting Salary

to Minimum Wage

SUSTAINABILITY MANAGEMENT

ECONOMIC RESPONSIBILITY

Women (%)

Men (%)

158

158

150

150

Temporary and Indefinite Employees by Gender

Gender

Female

Male

TOTAL

Total

4.161
6.502

10,663

Temporary (%)

11

Indefinite (%)

89
96

93

Full-time and Part-time Employees by Gender

Gender

Female

Male

TOTAL

Carrefour (§p &)

Total

4,161
6,502

10,663

Full-time
(%)

99.8

100.0

99.9

Part-time
(%)

0.2

0.0

0.1

Sustainability Report — 2024

Total

4.234
6.286

10,520

Total

4,234
6,286

10,520

181

181

Temporary
(%)

Full-time
(%)

99.5

99.9

99.7

Indefinite
(%)

94

97

96

Part-time
(%)

0.5

0.1

0.3

4.224
6.448

10.672

Total

4,224
6,448

10,672

Temporary
(%)

Full-time
(%)

99.6

99.8

99.7

"W EMPLOYER OF CHOICE RESPONSIBILITY
e o

Indefinite
(%)

95

99

97

Part-time
(%)

0.4

0.2

0.3

Gender

Female
Male

TOTAL

Franchisees by Gender

Gender

No. of Franchisees with Female
Investors and Managers

No. of Franchisees

Franchisees with Female Investors
and Managers (%)

VALUE CHAIN RESPONSIBILITY

Average Annual Training Hours by Gender

2022

15.1
13.7

14.3

25

200

13

ENVIRONMENTAL RESPONSIBILITY

10.9

8.9

9.7

77

341

23

INDEXES

5.7

5.3

5.4

60
530

11
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INTRODUCTION CARREFOURSA

Gender Equality Training

All our employees take the annual gender
equality training. To date, 74% of our
employees have received this training

(in or before 2024). Our target for the
annual completion rate is to exceed 80%.

Gender

Equality 2022 2023 2024
Training

Training Time

(hours) 2,231 2,187 2,141

Completion
Rate
(Completion/ 73 57 43
Assighment)
(%)

SUSTAINABILITY MANAGEMENT

Practices for Mothers and
Parental Leaves 4013

All employees eligible for maternity or
paternity leave have made use of their
parental leave entitlements. More than
80% of those who returned to work con-
tinued their careers at CarrefourSA one
year later. The turnover rate among new
parents is significantly lower than our
overall turnover, which is a strong indica-
tion that our approach helps mothers and
fathers establish a healthy work-life bal-
ance beyond economic considerations.

We have introduced various practices to
support our female employees during
their maternity period. Included among
these practices are hygienic and nursing
rooms at our hypermarkets and head of-
fice, which also houses a daycare facility.
Additionally, we offer a flexible model
for new mothers, allowing them to work
remotely during the legal daily two-hour
breastfeeding leave after birth.
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Parental Leaves

... Employees Eligible for Maternity Leave
... Employees Taking Maternity Leave (%)
... Employees Eligible for Paternity Leave
... Employees Taking Paternity Leave (%)
... Employees Eligible for Parental Leave - Total

... Employees Taking Parental Leave - Total (%)

Employees Returning to
Work after Parental Leave 2022 2023 2024

.. Female Employees
... Ratio of Female Employees (%)
... Male Employees
... Ratio of Male Employees (%)
... Total Employees

... Ratio of Total Employees (%)

"W EMPLOYER OF CHOICE RESPONSIBILITY
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2022

236
100
283
100
519

100

90

283
100
495

95

2023

235
100
263
100
498

100

83

263
100
432

92

VALUE CHAIN RESPONSIBILITY

2024

1)
100
195
100
394

100

95

195
100
385

98

Employees Staying on the
Job after Parental Leave 2022 2023 2024

.. Female Employees

... Ratio of Female Employees (%)
... Male Employees

... Ratio of Male Employees (%)

... Total Employees

... Ratio of Total Employees (%)

72

253

89

422

85

69

230

87

363

78

63

175

90

301

76

ENVIRONMENTAL RESPONSIBILITY INDEXES

WEPs Membership

We are a signatory of Women’s Empow-
erment Principles (WEPS), a joint initiative
of the United Nations entity dedicated to
gender equality and the empowerment
of women (UN Women) and UN Global
Compact, demonstrating our commit-
ment to promoting gender equality glob-
ally. CarrefourSA is the first food retailer
in TUrkiye to declare its commitment.

11dIINIHd

UNITED NATII]NS
GLOBAL COMPACT
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INTRODUCTION CARREFOURSA

Equal Opportunity
for Disabled Employees

We protect the rights of our disabled
employees and support the steps they
take to become active members of soci-
ety. For this purpose, we strive to provide
equal opportunity by prohibiting discrim-
ination against disabilities in all recruit-
ment and employment processes and
ensure that they are offered fair and dis-
ability-friendly working conditions on an
equal footing with other employees. We
have also introduced some practices spe-
cifically for our disabled employees, who
make up approximately 2.9% of our total
workforce.

@ Shifts end at 20.00 at the latest for
the disabled employees working in the
field.

@ The hearing-impaired employees
may request badges that they can wear
to show their disability, raise awareness
among our customers and communicate
better. We also provide fleece jackets
indicating their disability that they can
wear over their work uniforms.

SUSTAINABILITY MANAGEMENT

@ To improve the efficiency of OHS
training programs, we provide them in
sign language for our speech- and hear-
iIng-impaired employees.

@® We employ individuals with Down’s
syndrome at the Lezzet Arasi restaurants,
enabling their inclusion in society and
raising awareness.

DA L (21 2022 2023 | 2024
Employees
Number of
Disabled 282 292 295
Employees

Ratio of Disabled

Employees (%) 2.6 2.8 2.9
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Serving our
Disabled Customers

Phone Order Service

Our visually impaired customers can use
the ‘Phone Order’ service to place their
orders by specifying the name of the
store where they want to shop via the
interactive voice response system, which
then connects them to the requested
store to place their order. If the store line
Is busy or does not respond, the custom-
er can be diverted to trained call center
representatives to place their orders.

Induction Loop for Better
Communication

Some of the dedicated cash registers in
our hypermarkets are equipped with an
induction loop (IL) system that enables
customers to turn on their hearing aids
and hear the cashiers to communicate
more easily without the distraction of
external noises. IL systems use a specifi-
cally developed amplifier to convert am-
bient sounds into magnetic waves. Peo-
ple wearing hearing aids perceive these
magnetic waves without the need for any
additional devices, thanks to the ‘telecoil’
mechanism within their aids.

"W EMPLOYER OF CHOICE RESPONSIBILITY
e o

VALUE CHAIN RESPONSIBILITY

Digital Screens

The digital screens in our stores enable
us to communicate with our hearing im-
paired customers and provide informa-

tion about the current in-store activities.

Low-rise Cash Registers

Some of our stores feature low-rise cash
registers to assist our disabled custom-
ers in wheelchairs during their payment
transactions.

ENVIRONMENTAL RESPONSIBILITY INDEXES

Accessibility Services in
Hypermarkets

We provide wheelchairs for custom-
ers with disabilities or chronic illnesses
upon request to help them shop more
comfortably.

We also offer specifically designed
trolleys that our orthopedically
disabled customers can use with their
wheelchairs. Furthermore, we provide a
dedicated cash register for our disabled,
pregnant and elderly customers.
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INTRODUCTION CARREFOURSA

SUSTAINABILITY MANAGEMENT

Value Chain
Responsibility

We strive to achieve the
highest standards in all
processes that we impact
across the value chain,
starting with health and
safety. We have various
responsibilities in each link
of this chain, from sourcing
our products and services to
CarrefourSA operations and
ultimately to our customers.

Therefore, we develop and implement
sustainable business models and sourc-
ing policies to maintain and increase the
economic, social and environmental per-
formance of our entire supply chain. For
this purpose, we regularly measure satis-
faction along the customer journey from
the first touchpoint to the shopping ex-
perience and then the consumption and
use of the products to eventual waste

disposal. We develop different approach-
es and practices to improve their experi-
ence as well and prioritize quality, health
and safety across all stages. Our digita-
lization strategy involves transforming
our business models into more com-
petitive structures to improve oper-
ational efficiency, speed and costs.
Throughout this transformation, we focus
most importantly on creating ultimate
customer experience and building a more
sustainable value chain. As we rapidly
respond to customer requests, we also
aim to minimize our environmentalimpact
and to enhance resource

utilization efficiency.
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Key Performance Indicators

Ratio of Sustainable Product
Revenues to Total Private Label
Revenues (%)

Animal Welfare Inspections

E-commerce Assistance
Request Rate (%)

First Call Resolution (FCR)
Rate (%)

Sikayetvar First Contact
Duration (minutes)

Customer Experience (CS)
Index

No-ship Rate * (%)

Customer
Satisfaction

E-commerce NPS* (%)
Retail NPS* (%)

Omnichannel NPS*(%)

No. of Quality Audits at
Suppliers

No. of Product Safety and
Quality Analyses

Product Shelf Availability

No. of Stores Offering
E-commerce

E-commerce Orders (million)
L . Cybersecurity Score
Digitalization
E-commerce site speed
System accessibility

Network accessibility

(*): Year-end values.

N Please click to view the detailed CarrefourSA 2024 Ke)_/
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2022

Actual

8

3.8

73

00:03:03

79

48.8
48.8

273

1.845

94
58

2.4
85

SIORDS?
99.994

ESG Performance Indicators and Targets Report.

2023

10

11

4.2

85

00:01:23

89
4,2
49,0
54.2
54.2

259

1,850

94
75

1.8

93

2.75
99.993
99.995

"W VALUE CHAIN RESPONSIBILITY
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2024

10

14

5.10

85

00:01:24

85
4,6
44
56.2
56

260

2,45

93.8
94

2.2
95
2.5
99.993
99.996
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2025

Targets

15

5.00

85

00:01:20

85

2,5
50,0
56
56

320

2,200
94.3

150

3.4
96

99.995
99.995

2026

15

4.80

88

00:01:20

86

2,5
50,0
57
56

335

2,250

94.6
175

3.8

96

1.75
TSRS SV
99.998
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2027

15

11

4.60

88

00:01:20

88

2,5
50,0
58
57

350

2,300

95
200

4.3

97

1.5
99.998
99.998
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INTRODUCTION CARREFOURSA

SUSTAINABILITY MANAGEMENT

Responsible Supply Chain Practices

Responsible Supply Chain Approach **

Building our supply chain on sustain-
able foundations is critical to our long-
term success. Our approach of The
Right Ones are at CarrefourSA is not
only a competitive perspective but also
a reflection of our responsibility for
serving millions of people every day.
This responsibility requires innovation
and sustainability to go hand in hand.
We closely follow innovative devel-
opments in the industry, take steps to
increase our resilience against the im-
pacts of climate change and encourage
our stakeholders to do the same.

As a company working with 5,612 suppli-
ers globally, including 99% located in Tur-
kiye, we are committed to assessing our
supply chain risks, monitoring our suppli-
ers in terms of social and environmental
compliance and promoting responsible
practices across the value chain. As part
of our responsible sourcing approach,
we inform our suppliers about the rules
and principles they are required to follow
through the commercial agreements and
CarrefourSA quality protocols. We peri-
odically conduct product quality checks
and analyses at our suppliers. We also

organize animal welfare inspections in the

coops, farms and slaughterhouses of our
animal product suppliers.

YPlease click for more information on
CarrefourSA Responsible Sourcing
Policy.

As defined in the procurement guide-
lines, CarrefourSA conducts product
safety audits at the prospective suppli-
ers before starting a business relation-
ship. One of the best ways of proving
our responsible sourcing approach is
to require internationally accepted cer-
tificates to confirm that raw materials
with the potential for deforestation
and considered as risk commodities
such as livestock, palm oil, soy, tim-
ber and paper/pulp, cocoa, coffee and
rubber are obtained from sustainable
sources.

Carrefour (§p &) Sustainability Report — 2024
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Social and Environmental Practices Across The Supply Chain

Since the first social compliance audit
in 2022, we have assessed the envi-
ronmental impact of our private label
suppliers’ operations, the working con-
ditions of their employees and the em-
ployees in their supply chains as well
as the adequacy of the social rights
provided within the framework of the
applicable laws, regulations and inter-
national conventions. Through social
compliance audits, we aim to ensure
that our suppliers provide a safe work-
place where the fundamental rights of
the employees are respected and the
environment is protected in accordance
with fair trade principles.

We started the process by conducting
a risk assessment survey with our pri-
vate label product suppliers, identified
the material topics and categorized
the risks. Our risk assessment survey
questionnaire is based on the Business
Social Compliance Initiative (BSCI)
principles. We aim to ensure that our

amfori (0) Bsc

suppliers comply with the laws, set
short-, medium- and long-term goals to
improve their social and environmental
performance and regularly integrate
their learnings from the activities into
their procedures.

X

ENVIRONMENTAL RESPONSIBILITY

INDEXES

To date we have completed social au-
dits - developed in line with the global
practices of the Carrefour Group - in
62% of our private label suppliers and
we plan to include the other suppliers
in these audits in the coming years.

=
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INTRODUCTION CARREFOURSA

SUSTAINABILITY MANAGEMENT

Sustainable Business Models

Private Label FB-FR-260a.2

We adopt the “Right Product, Right Suppli-
er, Right Quality” approach in developing
private label products and integrate our
sustainability principles into the process.
We employ various processes to select and
develop all Carrefour-branded products
and their suppliers and consider several pa-
rameters in accordance with the applicable
laws and regulations, Carrefour Group cri-
teria and CarrefourSA requirements.

As of year-end 2024, we offer more than
650 private label products, consisting
mostly of food items. This broad product
range, which we intend to expand further,
allows us to offer quality and affordable
products to our customers. We also aim to
contribute to the future by considering the
social and environmental impacts of these
products.

In 2024, we developed healthy snacks like
chickpea chips under the Carrefour Veg-
gie and Kids brands, maintaining our inno-
vative approach in this category. We also
expanded the product varieties within the
Carrefour Eco Planet, Carrefour BIO,
Carrefour Selection and Les Actions
brands to appeal to a broader consumer
segment.

2022
No. of Private Label Products 510
No. of Organic Private Label Products 42
No. of Sustainable Private Label 72
Products

The Bonheur brand diversified its offer-
Ing with products such as dried fruits,

crackers and protein bars as healthy al-
ternatives added to chocolate varieties.

w ¥}y
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2023 2024
533 645
43 34
87 136

During the development of all our private
label products, we determine their ingre-
dients to contain less salt, sugar and oill.
By using such ingredients, we aim to offer
our customers natural and healthy alter-
natives. We also support our customers
in making healthy choices and consider
their allergen sensitivities by openly de-
claring the allergen contents and nutri-
tional values of our products. With this
approach, we promote a more balanced
eating style with options that suit their
dietary preferences.

The raw materials used in our private
label products and their packaging are
traced to the source and we extend
this approach to reducing the environ-
mental impact of both products and
their packaging. We also promote the
use of certified and traceable raw ma-
terials, contributing to the conservation
of forest resources. We disclose our
performance in this area transparent-
ly through Your CDP Forest reporting
and publicly share our commitment to
sustaining natural life.

