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Welcome to
our world

Since 1995 GFL Cosmetics has been
creating, developing and selling
a unigue combination of capabilities
and a range of high-quality
personal care products.
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We create
premium cosmetics

We particularly care about all
the aspects of product development:

from the formulas, incorporating
natural and organic ingredients,
to the packaging design.

This approach aligns with our
commitment to environmental
sustainability and our focus on
innovative and premium
personal care products.




Our Business Units

GFL operates in three distinct business units:
retail, Amenities, in which we are leader, and
contract manufacturing. Each of these unit
serves a different market segment within the
personal care industry.



RETAIL

AMENITIES CONTRACT
MANUFACTURING

DISTRIBUTION CHANNELS

RETAIL: Mass Market & Selective Parfumerie
AMENITIES: Wholesalers / Hotels group
ONLINE: Dedicated e-Commerce / Customer / Marketplace
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Retail

In our retail unit we are inspired by
Italian wisdom and traditions and led by the
principles of safety and sustainability.

Our innovative formulas are tested to satisfy
high standards of efficacy, as well as being
enjoyable to use.

Our retail brands

prija [rinera dodeumpo




PRIJA

' ~

. “We create, develop, and sell, natural, |
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Amenities

Specialised in creating, developing and
selling personal care products
for the hospitality industry.

We can supply via our distribution network
a range of customers, from the luxury
international company to the independent

family property.

Our experience and dedication in this field also
allows us to create tailor-made solutions,
capable of reflecting the uniqueness and
personality of each of our clients.
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“Every brand has unique mmls
understanding our clients’ visions and
turning them into successful private
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Contract Manufacturing

Contract Manufacturing division offers a customised service
to brands that wish to subcontract or prefer to outsource
production for efficiency and cost-effectiveness.

This allows brands to focus on other aspects of their
business, like marketing and sales, while GFL handles the
complexities of product production.

We only operate with a focus on quality assurance,
adherence to regulatory standards, and have the ability
to adapt our service to the brand needs, which are the key
aspects of successful contract manufacturing in personal
care industry.

B

PACKAGING UNIQUE
DESIGN FORMULATIONS
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“We offer the dmlophg of a mn&e of
products tailored to clients’ brand identity,
including unique formulations, scents, .
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Packaging solutions
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Sachet

Capacity: 2ml up to 25 ml.

Production Capacity: Over 100 million per year.
Different Size and shapes available.

Doypack
Capacity: from 5 mlup to 100 ml.

Production Capacity: 30 million pieces per year.
Different Size and shapes available.

Solid Soap

Capacity: from8gupto100g.

Production Capacity: 250 million pieces per year .
Pleatwrapped, flow pack, paper and plastic wrapped.

PET bottles

Capacity: 330 ml to 600 ml.

Production Capacity: Over 60 million per year.
Refillable and non refillable, flip top cap options,
different size and shapes available.

Large formats
Capacity:1land 5 1.
Production Capacity: up to 10 million.
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Towels

Production CGapacity: Over 300 million per year.
Single use packed towels, paper and viscose
material available. For different uses.

Minisize bottles

Capacity: 19ml up to 100 ml.

Production Capacity: Over 160 million per year.
Screw caps and flip top options.

Tubes

Capacity: 30 - 40 ml.

Production Capacity: Over 100 million per year.
Monopiece tube.

Squeeze Dispenser

Capacity: 330 ml to 360 ml.

Production Capacity: Over 60 million per year.
Different Size and shapes available



Formulations

Our laboratory with its team of people specialised in the cosmetological field carries
out research and development activities for the creation of new formulas, exploring new
raw materials aimed at satisfying market demand and customer needs.

