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About this report

L indstrom’s Sustainability Report has been
published annually since 2003. This report
describes our key sustainability themes, goals
and achievements during the year 2021. The
report’'s primary stakeholders are our custom-
ers, partners and employees. Our reporting
period is based on the calendar year, from 1st
January to 31st December.

Reporting principles and practice

The report has been prepared in accordance
with GRI standards. The figures cover the entire
Lindstrom Group. At the end of the report, the
Global Reporting Initiative (GRI) table contains
aggregated data and an external evaluator'’s
statement. Lindstrom'’s Sustainability Report
has been assured by Ernst & Young Oy and their
statement can be found on page 72.

Publication of the report

The 2021 Sustainability Report was published in
March 2022. The report can be found in English
on our website, in PDF format. Please find more
information on Lindstrom and our services at:

www.lindstromgroup.com

58

60
62
63
64
65

66
68
69

70

74
75

We are a family-owned textile service company whose business is based on
circular economy. We offer a wide range of textile services to our custom-
ers in Europe and in Asia — ranging from workwear, cleanroom textiles, mats,
industrial wipers and washroom products to textiles for hotels, restaurants
and healthcare. We focus on making our customers’ lives easier and helping
them be more sustainable. Sustainability is at the heart of who we are, and we
operate according to the same environmental principles in all 24 countries of
operation. Our company was established over 170 years ago in Helsinki, Fin-
land, where our head office is still situated.

CUSTOMERS

EUR

MILLION
TURNOVER

COUNTRIES

EMPLOYEES

%0


https://lindstromgroup.com/
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Year 2021 in brief

ur growth continued both organically customers’ businesses in innovation workshops.
and through acquisitions in Finland, In our aspiration to offer the most sustaina-
Estonia and Ukraine. We were able to ble service for our customers, we set a new goal
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4.5

MILLION
PIECES OF

TEXTILES
REPAIRED

15.3

MILLION PIECES OF

TEXTILES

IN CIRCULATION
6%

TEXTILE WASTE

RECYCLED

offer several value-added services for our cus- of carbon neutrality by 2035. Many of our coun-
tomers, for example, by co-creating new prod- tries took huge leaps in textile recycling by start-
ucts and solutions, and developing new ideas for ing collaborations with local recycling partners.

o 8.8/10

VOICE OF PARTNER

INDEX

+50

1. CHINA

Our rapid growth in China continued
in 2021 as we started co-operation
with leading pharmaceutical com-
panies. Read on page 62 how Lind-
strom helped answer the demand
for COVID-19 vaccination.

4. HUNGARY

Did you know that Zsuzsa Pereces
from our service center in Székes-
fehérvar repairs 45-50 pieces of
workwear every day? Read more on
page 43.

2. FINLAND

Lindstrém made a total of three
acquisitions in Finland in 2021.
Read more on page 65 about how
the transcations will strengthen our
position in the healthcare industry.

5. TURKEY

Our recycling rate jumped from zero
t0 100% in a year when we started
collaboration with Gama Iplik, one
of the pioneering companies in tex-
tile recycling business. Read more
on page 38.

3. INDIA

The pandemic hit India hard, and
to ensure employee well-being, the
HR Team had to go through extra-
ordinary efforts, such as providing
oxygen concentrators and hospital
beds. Read more on page 23.

6. LATVIA

Lindstrém’s Workwear Flex service
empowers Riga International
Airport with operational efficiency,
sustainable solutions, and a sharp-
er corporate image. Read more on
page 55.

7. UK

8.7/10

VOICE OF CUSTOMER

INDEX

8. BULGARIA

First regional online Growth
Academy was organised in Central

Western Europe. Read more about
what was the thinking behind it and
how it was experienced in the UK
on page 27.

Lindstrom Bulgaria won the
Forbes Business Award 2021 in
the service category — chosen
from a pool of 159 businesses.
Read more on page 53.

PO

4.2/5

EMPLOYEE
SATISFACTION

9. CZECH

In many countries, finding recycling
partners is difficult as the market

is still in its infancy. ARCA Chrast

in Czech expanded to recycling
business because of the foreign
demand. Read more on page 37.




Lindstrom | Sustainability Report 2021

A forerunner in
circular economy
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Caring for people and the planet is part of our purpose, and
it has already guided our operations for decades. Our entire
business is based on a circular economy, with emphasis on
reduction of overproduction and conservation of natural
resources. In the following interview, our CEO Juha Laurio
and Senior Vice President of Ecosystems and Sustainability
Anna-Kaisa Huttunen elaborate on what corporate social
responsibility entails for us and how we develop it.

What was the year 2021 like for Lindstrom?

Juha: It was an excellent year for us in many ways.
We grew in all of our markets, and the implemen-
tation of our strategy proceeded according to
plan. In addition, | wish to express my gratitude
to our employees who succeeded in developing
our business and improving our customer expe-
rience. As a consequence, both our customer and
employee satisfaction developed positively.
Anna-Kaisa: We also took active measures and
made investments to promote environmental
sustainability, which had a positive effect on busi-
ness. We received a recognition from the Finnish
Innovation Fund Sitra, spotlighting Lindstréom as
one of the most interesting companies in the cir-
cular economy. This gave us even more courage
to develop new solutions and set ambitious goals,
such as to offer customers carbon-free services
by 2035.

What achievement were you particularly
pleased with?

Juha: COVID-19 has been our common enemy,
but we have managed to live with it by maintain-
ing close co-operation and introducing new ways
of working. Although we have been physically fur-
ther away from each other, our sense of commu-
nity has in fact strengthened. Also, many of us
have surely given more thought to our values over
the last few years.

Involveme fferent
parties is crucial in developing
sustainable practices. Juha

their invaluable co-operation
and support during the year.

Lindstrom is a pioneer in circular economy
and environmental sustainability in its field,
and the theme is reflected in the company’s
strategy. How did the systematic develop-
ment of sustainability at Lindstrom begin?

Anna-Kaisa: Lindstréom has been adapting to the
changing needs of our customers for the past 175
years of our history, and already in the 1930s we
started a small-scale renting business. Over the
decades, it has grown as our main business and
guided us to develop our business to become
more resource efficient. Our purpose and values
advocate sustainability and create a solid founda-
tion for our decisions.

What does circular economy mean to you
and how does it bring you competitive
advantage?

Juha: Sustainable practices strengthen our
customers’, partners’ and employees’ trust
towards us and help us grow and ensure busi-
ness continuity. As an employer, we compete
for skilled workers and for many job seekers.
Doing meaningful work is highly important. We
have also gained recognition in society and are
often involved in collaborative projects involving
research institutes and our industry.

Anna-Kaisa: Over-consumption of natural
resources is our biggest concern. With our offer-
ing, we are able to help our customers reduce the
number of disposable or short-term products. Our
services support the objectives of circular econ-
omy and significantly reduce the environmental
load of textiles. For example, purchasing workwear
as a service saves water and energy compared to
washing at home. Thus, acquiring textiles as a ser-
vice is resource efficiency at its best.

Are sustainable practices equally advanced in
all of Lindstrom’s 24 countries of operation?

Juha: Our basic service model is the same and we
operate according to the same sustainable prac-
tices everywhere. Of course, we take local legis-
lation and conditions into account, but we never
compromise on sustainability.
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“Sustainable
practices
strengthen our
customers,
partners’ and
employees’ trust
towards us and Case
help grow and
ensure business
continuity.”

15 years of
partnership o 4 e
with UNICEF \b

Juha Laurio, CEO

Anna-Kaisa: Many of our customers share our
passion for sustainability, and the demand for
more sustainable services is growing across all
countries. The pressure coming from all stake-
holders to develop sustainability is strong and
intensifying. We want to help our customers to
respond to those requirements by offering them
the most environmentally friendly alternative for
their business textiles.

