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President’s letter

his letter is to share a message of
gratitude and optimism for the
future, despite the highly challenging
geopolitical, social, and economic
context we are currently experiencing.

Mayoral is already much more than a children's fashion
brand. We are a group that dresses children, women,
and men, adapting to the needs of 3 demanding
audience and to a globalized and highly competitive
market. In 2025, we strengthened our commitment

to adult fashion with the B2B commercialization of
Boston in our network of multi-brand stores, and
with a major effort in the development of BRIA,

our new women's fashion brand, which is taking its

first steps in 2026.

In recent months, the market has also seen the launch
of Boston Kids, our new children's collection that
captures the essence of Boston and transforms the
everyday into something special. In the first half of
2026, it is already present in 75 countries through
Boston's own stores, a selection of Mayoral stores,
our international franchise network, and our mul-
ti-brand clients, as well as the ecommerce businesses
of both brands.

In this same direction, we continue to strengthen

our international presence through a commercial
network that now reaches 100 countries. Particularly
noteworthy is the progress in our international
franchise network, which includes 23 partners and
manages 41 points of sale in 25 countries.

This structure is integrated into a global network of
nearly 400 physical stores across all our brands, which
in 2025 consolidated its growth in the corner format.

At this point, our ecommerce platform is becoming
firmly established and continuously seeks ways to be
closer to our customers, their needs, and the challenges
this brings us.

Our commitment to the environment remains at the
forefront of our minds. In 2025, we achieved our goal
of ensuring that 60% of our collections incorporated
more sustainable fabrics and processes. This is the year
in which we must lay the foundations for our 2030
decarbonization plan and continue to make progress
in sustainability.

However, none of the above would be possible
without a more efficient, flexible, and
results-oriented organizational model. In this
regard, we have the responsibility to promote work
environments that enable people to deliver maximum
value based on their capabilities, while also supporting
their personal development and their commitment to
the business project. For this reason, human resources
initiatives are positioned as a business strategy, actively
contributing to the development of an organization
that is prepared for and focused on the future.

We will continue to make friends around the world—
looking to the future, without losing sight of the nearly
century-long journey that has brought us here.

Manuel Dominguez
de la Maza
PRESIDENT
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The Group

Specialists in the
creation of fashion

he history of Mayoral began more than 80

years ago in a small workshop dedicated to the

manufacture of socks and stockings in Yunquers,
avillage in the Serrania de Ronda (Malaga). After the
Spanish Civil War in 1941 the activity was resumed
in Malaga, where one of the first hand knitting
machines was installed.

In 1966 Rafael Dominguez de Gor, 3 textile and
industrial engineer and son of the previous

president, took over the management of the company.
The activity focuses on the manufacture of children’s
clothing, where the evolution of the production
towards complete outfits and collections organised

by colours stand out and, where design and fashion
are consolidated as key protagonists.

By the end of the 1980s, Mayoral had already
become the largest children's fashion manufacturer
in Spain and Iaid the foundations for internationali-
sation in the following years.




Today, the family business spirit is still alive
and well and the slogan “Mayoral makes
friends” continues to be a fundamental part
of the corporate philosophy, marking the
path of a socially active and friendly
company always governed by values that
despite the time,remain unchanged and act
as the pillars that provide solidarity

and balance.

Currently, Mayoral is a group of companies
dedicated to the design, manufacturing,
marketing and distribution of children’s and
adult fashion in more than 100 countries,
with a presence in 23 countries with its

own branch, through a network of 200

sales agents, 380 own shops and franchises
and 9,000 customers all over the world. In
addition, it is developing its online sales in
more than 21 markets.




The Groupss Pillars

A solid foundation upon which
the group’s operations are based

Design as the essence

of our activity

Innovative by vocation, the group
creates trends and simultaneously,
adapts to the needs and preferences
of its customers.

Quality in management and
quality products

We developed a process based on
the complete integration of the
different areas of the company in a
way that encourages productivity,
whilst allowing us to take maximum

care over the quality of our products.

Thanks to this process, each year
we see improved results and our
products are better recognised and
purchased in international markets.

Environmental awareness
Year upon year, we strive to
incorporate new sustainability
policies into our everyday
working practices.

Innovation in the process

We endeavour to be innovative and
use applied technologies in all facets
of our business, from design through
to distribution and sales.

