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CEO FOREWORD

ar readers, dear Visable team,
As CEO of Visable, | am not only

delighted but also proud to present

our first Visable Sustainability
Report. This is because we not only
want to respond to the need to pro-

THTTErYee .

:__,_, tect our planet through responsible,
= social and sustainable business
= practices, but have also made it our
e . declared goal to proactively
strengthen and embed these values
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CHAPTER 1 - CEO FOREWORD

In our company, set standards and take on a pioneering
role for sustainable and socially responsible behavior in
the B2B sector. These are not obligations, but decisive
success factors for the future. Visable has been operating
with this attitude for years.

When | started as CEO and Managing Partner at Visable, or
at that time wer liefert was (wlw), in 2012, a huge process
of internal change began. From the world of the traditional
»publishing cosmos,“ we, as a company under the umbrel-
la brand Visable, have boldly taken and successfully mas-
tered the step towards becoming an internationally agile
tech company. Along the way, the number of employees
and the diversity of our workforce has more than tripled.
We have experienced and shaped many changes in our
internal social structures and have continuously and suc-
cessfullyadvancedthese evenduringthetimesof Covid-19.

But change and further development have not only taken
place internally. The needs of our society and our ecosys-
tem have changed continuously. And as society‘s interests
change, so do its expectations of organizations in terms of
taking these interests into account. The task of successful
companiesistorecognize these interests, acceptthem and
take responsibility. We have been following this path for
over 90 years.

For 12 years, we have been actively and financially
supporting local and international organizations that
help people in need. We took our first measurements
of our own emissions 5 years ago and have been working
on ways to reduce them ever since, as well as sup-
porting CO2 offsetting projects together with certified
partners. We are a regular supporter of the Leaders for
Climate Action and, as a signatory to the Diversity
Charter, we are actively committed to promoting diversity
and appreciation in the workplace. Now we want to

take our responsibility one step further. Accor-
dingly, in 2023 we began to look at, measure and
drive forward our sustainable development even more
systematically. The complete measurement of our
emissions makes an important contribution to this.
However, the report that has now been compiled is much
more than that. It is the first comprehensive assessment
of our status quo in terms of ESG criteria, which we can use
to set clear targets for the future and track our progress.

The Corporate Sustainability Reporting Directive (CSRD),
which will apply to Visable and many other European com-
panies from 2025, demands this in an even more com-
prehensive manner. This presents numerous challenges
for many organizations, including us, in the coming year.
However, it also represents an opportunity, as it forces us
to take a holistic view of the company. This means being
able to respond holistically to the needs of external and
internal stakeholders. With the voluntary publication of
this report, we would therefore like to move forward and
encourageothercompaniestotakeacloserlookattheissue
of sustainable development. Business, social justice and
ecological preservation are interdependent. Therefore,
from a business perspective, this consideration is a basic
prerequisite for making companies fit for the future and
successful in the long term. That is sustainability.

We have been supporting our customers and users, the
European SME sector, on the path to digitalization for
several years. Digitalization is demanding. And the jour-
ney towards sustainable development in B2B retail is also
challenging and will continue to do so. Perhaps even more
so. We are all just at the beginning of this journey and
there is still a lot to do. But on this journey as well, we are
a strong partner with Visable. The reason for this is our
employees, to whom | would like to express my since-
re thanks at this point. Your tireless commitment and

willingness to face the ever-changing challenges are an

important reason why | look to the future with confidence.

Yours sincerely,
Peter F. Schmid, CEO of Visable

visable

Peter F. Schmid, CEO - Visable GmbH
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CHAPTER 2 - TRADITION MEETS INNOVATION - OUR GOVERNANCE STRUCTURE

ore than nine decades ago,

in a time full of economic and
social change, a pioneer of com-
mercial trade was created -

wer liefert was (wlw). The cross-
industry reference work, which was
first presented at the Leipzig Trade
Fair in 1934, was to usher in nothing
less than a revolution in commercial
trade. Like a compass in the hands
of buyers, it offered orientation in




CHAPTER 2 - TRADITION MEETS INNOVATION - OUR GOVERNANCE STRUCTURE

the labyrinth of suppliers and service companies, starting
with asinglevolumeofupto 1200 pagesorganized according
to search terms from A-Z and nine different product groups.

The Leipzig Trade Fair Office was the publisher of the
first editions. The division of Germany also led to a
bifurcation of wer liefert was (wlw). From 1947, two versions
of the reference book existed - one for purchasing in the
GDR and one from Hamburg for the FRG. Despite the di-
vision, the editions were united by the common vision of
creating a link between companies across borders. Symbo-
lically, the question ,Wer liefert was?” (wlw) was printed on
the covers of both issues in different European languages.

The publishing house embarked on innovative paths
early on to support the trade. In 1970, the introduction of

the book edition as microplan film marked a new tech-
nological era, followed by the switch to CD-ROM in 1986.
The reunification of Germany heralded another turning
point when East and West editions were united under
thebanner of the Hamburg publishing house. A pio-
neering step towards the digital future was taken in 1995
when wer liefert was (wlw) launched online - a visiona-
ry move years before companies such as Google were
even founded, and the Internet experienced its
global breakthrough.

With the arrival of the new millennium, wer liefert was
(wiw) bid farewell to the printed edition - a highly symbolic
moment that heralded the complete transition to
the digital age. In 2012, Peter F. Schmid took over the
CEO position as Managing Partner and reorganized the

Visable - a long history: the development over the last 92 years

Leipzig Trade Fair. First ever print edition
of wer liefert was (wlw), the independent,
cross-industry reference guide appears
annually until 2000

wer lierft was (wlw) goes online,
purchasers can search for suppliers
around the clock

wer lierft was (wlw) establishes itself as the B2B
marketplace in DACH with a comprehensive
range of product information and illustrations

europages.com
is availble in 26 languages

wer liefert was (wlw) becomes the leading B2B
marketplace with around 9 million products
on the website by the end of the year

company. He began to internationalize and drive forward
the focus on products.

In the early 1980s, parallel to the development of
wer liefert was (wlw) in Germany, another project emerged
at European level that was to contribute significantly to
the networking of the European B2B market. Eurédit was
founded in 1982 - an initiative of several European Yellow
Pages publishersto publishamultilingual, printed business
directory tailored to the needs of small and medium-sized
enterprises (SMEs) in Europe. In 1993, the directory called
europages was also made available on CD-ROM, followeca
two years later by the Internet: Like wer liefert was (wlw),
the europages directory was also published as an online
version in 1995.

visable

Launch of Visible

visable

In 2006, in the course of further modernization, Eurédit
changed its name to europages and in 2007 com-
pletely abandoned printed directories and CDs to
become a fully web-based company. The developments of
wer liefert was (wlw) and europages show many over-
laps, particularly their mutual focus on digital transfor-
mation and connecting business customers across
Europe. These parallel paths of europages and
wer liefert was (wlw) eventually led to a logical conver-
gence. In 2016, wer liefert was (wlw) acquired europages,
a strategic move that not only strengthened the inter-
national presence of both platforms but also united their
similar development paths.

wlw @

wer liefert was

;ﬂ ) | rebranding of
wer liefertwas (wlw):
new logo is launched

Closing of Alibaba.com

publication of the first B2B website europages.com, relaunch with optimised now Visable Labs ,,Wer liefert was“ becomes wiw new logo is launched
business directory europages which is availabe in five languages overview and simplified search E l w S a b I e
EURO .. = —_ V‘ S a b I e Einfach. Besser. Entscheiden. China
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CHAPTER 2 - TRADITION MEETS INNOVATION - OUR GOVERNANCE STRUCTURE

This made it possible to offer European SMEs both the
leading B2B platform in German-speaking countries and
the largest European B2B platform from a single source
from 2016. The vision and commitment to supporting
cross-border trade and cooperation has also been docu-
mented under the new corporate brand Visable (Visibility &
Enabling) since 2019. With the entry of Alibaba.com as a
shareholder in 2023, this commitment can now be pursu-
ed and realized even more strongly.