How does Lindstrém ensure that laws and
sustainable practices are complied with also
within the partner network?

Juha: We select our partners based on our val-
ues and purpose. We aim for long-term partner-
ships that bring value for both parties. This year,
we launched a new Voice of Partner survey which
helps further improve collaboration with our
partners.

Anna-Kaisa: All our strategic suppliers have
signed our Code of Conduct which describes
how both we and our suppliers conduct sus-
tainable business from both social and environ-
mental aspects. We regularly audit our suppliers
and perform risk evaluations of both our suppli-
ers and their countries. In 2021, we ensured that
almost all our major workwear suppliers are BSCI
audited.

What are the key matters you consider in
improving the sustainability of your service
offering?

Juha: Our service development is strongly cus-
tomer-centric, and we co-create with custom-
ers to develop our offering. Thanks to digitalisa-

tion, we can make our services more transparent
for the customer. Through our digital platforms,
customers can receive up-to-date information on
the quantities of textiles in use and optimise the
amount of textiles needed.

Anna-Kaisa: We emphasise recycling of textile
waste. | want to give special credit to our employ-
ees in local organisations. They have managed to
find several new partners to help us in this effort,
which feels like a big step forward in 2021. We will
continue seeking new, local recycling partners to
reach our strategic goal of recycling 100% our tex-
tile waste.

What new business opportunities and ser-
vices do you foresee Lindstrém’s circular
economy thinking creating in the future?
Juha: We see interesting opportunities for us in,
for example, the healthcare and pharmaceutical
industry, which uses large quantities of dispos-
able textiles. However, there is great potential in
all of our markets for offering textiles as a service
rather than as outright purchases. This is espe-
cially relevant in emerging markets, such as China
and India. In Russia and Belarus we have had a
successful business with promising opportuni-
ties. Unfortunately, the business environment for
an international company has changed drastically
and in March 2022 we decided to start prepara-
tions for withdrawal from Russia and Belarus.
Anna-Kaisa: We are interested in sustaina-
ble innovations and are happy to create partner-
ships to develop them. Our customers will face
many challenges on their way toward a sustaina-
ble world—and we want to be part of the solution.

illions of children have benefitted from
UNICEF’s water, sanitation, and hygiene
(WASH) program in India over the 15 years of our
co-operation with UNICEF Finland. In 2021, we
renewed the co-operation for another 3-year-period.
We continue to support the nationwide WASH
program that has produced excellent results during
previous collaboration years of 2018—-2020. Through
the program, 100 million people gained access to
safely managed drinking water, 142 million people
gained access to toilets, and over 311,000 schools
gained WASH services benefitting nearly 60 million
children. Yet, the task is far from over. For example,
less than half of the population has access to safely
managed drinking water.

Heightened relevance of hygiene
practices during coronavirus pandemic
The importance of the WASH program has been
even more evident during the past few years when
the world has suffered from the turmoil of the coro-
navirus pandemic. While COVID-19 hurled new chal-
lenges in the way of the project, the nature of the
pandemic itself emphasised the importance of basic
WASH services and practices. The program helped
transform and adopt WASH behaviours for the long
term and supported communities in their recovery
and response.

“During these tough times, UNICEF has remained
a strong partner for the Indian government in coro-
navirus response and prevention. We have helped
secure critical water and hygiene supplies and ser-
vices and have also been promoting safe behaviour
and supporting health clinics,” shares Marja-Riitta
Ketola, Executive Director of the Finnish Commit-
tee for UNICEF.

Photo © UNICEF India

In 2021, UNICEF contributed to prioritise COVID-
19-sensitive interventions through the national flag-
ship programmes across 15 states and 109 districts.
This resulted in 10 million people gaining access to
basic sanitation, while 28 million people and 1.7 mil-
lion schools and Anganwadi (daycare/pre-school)
centres gaining access to onsite water supplies. Fur-
thermore, under UNICEF-supported initiatives, 132
million people were reached through the media with
hand-hygiene messages and half a million staff were
trained and engaged in infection prevention, infection
control and WASH in schools initiatives.

65,000 women were trained as COVID-19
warriors to protect urban slums
To contain the spread of infections among urban
slum families, the UNICEF WASH Program trained
65,000 women as COVID-19 warriors to reach 2.3
million urban households. These groups were pro-
vided structured online training to create a holistic
understanding of infection prevention and control
and key hygiene behaviours as well as managing psy-
cho-social stress during the lockdown period.
Lalitha Kumari is one of those front-line workers
in Andhra Pradesh restricting the spread of the virus.
She has over 4,000 urban slum families under her
supervision. During her daily visits to shelter homes
for the homeless and urban slum dwellers, she helps
people in infection prevention. “It is difficult to walk
long distances with no transport available, but at the
end of the day, the satisfaction of helping the people
and families makes all the difference,” Lalitha says
with a huge smile on her face.
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Strategy 2025

e at Lindstrom focus on making our
customers’ lives easier by support-
ing them to shine and their businesses

to grow. Our business purpose is and contin-
ues to be making our customers’ life easier and
strengthening their image with textile services
while helping them to become more sustainable.
At the core of our business is our commitment to
care for the people and our planet, based on the
sustainable, circular-economy business model,
with conceptualised operations in 24 countries.
Although our service offering varies from country
to country, our conceptualised operations ensure
that we offer the same reliable and sustainable
textile rental services to all our customers, while
meeting the specific hygiene and safety require-
ments of different industries.

By 2025, our quest is to become a forerunner

Strategy highlights 2021

o We continued to develop our services and to
introduce new solutions for our customers, such
as the sleeping pouch designed primarily to kids
in kindergarten or the goggle service for clean-
room. We also launched new lines to our existing
collections, for example the more sustainable line
of workwear for healthcare professionals.

e Despite the challenging year, we were able to
interact, engage, and serve our customers well,
even in the digital channels such as eLindstrom.
This resulted in strong customer satisfaction — a
Net Promoter Score of 50 and a Voice of Custom-
ers Index of 8.7 (on a scale from 1-10).

o We took big steps toward fully digitalizing our
workwear service with the help of RFID tagged
garments. This will bring further transparency
to our Workwear and cleanroom services for our
customers through the eLindstrém self-service
platform.

o We announced our objective to become carbon
neutral by 2035. To ensure this commitment,
Lindstrém has joined the Science Based Targets
initiative (SBTi), which will verify that the targets
are in line with the latest climate research to meet
the objectives of the Paris agreement.

enabling our customers to become more sus-
tainable with easy-to-use textile services, offered
with passion and a human touch. We focus on
deepening our understanding of the industries
we serve. Strong focus to our customers’ indus-
tries all around our 24 countries also enables
us to share our extensive industry knowledge
of global and local markets with our custom-
ers. Our customers will become more sustaina-
ble as we work towards carbon-free textile ser-
vices and recycle 100% of our textile waste.
The ease of use relies on us digitalising our ser-
vices for improved transparency, optimised tex-
tile volumes, and self-service for our customers.
Long-term customer relationships, sustainabil-
ity, enthusiasm, the joy of learning and profitable
growth are the values that guide how we encoun-
ter our customers.

o We were able to develop textile upcycling and
recycling globally through various collaborations,
projects, and partners, for instance by launching
a co-operation on Nordic's first industrial scale
waste textile refining business together with
Rester.

e We launched the Voice of Partner survey to help
us understand our partners’ praises, concerns
and ideas for developing our co-operation to the
next level. The results of the first round are prom-
ising, with an overall score of 8.8 (on a scale from
0-10), helping us to further develop active dia-
logue with our partners.

e Lindstréom was chosen as the Family Business of
the year 2021 in Finland. In choosing the award
winner this year, special emphasis was placed
on responsible and long-term ownership. Spe-
cific value was also given to the good practices
of the Lindstrém owner family. Having the fam-
ily as the owner has added value to Lindstrém's
stakeholders.