Service Excellence

In our distribution centres, planning
and development are orientated to
allow maximum speed and efficiency
in service.
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DIESENCE

[ )
I' | ‘ In recent decades, the group has experienced strong global growth, with international sales reaching 75%
of consolidated sales. Currently, the company has approximately twenty sales subsidiaries and five

production subsidiaries, all reporting to the Spanish parent company. Commercial expansion is achieved through
a network of subsidiaries and sales agents who market the collections and operate in 100 countries worldwide.

.?
5 <

~

v

. Head offices

. Subsidiaries and sales networks

Spain Chile France Japan Mexico Portugal Russia
Head offices (+56) 233402897 (+33) 014020 44 43 (+81) 362615761 (+52) 5556114041 (+351)229 680165  (+7) 4957 920 372
(+34) 952 04 52 04

Colombia Greece Kazakhstan Peru United Kingdom  Tiirkiye
Bulgaria (+601) 7021588 (+30) 210 6985466 (+7) 7022240463 (+51) 943 697 638 (+44) 01613766278 (+90) 212 347 9990
(+359) 24235692 (+601) 7021526 (+30) 210 6985467

Morocco Poland Romania Ukraine

Canada United States Italy (+212) 531223909 (+48)228650032  (+40)217945657  (+38044) 537 40 42

(+1)4383803200  (+1)3057794305  (+39) 0636150734
(+39) 0636150687

. Subsidiaries of production Bangladesh, China, India, Morocco and Tirkiye
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‘ Mayoral stores and corners
Spain, Chile, France, Greece, Italy, Mexico, Poland, Portugal and Romania.

. Markets with a commercial network of sales outlets

Algeria, Czech Republic, Estonia, Hungary, Libya, The Netherlands,
Slovakia and Switzerland.

. Markets with direct clients
Albania, Armenia, Belarus, Bosnia, Croatia, Philippines, Ghana, India,
Indonesia, lvory Coast, Nigeria, Moldova, Thailand and Tunisia.
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Ecommerce sale markets

Spain, Austria, Belgium, Bulgaria, Denmark, France, Finland,
Germany, Greece, Ireland, Italy, Mexico, Poland, Portugal, Romania,
Sweden, The Netherlands, United Kingdom and United States.

. Mayoral international franchises
Albania, Austria, Azerbaijan, Dominican Republic, Ecuador, Georgia,
Guatemala, Honduras, Iceland, Israel, Jordan, Kuwait, Latvia, Lebanon,
Lithuania, Malta, Mexico, Mongolia, Panama, Qatar, Serbia, Uzbekistan,
United Arab Emirates and Venezuela.
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Business models

he Group's business model is

omnichannel, with a presence

in 100 countries thanks to its

own stores and franchises,
online shops and the 9,000 customers
who operate specialist shops in
children’s fashion.

This model requires extensive
knowledge of each of the markets we
target, as well as a logistics infrastruc-
ture capable of successfully managing
this international presence.

Own stores and franchises
Mayoral, Boston and BRIA all have

a physical presence, with outlets
located in shopping centres and on
themain high streets of major cities.

Online shop

Inan increasingly technological
environment, the digitalisation of
processes and activities is a reality

that translates into an improved
shopping experience through
online shops, whose customers
are already digital natives.

In the case of Mayoral and Abel & Lula,
both brands have a modern and flexible
web platform that enables them to offer
a personalised and tailored customer
experience. Mayoral currently operates
online in around twenty markets.
Mayoral currently operates online

in around twenty markets.

Specialist shops

Around 9,000 customers in 100
countries trust Mayoral and reflect
its values in their shops specialising in
children's fashion.

Likewise, the collections from Abel &
Lula, Boston and Boston Kids are also
sold through a sales network present
in over 60 countries.







mayora

Children's fashion
for every stage,

from 0> 18 years old

ayoral, the group’s main brand,
designs fashion for boys and girls
from 0 to 18 years old. It always
looks for a balanced design and
aims to achieve the best relationship between
fashion, price, quality and manufacturing time.

From the headquarters in Malaga, a team
from over 90 designers work on new designs,
footwear and accessories every season,
through structured collections that
organise complete looks and families of
garments by style.

Each year, two cheerful, comfortable and
functional collections are produced, which
follow trends and are versatile. They also take
children’s safety into account with a specific
department which looks after this.




