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Overview Brands Operations and Supply Chain

Our Journey
and Evolution

People and Communities

Our story is one of transformation. Whether launching
innovative new products or modernizing our business, at

Edgewell we aim to evolve with the changing needs of our

many stakeholders and the broader world around us.

We see sustainability as a key to our growth and an important aspect of our long-

term plan and success. Guided by our Sustainable Care strategy, we're proud of

the meaningful steps we continue to take on this journey, working closely with our

teammates, customers and suppliers.

Our passionate team of over 6,700 visionaries and doers is dedicated to bringing joy

to consumers in more than 50 countries — helping us deliver better outcomes locally

and globally for our business, brands, people and communities.

Throughout this report, we share details about our progress, including toward our

sustainability goals, as we strive to balance the joy of caring for yourself while also

caring for our planet and society.

The Details
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Overview Brands Operations and Supply Chain

Message From

the CEO

| am proud to welcome you to Edgewell’s
Fiscal 2025 Sustainability Report. This
annual report highlights our ongoing
commitment to our sustainability journey

and the advancements we have achieved.

People and Communities

The Details

Fiscal 2025 has been another year of progress in Edgewell’s
transformation. We have stayed focused on disciplined
execution, strengthened key capabilities and increased our
emphasis on what matters most: our brands, our consumers
and operational excellence. In FY26, we successfully
streamlined our portfolio through the divestiture of our
feminine care business, allowing us to focus on our core
categories of shave, sun, skin and grooming. Currently, every
category we operate in across each global region is in growth
mode. Our brands are resonating with our consumers in a
more authentic way, and they are stronger than ever. This
continued momentum reflects the effectiveness of our
strategy and the business model we have been building. While
we faced external pressures that impacted our performance
and stressed our global supply chain, we still delivered strong
results in the fiscal year across our international markets,

innovation and productivity.

Fueling this performance is the thriving, people-first culture
we have built that our teammates live every day. Our culture
is the catalyst driving results and guiding our organization.
While operating in an unpredictable external environment
marked by conflict, regulatory changes and ongoing pressure
on consumers, we stay grounded in our purpose and values,
which help us to be smart about how we deliver. We are
mindful of today’s geopolitical realities and financial pressures
while staying committed to doing the right thing as part of our
value-creation strategy.

Sustainability is a key enabler of this. It is a consideration

in how we innovate, operate and create value for our
stakeholders. As we continue transforming Edgewell into

a more consumer-centric company that builds world-

class brands, we remain confident in the work underway.

As a united global team, we identify small changes and
transformative shifts that move us toward our sustainability
goals and objectives. This work matters because it aligns with
our strategy and portfolio and reinforces that Edgewell is a
company people can trust.

I'm proud of the significant progress that we've made at this
point in our sustainability journey. We have made measurable
progress across our strategic pillars and achieved several of
our targets, some ahead of schedule. Resilience and future-
proofing our business have always been at the core of our
program, and as our consumers, customers and the broader
external landscape evolve, we periodically evaluate and

refine our strategic approach. Through our Sustainable Care
strategy, we continue to set priorities and take action across
our brands, operations, people and communities to enable our
long-term business strategy and to contribute in a way that is
meaningful for our business and the stakeholders we serve.

Our commitment to our people and communities remains
unwavering. As a purpose- and values-driven company, we
will continue to support our teammates by investing in their
experience and building a culture where people feel they
belong and can do their best work. We know that when our
teams are engaged, our performance improves. In FY25, we
continued to strengthen engagement across Edgewell by
focusing on clear priorities, consistent leadership behaviors
and the actions that matter most to teammates day to day.
This includes a focus on wellbeing, upskilling our people
leaders, providing meaningful opportunities to give back to
our communities and further strengthening safety practices
across our operations. These efforts are meaningful because
they support teammates who, in turn, execute better by
serving consumers and customers with greater speed, quality

and consistency.

Edgewell's brands are the face of our company and the way
we connect with our consumers. Our retailers and consumers
set high standards for the products they choose to sell or use,
and we work hard to deliver consistently high-quality products
to meet these standards. As we introduce new innovations,
renovate current products and update packaging, sustainability
helps to guide our approach. In fiscal 2025, we continued

our focus on exploring packaging design and improvement
opportunities — reducing material use, incorporating recycled
content and designing for recyclability, where we can.
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We also advanced ingredient stewardship and continued to
maintain rigorous product safety practices, because trust in
our brands is earned through the quality and care we put
behind each product. As an Edgewell teammate and an avid
consumer of our products, | am proud of the care and rigor
our teams bring to this work.

The teammates on our operations and supply chain

teams are instrumental in reaching our sustainability goals
and building resilience across the enterprise. Across our
global locations, we continue to improve efficiency and
reduce our environmental footprint through disciplined
operational excellence. These teammates continue to look
for opportunities to identify, implement and measure projects
that reduce energy use, waste, water and greenhouse gas
(GHG) emissions. Their ingenuity and commitment to
continuous improvement drive meaningful contributions at a

time when efficiency and agility are critical to our success.

As we look to the future, we remain committed to this
important journey and to our Sustainable Care priorities.
While the external environment will always be shifting, one
thing is clear: Edgewell's commitment to operating responsibly
will remain steadfast. With our consumers at the center of

all we do, we will look to strategy, innovation, leadership and

continued transformation to help us move forward.

Thank you for your interest in our program and progress, and,
most importantly, thank you to Edgewell's teammates for the

care, focus and pride you bring to this work every day.

Sincerely,

g 0 A—

Rod Little
President and Chief Executive Officer
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We Are Edgewell

Edgewell’s brand portfolio

Our brands are loved and trusted by households around

the world. Spanning four categories, these leading names in
personal care include some with histories stretching back more
than 250 years. Together, they represent a tradition of meeting
continuously evolving consumer needs and lifestyles.

US$2.2B

in revenue'

~6,700

employees

28

offices globally

50+

countries in which
products are sold

1 FY25 rounded.
2 Edgewell-owned and -operated
manufacturing facilities.

Our global operations?

Headquarters

Shelton, CT, U.S.
New York City, NY, U.S.

Manufacturing facilities

Asia-Pacific
Guangzhou, China

Europe
Teplice, Czech Republic
Solingen, Germany

Latin America
Aguascalientes, Mexico
Mexico City, Mexico
Obregdn, Mexico

North America
Hanover, Canada
Milford, CT, U.S.

Dover, DE, U.S.
Ormond Beach, FL, U.S.
Sidney, OH, U.S.
Knoxville, TN, U.S.

Our brands

Shave

Grooming

Sun and Skin Care

Edgewell FY25 Sustainability Report
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Awards and Recognition

*****

AMERICA'S

MOST
RESPONSIBLE

COMPANIES
2026

Newsweek

I‘ statista ¥a I

For the seventh year in a row, Edgewell has

been named one of Newsweek’s America’s Most
Responsible Companies for 2026. Being named
to this list reflects the action we continue to take
as a company to uphold responsible business
practices across environmental, social and

governance topics.

@ usa Tobay

AMERICA’S
CLIMATE
LEADERS

Edgewell is proud to be recognized as one of
America’s Climate Leaders by USA Today, based
on its ranking of American companies that have
achieved the greatest reductions in core GHG
emissions intensity.

Edgewell FY25 Sustainability Report

Forbes

AMERICA'S

BEST-IN-STATE
Lt

COl

Ranked #1 in Connecticut in Forbes’ America’s
Best in State Employers 2025. Headquartered in
Connecticut since 2015, this recognition reflects
Edgewell’s efforts to foster a culture where
teammates feel valued, supported and inspired
to succeed.
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Celebrating

People and Communities The Details
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91%

recycled and/or certified
responsibly sourced fiber
for fiber- and paper-
based packaging across
our product portfolio as
of FY25

~31%

reduction in virgin petroleum-
based plastic in disposable

70%

reduction in annual plastic
packaging usage in our
razors and blades

Edgewell FY25 Sustainability Report 6

razor handles since FY19

10 Years
of Edgewell

portfolio since FY19

20%

increase in
recyclable plastic
packaging across
our portfolio
since FY19

<1.0

injury rate maintained
since FY15

77,000

trees funded
as of FY25

100%

certified sustainable
palm oil sourced for use
in our products®

$2.2M+*

donated to the United
Way over the past decade
through the company’s
matching gift program

12M+

units of essential personal care
products donated through Feed the
Children over the past decade to
support families in need

207,700+

InspireJOY recognition
moments as of FY25

26M

gallon reduction in
annual water withdrawal
compared to FY15

176,000+

gigajoule reduction in
annual energy consumption
compared to FY15

202,000+

metric tons of waste
diverted from landfill
since FY15

3 Certified sustainable palm oil directly sourced and through some credits for use in our products.

4 United Way teammate contributions based on campaign donation pledges in FY25; data provided in U.S. dollars and rounded to the nearest whole number.
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What
Guides Us

We are innovators at heart — looking
ahead while being deeply informed by
where we've been. Every step of the way,
we remain true to our guiding lights: our
sustainability vision, mission and strategy.

Our vision

A world where the joy of caring for yourself is balanced
with caring for our shared planet and society.

Our mission

To create products that people love to use to take care
of themselves, with careful consideration for our planet
and everyone who shares it.

“Our products are part of everyday routines and
life's meaningful moments for our consumers,
and we recognize the responsibility that comes
with that. By embedding sustainability across our
business, we are delivering measurable progress
and continuing to strengthen our approach — driven
by the commitment of our teams — while remaining
focused on sustained performance and impact

over time.”

Amy Knight
Vice President, Global Sustainability

People and Communities The Details

Our Sustainable Care strategy

OPERATIONS
AND SUPPLY CHAIN

PEOPLE AND
COMMUNITIES

Carbon Community impact

Environmental footprint

Responsible sourcing

We aim to identify small changes and transformative shifts

that, together, move us toward our goals and objectives. Our
Sustainable Care strategy provides a roadmap for this progress,
setting out our sustainability vision alongside clear actions and
targets designed to help us deliver measurable impact over
time, while also growing our business and addressing key
stakeholder needs.

The strategy focuses on areas where we believe we have
the greatest potential to make a positive contribution.

It guides our efforts to innovate our brands, continually
reduce our operational footprint and support our people
and local communities.

Health, safety and wellbeing

Inclusion and belonging

* Brands: Innovating products and packaging; championing
values of inclusion and belonging; and using our brands
as a catalyst for good

e Operations and Supply Chain: Reducing our environmental
footprint with a focus on GHG emissions, energy, waste and
water; responsibly sourcing materials; and engaging suppliers
on ethical and sustainable practices

* People and Communities: Living our values and
uplifting teammates, customers, consumers, suppliers

and communities
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This year marks an important milestone

in our Sustainable Care journey. We have
made significant progress across our strategic
pillars and achieved several of our targets,
some earlier than planned. These outcomes
reflect focused execution and the continued
advancement of our strategy.

For example, we reduced the use of virgin
petroleum-based plastic in packaging by 50%
in our razors and blades segment, sourced
100% certified sustainable palm oil for use

in our products, and made measurable
reductions in GHG emissions, energy use,
waste and water relative to our baseline year.
We also maintained an injury rate of less than
1.0 across our global operations.

Additionally, we continue to make steady
progress in reducing virgin petroleum-based
plastic in disposable razor handles and across
our packaging portfolio, increasing the use
of recycled content and certified responsibly
sourced fiber, and improving the recyclability
of our packaging; reducing operational waste
to landfill; and growing our community
engagement program with a focus on
strengthening and scaling impact, among
other areas.

As our business, customers and the broader
external and regulatory landscape continue
to evolve, we periodically evaluate and refine
our approach while remaining committed

to our sustainability priorities and driving
continued progress across our company.

We share more about our efforts, updated
targets and progress throughout this report.
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Managing
Our Business
Responsibly

Our sustainability vision and mission depend upon

the sustained efforts of people across our organization.
We manage sustainability topics at the highest levels of our
company. We also foster collaboration between technical
experts and regional teams to more effectively implement
our programs and initiatives, and to monitor our progress.

People and Communities

The Details

Board of Directors

Edgewell's Board of Directors and its Committees
oversee our sustainability policies and practices,
including our approach to managing climate impacts,
human rights and human capital-related risks. The full
Board oversees areas including corporate governance,
sustainability priorities and goals, and inclusion and
belonging, and is briefed on our sustainability reporting
approach and annual sustainability report. Additionally,
in FY25, ongoing Board education continued to be an
element of our scheduled sustainability issue briefings.

The Corporate Governance Committee oversees our
climate change response, ongoing efforts in ethical
and responsible sourcing, and the embedding of
human rights policies into our global operations and
supply chain.

Complete Committee-level sustainability responsibilities
are detailed in the Committee charters.

Risk oversight and management

Our Board, both directly and through its Committees,
oversees the key risks affecting our business, informed by our
risk assessment and management processes. Management
has day-to-day responsibility for assessing and managing

risk exposure, while our Board and its Committees provide
oversight, with particular focus on the most significant risks
facing our company.

Edgewell Leadership Team

The Edgewell Leadership Team (ELT), led by our CEQO,
governs and shapes sustainability policies, goals and initiatives,
and is briefed by our Global Sustainability Vice President. The
ELT plays a key role in embedding and driving Sustainable
Care priorities in their respective business areas, and reviews

and approves our annual sustainability report.