EMPLOYER OF CHOICE RESPONSIBILITY
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When determining the shelf life of our
products, we make use of scientific
data supported by microbial, chemical
and sensory tests and analyses. Addi-
tionally, we assess the sales conditions
of our products carefully, considering
several factors such as ambient tem-
perature in the stores, product specifi-
cations and packaging conditions. This
approach also constitutes a key part of
our sustainability efforts to minimize
N food waste.

In our private label cosmetics and clean-
ing products like detergents, we avoid
the use of animal-based raw materials,
contributing to the conservation of nat-
ural resources and animal welfare. Simi-
larly, we uphold our ethical values by not
testing our products on animals.

The users’ safety and skin health is espe-
cially important in cosmetics and other
products that come into contact with the
skin. Therefore, we perform dermatologi-
cal tests with volunteers having sensitive
skin. At CarrefourSA, we determine the
ratio of fragrances used in our cosmetics
and detergent products in accordance
with the International Fragrance Associa-
tion (IFRA) classification. We also review
the recipes of our private label products
carefully to ensure that they do not con-

ENVIRONMENTAL RESPONSIBILITY

INDEXES

tain banned ingredients and allergens,
which are clearly indicated on packaging.
In product development, making sure
that the packaging is as safe as the prod-
uct itself is a key consideration. Therefore,
we also conduct migration tests on all
packages to ensure food compatibility.
Since 2020, 206 types of packaging have
been analyzed and verified by accredited
laboratories.
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Carrefour BIO Organic Products

As a food retailer, we recognize that our operations are significantly reliant on
healthy ecosystems and natural resources. Fertile soil, clean water resources
and strong biodiversity are crucial for access to quality, safe and sustainable
food. Therefore, we believe that organic products play a key part in reducing
the use of chemicals in farming, protecting soil health and supporting nature’s
balance. Organic production enables us to reduce our environmental impact
and to offer our customers more environmentally friendly alternatives.

We promote our organic product offering, which includes milk, eggs, nuts,
dried fruits, legumes, fruit juice, jam and cotton on the shelves, raising our
customers’ awareness through communication activities and encouraging
them to make conscious choices.

¢ Carrefour

BIO
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Organic Private Label

Products
Tilrkiye 42
Exports 31

Products with
Geographical Marking

Products with geographical marking are
more than food items; they represent a
social and environmental value in terms
of the cultural heritage of their respective
region, traditional production knowledge
and nature-friendly farming practices. At
CarrefourSA, we promote these products
as a strategic priority, supporting local
development and conserving biodiversity.

The geographically marked products on
our shelves offer authentic, high-quality
alternatives and also increase traceability
and reliability in the food supply chain.
Giving more visibility to these products
contributes to the sustainability of local
producers and guides our customers to
more sustainable options nurtured by
tradition.

EMPLOYER OF CHOICE RESPONSIBILITY

43

34

Carrefour

BIO

| Organik
| KuruSultaniye Uziim [

Y Carrefour BIO
Aegean Sultana
Raisins

N Carrefour Full
Fat Aged Ezine
Cheese
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incir

39
28
: Carrefour —
BI® ©
N SO

N Carrefour BIO
Organic Dried Figs

LD )

N Carrefour BIO
Cotton
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N Carrefour
Halloumi
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Sustainable Products

At CarrefourSA, we define products that
respect nature, care about society and
conserve resources in the long term as
sustainable. During the selection of sus-
tainable products, we consider the entire
life cycle, encompassing raw material,
production method, packaging, its logis-
tics, consumption and end use aspects
as well as their social, environmental and
economic impacts holistically.

Carrefour

. *_)}
CarrefourSA adopts the six environmen- e e‘}&;é 4
tal targets of the EU Taxonomy as a guide e pt lh

Bitkisel
Cok Amacl i
Yiizey Temizleyici

for continuously enhancing its sustain-
ability performance. Sustainable product
criteria are: combating climate change
and adaptation, conserving water and
marine resources, circular economy prac-
tices, preventing pollution and protecting
biodiversity.

Bitkisel Konsantre
Sivi Camagir Deterjan

Sirkeli
1000mie

By offering certified organic, fair trade
products with low environmental impact
and consideration for animal welfare, we
aim to contribute to building an informed
consumption culture that cares about
both the present and the future.

Sustainable Products

Sustainable Products (Piece)
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Carrefour

Bitkisel Konsantre
Cok Amachi
Genel Temizleyic

Bitkisel
Gamasir Yumusaticist

87 136
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Carrefour Eco Planet
Barbecue Charcoal

Carrefour Eco Planet Barbecue Charcoal,
made by recycling hazelnut shells, helps
e reduce the environmental impact of ag-
ricultural waste and offers a sustainable
product with low carbon emissions by re-
introducing biomass waste into the econ-
omy. We promote the circular economy
model to conserve natural resources and
the convert waste into valuable inputs.

ENVIRONMENTAL RESPONSIBILITY INDEXES

Carrefour Eco Planet
Toilet Paper

Carrefour Eco Planet Toilet Paper is
produced using completely recycled
paper, thus helping protect forests and
reducing carbon footprint.
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Sustainable Farming

Thanks to our partnerships with agri-
cultural cooperatives for vegetable and
fruit projects, we are able to offer fresh
produce to our customers throughout
the year based on our quality, trust and
accessible pricing policy. Through these
projects, we also aim to promote the use
of local seeds and production. As part of
our local seed and local product project,
we created fresh food platforms in Bur-
sa and Antalya to bring a rich variety of
fresh produce we buy directly from the
producers to our stores.

@ Our YUrban Farming Project was
developed to shorten the supply chain
by promoting the local production, local
consumption model. This project reduces
carbon footprint of logistics operations
involved in transporting food over long
distances, while supporting farmers close
to urban areas with glasshouses, etc.

@ Aiming to preserve and leave a leg-
acy of rich Anatolian flavors for future
generations, we offer various brands’
products with geographical marks in our
aisles every day.

SUSTAINABILITY MANAGEMENT

@ Contracted production involves work-
ing with small family businesses and agri-
cultural cooperatives. In 2024, we worked
with nearly 8 thousand farmers across
TUrkiye and purchased an average of ap-
proximately 10 thousand tons of fresh
vegetables and fruits every month.

Sustainable

We carry out activities on sustainable
livestock to support the livestock and ani-
mal husbandry sectors in our country and
to ensure supply continuity in the desired
quality and hygiene standards. As a result
of these efforts, we offer our customers
veterinarian-controlled, 100% local red
meat from proven sources. The project,
which primarily aims to support local pro-
ducers, delivers many benefits, including
creating jobs in the villages, utilizing and
expanding pastures, ensuring animal wel-
fare, supporting the healthy development
of domestic breeds, offering economic
and profitable production opportunities,
working with local breeders to earn high-
er value from local sheep and cattle, im-
proving quality and efficiency and selling
the product at the right price to the cus-
tomer.

Carrefour (§p &) Sustainability Report — 2024
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We conduct regular site inspections and
periodic product analyses at all livestock
suppliers.

Supplier

Audits 2022 2023 | 2024

Audited 22 43w 39
Suppliers

GFSI (Global
Food Safety
Initiative) 23 21 28
Approved
Suppliers

N Animal Welfare

Our Animal Welfare Policy demonstrates
our belief that proper animal care practic-
es are based on both science and also eth-
ical obligations and values to ensure that
every animal in the CarrefourSA supply
chain lives a good life. Since 2019, we have
been conducting animal welfare inspec-
tions in the farms and slaughterhouses of
our red meat suppliers and in the coops
of our private label organic and free range
chicken egg suppliers. Our inspections are
centered on the internationally accepted
five freedoms of animal welfare, proposed
by the Farm Animals Welfare Committee
(FAWO).

EMPLOYER OF CHOICE RESPONSIBILITY
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Animal Welfare Audits

Red Meat Suppliers

Private Label Organic and Free-range
Egg Suppliers

TOPLAM

ENVIRONMENTAL RESPONSIBILITY
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Cage-free Egg Commitment

At CarrefourSA, we promote animal wel-
fare as part of our sustainability approach.

Our goal with this transition is to encour-
age more ethical production models,
reinforce animal welfare standards in col-
laboration with our suppliers and offer re-
sponsible choices in response to evolving
consumer expectations.

we set a target to transition to

%100

cage-free egg supply
chains by 2030.

@ During the transition to cage-free
egg production, we educate our egg
suppliers about production require-
ments and extend support when neces-
sary. We also provide guidance regard-
ing the system investments that the
suppliers need to make for adapting
and meeting the growing demand for
cage-free eggs.

SUSTAINABILITY MANAGEMENT

@ We take various measures to ensure
the animal welfare of the chickens in the
farms that supply our eggs. This approach
ensures that chickens are given space and
opportunity to roam, rest comfortably on
perches, sleep and lay eggs away from
stress. With this approach, we foster ani-
mals to exhibit their natural behavior.

@ To ensure animal welfare and assure
that the right practices are implement-
ed, we conduct regular inspections at
the farms and work in cooperation with
our suppliers, providing a good quality
of life for the animals.

%33 %38

Carrefour brand

National brand

We sold in 2024 were
sourced from cage-free
layer systems.
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Sustainable

Fishing

We believe that fish is a a nutrient-rich
healthy and functional food source and
should be consumed more. Therefore, we
support sustainable fishing for both its
economic and also ecological and social
benefits. To implement this approach,
which involves appropriately managing

caught fish, we take various actions to
ensure the sustainability of fishing.

As of year-end 2024, we sell fish in 406
stores with the support of 395 dedicated
employees. We only work with fish farms
inspected by the Ministry of Agriculture
and Forestry of the Turkish Republic at
every stage from production to store de-
livery. We fully comply with the agquacul-
ture legislation and carefully monitor the
seafood varieties subject to fishing and
catching bans. In line with our sustainabil-
ity approach, we prioritize cultured and
farmed fish and work with farms, where
all stages from production to the shelf are
strictly controlled.

We currently operate seafood platforms
in four cities: Gebze, Izmir, Antalya and
Ankara. All seafood products undergo
strict inspections on these platforms to
ensure quality and safety before they are
shipped to our stores.

EMPLOYER OF CHOICE RESPONSIBILITY
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Clean Mussels

We launched the Clean Mussels
Project in 2024 as an innovative and
sustainable model to fill a major gap
in the sector in terms of food

safety and hygiene standards in
Tarkiye. The daily processing capac-
ity at the facility in Ocaklar, a village
in Erdek, Balikesir Erdek, has already
reached 1,000 kg, with the stuffed
mussels produced here sold at our
stores. We apply a production mod-
el that aligns with the global hy-
giene and food safety requirements
and particularly the European Union
standards. The Integrated Mussel
Processing Facility also supports
participation of women in the work-
force by increasing regional em-
ployment. We employed 30 women
without previous professional expe-
rience from Erdek, Balikesir and sur-
rounding villages and contributed
to both individual and regional
economic development.

SUSTAINABILITY MANAGEMENT

Fish Sales 2022 2023 2024

Total Sales Volume (thousand tons)

Share of Caught Fish (%)

Share of Farmed Fish (%)

Share of Imported Fish (%)

Share of Other Fish (%)

Caught Fish/Farmed Fish Ratio (%)

ECONOMIC RESPONSIBILITY
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13 13 16

32.2 16.3 13.8
36.7 41,.8 40.0
18.5 19.8 20.0
12.6 221 26.3
87.6 38.9 53.8
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Sustainable Sourcing
Policies

Climate change, biodiversity loss and de-
forestation pose risks on ecosystems and
the resilience of food supply chains. At
CarrefourSA, we recognize the serious-
ness of these risks and work to develop
a supply chain that is sensitive to nature,
socially responsible and traceable. By
addressing the sensitivities that fall within
our impact area, we aim to reduce envi-
ronmental and social impact across all
processes from production to consump-
tion, support production models aligned
with nature and accelerate sustainable
transformation in collaboration with our
suppliers.

Biodiversity 3°4-2

Biodiversity is crucial for the continuity of
safe and sustainable food systems. Vari-
ous ecological processes, from soil yield
and water cycle to pollinators and climate
balance, depend on the diversity of spe-
cies in nature. As a food retailer, we view
biodiversity as a strategic approach to
conserving nature and ensuring product
quality, supply continuity and food safety.

ENVIRONMENTAL RESPONSIBILITY INDEXES

In line with our Y Biodiversity Policy,
which is a part of our broader Sus-
tainability Policy, we are committed to
avoiding activities that threaten natural
habitats and taking responsibility for
protecting species and habitats.
Carrefour Group’s “Act for Food” strate-
gy and international literature also
inform of our policy.

Monitoring and optimizing water and
energy consumption and waste man-
agement for each store, warehouse or
logistics platform remains a key priority
for CarrefourSA. Additionally, we com-
ply with technical specifications that
respect the environment and biodiver-
sity when investing in new stores. We
promote environmentally friendly pro-
duction methods in our supply chain,
enhance the traceability of our prod-
ucts and take preventive actions against
practices harming biodiversity. In partic-
ular, we prioritize developing solutions
in areas such as agriculture, animal hus-
bandry, aquaculture, packaging and lo-
gistics operations with direct impact to
conserve nature.
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Combating Deforestation

Forests are vital to life on earth and home Our Dependency on Forest The anticipated risks and consumption values related to CarrefourSA’s impact on forest
to a vast majority of biodiversity on land, Risk Commodities* risk commodities are disclosed transparently in Y CDP Forest Reporting.

i ~NAI ) The ratio of annual private label risk commod-
while functioning as our planet's lungs, ity-containing product/raw material purchase As part of our target of sourcing 100% of the forest risk commodities used in our private

helping to regulate climate and seques-
tering carbon dioxide. However, increase
in global consumption and agricultural

quantity to the total purchase quantity. label products from sustainable sources by 2025, we plan to select all suppliers from
among businesses that offer certified products. Certificates and purchasing conditions

. s . required for each forest risk commodity are listed below:

expansion are significantly exacerbating
the risk of deforestation. As a food : / %2“74 %0'09
retailer, we recognize that decisions in O
our supply chain can be directly Timber and Pahp o%l and Forest Risk Commodity Certification Requirement for 2024 Ratl.o.of Certified 2025 Target
instrumental in this risk. Paper/Pulp derivatives Purchased Commodities Commodities (%)
Accordingly, we classify some raw mate-
rials with h|gh environmental impact as <><> (' Palm Oil and Derivatives RSPO (Roundtable on Sustainable Palm Oil) 2.3 100
“forest risk commodities” and monitor q&gp % (.87 %0.01
and improve processes involving such ProTerra, RTRS (Round Table on Responsible Soy)

; Soy and Soy Derivatives ve Fair Trade, RA (Rainforest Alliance) ve ISCC EU 22 100
products. Timber and paper/pulp, palm Livestock Soy and soy derivatives (International Sustainability and Carbon Certification)

oil and derivatives, soy and derivatives, (operation)

livestock, coffee and coffee products, _ _
FSC (Forest Stewardship Council) and PEFC

Timber and Paper/Pulp 52 100

cocoa and cocoa products, rubber and (Programme for the Endorsement of Forest Certification)
rubber products are among these com-
modities. Due to the land degradation %2.10 %0.05
. .
and impacts on biodiversity as a result of Cattle Products We source 100% of c_attle proqlucts locally. We have_commltted _not to source such
products from risky locations (currently countries like Brazil and Bolivia).
these commodities, we work in close co- Soy and soy derivatives Coffee and coffee
operation with our suppliers and follow animal fodder r
® i ili PP i ( ) P oducts Coffee and Coffee Products R4 (ramierest Allenes) ve ISCEE 8L 89 100
audit, traceability and responsible sourc- (International Sustainability and Carbon Certification)
ing principles. Based on our risk analyses, 7
we adapt our purchasing criteria to envi- i i i
P p- o 9 _ / \ 70 13 Cocoa and Cocoa Products Sl Trad_e, R (Ram_fore_s_t AlliEmes) ene lSCC. I.EU . 22 100
ronmental SGﬂSlthltleS and prefer Certl_ OUe (|ntel’hatIOha| Susta|nab|||ty and Carbon Cel’tlflcatlon)
fied raw materials.
Cocoa and cocoa
products

YPlease click for more information of
CarrefourSA Deforestation Policy.
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Customer Satisfaction
Customer Satisfaction Approach 33

Food is a major factor that affects well-being; therefore we always
keep health and safety at the forefront across all stages. We address
our activities under the following headings:

At CarrefourSA, we view the customer
not only as a part of the shopping ex-
perience, but also as a key stakehold-

Customer satisfaction lies at the heart
of CarrefourSA’s vision and mission

er at the heart of our value chain. We
address shopping experience both as
a product/service offering and as a re-
lationship built on trust, transparency
and value. We leverage feedback as
strategic data points that improve the
way we operate.