Newborn

0>18 months
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Our collections dedicated to
newborn babies aim for balance

between the most current trends
and the comfort, tenderness and d
quality that are essential fora baby
in their first few months.
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Newborn accesories

~This collection offers numerous accessories and baby gifts to complement
and match the Newborn collection. '



Baby @ >

6 months > & years

The baby collection is
characterised by its
versatility and comfort,
without losing sight of the
latest trends and colours to
offer a collection for every
moment and occasion.



The slogan ‘Mayoral making friends’ takes
centre-stage-in-this-collectionin-which the
vitality and refreshing quality of childhood are

the main focuses. The colourful garments make
up complete looks and comfortable fabrics for  «
children’s everyday wear.




Pre-Teen

8>18 years

L
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Mayoral's collections evolve
with the growth of children and
accompany them with trends
where more casual designs and
more relaxed silhouettes take
centre stage.

( 1i--
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he different models in the footwear collection cover all styles:
0 OtW e a r S Sporty, G Sual and formal, in.designs that are committed to
comfor;-"and fashion.

SFeS 18 > 40 Among its options, the'Barefoot line stands out, with Baby (sizes
18-25) and Mini (sizes26-38), offering flat shoes with a barefoot

effect and without reinforcements. l

The First Stepiline (sizes 18-25) also stands out for its rounded
lasts, with cut, sole pad andulining in tanned leather.

F’ ’
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Mayora
Stores "

ince Mayoral opened its first | AL

shop almost three decades ago,

the retail world has changed and
evolved, as has the concept of the
physical shop. However, the space for
meeting and talking with consumers,
who find a unique shopping experience
with personalised attention, has
remained constant over time.

aAM Vand

Mayoral shows a welcoming and
pleasant commercial space that
from 2022 presents a new concept
in which natural, sustainability,
versatility and technology are
combined.

This shop concept stands out for
the warmth of its materials, the
freshness of its atmosphere and
the brightness of its lighting. The
project is based on the precepts of
eco-design and circular economy,
and features elements and furniture
made from recycled materials.




Communicating the value of fnensmp

Mayoral
making friends

he Mayoral making

friends slogan, present in

the brand's DNA and its

collections, continues after
more than eight decades. Since
then, many things have changed
but one thing remains the same:
our desire to make friends all over
the world.

The value of friendship is the
main pillar on which the brand's
positioning is based, through its
creative discourse and communi-
cation strategy, with its own style
and language.

The brand, faithful to its commit-
ment to society and present in the
main media with its campaigns, is
one of the leaders in the national
market and is widely recognised
throughout the main markets.
Knowing, surprising, connecting
and building public loyalty is a
constant mission.
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Premium children’s fashion
for special occasions

he group’s premium children’s

fashion brand offers elegant

looks of attractive design

and careful tailoring in which
tradition and modernity, innovative
spirit and craftsmanship converge.
Everyday Elegance, Special Occasions,
and Ocassionwear are the trends for
everyday wear as well as for the most
exclusive events.

Abel & Lula offers looks exclusively for
girls, with options for babies aged 6 to
36 months and a Mini line ranging from

4 t0 16 years old.This way, the brand
continues to strengthen its position as
a reference in clothing for all kinds of
events, offering designs that combine
fabrics and colours.

All garments are made using meticulous
patterns and high-quality materials. The
fabrics themselves and accessories such
as headbands and bags add a touch of
whimsy, and from 2026 the brand will
introduce a footwear line to complete
its range.




M + urning special occasions into even more special moments.
0 r] m | Ca | n g This is the main mission for Abel & Lula and on which its

entire communication line is built.
The quality of the fabrics, the exquisiteness of the tailoring and
d t 1 | the attention to detail are the signs of identity that the brand
a n ( e a transmits in its communications. For this, the image and the

message evoke delicacy, magic and exclusivity.




BOSTON
~

Redefining adulthood

n Boston, being an adult life, from the everyday to the
doesn't mean giving up extraordinary. Inspired by the idea
spontaneity.The brand designs  that adult life can be exciting, Boston
clothing that balances versatility, offers carefully designed garments
quality and a unique approach, that value both functionality and
designed for men who see every day  innovation.
as an opportunity to enjoy and
discover new experiences. Transforming the routine into
something extraordinary is part of
Its collections reinterpret classics  its essence. Adult isn't boring.
with unexpected details, ideal for It's in our nature.
accompanying the customer
through every moment of their
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Boston shops

he Boston shops represent the
brand's vision: spaces that invite
connection through a warm and
natural aesthetic.