EASY-TO-USE FOR OUR CUSTOMERS
SUSTAINABLE SOLUTIONS
INTEGRATED LINDSTROM

Introduction | 11

We care - we shine - we grow

We care for people and our planet by inspiring people
to shine and businesses to grow in a sustainable way.

o

e . -
i %1 e

Vision 2025

We are a forerunner in
enabling our customers to
become more sustainable with J—
\ easy-to-use textile services,
offered with passion

&)

and a human touch. /
MUST-WINS STRATEGIC GOALS
INDUSTRY FORERUNNER PASSION TO IMPROVE

CARE FOR THE PLANET
DESIRED PARTNER
GETTING STRONGER

VALUES

PROFITABLE GROWTH
LONG-TERM CUSTOMER RELATIONSHIPS

RESPONSIBILITY
ENTHUSIASM AND THE JOY OF LEARNING
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VALUE CREATION MODEL

Input Output and impact

People Contributing to the environment

+ 4,700 employees L
+ 63% female >
+ 89% full-time

» 87% permanent
» 58% blue collar

+ 4.5 million pcs of textiles saved
by repairing

+ 1.02 kWh of energy consumed
per 1 kg of washed textiles
(declined by 50% since the 1990s)

» 7.2 of water consumed per 1 kg of washed
textiles (declined by 50% since the 1990s)

» 1kg of textile travelled 260 meters
(emissions declined by 28% since 1999)

» 327g of CO2eq emissions
per 1 kg of washed textile

i (declined by 30% since 2004)
Products and services

» 15.3 million pcs of textiles in circulation

+ 11.9 million pcs of workwear in circulation
+ 0.7 million pcs of mats in circulation Lindstram
» 4,100 tons of new textiles purchased
+ 193,300 tons of textiles washed

» More than 130 laundry modules

Enhancing wellbeing & safety

» Salaries and compensation to personnel
EUR 105.6 million

« eNPS +29

» Employee satisfaction 4.2
+ We Careindex 4.3

» Leadershipindex 4.3

2.
Procured from
trusted, long-term
suppliers.

Designed for
a long life.

Global presence
» 237000 customers

» 24 countries of operation

» Safety observations per person per year 0.7

6.

100 service centers and offices Smooth H
» Global partner network operations The CIrcuI-ar 3-
+ Family-owned guaranteed economy IS Washed and
by happy woven into delivered W(Ijth Contributing to the society
employees. = optlmlse » Taxes and social fees paid to authorities
_ pioy our business resources. £UR 300 milon

» Support for UNICEF work in India for water,

. sanitation and hygiene
Intangible assets /e S
» Several collaborative projects involving

+ elindstrém customer portal research institutes and our industry

+ Intelligent digital solutions for textile

tracking and optimisation 5
Recycled to
Repaired and Bringing value to customers
reused to lengthen & partners
Economical assets the life. . NPS 450
+ Investments EUR 11.5 million + CXIndex 87
« Equity to assets ratio 80.2% » Voice of Partner 8.8

+ Working capital of turnover ratio 9.1% + To subcontractor services EUR 59.9 million
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e Our global “Sustainability Tribe” consists
seven leaders from our Corporate Social
Responsibility (CSR) committee and five lead-
ers from our regional management teams.
The Global Sustainability Tribe is contributing
to our company wide Sustainable Solutions
strategic program. Our Regional Sustainabil-
ity Tribes are leading and executing the market
and business unit level activities.

Introduction
to sustainabili

e Human Resources develops and guides the
We Care culture and leadership skills, pro-
vides a comprehensive framework for learning
and development, and supports line manage-
ment in well-being and employee engagement
related topics.

Lindstrom has practiced and promoted sustainable ways of working
for decades. We have long practiced good corporate social respon-
sibility with regard to the environment, our employees and also our
customers’ own sustainability aspirations and have always strived to
raise the bar for responsibility and sustainability. Our passion and e The Health & Safety steering group sets
commitment are to make sustainable decisions every day, and we aim and prioritises the activities to be implemented
to be the most sustainable company in our industry. Inlocal Health & Safety committees, promotes

ur sustainability work is based on our
common values, mission and vision, and
guided by management systems, poli-

cies and guidelines. We have a zero tolerance for
unethical behaviour.

e Lindstrom Code of Conduct consists of the
ethical principles that determine how both we
and all our suppliers conduct business and
how we take responsibility for people and for
the environment. It is covered in a mandatory
course in our e-learning tool for every Lind-
stromer and is also an integrated part of our
supplier agreements.
lindstromgroup.com/code-of-conduct/

¢ Quality, Environmental, Health and Safety
Policy states guidelines that all our employ-
ees and service representatives are required to
adhere to.
lindstromgroup.com/company./
sustainability2018/certificates/

¢ In our whistle-blowing channel, anyone can
anonymously raise concerns about possible
misconduct in business or any wrongdoing
noticed or suspected within the company.

e Quality Assurance Handbook ensures that
all inbound goods and materials are manufac-
tured in accordance with Lindstrém'’s instruc-
tions and standards.
lindstromgroup.com/suppliers/

¢ In our Slavery and Human Trafficking state-
ment we are committed to ensuring that slav-
ery and human trafficking are not taking place
in our business or in our supply chain.
lindstromgroup.com/human-rights-statement/

Managing sustainability
The ultimate responsibility for our sustainability
implementation belongs to the Group Manage-
ment Team. The CEO and the Board of Directors
review and approve the policies and primary sus-
tainability initiatives and targets. Sustainability
related risks and opportunities are assessed and
controlled by the Lindstrom Board. The assess-
ment focuses on foreseeing changes in our busi-
ness operations, in the operating environment,
and in the prerequisites of our operations.
Sustainability is managed throughout the
company with our We Care culture by leaders
and committed teams every day. Sustainability

transparent safety culture, and develops the
reporting.

e Our Global Procurement team defines and
implements supply chain strategy, and man-
ages and monitors the sustainability in the
supply chain.

o For Global Service & Product Concepts,
sustainability is one of the key fundamentals in
developing new offerings.

Strategic themes

Our four strategic goals form a framework for our
corporate sustainability reporting. We report and
measure our success in these goals.

S
o

related guidelines and centralised development PASSION TO IMPROVE CARE FOR PLANET DESIRED PARTNER GETTING STRONGER

lindstromgroup.com/whistleblow/

are embedded within several global functions and Having passionate and Building solutions that Having seamless service Aiming for the best organ-
steering groups tasks. engaged employees that help us and our custom- experience and best in ic growth and profitability
enjoy working for us and ers become more sus- industry customer expe- in the industry.
making Lindstrom a better tainable. rience. Ecosystems and

company. We want to be a
preferred employer.

partnerships ensuring the
comprehensive services
to our customers.



http://lindstromgroup.com/code-of-conduct/
http://lindstromgroup.com/company/
sustainability2018/certificates/
http://lindstromgroup.com/company/
sustainability2018/certificates/
https://lindstromgroup.com/whistleblow/
https://lindstromgroup.com/suppliers/
http://lindstromgroup.com/human-rights-statement/ 
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The United Nation’s
Sustainable Development Goals

Stakeholder engagement

Local
Communities
and Authorities

7

Employees

Customers

Our Group's management system includes the
European standard EN 14 065 Textiles — Laundry
processed textiles — Biocontamination control
system. By applying this standard, we ensure the
designated level of microbiological quality that
corresponds with the intended use of the textiles.

Standard EN 14 065 applies to textiles which
are used in the pharmaceutical, medical, cos-
metic and food industries. All our workwear, roll
towel, restaurant and hotel textile laundries com-
ply with the standard. The certificate also covers

Industry and
Organisations

Partners

LINDSTROM and

Suppliers

Shareholders

Our hygiene standards ensure laundry
quality and biocontamination control

our laundries’ internal hygiene monitoring sys-
tem: Risk Analysis of Biocontamination control
(RABC). We also require our subcontracting laun-
dries to have an appropriate control system for
microbiological quality.