Global Sustainability Vice President

Our Global Sustainability Vice President is responsible for
driving our sustainability strategy, embedding it as a key
business enabler across the global organization, and leading
stakeholder engagement and sustainability reporting. The
VP updates the ELT and the Board's Corporate Governance
Committee, as well as the full Board as appropriate, on
sustainability-related topics.

Sustainability Workstream Leaders
and Champions

Sustainability Workstream Leaders and Champions are
empowered, engaged and passionate individuals who serve
as technical and regional experts. Workstream Leaders, who
work in partnership with our Global Sustainability function,
are responsible for implementing and tracking progress
against our sustainability goals and key initiatives.

Edgewell FY25 Sustainability Report

Our governance structure

Board of Directors
Oversight

Edgewell Leadership Team
(led by CEO)

Governance and sponsorship

Global Sustainability Function

Leadership, strategy,
business integration and reporting

.

Sustainability
Workstreams

.

Regional
Sustainability

Champions
Ingredients

Asia-Pacific, Middle East
Products and Africa

Packaging Europe

Operations Latin America

Ethical and
Responsible Sourcing

North America

People and
Communities
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Brands

“Sustainability is central to how we evolve our brands
and grow our business. Across our markets, our
teams are innovating in product design, packaging
and sourcing to meet local consumer needs,
strengthen our brands and build a more efficient,
resilient organization.”

Tony Lorman
Regional President, EMEIA Pacific

In this section

10 Innovating Our Brands

1 Product Sustainability

12 Embedding Sustainability into Product Design
13 Packaging Sustainability

15 Choosing Our Ingredients

16  Responsible Material Sourcing

17 Product and Packaging Sustainability in Practice

Edgewell FY25 Sustainability Report
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Innovating
Our Brands

Sustainability plays an important role

in how we evolve our brands and
strengthen our business for the future.
Across Edgewell, innovation is rooted

in creating products people love while
continually improving how we design,
source and deliver them. As consumer
expectations evolve, sustainability helps
guide that progress — encouraging
thoughtful product and packaging design,
responsible sourcing practices and
operational efficiencies that support both
environmental progress and long-term
business growth.

People and Communities

The Details

Our brands and private label products represent the

Edgewell name — trusted by consumers around the world
and thoughtfully created to meet daily needs. From getting
ready in the morning to enjoying time outdoors, our products
are part of many routines and memorable moments. This
connection inspires us to design solutions that deliver reliable

performance while reflecting evolving consumer expectations.

By placing consumer insight at the center of innovation,
we develop products that respond to diverse lifestyles and
local market needs while helping ensure our brands remain
relevant, inclusive and trusted. Consumer, customer and
market insights help guide how we evolve our portfolio

over time.

Through partnerships with organizations and our
customers, we seek opportunities to create a positive
impact by supporting community and environmental
conservation initiatives.

Together, these efforts help strengthen our portfolio and
inform how sustainability considerations are integrated

“HNINNVL
_ Auva

into brand development and product innovation across
our business. .01d0Y[,

NviymyH
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Product
~ Sustainability

People and Communities

The Details

At Edgewell, we are driven to continually
create joyful everyday products that

offer something for everyone. Across our
branded and private label products, we
deliver consistently high-quality products
that follow clear ingredient stewardship
principles and science-backed research to
put consumers first.

The choices made during product design shape not only the
experiences our products deliver today, but also their impact
over time, and we recognize our role in helping advance more
responsible consumption. For these reasons, sustainability
considerations are increasingly integrated into our product
development processes and innovation frameworks across

the portfolio.

We are committed to developing products and packaging

to be more sustainable by using recycled and renewable
materials where feasible, reducing material usage and
designing packaging for recycling or reuse — with the

aim of supporting a more circular economy. Our efforts

are supported by internal collaboration across product
development, packaging engineering, procurement and supply
chain teams. At the same time, we maintain high standards for
ingredients and materials while ensuring products continue to
deliver the performance, quality and value consumers expect.

Because consumer needs and market conditions vary
around the world, we take a regional approach to product
development. This enables teams to tailor solutions to local
preferences and retail requirements while remaining aligned
with company-wide standards, product safety expectations

and innovation priorities.

Edgewell FY25 Sustainability Report 1

As we create new products, we aim to balance product
lifecycle considerations along with cost, quality, supply,
material use and consumer value — striving to embed

sustainability as part of the broader innovation process.

While it is not always possible to measure the precise
impact of every improvement, each step helps strengthen
how sustainability considerations are embedded across
our portfolio over time. Insights gained through product
development and packaging innovation help inform future
improvements and support continued progress across
our brands.

Throughout FY25, we continued to make steady progress
toward our ambition to reduce virgin petroleum-based plastic
content in our disposable razor handles through innovative
efforts such as design changes and material selection. As of
FY25, these efforts have contributed to a 30.8% reduction
versus our FY19 baseline, representing meaningful progress
toward our 50% reduction goal.

Our goal®

By 2030, reduce the virgin petroleum-based plastic
content in our disposable razor handles by 50%
versus FY19 baseline.®

2025 progress: 30.8%

5 Following the sale of the feminine care business after the reporting period, 2030 goals specific to that business unit are no longer applicable to Edgewell's

go-forward portfolio and are no longer being tracked or reported.

6 Virgin petroleum-based plastic is derived from petrochemical feedstock and has not previously been used or processed.
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People and Communities
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Embedding Sustainability
into Product Design

As we develop new products, we strive
to embed sustainability considerations
across each stage of product design.

Consumer insights and experience

Design begins with understanding consumer preferences and
how they use and experience our products. By grounding
decisions in consumer insight, we aim to create products
that support consumer wellbeing and help them care for
themselves while also taking their sustainability preferences

into consideration.

Research and innovation

As part of our research and development efforts, teams
explore material options, assess feasibility and evaluate how
consumer preferences and sustainability considerations can
be incorporated while also complying with safety, efficacy
or regulatory requirements. We expect our suppliers and
partners to take these factors into consideration as well.

Product design and material selection

We focus on embedding circular design principles and
improving material efficiency. This includes increasing the
use of recycled, renewable and recyclable materials where
feasible and simplifying our product and packaging formats
so that sustainability gains can be delivered at scale. Our
approach enables regional teams to pilot alternative materials
or formats locally, with insights informing broader standards
and practices across the business.

Production and distribution

By sourcing and manufacturing regionally, we aim to reduce
transportation-related emissions while improving supply chain
efficiency and resilience. Optimizing logistics, for instance

by shortening travel distances or reducing the number of
journeys, also helps us balance environmental impact with the
needs of our customers. Read more in the Operations and

Supply Chain section.

Continuous improvement

To drive continuous improvement, we incorporate learnings,
new advancements, stakeholder feedback and emerging
sustainability guidance into our ongoing product development
processes. We measure, track and adjust to strengthen

our performance.

Edgewell FY25 Sustainability Report

Our approach to designing

for sustainability

Continuous
improvement

We strive to embed
sustainability at every
stage of product

Production and
development

distribution

Product design
and material selection

Consumer insights
and experience

Research
and innovation
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Packaging Sustainability

Packaging plays a vital role in protecting

and delivering personal care products that

are essential to everyday life. We believe
that packaging should be designed,
sourced and made responsibly, with

the aim of reducing the use of virgin
petroleum-based plastic, increasing the
use of recycled and renewable materials
where feasible, reducing waste and
supporting a circular economy.

We remain committed to continually considering the
environmental impact of our packaging throughout its
lifecycle, and collaborating, problem-solving and designing
packaging for recycling or reuse where possible to help
improve the environmental footprint of our packaging.

Our brand portfolio requires a range of packaging types

and materials so the products we make can best serve

their intended purpose. Therefore, we take a multifaceted
approach to driving packaging improvements across our
product offerings — addressing the unique opportunities and
challenges presented by different packaging formats while

seeking opportunities for continuous improvement.

Our sustainable packaging approach

Our sustainable packaging approach complements

innovative design with a “reduce, replace, reuse,

recycle and reimagine” approach.

Reduce: We aim to reduce packaging where
possible, such as by reducing the amount of
material we use in product packaging or in
transporting products from our manufacturing

facilities to consumers

Replace: We look to replace virgin materials with
recycled alternatives, such as recycled plastic
and paperboard, without compromising product
quality or regulatory compliance

Reuse: We are exploring reusable packaging format
opportunities as an additional way to reduce waste
and support circular economy principles

Recycle: We design packaging with end-of-life
in mind and strive to design for recyclability
when feasible

Reimagine: We foster a sustainable packaging
innovation mindset and incorporate sustainability
considerations in upfront package innovation and

continuous improvement

BLADES

1138

1.5X

MORE GEL"
*vs. previous
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Our goals’

By 2030, aim to reduce the use of virgin
petroleum-based plastic in packaging
by 50% versus FY19 baseline.®

2025 progress: 31.0%

People and Communities

The Details

By 2035, strive for at least 90%
of packaging to be designed for

recycling or reuse.’

2025 progress: 83.2%

7 Packaging data includes primary and secondary packaging data made available to us.
8 FY19 baseline excludes acquired brands (CREMO and BILLIE), multipack e-commerce and Club store packaging in which products are packed or presented, and

packaging utilized by our Solingen facility. Virgin petroleum-based plastic is derived from petrochemical feedstock and has not previously been used or processed.

In FY25, we continued to make strides in reducing virgin
petroleum-based plastic use. Our efforts included shifting
to more paper-based cartons and incorporating recycled
plastic content where feasible, among other efforts. We also
identified opportunities to reduce the amount of material
used in many cartons, bags and blisters within our portfolio.
Additionally, we continued to design packaging for recycling
where feasible and increased the use of recycled and/or

certified sustainably sourced fiber.

As we develop new packaging, we continue to invest in and
explore innovative solutions while navigating constraints such
as cost and consumer acceptance, without compromising on
protection, product efficacy or safety. Packaging sustainability
challenges are complex and shaped by a range of external
factors, including evolving government regulation, recycling
infrastructure, the pace of technological advancement and
consumer behavior. Advancing more sustainable packaging
solutions also requires collaboration across the value chain,
and we continue to engage with industry groups, suppliers and
other stakeholders to help support broader progress toward a

more circular economy.

Our packaging goals, updated in FY26, reflect this evolving
landscape and our continued commitment to sustained
investment, innovation and cross-functional collaboration

across our global organization.

By 2030, aim to use recycled and/or
certified responsibly sourced fiber for 100%
of fiber- and paper-based packaging.”®

2025 progress: 91.1%

Edgewell FY25 Sustainability Report 14

Supporting consumers in recycling

We recognize that the environmental impact of our products
extends beyond design and manufacturing to how they are
managed at the end of their useful lives. Recycling systems
and capabilities vary widely across communities, and
consumers may not always have clear guidance on how to

dispose of certain products or packaging.

Where feasible, we support consumers by providing recycling
information, labeling and guidance designed to help them
make informed disposal decisions. In some markets, we

also offer or participate in voluntary collection or recycling
initiatives intended to help divert certain materials from landfill
where local infrastructure may be limited.

We continue to monitor evolving recycling systems and adapt
our packaging and consumer guidance as infrastructure and
best practices develop.

Convenient consumer
take-back programs

In the U.S., we partner with TerraCycle® to offer

a nationwide recycling program for SCHICK- and
SKINTIMATE-branded disposable razors and their
packaging. In the U.K., BULLDOG brand offers a free
take-back service in partnership with First Mile®,
which helps consumers divert tube packaging and
razor blades from landfill.

9 Design for recycling assessment criteria are aligned with industry associations, such as the Association of Plastics Recyclers in the U.S. and RecyClass in Europe.

10 Recycled content is from a feedstock that has been previously used or processed. We aim to source certified virgin fiber for use in our packaging with a preference

for Forest Stewardship Council® and Programme for the Endorsement of Forest Certification™ programs.
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Choosing Our
Ingredients

People and Communities

The Details

Our formulation and design standards
are guided by the latest scientific
research, as well as new and emerging
regulatory requirements.

To meet our quality and safety standards, each product must
pass a series of rigorous safety evaluations — something that

is particularly important when identifying ingredients for use

in our products. By engaging and actively listening to what
matters most to our customers and consumers, we regularly
review our formulations and make ingredient decisions to meet

their expectations.

Over the past several years, we have been working hard to
reformulate products across several of our categories to
remove select ingredients, including oxybenzone, octinoxate,"
microplastics and parabens and to reduce our use of volatile
organic compounds (VOCs) in select product lines.

Since FY22, our suncare brand products have not used
oxybenzone and octinoxate." Building on these efforts,
in FY25, we completed the removal of oxybenzone

and octinoxate from a small number of our grooming

brand products.

Additionally, in FY25, we substantially achieved our goal to no

longer produce products containing parabens, with only a few
reformulations remaining underway. While the vast majority of
our products do not contain microplastics, we also continued
working toward our goal by reformulating a small number of

remaining products.”

As part of our ongoing reformulation work, we previously

set out to reduce VOC consumption in our shave prep

and suncare products by 5% against a FY19 baseline. As

of FY25, we partially achieved and closed out this goal,
including a 4.7% reduction for shave prep. While further
reductions remain challenging under current technical and
product-performance constraints, we will continue to explore
opportunities that may support future VOC reduction

through product and packaging innovation.