With quality materials, neutral tones and
thoughtful lighting, these shops offer
perfect balance between functionality
and design. Details such as ceramics,
books and decorative elements make
each shop a special place where the
everyday acquires a unique nuance.

Always keeping up with the evolving needs
of the customer, Boston shops are not
just points of sale, but spaces that
promote memorable experiences.

By the end of 2025, the brand

had more than 50 stores and continues
to execute an ambitious expansion

plan to keep growing year after year.




oston understands fashion
D asan extension of the
D authentic and functional
lifestyle of 3 modern
individual. Designed for those who
are looking for clothes that connect
with their personality, the brand
accompanies its customers through
every moment of the day.

With an active strategic plan,
Boston collaborates with

some of the country's most
prominent influencers, artists and

FXpressing more than fashion

personalities. These partnerships
not only reinforce its presence but
connect with people who have
something rwho have a story to
tell, transcending fashion to inspire
authentic stories.

Through branded events, cultural
and sporting activities, and
immersive in-store experiences,
Boston celebrates creativity,
authenticity and spontaneity,
positioning itself at the epicentre
of an adult life full of possibilities.




BRIA **

RIA is 3 women'’s fashion brand with Mediterranean
inspiration and a contemporary perspective.
It designs timeless garments that combine
functionality, quality, and aesthetics, created
to integrate naturally into a woman's wardrobe.
Its collections are built around versatile pieces that
can be easily combined with one another, with special
attention given to design, materials, and pattern making.

BRIA embraces a calm sophistication, where style
emerges from the essential and details add value.

With an identity based on light, colour, and a relaxed
and conscious way of living, the brand offers fashion de-
signed to accompany women in their daily lives, bringing
balance between trend and timelessness.
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BRIA stores

ria stores reflect the brand's vision

through spaces designed to create a

natural connection with the customer.

The concept reinterprets the store as
an intimate and warm dressing room, where
customers feel at home.

The combination of wood, natural light,
and a fluid layout creates a close and personal

experience, where design plays a supporting role.

More than visiting a store, the customer steps
into a universe of its own, aligned with Bria's
values and its way of understanding fashion.

Conceived as spaces for experience and connec-
tion, Bria stores strengthen the bond with the
brand and consolidate a retail model that

is coherent with its identity.

Aspace like as 3
‘walk-in closet’

o0
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RIA's communication is built on a coherent and cross-cutting | T —

] e exp [ESS] O n vision, where fashion is understood as an expression of a natural -

and conscious female lifestyle. The brand combines image

0" a fe m | n | n e campaigns, editorial content, and collaborations with creators, i
-~
. S

artists, and profiles aligned with its values.

EStyl e Through special actions, brand events, and in-store experiences, BRIA - : -
builds an authentic and close narrative, consolidating a recognizable ’ P f;‘ By e s
and distinctive identity aligned with its growth plan. ,
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#Ecofriends & ESG

The #ecofriends project
gives voice to our
commitment to people
and the planet

he Group reinforces
its commitment to
the environment,
society and corporate
governance (ESG) with its
#ecofriends project.

The involvement of the entire
team and the firm continuing
to adopt sustainable

policies is key to reduce the
environmental footprint and
promote initiatives in favour
of the planet and people.

The slogan Loving the planet!
reflects the philosophy

of the commitment and
reinforces the objective of this
transversal project, in which
corporate social responsibility
and sustainability guide each
of the actions towards a more
respectful future for people
and the planet.

Mayoral wants to be more
than just a committed
company and aims to develop
an educational function.
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60% of tollecti'i}jnfs already
. ontain more sustainable.
- fabrics and processesaue =

NS

Objectives

e have achieved our most ambitious
goal: that 60% of Mayoral's collections
will contain more sustainable fabrics
and processes by 2025.

> We are actively working to ensure that cotton,
the main fibre used in our products, comes from
more sustainable sources. More than 50% of the
cotton we use is already from sustainable, organic
or recycled sources.

> We are committed to reducing our carbon
footprint. In 2025 we set science-backed
reduction targets for the period between 2025
and 2030.