Because of the corona pandemic, we have
reviewed all our instructions and ways of working
in each part of the service chain to make sure we
can shield our process from the virus and guar-
antee a safe environment for our customers and
employees.

CLEAN WATER
AND SANITATION

Ensure availability and sustainable
management of water and
sanitation for all.

RESPONSIBLE CONSUMPTION
AND PRODUCTION

Ensure sustainable consumption
and production patterns.

Certificates

e Our management system is certified accord-
ing to the ISO 9001:2015 and I1SO 14001:2015
standards.

e The self-inspection system for the hygiene
requirements of all laundries has been built in
accordance with standard EN-SFS 14065
(Textiles — Laundry processed textiles
— Biocontamination control system).

e We also follow the ISO 45001 standard for
health and safety management. Our clean-
room services operate according to ISO 14 644
(cleanrooms and the associated controlled envi-
ronment) standard and adhere to Good Manu-
facturing Practice procedures.

o Oko-tex certificate is a basic requirement for
the textiles we use.

e The Washroom Services in Finland operate in
compliance with Nordic Swan Ecolabel.

DECENT WORK
AND ECONOMIC
GROWTH

Promote sustained, inclusive and
sustainable economic growth, full
and productive employment and
decent work for all.

Our commitment
to initiatives

The ICC Business Charter for
sustainable development

The Principles of the UN Universal
Human Rights Declaration

The ILO Declaration of Fundamental
Rights and Principles

The Guidelines of the OECD for
Multinational Enterprises

The Principles of the UN Global Compact
(we issue reports via the European
Textile Service Association)

Ecovadis, a platform for sustainable
and transparent procurement

The most significant
memberships
in organisations

The Family Firms Association (Finland)
The Confederation of Finnish Industries

The European Textile Service Association
(ETSA)

The Textile Rental Service Association (TRSA)

Our specialists act on various national
and international teams promoting our field
of business, standards, and legislation.
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Lindstréom is an international family-
owned company with a forerunner cir-
cular economy approach. We offer
employees the opportunity to be a part
of and help us in developing a business
of the future that promotes sustainable
development for our planet. As a work
community, we value caring for other
people and respecting everyone. As an
employer, we believe in offering every- —
one equal opportunities to develop and
grow in inspiring positions, as well as : L AR o
with motivating and fair wages. SR e B st g S R SR

4.2/5

EMPLOYEE
SATISFACTION

4.3/5

WE CARE INDEX

4.3/5

LEADERSHIP INDEX

How likely are you to recommend Lindstrém
to a friend or a colleague?
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c ontinuous development and evolving
have always been, and will always be, at
the core of Lindstréom'’s operations and
keys to success. We have the passion to improve
embedded in our DNA.

As the drawn-out continuation of the global
pandemic added to our challenges during the
year, we strived to see the opportunities in the dif-
ficult times. To keep our employees safe, we con-
tinued with our good practices adopted the year
before with good hygiene, remote work, social
distancing, as well as staggering breaks and shift
changes. We were able to keep our laundries
and deliveries running uninterrupted and con-
tinue supporting our customers, many of which
operate in society's critically important sec-
tors like healthcare, pharma and food. The work-
ing practices for hybrid work have been in active
discussion throughout the pandemic, and we
are developing these practices as we go along.
These exceptional times have brought us closer
and strengthened our caring culture and team
spirit, which as an added bonus has resulted in
increased employee satisfaction.

Caring for the people and the planet

The well-being of our employees and our work
community is a matter of honour for us. We oper-
ate in very different countries, and our work com-
munity —even within a single country—is truly a
multicultural one. We believe in treating all peo-
ple equally and guaranteeing them safe working
conditions and decent benefits for the work done.
Our operating methods are largely uniform in all
countries, but we also respect the requirements
of different cultures. We value our employees as
individuals, not just employees, and our human
resource management processes are founded on
respect and fair treatment for all. We wish to be an
open work community that promotes dialogue,
where everyone's voice is heard and where we
all act according to common values. In our inter-

Victories under
the shadow
of the pandemic

nal development projects, we involve our employ-
ees across the company on various levels and ask
them to contribute thoughts and ideas.

We measure job satisfaction on a regular
basis through the Voice of Employee survey and
Employer Net Promoter Score. The results of the
Voice of Employee survey, which was conducted
in November 2021, improved slightly compared
to the previous year. The total score rose from 4.1
to 4.2 out of 5. In addition, the Employer Net Pro-
moter Score (eNPS) rose from +26 in the previ-
ous year to +29. This development is satisfac-
tory, especially taking into account the effects of
the prolonged pandemic. However, our target was
+36 for the year 2021, and our long-term objec-
tive is to go over +45 by 2025. Employee turnover
remained at the same level as in 2020, at 23 per-
cent. Hence we are increasing our efforts to retain
employees, especially in production tasks.

In occupational safety and its development, we
utilise continuous improvement models, as well
as clear and comprehensive guidelines, in addi-

tion to following the ISO 45001 standard for occu-
pational health and safety management. It should
be noted that the most significant risks related to
our work safety arise from deliveries and com-
muting in cities with heavy traffic. During 2021, we
avoided all fatal accidents at work. Our injury rate
was 6.2 and the number of sick leave days taken
was 4.3%. The number of reported safety obser-
vations was 3,152.

Support for employee development

Our operating environment and our customers’
needs are changing rapidly. In order to success-
fully implement our strategy and reach the 2025
vision, we need to react quickly and—preferably—
anticipate future changes. Therefore, we are con-
stantly improving our agility both by changing the
way we think and by introducing new tools and
ways of working. We believe that digital tools can

I n 2021, the Finnish organisation embarked on
an exciting journey develop our company culture
further. The idea was to promote the key cultural
themes together through experimentation and every
day small deeds, as well as to develop a workshop
concept destined to all employees for further inter-
nal development in Finland.

To drive the change, eight culture captains were
chosen to promote our key cultural themes in two
pilot business units. To kick off the culture develop-
ment pilot, Lindstrém’s country management team
and the captains participated in mutual workshops
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truly support our aspiration of being more agile.
With the help of software, our teams are able to
work more productively, regardless of whether we
are interacting physically or virtually.

Lindstrom offers diverse opportunities for
personal growth and professional development.
We encourage our employees to voice their
objectives, to seek paths to develop and to sup-
port each other in learning new skills. In 2020,
we launched the Lindstrom Employee Journey
describing what we offer our employees at dif-
ferent stages of their work journey. During 2021,
as part of implementing the Employee Journey,
we drew up a Succession Plan for all employees
with certain key requirements. The plan aims to
promote the development of a strong compe-
tency base at Lindstrom, as well as each individu-
al's personal career aspirations. At the same time,
succession planning will provide a framework for

/ Culture captains
in Finland.

to discuss several themes such as leadership and
collaboration. Already during the autumn, the cap-
tains held workshops in the pilot business units to
discuss psychological safety and caring culture.

During 2022, we will involve even a wider audi-
ence for the culture development, as the pilot will
be expanded to the whole Finnish organisation. The
overall objective is to create a cultural movement—a
chance in thinking—and to increase transparency as
well as the possibilities to get involved, both at the
individual and community level.




22 | Lindstrom Sustainability Report 2021

managers to support the development of their
team. Based on existing plans, we also estab-
lished internal competency development centers,
which will be launched at full capacity at the start
of 2022. We have also implemented two Train-
the-Trainee programmes, in which experienced
employees guide new employees through Lind-
strom’s work and operating practices.