Through our omni-channel structure
encompassing our physical stores, on-
line platforms and call center, we con-
tinuously engage with our customers
with an inclusive approach. We treat
every feedback communicated to use
both as a measure of satisfaction and
as an insight that will create value and
use this data as a tool for improvement
across multiple points, from product
range to service quality.

Our Vision

To be the leading trusted and preferred
food retailer that sources the right
products from the right producers and
sells them with the right pricing policy
to its customers.

Carrefour (§p &) Sustainability Report — 2024

Our Mission

To understand the needs and

expectations of our customers with the
Next-Generation Market approach, to offer
the right products sourced from the right
producer and to sell them at the right
price with the right service approach.

Q Q| Health and Safety
‘Coj’ (In the stores)

{— Hygiene and Food Safety
= (In the stores and warehouses)

Customer Health
and Safety 4161

We fully comply with all guidelines,
procedures and instructions that the
relevant head office departments pub-
lish on the health and safety of our
customers. Furthermore, official insti-
tutions’ audits and customer feedback
contribute to our continuous
iImprovement.

Customer Health Practices
in Stores

We implement a variety of practices
at our stores to ensure the health and

safety of our customers. These include:

(In our products and suppliers)

@ Product Safety
N

OO _
[ O™ Customer Experience
1l

® We make sure that all aisles and
shelves are ready by store opening

and that no boxes or equipment, etc.

are left in the aisles or carts.

@ To ensure safety, we regularly salt
the store entrances on snowy and
icy days.

@ We use slippery surface warning
signs during and after cleaning the
store floors.

@ We always keep our aisles and
shopping carts in order so that our
customers can shop comfortably in
our stores.
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Potential Store Accidents

We apply a standard operating proce-
dure for accidents that customers may
experience in our stores. According-

ly, the infirmary healthcare provider,

if present, or a trained employee per-
forms first aid after the incident. Then,
depending on the severity of the injury,
the emergency services (112 in Turkiye)
are contacted or the customer is tak-
en to the nearest healthcare institution
by car, accompanied by the workplace
manager or a designated companion.
The emergency contact of the affected
customer is called to explain the inci-
dent and then accompanied at the hos-
pital. Contact details are also provided
in case the customer needs to reach
out to us later.

SUSTAINABILITY MANAGEMENT

Emergencies

We have also developed a standard op-
erating procedure for potential emer-
gencies in our stores. This procedure
applies to all customers as well as all
temporary and indefinite employees,
interns, subcontractors, visitors and
business representatives. The proce-
dure covers incidents such as fires,
earthquakes, floods, storms and hur-
ricanes, building collapses and land-
slides, explosions, workplace accidents,
bomb alerts, violence in the workplace,
armed robberies, hostage taking situ-
ations, strikes, water pollution, suicide
attempts, chemical spills/leakage and
traffic accidents. In addition to preven-
tive measures for such emergencies, we
also define the actions to perform after
an incident and manage potential risks.
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Hygiene and Food Safety #!¢-!

To provide the best service and to en-
sure food safety along the entire chain
from sourcing the food to delivering it
to the end consumer, the Quality Assur-
ance Team manages the whole process
in accordance with the CarrefourSA
Quality Management System, designed
in alignment with the applicable regula-
tions and global best practices.

We address
shopping experience
both as a product/
service offering and
as a relationship built
on trust, transparency
and value.

The safety and quality of the products
in the butcher departments, where we
process and package meat, are assured
by our veterinarians. Similarly, food en-
gineers are employed in the patisserie
and bakery departments. Moreover,
teams of specialized veterinarians and
aguacultural engineers control the pro-
cesses at our integrated facilities and
platforms.

We recognize that our store teams play
a critical role in our field operations.
Therefore, we maintain close contact
with our teams and provide on-the-job
training to transform the CarrefourSA
Quality Management System into a cor-
porate culture. We also deliver face-
to-face training for our teams with the
aim of embedding our internal culture
into this important system. As part of
our franchise operations, we organized
face-to-face and on-the- job training
sessions in 2024 at the stores to ensure
their compliance with the CarrefourSA
Quality Management System.

ENVIRONMENTAL RESPONSIBILITY
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As part of the environmental tracking
plans, designed to monitor our hygiene
standards, we work with accredited
laboratories to test the suitability of
production and processing through mi-
crobiological and chemical analyses on
samples of food, water, ambient air and
surfaces in contact with the products.
The analysis results guide us in imple-
menting the necessary precautions.

In CarrefourSA stores with central HAC-
CP management system, we ensure com-
pliance with CarrefourSA Quality Assur-
ance standards and legal requirements
by adding CarrefourSA Professional
HACCP plans to our new initiative in the
HoReCa channel. We check the accura-
cy of shelf life analyses of fresh produce
sold in bulk in the stores. We also partner
with accredited laboratories to conduct
shelf life studies for every product we
produce and process in our stores, verify
the shelf lives by comparing them to the
analyses throughout the year and offer
safe products on the shelves.
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In addition to the products we sell, the
safety of the equipment and surfaces
used for preparing and packaging the
products in our fresh produce aisles is
also very important to us. Therefore, we
check the effectiveness of cleaning by
regularly analyzing such equipment and
areas.

We perform in-depth risk analyses on key
parameters such as infrastructure, build-
ing age, city and seasonal changes for
effective management of pest control ac-
tivities and mitigating the risks in our in-
tegrated facilities, warehouses and stores.
In 2024, we visited 94 stores in various
regions with a pest control company at
regular intervals. By reducing the use of
chemicals in our pest control activities,
we also aim to minimize our environmen-

tal impact and preserve a natural balance.

To ensure compliance with general food
hygiene rules from sourcing food to sell-
ing it to the end-consumer, we also con-
duct impromptu hygiene and food safe-
ty inspections organized by the Internal

SUSTAINABILITY MANAGEMENT

Audit Department in warehouses, stores,
integrated facilities and e-commerce loca-
tions. These inspections are conducted by
teams from independent third-parties.

We plan food safety culture initiatives and
introduce process improvements based
on the nonconformities detected before
and after hygiene and food safety inspec-
tions. As part of these efforts, we perform
site checks on basic requirements such

as cleaning and sanitation practices, cold
chain storage conditions, traceability,
product safety, pest control activities, in-
frastructure and equipment in the goods
acceptance, storage, production, logistics
and sales stages.
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Hygiene and Food Safety Audits at

the Stores and Warehouses

Audits (Total)

Stores

Warehouses

Integrated Meat Processors

Integrated Bakeries

Number of Samples Analyzed During Audits

Number of Parameters Analyzed During Audits

"W VALUE CHAIN RESPONSIBILITY
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1,517

1,507

16,723

40,354

762

762

7,605

13,155

ENVIRONMENTAL RESPONSIBILITY

1,135

1122

1,732

16,244

INDEXES
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SUSTAINABILITY MANAGEMENT

Product Safety and Quality *¢*

In line with our Right Way to Live ethos,
we embrace ensuring the safety of our
products and the well-being of our
customers as our primary responsibili-
ty. On the other hand, The Right Ones
are at CarrefourSA approach under-
lines our commitment to offering the
right products and services to our cus-
tomers at every step. We have defined
CarrefourSA Quality Standards, which
guarantee the safety and quality of all
our products and services, by carefully
considering Carrefour Group’s criteria
and adhering to the applicable laws and
regulations. We also strive to under-
stand and meet our customers’ expec-
tations, while maximizing their satisfac-
tion and eliciting trust.

Beyond our own operations, we em-
brace quality together with our busi-
ness partners at all stages from pro-
duction to the shelf, building a shared
understanding through trainings and
communications. Through this
approach, we aim to create sustain-
able impact across our value chain and
to offer reliable products to our
customers.

We diligently execute all quality pro-
cesses across all stages at our pro-
duction facilities, in the fresh produce
aisles in our stores and in our ‘Lezzet
Arasl’ restaurants to bring safe food
produced in hygienic conditions.

The CarrefourSA assurance logo on our
private label products represents our
confidence in the quality of our
products. This approach is founded on
the principle of ‘Right Product, Right
Supplier, Right Quality’ and reflects
our mission of providing a great
shopping experience.

(

| Carrefour%

5? ASSURANCE |
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Quality Audits at Suppliers

We conduct audits prior to starting to
source products from national brand
and private label suppliers and at regu-
lar intervals based on their risks during
the selling process. Depending on the
audit results, we may choose to ter-
minate the commercial relationship

or give our suppliers time to take ac-
tion by providing support as needed.
Through continuous audits, we ensure
that our suppliers fulfill their commit-
ments to improve their processes and
guarantee food safety. We also monitor
supplier performance regularly to en-
sure the continuity of our cooperation,
while improving customer satisfaction.

Regarding our private label products,
we sign quality agreements with our
suppliers to ensure product quality and
customer safety. Currently 48% of our
food suppliers hold GFSI (Global Food
Safety Initiative) certification and 26%
of our non-food suppliers hold Interna-
tional Product Safety certifications. De-
spite having the required certifications,
we require all of our private label sup-
pliers to undergo CarrefourSA audits.
We regularly inspect production condi-
tions on site with an audit team and the
CarrefourSA quality assurance team.
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Quality Audits

at Suppliers*

Existing National
Brand Suppliers

Prospective National
Brand Suppliers

Bakeries

Existing Private
Label Suppliers

Prospective Private
Label Suppliers

TOTAL

Note: Follow-up audits are not included in the number of audits

Number of
Audits

95

10

73

56

g9

273

CARREFOURSA

2022

Fully
Successful
Audits

73

34

48

20

66%

Partially
Failed Audits

22

56

19

34%
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Number
of Audits

98

12

76

56

17

259

ECONOMIC RESPONSIBILITY

2023

Fully
Successful
Audits

47

43

42

56%

Partially
Failed Audits

51

8%

14

44%

Number
of Audits

89

23

61

101

43

317

EMPLOYER OF CHOICE RESPONSIBILITY

2024

Fully
Successful
Audits

50

27

64

22

54%

Partially
Failed Audits

39

15

34

37

21

46%
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In inspections, we prioritize the avail-
ability of an established food safety
culture at our suppliers. Therefore, we
carefully assess the supplier teams’
compliance with the food safety cul-
ture. Questions regarding issues that
directly impact product safety and
quality, as well as adherence to the
product recipes we provide are includ-
ed within the scope of our inspections.
In this context, we carefully assess all
production stages of our products to
ensure compliance with our standards.
The purpose of these practices is to
offer consistently high quality products
for our customers.

Traceability is a key aspect considered
during the inspections and audits. The
supplier is required to have its own
traceability process for all stages from
receiving the packaging material that
comes into direct contact with the raw
ingredients and the product to the de-
livery of the end-product to
CarrefourSA warehouses/stores. During
the audits, we perform checks to
ascertain that our suppliers conduct
their internal process controls, both
operationally and on paper, from raw
materials to the end product.

ENVIRONMENTAL RESPONSIBILITY
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Managing the allergens is another rele-
vant aspect. Best manufacturing prac-
tices are monitored to eliminate the risk
of adding any allergens and contami-
nating the end product.

Food defense is among our primary fo-
cus areas in supplier audits. Food de-
fense involves measures taken to pro-
tect the safety and integrity of products
throughout the supply chain. To make
sure that our suppliers anticipate any
risks that may threaten the reliability of
our products and take the necessary
steps to mitigate these risks, we employ
advanced audit processes.

Regarding our private label products,
we thoroughly check the products with
the geographical mark registration
certificates for compliance, maintain-
ing product quality and production in
known specifications during supplier
inspections. Furthermore, we verify the
authenticity of the raw materials used in
the products and whether they are sup-
plied from the right geography on site.
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Product Safety and
Quality Analyses

Offering our customers quality and
reliable products that comply with ap-
plicable regulations is essential for us.
Therefore, we define and continuously
improve the relevant processes. In ad-
dition to performing supplier audits, we
also create detailed plans, which include
documentation checks and product
analyses for the products of national
brands and private label suppliers, to
ensure compliance with legal require-
ments and to meet customer expecta-
tions.

We digitally manage all stages, includ-
ing our quality plans, panel processes,
analysis parameters and methods and
evaluation of analysis results, through
the SAP QM module, which covers the
management processes of non-con-
forming products as well. This digital
process also involves the management
of non-conforming products identified
in the analysis results and the follow-up
of the relevant actions.

SUSTAINABILITY MANAGEMENT

National Brand Products

We check national brand products ac-
cording to CarrefourSA criteria, which
include supplier audits prior to sourcing
and selling along with analysis reports,
legal permits and certificate controls.
We do not sell products that fail to
meet the relevant criteria. Additionally,
products selected for risk assessments
of branded and local products are ana-
lyzed physically, chemically and microbi-
ologically in accredited laboratories for
compliance with applicable regulations
and product safety.

Private Label Products

We define the analysis criteria for our
private label products according to appli-
cable legislation and CarrefourSA quality
criteria determined for sustainable quali-
ty. In addition to the analyses performed
during product development by minis-
try-approved accredited laboratories, we
also analyze randomly selected prod-
ucts from the aisles at regular intervals.
In conducting risk analyses for Carre-
four-branded products, we refer to infor-
mation available on web portals such as
Rapex and Gubis for lists of national and
international unsafe products, consider
fake and counterfeit product criteria and
use a digital system that reviews data
from around the world and reports
product-related risks.
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Safelt.)t’ and Number Products

Qua 1ty of Removed

Analyses Products | from Shelf

Analyzed | After

Analyses

National Brand

Products 84 24

Private Label

Products e s

TOTAL 1,845 %2

Product Quality
Controls at Central
warehouses

Central warehouses are areas where
products are stored and transferred to all
our stores. Quality controls of the prod-
ucts arriving at our central warehouses
are managed by warehouse quality as-
surance experts at the goods acceptance
stage. These controls allow us to ensure
that the products comply with the stan-
dards and are fresh, safe and of high
quality. We manage our quality control

EMPLOYER OF CHOICE RESPONSIBILITY

Number
of
Products
Analyzed

396

1,454

1,850

"W VALUE CHAIN RESPONSIBILITY
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Products
Removed
from Shelf
After
Analyses

32

20

3%

Number of

Number
of
Products
Analyzed

271

1,732

2,003

2022 2023 2024

Number of
Products
Removed
from Shelf
After
Analyses

127

54

9%

processes in our central warehouses with
a team of experts, consisting of agricul-

tural engineers, food engineers, chemists
and food technicians.