> In order to minimise our impact, the

Group is working on the gradual incorporation
of more sustainable materials in its collections,
the progressive reduction of plastics in labelling
and packaging, the reduction of waste and the
adaptation of our own chain of shops to a

more eco-efficient model.
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The company assesses the sourcing and management of resources
throughout the supply chain, with the aim of ensuring that all materials
are sourced from en\nronmentally responsible suppliers




Product ™

Materials and processes

The company takes a step forward
towards a more responsible fashion
future by incorporating, collection
after collection, new certified fabrics
of sustainable origin, the percentage
of which increases every season:

@ Organic Cotton

Itis grown without pesticides,
insecticides or chemical fertilisers,
preserving the ecosystem of the soil.
During its production and spinning,
no toxic substances are used, which
prevents sensitive skin from being
exposed to them.

b Better Cotton

Better Cotton is one of the most
impactful initiatives worldwide to
improve cotton production and
promote environmental protection.
Through this collaboration, the
Group seeks to encourage the
adoption of more sustainable

and responsible production methods
inits cotton supply chain.

Sustainable tanned
leather

Leather treated with ecofriendly
products and practices.

Fibras recicladas

Recycled cotton consists of cotton
fibres and waste fabrics, thus reducing
the impact of cotton cultivation, CO2
emissions and water consumption.

Recycled polyester is obtained from
recycled materials, such as polyester
fabrics and PET waste. It has the same
technical characteristics as other
polyester fibres and the environmental
impact of its production is lower.

Sustainable Supplies

Buttons, trimmings and other
elements used in the making of
garments that contain materials of
natural origin, have been recycled
or have been manufacturedin a
sustainable way.

EcoVero

This fibre, obtained from sustainable
renewable sources of wood and
cellulose, is certified with the EU
ecolabel for its low environmental
impact during its life cycle, 50% less
than generic viscose.

@©Tencel” Lenzing™ Tencel™

Feels so right

It is obtained from wood, mainly
eucalyptus, from sustainable forests.

% European Linen

Natural fibre grown without
artificial irrigation and without
genetically modified seeds.

@l Ecowash

Fabrics obtained with Ecowash
processes that reduce the
consumption of water, chemicals
and energy.
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From the collection of used garments to the transformation of textile

waste, the Group designs a more responsible fashion

Circular Economy ™

We know that there is still a long way
to go, so we have already begun to
develop new strategies and actions
that contribute to reversing our
impact on the environment:

Giving Garments a Second Life

The Group wishes to close the

life cycle of garments by collecting
used clothing in selected shops and
at our head office in Malaga. With this
initiative, the company contributes
to recycling and reusing by donating
the items collected to non-profit
organisations and social projects

that employ people at risk of social
exclusion, who process and transform
the garments into sustainable raw
materials or other products for
charitable purposes.

The company is also launching an
initiative to give textile waste a
second life. Through this project,
recycled material is transformed
into yarn, giving rise to new fabrics
that are used in the creation of bags
and new garments.

Company

The Mayoral 2 distribution centre
uses only LED lighting throughout the
building, and through the installation
of solar panels achieves up to 30% of
autonomous energy consumption.

In addition to fulfilling its logistical
function, the new Mayoral 3 centre is
designed with a sustainable approach

to minimise our environmental impact.

The centre has advanced technical
insulation, makes the most of natural
light, uses LED lighting and has 2,646
solar panels for self-consumption of
energy. In addition, we have carried
out its construction in a responsible

manner, optimising resources to
minimise waste generation.

In addition, the car parks at the Mayoral
Group's head office have also had a
selfconsumption solar plant since 2024

The solar installations provide enough
energy to cover 45% of the company's
energy needs, achieving 3 significant
reduction of the carbon footprint by
762 tonnes of CO2 per year. This impact
is equivalent to the absorption capacity
of approximately 4,562 trees per year.
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Packaqing and labelling ™

The company promotes

responsible practices at all
stages of the business cycle

With the aim of reducing carbon emissions
inall processes and contributing to
environmental sustainability, the company
establishes a programme centred on the

principle of the three “R's": reduce, reuse
and recycle.

These three aspects cover production,
logistics and even the useful life of products,
promoting responsible practices in all stages
of the business cycle.

1. Reduce

2 Product packaging has been reduced and
eco-design techniques have been applied.

2 The development of the digital receipt
allows a reduction in the use of paper,
therebyreducing deforestation

and the environmental footprint.

> To minimise paper and cardboard
consumption, the unification of brand and
price labels stands out, leading to a reduction
of 30 million units per year.

2. Recycling

2 The group relies on recycled paper for
shopping bags, gift envelopes, various types

of shipping and shoe boxes. The composition
labels for 32 million items are made from
recycled polyester, recycled and/or FSC-certified
paper is used for external labelling.

> Catalogues are produced on FSC paper
to ensure responsible use of resources.