200 chassis of formulas between washers and emulsions
30 formula chassis for solid soaps

80 perfumes made with exclusive formula

500 selected and safe ingredients

20.000 analysis a year on raw materials, finished products and packaging

Cleansers Cream Others Categories

Solid and liquid shampoo Conditioner Scrub Organic certified

Body wash Hand cream Massage lotion Vegan friendly

Hair & body wash Body cream Makeup remover  Eco certified

Solid and liquid hand soap Hand & bodycream Hand cleansing gel RSPO
Face cream Baby care lines
After-sun cream Sanitisers & cleansers
Body Milk
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Our Services

rr_a{ 2 Formulas development
\’@ In our internal laboratory

,-ﬁ Formulas readyto be used
1 | Developed with our cosmetic R&D team

J = Graphic and printing development
With our internal graphic team

% Packaging development
k;-m["_"J Tailored to customer needs
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Moulds development
Fully customisable project management

Sourcing capacity
Packs, pochettes, gift boxes, and accessories from

o "z Europe and Asia Packaging Facilities
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PIF management
Product Information File Management

Full project service

f || ~, Including storage, production planning, stock

o
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management, and worldwide delivery capacity






GFL Timeline

A NEW JOURNEY WITH
g;[ 1 REAL VOCATION FOR
AMENITIES JUST

Guido Bonadonna and
Luigi Rossi received
arequest fromone

of Milan’s leading
publishers for a soap
infused sponge
giveaway and, unable
to find a manufacturer,
decided to make the
sponge by themselves.
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New headguarters
openedin Opera,
Milan.

The use of PET is

introduced for GFL
production for the
first time.

Launch ofthe
Prijarange

First

patented
wall bracket
dispenser.

)

GFL obtains the
first Ecolabel
certificationon

Anyah range




GFLlaunches
one-piece tube
solution.

Osmé - Ecocert
Cosmos

\[/

2012

Certificate range:

GFL opensits
branch office
GFLUSAin
New York.

2017

o o *
GFL expandsits
manufacturing
plan up to 25’000
m’.
E-Commerce
platform launch.

~09_

a GFL starts distribution
— across Asia Pacific.
° Dispenser internal
~N production.
GFL opensits office in
Londen, UK.
GFL opensits branch
office GFL Middle East = | VEGANOK certification.
TradingLLCinDubai,uAE. N
& | ttineralaunchinretail
Retail channel opening ™ | channel.
4 @]




Today

GFL research & development
unitis constantly working
tothecreation of new

— - formulas, and the selection —

of new raw materials aimed at
satisfying market demand

and customer need.

GFL production plant

customers globally

active countries

distributors

+240

employees & coworkers

_ol -

+40

brands

1

Headquarter
(Switzerland)

branch offices
(taly, UK and Germany)

4

companies
(Switzerland, Italy, USA and Dubai)

business units
(retail, amenities and contract manufacturing)



Qur distribution network allows us to
supply our range of products to customers globally. Explore our map

and the list of our sales areas operating worldwide for further information.
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¥ ITALY

& b gliscemetos.com

FRANCE

2 Fringlicosmetics oom

IBESA

& IbesgivgHoosmatcecom

» DACH

B dochigficosmetice oom

CENTRAL EUROPE

& ce@ghlcoasmatics.com

UK

B ubkf@gfleomsmetion com

~ LISA

& ueo@ptoowmatios com

MIDDLE EAST

B mafiiglicosmetics oom

ASIA PACIFIC

& opooEgticcametica.com

» CHINA

B ehino@glloosmetos com

REST OF THE WORLD

& ermmbkizgfooemetics com

OFFICES

Q

[taly, Switzerland,
Germony, UAE,
LIK, LISA

g1l
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2 quality, eco-friendly, and certified cosmetics
that not only meet aesthetic needs but alsoreflectthe
ethical values dear to us and our customers, all while

enhancing the industrial organisation combined with the

flairof Madeinftaly. &
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To redefine excellence in the personal
care industry, merging the Made in Italy mark
with sustainable practices, setting global standards
for quality and innovations.
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Values

ENVIRONMENT

we are dedicated to
implementing sustainable
practices in every aspect of
our business especially inour
production, from product
development to packaging.