In addition to on-the-job learning, we provide
numerous training options for employees. Our
internal learning academy, Growth Academy,
allows our employeers to learn and share knowl-
edge virtually and face-to-face, both on a global
and regional level. In 2021, we run a variety of pro-
grammes focusing on developing customer rela-
tionship management and sales management
skills, as well as better use of digital tools and
events such as the Growth Forum for senior man-
agement.

Taking our goals to the next level

Our desire for success and development demands
that we set appropriate objectives and acquire the
necessary support to achieve them. At Lindstrom,
we use a performance management tool to drive
company success and promote our strategy in
our day-to-day work.

In 2021, we focused on setting better objec-
tives. Consequently, during annual development
discussions, we already managed to set objec-
tives for all employees, with the exception of pro-
duction workers. By specifying personal objec-
tives, we aim to create more effective incentive

WE CARE CULTURE

Our We Care culture is in everything we do:
our development, our performance, our wellbeing
and how we treat people.

models that support active customer work. In
addition to acknowledging and rewarding good
work performance, Lindstrom offers its employ-
ees numerous benefits, such as occupational
health care.

The change is here to stay

We at Lindstrom understand that meaningful
work, aiming to benefit the future of both people
and our planet, will continue to increase in value.
Lindstréom'’s reputation as a good employer and
work community will continue to support our
company’s success. Sustainability is one of our
core values and has always been a part of our
operations, but today its importance is greater
than ever. It is embedded in everything we do—
making us accountable for our actions and thriv-
ing us to create a more sustainable world for
future generations.

We will continue to develop our competencies
and invest in the knowledge and skills needed
to implement our strategy. We will continue to
develop ways in which we can support Lind-
strémers to succeed in their work and contribute
to their well-being. We will also continue devel-
oping management and supervisory tools and
our modular training systems. We are ready to
change the way we work and become more agile.
We have succeeded despite a global pandemic,
and it is certain that many of the lessons learned
and practices picked up this year will help carry
us through in the long term.

Health & safety Fair employment Learning & development
+ Wellbeing » Code of Conduct » Personal and professional
+ Safety guidelines « Labour rights development

* Open and transparent
reporting

« Equal treatment

» Passion toimprove and learn
* Feedback and coaching
» Reward and recognition

Oxygen concentrators, immunity kits,
and hospital beds were just some of the
things 2021 needed from the HR team
in Lindstrom India.

he pandemic hit the world’'s second most pop-

ulated country hard, and with more than 800
employees and their families to keep track and take
care of nationwide, the HR team had to get crea-
tive. “We organised different sorts of appreciation
activities like bravery certificates and publishing
LinkedIn stories about employees who went the
extra mile for the company”, explains HR manager
North and West India, Ruchira Singh.

India’s biggest challenge was to meet the needs
for hospital beds and oxygen concentrators, a need
also felt by Lindstrém employees. Singh contin-
ues: “We initiated a WhatsApp group for an emer-
gency response team, and it happened that we—
in the middle of the night—had to try to arrange for

I n January 2021, we set out on a new journey
to become more agile through the Swift Shift
course. The first participants for the course came
from the head office, as many of the people have a
key role in driving projects and processes forward
in the company.

“We want to be able to develop our services
and products, we want to be closer to the markets,
and get feedback early on,” Senior Vice President,
Strategy, Kati Jarvi, explains. More than 20 Lind-
stromers have completed the course and become
agile coaches, learning about and being inspired to
bring agile ways of working into their teams.

Five mindsets and behaviors are guiding the pro-
cess and foundation of an agile operating model:
trust, team accountability, focus on results, good
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oxygen meters and oxygen concentrators by reach-
ing out to our own network and contacts. “

While most of the textile care workers and laun-
dry personnel were required to work on-site, big
parts of the staff worked from home, which required
a different type of support from HR. “At one point, we
were all doing 18-hour days, so we decided to organ-
ise a few webinars on how to manage work-life bal-
ance’, says Shilpa Chola, HR manager South and
East India.

Lindstromers were also offered immunity kits with
some basic foods, vitamins, and drinks to stay healthy
and hydrated. That way, employees and their families
could stay at home and risk exposure when getting
groceries. In more recent times, the team has organ-
ised vaccine drives. “First, we did vaccine awareness
sessions to educate people on why it's important to
get vaccinated and how it keeps you safe. Then we
organised vaccine drive-throughs to make it easy for
both employees and their families to get their shots”,
explains Administrative Assistant Dipika Salvi.

enough solutions, and speed. These were the corner-
stones of the Swift shift course as the participants
learned about coaching others and active listening,
as well as more agile-specific methods such as how
to build backlogs and prioritise work, how to choose
focus, and how to do development sprints.

Since graduating in October, the coaches have
already seen changes in their teams and ways of
working: flexibility is increasing, teams are becoming
more accountable for their work, and the idea of fail-
ing is being embraced. The Swift Shift will continue
by speeding up the development of the operating
model, focusing on cross-functional collaboration
across countries, and facilitating more co-creation
sessions with customers.
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Lindstromers in figures 2021

EMPLOYEES BY TOP 10 LARGEST COUNTRIES OF OPERATION

Employees L)
Finland 1,683 353
Russia 501 10.5
China 474 9.9
Hungary 380 8.0
India 310 6.5
Latvia 237 5.0
Estonia 174 3.6
Ukraine 137 2.9
Lithuania 132 2.8
Great Britain 124 2.6
Other countries 618 12.9
Grand total 4,770 100
EMPLOYEE GROUPS TYPE OF
EMPLOYMENT
@ Bluecollar (2.764) @ Permanent (4.133)
@ White collar (2,006) @ Fixedterm (637)
PERSONNEL TURNOVER

2017 2018 2019 2020 2021

Turnover of permanent staff 19% 18% 25% 21% 23%
OCCUPATIONAL HEALTH AND SAFETY

2017 2018 2019 2020 2021
Average sick leave rate 3.9% 5.1% 4.1% 4.0% 4.3%
Injuries per million working hours (LTI1) 6.8 75 49 57 6.2
Safety observations 1,205 1,638 1,884 2,781 3,152

Observations per person 0.3 04 04 0.6 0.7

Jari Vihervuori
celebrates his 35th
year at Lindstrom.

n 2022, Jari Vihervuori celebrates his 35th year at

Lindstrém. Little did he know when he started his
career in the company back in 1986 as the internal
post boy, and a year later as permanent employee,
that he would still be here after a few decades—and
as a part of the Global Management Team.

Vihervuori accounts having always had the oppor-
tunity to develop his skills as one of the reasons he
has been a Lindstréomer for so long. “After my years
in the post office, | worked in various positions at the
Luumaki laundry, from textile care worker to han-
dling deliveries and management level positions. It
was exciting time for sure, getting to know the basics
of the business, but the real adventure began when
| took on my first ‘real’ assignment after graduation
as an area sales manager in Estonia in 1994. This
was groundbreaking work, as it was the first time
Lindstrom was going abroad—and the first time also
for me to work in such a position. After few years
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” Sustainability is
becoming more and more
important, and it has been
all the time embedded
into our business model.”“

Jari Vihervuori

work, and handling the sales for Latvia and Russia, |
returned to Finland in 1998 and took on managerial
tasks in Luumaki. In 2001, | started on my current
path, so to speak, as | took on one of the business
units in Finland. From there, my role has gradually
grown, first to leading the whole Finnish operations
and then to leading the units in the Baltic countries,
Russia, Ukraine and Belarus—now I'm responsible
for managing the operations in these regions on the
Global Management team level.”

Still, some things remain the same throughout
the years: the values guiding our daily actions. “Cus-
tomers have always been at the center of our work,
and building long-term customer relationships is
something we have always cherished. Sustainabil-
ity is becoming more and more important, and it has
been all the time embedded in our business model.
At the core of our business are also our people. We
put effort on personal development and support
each other to learn every day, leading us all towards
profitable growth.”