Two became one. Today there is only one us. We act as
one company and live by the same values. Two years ago,
we redefined these values, a reflection of the journey that
Visable has undertaken over the decades. At our six loca-
tions, these values are not only visibly presented, but also
liveby our more than 500 employees from more than 40
countries every day. They are the foundation on which
Visable is built today - a testament to the fact that the
values that once shaped us are still the essence of our
success today.

| AM ambitious...

For us, being ambitious means that we strive for excellence
in everything we do. We are not satisfied with the status
quo but are constantly working to exceed our targets with
the help of innovative solutions. Ambition is not just a word
for us, but a constant drive for self-improvement and to
increase the quality of our work. It is expressed in our
constant striving for innovation, efficiency, and excellence.

| AM brave...

Courage is a cornerstone of our culture. We do not hesi-
tate to take on new challenges, question existing norms,
and pursue innovative ideas. This courage enables us to
think big and break new ground. It is the fuel that drives
us to explore the boundaries of what is possible and turn
ourvisions into reality.

| AM responsible...

A sense of responsibility means that we not only reflect on
our own actions but also keep an eye on the far-reaching
effects beyond the boundaries of the company. We
therefore make conscious decisions that are in line with
ourvalues to ensure that our business practices are sustai-
nable and have a positive impact on our world.

WE are one company and act globally...

Our unity and cohesion are the foundations of our success.
Weworktogetheracrossdepartmentsand national borders,
set our priorities based on our common goals and maintain
relationships with customers and partners worldwide. This
global perspective enables usto leverage our resources and
capabilities to expand our influence internationally.

WE treat each other with mutual trust and respect...
Trust and respect are the living prerequisites of our corpo-
rate culture. We see ourselves as a team with a common
mission. This team can only be successful if there is trust
and respect in our relationships and interactions. We rely
on each other, we create an atmosphere in which ideas
and opinions can be exchanged openly and we promote a
culture of diversity and equality.

WE create added value for our users...

Our commitment to excellence does not end with ourselves
but also extends to our stakeholders. We are convinced that
continuousimprovementisthe keyto success. We therefore
listen to our customers‘ feedback and actively implement it
in our daily work. Our products and services are constantly
being developed and optimized to meet the needs of our
users.

wer liefert was (wlw) and europages have always upheld
their core values over the past 92 and 41 years respec-
tively and will continue to do so under the new Visable

umbrella: Ambition, to constantly redefine the boundar-
les of what is possible; Courage, to break new ground;
Responsibility, to operate sustainably and ethically;
Global thinking and action, to bring the world closer
together through trade; Mutual trust and respect
as the foundation of every relationship; and the
relentless drive to create value for our users.
These values have transformed wer liefert was (wlw)
and europages from haptic reference books to a global
online platform that connects businesses worldwide.
Today, Visable represents not only what is possible when
tradition meets innovation, but also the legacy of a
company committed to staying at the forefront of change
through the decades.

Commercial kick-off meeting 2024 in Paris

visable
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CHAPTER 2 - TRADITION MEETS INNOVATION - OUR GOVERNANCE STRUCTURE

Our internal Governance -
Guidelines

Code of Conduct

Our Code of Conductobliges allemployeesto adhereto high
ethical standards. We ensure the proper recording, repor-
ting, and verification of financial and tax information. Our
business activities are based on honesty, integrity, fairness,
and respect. Information obtained through our business
activities must be used in the best interests of the company
and not for personal gain.

Data protection policy incl. data protection officer

Data protection and confidentiality are central elements of
our business activities. We are aware of the responsibility
we bear when it comes to our users’ data. For this reason,
all new colleagues receive comprehensive training on this
topic when they join Visable.

Procurement Process

Our procurement process is designed to encompass not
only economic but also ecological and social respon-
sibility. Suppliers are evaluated based on stringent
sustainability criteria to ensure they adhere to environ-
mentally friendly practices and ethical standards. Addi-
tionally, a stringent review is conducted based on data
protection criteria to guarantee the safeguarding of sen-
sitive information and compliance with all relevant data
protection laws.

ESG guideline

The Environmental, Social, and Governance (ESG) Policy
is a key document that reflects our commitment to envi-
ronmental responsibility, social responsibility, and good
corporate governance. It serves as a guide for our business
conduct and is an integral part of our commitment to a
sustainable future.

Travel policy

To reduce the emissions caused by our business travel, we
have introduced a company-wide travel policy. This policy
aims to minimize our environmental footprint and promote
sustainable travel practices. It includes specific guidelines
for choosing modes of transport, prioritizing online mee-
tings to avoid unnecessary travel, and using environmen-
tally friendly options when travel is unavoidable. We also
actively encourage ouremployeesto make environmentally
conscious decisions and plan their travel routes as
efficiently as possible in order to contribute to reducing our
ecological footprint through their own responsibility.

visable
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CHAPTER 3 - CONTINUOUS PRODUCT DEVELOPMENT AS THE CORE OF OUR CORPORATE DNA

especially in the last decade. We are also planning many
measures and innovations for the coming months and
years to further strengthen the connection and interaction
between our target groups. But let‘s first take a look at the
status quo.

wer liefert was (wlw) has established itself as the leading
research tool for commercial buyers in German-speaking
countries. The possibility of free use for purchasers, an
efficient supplier and product search, and the rapid availa-
bility of important company and product information are
some of the features that make wlw so important in the
B2B sector. It also ensures that the platform content appe-
ars in the top search engine results so that our suppliers’
range of offers can be expanded even further.

At the same time, europages broadens the horizon for
companies that want to operate internationally. The B2B
platform serves as a catalyst for cross-border trade and
helps companies to become visible throughout Europe
and beyond. To overcome language barriers, professional
translation is offered in up to 15 languages. europages also
guarantees a place in the top search results, regardless of
the language of the search query.

When Visable entered the digital age, it was not only our
goal to embark on the path of digitalization ourselves
but also to accompany German and later European SMEs
on their journey into the digital world. At a time when
the internet was increasingly becoming the main play-
er in global trade, our platforms, wer liefert was (wiw)
and europages, offered a window to the world, especial-
ly for companies without their own web presence. For
many of these companies, we have remained just that to
this day - a digital shop window through which they can
present their products and services to a global audience.

However, with increasing digitalization, particular-
ly noticeable in the years of the Covid-19 pandemic, our
value proposition has also evolved significantly. Visable
Is now much more than just a shop window. The intro-
duction of a messaging center on our platforms, which
enables direct exchange between suppliers and buyers,
has fundamentally changed our offering and transformed
theoncestaticdisplayintoadynamicinteraction platform.
As a result, we have become an integral part of the digital
marketing and sales strategies of many SMEs. By offering
additional marketing services, such as SEO consulting,
retargeting, or Google Advertising, we increase the visibi-
lity of our customers far beyond what traditional websites
can achieve. As a specialized platform for the B2B market
that covers almost the entire industry, we have become an
indispensable point of contact in the purchasing process.
With over 3 million companies listed on our platforms, we
play a central role in connecting buyers and suppliers in
the European economic area. And through new features,
such as our free ,,Request for Quotation® service, we are
further strengthening this connection by helping buyers
to express their specific product needs and then find the
right suppliers for them.

The expansion of our online presece to include product
data marks a pioneering milestone in our digital
evolution. This strategic decision enables us to meet
the requirements of our users even better and
simplify the interaction between buyers and sup-
pliers. Through the detailed presentation of products
and services, we not only offer transparency but also
an efficient search function that provides customized
solutions for the specific needs of buyers.

In the coming years, we plan to further strengthen this
area and expand our role as the leading digital platform
for the B2B market. Visable‘'s development was and is

characterized by continuous innovation and adaptation
to the changing needs of the market. Our goal is not only to
keep pace with digitalization but also to actively shape the
future of B2B commerce for SMEs. With our expertise, our
comprehensive range, and our strong market position, we
are ideally prepared to continue on this path successfully.