Our goal
By 2027, no longer produce products

that contain microplastics.

In progress: efforts underway for the
few remaining formulations

Principles for ingredient use

We believe safe products start with safe raw materials. Our
ingredient principles guide our selection decisions and are

designed to enable a consistent global approach to safety and
effectiveness in our product design process.

Our testing is related to the unique benefits each product
provides, as well as our own safety, quality and efficacy
specifications. To study any potential skin compatibility
concerns, we conduct testing on our product formulations
carried out by independent third-party experts. We share
our Ingredient Selection Policy with all our suppliers before
selecting any raw materials for use in our products to confirm
they meet our expectations. We also monitor chemical
compliance to ensure we continuously meet or exceed all

relevant government requirements.

11 In response to ingredient bans in Hawaii, U.S. Virgin Islands and other locations, excludes existing SPF 80 and 100 products sold only in select stores and markets.

12 Edgewell continually assesses its product formulations and will comply with evolving microplastic definitions and regulations as they come into force.
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Fragrance formulation

To give consumers peace of mind, all our fragrances are
developed by fragrance houses that comply with our
comprehensive safety and regulatory standards, as well as
those of the International Fragrance Association (IFRA).

We use market intelligence to monitor ingredient trends and
regulatory developments, including emerging restrictions or
bans, and we publicly disclose our Fragrance Safety Principles.

Respecting animal welfare

Beyond selecting the ingredients they contain, we also
consider how our products are tested and evaluated.

We have a long-standing commitment to avoid animal
testing wherever possible and support a global ban on animal
testing for cosmetics. We only test on animals in markets
where it is legally required, and we actively engage with
regulators and industry bodies to help avoid unnecessary
testing requirements.

We work collaboratively with industry associations, including
the International Collaboration on Cosmetics Safety, to
encourage the development and regulatory acceptance

of animal-free testing approaches for assessing UV filters.
We also advocate for greater harmonization of nonanimal

assessment frameworks across regulatory agencies.


https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Edgewell-Product-Safety-Principles.pdf?v=1657287543
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Ingredient_Principles_FINAL_7.10.24.pdf?v=1750170217
https://ifrafragrance.org/
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Fragrance_Allergen_Disclosure_Principles_2023.pdf?v=1679061497
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Responsible Material Sourcing

We remain committed to responsibly
sourcing ingredients and materials for use
in our products and packaging, especially
where they may impact human rights and
the natural world.

Through our procurement policies, practices and efforts to
responsibly source certified virgin fiber and palm oil,® we
strive to help mitigate potential impacts in our supply chain.

Our goal

Continue to source 100% certified
sustainable palm oil for use in
our products.”®

2025 progress: 100%

o-kernel o)

Palm oll

Palm oil® is a versatile and widely used ingredient in many
consumer products, and global demand continues to put
pressure on the tropical rainforests where oil-producing palm
trees are grown. While we do not purchase palm oil directly,
it is present in some materials we source. We therefore

work continuously to try to ensure our suppliers are not

contributing to deforestation.

Our efforts are guided by our Responsible Palm Oil

Sourcing Policy and informed through our membership of
the Roundtable on Sustainable Palm Oil (RSPO). Through
the RSPO, we strive to help promote global standards,
transparency and traceability in materials.

In an effort to gain a more comprehensive view of our
suppliers’ practices, we survey them using detailed
questionnaires that extend beyond standard certifications
for palm sourcing. Through these efforts, we aim to deepen
our understanding of our suppliers’ visibility into their own

supply chains. In FY25, we continued to meet our goal of
sourcing 100% certified sustainable palm oil for use in our
products, achieved through both direct sourcing and the use
of some credits.

Forest and fiber

Healthy forests are important ecosystems — supporting
biodiversity, regulating climate and sustaining communities.
Recognizing the link between fiber sourcing and forest
protection, we strive to use recycled and/or certified
responsibly sourced virgin fiber- and paper-based packaging
when feasible.

We have a goal to use recycled and/or certified responsibly
sourced fiber for all of our fiber- and paper-based packaging
by 2030. In FY25, 91.1% of the fiber- and paper-based
packaging was made with recycled and/or certified responsibly
sourced virgin fiber material.
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Conflict minerals

Conflict minerals comprise tin, tantalum, tungsten and gold
(3TQ) that originate in the Democratic Republic of the Congo
(DRC) or adjoining countries (the “Covered Countries”)

with the potential to support armed conflict. While most
Edgewell products contain no trace of 3TG minerals, we do
use very small amounts in our power razors and trimmers.
We maintain a Conflict Mineral Sourcing Policy that outlines,
in detail, our commitment to 100% DRC conflict-free 3TG
minerals. This status is verified annually.

For more information, read our 2025 Conflict Minerals Report.



https://cdn.shopify.com/s/files/1/0598/9538/2192/files/ResponsiblePalmPolicy_Final.pdf?v=1718051268
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/ResponsiblePalmPolicy_Final.pdf?v=1718051268
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Edgewell_Conflict_Minerals_Policy_June_2023.pdf?v=1686850331
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Form_SD_-_FY_2025-2026-05-29-16-11.pdf?v=1781114721
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Product

and Packaging
Sustainability
In Practice

progista

As our product portfolio continues
to grow and evolve, we look for
opportunities to incorporate
sustainability considerations

into our innovation and product

development processes.

Across all categories, our brand and private label
product offerings continue to deliver the protection,
comfort and quality that our consumers know to SCHICK Japan's new grooming care brand
expect. We're proud of the progress our brand
teams continue to make in bringing innovative In Asia, our SCHICK brand team continues to look for
opportunities to expand their use of responsibly sourced pulp
and fiber in their packaging. In FY25, SCHICK Japan launched

a new holistic grooming care brand, PROGISTA, built on the

new and improved products to market, each one
tailored to unique category opportunities, challenges
and consumer preferences.

concept that “Skincare begins with the shave.” This premium

These examples highlight just a few of the portfolio features razors and replacement blades that are

approaches our brand teams are taking to advance packaged in certified responsibly sourced paper cartons and

our product and packaging sustainability progress fiber-based trays. Additionally, the outer sleeve is made with

across our portfolio. 50% recycled plastic."

14 Recycled includes both post-consumer and post-industrial recycled
plastic content.
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Packaging for sun-filled moments

In several regions, HAWAIIAN TROPIC brand teams are
exploring ways to advance the use of recycled plastic

across our suncare packaging. For example, in the U.S. and
Canada, 8-ounce tanning oils are packaged in 100% recycled
plastic bottles.”®

In Europe, Glowing Protection Oils use 100% post-consumer
recycled (PCR) plastic bottles,” while Glowing Protection
Lotions are packaged in bottles made with 50% PCR plastic.®
Consistent with this approach, in FY25, HAWAIIAN TROPIC
released the new SPF 50 Glowing Protection Face Cream in
Europe in a tube made with 50% PCR plastic.®
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Sophisticated scents,
better bottles

In the U.S., our CREMO brand continues to
identify ways to incorporate recycled content in
its packaging, helping reduce the use of virgin
petroleum-based plastic. Across the brand,
select body wash, shampoo and beard care
products’ — along with the new line of hand
soaps — are packaged in bottles made with 50%
recycled plastic.”

16 50% recycled plastic used in men’s and women'’s 16 oz.
body wash and men’s 16 oz. shampoo, 32 oz. body wash and
6 oz. beard care products.

17 Bottles only; excludes colorant, caps, pumps and labels.

Sharpening our material selection

Across our WILKINSON SWORD brand,
the team continues to develop products
and packaging that use less virgin
petroleum-based plastic when possible.

In Europe, WILKINSON SWORD systems
razors are now packaged in paper cartons
made with more than 90% recycled

content” and no longer use plastic windows.

Inside the carton, the razors are held in
paper- or fiber-based trays made with
100% recycled content.?’ Both the cartons
and trays are also made with certified
responsibly sourced pulp and fiber.

In addition, the WILKINSON SWORD
teams have streamlined the packaging for
several products,? avoiding 33 metric tons
of packaging.

The WILKINSON SWORD brand team has
also incorporated more recycled plastic

in some disposable razor handles. One
example is the XTREME 3 Sensitive razor
handle, which is made with 35% recycled
plastic content.”

19 Includes both post-consumer and post-industrial recycled content.

20 Post-industrial recycled content.

21 Products include: INTUITION 2-in-1 Nourishing Razor, INTUITION 2-in-1 Sensitive Razor, INTUITION
QUATTRO Sensitive value pack, INTUITION Complete Care Razor, INTUITION Complete Care value pack,
INTUITION Rosegold value pack, INTUITION QUATTRO XL pack and QUATTRO value pack.
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Sun protection worth
smiling about

In FY25, our U.S. suncare team introduced
the BANANA BOAT SPORT SPF 50 5 oz.
Mineral Lotion — a mineral sunscreen
formula designed to improve rub-in across
a wide range of skin tones and packaged in
tubes made from 37% PCR plastic.”®

18 Tubes only; excludes colorant, cap and labels.
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Operations and
Supply Chain N\

“Innovation and operations sustainability go hand Seagewell
in hand — enabling us to develop new solutions and
simplify complexity. By leveraging technology, data
and creative thinking, we can identify opportunities #
to optimize resource use, improve efficiency and better

align with the needs of our markets. By embedding

e

&

sustainability into these choices, we are strengthening
resilience and shaping an operating model built for
long-term value creation.”

Caroline Mallet

Vice President, Innovation and Transformation

In this section
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Managing Our Operations

We believe in operating responsibly,
acting with intention and staying focused
on our commitments. To advance in

our sustainability journey, we actively
seek innovative solutions, embrace new
opportunities and incorporate sustainable
practices throughout our operations and
supply chain.

Across our globally owned or operated manufacturing
facilities, we are committed to reducing our environmental
footprint. As we strive to advance this work, we focus on
rreducing greenhouse gas (GHG) emissions,? energy
consumption, waste and water use, as well as sourcing
ingredients and materials responsibly and engaging with our
suppliers related to our social and environmental standards.

We embed sustainability into our decision-making and
operational practices through a foundation of policies,
standards and management systems across our global
operations. These frameworks guide how we manage
environmental impacts, protect the health and safety

of our teammates and maintain high operating standards.

22 Scope Tand 2.

By pairing disciplined execution with a focus on continuous
improvement, we are strengthening the resilience of our
operations and supply chain while making steady progress
toward our long-term sustainability objectives.

Guided by our policy framework

We have a comprehensive set of Health, Safety, Environmental
and Sustainability (HSES) policies and standards covering a
range of HSES topics, such as waste, water, air, management
systems and reporting, and machine safety, among many
others. These are aligned with industry best practices and

legal, regulatory and customer requirements.

This framework guides our work and provides a systematic
and consistent approach with the goal of driving positive
change and taking appropriate steps toward significant,

lasting improvements.

Our HSES standards scorecards outline the requirements
for each HSES standard and are completed by each
manufacturing facility. The scorecards help demonstrate
compliance and identify any gaps that need to be addressed.
We update these scorecards and standards periodically

to ensure that we continue to assess performance against
relevant topics as they arise.

Standards and certifications

When possible, we aim to perform above and beyond
environment, health and safety (EHS) regulatory requirements,
laws and globally recognized standards.

We require all our manufacturing facilities to implement

and maintain EHS management systems consistent with
International Organization for Standardization (ISO) 14001
and 45001 standards. These globally recognized standards
require that facilities maintain robust management systems
for controlling environmental impacts and occupational
health and safety risks and hazards. Our facilities are internally
audited, measured and scored against our policies and
standards. These assessments focus on meeting or exceeding
compliance requirements and identifying opportunities for

continual improvement.

Several of our sites have been formally certified under 1ISO
14001 and 45001. In addition, the Milford and Dover facilities
in the U.S. have maintained their status as Occupational
Safety and Health Administration (OSHA) Voluntary Protection

Program (VPP) Star facilities, and several other facilities have

achieved certifications related to energy management, quality
and social accountability.

We support all our facilities in their pursuit of OSHA VPP and
ISO certifications or other similar standards. In FY24, our
facility in Solingen, Germany, began their ISO 45007 journey
and has since achieved formal certification.

Edgewell FY25 Sustainability Report

EHS certifications

Certification

Location

20

Clean Industry Program through
Mexico's Federal Attorney for
Environmental Protection (PROFEPA)

Obregbn, Mexico

Energy Management System
(ISOC 50001)

Solingen, Germany

Teplice,
Czech Republic

Environmental Management System
(ISO 14001)

Milford, CT, U.S.
Solingen, Germany
Guangzhou, China

Teplice,
Czech Republic

Medical Devices — Quality
Management Systems (ISO 13485)

Dover, DE, U.S.

Occupational Health and Safety
Management Systems (ISO 45001)

Guangzhou, China

Teplice,
Czech Republic

Solingen, Germany

Quality Management System
(ISO 9001)

Milford, CT, U.S.
Knoxville, TN, U.S.
Obregén, Mexico
Solingen, Germany

Teplice, Czech
Republic

Guangzhou, China

Social Accountability Certification
(SA 8000)

Guangzhou, China
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Energy and Emissions

We have long believed that a steady

pace of improvements can create

lasting impact. Through continuous
improvements across our global
operations, we have achieved measurable
reductions in energy use and emissions
over time, driven by the collective efforts
of teams across our business.