QUALITY

we ensure that all our products
meet the highest standards
of quality and safety.

INNOVATION

we continuouslyinvestin
research and development
to create innovative products
that meet the evolving needs
of our customers.
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INTEGRITY

we conduct our business with
honesty and integrity, building
trust with our customers, partners,
and employees.

CUSTOMER CAREORIENTED

our goal is to satisfy customers’
needs offering them the right
product, including a global and
360° service.

COMMUNITY

we are committed to giving back to
the community and supporting
initiatives that promote
environmental conservation and
social well-being.
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Our strategic positioning

In the vast personal care industry, GFL stands distinctively at the nexus
of retail and Amenities, with a special attention to Made in Italy and
environmental responsibility.

Our strategic positioning emphasizes:

KT
<> - ﬁ > 7 ﬂoﬂ\\
U5 AA
HIGH QUALITY DISTRIBUTION  LOCALCOWORKERS
STANDARDS NETWORKS (PARTNERS)
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HIGH QUALITY STANDARDS

we always maintain a uniform standard of quality
across our product range, regardless of where they
are sold. This ensures that customers have the
same experience with our products, whether they
are in Asia, Europe, or the Americus.

DISTRIBUTION NETWORK

we have established a strong distribution
networks in various areas, ensuring our
products are easily accessible to a diverse
range of customers.

LOCAL COWORKERS (PARTNERS)

by partnering with local businesses, GFL isable to
better understand and cater to local markets.
By striking a balance between adapting to markets
and maintaining a consistent global presence, GFL

has managed to establish itself as a brand that is both

globally recognized and locally appreciated. This
approach not only enhances customer satisfaction
but also strengthens our global market position.

-833-
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Production
Plant

GFL 31,000 sgm production plant, completely
powered by energy from sustainable sources,
follows eco-design principles when manufacturing
vegetable soap and many shapes and sizes of
injection moulded plastic bottles; these are filled on
site using highly efficient production lines.

100% Made in Italy cosmetics, GFL carefully selects
its partners on the national territory to guarantee the
quality and efficiency of its supply chain.

-3l -
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Research and
Development

GFL laboratory, with its team of people
specialised in the cosmetological field, carries
out research and development activities for the
creation of new formulas, research of new raw
materials aimed at satisfying market demand
and customer needs.

Safety and effectiveness guide all our choices,
from raw materials to packaging.




The formulas must continually pass tests from
dermatological to efficacy tests by certified institutes
and visual-olfactory evaluations that ascertains the
achievement of the desired effect during and after use.

GFL runs on-site stability and compatibility tests
on its products to guarantee a standardization of key
parameters such as pH, viscosity, appearance, color,
and fragrance of the cosmetic during processing.




Company Certification

Since 2018, the safety and quality of GFL's cosmetic products

has been guaranteed by the IFS HPC certification.

IFSHPC is arecognised standard ciming to ensure that household
and personal care producers are able to provide safe, compliant, and
quality goods to the market.

» The core of this Standard is the Risk Management, which allows
companies to demonstrate that their products do not represent
any hazards for health and/or safety of consumers.

» |FS HPC standard covers most of the requirements of ISO22716
(GMP for Cosmetics).

» HPC auditfocuses on checking risk management, customer

specifications, traceability and crisis management among other
parameters.

b *2IFS

HPC
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Product Certifications

GFL is proud to be certified by various eco-friendly and organic certification
agencies. Our products are cruelty-free, vegan, and made from ethically
sourced ingredients. We use recycled PET to promote recycling to minimise
our environmental footprints.

The Made in Italy seal on our productsis a testament to our commitmentto
quality and craftmanship.

@3 COSMOS ORGANIC is a global certification ,rﬁ '~ NORDIC SWANECOLABEL is an eco-labelling scheme
.:P?*J::L’f" standard for labeling natural and organic i /ﬁ'f that evaluates a product’s impact on the environment.
o cosmetics, ensuring environmentally friendly b Products must meet strict environmental requirements in
practices throughout the production process, from all relevant phases of their life cycle and strict requirements
composition to packaging. regarding the chemicals used in the formulas.