The wer liefert was (wlw) supply source list for purchasing, 1934/35

visable
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CHAPTER 3 - CONTINUOUS PRODUCT DEVELOPMENT AS THE CORE OF OUR CORPORATE DNA

Director of Product

Romain Richaud

Our Director of Product, Romain Richaud, was on hand to provide an
in-depth insight into our product development over the last few years.

Visable: Romain, why did you choose Visable

as an employer and what does your internal
career look like?

Romain Richaud: When joining Visable more than three
years ago, | was attracted by its exciting transition into a
,Re-start-up phase.* My role began as a Lead Project
Manager for europages, during a time when Visable was
embracing a rapid growth rate. The company was also in
the middle of a strategic shift towards product investment
which resulted in having a motivated team built out of a
good mix of new talents coming in and experienced peo-
ple. At that time, | felt that it was the right time to join the
company because | had the feeling that there was a huge
untapped potential. After a first upgrade of the europages
platform with already a clear vision to go towards a Market-
place model, we started merging the different product and
tech teams from wlw and europages. After that | moved
into a leadership role as the Director of Product, in order to
oversee the product department.

Visable: What were the main challenges and
learnings you took out of the merging process?

Romain Richaud: The difficult part was to manage the
emotional side of such a merger. My key learning was the
critical importance of providing clear perspectives and
fostering understanding across teams, especially to those
who do not share the same office but are in a different city.
| think we made some mistakes here as we did not provi-

de enough perspective for everyone although that's the
key to acceptance and motivation. You need to give people
something they can project themselves into. The second
great challenge was to manage the organizational com-
plexity that came with the merger. Suddenly you don‘t
have one team managing an entire platform, but you have
multiple teams managing parts of both platforms.

Visable: Visable has come a long way from being a
directory to an online platform. What are the main
changesyouhaveplayedapartinduringyourtime

in the company?

Romain Richaud: My time at Visable has been marked by
three major changes. Firstly, there was a fundamental shift
fromasales-drivenapproachtoatech-centricbusiness mo-
del, a transformation that reshaped our company culture
and attracted top talents from the tech sector. Secondly,
the merging process not only brought together our teams
but also formed a new cultural and organizational structu-
re. Thethird and ongoing changeis ourtransition towards a
marketplace model, reflecting a broaderindustrytrend and
requiring a lot of new features and strategic adjustments.
These changes, driven by both user feedback and market
dynamics, underline our commitment to evolving Visable
into the leading digital platform provider in the B2B sector.

Visable: How is the development towards a mar-
ketplace model influenced by user feedback and

in what way are user voices involved in product
development?

The pivot to a marketplace model was significantly
informed by user feedback, gathered through a process
we call ,,Product Discovery“ that involves qualitative and
qguantitative insights alongside market intelligence. From
the market perspective, the marketplace model is a com-
mon development. To that, we added the user behavior
datawhichwegotbyconstantlyrecordinganonymized user
sessions on the platforms, analyzing the content of mes-
sages,or sending out surveys-justtonameafew. Also,

we have teams who are in contact to our users
every dayto give useven morevaluableinsights.

Firstly, one of the most significant pieces of
feedback from the purchaser group has been
the demand for more interactive communi-
cation. Users have expressed frustration with
low response rates, highlighting a desire for a
marketplace that requires active user engage-
ment rather than the static nature of a directory.
Secondly, we‘ve identified a clear need for detailed
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significant advantages. This shift demands greater trans-
parency, revealing the true business value our platform
offers beyond visibility metrics. A main characteristic of
that model is the interaction between our user groups and
that requires different behavior. You expect them to be
engaged, be active, reply to any message in less than 24
hours, and upload and update product information. This
shift of behavior is still a challenge we face but one we are
eagerly working on. The best way to do so is by adding value.

Visable: Could you elaborate on the strategies
you‘re deploying to enhance interaction on
the marketplaces?
Romain Richaud: Our approach is focusing on
driving quality interactions that benefit both
suppliers and purchasers. It begins with the
‘ core of our strategy: generating qualitative
demand. This means actively seeking high-
qguality purchasers and requests. We un-
derstand that if suppliers receive valuable
inquiries, they‘re more willing to engage. To
supportthis,we‘veworked onsignificant plat-

product information. Our users have indicated that form improvements. Our message center,
only descriptions are no longer sufficient; they \ L 2 for example, has been redesigned
seek the kind of comprehensive product AR 3 ' for better usability, making it
details typical of e-commerce plat- .. \, i\_' Pl e L. easier and more intuitive
forms. This feedback promp- b X : .‘ B . foruserstocommunicate.

ted us to overhaul our product

listings, providing richer details to better meet user
expectations. Lastly, the request for price visibility stands
out as a critical user need. It signifies a shift towards users
wanting to make quicker purchasing decisions, seeking
to minimize the time spent on inquiry before reaching a
transaction.

On the supplier side, the move towards a more market-
place-centric model has introduced challenges but also

We‘re also leveraging
technology to keep users connected through real-time
notifications and a mobile app, ensuring they‘re imme-
diately aware of potential leads or important messages.
Lastly, we‘re addressing the evolution of our user persona.
The digital landscape and user expectations are not static;
they evolve. Recognizing this, we‘re adapting our strategies
to attract and retain new types of users. This involves refi-
ning our sales targeting, onboarding processes, and custo-
mer supportto align with the changing needs and behaviors.

SEITE 14
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Visable: With a view on the slow pace of digiti-
zation in the B2B sector, especially among small
industrial companies, how does this impact
your strategies?
Romain Richaud: The slow digitization pace in the B2B
sector indeed presents a significant challenge, but also an
opportunity for innovation. The B2B world, particularly
in the niche of small industrial companies in Europe, has
historically been resistant to rapid digital changes. This
resistance is often due to a preference for traditional
methods of operation. However, this landscape is shif-
ting, partially thanks to generational changes within these
companies. We‘re seeing a more tech-oriented generation
emerging,onethat‘sgrown up with digital solutionsintheir
personallivesand expectsthe
samelevelofconvenienceand
efficiency in their professio-
nal tools. This shift is crucial
for us as it opens doors to ac-
celeratingthe adoption of our
digital platform. To address
this, our strategy involves
not only providing cutting-
edge digital solutions that
match the experience of B2C
platforms but also offering education and support to
ease the transition for more traditional users. We‘re
focused on demonstrating the benefits of digital trans-
formation, from streamlined operations and improved
communication to broader market access and enhanced
supply chain transparency.

Visable: What opportunities do you foresee with

the marketplace model in the future?

As digitalization continues to transform every aspect of
business operations, small and medium-sized enterprises
(SMEs) are increasingly recognizing the need to adapt. One

of the most promising opportunities is the digital trans-
formation of B2B transactions. Despite a slower start, the
notential for growth and efficiency gains is immense. Our
olatform aims to be at the forefront of this transformation,
oromoting profitable interactions between suppliers and
ourchasers. We imagine a future where digital transactions
are not just an option but the norm for B2B exchanges.
Moreover, the current global landscape - emphasizing
sustainability and local sourcing - plays into our
strengths. The push towards relocalizing supply chains,
driven by both environmental considerations and
geopolitical factors, positions us as an attractive alter-
native for European businesses.

Visable: WithVisable‘s prominent market position,
doyoubelieveyoucandriveindustry-wide change?
Romain Richaud: Our extensive network of suppliers and
ourchasers, coupled with our European DNA, gives us a
unique advantage. We‘re not just another marketplace;
we‘re a platform with a mission to redefine how B2B
trade is conducted. As we move forward, our focus is on
leveraging this position to not only adapt to the changing
business landscape but to actively shape it. Whether it's
through promoting sustainability, pushing for digital
adoption, or supporting innovation.

Visable: You have already mentioned the critical

role of sustainability in the transformation of the
supply chain and user behavior. How important

do you think this trend will be in the future?