In 2024, quality controls were per-
formed on 236,895 private label and
national brand products, both damaged
and intact, using 210 parameters. Fur-
thermore, quality controls were con-
ducted on 6,547 tons (966,640 pieces)
of fresh produce in 2024.

ENVIRONMENTAL RESPONSIBILITY
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In addition to the controls during accep-
tance at the warehouse, we also inspect
the cleanliness of the vehicles delivering
to the stores, their suitability for shipment
and temperature requirements. Since
2018, we have performed the tempera-
ture checks of the delivery vehicles using
remote monitoring systems with alarms
and cameras.

We provide regular hygiene and food
safety training, designed specifically to
address warehouse activities, to ensure
that products are stored properly in our
central warehouses, product safety is
maintained and goods are shipped to
the stores under the right conditions.
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Other Product Health
and Safety Practices

Organic Bread

As of 2024, we are the only retailer in
the industry to make organic bread. We
sell the organic bread made in our
hypermarkets under the “Doga Tat
Carrefour” brand. Our breads hold an
organic product certification and they are
certified annually by Ecocert. We follow
applicable laws and regulations in
production, while our food engineers at
the stores monitor the packaging,
labeling and other control stages.

We provide regular training for our store
teams on production-related procedures,
guidelines and regulations to ensure
Carrefour quality assurance. No synthet-
ic fertilizers, pesticides or chemicals are
used in the cultivation of raw materials
for organic bread. Furthermore, we verify
that our products do not contain
pesticides and GMOs through accredited
laboratory analyses.

SUSTAINABILITY MANAGEMENT ECONOMIC RESPONSIBILITY

To offer delicious food to our customers, we use organically produced and
organic certified ingredients in making organic bread with traditional methods.
Organic bread made from organic sourdough has a unique flavor and preserves
its freshness for a long time. We make our organic sourdough yeast from organic
Carrefour brand raisins and organic honey and use Carrefour Discount brand
natural spring water in production. This practice allows us to use ingredients
controlled with frequent analyses and audits throughout the year to make our
Carrefour-brand products and to standardize quality.
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The Right Honey

Food sustainability depends largely on
the ecosystem activities that bees carry
out through pollination. Much more than
just making honey, bees are vital for the
continuity of the entire ecosystem, main-
taining biodiversity and ensuring food
security.

Since 2017, CarrefourSA has adopted a
dedicated approach to honey and bee-
keeping. In this context, we delivered
training to beekeepers, especially those
located in Ardahan, Kars and Adana re-
gions that account for a significant part
of honey production in Turkiye. The train-
ing programs focus on various topics,
including how to produce honey the right
way and what to do for bee nutrition and
health. We partner with our suppliers to
ensure product safety, hygienic produc-
tion and quality, and support responsible
production through special quality
protocols.

ENVIRONMENTAL RESPONSIBILITY
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Customer Experience

Customer Experience Approach
and Measurement

In order to create the ultimate Carrefour-
SA experience, we shape all customer
processes around the motto “Be available
where the customer wants to communi-
cate.” This approach emphasizes the im-
portance of adapting to evolving custom-
er expectations and behaviors, constantly
improving product and service quality
and driving digitalization, while always
focusing on sustainability.

This vision inspired us to create ProAct
Insight CX Tracking System as an inno-
vative application, designed to elevate
customer experience with a proactive
approach and consisting of a set of tools
and modules, which are briefly explained
below:

@ We ensure a seamless customer inter-
action by identifying critical touchpoints.

@ Using data analytics and predictive
modeling techniques, we identify custom-
ers who are likely to churn.

@ Taking proactive steps to retain cus-
tomers, we significantly reduce customer
churn and promote long-term customer
loyalty.

SUSTAINABILITY MANAGEMENT

ECONOMIC RESPONSIBILITY

EMPLOYER OF CHOICE RESPONSIBILITY

@ We predict the resolution time of any issue that may arise

and inform our customers.

@ By closely tracking social media platforms, we monitor
trends in customer sentiment.

Customer Experience Indicators

E-commerce Assistance Request Rate (%) 3.8

First Contact Resolution (FCR) Rate (%) 73

Sikayetvar First Contact Duration (minutes) 00:03:03

Customer Experience Index 79

4.2

85

00:01:23

89

5.10

85

00:01:24

85
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CarrefourSA Loyalty Program

As of year-end 2024, the number of
active customers registered in the
CarrefourSA loyalty program increased
by 1.3 million year on year and reached
12 million. Every month, an average of
2.5 million loyalty customers visit our
markets, including 7% online. Throughout
the year, the customers benefit from
special offers created with advanced
statistical models, as well as promotions
such as point campaigns and discounts.

Product Availability

In food retailing, product availability is

a core aspect of ensuring customer sat-
isfaction. At CarrefourSA, we engage in
various activities to make sure that our
customers can always find the products
they seek on the shelves and we careful-
ly plan our inventory to ensure uninter-
rupted product availability while contin-
uously enhancing our operations in light
of demand volatility. In doing so, we not
only manage stock levels effectively but
also balance critical sustainability fac-
tors like expiration dates and inventory
costs.

Product
Shelf 2022
Availability

2023 [ 2024

ENVIRONMENTAL RESPONSIBILITY
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Sensory Analyses

We work with trained panelists to per-
form sensory analyses on our private
label products to offer products in a
quality that meets our standards and
aligns with the taste of our customers.
We partner with third-party experts and
institutions to perform our sensory anal-
yses independently and objectively.

Before our food products are placed on
the shelves, they are subjected to sen-
sory analyses by a team of expert pan-
elists who have passed taste threshold
tests. On the other hand, our cleaning
and cosmetic products first undergo
efficacy tests in specialized laboratories
and then sensory analyses and/or per-
formance analyses. Sensory analyses are
repeated on our private label products,
which are only placed on the shelves
after passing all the tests. Sensory anal-
yses are repeated routinely, ensuring
the continuity of products that meet our
customers’ tastes.

Sensory

Analyses — 2022 2023

Actual

Number 228 271 250
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Accurate Produc

SUSTAINABILITY MANAGEMENT

Information and Labeling !

Turkish Food Codex
Regulation on Food Labeling
and Informing the Consumer
specifies the legally required
information on the labels of

ulations and is up to date. The energy
and nutritional values declared on the
labels of our private label products are
based on accredited analysis reports.
Nutritional values of ingredients such as
fat, saturated fat, carbohydrates, sugar,
protein, salt and fiber are stated clearly

ECONOMIC RESPONSIBILITY
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We monitor the contents of every product on our shelves closely to inform our

customers accurately. In addition to making sure that the label of every product
we sell complies with the legislation, we also check the labels at multiple points.
This practice allows us to ensure that the products of different brands we sell in
our stores meet our legal and regulatory obligations.

Our e-commerce platforms feature a ‘product information’ button, which the

ENVIRONMENTAL RESPONSIBILITY
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. customers may use to view the labels of the products transparently. This applica- T
d d on the labels. If our products contain a _ y . X . . ¥ Y PP -
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or use-by dates, batch number, specific
storage conditions, business registra-
tion/approval number, consumption/use
instructions, energy and nutritional val-
ues. Such details enable consumers to
make informed decisions and consume
the products safely. At CarrefourSA, we
control the products for compliance
with this regulation, ensuring that the
consumers are provided with accurate
and reliable information.

To provide the most accurate and com-
plete information to our customers, we
prepare the labels of our private label
products with great care. The process
starts with our team of experts working
diligently to ensure that product infor-
mation complies with applicable reg-

each serving and the daily recommend- trust of our customers by emphasizing the quality and safety of the products we

ed quantity on the label to inform the
consumer. This approach demonstrates
our commitment to supporting our con-
sumers in making healthy choices.

Our private label cosmetics and deter-
gents feature key information along
with detailed instructions, warnings and
storage conditions to ensure that our
products are used safely and effectively.
With this approach, we aim to provide
accurate guidance for our customers
about our products, their use and safe-
ty. Our labeling process reflects our ap-
proach to prioritizing customer satisfac-
tion and safety.
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offer on these platforms.

To provide the most accurate

and complete information to our
C
private label products with great care.

—

ustomers, we prepare the labels of our
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Contept for Elevating
Customer Experience

In 2024, we expanded our transforma-
tion journey with innovative and effec-
tive steps. Operating with 1,225 stores
in 70 provinces and our e-commerce
platform, we reached 300 million
visitors in total.

Lezzet Arasi brand continued in 2024.
Since embarking on this journey in 2017
to offer our customers a unique restau-
rant experience at supermarket prices,
we grew to 13 Lezzet Arasi restaurants
in five cities. The Lezzet Arasi Mutfak
concept, currently available in three
locations, involves food delivery for our
brands offering various types of food.

SUSTAINABILITY MANAGEMENT

In 2024, we added Lezzet Arasi Catering
to our food and beverage investments
and started catering for various events
with a wide range of menus carefully cu-
rated by Lezzet Arasi chefs.

We introduced our new service,
YLezzet Arasi Catering, by sponsoring
the 36th Kristal EIma Awards as the
flavor sponsor.

On the hand, our investments in the
HoReCa industry with the CarrefourSA
Professional brand are delivering re-
turns. Operating out of our distribution
center in Antalya and the HoReCa store
in Bodrum, we offer food and non-food
solutions to professionals.

Y Further information on all investments
is provided in the CarrefourSA Annual
Report (pp.35-42).
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As we continue to strengthen our posi-
tion in the sector, we also develop alter-
native sales channels to quickly adapt
to the evolving shopping habits. Bon-
heur Coffee & Bakery, a subsidiary of
CarrefourSA, is designed as a reflection
of this perspective to offer a modern
coffee experience with quality coffee
and rich flavors. Appealing to all tastes
with a rich product offering, the first
shop opened in September 2024 within
the CarrefourSA superstore in Cayyolu,
Ankara.

BONHEUR

Coffee & B ;[.g_;...|--.y_.

T R B L
-
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Digitalization
Digitalization Approach *-*

Through CarrefourSA’s digitalization ap-
proach, we aim to transform the way we
operate completely for improved effec-
tiveness, efficiency, speed, affordability
and most importantly, customer-focus
instead of simply developing the ex-
isting process with the same methods.
This approach also allows us to achieve
significant gains in terms of product
traceability, supply chain management,
and reducing loss and waste.

By investing in digitalization, we ele-
vate the customer experience across all
touchpoints and improve the employ-
ees’ productivity through streamlined
processes. We interpret and integrate
available data into our decision-making
processes and support both operational
excellence and sustainable growth by
ensuring that all business processes are
traceable, measurable and can be re-
ported.

ENVIRONMENTAL RESPONSIBILITY
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We believe that data security is key for
building a trust relationship with our
customers. Therefore, we prioritize the
protection of consumer data by always
maintaining up-to-date digital system
infrastructures.

We periodically report our digitalization
performance to Sabanci Group in line
with its material sustainability topics, con-
tributing to a sustainable future driven by
technology.
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Digital Activities
E-Commerce

Thanks to rich product
variety, rapidly increasing
operation locations and
alternative sales channels,
we have been a key player
in e-commerce, growing
rapidly in 2024.

We aim to streamline the entire online
customer journey from order to delivery
by focusing on quality. As of year-end
2024, we provide this Y carrefoursa.com

SUSTAINABILITY MANAGEMENT

service out of 94 stores in 24 provinces,
catering to customers with 194 delivery
vehicles. Furthermore, we offer other
delivery options such as store pick-up in
three locations, 96 Yemeksepeti service
locations and 193 operation points in 35
cities to bring the right products and
services to our customers. Some of the
enhancements in 2024 include:

@® Partnership with Yemeksepeti
Alternative Sales Channel: The mar-
ketplace system of Yemeksepeti was
integrated to add a fast delivery option
for grocery orders, using Yemeksepeti’s
motorcycle delivery drivers.

® Partnership with Trendyol Alterna-
tive Sales Channel: The marketplace
system of Trendyol was integrated for
home delivery by CarrefourSA vehicles.
Additionally, addition, orders are sent to
all of TUrkiye via CarrefourSA Extra or-
ders are now delivered across Turkiye.

® Partnership with Hepsiburada Alter-
native Sales Channel: The marketplace
system of Hepsiburada was integrated
to deliver CarrefourSA Extra orders to all
corners across Turkiye.

® Partnership with Craftgate: The
online payment platform Craftgate was
integrated into CarrefourSA’s payment
processes. This integration allows cus-
tomers to check out securely and en-
sures that payment processes are com-
pleted quickly and seamlessly.
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Through all these efforts, we remain committed to maintain

our growth trajectory.

E-Commerce

Number of Stores

Number of Orders (million)

58

3.4

2023

75

3.8

2024

94

4.0

ENVIRONMENTAL RESPONSIBILITY INDEXES

C-Mobile

C-Mobile is a mobile application avail-
able to all CarrefourSA employees. It
features content such as human re-
sources applications, store applica-
tions, reporting, newsletter and ticket
creation and approval processes. With
digitalization leading to rapid transfor-
mation in the current landscape, the
app was born to respond to the fast life
cycle of the retail industry and to im-
prove internal communication.

@ Y C-Performance We launched
C-Performance as a feedback system
via a mobile application to support
the individual development of our
employees and monitor their career
journeys.

@ Emergency Button: The Emergen-
cy Module, integrated into the latest
version of C-Mobile, was designed for
the employees using the app to inform
their close contacts and superiors via
texts and notifications in case of disas-
ters and adverse conditions. The ap-
plication also features an information
documentation system about frequent-
ly occurring natural disasters in our
country.
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INTRODUCTION CARREFOURSA

Digital Projects

® Al-Driven Digital Transformation: -
We launched an Al-driven digital trans-
formation project to shape the future of
the company and increase its competi-
tiveness. We established a Digital Trans-
formation Office to improve business
processes by following technological in-
novations, enhance the digital competen-
cies of employees and provide better ser-
vice to customers. After determining 71
transformation activities and 64 projects,
we started working on these initiatives.

@ Payfour Wallet: We developed our
own digital wallet application, which also
features a loyalty program function, to of-
fer our customers financial advantages and
ease of payment with alternative digital
payment methods, pre-set limits and shop-
ping credit options. We also invest in finan-
cial technologies as a necessity of our age.

@ Store Portal: We developed a portal
for stores to perform self-service tasks
without submitting tickets to the opera-
tions teams. This portal now enables all
store announcements to be managed on
a single platform. Furthermore, enhance-
ments have been introduced to create all
reports on the portal.

SUSTAINABILITY MANAGEMENT

@ Corporate Customer: A self-service
portal application was launched for cus-
tomers using corporate cards to top up,
track and report their balances. The cor-
porate customer portal provides conve-
nience to customers and ensures card
security.

@ Tally Robot: Tally robots are used in
CarrefourSA stores to enhance custom-
er experience. These robots browses the
aisles in the stores and takes photos of
products, shelves and labels. These im-
ages are examined instantly using image
processing technology and transmitted
to store staff as a task to immediately
replace missing products on the shelves
and update the incorrectly priced labels.