We recognize the importance of this progress as impacts
from the changing climate, including increasingly severe and
unpredictable weather events such as hurricanes, flooding,
drought and wildfires, are increasingly felt around the world.
These impacts can disrupt lives and businesses, affect human
health and destroy natural ecosystems.

Through our Sustainable Care strategy, we are committed
to conserving energy, sourcing renewable electricity,
reducing the GHG emissions associated with our operations
and contributing to other solutions that help address the
climate challenge.

Advancing our GHG reduction efforts

Aligned with climate science and a 1.5°C reduction pathway,
we've set a goal to reduce our GHG emissions by 50% by
2030, compared to a FY19 baseline.

Our GHG reduction efforts are ongoing and may

include improving energy efficiency through operational
improvements, electrification, emissions-reduction projects
and the procurement of renewable electricity. Our approach
may also include the limited procurement of certified carbon
offsets to address emissions we are unable to eliminate.

We continue to evaluate GHG impacts across our value
chain, aiming to identify opportunities and strategies to
reduce emissions and decarbonize our business over time,
to the extent possible.

Throughout FY25, we remained focused on reducing our
operational GHG emissions (Scope 1 and 2) and achieved

a 40% reduction versus our FY19 baseline. Scope 1

emissions increased slightly versus FY24, primarily due to the
development of a new manufacturing facility and the return to
normal operations at a manufacturing facility that was partially
shut down the prior year.

23 This goal covers Scopes 1 and 2 market-based emissions. While we are no longer publicly communicating an ambition to pursue carbon neutrality across our

global operations for direct (Scope 1) and indirect (Scope 2) emissions, we remain committed to continually exploring opportunities that may support further

decarbonization of our operations.

24 Our GHG emissions data includes all Edgewell-owned or -operated facilities across our global operations (office, manufacturing and research facilities

and warehouses).

25 For prior fiscal years, no market instruments were in place, so previously reported market-based emissions reflected grid-average emissions factors. Beginning in

FY25, market-based emissions have been updated and are reported using contractual renewable energy instruments and applicable residual mix emissions factors.

We calculate our GHG emissions in alignment with the
GHG Protocol and annually engage an external third party
to perform limited assurance over our Scope 1and 2 GHG
emissions metrics. See our latest CDP Climate Change

response for more details.

Our goal

By 2030, reduce GHG emissions by 50%,
based on FY19 baseline.?

2025 progress: 40%

Edgewell FY25 Sustainability Report

GHG emissions (metric tons CO,e)*

FY19

baseline FY23 FY24 FY25
Direct 8,815 8,219 6,890 8,381
(Scope 1)
Indirect (Scope 2 81,326 62,267 62,751 63,031
location-based)
Indirect (Scope 2 81,326 67675 70,653 46,095
market-based)®
Total (Scope 1+ 2 90,141 75,894 77543 54,476

market-based)?®



https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Edgewell_CDP_Climate_Change_Report_2025.pdf?v=1775685115
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Edgewell_CDP_Climate_Change_Report_2025.pdf?v=1775685115
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Managing our energy use

A key focus of our climate efforts is energy use. To drive energy
savings and enhance operational efficiency, our teams explore
opportunities such as production processes, engineering
changes and equipment upgrades. We track and regularly
review our energy use and, when possible, use metering
systems and facility energy audits to identify opportunities for
improvement and maintain best practices, such as efficient LED
lighting, managing building settings carefully, and detection and
repair of compressed air leaks.

We measure both absolute and intensity metrics to give us a
more comprehensive view of our performance and allow us to
assess results while accounting for fluctuations in facility-specific
production needs.

Our teammates continue to work hard to identify, implement
and measure a range of energy-conservation projects. For
example, at our manufacturing facility in Solingen, Germany,
our team identified an opportunity to redesign a shave
cartridge, which not only reduced material use but also
eliminated a process step, thereby reducing energy use —
saving approximately 24,000 kWh per year.

We continue to make steady progress reducing energy use,
achieving a 12% reduction in FY25 versus our FY19 baseline.

Our goal
By 2030, achieve 100%

renewable electricity use.?

2025 progress: 24%

People and Communities The Details

Energy use by type? (gigajoules)

FY19
baseline FY23 FY24 FY25
Electricity 709,578 651,432 627091 630,861
Fuel oil 197 1,442 155 196
Natural gas 156,267 135,966 111,008 134,783
Propane 120 66 75 68
Total 866,162 788906 738,329 765,908

We are also committed to supporting the shift to a low-carbon
economy and using 100% renewable electricity across our
global operations by 2030.% In FY25, approximately 24% of
Edgewell’s global electricity consumption was sourced from
renewable electricity through on-site generation, energy
attribute certificates (EACs) and utility-provided renewable
electricity programs.

100%

of Edgewell’s electricity use for

global offices, warehouses and
European manufacturing was covered
by renewable electricity.

26 Our renewable electricity target and progress applies to electricity use for all Edgewell-owned or -operated facilities across our global operations (including offices,

manufacturing and research facilities and warehouses).

27 Electricity data includes all Edgewell-owned or -operated facilities across our global operations (including offices, manufacturing and research facilities

and warehouses).

Molding upgrades reduce energy use

Our Teplice, Czech Republic, facility upgraded two
plastic injection molding machines with electric models,
reducing energy use by approximately 103,000 kWh
per year. These electric models can be up to four times
more energy efficient than the fully hydraulic models
they replaced. As of FY25, our European manufacturing
facilities have upgraded nearly 50% of their injection
molding machines, used to manufacture razor handles,
with fully electric or hybrid electric models.
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Manufacturing excellence designed
with sustainability in mind

As part of our operational excellence focus, we
consolidated two Mexico facilities into a new,
advanced manufacturing facility in Aguascalientes,
Mexico.

This facility is designed for operational efficiency
and sustainability, with key features including:

* Open-layout design maximizing natural light
for an efficient work environment

* Enhanced energy efficiency with solar panel
connectivity infrastructure

* Modern utilities (power, compressed air and
chilled water) for reliable, optimized performance

e Streamlined production layout for smoother flow
and reduced handling

Consolidated warehousing with vertical storage
for space maximization

e Alternative cooling methods that minimize the
need for traditional air conditioning, reducing
overall heating, ventilation and air conditioning
energy use

e Teammate transportation hub with electric vehicle
charging stations for evolving mobility needs

By consolidating facilities, we eliminated intra-
company transportation needs between Obregén
and Mexico City, cutting an estimated 550 metric
tons of carbon dioxide equivalent (CO,e) annually.
Combined with the potential to increase our use of
rail logistics, a lower-emission transportation mode,
this operational change represents an important step
in advancing operational efficiency while furthering
our sustainability efforts.
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Improving energy efficiency
through compressed air systems

Compressed air is a common input across Edgewell’s
operations. In FY25, several manufacturing facilities
focused on compressed-air system improvements to
increase energy efficiency.

For example, our Guangzhou, China, facility piloted

a manufacturing system that helps improve energy
management on the compressed air systems. The
system produced notifications that enabled the team
to respond quickly to repair the leaks or make other
adjustments, contributing to an 8% reduction in
energy intensity. The team has expanded this system to
three additional areas in the facility, delivering further
efficiency gains and operational benefits.

In Solingen, Germany, the team replaced seven
machines with innovative vibrating technology that
removes the need for compressed air altogether.
This change is expected to reduce energy use

by approximately 56,319 kWh annually while
simplifying operations.
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Regionalization driving greater efficiency

Regional manufacturing and distribution are central to
how we operate our business and serve customers and
consumers more effectively. It can also help us reduce our

environmental footprint.

Optimizing the locations of our manufacturing facilities,
warehouses and distribution centers (DCs), can increase
efficiency, improve lead times, support more agile customer
service and, in some cases, shorten the distance components

and products need to travel.

Regionalization can also help us build resilience against global
disruptions. By increasing regional sourcing and building local
capacities, we can safeguard our ability to deliver products to

consumers across our markets.

Smarter logistics

As a global company, we transport components and products
around the world. We rely on a range of carriers and
transportation modes to meet our logistics needs, including
ships, planes, rail and trucks. We aim to optimize freight
efficiencies, transportation logistics and operational strategies,
choosing the most cost-effective and sustainable options and

avoiding air freight wherever possible.

Where feasible, we explore fuel-saving technologies and
lower-emission alternatives for logistics, evaluating available
options within our manufacturing regions. This includes
assessing efficiencies, improvements and shifts toward low-
emitting modes that may reduce our emissions and wider

environmental footprint.

To remain informed of the latest logistical developments, we
frequently assess carriers to identify the most fuel-efficient
options. We also work with our vendors to reuse, refurbish
and recycle pallets to get the most value out of the materials
utilized in our logistics processes.

We are always looking for smarter ways to optimize and

manage our distribution, for example by:

Choosing efficient freight carriers: We participate

in the U.S. Environmental Protection Agency’s (EPA)
SmartWay® program to identify low-emitting carriers in
the U.S. and collaborate with partners globally to find
fuel-efficient alternatives

Maximizing shipments: We optimize orders by adjusting
transport frequency, minimum order quantities and
combining shipments to reduce freight miles and the
number of trucks needed for deliveries

Reducing empty miles: We seek backhaul opportunities

to minimize empty miles after deliveries, where feasible

99%

of our U.S. shipping by volume and

distance was completed by U.S. EPA

SmartWay® carriers during FY25.

Edgewell FY25 Sustainability Report
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Reducing Waste

Our approach to waste management is
an important part of how we operate
responsibly, with a focus on limiting the
amount of waste sent to landfills where
feasible and keeping valuable resources
in use for as long as possible.

Across our manufacturing facilities, we are working hard to
divert waste and production by-products through recycling,
reuse and other methods while also finding ways to minimize
our overall generation of waste. By doing so, we aim to
support as many manufacturing facilities as possible in
achieving zero-waste-to-landfill.?® This remains an area of focus
as we work toward reducing total waste and increasing reuse

and recycling opportunities.

Our goal

By 2030, achieve 90% waste diversion from
landfill across our manufacturing facilities.

2025 progress: 88%

Managing facility waste

Our waste management program is guided by our HSES
standards, which define our approach to identifying, handling
and minimizing a range of waste types — including business,
hazardous, nonhazardous and chemical waste — and pollution
prevention. This program includes a requirement for all
manufacturing facilities to establish a comprehensive waste
inventory as well as to identify, develop and prioritize waste

minimization opportunities annually.

People and Communities

The Details

Edgewell's approach to waste minimization focuses on
reducing or eliminating waste at its source, as well as
recycling, reusing or recovering waste that cannot be
eliminated. Each quarter, we review individual facilities” waste
projects, including strategies for waste reduction aligned with
these focus areas.

Through this approach, we were able to divert 88% of

the waste generated at our manufacturing facilities from
landfill in FY25. While the total solid waste increased year
over year, largely driven by the development of a new
manufacturing facility and the return to normal operations at
a manufacturing facility partially shut down the prior year, total
solid waste remains 24% below our FY19 baseline.

Taking a locally relevant approach

We encourage our manufacturing facilities to pursue zero-
waste-to-landfill, but we recognize that each facility can have
different waste streams or unique challenges to overcome.
That's why we have created detailed site-level waste
inventories for each facility that give us a better picture of our
progress and help us identify areas for improvement.

We continue implementing facility-level waste management
enhancements aimed at reducing waste across our
operations, such as exploring recycling or reuse opportunities
for plastics and pallets, treating wastewater on-site, and
finding vendors and suppliers with alternative methods for
handling waste. As an example, in FY25, our manufacturing
facility in Teplice, Czech Republic replaced single-use towels
used in a production maintenance activity with reusable,
washable towels.

Reducing waste is a complex, multifaceted task, and we

are proud of the progress we have made so far. Six of our
facilities — Solingen, Germany; Teplice, Czech Republic;
Hanover, Canada; and Milford, Knoxville and Dover in the
U.S. — have achieved and maintained zero-waste-to-landfill
status. Maintaining this status requires considerable and
continuous effort, and we continue to support our remaining
manufacturing facilities in identifying alternative diversion
routes that could help move them closer to achieving zero-
waste-to-landfill status.

24%

reduction in solid waste across our
manufacturing facilities in FY25,
compared to our FY19 baseline.

Total solid waste (metric tons)?
B Recycled M Not recycled

FY25
53% 19,769

FY24
52% 16,771

IE
N
(%]

56% 18,071

FY19 baseline
33% 25,988
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Waste (metric tons)?

Nonhazardous FY19

solid waste baseline FY23 FY24 FY25
Landfilled 3,829 2,433 2,154 2,412
Recycled 8,586 10,026 8,606 10,283
Treated 12,565 5,331 5,365 6,309
Total 24,980 17,790 16,126 19,003
% recycled 34% 56% 53% 54%
Hazardous FY19

solid waste baseline FY23 FY24 FY25
Landfilled 1 0 1 4
Recycled 81 76 99 179
Treated 926 205 545 582
Total 1,008 281 645 765
% recycled 8% 27% 15% 23%
Hazardous solid waste by region FY25
North America 589
Asia-Pacific 7
Europe 94
Latin America 75
Total 765

28 Throughout the report, “zero-waste-to-landfill” refers to waste diverted from landfill through reuse, recycling and other recovery pathways such as energy recovery.