Romain Richaud: Sustainability, in my view, is not just a
trend; it‘s a paradigm shift in how businesses operate and
interact with the environment and society. This shift
towards sustainability is both profound and irreversib-
le. It's being driven by a growing global consciousness
about environmental issues and the direct impact of
consumer behavior on the planet. This awareness prompts

a significant change in mentality across both B2B and B2C
sectors. Businesses are now recognhizing that sustaina-
ble practices are not optional but essential to remaining
relevant and competitive. Thisis not only due to regulatory
pressures but also because of increasing demand from
customers for transparent and environmentally responsi-
ble products. This leads to restructuring sourcing strategies
and opting for suppliers who can demonstrate sustainable
practices. And this encourages every entity in the supply
chain to adopt more sustainable operations. Looking for-
ward, | anticipate sustainability will become an even more
critical driver of business strategy and innovation. The
conversation will likely evolve from focusing on minimizing
negative impacts to actively contributing positive value to
society and the environment.

Visable: How does Visable aligh with these
developments?

Romain Richaud: Our first step towards this has been
promoting local sourcing. The benefits of local sourcing
extend beyond reducing carbon emissions from transpor-
tation; it also supports local economies and aligns with
European standards for environmental protection and
labor rights. By creating connections between European
buyers and suppliers, we‘re helping to create a more
resilient and sustainable regional economy. Moreover, as
sustainabilitybecomesacriticaldecision factorforprocure-
ment, we‘re committed to providing details about the sus-
tainability information of products and suppliers. Looking
ahead, we planto enhance our platform‘s capabilitiestoin-
cludesustainabilityfiltersandcertifications,makingiteasier
for users to identify and select products that meet specific
environmental and social standards.
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Visable: Moving to another big trend: Al. How is
Visable currently utilizing Al, and what are your
future plans for its integration?

Romain Richaud: Currently, Al plays a critical role in three
main areas. First, itimproves the matchmaking process bet-
ween buyers and suppliers,

enabling more relevant and

efficient connections. Second,

it helps us maintain the integ-

rity of our platform by filte-

ring out spam and identifying

potentially fraudulent activity.

Lastly, Al aids in content gene-

ration, simplifying the process

forusersto converttheirdocu-

ments and websites into plat-

form-ready content. Looking

forward, we‘re exploring the

potential of conversational

Al, technology that is desig-

ned to understand, process, and respond to human speech
input, to revolutionize the search experience on our plat-
form.Imagine a more intuitive, natural way for users to find
what they need - like having a conversation with an expert
who understands their requirements in depth. This could
significantly enhance user satisfaction and engagement.
Moreover, as Al technology evolves, we see an opportunity
to automate more tasks, making our platform even more
user-friendly and efficient. This includes everything from
personalized product recommendations to automated
negotiation tools, which could dramatically streamline the
B2B transaction process.
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Visable: Looking into the future: What is your
personal vision for the development of Visable

and its impact on the B2B trade landscape?

My vision for Visable is to continually push the boundar-
les of what's possible in the B2B trade sector. | see every
challenge we facetoday asan opportunity toinnovate and
iImprove. For example, the perceived limits on transaction
sizes or the types of products that can be traded digitally
are just barriers waiting to be overcome. With advance-
ments in technology, | believe we will see a significant
transformation in how B2B transactions are conducted.
Furthermore, as we navigate the complexities of global
trade, including geopolitical tensions and sustainability
challenges, | see Visable playing a pivotal role in fostering
a more resilient and responsible trade ecosystem. In es-
sence, my vision is for Visable to not only lead the digital
transformation of B2B trade but also to contributetoa @ gF e

more sustainable global economy. O europages
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Sustainability survey of our
suppliers and purchasers

Our company already makes active

Quantity

contributions to environmental protection

Our company has already implemented

sustainability measures

Our company has not yet taken any or

hardly any measures

Other

We favour sustainable suppliers

Sustainability does not play a role
for us when selecting a supplier

We only work with
sustainable suppliers

97 total answers

Quantity

89

188 total answers

41

39

15

55

33

November 2023

Our products as an integral part of
our sustainability journey

As highlighted in the interview, in addition to the ongoing
digital transformation, sustainability is increasingly beco-
ming a core topic at Visable. The year 2024 therefore repre-
sents a special development for us. Based on a survey we
conducted in winter 2023 with our users, we found out that
around 47% of buyers at wlw prefer sustainability-oriented
suppliers; 18% of buyers only work with these suppliers.
A similar picture emerges at European level. 46% of buyers
tend to look for companies that have actively integrated
sustainability aspects into their business practices, while
30% rule out cooperation if this is not the case.

In order to fulfill these needs, we will therefore be including
a sustainability service in our portfolio for the first time,
which will be developed in cooperation with the company
sustainabill. The sustainabill cloud platform represents a
strategically relevant expansion of our offering, as it offers
corporate procurement and CSR (Corporate Social Respon-
sibility) departments in particular the opportunity to bring
in-depth transparency to their supply chains and firmly
anchor sustainability aspects.

This new service enables our customers to gain an in-depth
understanding and a good overview of their sustainability
performance. A key advantage of this is that compa-
nies can check the extent to which they already meet the
requirements of the German Supply Chain Sustainability
Act (LkSG). At a time when compliance with such laws is
increasingly becoming a prerequisite for business relation-
ships, we are making a significant contribution to securing
future business opportunities between companies.

By integrating the sustainability performance analyzed
by the sustainabill platform into the company profiles on

visable

our platforms, our customers can effectively communicate
their sustainability efforts. This provides an opportunity to
stand out from the competition in an increasingly crowded
market. By making their sustainability efforts and capabili-
ties more transparent, they can target the growing number
of buyers who are looking for transparent and responsible
business partners.

The clear message for 2024 is that B2B commerce will
increasingly be inextricably linked to sustainability. Visable
sees itself as a pioneer of B2B commerce and therefore
takesitsroleintherealization of sustainability seriously. We
recognize that sustainability is a complex and challenging
topic for many of our users. By adding a sustainability
service to our portfolio, we are once again positioning
ourselves as an expert and strategic partner that supports
and accompanies its customers not only on the path to
digitalization but also on the path to more sustainable
business practices.
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he management of our CO2
emissions is the focus of our
environmental sustainability. That's
why we have found a partner in
Plan A to provide us with expert
support in measuring and managing
our emissions. Plan A was founded
in 2017 and is a leading provider of
software for corporate carbon
accounting, decarbonization and
ESG reporting. Plan A’s SaaS
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CHAPTER 4 - SHAPING THE DIGITAL AGE ECOLOGICALLY

platform uses advanced technology and science to help

companies like us accurately measure, report, and reduce
emissions. Plan A has
supported over 1500 com-
panies on their journey to
netzero,suchasN26, BMW,
Trivago, and the European
Union.

Together with Plan A, we
have created acomprehen-
sive CO2 footprint for 2023
using the methodology
of the Greenhouse Gas
Protocol (GHG), which
represents the sum of our
CO2 emissions within defined system boundaries, divided
into Scopes 1, 2, and 3:

Scopel

Emissions are direct emissions from company-
owned and controlled resources. They are divided
into three categories: stationary combustion (e.g.
fuels, heating sources), mobile combustion, and
fugitive emissions.

Scope 2

Emissions are indirect emissions from the genera-
tion of energy purchased from a utility company.
In other words, all greenhouse gas emissions that
are released into the atmosphere through the con-
sumption of purchased electricity, steam, heating
and cooling.

Scope 3
Emissions are all indirect emissions - not included
in Scope 2 - that arise in our value chain, including

upstream and downstream emissions. In other
words: emissions connected to the company‘busi-
ness activities.

The aim of our measurement was not only to obtain a
detailed picture of our emission sources but also to
evaluate the extent to which our measurement process and
the resulting data quality meet the requirements of the
Corporate Sustainability Reporting Directive (CSRD), the
EU directive on corporate sustainability reporting.