® Franchise Management Platform:

This platform (bayilikyonetim.carrefoursa.

com) was launched to manage franchise
applications through a single channel.
Managing applications submitted to My
Business Partner portal, over the phone
or via social media on a single screen,
calling the applicant, sending a text mes-
sage if not reached, facilitating the Chan-
nel Development team’s communication
with dealers via mobile and web appli-
cations and reporting from a single plat-
form resulted in a more effective process
Mmanagement.
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Robotic Process
Optimization

Robotic process automation (RPA) is a
technology that automates large vol-
umes of highly repetitive, routine and
manual tasks by imitating humans. Many
departments like human resources, fi-
nance and accounting, sales and IT ac-
tively use RPA technology 24/7, improv-
ing efficiency, minimizing errors and
completing tasks faster.

As of 2024, 106 processes and 16,196
tasks per month are performed by robots
(RPA). The processes performed by the
robots have delivered an efficiency
equivalent to an annual workforce of 234
people. Within this scope, we aim to
include at least 3 processes under RPA
each year.

EMPLOYER OF CHOICE RESPONSIBILITY ENVIRONMENTAL RESPONSIBILITY
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Privacy and Data

SUSTAINABILITY MANAGEMENT

Securlty 418-1, FB-FR-230a.1, FB-FR-230a.2

We try our utmost to ensure the priva-
cy and security of all company data as
well as personal data available to us. Be-
yond all necessary technical measures,
ensuring data privacy and security also
requires team effort that all employees,
consultants, external resources and pro-
cesses should support.

To ensure data privacy and security, we
introduce various technical measures
and increase awareness among users
against the ever-present and evolving
cyberattacks. Considering that we are
targeted by more and more attacks
every year, implementing the most ad-
vanced measures becomes even more
important. Our measures include the
following:

@ A double-layered control mecha-
nism is implemented for email security.
Phishing attacks and emails with harm-
ful content are blocked and quaran-
tined.

® We send out informative emails and
notifications to increase awareness
among the users.

@ We deploy security applications
against potentially harmful software
and viruses in user computers and de-
velop projects for instant detection and
action.

@ We monitor our systems 24/7 for
potential anomalies with the help of
tracking software.

@ We continuously perform compres-
sions and enhancements in user com-
puters while ensuring that their daily
work is not interrupted.

@ We use web security products and
software to prevent users from access-
ing harmful external and internal sites.

@ We perform regular checks to man-
age user and authorized user accounts
and access authorizations.

@ We use data leak prevention soft-
ware against intentional or unintention-
al data leaks.

@ We proactively monitor logs to de-
tect potential cyber security attacks
in advance, set alerts based on certain
rules and take the necessary actions.
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@ We collect cyber intelligence data
and track domain names, certificates

and digital traces.

@ We perform regular leak tests and
code analyses on our proprietary appli-

cations.

@ We continuously scan all systems
and networks for vulnerabilities.

® We implement improvements by
checking our footprint in the external
world through continuous scoring and
reporting obtained from independent

scoring platforms.

@ In 2024, we did not encounter any
data security breaches.

Training

Information Security
Awareness

Information Security

Orientation

Online

2,505

164

2,585

EMPLOYER OF CHOICE RESPONSIBILITY
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Participants

2022

Classroom

160

2,012

Online

2,60

83

1,187

2023

Classroom

199

3,715

Online

9,128

324

1,724

2024

186

122

3,655

Classroom
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SUSTAINABILITY MANAGEMENT

Environmental

Responsibility

In addition to fully complying with all en-
vironmental regulations, we also aim to
set an example for the industry with our
practices in this area.

We take measures to minimize waste
generation in all our stores and ware-
houses, embracing the

N to continuously improve our
recycling/recovery rates. We follow an
accurate inventory management princi-
ple to minimize food waste, and deliver
consumable products to those in need
through NGOs, creating social benefit
and preventing economic waste.

We evaluate the impact of climate
change on our operations and prioritize
the efficient use of all natural resources.
We conduct efficiency studies to reduce
our energy consumption and carbon
footprint. We closely follow the latest de-
velopments in national and international
legislation and evolving consumer trends
and play a leading role by implementing
best practices within the organization.

We also support environmentally friendly
practices in our supply chain and share

our sustainable production approach with

our business partners to include them
in this transformation. Furthermore, we

strive to raise environmental awareness in

all our employees and customers, aiming
to embed it into our corporate culture.

We address issues as part of our
environmental responsibility under
N and Y

topics.
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Key Performance Indicators

Climate Change

Waste
Management

Energy Intensity* (kWh/m?)

Emission Reduction as a
Result of Projects (tons CO,)

Emission Intensity**
(ton CO,/m?)

CDP Climate Change Score

CDP Forests Score

CDP Water Security Score

Ratio of Stores with Basic Zero
Waste Certification (%)

Ratio of Hazardous and Non-
hazardous Waste delivered for
recycling (%)

Number of materially
significant fines imposed
for non-compliance with
environmental legislation ***

Ratio of MAYA and YA
Programs’ Participants
receiving Sustainability
Training (%)

(™): Energy consumption per m? of retail space
(**): Emission rate per m? of retail space for Scopes 1 & 2
(***): Less than two thousandth of the highest fine specified in the Environmental Law

1

385

15,324

0.40

B,B,B,B

79

334.10

8,561

0.34

A-,A-,A-B

76
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334.62

8,437

0.60

94

S

330

8,820

100

"W ENVIRONMENTAL RESPONSIBILITY
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327

9,260

100

323

9,720

100
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INTRODUCTION CARREFOURSA

Climate Change
Climate Change Approach **

As a pioneer in the Turkish retail indus-
try, CarrefourSA follows the vision of its
main shareholders - H. O. Sabanci Hold-
ing and Carrefour Group - to take re-
sponsibility for tackling climate change.
Guided by its motto of the Right Way to
Live, CarrefourSA integrates sustainabil-
ity into all its business processes, taking
firm steps to mitigate its environmental
impacts.

Detailed information about the results

of the double materiality assessment we
conducted to better understand the risks
and opportunities that climate change
may present is provided in our
Sustainability Report aligned with TSRS.

Reducing the use of natural resources,
improving energy and air condition-

ing efficiency, lowering refrigerant gas
emissions in stores and warehouses and
preventing waste generation at source
are among our priorities. To reduce our
greenhouse gas emissions, we constantly
review our operational processes,

seize improvement opportunities and
implement practices to mitigate our
environmental impacts.

SUSTAINABILITY MANAGEMENT

Within the framework of CarrefourSA’s

umbrella strategy, we
assume responsibility for tackling climate
change, not only in our own operations
but also across a broader area of impact
spanning our supply chain to our cus-
tomers, working collaboratively to find
sustainable solutions. Accordingly we ex-
pand the scope of our purchasing policy
to reduce our emissions and implement
optimization projects to enhance logisti-
cal efficiency.

1

DOGRUSU
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Net Zero Target

Sabanci Holding, our parent company,
has announced its “2050 Net Zero”
ambition for neutralizing its greenhouse
gas emissions. In line with this goal, we
remain committed to reducing our car-
bon footprint. We have regularly mon-
itored our greenhouse gas emissions
since 2017, taking continuous improve-
ment actions to reduce our environmen-
tal impacts. As part of these efforts, we
conducted a double materiality assess-
ment to better understand the current
and potential impacts of climate change
on our company. With the Sustainabili-
ty Committee monitoring our emission
reduction efforts, we aim to reduce our
greenhouse gas emissions per unit sales
area by 5% each year as a primary
target.
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INTRODUCTION CARREFOURSA

Energy Use
Energy Management Approach

As part of energy management at
CarrefourSA, we aim to reduce our
environmental impact and prioritize the
environment as we offer innovative
products and services. Therefore, we run
various projects to reduce our environ-
mental impact and steadily improve our
energy performance and efficiency.

Cooling and HVAC systems are critical to
ensuring the quality and safety of fresh
food products and also responsible for

a significant portion of our energy con-
sumption. Rising temperatures due to
climate change put these systems under
more stress, increasing energy consump-
tion, operating costs and environmental
impacts. Therefore, improving energy ef-
ficiency represents an important step in
terms of reducing food waste and
decreasing our carbon footprint.

~

SUSTAINABILITY MANAGEMENT ECONOMIC RESPONSIBILITY

Energy Consumption 3021 302-2,302-3, FB-FR-130a1

The major contributors to this consumption are the HVAC and lighting
systems in our stores.

Other fuels we consume are detailed under the Y
section.
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Electricity use constitutes a significant portion of our energy consumption is.
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Energy Consumption (MWh) 2023

Fugl from Different Sourges 16,448 20,720 24109
(Direct Energy Consumption)

Electricity Consumption 189.772 176.666 187589
(Indirect Energy Consumption) ’ ’ ’
Total Energy Consumption 206,220 197,386 211,698

NOTE: /n 2024, we obtained YEK-G certification for all the electricity used in all our
stores, warehouses and head office building. Franchisee stores’ figures have not
been included in the total electricity consumption amounts.

Energy Intensity

Energy Consumption (kWh/m?2) 385 33410 334.62

(). Energy consumption per m? of retail space

INDEXES
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INTRODUCTION CARREFOURSA

Energy Efficiency Activities 39%4

CarrefourSA monitors major energy us-
ers in four key categories: cooling sys-
tems, HVAC systems, lighting systems
and electrical systems. Even though the
major energy users may vary in figures
due to respective store formats, they
perform at similar levels proportionally.

Distribution of Store Energy
Consumption

SUSTAINABILITY MANAGEMENT

Energy management involves deter-
mining the reference energy levels and
energy performance indicators for each
store. Furthermore, we perform analyses
and forecast consumption specifically
for each store, based on the Internation-
al Measurement and Verification Proto-
col (IPMVP). We set our energy saving
targets based on in-depth studies and
implement efficiency improvement proj-
ects. Additionally, we declare our sav-
ings forecast in our stores by adjusting
the values per square meter of sales
space.

Cooling System

e Electrical Systems

Lighting

HVAC
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Store Format kWh/m?

Super 297
Mini 430
Gourmet 487
Hyper 327

As the digitalization in energy project
for the stores, launched in 2022, contin-
ued, so did the EIP (Efficiency Improve-
ment Project) investments, enabling us
to maintain savings and improve
efficiency.

Some of these projects include:

@ Capacity optimization in industrial
cooling devices and inverter conversion.

@ Replacement and optimization of old
air conditioners with inverter types.

@ Reducing air conditioning demand by
applying black folio to facades exposed
to strong sunlight.

@ Preventing losses and leaks by repair-
ing and maintaining cabinets with miss-
ing/damaged doors.

@ Using solar power or heat pumps
for hot water needs.

EMPLOYER OF CHOICE RESPONSIBILITY
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The projects* implemented in 2024 delivered

8.000 MWh

in energy savings.

As we worked to optimize our energy consumption, we also aimed to
expand the use of solar energy as an electrical energy source. Accordingly,
we initiated processes to install Rooftop Solar Power Plants at the stores
with suitable structures. Meanwhile, our feasibility studies are ongoing for
the installation of Land-type Solar Power Plants.

*”Total amount of energy saving between 2019 and 2024.”

meet a quarter of our
total electrical energy
consumption from
renewable energy
sources in 2026.

At CarrefourSA,
our goal is to
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Greenhouse Gas Emissions 3051 305-2,305-3,305-4, 305-5

In line with the 2050 Net-Zero Com-
mitment of Sabanci Holding, our parent
company, we continue to make strides in
our emission reduction endeavors. Ac-
cordingly, we calculate our annual Scope
1-2- 3 emissions based on the Green-
house Gas Protocol (GHG Protocol) and
implement reduction strategies across
our value chain. Since 2022, our emis-
sion data is verified by independent audit
firms, which provide “Limited Assurance.”

As part of our Right Way to Live ap-
proach, we prioritize clean energy trans-
formation as a contributor to transition-
ing to a low-carbon economy. In 2024,
we marked an important step by obtain-
ing the Renewable Energy Guarantees
of Origin System (YEK-G) certificate
for all electricity used in all our stores,
warehouses and head office. This en-
abled us to balance our Scope 2 emis-
sions and to reduce our carbon footprint
resulting from our indirect activities by
40.5%.

Electric Vehicle Charging Stations

By taking strategic steps to increase the
use of renewable energy sources, we
have also supported environmentally
friendly transportation with the charging
units we have installed for electric vehi-
cles. This approach also contributes to
our carbon footprint reduction goals. As
of 2024, there are a total of 60 charging
points at 46 stores.

Emission Reduction Activities

(tons COe)

Solar Power Plant Investments

As of 2024, we have implemented a store
model that generates its own energy
through the rooftop Solar Power Plant
(SPP) installed in cooperation with iklim-
sa. The SPP with an installed capacity of
620 kWp commissioned at the istinye
hyperstore meets 45% of the store’s an-
nual energy needs. With this system, we
also aim to prevent 374.8 tons of carbon

emissions.

Em|'55|.ons'Reduc.ed Through the Route 2993 3719 3571
‘“ e Optimization Project
(=K G .
[ Em_|s.5|ons Prevented through Energy 10,841 4.840 3846
Efficiency Measures
IFCO Crates Used - 1,227 1,019
TOTAL 13,834 9,786 8,437
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Scope 2 - Indirect Emissions - Emission Intensity

GHG Emissions (ton CO_e) 2023

Energy Related (ton CO,e)

Scope 1 131,319 114,611 195,544

Scope 2 83,500 77,733 82,915 Electricity Consumption - Location Based 83,500 77,733 82,915 (Stccz)onp(e:g 8/<r$]2l)5m|55|on 0.40 0.34 0.60
2

Scope 3 1,793,490 2,439,462 2,316,433 Electricity Consumption - Market Based 83,500 77,733 0

TOTAL 2,008,309 2,631,806 2,594,892 TOTAL 83,500 77,733 82,915

Scope 3 - Other Indirect 2023

Scope 1 - Direct Emissions (ton CO_e) Emissions (ton CO.e)
2

644 Category 1-Purchased Goods

Mobil Fuel (Diesel 1,394 555 _ _ _ ,
oblle . Company ( ) and Services 1,198.429 1,755.,695 1,735.88
Combustion Vehicles
Emissions Fuel (Gasoline) 70 1,169 1,263 Category 2-Capital Goods - - 3,294
LPG 0.0] v 277 Category 3- Fuel- and Energy-related
Activities (not included in Scope - - 30,54
Natural gas 3,028 2,305 2,711 l e Sesjpe 2)
Categ_ory_4—U_|ostream Transportation 16.714 17.992 16.516
. . Propane 39 36 40 and Distribution
Stationary Operational q
i Category 5-Waste Generate
Combustion Use Fuel-Oil 18 20 20 g 74,715 89,182 1,658
Generator (Diesel) 402 330 330 Category 6-Business Travel 266 447 800
_ Category 7-Employee Commuting 371 520 1,481
Generator (Gasoline) O - 8
Category 8-Upstream Leased Assets - - -
R22 1.976 933 633 Category 9-Downstream
. L . 1,085 1,023 2,095
Transportation and Distribution
MO29 / R32 0] 54 35
. Category 10-Processing ) ) )
gzsréiera“t RATOA 2,667 4,549 4,707 of Sold Products
Fugitive Category 11-Use of Sold Products 498,594 566,909 498,627
Emissi R404A 121,000 103,396 18,375
missions Category 12-End-of-life Treatment
- - 788
R407C 53 474 1,248 of Sold Products
Category 13-Downstream Leased Assets - - -
Ei HFC 227 512 774 500
Elxr’ﬁnguishers Category 14-Franchises 3,316 7,694 14,743
€9, B 2 G Category 15-Investments - - -
TOTAL 131,319 114,611 195,544 TOTAL 1,793,490 2,439,462 2,316,433

NOTE: Emissions from Franchises for 2022 and 2023 have been updated in

accordance with the carbon footprint calculation method based on store format.
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CDP Reporting
(Sustainability Team)

Climate Water

A List Climate Change Program Forest Program

2024 In 2024, we proudly attained an A score in our

| ’ proudly . We have been reporting to the CDP Forests program sin-

In order to assess our environmental Thi hi t reflect . it ¢ ce 2022. Due to changes in the scoring methodology star-
performance in international stan- T S arelr?cacir:i\cl)?/r:tiegn rsngclezglej:sz?g%nshsﬁ;nnrmechear; ting from the 2024 reporting period, our performance—
dards and to disclose our results / performFe)mce By’eing recogn,ized S—— thFe) 65 GRS prev_iously assessed under four separate categories (palm
transparently to our stakeholders, we globally underscores the effectiveness of our climate strategies glgi235?;;@%&235;:2?]5;Zggif/?;_a\rl]vis_ i\é&(})lgeated under
have been voluntarily submitting cli- and reinforces our dedication to driving positive change. '
mate change and water secgnty re- \0 We take a holistic approach to combating climate chan-
ports to the CDP platform since 2020 ge, including efforts to prevent deforestation. In anticipa-

and forests reports since 2022 under. tion of forthcoming regulations, we are focused on stren-

gthening our sustainable supply chain and minimizing our
environmental impact. As one of the few food retailers
reporting under this module,

By actively participating in CDP pro-
cesses, we are able to monitor, man-
age and evaluate our risks and op-
portunities on critical environmental
issues such as climate change, water
security and forests on a global scale.