Vihervuori considers himself lucky to have been
granted so many opportunities to grow. This is some-
thing he wishes to be able to offer his Lindstrom
teammates and colleagues. “As a leader, | hope that
I'm able to coach and support people to find their
own way, to see the bigger picture and learn while
getting the answers.”

Where does he then draw inspiration after 35
years in the same company? “From our people. Lind-
stromers are very proud of the company, its history,
and the services we offer. Taking good care of their
responsibilities is in their DNA as well as the drive
for continuous development and passion to improve.
I'm constantly amazed and surprised by our people
and enjoy having discussions with them, no matter
what their role or nationality—I always learn some-
thing from each of these encounters.”
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PERSONNEL BY EMPLOYMENT CONTRACT BY REGION

Region Permanent employment Temporary employments Total
Europe 1,497 186 1,683
Russia, Baltics, Belarus, Ukraine 1,127 72 1,199
West & Central Europe 733 95 828
Asia 538 269 807
South East Europe 238 15 253
Grand Total 4,133 637 4,770

PERSONNEL BY EMPLOYMENT TYPE AND CONTRACT BY GENDER

Employment type Employment contract
Full-time Part-time Permanent Temporary
employees employees employment employments
Female 2,636 347 2,983 2580 403 2,983
Male 1,613 174 1,787 1,553 234 1,787
Grand total 4,249 521 4,770 4,133 637 4,770
GENDER PEOPLE BY HEADCOUNT 2017-2021
DISTRIBUTION AGE GROUP
3000- 60% 5000 —
- )
‘ ‘ 2500 4000 - § 2
2000- < N
3000 -
1500 -
2000 -
1000- 16%
500- 1000 -
0 0
-30 30-50 50— 2017 2018 2019 2020 2021

Reporting principles:

When calculating number of employees in total, by gender, by employment type, by employee role and by age distribution, Lindstrém HR-system (PersonecHR)
has been used as the source of data. Figures include all active employments at the end of month.

Number of sick leave hours, theoretical and actual working hours and overtime hours have been collected by the local HR. The source of data is primarily the
local payroll system. Number of safety observations and accidents have been collected from Lindstrém AMT tool, except in Finland, where the number of acci-
dents have been collected from the local insurance company.Injury rate includes all accidents causing one or more days absence due to accident divided by
1.000.000 working hours (LTI1).

Voice of employee results, including Voice of Employee indexes and eNPS, have been calculated and reported using the 2021 Lindstrém Voice of Employee
(VoE) survey.

“W e wanted to equip managers with the tools

needed to train their own people in their own
language,” explains Sarah Marchant, Head of HR Cen-
tral and Western Europe. After some initial planning,
it became clear that with small tweaks, the concept
could be used to create cross-functional learning expe-
riences and co-operation by engaging more people.
While previous Regional growth camps offered deep
dives into the sales winning formula, this time it was
decided to expand the number of themes and subjects.
“It was a good opportunity to freshen up and
share knowledge about other topics such as the cus-
tomer journey and cross-functional co-operation. Just
because you're not in sales doesn’'t mean you don’t
have a relevant part in the customer journey.”

Case

n Autumn 2020, we did a major acquisition in China

to support our growth vision in Asia. The acquisi-
tion offered us opportunities to review existing prac-
tices and adopt the best of both worlds. Gavin Xiang
has had a key role in developing the new health and
safety practices.

According to him, there are three key themes to
keeping Lindstrémers safe at the workplace. “Ensuring
fire safety at our facilities is a top priority. For instance,
here in Suzhou we have 150,000 garments that need
to be organised daily. Textile is flammable, so in the
event of a fire, the fire could become significant, cre-
ating a lot of smoke and thus posing a risk also to
the people in the community. Another safety issue is
working with chemicals in our laundries. We need to
take into consideration possible residue on the tex-
tiles coming to the laundry and handle them in a safe
way. ,The most significant safety matter is traffic, as
that's the one element that we cannot really control.
Therefore, the deliveries need to be planned in detail
for routes as well as for breaks, so that the delivery
personnel are as sharp as possible.”

In developing common safety practices, the first
thing to do was to review the existing practices in both
companies. Then we selected the ones we wanted to
take into common use both in China and on Lindstrém

Passion to improve | 27

A total of five sessions were organised online, facil-
itated by expert Lindstromers from both within and
outside of the region, and attended by over 60 repre-
sentatives from the Central and Western Europe region
countries. One of them was Phil Lafone, Regional
Sales Manager UK:

"This was like no other training | have ever attended.
| got to meet lots of different people from different
areas of the company in different roles. Seeing your
own job role is one thing, but it was very useful to see
other roles and their viewpoints, impact, and ideas.” He
continues: “The aim is to improve the process we have
with customers, improve communications, how we sell
to customers, how we service them, and how the differ-
ent departments can work together.”

group-level. “At first, we performed a gap analysis to
observe the best practices in both companies. Then we
started applying the best of them in the new Chinese
organisation. Finally, we took the practices into use in
the whole group to ensure a systematic and compre-
hensive Lindstrom-wide approach to health and safety.”

There are laws, regulations and guidelines in place
to help manage a safe working place. One of the key
things in practice are the monthly safety walks. “One
development idea introduced to Lindstrom was to cre-
ate a checklist to support our safety walks. Basically,
it is just a mobile form that the site managers can use
to check that everything is ok and note what should be
looked into. The form has received lots of positive feed-
back from site managers and external auditors alike.”

Health and safety is embedded into the We Care
culture, and going forward, we want to strenghten
these practices throughout the company. “Caring for
our employees and ensuring that they return to their
homes in good health after the day is part of our safety
management work. We take this responsibility very
seriously and will be certifying the Lindstrom manage-
ment system according to ISO 45001, the internation-
ally recognised standard for occupational health and
safety management systems. | consider this a demon-
stration of our We Care culture in practice.”
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Career stories

I started at Lindstrom in 2015 as sales representative for Workwear services. | got very excited

about the opportunity, for it was the first time | would sell something new. The concept of
rental textile was unheard of in the Turkish markets, which made for an exciting learning oppor-
tunity to rebuild my approach to sales. A couple of good years led me to the position of Sales
Manager for Mats and Workwear Services. But the challenges and learning opportunities have
not faded away, and that is what is so exciting about being at Lindstréom.

A common thread in my day is talking to a lot of different people, getting to know them, and
pursuing them to see value in our offerings in their context. | have discovered that | am truly a
people person. | feel very accomplished in my work when accompanying others in moments of
change, when experiencing their sudden moments of realisation or when they can see value in
what we represent as a company.

Lindstrom is a unique organisation, and | have understood that it has a lot to offer, even
beyond learning and development opportunities in the professional realm. | have personally
grown to acknowledge cross-cultural sensitivity and enjoy cross-cultural interactions. What
keeps me here every day is the people—their kindness and commitment to grow and shine as
an organisation.

Ide Emin, Sales Manager, Turkey

am a part of the Lindstrom team in Korea. We are a small team but are growing yearly at a

fast pace. As a customer service representative, | understand that my role is a pivotal point
of contact for our organisation and customers. | take immense pride in serving our customers
and solving their problems.

Empathy is a skill that | exercise in my daily work to understand customer issues on a deeper
level. It is my belief that empathy is deeply integrated into our We Care culture and takes differ-
ent shapes when we express it in various acts of giving. | have now spent about two and a half
years at Lindstrom, and | have never felt alone on this journey. | am surrounded by committed,
supportive co-workers from around the world and their profound energy to solve our customer
challenges in the most effective and innovative ways.

Our acts of caring for the planet also add purpose to my work life and make me a proud Lind-
stréomer.