We were able to draw some positive conclusions, but also
see potential forimprovement. We will make improvements
this year, particularly regarding Scope 3 emissions, primar-
ily the emission factor of purchased goods and services, and
introduce automated processes for data selection. The plan-
ned adjustments to the process could lead to an increase in
our emissions next year. Nevertheless, we will establish the
current values as the base year and use them as a basis to
start implementing some effective reduction measures.

Detailed breakdown of
our emissions:

Scope 1

In 2023, our company fleet consisted of 44 vehicles,
around a third of which are hybrid vehicles, i.e. they can be
powered by either a combustion engine or an electric
motor. Two vehicles are fully electric. We see a need for
action here, which is why electrifying our fleet is a focused
goal of our emissions reduction program for the coming
years. In 2023, our company fleet emitted a total of 135
tons of CO2 equivalents.

Scope 2

In 2023, as in previous years, our offices were powered
entirely by electricity from renewable sources. Accordingly,
we did not record any emissions here. We have also taken
a number of measures in recent years to keep electricity
consumption in our offices in Hamburg, Munster, Berlin,
and Paris as low as possible. As a result, our offices across
all locations consumed around 34% less electricity than
the national average. However, there is a need for ac-
tion about emissions caused by heating energy. Through
the measurement, we were able to identify that the heat
consumption of our officesis more than twice as high as the
national average. Onthe one hand, thisis driven by the lack
ofawareness among many employees to take res-
ponsibilityand switch off the heating when they leave
the office, and on the other hand by the lack of automated
switch-off or heating reduction when rooms are empty. On
the other hand, this also results in potential savings that
can berealized with comparatively simple measures.
Based on heating emissions, we recorded emissions of 253
tons of CO2 equivalents in Scope 2.
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Scope 3

As previously discussed, Scope 3 emissions are, as
expected, the largest component of our carbon footprint.
At 1,050 tons of CO2 equivalents, our purchased goods and
services are the largest driver of emissions, which we will
specify and verify with a wider range of data this year.

Another emission driver, with 163 tons of CO2 equivalents
emitted, is our employees’ commute to work. This factor
Is divided into emissions caused by commuting to work
and those generated by working from home. Last year, all
colleagues had the opportunity to work entirely from
home. Thisis also reflected in the distribution of emissions,
as 76% of emissions are caused by working from home,
while only 39 tons of CO2 equivalents were emitted due to
actual commuting.

Since 2020, we have had a travel policy that prohibits our
employeesfromtaking businesstrips of lessthan 450 km by
plane. In principle, traveling by train is always preferable.
However, our organizational structure with mixed teams
from Paris, Berlin, and Hamburg means that it is difficult
to avoid air travel permanently.

Even though we pursue a remote-first approach, we can-
not completely do without personal contact - especially
for business critical workshops. The fastest train
connections between Hamburg or Berlin and Paris
take more than 8 hours. This makes a decision in favour
of air travel virtually unavoidable.

As a result, we emitted around 79 tonnes of CO2
equivalents for business travel in 2023. In the
remaining two emission factors ,Transportation of
goods“ (11 tons of CO2 equivalents) and ,Waste generated
in operations” (5 tons of CO2 equivalents), we identified
deficits in the measurement process, which is why we are

SEITE 20



CHAPTER 4 - SHAPING THE DIGITAL AGE ECOLOGICALLY

planning measures to ensure better data quality for the
measurement of emissions in 2024. We take our social
responsibility seriously. We have therefore voluntarily
measured our emissions for 2023 and will be taking vo-
luntary steps to reduce these emissions. Our journey to
net zero has begun and we will be taking many steps in
the coming months and years - not only to achieve this
goal, but also to encourage other companies to join us
on this path.

Allocation of emissions according
to scopes of the GHG Protocol

Emissions
tCO2e

Share of
emissions

Intensity per
full-time
equivalent
tCO2e

Intensity per
M<€ turnover
tCO2e
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t Visable, we are committed to
fostering a working environment
that is not only digitally progressive
put also people-centered. Our cor-
porate culture and initiatives for our
employees reflect this philosophy.
| ast year, our workforce grew to 417
full-time equivalents, which was
chieved through 122 new hires.
This growth goes hand in hand with
significant improvement in our
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staff turnover rate, which fell from 29% to 19%. In this
context, employee satisfaction is our guiding KPI, which
Is constantly monitored through a monthly survey. Last
year, the average satisfaction score was 3.4 out of 5, with 5
representing the maximum level of satisfaction. In 2022,
the average was still 3.6, which represents a slight decrease
butstill ata high level. Thereasonsforthis are continuously
analyzed and problem areas are identified and resolved as
faras possible. A constant dialogue between managers and
HR with employees and the opportunity to provide anony-
mous feedback in the monthly survey help to achieve this.
This is actively used and is very helpful. In addition, the
employer rating on the platform kununu rose again last
year to a value of 3.9, meaning that Visable is well ab-
ove the average value of 3.38 across all sizes and sectors.
Our goal for 2024 is to increase this figure even further.

Our company culture is based on an open, supportive
culture that permeates all levels of the hierarchy. Office
doors are always open, regardless of position, which rein-
forces a mentality of collaboration and mutual support.
This approach is complemented by a variety of employee
benefits that promote the well-being and satisfaction
of colleagues. These include paid job tickets/Germany
tickets, the provision of company bicycles, the option of
workation, flexible working hours, and 30 days of vacation
per year supplemented by days off on Christmas Eve and
New Year's Eve.

As an IT company, we provide a workplace with a high level
of occupational safety from the ground up. We also pay a
lot of attention to the topic of health. In 2023, we therefore
revitalized the Health Day, which offered various work-
shops on the topic of workplace health and the possibility
of a spinal measurement and is intended to establish itself
as an important part of our prevention work. In addition,
regular eye examinations and flu vaccinations are offered.
These initiatives are essential to ensure a healthy working
environmentand promote the well-being of ouremployees
in the long term.

Our sickness absence rate of 4.5% is roughly in line with
the average for the IT sector in Germany. Unfortunately,
we also identified two incidents of bullying. These were
immediately taken seriously and addressed. Nevertheless,
these cases show us that despite all the progress we are
making, thereis still room forimprovement. Itisimportant
to us to create an environment in which everyone feels
safe and valued. The fact that no injuries have occurred
confirms our commitment to a safe working environment.

Visable Headquarter, Hamburg

visable
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Head of Human Ressources

Markus Schindler

The topic of social sustainability is managed by the HR department in particular.
Our Head of HR, Markus Schindler, will therefore provide a deeper insight
into the initiatives and work in this area.

Visable: Markus,howdidyoucometoVisable? What
particularly appealed to you about the company?
Markus Schindler: My journey to Visable beganin July 2017.
What drew me here was a combination of the people, the
diverse challenges in HR, and a strong gut feeling. | was
attracted by the opportunity to shape and influence an
area that encompasses everything from recruiting to HR
development right from the start. | also met inspiring
personalities within the company, which reinforced my
decision. Ultimately, my gut feeling obviously proved to be
right - otherwise | probably wouldn‘t still be here six and a
half years later.

Visable: Could you give us an insight into your
daily routine?

Markus Schindler: In my role as Head of HR, | don‘t really
have a traditional working day, as | cover a wide range of
activitiesacrossallareas of Human Resources. Starting with
the support of our international teams, especially through
recruiting, through to classic organizational activities in
the HR area - after all, | also have a team of 12 people that
| manage. This means that every day brings new challen-
ges and opportunities, which makes this role so unique
and enriching.

Visable: What do you particularly appreciate
about the working environment at Visable?
Markus Schindler: What really sets Visable apart is the

cultural diversity and the associated dynamism. We now
have over 40 nationalities in the company. This enables us
to involve a wide range of different experiences and per-
spectives in decision-making processes, which | think is a
huge benefit. It also promotes a culture of innovation and
creativity, as different approaches and solutions com
together. This diversity of perspectives is a key to success,
especially in view of the constantly changing market
requirements, and enables us to adapt quickly in the right
direction. So it‘s this combination of internationality, the
constant new challenges, and the opportunity to work in a
truly global context that | find so appealing.