Water Security Program

We achieved an A score in the

Since our initial Water Security reporting to

N CDP in 2020, we have consistently upheld our high standards
and commitment to sustainable water management.
2022 A- B,B, B,B A
2023 A- A-, A-, A-, B A
2024 A A- A

Carrefour (§p ©FD) Sustainability Report — 2024 84


https://kurumsal.carrefoursa.com/en/sustainability-reports

INTRODUCTION CARREFOURSA

SUSTAINABILITY MANAGEMENT

Water Consumption 303-1303-4,303-5

Climate change is increasingly putting
pressure on water resources and threat-
ening accessibility to quality water. In
particular, extreme incidents such as
droughts, intense rainfall and water
scarcity impose a serious water risk and
represent a major sustainability issue
for both operations and supply chains.
Therefore, effective water management
forma a cornerstone of our company’s
strategy to combat climate change.

In food retailing, water is a critical re-
source for our direct operations and
supply chain. Water consumption cre-
ates a significant environmental impact
across all our operations from pro-
duction to stores. In our stores, water
is primarily used for operational pro-
cesses such as hygiene and cleaning,
presenting products to the customer
and meeting employee and customer
needs. Additionally, water is actively
used in the production of our private
label products like bakery and in ice
making. The wastewater generated in
these processes is discharged directly
into the sewage system in accordance
with relevant regulations. Therefore,
sustainable use of water is of utmost im-
portance in terms of our environmental
responsibility and business continuity.

We address water-related issues during
audits at our private label product sup-
pliers to foster improvements and in-
crease awareness.

We develop policies to reduce the wa-
ter footprint of our operations and
ensure that water resources are used
effectively and effectively. Our overar-
ching goal regarding water consump-
tion is to ensure that our water use
does not increase, while following our
hygiene principles. The technical efforts
to reduce water consumption involve
simplifying the functions, especially in
new stores. As an additional measure
to limit consumption, we do not design
projects that would require extra water-
ing of the natural landscaping. We also
do not install systems that would use
water for purposes other than business,
employee and customer needs.

Our target for 2025 is conducting wa-
ter access and water quality risk analy-
ses, particularly at our facilities located
in areas with high water stress or risk,
to support the conservation of local
ecosystems and to minimize operation-
al risks.

Carrefour (§p ©FD) Sustainability Report — 2024
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Water Use

(m3) 303-3

Water
Withdrawal -
Municipal Water
Water
Consumption -
Carboys

TOTAL

383,000

2,490

385,490

371,096

1,312

372,409

EMPLOYER OF CHOICE RESPONSIBILITY

378,477

1,423

377,054

Note: Consumption values include the head office,

stores (excluding franchisees) and warehouses.
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Discharging Wastewater

CarrefourSA discharges the water used

in its operations into the sewage systems
of the municipalities where its branches
and warehouses are located. Before dis-
charge, measurements are performed to
confirm that the pollutant parameters
specified by the regulations remain below
the limit values. Since wastewater treat-
ment is carried out at municipal wastewa-
ter treatment plants, CarrefourSA does
not engage in any treatment activities.
However, waste oil and sand traps are
placed at all discharge points.

"W ENVIRONMENTAL RESPONSIBILITY
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Environmental
Awereness Activities

Store Announcements

To mark June 5 World Environment Day,
we called for action to raise environmen-
tal awareness and to take steps for a
more sustainable future. We made a col-
lective commitment to protect our envi-
ronment, emphasizing the importance of
recycling our waste and using energy and
water efficiently. We also encouraged our
customers to shop with reusable bags to
reduce plastic use.

Creative Children’s Festival

CarrefourSA hosted a workshop ti-
tled “The Right Way is Urban Farming”
during the Creative Children’s Festival.
In the workshop, over one thousand
children learned about the sustainabili-
ty of urban farming and discovered the
cycle of nature from seed to vegetable.
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Sustainability Training

In November 2024, we launched Sus-
tainability Trainings for our manage-
ment trainees under our career devel-
opment program MAYA. Through these
trainings, we communicate the mile-
stones of how the sustainability con-
cept evolved and basic concepts like
carbon footprint. We also explain why
sustainability is among our material
topics and how this perspective guides
the way we operate.

We also share CarrefourSA’s activities
in this field and draw attention to ar-
eas where we need to collaborate more
with our store teams.

Currently, we are developing a training
series titled “Sustainability Develop-
ment Journey” for all our white-col-

lar employees under the CarrefourSA
Academy. Through this training, we aim
to raise sustainability awareness and to
further reinforce this approach across
the organization.

SUSTAINABILITY MANAGEMENT ECONOMIC RESPONSIBILITY

Green Dot Gift Card Event to Increase Consumer Awareness

We partnered with CEVKO Foundation and launched “Green Dot Gift Card”
to encourage environmentally friendly consumption habits across wider
audiences. Aiming to promote products featuring the Green Dot logo and
raising awareness about recycling among consumers, we presented a
CarrefourSA 50 TL gift cards to 1,000 consumers who had at least 5 Green
Dot products in their shopping carts and paid at least TL 500.

We also advised visitors about recycling and the Green Dot system through
CEVKO Foundation’s Green Dot mascot and booths. With this campaign, we
aimed to encourage sustainable shopping habits and draw attention to the
importance of individual contributions to circular economy.

SATIN AL KAZAN!
STUR KAZAN!

En az 500 TLlik aligveris icerisinde satin alacaginiz,
5 farkh Yesil Nokta'l triinQ ve alisveris fisinizi CEVKO Yesil Nokta standina getirin,
50 TL CarrefourSA Hediye Karti'mizi hemen alin.

\ 504..99

Kampanya $Sartlan

® Hediye karti kampanyasi belirlenen magazada, belirtilen
saat araliklan icerisinde gegerlidir.

® Hediye karti kazanmak icin; CarrefourSA magazasindan
yapilacak en az 500 TLlik alisveris icerisinde, satin alinan,
en az 5 farkl Yesil Noktali Gruniin ve aligveris fisinin Yesil
Nokta standina getirilerek ibraz edilmesi gerekmektedir.

Hediye karti tutari 50 TLdir.

@ Yesil Nokta, ambalajh triinii piyasaya siiren firmanin
geri doniisiime mali katki sagladigin1 gosterir.

P~ ® RN® ®

Ambalajlar Gzerinde Yesil Nokta isaretini,
yukandakii gibi farkli versiyonlarda garebilirsiniz,

Carrefour (§ G0

Y
ERLEN DI AME VI
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Waste Management
Waste Management Approach 3+

Our operations generate various types
of waste in varying quantities across
the many stages of our supply chain,
from stores to logistics centers. There-
fore, waste management is strategically
important in terms of operational effi-
ciency and achieving our sustainability
goals. Considering the growing environ-
mental pressures, laws and regulations
and consumer demand for recyclable
or reusable packaging, effective man-
agement of waste has become more
critical than ever.

Taking actions to minimize waste gen-
eration every stage of our operations
and continuously improving our recy-
cling/recovery rates by adopting the
Zero Waste approach are among our
key goals.

We adopt a top-to-bottom approach
with the ‘Waste Management Pyramid’
to manage the entire process. The first
stage is about preventing waste gener-
ation, implementing preventive actions
and making adjustments. If this cannot
be achieved, we work to minimize the
generated waste. For this purpose, we
use various methods from changing

INDEXES

consumption habits to reducing the
materials used in production and rede-
signing the relevant processes. Next,
we take systematic and measurable
steps for reuse or recycling, and if re-
covery is not an option, we try to dis-
pose of waste without harming the en-
vironment.

Beyond operations, waste is generat-
ed in numerous points across the sup-
ply chain in food retailing. Therefore,
we collaborate with our suppliers to
promote production and packaging
methods that result in less waste and
we aim to spread the same sensitivity
throughout our entire value chain. In
all our stores and warehouses, we sort
recyclable waste.
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Materials Used in Production
and Packaging 30 FB-FR-430a.4

As a food retailer, we use various materials for products and packaging,
including mostly product packages, packaging materials for shipping and
consumable materials in the offices and stores. Due to the nature of certain Zer() WaSte
products or for hygiene purposes, package fillers, adhesive labels, Styrofoam Approach Metal 124.0 1423 120.0
trays, disposable cups and plastic shopping bags sold at the cash registers are

among the single-use materials. The consumption quantities of these single-use SRRl 247.3 526.6 188.4

materials are shown in the table below. After establishing a waste man- Glass 528.0 666.6 1,036.9
agement system and placing
waste collection bins, informative
posters, etc. as part of the Zero TOTAL 2,261.5 1,803 1,712.7
Waste initiative, we applied for
“Zero Waste Certification - Basic
Level” for all stores. As of year-
end A significant part of our waste consists of packaging materials, food and do-
mestic/office waste. Food waste is a material topic for us and our industry
and represents an important economic value for all players in our value chain.
Therefore, we have disclosed our related performance under the

Recyclable Materials - tons

Paper 9,767.5 1,374 1,405.0

Waste and Disposal Methods 306 306-2, 306-3, 306-4, 306-5

All our employees are also re-

quired to take the annual “Zero N Section of this report. The hazardous waste (such as cleaning chem-
Sinel M - Waste” training and “Zero Waste icals, etc.) is sorted at the source and delivered to licensed companies for disposal/
ingle-use Materials : : :

e and Waste Management” training. r.ecychr-]g. Other Y . . are detailed in th-e sec-

tion with the same title. The domestic waste that we are unable to sort is col-
Metal 3.9 1.2 1.0 lected directly by the relevant municipalities.
Paper 394 2.5 3.3
Composite 248 784.3 712.7
Plastics 812.6 2,148.2 291.7
TOTAL 1,458.5 2,936.2 1,008.7

Not: Recyclable materials include materials such as packaging of private label products
(boxes, cling film, glass, PVC, aluminum lids, etc.).
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Quantity
Category (tons) -
2022
Mixed
Packaging 6,681
Waste
Paper-
647
Recyclable Cardboard
Waste (*) Plastics 15
Glass** 0.22
Batteries 0.44
Food Waste 15.062
Waste with
Potential I
Negative \é\/ielasste Plant 13
Environmental
Impact
Wooden
Pallets and 13
Crates
Waste with I _
Economic Electronic 2494
Waste
Value
Was_te Listed for sale.
Equipment

290

1,089.3

361.5
0.3

0.25

15,396

10

13

2,262

SUSTAINABILITY MANAGEMENT

Quantity

(tons) -
2024

3,266.5

100.3

64.8

0.35

0,15

18,546

8.4

13

1,041

ECONOMIC RESPONSIBILITY

Licensed
Recycling
Firms

Municipalities/
Private
Businesses

Licensed
Recycling
Firms

(M): All data refers only the amount of waste generated as a result of CarrefourSA’s own oper-
ations and does not include franchise operations. In 2024, a reverse logistics process has been

initiated and traceability has been improved, resulting in differences compared to previous years.

(**): Only the amount of waste generated at CarrefourSA Head Office.

Carrefour (§p ©FD) Sustainability Report — 2024

Recyclable Waste

We launched a project to improve the
effectiveness of waste management by
establishing systems in our own logistics
warehouses. Through this project, we
aimed to prevent losses that result due
to working with local organizations in
each region. This project also enabled us
to collect and dispose of store-generat-
ed waste through local municipalities or
licensed recycling companies, completely
eliminating the need for additional
transportation.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

In 2024, we developed reverse logistics
processes and ensured that packaging
waste was collected more effectively on
site. Moreover, we optimized the collec-
tion methods of waste data, enhancing
their accuracy and integrity. Through
this practice, we increase the economic
value creation potential of our opera-
tions and support waste recycling with
the right methods.

At the offices, stores and warehouses,
we generate battery waste, which is
collected in dedicated bins. In addition
to our own discarded batteries, we also
collect the waste batteries of our
customers in the dedicated battery
collection bins in all our stores. This
practice enables us to collect waste
batteries separately without mixing
them with other waste sent to landfills.
We deliver the collected waste batteries
to TAP (Association of Portable Battery
Manufacturers and Importers). We have
also launched a joint project with
ACEV (Mother and Child Education
Foundation) and TAP to donate books

to children in need in exchange for every

one ton of waste batteries we collect,
turning environmental awareness into
social benefit.

~

"W ENVIRONMENTAL RESPONSIBILITY
e o

INDEXES

CarrefourSA ile
atik piller kitaba

doniisiyor » .

F 4 A \
I/ A\
n = \
Qﬁ \ = ;
\ \
7

/ CarrefourSa'larda bulunan

"/ ve TAP Dernegi'ne ait olan
atik pil toplama kutularina
getireceginiz atik piller
karsihginda AGEV Okuyan Bir
Gelecek projesine kitap bagisi
yapiyoruz. Cocuklarimizin
gelecedi icin atik pillerinizi
CarreforuSa'ya getirin

TASINABILIR PiL
ETICILERI VE

R El
i ILARI
E

N
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ANNE Gocur EdiTIimM vAKFL
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INTRODUCTION CARREFOURSA SUSTAINABILITY MANAGEMENT

Trimming Cash

Register Receipts

CarrefourSA generates more than
130 million cash register receipts
annually. Since the launch of this
project, the cash register receipts
have been trimmed by an average
of 30% to 40% for each receipt
and the merchant copies printed
by the POS devices in each credit
card transaction have been com-
pletely eliminated. As a result:

@ We prevented the felling of
more trees and created less waste
by saving paper.

@ We achieved economic savings
by reducing the cost of the receipt
rolls.

@ We reduced unnecessary
storage costs.

@ We created a simpler and more
understandable receipt for our
customers.

@ We contributed to a faster
checkout experience with a shorter
receipt.