29 Edgewell's waste and recycling data covers owned or operated manufacturing and research facilities.
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Conserving Water

Responsible water management is an
important part of how we operate across
our facilities. Water supports daily facility
activities and select manufacturing
processes, and we continue to evaluate
opportunities to improve efficiency,
strengthen our understanding of water
use and address local water challenges
across our operations.

Although water is not used extensively across our operations,
we recognize the opportunity to contribute to water
conservation through thoughtful management practices and

ongoing improvements.

As part of our broader sustainability approach, we assess

local water issues in areas where we operate. Building on a
previously conducted comprehensive water issues assessment,
we continue to evaluate water risks — including availability,
quality and accessibility — across regions where we operate.
We are also focused on strengthening our understanding of
water use at the site level through improved data quality and
on-site metering, helping us identify inefficiencies, detect
potential leaks and support more informed decision-making.

Managing water use

Our approach to water management is supported by internal
standards and processes that help guide facility-level practices

and compliance efforts across our operations.

Our internal Water Conservation Standard clearly outlines
how, at the local level, our facilities should manage water use.
This includes identifying targets and measuring performance,
developing annual water conservation objectives and
responding to local drought conditions. Each facility also
completes a water balance to determine its use by activity.

Our Water Pollution Standard directly references and
incorporates the U.S. EPAs Total Toxic Organic Effluent
Guidelines and requires each site to meet all local/state
discharge limits and other requirements, at a minimum.
Where no discharge limits or requirements have been
established, our standard provides numerical limits for
specific pollutants. These were developed with reference to
industry best practices and based on a review of existing local
discharge requirements.

In FY23, we met our 2030 goal to reduce water use by 5%
versus our FY19 baseline ahead of schedule. In FY25, we
reduced our overall water withdrawal by 10% year over year —
a 14% reduction compared to our FY19 baseline. We continue
to evaluate opportunities that may support operational
efficiencies and responsible water management across our
facilities over time.

30 Edgewell’s water data covers water withdrawn at owned or operated manufacturing and research facilities.
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Guangzhou water balance
and leak detection

In FY25, our Guangzhou, China, manufacturing facility
enhanced its water management process to help
reduce non-essential water consumption through
regular monitoring and leakage detection.

The project focused on installing water meters at key
points of consumption, improving the facility’s ability

to identify leaks and abnormal usage patterns. This
effort helped prevent water loss and improved overall
water-use efficiency, saving approximately 3,600 m® of
water — 8% of the total withdrawal — in FY25.
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Respecting Human Rights

It matters deeply to us that our
teammates and our suppliers’ employees
have access to fair and inclusive working
environments. Across our global
operations and in our supply chain, we
promote respect for human rights and
sustainable business practices.

We recognize that our potential human rights impacts

go beyond our own operations into our supply chain. We
continually review and improve our Ethical Sourcing program
to ensure our business activities align with our Human

Rights Policy.

To ensure our teammates understand our stance and
expectations, we include a human rights module as part
of our annual Edgewell Code of Conduct training. We

also require our business partners to comply with our
Supplier Code of Conduct and expect them to cascade this

commitment throughout their own supply chains and other
business relationships.

Our Human Rights Policy

Our Human Rights Policy aligns with key values and principles
found in internationally recognized human rights standards,
including the UN Guiding Principles on Business and

Human Rights (UNGP). In developing our policy, and with
support from an independent third party, we conducted a
structured gap analysis of our business activities versus UNGP
expectations regarding corporate responsibility to respect
human rights.

This assessment involved reviewing our existing policies,
practices, procedures and governance pertaining to human
rights in our operations and supply chain, and interviewing
key internal stakeholders from critical business functions.
Additionally, through external stakeholder interviews and
industry benchmarking, we analyzed stakeholder expectations
and expert insights to inform policy development and further
our understanding of industry risks.

Building on the results of this analysis, we identified our most
salient human rights issues — based on our industry and
business activities — across our operations and supply chain.
These issues were prioritized through a risk-based analysis

of our business activities, operating countries and sourcing
patterns, complemented by cross-functional workshops and
internal validation, including a review of current and planned
actions to manage and mitigate potential human rights
impacts across our operations and supply chain.

Our salient human rights issues

Through the development of our Human Rights Policy, we
identified the following human rights issues as being salient to
Edgewell (in alphabetical order):

e Child labor
¢ Discrimination, harassment and abuse
¢ Forced labor

e Labor conditions (including hours and wages, freedom
of association and other labor-related issues)

¢ Occupational health and safety
* Product safety and stewardship
We will continually assess these and other risks and emerging

issues, reporting on our actions and potential changes to our
salient human rights issues as appropriate.
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Ethical Sourcing

We are committed to respecting
human rights and promoting

sustainable business practices across

our entire value chain. That’s why
we work with our suppliers to
ensure they understand and
align with our social and
environmental standards

and strive to treat all

workers with fairness,
decency and respect.

Operations and Supply Chain

People and Communities The Details

our Ethical Sourcing program:

Our five-step approach to managing

Ethical Sourcing Strategy

Edgewell’s ethical sourcing strategy forms the
foundation of our supply chain sustainability
program and helps inform our global sourcing
commitments and practices.

Policies, Standards and Governance

Our program and decision-making are guided by
policies and standards that outline how we source
sustainable ingredients and materials, and how we
expect our suppliers to adhere to our standards.

Supplier Management and Engagement

Our supplier management practices are designed
to ensure our sourcing activities and supplier
conduct meet our expectations, with the

support of consistent communication and active
engagement with our suppliers.

Customer and Stakeholder Management

We work across the company to better
understand, manage and respond to stakeholder
inquiries, including supporting our customers with
their sustainability priorities.

Monitoring and Reporting

We monitor progress against our sustainability
goals and report annually on our progress toward
achieving them. We make continuous efforts across
functional groups to develop, refine and optimize
policies and standards to meet our ethical and
responsible sourcing strategy and goals.
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Our approach

Ethical and responsible sourcing has long been a priority
for us. We work across our global team to identify ways

to embed sustainability into our processes in a systematic
way. Additional guidance is made available to procurement
leaders, addressing specific materials to help them integrate
sustainability into their day-to-day work.

As part of this approach, in striving to promote sustainable
business practices across our entire value chain, we aim to
work with organizations that share our values. We expect our
suppliers and business partners to maintain ethical business
practices, detailing our expectations — and conditions for
partnering with Edgewell — in our Supplier Code of Conduct.

This includes our standards related to:

 Labor and human rights (including nondiscrimination,
forced labor, child labor, working hours, wages, benefits and
freedom of association)

* Environmental management

* Health and safety

e Ethics and anti-corruption

Edgewell does not tolerate modern slavery or human
trafficking, either in our own teams or those of our suppliers.

To reinforce these expectations, we communicate regularly
with suppliers, customers and other stakeholders around our
sourcing practices, and we work to support customers with
their own sustainability priorities.


https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_Supplier_CoC_English.pdf?v=1661879754
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Understanding supplier performance

Sustainability is a core consideration of our supplier
performance management approach. We pursue multiple

avenues for engagement with our suppliers to communicate

our expectations and partnership approach, and gain a deeper

understanding of their unique opportunities, challenges and

sustainability efforts.

We incorporate sustainability considerations into our
supplier vetting and selection process, evaluating suppliers’
sustainability efforts early in our engagement alongside other
selection criteria. Additionally, by integrating sustainability
metrics into our supplier scorecards, we have strengthened
our engagement with key suppliers. Through this ongoing
dialogue, we can provide recommended actions to improve
their performance and understanding of ethical and
responsible sourcing practices.

Our goal

By 2025, actively engage with major direct material
suppliers, representing approximately 80% of

our spend, to achieve an acceptable level of
performance as established through our Supplier
Sustainability Performance Monitoring program.

2025 progress: Achieved 82%

People and Communities

The Details

Engaging with suppliers Assessing supplier performance

. . o .
We are committed to actively engaging with our suppliers Of the direct suppliers assessed, 82% achieved an

s0 that they can meet our social and environmental acceptable rating of 45 or higher, an improvement from

standards. We partner with EcoVadis — a globally recognized /2% the previous year.

sustainability ratings and intelligence agency — to help us For suppliers that do not demonstrate improvement or do not

monitor and assess supplier sustainability activities across meet minimum scoring requirements, we request corrective

four pillars: action plans based on areas that need the most improvement.

e Environment Reassessments are requested annually for suppliers scoring

« Labor and Human Rights below 65 and every two years for those scoring above 65.

' These assessment results help us identify and prioritize higher-
e Ethics

risk areas that may require additional oversight.
e Sustainable Procurement
To reinforce accountability and progress, we also conduct

The EcoVadis assessment uses a robust methodology and quarterly reviews with key strategic suppliers, which includes

data analysis to score participating suppliers on a scale of discussing their sustainability performance and planned actions.
1-100. A score of 45 or above indicates that a supplier has
a structured sustainability management system in place,
with policies and tangible actions to address identified gaps.
These insights help us monitor risk and tailor our supplier EcoVadis supplier ratings

engagement efforts, including encouraging suppliers to

build their capabilities through training resources available FY24 EY25
through EcoVadis. Number of Edgewell suppliers rated 417 435
Driving supplier participation Average Edgewell supplier score 579 611
We aim to maintain a high rate of supplier participation in EcoVadis benchmark score 52.2 490

the annual assessment process and engage with both newly
invited and reassessed suppliers, working collaboratively to
help them navigate the process and identify opportunities for

improvement in future assessments.

In FY25, a total of 435 suppliers participated in the assessment,
representing 88% of our direct material spend — up from 86%
in FY24. Additionally, 88% of newly engaged direct material
suppliers completed the assessment, which evaluates both

social and environmental performance.
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Advancing understanding through education

We continue to work to inspire more suppliers to participate
in our Ethical and Responsible Sourcing program, including
working closely with suppliers on their corrective actions,
and encouraging them to participate in webinars hosted by
our third-party partner in their preferred language to gain a
deeper understanding of the assessment process.

Within Edgewell, our ongoing region-specific sustainability
training, available in multiple languages, helps our
Procurement team stay updated so that they can support
our suppliers.

Supplier oversight

We take a risk-based approach to supplier oversight,
conducting factory audits on suppliers not only in high-risk
regions but also based on EcoVadis ratings, customer requests
and other business requirements.

Our formal risk-based program is designed to further ensure
compliance and foster continuous improvement across our
supply chain. Through this global audit program, we aim to
select suppliers based on a supplier risk evaluation process
and conduct virtual and/or on-site audits, requiring suppliers
to develop and submit corrective action plans to address key
issue areas. During FY25, we successfully piloted the program
in Asia, with a broader rollout planned in FY26.

During the year, we continued to engage with our cross-
functional teams and internal and external stakeholders —
such as audit providers — fostering a shared goal and vision
for this global program.
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Biodiversity

Our commitment to sustainability
naturally extends to playing a role in
supporting biodiversity and thriving
natural ecosystems that are essential to
societal and planetary wellbeing. Healthy
habitats sustain biodiversity, strengthen
climate resilience and protect the natural
systems on which people, wildlife and our
business depend.

Across our global footprint, we care for nature and
biodiversity through initiatives, partnerships and collaborations
that aim to help conserve natural resources and strengthen
forests, watersheds and habitats for future generations.

As part of our broader commitment, we prioritize responsibly
sourcing ingredients and materials when possible and
continue to make progress on our efforts for responsible fiber
and palm oil sourcing.

People and Communities

The Details

We aim to use fiber- and paper-based packaging made using
recycled or responsibly sourced materials that are certified by
recognized organizations. In this way, we can help contribute
to forest protection — recognizing forests as invaluable in
mitigating climate change and as critical habitats for diverse
plant and animal species.

Additionally, we are a member of the RSPO, an organization
focused on minimizing the negative impacts of palm

oil production on the local environment, wildlife and
communities. This includes taking collective action to
preserve peatland and forests of High Conservation Value
and High Carbon Stock, helping protect the habitats of
endangered species.

31 Source: Blechschmidt, J., Wittmann, M. J. & Bluml, C. (2020). “Climate change and green sea turtle sex ratio — preventing possible extinction.” Genes, 11(5), 588.

Retrieved from: https://doi.org/10.3390/genes11050588.

32 Source: Moncada, F. G., Azanza, J. & Nodarse, G. (2020). Retrieved from: “Sea turtles and climate change in Cuba.” Cuba: Environment and Development, 11(20).

Retrieved from: www.bluesanctuary.org/wp-content/uploads/2019/11/106.pdf.

33 To date, no safe program has been developed to effectively test the sex of newly hatched turtles at birth, which have yet to develop easily identifiable

physical characteristics.

Protecting sea turtles
with nesting domes

During incubation, sand temperatures determine a
sea turtle’s sex. With temperatures changing, research
has shown that today, up to 99% of sea turtles are
born female,®'32 putting the species at a growing risk
of extinction.