Sunny Eo, Customer Service Representative, South Korea
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am currently responsible for managing product offering across various services we offer in

Asia. | started in arole that existed in head office but not in my region before, so | had to imple-
ment our global processes in a way that suits the market in Asia. This wasn't the easiest part,
but the results are very rewarding. We have come a long way in terms of product quality and val-
idations in Asia. | also admire how we have changed our focus to being market-oriented, how we
continuously listen to our customers, and how we are making constant efforts to bridge the gaps.
| would have a thousand words to describe my journey at Lindstrom, but to put it briefly, it has
been challenging—and in the most positive way. It feels like | am constantly solving puzzles. Align-
ing the strict regulations in the industries we operate in, such as pharma and electronic manu-
facturing, with the unique needs of our customers presents an exciting challenge every single
time a new product is developed. The spirit in the team is always on the lines of “challenges are
opportunities to make something better™.

Gunjan Panchal Bhatia, Senior Manager-Asia Product Offering, India

moved to the UK from Slovenia seven years ago and joined Lindstréom as a textile worker in

production. It was my first job, and | was young and inexperienced. With my manager’s sup-
port, soaring motivation, and a few lucky coincidences, | gathered experience in various opera-
tions and customer service roles. For the past two years, | have been serving as Buyer.

As an employer, Lindstrém has sometimes pushed me to my limits, and | am very grateful it
did. | would not be where | am without it. My co-workers showed me what | am capable of, and
they believed in me even when | didn't.

When | first started, we were a tight-knit team of twenty and were like a family. This has
changed in recent years, as it is impossible to know everyone in Lindstrom UK, but every time
| visit a different site, | am touched by the warmth of our colleagues who always make me feel
welcomed. Thus, it still fells like being a part of this big extended family.

Lana Mak, Buyer, UK

L indstrém and | go back more than ten years, when | joined as sales representative. In the
span of one and a half years, | was promoted to Production Manager. It was one of the most
challenging roles | served in, but it offered a lot of learning opportunities.

As | navigated the everyday work complexity and people issues, the importance of under-
standing team dynamics and building resilient teams grew on me. | learned quickly that | could
tap into resources across the firm. It is no secret that the knowledge we share and the support
we extend to each other allows us to succeed together, but | started to really practice it by net-
working and building relationships within our organisation.

| feel that | can shape my career and follow my evolving goals. | say with immense pride that
Lindstrém culture helps each person craft their own path, giving endless branching roads of
opportunity to learn and grow from.

Anna Shamsi, Deployment Manager, Lindstrém Head Office
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Leading the sustainable
development

million pcs
of textiles
repaired

of
washed textiles

Consumed

| ? Care for 2025 Produced Travelled
the Planet




32 | Lindstrom Sustainability Report 2021 Care for planet | 33

Circular business
model builds
the foundation

Case

Design for circularity,

s our business model is based on circular
A economy, it is also our business interest

to optimise the use of natural resources
and avoid overproduction. While making efforts to
take care of the environment with our resource-
wise services, we are also improving our cost-ef-
ficiency.

To reduce overproduction we extend the
lifetime of textiles and minimise the textiles in our
stocks and customer inventories. By using dura-
ble materials and designing for circularity, we pro-
mote sustainable practices at the very beginning.
Furthermore, by repairing and re-using our gar-
ments, we avoid millions of kilos of unnecessary
textile production. We manufacture additional
orders on demand in our own workwear manu-

facturing facilities, Prodems, which helps to elim-
inate the textile obsolete risk in our stocks. With
the help of digital services, we can optimise the
textiles needed by our customers.

To conserve natural resources, we opti-
mise the use of water and energy in our laun-
dries as well as our customer delivery loads and
routes. Lower washing temperatures, shorter
process times, and efficient energy use have
improved energy-efficiency in our laundries in the
past years. In the washing process, we utilise heat
from wastewater to warm fresh water. And when
textiles reach end of their life, we recycle them as
new products, as raw material for different indus-
tries, or as fibers back to textile industry.

Zero burden

Reducing

Overproduction

Conserving
Matural Resources

build to last

hen designing workwear, sustainability is the

key driving force that helps us optimise our
operations for commercial, environmental and soci-
etal value. To see how we walk the talk regarding sus-
tainable workwear, we took field notes on our work-
wear design process with Designer Soile Pakarinen
and Product Specialist Inari Laveri.

Longevity comes first

Unlike businesses that rely on selling textile, our
business interest is to maximise the lifecycle of our
garments in the rental service market. “We have
a cradle-to-cradle approach towards our textiles
as it serves our circular business model best. The
emphasis is on durable materials, ease of repairing,
and reusability to prolong the use phase of our gar-
ments,” declares Laveri.

The process entails considering which ele-
ments will require frequent repairs, instating mod-
ular designs to easily take out parts that often need
repairs, and adding reinforcement patches in high-
stress areas. We use limited accessories and keep
our designs simple, which not only makes repairs
easy and quick but also allows us to travel light on

Sustainability is the
North Star that guides

us through the workwear
design process. Circular
design is an underlying
mindset from the outset.”

Designer Soile Pakarinen and
product specialist Inari Laveri.

inventory and promotes recyclability.

“We are constantly on the lookout for the most
sustainable way to extend the lifetime of our gar-
ments. While we already use a high content of recy-
cled fibres and aim for a higher share, we are con-
scious of not compromising the durability in the
process,” Pakarinen shares.

Design for circularity

Another focus area is to elevate the scope of reus-
ability of our products. “We deliberate that our
garments’ desigh accommodates multi-use, mul-
ti-purposes and can cater to different users. With
small details like adjustable features, we make a
garment feasible to be used by many wearers,” says
Pakarinen.

A critical aspect we need to tackle in this regard
is customisation, since it shrinks the scope of our
garments’ reusability. We advocate minimal custo-
misation to our customers in the interest of environ-
mental impact and promote Lindstrém offering as is.

To build a regenerative system for our garments,
we place our users in different work settings. The
first user group could be in client-facing roles where
the workwear needs to be in mint condition, whereas
the third user group could be working in conditions
where the garments are soiled and the repairs are
irrelevant. Customisation places limits on these pos-
sibilities, which could mean consuming three times
more workwear.

Our garments are designed to be in circulation for
at least three years and hopefully more. “We believe
that smart co-operation combined with our cau-
tiously designed offering can mean more sustain-
able and cost-efficient solutions for our customers
and us,” Laveri explains.
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Our journey to carbon
neutrality has started

ccording to the World Economic Forum,
A more than half the world's total GDP is
dependent on nature. Biodiversity, which
is a prerequisite for many essential elements of
life—clean air, fresh water, and food security—
is declining faster than at any time in human his-
tory. If we keep on exploiting resources as today, by
2050 we would need the resources of three Earths.
There is a growing demand for moving circular,
environmentally sustainable, and carbon-neutral
operations. We are determined to do our share by
offering the most environmentally friendly alter-
native for business textiles in the market.

Resource-efficiency paves the way
During the past decades, we have taken strategic
steps towards efficient use of resources so that
textiles are designed and maintained with mini-
mal burden to the environment. For example, dur-
ing the past 30 years we have managed to halve
the consumption of water and energy in our laun-
dries per washed textile kilo.

In the past few years, we have eliminated buff-
ers in stocks through our own on-demand work-
wear manufacturing facilities Prodems. By invest-
ing in digital solutions, we can optimise the number
of textiles needed by our customers. With these
measures, we have managed to reduce our green-
house gas emissions by 30% per washed textile

ESTIMATED SHARE
OF EMISSIONS IN OUR
OPERATIONS

. Laundry
’ Customer deliveries

. Textiles

Estimated share of emissions is based on a workwear service scenario
simulation in Finland 2/2021. The graph shows a rough estimation of
emissions across the whole value chain not comparable to an exact
lifecycle assessment of green house gas calculation.

kilo since 2004. During the next fifteen years we
have decided to take an even bigger leap and reach
net-zero carbon emissions on all the scopes.