Visable: Are there also challenges that arise from

this great diversity?

Markus Schindler: The biggest challenge is certainly ef-
fective communication and collaboration across different
cultures and languages. English is our corporate language
- but not everyone speaks it fluently. So, we are constantly
working on finding solutions to ensure that all employees
receive and understand the same information. A current
example is the integration of multilingual subtitles in the
monthly company update. We also attach great importan-
ce to creating platforms and opportunities for our emp-
loyees to exchange ideas and learn from each other. This
ranges from formal events and workshops to daily virtual
meetings that take place across national and team boun-
daries. In our technology and product teams in particular,

we have established structures that promote close and
productivecollaborationonadailybasis.Intermsofpersonal
interaction, our annual company-wide summer party is
certainly a highlight.

Visable: The corporate culture plays a major role

at Visable. How would you characterize it?

Markus Schindler: Our corporate culture is best described
oy the principles of respect, teamwork, and the continuous
oursuit of learning and improvement. We revitalized our
corporatevalues notsolongago. ,Weareone company and
act globally“ is not just a guiding principle, but the essence
of our daily actions. We do not have egoists at work but are
truly a team with a common goal. We treat each other with
extreme respect across all national borders. At least that's
my impression. And | find that very special.

Visable: How has COVID-19 affected the corporate
culture and the way of working at Visable?

Markus Schindler: COVID-19 has undoubtedly had a
profound impact on the way we work and on our corporate
culture. The need to work from home has shown that
remote working can work very well. At the same
time, many colleagues have missed the perso-
nal interaction in the office. The spontaneous
conversations, the direct contact - all of this
has great value for the sense of community and
motivation. However, it has to be said that not
all employees see it that way and would prefer
to work exclusively from home. Last November,
we decided to introduce a flexible regula-
tion that requires employees to be in
the office eight days a month. This
decision came primarily from ma-
nagement and was not welcomed
by everyone equally. Nevertheless,
itis aregulation thatisvery flexible
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in comparison and positions
us as a pioneer. It is import-
ant to promote face-to-face
meetings, not only because
of the direct benefits but also
to keep our culture of colla-
boration and direct exchange
alive.

Visable: Do you see a need

to introduce further incen-

tives to bring employees

into the office?

Markus Schindler: Most employees want social inter-

actioninthe office, in the corridor, or at the coffee machine.

Enabling flexibility is crucial in my view. It therefore plays

into our hands that our employees have the opportu-

nity to work from a growing number of international offices

in attractive cities such as Paris, Hamburg or Milan. Free

water, tea, coffeeand fruit are certainly no longeradditional

incentives, but a hygiene factor. In the end, it is thequality

of the work and the culture of cooperation that counts.

Our managers play a crucial role in communicating the
value of office work and creating an environment that
Is both supportive and attractive for employees.

Visable: Do you see any changes in the
requirements of potential employees in the
application process?

Markus Schindler: Interestingly, the focus is no
longer just on the usual benefits orsalary.
Applicants are much more inter-
ested inwhatthey can achieveinthe
company, what influence they

have and to what extent they can
act responsibly. The younger
generations in particular are
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asking questions about the meaning and purpose of their
work and the company. This change in priorities
Is remarkable and challenges us as a company to com-
municate transparently.

Visable: What current challenges do you

see, particularly in HR in the B2B sector?

Markus Schindler: In addition to the omni-

present shortage of skilled workers, one

of our main tasks is to make the B2B sec-

tor more attractive to potential employees.

Many potential employees do notimmedia-

tely seethe wide range of development and

career opportunities that our sector offers.

It is therefore important to build a strong

employer brand. Thisincludesemphasizing

our innovative strength, our digital focus,

and the opportunities for personal and pro-

fessional development. It‘s about conveying a comprehen-
siveimagethatincludes notonlytheworkitself butalsothe
company‘s culture, diversity, and social responsibility. This
brings us to the topic of sustainability - we see the need to
furtherexpandourcorporatesocialresponsibilityinitiatives
and anchor them even more firmly in our core business
strategies. The aim is to play a pioneering role not only
within the company, but also in the industry as a who-
le, and to show that sustainable and socially responsible
actionisanintegral part of our success. Diversity and inclu-
sion are frequently demanded topics in this context, which
we have addressed by committing to the Diversity Charter,
among other things. However, we are aware that there is
always room for improvement, so we will also be working
harder on this topic this year.

Visable: Which recruiting channels are currently
crucial and what strategies do you use there?
Markus Schindler: We pursue a recruiting mix approach

and diversify our recruiting work across different channels.

Basically, however, it can be said that the classic post-and-

pray principle is no longer sufficient today. In other words,

publishing a job advertisement and hoping for as many
applications as possible does not work.
Active sourcing, i.e. the targeted approach
of potential candidates, is key. We also use
our own networks for this by turning our
own employees into ambassadors to share
job advertisements with their friends and
acquaintances. This has proven to be very
successful in recent years. It‘'s about ad-
dressing potential employees directly and
getting them excited about Visable, espe-
cially those who are not actively looking
for ajob.

Visable: In view of Visable‘s constant
change, how do you ensure that all employees are
always kept up to date and can continue to develop?
Markus Schindler: One key to this is the continuous dialog
between managers and their teams in order to identify
development needs. We not only focus on formal training
but also promote both learning in everyday working life
and exchanges within the company and with external
networks. The latter is currently still in the planning phase.
Inthis way, we are creating a culture of continuous learning
and mutual support. We bring people with different back-
grounds and levels of experience together to learn from
each other. This not only strengthens the team structure
but also Visable‘s innovative strength.

Visable: What are your personal future prospects

for Visable?

Markus Schindler: | see the future of Visable in even greater
internationalization, increasing digitalization, and the
continuous adaptation of our HR strategies and tools to

continue to ensure our high quality and efficiency. We not
only want to consolidate our position as a globally active
company but also to be a role model in the areas of
corporatesocialresponsibilityanddiversity.lamconvinced
that by further developing our corporate culture and
expanding international career opportunities, we will not
only promote our employees, but also attract new talent
from all over the world.

As Markus emphasized, the diversity of our workforce is
one of our greatest strengths. With 42 nationalities and just
as many languages spoken, a 47% share of women, and
long-standing employees, some of whom have been with
the company for up to 40 years, we reflect the diversity
of a global community. This diversity not only promotes
new perspectives and ideas but also strengthens mutual
understanding and respect. Looking back atthe company‘s
history, however, it is also clear that the requirements and
skills needed by our employees have changed massively in
many cases over the last 40 years. This is why we contin-
uously train and develop our employees.
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To further promote diversity and inclusion, we joined
4,100 other companies in signing the Diversity Charter in
2022. Through this commitment, we are actively and pu-
blicly campaigning against discrimination in the workpla-
ce and implementing various measures - including raising

In summary, we are a company that is not only com-
mitted to digital transformation but also to the well-
being and development of its employees. By combining
a strong corporate culture, diverse employee benefits,
and a focus on health and safety, we create a working
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Our social key figures

environmentinwhicheachandeveryindividual should feel
valued, supported, and inspired. We see this community
as the key to a sustai-
nable future and the
continued success of
our company.

awareness of diversity issues, training, and reviewing HR
processes. In addition, a transparent external image is cru-
cial to underline our commit-
ment to equal opportunities
in the workplace for all peo-

Number of FTEs
Diversity is at the heart of the values promoted at

Visable. With 42 nationalities, our employees come
ole, regardless of their origin, from almost every corner of the world. In our offices in
ohysical abilities, ethnicity, Germany, France, Italy, and China, we are committed
sexuality, or gender identity. t0 better coexistence, regardless of gender, age, sexual

orientation, and physical condition. This great diver-
Despite these positive de- sity brings us new and interesting perspectives from
velopments, we are aware which we benefit greatly. Therefore, Visable‘s signing
that there is a need for ac- ofthe piyersity Charteris a natural step for me towards
tion with regard to gender a deeper commitment to our promotion of diversity

equality and diversity in the d aioi - h -  coci
areas of management and the and a joint contribution to the enrichment of society.