Since FY22, BANANA BOAT has supported conservation
efforts through the Nest Domes program, in partnership
with organizations including The Colombian Sea Turtle
Conservation Project, Rancho San Cristobal, ViveMar and
VML. By deploying natural domes designed to regulate
sand temperatures, the project strives to create the shaded
and ventilated conditions needed to hatch an even number
of female and male newborns.
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The domes are designed to lower temperatures by
approximately 4°C, and in the current implemented
programs, they are proven to effectively hatch up to 90%
of the eggs (Mexico data) at lower temperatures, leading to
higher probabilities of having an even proportion of eggs.®

Through this partnership, 36 Nest Domes have been
deployed across Santa Marta, Colombia, and Baja
California Sur and Puerto Escondido, Mexico. These domes
offer the area’s five sea turtle species the opportunity

to nest thousands of eggs per season in these shaded
conditions. Across 2022-2025, an estimated 13,000 eggs
have hatched under the protection of the Nest Domes.

As part of this ongoing collaboration, in FY27, this project i
set to expand to Puerto Ricoﬁthe implementation
new domes.
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Reforestation for biodiversity

Since FY22, we have partnered with the Arbor Day
Foundation and supported the planting of over 77,000 trees
across areas of the U.K., Australia, U.S., Mexico and South
America. Over the next 40 years, these trees are projected
to help restore 138 acres and sequester more than 39,000
metric tons of carbon (equivalent to 8,620 fewer cars on the
road for one year).3* In FY25, we continued our partnership,
supporting the planting of 41,750 trees in Mexico and Peru.

Aﬂundaﬂon, configured using U:S. Department of Ai_r‘it:u\ture FéreshService i-Tree Tools.
! W b

Restoring Polylepis forests in the Andes

In FY25, we continued our efforts to help restore the Polylepis
forest in the Andes Mountains — a critically important but
often overlooked ecosystem. This forest supports Andean
and Amazon watersheds, providing fresh water to local
communities and cities, and serves as a vital habitat for a
variety of hummingbird populations. Today, less than 10%

of this critical forest type's natural range remains. Our

FY25 efforts, led with Indigenous community collaboration,
supported the planting of 16,750 native trees in Aquia and
the Calipuy National Sanctuary, while also working to protect
the existing canopy. This project is especially meaningful to
us as Polylepis forests are home to more than 50 species of
hummingbirds — Edgewell’s emblem.
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Supporting monarch habitats in Mexico

In FY25, we expanded our partnership to support the
planting of 25,000 trees in the Monarch Butterfly
Biosphere Reserve and the Highland Lakes Watershed
region of Lakes Patzcuaro and Zirahuénas. These
ecologically rich landscapes provide important habitat
for migratory monarch butterflies and numerous

bird species, and they have long been stewarded by
Indigenous communities that rely on working lands for
sustainable livelihoods.

Working closely with local communities, this project is
designed to provide education on sustainable forestry
practices and involve residents in planting, maintenance
and long-term care of the restored forests. By returning
forests to working lands, the long-term impact of these
efforts will support both ecological and community
resilience — protecting monarch migration corridors,
restoring habitats for endemic and migratory birds,

and improving water quality and watershed stability.

As the trees take root and grow, they will also help
reduce erosion and landslide risks, as well as prevent
the desertification of this biodiverse region, ensuring a
healthier future for both wildlife and the people who rely
on these critical ecosystems.
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People and
Communities

“We champion a people first culture that develops
talent, strengthens engagement and drives
performance. Through empathy, inclusion
and investments in wellbeing, safety and our
communities, we empower our teammates to
thrive and create meaningful impact for our
business and the world around us.”

LaTanya Langley

Chief People Officer, Chief Legal Officer

and Corporate Secretary

In this section

33 Powered by People, Guided by Values
36 Elevating the Teammate Experience
39 Cultivating Teammate Growth

41 Promoting Health and Safety

42 Inclusion and Belonging

45 Caring for Our Communities
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Powered by People,
Guided by Values

At Edgewell, our culture defines how
teammates show up for one another
and how the company navigates change.
Rooted in shared values and everyday
behaviors, it shapes how we work, grow
and support our teammates around

the world.

Our deep-rooted culture

We are committed to a culture rooted in empathy,
transparency and accountability. This commitment shows up
in practical and meaningful ways. We continue to invest in
teammate wellbeing, benefits and talent development, and
cultural priorities are considered alongside business decisions.

From global wellbeing resources and an Employee Assistance
Program (EAP) to site-level initiatives, culture teams and
professional development opportunities, our offering is
tailored to the needs of people across roles and around the
world. Regular surveys help turn listening to teammates’
insights into meaningful action.

All of this is underpinned by a unifying belief: Edgewell
succeeds by operating as a unified team. This team mentality
is built on strength, shared purpose and mutual accountability
in an environment that empowers our people to thrive and
helps our business grow.

Own It Together

was our most awarded value
through InspireJOY in FY25.

Guided by our values

Our Purpose, Values and Behaviors (PVB) define how we
succeed — not just as individuals, but together, as well. They
shape the culture that underpins our performance, helping
teams collaborate effectively, navigate change and deliver
results in a way that uniquely reflects who we are.

Our four core values are always present and a part of the
everyday experience. Rather than acting as abstract principles,
our values are designed to guide real decisions, behaviors and
interactions at every level of the organization.

By embedding our values into performance management and
day-to-day activities, we aim to create an environment where
teammates feel supported, connected and empowered, and
where teams can thrive in pursuit of our company’s purpose
to make useful things joyful.

Qur values are:

* People First

* Move Forward

e Listen Up and Speak Up
* Own It Together

Engaging and recognizing teammates

Our InspireJOY program brings our values to life, enabling
our teammates to recognize and celebrate one another when
our values are put into action. This acknowledgment ranges
from a simple “thank you” for daily tasks to redeemable
points and even cash awards for exceptional contributions

to larger initiatives.

Through this well-embedded and widely used platform,
our people created more than 39,000 recognition awards,
service milestones and congratulations in FY25. Half of all
nominations were cross-organizational and cross-regional,
reinforcing an inclusive culture of recognition across teams
and geographies.
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Local, volunteer-led culture teams help bring our values to
life while also enriching the teammate experience. Around
the world, we unite our teams in unique ways — from
complimentary snacks and birthday celebrations to themed
occasions and sports tickets. In many cases, these local,
site-specific initiatives extend to family members through
community and family-focused events.

207K

recognition moments since
the program launched in FY21.


https://edgewell.com/pages/our-culture
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Highlights from our FY25
Global Experience Survey

2 O/ favorability for the statement
O “I feel as if | belong here”

up 4% from FY24

O favorability for the
(o) statement “Edgewell provides

me with opportunities to

Creating space for every voice

We create an environment where good ideas can thrive, so
our business does too. That starts with how we listen and
take action. We actively seek feedback to understand our
teammates’ experiences and provide trusted channels for
raising concerns so that issues are addressed promptly, fairly

and consistently.

Listening to our teammates

Our aim is to create a space where every voice can be heard,
where feedback helps shape a better experience for our
teams and where Listen Up and Speak Up is an active part of
our culture. We use many avenues to listen to our teammates,
enabling us to better understand how they feel and how they
connect to our strategy.

learn and develop”

up 3% from FY24

4 O/ favorability for the
Q | statement “My immediate

manager/supervisor values

This includes our annual Global Experience Survey, which

provides teammate insights analyzed by function, location
and team. The results help us benchmark our performance
and engagement, highlighting where we're performing

well and where we can focus our efforts to improve the
teammate experience.

In FY25, we achieved a 68% survey response rate, with
a strong overall engagement index score of 82%, up 2%

my contributions”
from FY24. Y

up 6% from FY24

(o) report feeling satisfied with
(o) Edgewell as a place to work

up 1% from FY24
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Acting with integrity

To put people first, we unite around a shared commitment
to act with integrity, comply with regulatory and legal
requirements, and uphold responsible business practices.
Our efforts are supported by our leadership, communicated
clearly across the business and guided by the Edgewell Code
of Conduct. This outlines our expectations and policies on

ethical practices, including, among others:

* Financial reporting

e Antitrust

* Conflicts of interest

* Equal employment opportunities
(including nondiscrimination)

e Use of company resources

e Safety

e Antibribery

¢ Political contributions

We require Edgewell teammates to complete annual Code of
Conduct training — which includes content on human rights
— to ensure their day-to-day actions continue to meet our
expectations. In FY25, 87% of our global workforce completed
Code of Conduct training.®

People and Communities

The Details

Fostering a speak-up culture

We encourage teammates, suppliers, customers and others
to speak up if something isn’t right. This includes reporting
concerns related to compliance, business conduct, integrity,
ethics, fairness and workplace behavior. We encourage direct
communication and aim for robust due diligence and timely
resolution. Concerns can be raised to any company manager,
HR, Legal, Internal Audit, the Employee Relations Community
of Expertise (COE) or anonymously through the company’s
third-party ethics hotline, EthicsPoint. The company further
utilizes EthicsPoint data for advanced analytics and reporting,
enabling us to identify trends, proactively address risks and
benchmark performance.

Our third-party hotline also provides an anonymous real-time
communications platform for individuals to correspond with
us directly, in real-time, while maintaining their anonymity. We
have also implemented a streamlined digital tool for faster
escalation of internal concerns raised by others. For example,
managers or members of HR can instantly escalate concerns
raised by teammates into the company’s investigation tracking
system, reducing the time to initiate an investigation. Further,
to promote quick and easy direct access to the reporting
platform for teammates, we post QR code links at all our
sites globally.

Our Employee Relations COE currently operates in the U.S.
and Europe, with plans for continued global expansion in
FY26. This team, comprising HR and legal experts, is trained
to conduct investigations fairly, impartially and without
retaliation. In support of this work, we have internal metrics
showing how well we deliver on our commitment to address
cases in a timely and objective manner — including case
volume, average time to close investigation, substantiation

rates and anonymity rates.

Protecting teammate privacy

Edgewell is committed to safeguarding the privacy and
personal information of its workforce. The collection,

use and disclosure of personal information is subject to
comprehensive legal and regulatory requirements around the
world. Our Teammate Privacy Notice sets forth the principles
and practices governing how we collect, process, store and
protect the personal information of our former and current
employees (full- and part-time, present and past), temporary
and/or leased workers, and contractors.

The Edgewell Group Data Protection Officer is responsible
for overseeing this notice and developing related policies,
processes and guidelines, as necessary, to ensure

ongoing compliance with applicable data protection laws
and regulations.

During the reporting period, we continued to strengthen

our privacy governance framework through regular training
programs, enhanced data security measures and periodic
assessments of our data-handling practices. We remain
dedicated to transparency in our data practices and to
upholding the trust our teammates place in us to protect their
personal information.

In our FY25 Global Experience Survey, 82% of
teammates responded favorably to the statement
“I have confidence that the company will address
any integrity concerns in an objective and

timely manner.”

35 Code of Conduct training completion rates during a fiscal year may be impacted by and may differ from prior years due to a variety of factors, including, but not limited to, organizational changes during the fiscal year, such as site closures and

transitions, acquisitions and divestitures, and as well as the timing of hires and departures relative to training assignment and completion windows.
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Teammate Experience

We're committed to helping our
teammates thrive. The teammate
experience is more than just our day-to-
day; it encompasses onboarding, how
we feel while at work, connecting our
tasks to the broader strategy, having
impactful opportunities for growth and
so much more.

Supporting wellbeing

We believe that people are at their most productive when
they are feeling their best. To support their wellbeing, our
employees have access to many programs, including:

* On-site health screenings
* Weight management programs and education

* Mental health, financial, legal and work-life support
through our global EAP, which offers 24/7 confidential
counseling, webinars and resources for teammates and

their families going through challenging times

Our wellbeing program, BeWell, is a global center of
excellence promoting emotional, physical, financial and social
wellbeing. Our activities vary by location and include guest
speakers, fitness and nutritional challenges, educational
programs, stress management and relaxation activities.

We also provided access to services such as on-site health
screenings that may include blood pressure monitoring, skin
cancer screenings, flu vaccines and more. In FY25, we hosted
the first on-site biometric screenings and extended our mental
health coverage for our teammates in Canada, reflecting
ongoing enhancements based on teammate feedback.

Additionally, BeWell focuses on promoting events, activities
and resources that can help our teammates feel — and stay
— well. To embed this work across the company, Wellbeing
Champions at each location focus on tailored initiatives
chosen to meet the needs of their local population and in
support of BeWell's four pillars.

Our wellbeing program

Across its four pillars, BeWell is designed to
support teammates’ physical, social, financial and
emotional health.

Physical

Supporting teammates in achieving their
physical health goals by offering resources

for healthy living

Social

@D Encouraging stronger social connections

and internal networking opportunities,
helping teammates build meaningful
professional networks

Financial

Expanding access to financial tools and

resources, empowering teammates to take
control of their finances and achieve long-
term financial security

Emotional

: | Strengthening emotional resilience by

providing resources and support to
enhance teammates’ mental fitness

LY

S
bewell

Physical | Social | Financial 1 Emotional
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Championing workplace wellbeing

In Teplice, Czech Republic, our Wellbeing
Champions supported teammates with hands-on
activities relevant to their day-to-day work, bringing
BeWell to life locally. In FY25, the site hosted an
ergonomic workshop for teammates who spend
most of their day at a computer, led by a professional
physiotherapist. The session helped teammates
understand the impact of prolonged sitting and
practice simple, effective relief exercises. Teplice
continued this focus with a Health Day in early FY26,
bringing together teammates across office and
production roles for on-site health screenings and

hands-on first-aid practice.
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A Great Place To Work

In FY25, Edgewell was certified as a Great Place To Work®

in 13 regions around the world.