Carbon-free textile services by 2035
Our goal is to offer carbon-free textile services
to our customers by 2035. Thanks to a scenario
simulation of workwear, our biggest service line,
carried out in our largest market, Finland, we have
identified three areas with the largest impact on
our emissions. Thus, we will concentrate on find-
ing carbon-free energy sources for our laundries,
identifying green options in customer deliveries
as well as increasing recycled recycled and bio-
based fibres in our textiles.

To verify that our target is in line with the lat-
est climate research and to meet the goals of the
Paris agreement, we joined the Science Based
Targets initiative (SBTi). We are committed to
SBITi's Business Ambition of 1.5°C aiming to
limit global warming to 1.5°C. If the temperature
increase holds to that level, it is estimated that
some of the worst climate impacts and damage
to the natural world can be avoided.

Taking the first steps

The Lindstrémers in our local markets play a cru-
cial role in finding carbon-free options for our
services. In 2021, our Finnish and Latvian units
switched to green electricity. This will have a sig-
nificant impact on our emissions. According to
calculations, the yearly reductions amount to
more than 3.5 million kilos of CO, emissions.

In 2022, we will continue building the plan for
carbon-neutrality by calculating our emissions
according to SBTi's guidelines and setting mid-
term targets for reductions. To show our custom-
ers the positive environmental effects of our ser-
vices, we are planning to calculate the carbon
handprint of our services.

On a more local level, we will continue look-
ing for local solutions for green electricity and
carbon-free energy sources. We will proactively
adapt to possible changes in local legislation and
search for new, low-carbon vehicle alternatives.
We expect that the transition to “green” vehicles
is accelerating in European Union countries and
major Asian cities.

Feature
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Where are we now

Started at 1990’s

Water,

energy

50%
savings
per washed
textile kilo

Optimising water,
energy and detergent
consumption.

Started at 1990’s

Deliveries

Started at 1950’s

Case

Optimising delivery 1kg of
loads and routes. textiles travels

Modular laundry 260 m

innovation shortens
delivery distances. on average

Started using poly- Workwear is

cotton blend fabrics for ' designed to last

their durability. Fabric an average of

3 years

manufacturing also
consumes less water
than 100% cotton. in use

Increasing the
use of carbon-free
energy sources.

Our goal

Carbon-
: neutral
Moving to green

customer deliveries. texti_le
services

2035

Increasing use

of recycled and
biobased fibers
in textiles.

Lindstrom selected as one of the pioneers
of circular economy in Finland

he independent Finnish innovation fund Sitra,

operating under the supervision of the Finnish
Parliament, has published a list of the most interest-
ing companies in the circular economy in Finland.
The list consists of 41 pioneering companies offer-
ing circular economy solutions solving global climate
crises. The companies have been selected by a panel
of experts from Sitra and its stakeholders. The selec-
tion criteria included appeal and scalability of the
circular economy solution as well as its potential for
stable business and impact from the perspective of
circular economy.

“Lindstrom is a forerunner in providing work-
wear and textiles as a service. Their work is solid and
effective, all details of circular operations have been
taken care of. The company aims to recycle 100%
of its products, which is admirable,” comments the
panel of experts.

Circular solutions are urgently needed as the
global warming is materialising at an alarming rate
and we are losing biodiversity at a faster pace than

ever before in human history. Yet less than 9% of the
natural resources end up being reused. The circular
economy provides some of the most effective tools
to live within planetary boundaries. Sitra helps com-
panies in their transition to circularity and brings out
best practices and pioneering companies.

“Circular economy should
be the business model
of today. Rather than
producing more and
more goods, in a circular
economy, we get more value
from what we already have.”

Jyrki Katainen,
CEO of Sitra in Lindstréom’s CX Week webinar
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ur strategic goal is to recycle 100% of
o our textile waste by 2025 globally. In

2021, we reached a recycling rate of
36%, which is somewhat behind our 40% tar-
get for the year. The gap is caused by unexpected
delays in the early stages of collaboration with the
new local recycling partner in the Finnish market.
However, there are several new recycling partner-
ships starting in our markets, and we are confi-
dent to reach the next year's target of 50% recy-
clability.

Currently, 16 out of our 24 countries of oper-
ation recycle all or some of their textile waste
through local recycling partners. In some coun-
tries, we have several partners for various types
of textile waste. In 2022, we will focus on find-
ing more recycling partners for our products and
regions, especially operators that can upcycle the
textile waste as new products or recycle it back
into fibers for textile industry. However, there are
often no other options than to downcycle the tex-
tile waste as raw material for different industries.

Recycling market continues to evolve

The major challenge for reaching our goal is that
the recycling market is still in its infancy in many
of our countries of operation. Although we always
try to find local recycling partners located near
our business units, sometimes the closest part-
ner with proper technology might be in the neigh-
bouring countries—especially when it comes to
the products that are more challenging to recyle.

TEXTILE WASTE SHARES

Target 2022

On our way to
100% recyclability

Products that are made of 100% cotton with
no zippers, buttons or other add-ons are the
easiest to recycle. For example, we have already
reached the recycling rate of 100% of hotel tex-
tiles, and almost 90% of our cotton towel rolls are
recycled, whereas we still have great challenges
finding partners to recycle mats and industrial
wipers. Mats, for example, are much harder to
recycle due to the difficulty of detaching the rub-
ber part from the fabric.

Cutting waste generated in our own manu-
facturing units, Prodems, is also more difficult to
recycle, as it includes pattern papers and plastics.
In some regions, cutting waste still goes to landfill.
This has caused our landfill amounts to slightly
exceed our 5% target of year 2021.

However, in addition to the traditional opera-
tors that focus on recycling textiles made of a sin-
gle raw material, there are several new companies
using eco-efficient, chemical recycling processes
to produce new fiber for the textile industry. As the
market and technology is developing fast, we are
confident of finding local partners specialised in
eco-efficient recycling of poly-cotton blend mate-
rials that we currently use in most of our products.

Demand for products made of recycled mate-
rial is also growing as consumers are becoming
more conscious of their choices. We are actively
testing fabrics made of recycled fibers as mate-
rial for our products, and we believe that these
kinds of fabrics will increasingly replace the cur-
rent materials used in our products.
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of our textile waste was used to produce new

recycled fiber by Rester. Comparing to the

production of virgin fibers, it has helped to save:

Case

Tackling recycling challenges

in the Czech Republic

denek Krivanec, Production Manager in Lind-

strom’s Czech unit, faced a a challenge—he had
to find a partner for textile waste recycling support
Lindstrém’s ambitious environmental goals. For the
past 25 years, the textile waste in the Czech unit has
been processed as fuels for cement and heating.

Although recycling of textiles from households for
various charitable projects is well processed in the
Czech Republic, the market for recycling large quan-
tities of textiles is still evolving.

Many countries share a similar challenge when
trying to meet EU-level requirements for collecting
and recycling textile waste by 2025—in addition to
their own textile recycling targets.

Fortunately, Krivanec managed to find a local
company that downcycles textile waste as raw
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RECYCLING BY PRODUCT 2021

Workwear

Cotton towel rolls

Restaurant textiles

Industrial wipers

Hotel textiles

Cleanroom textiles|

©
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567,579 kg

materials for a variety of purposes. ARCA Chrast
processes textile waste as tear that is used to man-
ufacture furniture and as insulations in construc-
tion and automotive industries. “We were initially
engaged with production of sports and work clothes
but partly because of the foreign demand, we started
to focus on ecological processing of the residues of
textile material,” explains KateFina Zvejska, Director
of Operations at ARCA Chrast.

Since April 2021, ARCA Chrast has been recycling
the majority of workwear textile waste in the Czech
Republic. “The co-ope