Management Board.

Number of new hires
Fluctuation rate

LTIF (Lost Time Injury Frequency)

Proportion of female employees

Representation of women on
the Executive Board

Number of nationalities 42 49

Employee satisfaction 3.4 from5 3.6 from5

We are committed to tackling these and other challen-
ges and continuously working towards a more inclusi-
ve and fairer working environment. The topic was also
recently initiated from an internal perspective, resulting
in a voluntary association of some colleagues who are
committed to creating a more diverse workplace. The
group is initially focusing on three core areas: Cultural,
gender, and age diversity. Objectives and initiatives can
be found in Chapter 6.

Training hours for emloyees 8000 7500

Absences 5% 7 %

N
j—t

Incidents of bullying

o

Number of injuries in the workplace

Number of fatalities in the workplace

Sandra Yonter, Vice President Marketing &

Managing Director Visable International
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Community

We recognize our responsibility to society as a whole.
That is why we are constantly trying to exert a positive
influence on society through various measures and help
where it is most needed.

For the tenth year in a row, we have made an annual
donationto aregional aid organization. In 2023, we decided
to support the Kids & Welcome association, which works
tirelessly to meet the needs of refugee children from
countriessuch as Ukraine, Afghanistan, Iran, Syria, Eritrea,
and Somalia. This association, which has been active
since2015,was also selected forourannual Social Day. With
a donation of 10,000 euros and the active participation of
our employees, we packed Christmas gift bags. These were
distributed to 3,000 children in refugee shelters, child pro-
tection centers, and women‘s shelters in Hamburg to bring
a smile to their faces and give them hope.

We also supported the work of the Paris-based organization
Unapei, whose 900,000 members advocate daily for people
with neurodevelopmental disorders, multiple disabilities,
and intellectual disabilities. Unapei brings together 330
associations of parents and friends of these people and
campaigns for their rights and to raise public awareness.
With our donation of EUR 5,000 to Unapei, we are sup-
porting projects that offer people with disabilities better
opportunities in the job market.

Another important initiative is our support for the ,,Cities
Pact for Solidarity and Future®, a collaboration between
the Hamburg and Kyiv Chambers of Commerce and In-
dustryas part of the #HamburgKyiv Cities Pact. As part
of this initiative, we provided 30 Ukrainian companies
with free premium packages on our europages platform
last November. This campaign, with a total value of over

100,000 euros, aims to significantly increase the online
presence of these companies.

The premium packages include a range of services, inclu-
ding searchengine optimization, product presentation,and
translation services, designed to maximize the attractive-
ness and findability of the companies. By improving their
online presence, we increase these companies‘ chances on
the international market and provide practical assistance
in securing jobs and rebuilding the country‘s economy.
The campaign has already had its first positive effects.
Ukrainiancompanies have already generated over 50
relevant business inquiries (as of June 2024).
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CHAPTER 6 - LOOKING AHEAD: OUR PLANS FOR TOMORROW

n 2024, we at Visable are implementing

targeted measures that will help us on
our way to a more sustainable future
Our ambitions are clearly defined: We
are striving for significant improvements
in each of our areas of action. This inclu-
des embedding sustainability principles
more deeply Iin our business processes,
AN promoting technological progress,
Lol v reducing our environmental footprint,
- and strengthening our social structures.

UMY
THTTTHEY
LR
T

-

#2




CHAPTER 6 - LOOKING AHEAD: OUR PLANS FOR TOMORROW

Governance

Anchoring ESG criteria in the corporate strategy
Sustainability has already played a guiding role in Visable‘s
own business activities in recent years, for example by
carrying out initial measurements of our CO2 footprint in
the years 2019 to 2021 and subsequently implementing
reduction measures and compensation payments. This
year, we are going one step further and firmly anchoring
the topic of ESG in our corporate strategy. Accordingly, we
will strategically link our business goals more closely with
social and environmental components in order to further
establish and strengthen a clear path towards greater sus-
tainability, not only in the short term but also in the long
term. Over the course of the year, we will further specify
our sustainability KPIs and integrate them into the existing
management system.

Establishment of a sustainability team

In order to ensure the implementation of our strategic sus-
tainability goals, we will carry out the necessary internal
restructuring. We are aware that we are at the beginning of
a journey and that we will face a number of challenges over
the next few years - particularly with regard to sharpening
our processes towards CSRD compliance. As a first step,
we will therefore distribute the thematic responsibilities
among various teams. This will enable us to ensure that we
generate positive effects - both internally and externally.

Adaptation of our ESG guideline

Our ESG guideline came into force on November 1, 2020,
and has been an integral part of our corporate structu-
res ever since. A lot has happened since that date and
Visable has evolved considerably. It is therefore time for
our ESG policy to be given a new coat of paint and for our

increased ambitions to be reflected here. We will there-
fore be making an expansion that, for example, more
clearly defines opportunities and obligations for part-
icipation in the topic in various areas so that this
document can continue to be used as a guiding star for
our sustainability goals.

Product

Continuous promotion of the digitalization of German
and European SMEs

We will continue our efforts to support the digitalization
of German and European SMEs. Our overarching goal is
to sustainably increase added value for our customers. By
offering innovative solutions and driving digitalization
in the area of marketing and sales for SMEs, we not only
help the companies themselves but also make an
importantcontribution to Europe‘s social and eco-
nomic development. By strengthening SMEs, we
contribute directly to creating and securing jobs and
increase our social impact. This reflects our commitment
to being not only a business partner, but also an active
promoter of the European economic fabric. A key focus
of our strategy is to open up new sales markets for B2B
SMEs. By expanding our digital platforms and services,
we are creating new opportunities for SMEs to make their
products and services accessible to a wider audience.
This not only gives companies access to new markets,
but also supportstheir growth ambitions at an inter-
national level and reduces their dependence on individual
regional markets. In addition, we actively promote the
sale of products by continuously developing our
offering towards a comprehensive marketplace. This
transformation of our platform aims tocreate amore
efficient, user-friendly, and integrated e-commerce
environment that meets the needs of modern businesses.

visable

This approach enables SMEs to benefit from the growth
of the digital economy and increase their sales figures.

Expansion of our product portfolio in the direction of
sustainability

In the coming months, we will be expanding our product
portfolio to include a sustainability check. In collaboration
withthesoftwaresolution fromsustainabill,we will support
our customers on their way to a more sustainable business
orientation and at the same time offer them a valuable dif-
ferentiation opportunity in the market. In addition, we will
iImprove the user experience for shoppers on our platform
by serving their sustainability oriented search preferences
more efficiently and effectively.

By taking this step, we are strengthening our commitment
to linking digital transformation with sustainable devel-
opment and offering customers not only technological but
also strategic support. The sustainability check is the-
refore an essential part of our mission to transform our
customers® business practices while raising awareness
and mobilizing the European market for more sustainable
business models.
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Ecology

Optimization of our measurement

By voluntarily measuring our emissions for 2023, we were
able to identify weaknesses in the process and data pre-
paration, which in some cases revealed insufficient data
quality with regard to CSRD. Our focus this year therefore
Ison implementing strategic measures to significantly op-
timize the measurement of our environmental impactanc
pursue our sustainability goals more efficiently. A central
aspect of these efforts is the introduction of automated
invoice analysis. This system enables a more precise de-
termination of emission categories and automates the
calculation of delivery routes. Our aim is to significantly
improve data quality, particularly in the emissions drivers
caused by the purchase of goods and services and by
transportation routes.

Wearealso strivingto standardize ourdatasourcesinorder
to simplify the data aggregation process. The focus hereis
on standardizing our business travel bookings, which will
significantly increase the efficiency of our emissions calcu-
lations. This measure is a decisive step towards increasing
the accuracy and reliability of our environmental data.