Certified Certified Certified Certified

JuL 2 UL 2026 JUN 2025-JUN 2028 JuL: s JUL 2025-JUL 2026
= CZECHIA i TWHN =

Great Great Great Great
Place Place Place Place
To To To To

Work. Work. Work. Work.

Certified Certified Certified Certified Certified

JUN 2025-JUN 2026 SEP 2025-SEP 2026 JUN 2025-JUN 2026 JUN 2025-JUN 2026 JUN 2025-JUN 2026
SPAIN JAPAN FRANCE { ITALY

Certified Certified Certified Certified

JUN 2025-JUN 2026 APR 2025-APR 2026 JUN 2025-JUN 2026 JUN 2025-JUN 2026
POLAND

36 All data refers to FY25.
37 Percentages have been rounded.

Working models that prioritize people

Our workforce includes a mix of fully in-person, hybrid and
fully remote teammates. To support our flexible working
model, our ways of working may include:

* Collaboration days: Salaried teammates who follow our
hybrid working model attend in-person collaboration
days to support collaborative work, team building and
networking, professional development, brainstorming and
new teammate onboarding.

* Openness to change: Ways of working are never static.
With a core behavior of “try, create and learn,” we're always
evolving our model to ensure we deliver the best possible
experiences for our teammates and in service of our ever-
changing consumers.

* Flexibility at our core: While there are many benefits to
coming together in person, flexibility remains central to how
we operate. This is important because it gives teammates
the space to care for themselves and their families when
needed, while also making room for their best work.

Engaging our people from day one

JOYful Journey is our global onboarding and networking
framework designed to create a sense of joy and belonging
for every new hire, delivering a consistent and welcoming
experience to all teammates, regardless of where they are

in the world. Beyond simply helping teammates integrate
into their new roles and teams, JOYful Journey equips both
teammates and their managers with the practical resources
to make the early stages of their career at Edgewell as
smooth and engaging as possible. These resources include
a comprehensive new hire portal filled with valuable
information, structured conversation guides for manager-led
check-ins at the 30-, 60- and 90-day marks, and a dedicated
Retention Guide for managers to support teammates as their
tenure grows.

38 Hiring and turnover data may vary from year to year due to factors such as organizational changes that occurred during the fiscal year, site closures/work relocations, acquisitions and divestitures, as well as the timing of individual hires and departures.
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A key component of the program is the onboarding survey,
which captures early feedback and utilizes predictive analytics
to identify teammates who may be at risk of leaving. This
enables us to provide timely and targeted support where

it's most needed, making for a more successful transition

into the organization. Additionally, the process incorporates
touchpoints with People Business Partners during the first
week and again around the 90-day milestone to gather further
feedback and proactively address any concerns.

To truly understand the teammate experience from start to
finish, we are continuously enhancing our exit survey to gain
deeper insights into the reasons teammates may choose to
leave Edgewell. With this knowledge, we're able to strengthen
engagement, transform the workplace experience and boost
retention for all.

Global hiring and voluntary turnover36738

Gender Hire Turnover
Men 20% 5%
Women 24% 6%
Age Hire Turnover
Under 30 years 20% 3%
30-50 years 22% 5%
51+ years 3% 2%
Region Hire Turnover
North America (U.S./Canada) 5% 3%
Asia-Pacific 2% 1%
Europe 6% 3%
Latin America 31% 3%
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Competitive compensation and rewards

We continually assess our rewards offerings to meet our
teammates’ needs both at work and beyond. Our Global Total
Rewards plans are designed to advance teammate satisfaction
and success and are tailored to location and role. They may
include compensation options such as base pay, bonus
eligibility, short- and long-term incentive plans, recognition

awards, employee referral incentives and employee discounts.

Although the specifics of our benefit plans and programs may
differ by region and between hourly and salaried teammates,
they typically cover essentials like health, dental, vision, life
and disability insurance, savings accounts, pensions and

retirement plans.

Despite significant increases in healthcare costs, and informed
by feedback from our teammates, we chose not to increase

U.S. healthcare contributions for 2026. Reflecting our culture
of care, we made the decision to absorb these higher costs as

a business rather than pass them on to our teammates.

Tailored family support

We recognize the importance of a healthy work-life balance
and fulfillment beyond the workplace, and provide resources
specifically for teammates and their families. We know

every family is unique, so we offer a range of benefits to
meet varying needs, including adoption and surrogacy
reimbursements, paid parental leave, fertility assistance and

pet insurance discounts, to name a few.

In the U.S., we have increased parental leave with 100% pay
for new birth and adoptive parents from six to eight weeks, in
addition to paid disability leave for the birth parent. We also
offer a full spectrum of family health and reproductive care
benefits, including, but not limited to, counseling, pregnancy

care, fertility services and adoption assistance.

People and Communities

The Details

Through our third-party fertility partner, teammates now have
access to an extended range of best-in-class support and
resources throughout their family planning journeys. These
include dedicated Patient Care Advocates and digital support,
as well as access to the nation’s largest network of fertility
specialists. Through our partner, we offer fertility treatment
coverage for every path to parenthood, including surrogacy
and adoption financial assistance.

In 2026, we are introducing additional support for U.S.
teammates navigating midlife health changes, like menopause,
by providing access to resources such as virtual care
specialists, treatment and educational materials.

U.S. parental leave in FY25

Number of employees who were

eligible for parental leave 2,102
Men 1,188
Women 914
Number of employees who took parental leave 44
Men 21
Women 23

Number of employees who returned to

work after parental leave 37
Men 19
Women 18
Return to work rate (%) 84%
Men 90%

Women 78%

Edgewell FY25 Sustainability Report
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Cultivating
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Teammate Growth

Putting people first means offering the
tools, technologies and training our
teammates need to enhance their skills
and grow throughout their careers.

We are committed to supporting our people in reaching their
full potential. We recognize that professional development is
a personalized journey, and we encourage our teammates to

enhance their skills to prepare for various roles.

Recognizing the strong link between learning, engagement
and performance, we use performance reviews and
development plans to track and motivate our teammates’
progress. We also look to annual performance goals to help
teammates understand and prioritize their responsibilities,
setting them up for success year after year.

86%

of our global salaried teammates
entered FY25 performance goals.

39 The LMS is primarily targeted at salaried employees.

90%

of our global salaried teammates

completed performance reviews
in FY25.

Programs for collective development

We offer a range of development programs designed to
build self-awareness, strengthen collaboration and support
teammates at different stages of their careers.

We invite all salaried teammates to complete Insights Discovery,
an assessment tool that is core to our culture. It inspires self-
awareness of personal working styles and how they impact
others, providing insights that can guide them to cultivate
strong interpersonal skills and effective relationships at work.

To support continuous growth, we provide role-relevant
learning experiences aligned to individual development

goals. Our Impactful Feedback program, available to our
salaried population in multiple languages, offers a framework
for delivering constructive feedback, while sessions such as
Positive Power & Influence help teammates build the skills
needed to influence effectively across a range of situations. In
FY25, we conducted nine Impactful Feedback sessions with
108 attendees, and five Positive Power & Influence sessions
with 75 attendees.

Offering choice for individual growth

We provide learning resources that give teammates the
flexibility to develop skills aligned to their roles, interests and
career goals. Our Learning Management System (LMS) is
central to our approach, offering a single, easy-to-access,
centralized platform for self-paced, virtual or in-person

training opportunities.’

The LMS consolidates all formal learning opportunities and
internal training programs, allowing teammates to explore
all available courses and nominate themselves for relevant
modules. Ongoing refinements help ensure the content is
aligned with identified development needs, drive individual
progression and allow us to track course completion.

Our learning offering includes a selection of self-paced
e-learning modules, including internally created programs and
modules sourced from LinkedIn Learning, an online learning
platform. These cover a growing range of topics, including
people leadership, change management, communicating with
empathy, strategic capability and Edgewell's PVB. This mix of
formats and subjects supports flexible, on-demand learning
across the organization.

In addition, we offer access to LinkedIn Learning for just-in-
time learning and the ability for teammates to learn at their

own pace.

In FY25, we implemented our Canada tuition
reimbursement program, giving financial support
to teammates who are studying for a degree that'’s
related to their role at Edgewell.
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FY25 highlights

8
16

32
453

307

unique global training
programs offered

self-paced e-learning
programs available

global training
sessions completed

teammates
participated in global
virtual/in-person
trainings

teammates completed
e-learning programs
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Developing our leaders

Effective leadership is crucial to the success of our business
and teams. That's why we are focused on attracting, developing

and promoting exceptional leaders across our organization.

Our refreshed Global Leadership Development program is
delivered across three levels — Virtual Foundation Academy,
Manager Academy and Leader Academy. In FY25, 108
participants completed one of the three levels of the program.

The Manager Academy provides a hybrid learning model that
includes understanding the importance of building trust and
managing change and conflict. It also features Empathetic
Leadership, which has helped more than 600 People
Managers learn to lead with understanding and compassion
since it was launched in FY22.

Our Leader Academy covers several strategic themes that
align with our PVB, such as empowerment and delegation;
critical thinking and decision-making; innovative thinking
and intelligent risks; effective communication; and
managing change.

The Spark Growth program equips managers with coaching
skills to drive performance and realize team potential. It
emphasizes training managers to hold effective discussions
about performance and career development, using the
GROW model as a framework. In FY25, we held two sessions
attended by 33 participants.

In addition, our CEO hosts quarterly Global Leadership
Connect sessions. These bring senior leaders together for
information sharing and development opportunities, with
breakout sessions to facilitate deeper dives.

40 Total training hours for the program.
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Setting expectations for our people leaders

Defining clear standards helps us establish consistent
practices across the company, leading to better outcomes and
motivated, engaged teams. Grouped by our core values, our
People Leader Expectations set clear guidelines for leaders,
ensuring consistent behaviors that create an inclusive and
supportive environment.

These expectations are shared with salaried people leaders
globally and reinforced through a series of activities and
events. This initiative has now been extended to our hourly
teammates in leadership roles to further clarify responsibilities
and foster trust and collaboration.

Virtual Foundation Manager
Academy Academy
Total # sessions 4 2
completed in FY25
Total # of attendees 67 29
Total time commitment 27 hours 36 hours

of attendees*°

In FY25, we brought our People Leader Expectations
to life through a three-session speaker series
featuring Board members and external guests. The
sessions focused on building high-performing teams
and balanced leadership, with attendance reaching
up to 450 participants per session.
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People First

* Create connections
* Invest in your team

* Celebrate your team
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People Leader Expectations
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Move Forward

* Experiment
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* Commit to listening

¢ Take decisive action
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Own It Together

* Be accountable
¢ Create strength

in numbers
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Promoting

Health and
Safety

Safety is the number one priority across
our operations, and we are committed
to maintaining workplaces in the safest
conditions possible.

No injury is ever acceptable, and we strive continuously to
help reduce the potential for injuries. Our efforts include
always advancing our Environment, Health and Safety (EHS)

frameworks to promote safety and address risks.

Our safety policies align with ISO 45001 standards and apply
to everyone working in our facilities.

Understanding incidents

We uphold robust EHS standards and work proactively to
understand and address incidents if they do occur. We
employ industry best practice tools to investigate accidents
and incidents, exploring root causes and putting corrective
measures in place to prevent future occurrences.

We use incident data and leadership engagement to

identify higher-risk activities and focus attention where

it can have the greatest impact. Leaders regularly review
insights from incident reporting and investigations, helping
reinforce accountability and drive improvement. Each of our

People and Communities

The Details

manufacturing facilities has teammates trained to investigate
root causes so that issues can be addressed consistently and

effectively at site level.

In addition, ongoing partnerships with machine safety experts
help us maintain a best-in-class machine safety program
through comprehensive training, guidance and safety tools.
We have completed a variety of machine safety assessments
and addressed findings across our facilities in recent years,
with a particular focus on assessing equipment when changes
occur or new equipment is purchased or installed.

Certified safety stars

The OSHA Voluntary Protection Program (VPP) is a
cooperative partnership among employers, employees
and OSHA that aims to proactively prevent illness and
injuries through health and safety systems that focus
on training, worksite analysis, hazard prevention and
control. It fosters active involvement, commitment
and information sharing among employees, managers
and other VPP facilities. We are proud that our
Milford and Dover, U.S., facilities are recognized as
OSHA VPP Star facilities — the highest possible level
of recognition.

Safety excellence at Hanover

In August FY25, our Hanover, Canada, facility
celebrated one full year without a recordable injury,
totaling 189,200 safe work hours. This incredible
achievement reflects our safety-first culture.

Our safety progress

We develop and maintain trainings, policies, procedures
and programs with the aim of helping prevent injuries,
and our Health, Safety, Environmental and Sustainability
(HSES) standards scorecards align with the latest
certification standards.