> Point-of-sale signage and other official
documents are produced with 100%
environmentally friendly and recyclable paper
and ink.

stories

Reduce
Reuse
Recycle!

3. Reuse

The Group optimises the use of cardboard boxes
in its supply process.

2 The boxes used in its shipments to
different customers, as well as those used
for storage, are largely reused boxes from
shipments received from its suppliers and
from available stock from previous years,
reusing more than 70% of the boxes.

2 Aproject has been implemented to
recover product hangers from various
shops and reincorporate them into the
production circuit. Since its launch in 2021
to date, the company has managed to add
a total of 40 shops to this initiative.

Stores

The company’s commitment to the
environment and the need to reverse

its impact on it is reflected in its shops.
Recyclable and recycled materials are used
to decorate the shop windows, as well as
wooden furniture with PEFC certification,
3 guarantee of sustainable forest
management.

The company continues to accelerate the
transformation of its shops towards a more
sustainable model, opting for exclusive LED
lighting, currently available in 79% of its
points of sale.
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The Group strengthens its social commitment
through tangible actions and strategic alliances

Society

Mayoral is a socially active company

that maintains its commitment through

a complete programme of participation
with non-profit organisations in

its community.

Among the commitments acquired in
recent decades, Rafael Dominguez de Gor's
close relationship with the San Telmo
International Institute stands out, of which
he is a patron, highlighting his role in the
establishment of the headquarters in
Malaga. He is also a trustee of the Malaga
Foundation, which promotes art and
culture in society.

In 2023, the Group signed its first
collaboration agreement with Aldeas
Infantiles SOS, the world’s largest direct
care organisation for children. As part

of the alliance, the company became a
corporate sponsor of the Malaga Day

Centre, covering all its costs for two years.

In addition to the financial contribution,
volunteer activities are organised for
employees, thus collaborating with some
of the activities which were developed by
the organisation in 2024.

Suppliers

The company suppliers, manufacturers
and other collaborating entities to comply
with the company’s Code of Conduct and
quarantees compliance with the safety
standards established by the applicable
regulations.

Likewise, most of its suppliers have the
OEKO-TEX® ecological certification, which
guarantees that the textile product is
health and environmentally friendly.

The group also carries out a plan of
continuous improvement audits of
sustainability in the supply chain in which
parameters are reviewed from a social,
environmental and chemical management
paint of view.
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(ertificates and partnerships

(ascale

The company is associated with
Cascale, the international alliance for
sustainable production in the textile,
footwear and clothing industry.

The Higg Index tool, developed by
(ascale, helps to calculate and qualify the
social and environmental sustainability
performance of the company and its
products in order to draw the roadmap
for continuous improvement in each
process of its value chain.

Science Based Targets Initiative

The Group is committed to
setting short-term, science-based
emission reduction targets for the
organisation with SBTi.

$ Cascale @

Better Cotton

In 2023, the Group joined the global
Better Cotton programme, one of
the main initiatives to promote more
responsible cotton cultivation.

Lenzing™

The company's determination

to incorporate garments made with
sustainable fabrics is combined with
Lenzing's commitment to the
environment.

This international business group

is committed to the highest quality
standards, as well as to innovation,
technology, comfort and cellulosic fibres
of sustainable origin, such as LENZING™
ECOVERO™ viscose or TENCEL™ Lyocell.
All of these are registered trademarks
of Lenzing AG and are available in

our collections.

SCIENCE
BASED
TARGETS

RUTE CLAMATT ACTION

bci

bet( r cotton
initiative In

| Lenzing

novative by nature

Working together with different institutions

FSC Forest Stewardship Council

Mayoral Group uses FSC-certified paper
from responsible sources in

its catalogues, shopping bags and
garment labels. The Forest Stewardship
Council is a non-governmental
organisation that promotes
environmentally appropriate, socially
beneficial and economically viable
management of the world's forests.

AMFORI

In 2025 the Group joins AMFORI, the
world's leading business association

for open and sustainable trade, made

up of more than 2,400 retail members,
importers, brands, associations and
other stakeholders in more than 50
countries. Its mission is to empower its
members to operate as successful and
sustainable businesses, assisting them in

®
VR

FSC

Member MAERSK

the due diligence process by monitoring
and improving the ESG performance of
their supply chains.

Maersk

The company is partnering with
logistics provider Maersk to reduce the
carbon footprint of maritime imports
by using carbon-neutral biofuel as an
alternative to the fossil fuels that power
the ships.