Carrefour (§p &) Sustainability Report — 2024

ECONOMIC RESPONSIBILITY

Waste with Potential Negative
Environmental Impact

Disposal of waste vegetable oils
improperly leads to serious water and
soil pollution, creating lasting risks for
the environment. Recognizing this risk,
we address waste vegetable oils under
the “Waste With Negative Impacts

on the Environment” category and
implement a dedicated waste
management process.

Our hyperstores, gourmet stores and
certain other stores have placed
containers to collect domestic waste
oil and to encourage our customers to
participate in this process. Through this
practice, we not only create environ-
mental awareness but also prevent

oils from going to landfills or polluting
water. We also collect oils past

their expiration date, in damaged
packaging or unusable separately in
our warehouses as part of this process.

Y Please click for more information
on the project.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY ! ENVIRONMENTAL RESPONSIBILITY INDEXES
o o

We donated all the proceeds to Tohum
Turkiye Autism Early Diagnosis and
Education Foundation to raise awareness
about autism.

Carrefour (§ &0

Lavaboya dokmeyin,
CarrefourSA'ya getirin!

CarrefourSA olarak su kaynaklanmiz basta olmak Uzere cevreyi korumak igin
magazalarimizda goniillii olarak misterilerimizden bitkisel atik yad toplayarak geri
dénstiiriyoruz.

2024 yilinda magazalanmizda msterilerimizden, yaklasik 8,5 ton atk yag
toplayarak, denizlerimizin kirlenmesi 6nledik ve bunun yerine daha temiz karbon
salimi olan biodizele donustiiriimesi sadladik. Atk yagdlarin geri déntsiimiinden
elde edilen geliri ise Otizm farkindali§ini arttirmak adina Tohum Otizm Vakfina

bagisliyoruz.

TOHUM

TGRKIYE

0TiZM

ERKEN TANI VE EGTIM

DOGRUSU
CarrefourSAda

VAKFI
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03

Index

@ Food Retailers and
Distributors SASB Metrics

@ GRI Content Index

@ Limited Assurance Report
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SASB Food Retailers and Distributors Metrics

Our relevant data for 2024 is presented below. Locations include our own stores and warehouses, but exclude franchisee
stores. Unless otherwise stated, our product and related revenues are calculated for our private label products.

Topic Metric Category

Fleet Fuel
Management

Air Emissions from
Refrigeration

Energy
Management

Management of

Environmental &
Social Impacts in
the Supply Chain

Carrefour (§p &)

Fleet fuel consumed,
percentage renewable

Gross global Scope
1 emissions from
refrigerants

Percentage of
refrigerants consumed
with zero ozone-
depleting potential

Average refrigerant
emissions rate

(1) Operational energy
consumed,

(2) percentage grid
electricity and

(3) percentage
renewable

Revenue from products
third-party certified to
environmental or social
sustainability sourcing
standards

Percentage of revenue
generated from (1) eggs
sourced from cage-free
environments and (2)
pork produced without
the use of gestation
crates

Discussion of

strategy to manage
environmental and
social risks within the
supply chain, including
animal welfare

Discussion of strategies
to reduce the
environmental impact
of packaging

Quantitative

Quantitative

Quantitative

Quantitative

Quantitative

Quantitative

Quantitative

Discussion and
Analysis

Discussion and
Analysis

Sustainability Report — 2024

Unit Of
Measure

Gigajoule (GJ),
Percentage (%)

Ton (t) CO,-e

Percentage (%)

Percentage (%)

Gigajoule (GJ),
Percentage (%)

TL

Percentage (%)

N/A

N/A

Code Index

FB-FR-110a.1

FB-FR-110b.1

FB-FR-110b.2

FB-FR-110b.3

FB-FR-130a.1

FB-FR-430a.1

FB-FR-430a.2

FB-FR-430a.3

FB-FR-430a.4

O, - (Own fleet not
operated.)

189.999

99,2%

68,2%

(1) 762.000 GJ (2) 100% (3)
0%

1.030.972.713 TL

(Revenue derived
exclusively from private
label sustainable products.)

Exclusively From Private
Label (1) 35% (2) 0%

2024 Sustainability Report,
pp. 57-64

2024 Sustainability Report,
pp. 87-90

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

ENVIRONMENTAL RESPONSIBILITY

Topic Category Unit Of Measure Code

(1) Number of retail
locations and (2)
distribution centers

(1) Total area of retail space
and (2) distribution centers

Number of vehicles in
commercial fleet

Ton-kilometers traveled

Quantitative

Quantitative

Quantitative

Quantitative

Number

Square meters (m?)

Number

Ton-kilometers

FB-FR-OOO0.A

FB-FR-000.B

FB-FR-000.C

FB-FR-000.D

W |NDEXES

Index

(1) 1,225 stores
(including
franchises) (2) 16
warehouses

(1) 586,000 m?
(2) 61,000 m?

O (Own fleet not
operated.)

O (Own fleet not
operated.)
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GRI Standard

GRI 1: Foundation 2021

CarrefourSA’s Sustainability Report for the period from

VALUE CHAIN RESPONSIBILITY

Disclosure

3) Governance

ENVIRONMENTAL RESPONSIBILITY

Page/Link/Direct Answer

W |NDEXES

CONTENT INDEX

January 1, 2024 to December 31, 2024 was prepared in
ESSENTIALS SERVICE

accordance with the GRI Standards. For the Content Index -
Essentials Service, GRI Services reviewed that the GRI content
index has been presented in a way consistent with the
requirements for reporting in accordance with the GRI Standards,
and that the information in the index is clearly presented and 2-1
accessible to the stakeholders. No industry standard was utilized.
This service was received for the Turkish version of the report.

)

Governance structure and composition

Nomination and selection of the highest
governance body

Chair of the highest governance body

Role of the highest governance body in

12,17, 18 Y CarrefourSA Annual

Report (S.130-147)
Y CarrefourSA Annual Report
(5.140)

The Chairman of the Board of Directors
doesn’t have an executive duty at
CarrefourSA. He is also the Group

CFO of Sabanci Holding.

2-12 . ) 12,17,18
overseeing the management of impacts
. . . Delegation of responsibility of managing
GRI Standard Disclosure Page/Link/Direct Answer 2| gases 17,18
_ . ) Role of the highest governance body in
GRI 1: Foundation 2021 2-14 sustETTEEY reeeriie 18, 20, 20
1) The organization and its reporting practices 2-15 Conflicts of interest 12
GRI 2: General The_re were no issues defined as
2-1 Organizational details 8, 100 Disclosures 2021 - . s S critical among the items considered,
ommunication of critical concerns N CarrefourSA Annual Report
52 Entities included in the organization’s _8,fCarreI_our$A|s c(:jonsolllda;c:ed flpancslil (page 141)
sustainability reporting |g orr?a |og 'gc N eTs en 3; Marrlf o_uer\ 517 Collective knowledge of the highest Relevant information is provided when
arrefour Sabanci Ticaret Merkezi A.S. governance body necessary.
2-3 Reporting period, frequency and contact point | 2, 100 518 Evaluation of the performence of the 12
. . . highest governance body
5.4 Restatements of information We restated our 2023 financial data in
GRI 2: General accordance with inflation accounting. 2-19 Remuneration policies 45
Disclosures 2021 2.5 External assurance 18, 94 2-20 | Process to determine remuneration 12,18, 45
2) Activiti d K No declaration
ctivities and workers .
2-21 Annual total compensation ratio 'S .made'on
this subject
8, There were no significant changes in due to KVKK.
5.6 Activities, value chain and other bussines our company’s organizational structure,
relationships shareholding structure or supply chain 4) Strategy, policies and practices
during the reporting period.
5-99 Statement on sustainable development 5
2-7 Employees 40, 49 strategy
2-8 Workers who are not employees 27 2-23 Policy commitments 34, 36
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GRI Standard Disclosure Page/Link/Direct Answer

4) Strategy, policies and practices

2-24 Embedding policy commitments 34, 36
2-25 Processes to remediate negative impacts 35
5.26 Mechanism for seeking advice and raising 35
concerns
GRI 2: General As of the end of 2024, there are 640
] i . . . ongoing lawsuits filed against the
Disclosures 2021 2-27 Compliance with laws and regulations ComeE e THE 817 N Iersu s thet ey
affect CarrefourSA’s operations.
2-28 Membership associations 9 9

5) Stakeholder engagement

2-29 20

Approach to stakeholder engagement

Collective bargaining agreements

Material Topics

Process to determine material topics 20

GRI 3: Material 3-1
Topics 2021 3.2

List of material topics 20

Economic Contribution

GRI 3: Material . .
Topics 2021 3-3 Management of material topics 26
501-1 D_|rec_t economic value generated and 26, 30, 31
distributed
GRI 201: Economic Financial implications and other risks and
Performance 2016 201-2 iti i 19
opportunities due to climate change
501-4 Financial assistance received from 57
government
Financial implications and other risks and
202-1 Y : 49
opportunities due to climate change
GRI 202: Market
o .
Presence 2016 Proportion of senior management hired 100% of the General Manager and Assistant
202-2 : General Managers are citizens of the
from the local community : .
Republic of Turkiye.
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GRI Standard Disclosure

Economic Contribution

GRI 203: Indirect 203-1
Economic Impacts

2016 203-2
GRI 204: Procurement
Practices 2016 204-1
GRI 415: Public 415-1

Policy 2016

Circular Economy

GRI 3: Material

Topics 2021 -8

Business Ethics

GRI 3: Material 3.3
Topics 2021

205-1
GRI 205: 205-2
Anti-corruption 2016

205-3
GRI 206:
Anti-competitive 206-1
Behavior 2016
GRI 407: Freedom
of Association
and Collective el
Bargaining 2016
GRI 408: Child
Labor 2016 A0k

VALUE CHAIN RESPONSIBILITY

Infrastructure investments and services
supported

Significant indirect economic impacts

Political contributions

Political contributions

Management of material topics

Management of material topics

Operations assessed for risks related to
corruption

Communication and training about
anti-corruption policies and procedures

Confirmed incidents of corruption and
actions taken

Legal actions for anti-competitive behavior,
anti-trust, and monopoly practices

Operations and suppliers in which the right
to freedom of association and collective
bargaining may be at risk

Operations and suppliers at significant
risk for incidents of child labor

ENVIRONMENTAL RESPONSIBILITY

W8 NDExEs

Page/Link/Direct Answer

31

30

27

We did not provide any political
contributions or donations during the
reporting period.

34

35

35, Members of the Board were not
provided with Business Ethics Training
during the reporting period.

There were no cases of corruption during
the reporting period.

There are no legal actions.

We do not have any operations or suppliers
where the Right to Collective Bargaining is
at risk.

36, The audits are conducted at Private
Label suppliers, determined to have
high-risk as a result of the risk assessment.

93



INTRODUCTION

GRI Standard

Business Ethics

CARREFOURSA

Disclosure

SUSTAINABILITY MANAGEMENT

ECONOMIC RESPONSIBILITY

Page/Link/Direct Answer

EMPLOYER OF CHOICE RESPONSIBILITY

GRI Standard Disclosure

Employee Satisfaction and Development

VALUE CHAIN RESPONSIBILITY

ENVIRONMENTAL RESPONSIBILITY

W8 NDExEs

Page/Link/Direct Answer

GRI 409: Forced or
Compulsory Labor
2016

GRI 410: Security
Practices 2016

GRI 411: Rights of
Indigenous Peoples
2016

GRI 413: Local
Communities 2016

GRI 414: Supplier
Social Assessment
2016

Employee Satisfaction and Development

GRI 3: Material
Topics 2021

GRI 201: Economic
Performance 2016

409-1

410-1

411-1

413-1

413-2

414-1

414-2

3-3

201-3

Operations and suppliers at significant risk
for incidents of forced or compulsory labor

Security personnel trained in human rights
policies or procedures

Incidents of violations involving rights of
indigenous peoples

Operations with local community
engagement, impact assessments, and
development programs

Operations with significant actual and
potential negative impacts on local
communities

New suppliers that were screened using
social criteria

Negative social impacts in the supply chain
and actions taken

Management of material topics

Defined benefit plan obligations and
other retirement plans
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36, The audits are conducted at Private
Label suppliers, determined to have

high-risk as a result of the risk assessment.

Security service is carried out by
outsourcing. No direct training is provided
to the relevant employees

During the reporting period, there were
no incidents of violation of the rights of
indigenous people.

During store openings and renovations,
we evaluate the social and environmental
impacts of the activities undertaken, both
at macro and micro levels.

Although we do not have any significant
negative impacts, certain effects such as
material waste, noise, unusual crowding

and traffic congestion may occur during
construction activities carried out in our
stores.

36

36, We have not encountered any
significant social incidents at the Private
Label supply chain.

56

45

401-1

GRI 401:
Employment 2016
401-2

GRI 402: Labor/
Management 402-1
Relations 2016

404-1
GRI 404: Training 404-2
and Education 2016

404-3

GRI 3: Material 3.2
Topics 2021
403-1
403-2
GRI 403:
Occupational Health
and Safety 2018 403-3
403-4

New employee hires and employee
turnover

Benefits provided to full-time employees
that are not provided to temporary or
part- time employees

Minimum notice periods regarding
operational changes

Average hours of training per year per
employee

Programs for upgrading employee skills
and transition assistance programs

Percentage of employees receiving
regular performance and career
development reviews

Occupational Health and Safety

Management of material topics

Occupational health and safety
management system

Hazard identification, risk assessment, and
incident investigation

Occupational health services

Worker participation, consultation, and
communication on occupational health
and safety

41, 42, 49

45

Notice periods are determined according
to seniority. Between 0-6 months: 2 weeks,
between 6 months and 1.5 years: 4 weeks,
between 1.5 years and 3 years: 6 weeks,
over 3 years: 8 weeks.

45, 49

46, We do not have a program for
employment termination assistance.

46

47

47
48, 48

47

48
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W8 NDExEs

GRI Standard Disclosure Page/Link/Direct Answer

Diversity, Equity and Inclusion

403-5
403-6

GRI 403:

Occupational Health

and Safety 2018
403-7
403-8
403-9
403-10

Diversity, Equity and Inclusion

GRI 3: Material 3.3
Topics 2021

401-1
GRI 4071:
Employment 2016

401-3

Worker training on occupational
health and safety

Promotion of worker health

Prevention and mitigation of occupational
health and safety impacts directly linked
by business relationships

Workers covered by an occupational
health and safety management system

Work-related injuries

Work-related ill health

Management of material topics

New employee hires and
employee turnover

Parental leave
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47, General OHS Training is provided to

all of our employees and subcontractor
employees. While this training is given by
CarrefourSA to CarrefourSA employees
and subcontractor employees at
warehouses, it is provided to subcontractor
employees in our stores by the institution
they are affiliated with and it is declared

in writing to CarrefourSA that this training
has been provided.

Our employees benefit from the services
provided by SSI regarding health problems
that are not caused by the work.

47

48

48, Values are calculated only for
CarrefourSA employees.

48, Values are calculated only for
CarrefourSA employees.

49

41, 42, 49

52

GRI 405: Diversity 405-1 eDrlT:/Si’Z;cgezf governance bodies and 12, 49
and Equal
Opportunity 2016 405-2 Ratio of basic salary and remuneration 49
of women to men
GRI 406: Non- 406-1 Incidents of discrimination and corrective There were no cases of discrimination
discrimination 2016 actions taken during the reporting period.