= RSPOis aninternationally recognized certification VEGANOK is the first and best known ltalian Ethical

m standard for sustainable palm oil, and GFL, asan guarantee mark for Vegan products, with over 1000

wenna ROPO supply chain certificate member, actively companies and services, and tens of thousands of products
supports the production of sustainable palm oil. certified around the world.

e
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Sustainability Path

Throughout its history, GFLUs leadership has consistently prioritised
environmental responsibility, both in its product development and in

the design and operation of its manufacturing facilities.

Long before sustainability became o mainstream priority, GFL was

already leading with environmentally conscious initiatives:

80 | Itintroduced PET bottles (| GFL conducted o compaorative
s for hotal omanities, E Lifs Cyale Assessmant to analyze
-1 radognizing thair =4 variaus pockaging solutions,
superior recyclability reflecting a data-driven
and patential for pommitment to minimising
airaularity. ervironmental impaoct
N
o
K‘x::a-"

e

]"; 3 ,| -
</ &y
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GFL launched the Since 2018, GFls

hospitality ssctor's manufacturing foaility—

firet Ecolabel-certified optimized for resaurce
s | amenity ling, setting a new g efficieroy—hos run entirely on
[ =] standard for eco-certified & | renswable energy, oertified by
~d cosmetics. M | aGuarmntesof Origin,

-41-

In 2024, GFL tock a decisive step forward by adopting
a more structured ESG approach and formally
integrating sustainability principles into its business
model. With support from specialised consultants,
the company lounched a transformation process,
starting with ESG training for first-line managers

ond executives. A moteriality assessment followed,
identifying key ESG priorities aligned with both
internal goals and stakeholder expectations. For each
priority, GFL evaluated current strengths and gaps,
then developed o targeted action roadmap to drive

sustainable, transparent, and responsible practices.

g1l
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GFL sustainability

roadmap
i HI |
e

ENDEMNETIVS l,\

&

The seven material topics identified os relevant through our maoteriality
assessment have been grouped under three key pillars thatdefine our company’s
sustoinability strategy. For each topic, we have outlined the steps taken so far
and established clear objectives to be achieved by 2030.

PRODUCT QUALITY AND 'O CUSTOMERHEALTH AND SAFETY
CAREFOR CUSTOMERS Ty e
~— o RESEARCH AND DEVELOPMENT

0 CIRCULARITY (RAW MATERIALS, WASTE)

CAREFOR THEPLANET & RESOURCEUSEAND EMISSIONS
- (ENERGY, WATER, CO,)

O HEALTH AND SAFETY AT WORK

INTEGRITY AND COMMUNITY o PEOPLE STRATEGY:
TN HR, INCLUSION & LEARNING

Noo ETHICS AND BUSINESS INTEGRITY

-43-
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@ PRODUCT QUALITY AND CARE FOR CUSTOMERS skl

<A | ==
: ’ | -::_-ll;_-l-
CUSTOMER
HEALTH & SAFETY 9 Relocate bulk sampling'to
»  Certified quality system (IFS HPC), with a safer, protected area
comprehensive contrals aoross row materials,
production, and final release. Monitor and control
= In-house cosmeticlab ond regulatory team ’ = : = tun t
overseeing complionece and safety. H:Il':n; spsmc i
+  Ongoing development of safe, high-performing, concitions
low-impaoct formulotions.
> Trackraw materials to
anticipate regulatory changes
RESEARCH & DEVELOPMENT
*  Products certified to highest sustainability standards ’ Tm th: rod
certified products

(COSMOS, NORDIC ECOLABEL, RSPO, VEGANOK).
»  Use notural-origin ingredients for safe, effective

farmulations. Lighten dispensers to
»  Continuous research of new pockaging materials and ’ reduce material use

eco-designsolutions, including:

- developing low-impact products; Improve TDS to highlight
- replacing single-dose bottles with dispensers and ’ Iulluillllmf'lﬂhll'-
refilloble formats;

- reduging the weight of tanks ond caps;

- using removable lobels to enhance recyela -

- minimising tronsport packaging,



CARE FOR THE PLANET B S GOALS
B
> L
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CIRCULARITY (RAW MATERIALS, WASTE) Increase the proportion of recycled }‘
*  Prioritise design for disassembly and use of recycled/ > PET used versus virgin PET A

recyelable rateticls.
= In-house bottle production using PET; ol dispensears

mide from100% PCR-PET sinoe 2019, Formalize our commitmentto
= FSC-gertified tronsport cartons. ’ waste management through a
- Offerof refillable dispensers with ECOBSAFE system. dedicated Waste Policy

= Fully organised and compliont woste management
system, including sorting, labeling, ond recovery
proctices; reuse of selected supplier packoging
ond biological wostewater treatment by speciolised

porners.
RESOURCE USE AND EMISSIONS
P Calculation of Scope 3 emissions
= Low-impactfacility equipped with LED lighting,
heat recovery, and water-saving systems.
Definition of a Carbo
*  Plant powered by 100% renewable energy :;th 5 -
certified by Guarantes of Origin. ’ g oo tl;rld a0
« Internal menitoring of gas, electricity, and water _E 5 i asadiot
EmIssions
usoge,
= Reduced transportimpact via locol soureing, ’ Developmentofthe carbon
optimised logistics, ond in-house production. footprint for GF’s main product
* Carbon management actions: Scope 1&2 " :
saleulation, product foatprint, CDP participation,
_45-
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HR, INCLUSION & LEARNING

»  Supportwork-ife balance through flexible hours
and remote work.
Offer regulor training and performance
reviews (Swiss HQ).
Createinclusive, well-being-focused warkspags.
Organise team-building activities to fostera
positive workploce culture.

g1l



[@l INTEGRITY AND COMMUNITY

ETHICS & BUSINESS INTEGRITY

Ethioal Code in place at Lugono headquarters,
formalizing company values and approach.
Regular meetings between Manogementand
Function Heads to align on strategy and gonls,
Stalehalder engogement and maotafolity assessment
sonducted in 2024,

Annual ESG evaluation by Ecovodis.

Structured supplier selection baosed on striot quality
anid safety eriterio.

Support to local non-profits through produst
donations,

Unified Code of Ethics for taly and
Switzerland, based on the Swiss model

Plenary meetings to share company
performance and strategic direction

Supplier Code of Conducttointegrate
ESGinto procurement policies

Supply Chain Assessment to evaluote
suppliers on ESG criteria

Annual Sustainability Disclosure
Document reporting ESG-related
activities

First full Sustainability Report

tobe published in 2027, infine with

recognized reporting standards

47
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COAMTTILE

Headguorters:

GFLSA
VioSorango 1, (CH) 6900 Lugano
www.gflcosmetics.com
info.suEgfloosmetioncom

Bronch offices:

GFLSAITALIAN BRANCH
Vio Santa Sofio 29, Milano (M) Italy
helpEgficosmetics.com

GFL MIDDLE EAST COSMETICS TRADING LLC
Offiea Na. 301-186, Aura Xovier Building, 3rd Floar,
Burdubai, Soug Al Kobeer, Creek Dubmi
customerservice.me@gflcosmetics.com

GFLUSAING.
821 bth Avenus
Tiih floor
New York, NY 10775-0038
oustomerzervice.usaSgflooametics.com

GFLEA
B Northumberfand Avenue, London
WC2N GBY
UNITED KINGDOM

Pliont:

GFLS.kl.
Via del Benessere, 4 27010 Siziane (PV) lraly

info@gflit

#@EFL 2025 The contents of this document are protected by copyright.
Any use without previous npproval by GFL SA is strictly prohibited.
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