DHL Express

Mayoral uses the DHL Express
GoGreen Plus service, which reduces
the carbon emissions associated with
international parcel deliveries through
the use of Sustainable Aviation Fuel
(SAF). We have a current reduction

0f 10% and aim to increase this
percentage.

=ik - ow—

GOGREEN |
PLUS

and organisations drives the Group forward,
contributing to its continuous improvement

REVISTE

In 2025, the Group joined RE-VISTE, the
leading alliance for textile and footwear
waste management in Spain, which aims
to build a more efficient and innovative
future.

44RE-VISTE
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Sustainable Development Goals

L]
POVERTY

Contribution to Sustainable Development Goals
v

Sustainable cities and communities: Making cities and communities

JM@}T e ot el s e S EYEm e inclusive, safe, resilient and sustainable.

End hunger, achieve food security and improved nutrition, and promote

sustainable agriculture. Ensure sustainable consumption and production patterns

Ensure healthy lives and promote well-being for all at all ages Take urgent action to combat climate change and its impacts

QUALITY
EDuCATION

To ensure equitable and inclusive quality education and promote

JY M ] e Conserve and sustainably use the oceans, seas and marine resources
inclusive learning opportunities

Sustainably manage forests, combat desertification, halt and reverse land

Achieve gender equality and empower all women and girls degradation, halt biodiversity loss

6 CLEAN WATER PEACE JUSTICE

Ensure access to water and sanitation for all Promote just, peaceful and inclusive societies

Ensure access to affordable, reliable, sustainable and modern energy Revitalize the global partnership for sustainable development

DECINT WORK AND
ECONOMIC GROWTH

Promote inclusive and sustainable economic growth, employment
and decent work for all

Conscious of the importance of moving towards a more sustainable and
responsible production model, the group identifies the Sustainable Development

Build resilient infrastructure, promote sustainable industrialization and Goals (SDGs) directly linked to the actions of the business, with the firm will to act
foster innovation on them

10 Seviires

o Reduce inequality within and among countries
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The team

The principles of equality, well-being
and professional development are
fundamental to the group

na sector as dynamic as the textile
industry, a large part of business
success depends on the talent of the
teams. Mayoral is a global company
made up of a multiculturaland diverse
team of more than 2,000 people.

This commitment to people translates
into the implementation of policies and
initiatives that promote well-being and
equal opportunities, regardless of
gender, sexual orientation, race,

age or religious beliefs.

It firmly relies on internal talent,
offering opportunities for professional
development and growth within the
organisation. Furthermore, it ensures
stable, high-quality employment in an
organisational environment that
fosters collaboration.

The group is quided by principles that
promote continuous improvement in
every aspect of its operations. Closeness
to people, both withinand outside the
company, is a fundamental value, as is
building relationships based on connec-
tion, mutual understanding and empathy.
Perseverance in the face of challenges and
humility in decision-making enable us to
successfully meet the sector’s challenges.

The Code of Ethics constitutes the
essential internal standard that

defines thevalues, principles of action and
gquidelines for behaviour that everyone in
the organisation must be aware of

and comply with.

In addition, we have an External
Code of Conduct, whose standards

of behaviour must be adhered to by

our suppliers, external contractors and
stakeholders. This code is overseen by the
Ethics and Compliance Committee, which
is responsible for ensuring best practice in
the workplace.

0®o

2200

people

®
all

nationalities
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Weaving success stories

The Blue Thread symbolises the connection
between everyone in the Group, reflecting
its values, identity and philosophy

n weaving, many individual threads are It is more than just a simple link: it represents
intertwined to create something greater,  the values, identity and philosophy of the
stronger and more cohesive. From this people. This thread, invisible yet present in

concept comes The Blue Thread, which every action, reflects a constant commitment
symbolises the connection between everyone  to the well-being of its teams, their professio-
who forms part of the group, regardless of nal development and shared growth.
their location or role within the company.
Itis a thread that benefits, bringing together

initiatives that promote well-being, work-life
E L balance and development. It is the thread

that commits, ensuring a positive impact on
society and acting responsibly.

I I I LO Itis a thread that cares, promoting a
working environment based on respect
and closeness. It is also a thread that
helps people grow, driving personal and
professional development through

innovation, training and the constant
pursuit of excellence.