To successfully implement these extensive initiatives,
responsibilitiesforsustainability are beingredefined across
the company. These organizational changes are designed
to strengthen our capacity for sustainable development
and promote greater awareness and a sense of shared
responsibility for our environmental goals throughout the
company.

Reduction measures

Increasing internal awareness

We see the greatest lever for reduction initially in
increasing internal awareness of the issue of sustai-
nability. As mentioned above, we will revise both our
ESG policy and our travel policy and ensure that they
are implemented consistently. In order for this to
happen, we will use the means of communication
described below.

A central component of our strategy to increase
internal awareness is the implementation of regular
internal learning sessions. These educational events
offer our teams the opportunity to take an in-depth
look at various aspects of sustainability. Topics range
from the importance of reducing CO2 emissions and
relevant regulatory requirements to practical tips on
how each individual can make a contribution in their
everyday life. Through these sessions, we strive to
increase knowledge and internal awareness and thus
strengthen the basis for informed and sustainable
decisions in everyday professional life.

To reinforce what has been learned and to encoura-
ge active participation, we will also introduce sustai-
nability challenges that are enriched with gamifica-
tion elements. These playful competitions are not
only intended to be fun, but also to motivate emp-
loyees to translate the knowledge they have acqui-
red into practical, everyday actions. A first example
of this is a commuting challenge that encourages our
employees to choose more sustainable means of
transportation for their commute. This initiative will
not only reduce our ecological footprint but also has
the potential to promote positive health effects.
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Reduction in heating consumption

Analyzing our energy consumption data has shown
that energy consumption for heating office space
contributes significantly to our company‘s overall
emissions. We see an urgent need for action here.
To tackle this challenge effectively, we are planning
to install automated thermostats in our office buil-
dings. This technology enables more precise control
of room temperatures, which not only increases
comfort but also significantly reduces energy con-
sumption. By using these automated systems, we
expect to significantly reduce our emissions in the
area of heating energy.

Electrification of the fleet
Electrificationofthecompanyfleetisacriticalaspect
of our strategy to minimise our environmental foot-
printinthe longterm and achieve our sustainability
goals in the long term. At the same time, it is a goal
that cannot be achieved overnight. Nevertheless,
we will take the first steps in this direction this year.
We are already working on an incentive program to
accelerate the transition to fully electric vehicles.
The program will offer incentives for the selection
of electric models and is intended to break down
barriers that stand in the way of faster adoption of
this technology.

Business trips

We are expanding and are constantly opening new
international locations as part of our expansion. This
regional growth inevitably increases the need for
ousiness travel, which in turn brings with it the
notential for increased emissions. Considering this
development, we are committed to strategically
reducing the environmental impact of these trips. In
order to effectively manage emissions from business
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travel, we continue to focus on strengthening our
remote-first culture. This practice minimizes theneed
for physical meetings and thus directly reduces the
frequency of business travel.

By further expanding and optimizing opportunities
forvirtual meetings and collaboration, we enable effi-
cient work processes without the need for constant
travel. In situations where traveling is unavoidable or
where it makes sense to meet in person, we will take
measures to encourage the shared use of transport.
Thisincludes planningand coordinating travel so that
multiple employees who need to travel to the same
location can travel together. This strategy not only
reduces the number of trips, but also optimizes the
utilization of the means of transport used.

Power consumption

Despite the fact that our offices are fully supplied
with green electricity and consumption is already
below average, we will continue to work on ways
to minimize energy consumption. Following the
Covid pandemic,we havesetouraverage mandatory
presence of all employees in the office to at least 8
days per month on-site, but we expect this to result
In an increase in energy consumption compared to
the pandemic period. However, during this time,
more electricity was consumed by the respective
employees at home.

Although there was an incentive to switch to green
electricity at home as well, this was not achieved
100%, unlike in the office. Raising awareness among
our employees through targeted information cam-
paigns and training will be an important element in
counteracting the increase in office consumption.
This will encourage them to make a pesonal contri-

bution to more efficient energy use. This includes
simple but effective measures such as switching
off unused appliances and lights and optimizing
the use of space.

Social affairs

Diversity & Inclusion

In late fall 2023, a voluntary initiative of 22 employees was
formed with the aim of increasing the company‘s focus on
diversity and inclusion across all locations. Initiatives in
three areas have been planned for 2024

Cultural Diversity

We are pursuing a growth strategy that involves
international expansion. At the beginning of the year,
we were able to recruit several new colleagues from
other countries and expect further cultural growth in
the coming months. In order to make the most of the
potential of this diversity, we will actively promote
internal discussion on the topic. To this end, events
are planned at regular intervals to promote cultural
exchange and raise awareness of the issue. In
the past, we have already organized intercultural
lunches in this context. We have also set ourselves
the goal of revising the company-wide onboarding
process and introducing an online course for inter-
cultural communication. With this offer, we hope to
buildculturalandlinguisticbridgesinordertopromote
effective cooperation and establish preventive mea-
sures against conflicts and misunderstandings. We
see mutual understanding as the cornerstone of
working together and will focus on this.

Gender Diversity
The gender ratio of our workforce is almost balan-
ced. This is already a good sign that we provide a

Cultural lunch at the Visable headquarters in Hamburg

visable
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Visable supports the #HamburgKyiv city pact for solidarity and future

gender-equitable workplace and that it is also per-
ceived as such. Thisyear, we will test this hypothesis
and carry out a gender pay gap analysis to examine
the salary structures between men and women in
the same positions and with comparable qualifi-
cations. Since the average salary gap in Germany
is around 6 %, we have set ourselves the goal of
comparingthisfigurewiththefigureinourcompany
and striving for full equalization of salaries for men
and women. In addition, we will continue our efforts
to increase sensitivity to the needs of people who feel
they belong to the LGBTQIA community. We unders-
tand that diversity and inclusion go beyond the mere
fulfilment of quotas. It is necessary to create a cul-
ture in which all employees feel they can be authen-
tic. To achieve this, we will provide ongoing training
and awareness-raising activities aimed at deeper
understanding and respect in our interactions.

Age Diversity

Our company history is characterized by a large num-
ver of different individuals, many of whom have hel-
ned shape the company over the years. This has led to
a broad age diversity, with our staff covering a range
of ages from young adults to experienced professio-
nals. We recognize the enormous potential that lies in
the diversity of these experiences, especially for mu-
tual learning and shared growth. In order to fully ex-
ploit this potential, we are planning to restructure
our existing buddy system in 2024. The aim is to pla-
ce a stronger focus on integration and exchange bet-
ween employees of different age groups and genera-
tions. This will not only facilitate the induction of new
colleaguesbut also offer the opportunity to share
experience and knowledge through reverse mentoring,
where younger employees can pass on knowledge and
fresh perspectives to more experienced coleagues.
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We are proud that the topics of diversity and inclusion have
not only been initiated by our management, for example
through the implementation of the Diversity Charter, but
are now also being put into practice through a project by
and for employees. On our journey towards a more sustai-
nable company, itis crucial that this is supported by many,
ideally by all shoulders - we see this project as the starting
signal of many initiatives that underline our ambitions in
this area with a strong signal.

Corporate culture and cohesion

Our efforts in the areas of diversity and inclusion will play
an important role in promoting cohesion and consolida-
ting our corporate culture. However, in view of our ambi-
tious corporate growth, this factor must also be promoted
through further initiatives. In 2024, we will therefore also
increasingly focus on measures that strengthen social
interaction. We see our annual summer party in June as
an important building block in this context, which is why
we have considered various program items and activities
that will bring our employees closer together - in keeping
with our ,One Company®“ mentality. Many people will
see each other for the first time on this day, as colleagues
from all locations will come together. In addition to the
summerparty, we will be putting together other events
over the course of the year that will hopefully generate a
similar effect of cohesion.

Community

In 2024, we will once again make an annual donation to
a local organization for a social cause. We have not yet
chosen an organization at this time, but we aim to find a
project where we can make an effective contribution not
only through monetary but also through active help.
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