Responsible Supply Chain

GRI 3: Material . .
Topics 2021 3-3 Management of material topics 56
aps:a;'d?;]?;::tfg ov;/gteeci,tleeo?zer:é;n::;ged We do not operate in protected or highly
304-1 ’ Ja g p . . biodiverse areas, or in close proximity to
areas of high biodiversity value outside
them.
protected areas
GRI 304: 204-2 Significant impacts of activities, products 62
Biodiversity 2016 and services on biodiversity
304-3 Habitats protected or restored e are 0 TElaltes proteeiae) e
reconstructed.
IUCN Red List species and national There are no species on the IUCN Red List
304-4 conservation list species with habitats in or the National Conservation List affected
areas affected by operations by our operations.

Customer Satisfaction

GRI 3: Material . .
Topics 2021 3-3 Management of material topics 64
416-1 Assessment of the health angl safety _ 64. 65, 67

impacts of product and service categories
GRI 416: Customer h £ Pri |
Health and Safety Incidents of non-compliance concerning Trc?c!liggsd:(r)irfastig rgrgﬁicre\ La:fiod on
2016 416-2 the health and safety impacts of products P ) g . P . gp

: the subject. In risky situations, the product
and services ) . . .
is withdrawn directly from the aisle.
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Page/Link/Direct Answer

417-1
GRI 417: Marketing 417-2
and Labeling 2016

417-3

Requirements for product and service
information and labeling

Incidents of non-compliance concerning
product and service information and
labeling

Incidents of non-compliance concerning
marketing communications

72

There were no incidents for Private Label
products during the reporting period on
the subject. In risky situations, the product
is withdrawn directly from the aisle.

In 2024, there were no significant incidents
related to marketing communication.

Digitalization

GRI 3: Material 3.3
Topics 2021
GRI 418: Customer 418-1

Privacy 2016

Management of material topics

Substantiated complaints concerning
breaches of customer privacy and losses of
customer data

73

76

Climate Change

GRI 3: Material 3.3
Topics 2021
302-1
302-2
GRI 302: Energy 302-3
2016
302-4
302-5
303-1
303-2
GRI 303: Water and
Effluents 2018
303-3

Management of material topics

Energy consumption within the

organization
Energy consumption outside of the

organization

Energy intensity

Reduction of energy consumption

Reductions in energy requirements of
products and services

Interactions with water as a shared
resource

Management of water discharge-related
impacts

Water withdrawal

Carrefour (§p &) Sustainability Report — 2024

79

80
80
80

81

We don’t not have a study on the energy
consumption of the products we sell.

85, There is no water source significantly
affected due to our operations.

Wastewater is discharged directly into the
sewage system.

85, All of the water we use in our stores
and distribution centers stems from local
municipalities. Based on the provinces
where our stores are located, 90% of the
usage is from regions with high water
stress.

GRI Standard
Climate Change

GRI 303: Water and
Effluents 2018

GRI 305: Emissions
2016

GRI 308: Supplier
Environmental
Assessment 2016

EMPLOYER OF CHOICE RESPONSIBILITY

Disclosure

303-4
303-5
305-1

305-2
305-3
305-4

305-5

305-6

305-7

308-1

308-2

VALUE CHAIN RESPONSIBILITY

Water discharge

Water consumption

Direct (Scope 1) GHG emissions

Energy indirect (Scope 2) GHG emissions
Other indirect (Scope 3) GHG emissions

GHG emissions intensity

Reduction of GHG emissions

Emissions of ozone-depleting substances
(ODS)

Nitrogen oxides (NOXx), sulfur oxides (SOx),
and other significant air emissions

New suppliers that were screened using
environmental criteria

Negative environmental impacts in the
supply chain and actions taken

ENVIRONMENTAL RESPONSIBILITY

W8 NDExEs

Page/Link/Direct Answer

85
85
82
82
82
82

82

We do not produce, import or export
ozone depleting gases.

Since we don’t have combustion systems,
we don’t measure such gases.

36
There have been no significant

environmental impacts in the Private
Label supply chain.

Waste Management

GRI 3: Material
Topics 2021

GRI 301: Materials
2016

GRI 306: Waste
2020

5=

301-1

301-2

301-3

306-1

306-2

306-3
306-4

306-5

Management of material topics
Materials used by weight or volume
Recycled input materials used

Reclaimed products and their packaging
materials

Waste generation and significant waste-
related impacts

Management of significant waste- related
impacts

Waste generated

Waste diverted from disposal

Waste directed to disposal

86
87
There is no recycled input material.

There is no product or packaging
reclaimed.

87

87

87
87

87, The amount of our household
waste is not measured.
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Limited Assurance

Report

Independent Limited
Assurance Report

Scope of Limited Assurance
Engagement

We have been engaged to perform a lim-
ited assurance engagement in accordance
with International Standard on Assurance
Engagements (ISAE) 3000 (Revised) and
(ISAE) 3410 (“Standards”) on whether the
Selected Sustainability Information listed
below (the “Selected Information”) in the
Company’s Sustainability Report for the
year ended 31 December 2024 (the “2024
Sustainability Report”) has been prepared
in accordance with the principles set out
in the Reporting Guidance section of the
Company’s Annual Report.

Our assurance engagement does not

cover information related to previous
periods, other information included in the
2024 Sustainability Report, or Sustainability
Information or any other information
related to the 2024 Sustainability Report
(including any images, audio files, or
embedded videos).

DRT Bagimsiz Denetim ve Serbest Muhasebeci Mali Miisavirlik A.S. Maslak Nol Plaza
Eski Blylkdere Caddesi Maslak Mahallesi No:1 Maslak, Sariyer 34485 istanbul, Tiirkiye

Tel: +90 (212) 366 60 OO

Mersis No: 0297007097600016
Ticari Sicil No: 304099

Fax: +90 (212) 366 60 10

N www.deloitte.com.tr
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Selected non-financial
performance data for limited
assurance

We have been engaged by the Entity to
perform limited assurance procedures on
the accuracy of the following key perfor-
mance indicators included in the 2024
Sustainability Report for the year end-
ed 31 December 2024. The scope of the
indicators subject to limited assurance
procedures and found on an of the 2024
Limited Assurance Report for the year
ended 31 December 2024 is as follows:

Environmental Indicators
® Energy Consumption
w Total energy consumption (MWh)

w Renewable Energy Consumption
(MWh)

w Purchased Heat/Steam/Cooling (kg)
@ intensity Indicators
w Energy Intensity (MWh / Million TL)

w Greenhouse Gas Emission Intensity
(ton CO_e / Million TL)

® Greenhouse Gas Emissions

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

Greenhouse Gas Emissions

(ton CO.e)

Scope 1 (ton CO.e)

Scope 2 (Location Based)

Scope 2 (Market Based)

Scope 3 (ton CO.e)

Water Consumption

Water Consumption (m?3)

Water Withdrawal by Source (m?®)
Water Recycled and Reused (%)
Total Amount of Discharged Water
Waste

Total Hazardous Waste

Total Non-Hazardous Waste

Non-Hazardous Waste including

ash waste

Total waste without ash waste
Total waste with ash waste
Total ash waste

Percentage of Waste Reused and

Recycled (%)

Percentage of Waste Reused and

Recycled, Including Ash Waste (%)

ENVIRONMENTAL RESPONSIBILITY

Deloitte.

w Plastic consumption (ton)

INDEXES

Social Indicators

® Occupational Health and Safety
w Number of Incidents (#)

w Number of Fatalities (#)

w Number of Occupational
Diseases (#)

w Injury-related Absenteeism (#)

w Lost Day Rate (%)

OHS Training Hours (s)

Employees by Category

w Total Number of Employees (#)

w Number of Employees by Nationality
w Women Employees’ Rate (%)

w Ratio of Women Managers (%)

w Share of Women Managers in
Revenue-Generating Roles (%)

w Share of Women Employees in STEM
Roles (%)

w Total Number of Employees on
Maternity Leave (#)

w Total Number of Employees on
Paternity Leave (#)

w Total Number of Employees
Returned to Work After Maternity
Leave (#)
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w Ratio of the Employees who Returned
to Work After Maternal Leave (%)

w Number of Employees Hired by Age
(#)

w Number of Employees Left by Gender
(#)

w Number of Employees Left by Age (#)
w Turnover Rates by Gender (%)
@ Incusion Program

w People Reached Through Inclusion Pro-
grams in Reporting Period (#)

@ Training
w Total Hours of Trainings (s)

w Total Hours of Trainings by training
types (h)

w Total Training Cost (TL)

w Average Training Costs per Employee
(TL)

Economic Indicators
@ Sustainable Business Model
w SDG-linked Product and Service (#)

w SDG-linked Product and Service
Revenue (TL)

SUSTAINABILITY MANAGEMENT

w SDG-linked R&D and Innovation
Investments (TL)

w Ratio of SDG Linked R&D and
Innovation Activities (%)

® Environmental Investments and
Expenditures

w Environmental Investments by type
(TL)

w Environmental Expenditures by type
(TL)

w Savings and Reduction Based on
Environmental Investments
(MWh - ton CO_e)

w Double Materiality
Structural constraints

All assurance engagements have
inherent limitations due to the selective
testing of the information under review.
Fraud, error or non-compliance may
therefore occur and not be detected. In
addition, non-financial information, such
as non-financial information contained in
reporting documents, is subject to more
structural limitations than financial
information, given the nature and
methods used to identify, calculate and
sample or estimate such information.

Carrefour (§p ©FD) Sustainability Report — 2024
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Our assurance engagement provides lim-
ited assurance as defined in ISAE 3000
(Revised) and (ISAE) 3410 (“Standards”).
The procedures performed as part of a
limited assurance engagement differ in
nature and timing - and to a lesser extent
- from a reasonable assurance engage-
ment. The level of assurance obtained

in a limited assurance engagement is
therefore significantly narrower than the
scope of a reasonable assurance
engagement.

Special Purpose

Our work has been undertaken to

inform the Entity’s Board of Directors of
the matters we are required to report in
this report and for no other purpose. To
the extent permitted by law, we accept
no responsibility to any person or entity
other than the Entity’s Board of Directors
for the assurance audit we have conduct-
ed or the conclusion we have reached.

This report has not been prepared within
the framework of the obligation for cer-
tain businesses to comply with the
Turkish Sustainability Reporting
Standards (TSRS) published by the
Public Oversight Authority (“POA”) in the
Official Gazette dated 29/12/2023, which
mandates mandatory sustainability
reporting as of 01/01/2024.

EMPLOYER OF CHOICE RESPONSIBILITY

VALUE CHAIN RESPONSIBILITY

Our Independence and
Competence

We comply with the independence and
other ethical provisions of the Code of
Ethics for Accounting Professionals
published by the International Ethics
Standards Board for Accounting
Professionals, which sets out the basic
principles of integrity, objectivity,
professional competence and due care,
confidentiality and professional behavior.

We apply the International Standard on
Quality Management 1 (ISQM 1) and
accordingly maintain a robust system
of quality control, including policies and
procedures that document compliance
with relevant ethical and professional
standards and requirements in laws or
regulations.

Responsibilities of
Management

The Entity Management is responsible
for the preparation, accuracy and com-
pleteness of the sustainability informa-
tion and statements in the report. The
Entity Management is responsible for
setting the Entity’s sustainability goals,
establishing and maintaining appropriate
performance management and internal
control systems from which the reported
information is derived.

Responsibilities of the
Practitioner

Our responsibility is to reach a conclu-
sion on the Selected Information based

ENVIRONMENTAL RESPONSIBILITY

Deloitte

on our procedures. We conducted our
limited assurance engagement in
accordance with International Standards
on Assurance Engagements and, in
particular, International Standard on
Assurance Engagements (ISAE 3000)
(Revised) and Assurance Engagements
on Greenhouse Gas Statements (ISAE
34710) on Assurance Engagements
Other than Independent Audits.

The assurance engagement performed
represents a limited assurance engage-
ment. The nature, timing and extent of
the procedures performed in a limited
assurance engagement are limited
compared to those required in a
reasonable assurance engagement. As a
result, the level of assurance obtained in
a limited assurance engagement is lower.

Our Key Assurance
Procedures

We carried out limited assurance on

the accuracy of the selected key
performance indicators specified below
in the section “Selected non-financial
performance data for limited assurance”
related to 2024 year and included into
the Report.
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To achieve limited assurance, the

ISAE 3000 (Revised) and (ISAE) 3410
(“Standards”) requires that we review
the processes, systems and competen-
cies used to compile the areas on which
we provide our assurance. Considering
the risk of material error, we planned and
performed our work to obtain all of the
information and explanations we consid-
ered necessary to provide sufficient
evidence to support our assurance
conclusion.

To form our conclusions, we undertook
the following procedures:

@ Analyzed on a sample basis the key
systems, processes, policies and controls
relating to the collation, aggregation,
validation and reporting processes of the
selected sustainability performanc
indicators;

@ Made inquiries with employees of the
Entity responsible for sustainability
performance, policies and corresponding
reporting;

@ Performed selective substantive test-
ing to confirm the accuracy of received
data to the selected key performance
indicators;

SUSTAINABILITY MANAGEMENT

@ Made inquiries of management

and senior executives to obtain an
understanding of the overall governance
and internal control environment, risk
management, materiality assessment
and stakeholder engagement

processes relevant to the identification,
management and reporting of
sustainability issues; and

We believe that our evidence obtained is
sufficient and appropriate to provide

a basis for our limited assurance
conclusion.

Limited Assurance Conclusion

Based on our work and the assurance
procedures performed, nothing has come
to our attention that causes us to believe,
in our opinion, that the Selected Informa-
tion referred to above in the Entity’s 2024
Sustainability Report for the year ended
31 December 2024, for which we were
engaged to provide limited assurance, has
not been prepared, in all material respects,
in accordance with the Reporting

Manual, as described in the “Auditor’s
Responsibilities” section above.

Restrictions on Use

This Report, including the conclusion, has
been prepared for the Board of Directors
of CarrefourSA Carrefour Sabanci Ticaret

Carrefour (§p ©FD) Sustainability Report — 2024
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Merkezi A.S. to assist in reporting the
Entity’s performance and activities related
to the Selected Information. We hereby
authorize the inclusion of this report in the
Sustainability Report prepared for the year
ending 31 December 2024, to enable
CarrefourSA Carrefour Sabanci Ticaret
Merkezi A.S. Board of Directors to demon-
strate that it has fulfilled its responsibilities
by preparing an independent limited
assurance report on Selected Information.
Except to the extent permitted by law and
In cases where prior written approval has
been obtained and expressly agreed upon,
we do not accept or assume any respon-
sibility to anyone other than the Board of
Directors of CarrefourSA Carrefour Sabanci
Ticaret Merkezi A.S. and CarrefourSA
Carrefour Sabanci Ticaret Merkezi A.S. in
connection with the work we have
performed or the report we have prepared.

DRT BAGIMSIZ DENETIM VE
SERBEST MUHASEBECI MALI
MUSAVIRLIK A.S. Member of

oo+
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Deloitte

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK private company

Omer Ylksel Partner

limited by guarantee (“DTTL”), its network of member firms, and their related

entities. DTTL and each of its member firms are legally separate and independent entities.

Istanbul, 25 Adustos 2025

DTTL (also referred to as “Deloitte Global”) does not provide services to clients.

Please see www.deloitte.com/ about to learn more about our global network of member firms.
© 2025. For information, contact Deloitte Touche Tohmatsu Limited.
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