Equality
Diversity
Inclusion
People

d

somos ./

BOSTON 1Dt
The Boston Amas presents.itson
the menu!

strot® \ This

{Este premio s Vue
awardis yourst¥

The Somos Proyect

Somos is a change programme aimed at moving towards
amore flexible, equitable, collaborative and professional
working environment, capable of responding to today’s

challenges and building

he Group aims to evolve into a

more modern, agile and innovative

business. This is how Somos came

about, a people-centred change
programme that seeks to provide a more
flexible working environment, equipping
teams—and particularly their leaders—with
the necessary tools to secure the future of
the business.

As part of this progress, in 2024 Somos
Comunica was launched, an internal
communication platform designed to
foster two-way communication. This tool

enables smoother communication, the cons-

tant exchange of ideas and participation
ininitiatives, ensuring that everyone is
informed and aligned with the company's
relevant developments.

Somos also promotes the development

of skills and competencies,reaffirming
equity as an essential value that recognises
and values the effort and professionalism of
every individual.

The Human Resources department works
actively on the design and implementation
of work-life balance policies that foster a
balance between professional and personal

life, promoting an inclusive and increasingly
flexible environment, focused on the
overall well-being of the team.

The Group promotes collaborative
working as a driver of excellence and
collaboration to create an exceptional
working environment.

We are more than just a programme for
change; we are firmly committed to moving
towards a working environment that fosters
the development of every individual,
thereby ensuring the collective success

and future of the organisation.
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The facilities

ince the company’s origins,

a constant objective has

been to adapt processes and

facilities to future market
demand, both by adapting the
company's offices and by innovating
and incorporating state-of-the-art
technology in the logistics and
distribution centres.

The head office is located in Malaga
and with 50,000 square metres,

it houses the employees of all

the group’s brands, not including
staff from shops and international
subsidiaries. In 2022 the head office
was extended with a new work area,
where geometric elements and
sandy tones, natural woods and
white, as the catalyst colour of the
project, stand out.

The first automated warehouse was
built in 2011 next to the existing
warehouse and head office. With
the construction of Mayoral 1, the
company’s capacity was thanks

to the incorporation of advanced
technology for intelligent storage.

In 2019, Mayoral 2, 3 new
distribution centre with a large
capacity and high degree of
efficiency, was put into operation,
enabling the distribution of 50
million garments per year.

With an innovative architectural
design that evokes the pleating of a
skirt, the new centre required three
years of effort and an investment
of more than 50 million euros

to restore Intelhorce, a historic
building linked to the textile
industry in Malaga.

WSS Head office

~ Offices + Warehouse| 50.000

= ——— :T_;E
Automated warehouse

Mayoral 1] 5.700 m?




Logistics reference

SyStem

The Mayoral 2 centre works with
-overhead conveyor- technology that
enables automatic item identification

he Group has one of the most

advanced logistics systems in

Europe at the Mayoral 2 centre.

The implementation of a highly
flexible, cutting-edge overhead conveyor
technology enables the automatic
identification of the items in each order
prior to their preparation, sequencing
and packaging.

The system combines bags and hangers
for garments, totalling more than 58,000
shuttles with the capacity to process up
t0 12,000 units per hour. One of the main
features of this type of order picking is
that each bag can simultaneously receive
several items from one order.

This increases the overall throughput
of the system, while at the same time
reducing the workload on the conveyor
technology.

The great advantages to the production
system include:

> Efficiency and speed, by having a single
route for the hanged and folded garment,
allowing all orders to be prepared in one

qo.

2 Flexibility of the system, equally applica-

ble to orders of any size.

> Centralisation of stock, thanks to the
proximity of the logistics centres and the
ease of transferring goods.
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Looking to the future

tthe end of 2023,

Mayoral 3 will open, a

logistics centre

covering 15,500 square
metres of floor space, located next
to Mayoral 2, which specialises in
high-bay storage. In this way, the
company is securing space for the
business's growth in the medium
and long term.

The aim is for this warehouse to
automate its facilities, just as is
already the case at Mayoral 2,
thereby increasing storage
capacity and process efficiency.

This warehouse has also been
designed according to very specific
criteria that are not only driven by
operational functionality but also
by an aesthetic consistent with the
company's fashion-focused ethos.

The design is based on

curved geometric shapes in the
cladding which, with an inner
layer of translucent white
polycarbonate and an outer layer
of micro-perforated zinc sheet,
gives the building a distinctive
aesthetic and interior brightness.
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Warehouse

Mayoral 3 secures space for medium-and long-term growth  Mevorel3115.500m
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