Our ambitions are supported by our dedicated EHS
teammates who, once again, helped us achieve our goal of
maintaining an injury rate of below 1.0 in FY25. In fact, we
achieved one of our strongest safety results to date, with

a global injury rate of 0.51.

Our goal

Maintain an injury rate of <1.0

and continue to foster an

Alive and Well*' safety culture at
every Edgewell manufacturing facility.

2025 progress: 0.51

365+ days

without a recordable injury
at Hanover, Canada.
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Maintaining a culture of safety

To complement our best practice systems and engineering
controls, we promote workplace health and safety as a shared
responsibility. Our global Alive and Well program*' helps
embed and promote a “safety starts with me” mindset. It
encourages all teammates, including management, to lead by
example in proactively identifying and addressing hazards.

While specific safety activities and initiatives vary from site to
site, Alive and Well principles remain consistent across our
global workforce. We share examples and continue to refresh
the program to ensure our people fully understand and

embody safety best practices.

We strive to create opportunities for our leadership to

get hands-on with safety at our manufacturing facilities. In
FY25, we implemented leadership-driven monthly safety
inspections across all of our manufacturing facilities. Led by
site management, these inspections aim to identify hazards
and track issues through correction while engaging with
teammates and consistently promoting safety awareness
across each facility.

Safety performance in FY25

Total Recordable Incident Rate (TRIR)*? 0.51

Days Away, Restricted or Transferred (DART) Rate 0.44

DART days 484
Work-related injuries* 28
Work-related fatalities 0

41 This program is modeled on Alive and Well at the End of the Day: The Supervisor's Guide to Managing Safety in Operations, by Paul D. Balmert (Wiley, 2010).

42 TRIR is the number of recordable injuries per 200,000 employee hours worked.

43 The main types of injury in FY25 were cuts requiring stitches (21%) and strains/sprains (47%).
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Inclusion and Belonging

We are committed to promoting an
open and inclusive culture to ensure all
teammates are treated fairly and with
respect, and to attract the best talent.

We want everyone at Edgewell to feel valued, empowered and
respected. We bring that commitment to life through actions
and initiatives that clearly tell the story of who we are and
what we stand for.

Our comprehensive approach to inclusion and belonging is
directly linked to, and aligned with, our PVB. Reaching across
our company, it encompasses four pillars: People, Work

Environment, Awareness and Learning, and Community.

We continue to nurture a culture of sharing and listening
in workplaces that reflect the communities and consumers
we serve. What we learn from our teammates through

our Inclusion Survey and occasional listening sessions
helps us identify and focus our efforts on priority areas
such as leadership, training, hiring, onboarding, retention
and communication.

We encourage our teammates to connect, collaborate and
learn from one another. At the same time, we empower our
leaders to bring our values to life as they cultivate teams that
celebrate diversity of thought and experience.

Inclusive from the start

We prioritize inclusion from the recruitment phase, striving
to remove common barriers and biases. While we always

hire based on merit and experience, as part of our process,
candidates meet with multiple team members to gain a
well-rounded understanding of our business. This gives us

the opportunity to assess whether they would be a strong

fit with our corporate culture and the team they are joining.
This robust approach helps ensure that all candidates have an

equal opportunity to be considered.

Creating connections through
teammate resource groups

Our teammate resource groups (TRGs) are one way we
create opportunities for our teammates to build community,
learn and contribute to a sense of belonging at Edgewell.
Participation in all our TRGs is purely voluntary, and all TRGs
are open to all teammates across roles and locations. We
have increasingly integrated information about our TRGs into
our onboarding process and early career experiences for
new hires.

Our TRGs include Cultural Awareness Respecting Everyone
(C.ARR.E.), Diversity & Inclusion Committee for Edgewell
(D.I.C.E.), Pride, QueerBillies, Vested in Black Excellence
(V.I.B.E.) @ Edgewell, Veterans, and Women & Individuals
Supporting Equality (W.L.S.E.). In FY25, two new groups were
launched: Maximizing Inclusion for Neurodiversity (M.I.N.D.)

and The Bridge Back, whose mission is to support teammates
transitioning out of or back into the workforce after a break to
have or care for a child.

In FY25, we hosted an Inclusion Summit to provide our TRG
leaders with development opportunities and peer-to-peer
connection. This summit focused on supporting TRG leaders
in their strategic planning efforts, discussing inclusive branding
and storytelling, and deepening conversations about how to
effectively champion and engage teammates globally.

Edgewell FY25 Sustainability Report
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These skills help our TRG leaders align their efforts with
business objectives and support more intersectional
programming, collaboration and sharing of best practice
between TRG:s.
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Understanding how our teammates feel

We continually evaluate how well our programs are resonating
with teammates, leveraging insights from our annual Global
Experience Survey. In the FY25 survey, 82% of Edgewell
teammates responded favorably about our culture of
belonging, with 83% favorably noting that leaders at Edgewell
demonstrate a positive example of how to treat people with
“different beliefs or cultural backgrounds.”

Setting the tone from the top

Our commitment to an inclusive workplace begins with setting
the tone from the top with our Board of Directors. At all
times, we are committed to maintaining a Board comprising
talented and dedicated directors with a diverse mix of
experience, skills and backgrounds, collectively reflecting

the strategic needs of the business and the nature of the
environment in which the company operates. The Board's
Corporate Governance Committee is entrusted with the
responsibility of assessing Board composition and identifying,

evaluating and selecting candidates for Board membership.

Our TRGs in action in FY25

Expanding engagement across our workforce
In FY25, we piloted a TRG Ambassador Program to help
drive engagement with teammates across the organization,

including those working in manufacturing facilities and

non-office settings.

Engaging with our teammates

Our TRGs led a range of awareness and engagement

activities throughout the year, such as:

The W.LS.E. TRG hosted a session titled “When
Women Get Sick,” featuring author Rebecca Bloom.
Bloom shared insights about essential topics such as
mindfulness and building support networks, navigating
insurance costs and communicating with doctors.
Edgewell’s Benefits team also shared resources available
through our EAP program to help support teammates
when they experience an illness and time away

from work.

Our Veterans TRG partnered with V.I.B.E. to host
a movie review of the film Six Triple Eight during
Black History Month.

Our C.A.R.E TRG hosted All Brains Welcome to

share information on how to support and celebrate
neurodiverse teammates, as well as a book club series
designed to raise awareness and encourage dialogue
around diversity through books and shared storytelling.

The V.I.B.E. and Pride TRGs led interactive engagement
activities in recognition of Juneteenth and Windrush
Day and PRIDE month, creating opportunities for
learning, dialogue and allyship.

Our Veterans TRG supported PTSD awareness through
an educational session featuring a guest speaker, helping

raise awareness and encourage open conversation.

Edgewell FY25 Sustainability Report

<
o

43




The Details

Overview Brands Operations and Supply Chain People and Communities
FY25 performance*4454¢
U.S. ethnicity
Workforce
White 57%
Black/African American 15%
Hispanic/Latinx 9%
Asian 7%
American Indian/Alaska Native <1%
Native Hawaiian/Pacific Islander <1%
Two or more races 1%
Declined/unknown 10%
Not disclosed 0%
Leadership?’
White 83%
Black/African American 4%
Hispanic/Latinx 5%
Asian 5%
American Indian/Alaska Native 0%
Native Hawaiian/Pacific Islander 0%
Two or more races 1%
Declined/unknown 2%
Not disclosed 0%
Board of Directors
White 70%
Black/African American 10%
Asian 20%

44
45
46

All data as of September 30, 2025.

Due to rounding, percentages may total slightly above or below 100%.

Age B Under 30 years Il 30-50 years 51+ years

— 19%

26% ]

Global

L 55%

56% *‘

Leadership?

\— 44%

— 10%

Board
of Directors

A 90%

Workforce data may vary from year to year due to factors such as organizational changes that occurred during the fiscal year, site closures/work relocations, and acquisitions and divestitures, among

other potential factors.

Edgewell FY25 Sustainability Report 44
Gender H Men Women
Gilobal
Leadership?
ar
Board of Directors
Region Men Women
North America (U.S./Canada) 16% 14%
Asia-Pacific 5% 7%
Europe 1% 12%
Latin America 15% 20%
Employment type Men Women
Salaried 19% 19%
Hourly 29% 34%
Contract type Men Women
Regular 44% 47%
Temporary*® 4% 6%

47 Director level and above.
48 Excludes contingent workers (temporary and leased workers) who are paid through third parties.
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Caring for Our
Communities

>

Caring for our communities has always Toget er
been central to our Sustainable Care We CO Fe

strategy and to the values that guide
o eompEy OUR COMMUNITY IMPACT

Our community impact initiatives aim to inspire joy, Uniting our global community through local action
confidence and a positive outlook, reflecting our commitment

to invest in a future where people and nature can thrive.

Our community impact efforts are guided by Together We
Care, our global initiative and framework for supporting

communities around the world. CARE IN ACTION CARE IN NEED CARE TO THRIVE

Built around three complementary pillars — Care in Action, Teammate Giving & Volunteering Disaster Response Corporate & Brand Initiatives
Care in Need and Care to Thrive — Together We Care

reflects how we activate our teammates through volunteering

and charitable giving, respond in times of crisis and provide Mobilizing our teammates Supporting communities Empowering individuals
the essentials and support that help build a stronger future for

to create local impact for families with relief and compassion with the confidence and essentials
and communities through their when and where it's to pursue opportunity while
time, talent and generosity needed most protecting and restoring the
natural world we share

people and the natural world.
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Care in Action

Across our worldwide operations, Edgewell teammates
deliver Care in Action, sharing their time and resources
through volunteering and giving to bring joy, offer support and

strengthen our local communities.

Teammates contribute in many ways, including creating care
kits for school children, hosting vocational workshops that
build skills and confidence among youth and young adults,
supporting community pantries and organizing donation
drives to provide personal essentials that help people thrive.
They also plant trees and beach grass, clean up shorelines,
harvest food and champion fundraising efforts for causes
close to their hearts.

These actions — and many others — reflect the spirit of
Together We Care and our People First value, showing the
powerful impact we can make together when we show up
for others.

Uniting to deliver global impact

To foster a culture of community engagement and caring
— and to drive positive impact through Edgewell’s global
volunteer program — we united our global volunteers as
one Team Edgewell and created a Together We Care Site
Council with local champions at every Edgewell site. These
site champions, announced in early FY26, coordinate Team
Edgewell volunteering opportunities tailored to local needs
and, together, help create meaningful global impact.

We encourage teammates to record their volunteering
actions using our Together We Care impact tools, which we
expanded in early FY26 to include international teammates. In
FY25, teammates in North America recorded more than 960
volunteering hours.

People and Communities The Details

Matching teammate contributions

Edgewell teammates give generously to support their favorite

causes and organizations.

In the U.S., Canada and Puerto Rico, teammates can double
their charitable giving impact through our donation matching
program. This provides a match of up to US$5,000 per
individual per year. In FY25, Edgewell matched US$325,000
in teammate charitable contributions, enabling US$650,000%
in support for nearly 250 nonprofit organizations.

This support extends to our long-time engagement with
United Way, an international network of nonprofits that
exists to advance health, education and financial stability
for people globally. For decades, we have helped amplify
its efforts across the U.S. through teammate donations and
corporate matching.

~US$715K

donated in charitable
giving by Edgewell in FY25.

49 United Way teammate contributions based on campaign donation pledges in FY25.; data rounded to the nearest whole number.

Teammates deliver Care in Action
for people and nature

Connecticut: Since 2017, teammates from Milford and
Shelton have volunteered every Wednesday during the
school year through our Lunch Bunch program, delivering
lunches to students at a nearby elementary school and
reading with them to spark meaningful conversations.
Additionally, for the third year, the C.A.R.E. TRG was

a primary sponsor of the Milford Boys & Girls Club

Gala, the Club’s premier annual fundraising event that
helps maintain affordable childcare for local families,
contributes to funding for a new facility and supports
scholarships for its Youth of the Year. Teams also donated
CREMO, JACK BLACK, SKINTIMATE and BANANA
BOAT products for the event. The Boys & Girls Club
serves more than 1,200 youth in the Milford community.

Florida: In FY25, teammates in Ormond Beach marked
15 years of participating in quarterly beach cleanups to
help protect the coastline near our manufacturing facility.
They also collected food, blankets, toys, towels and other
supplies — and raised more than US$1,000 — to support
a local humane society.

lllinois: Our commercial team participated in a
volunteering event at a local food bank, assembling
five-pound bags of apples for families during the holiday
season. Volunteers helped package more than 7,600
pounds of apples, contributing to more than 6,300 meals.

Japan: Our SCHICK team held a beach cleanup at
Yuigahama Beach in Kamakura, working alongside
a nonprofit dedicated to raising awareness of the
importance of ocean preservation.

Mexico: Teammates in Mexico worked with their local
government to plant 100 trees and other vegetation

in a local community park.

Poland: Edgewell volunteers planted 3,000 pine saplings
in the Rybienko Forest District near Warsaw.
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Care in Need

Throughout the year and during times of crisis, Edgewell
supports people around the world by partnering with strategic
nonprofit partners to deliver Care in Need, providing funding
and essential product donations that meet urgent and
ongoing local needs.

The power of partnerships

For 30 years, Edgewell has partnered with Feed the Children,
a global movement that provides children and families with
the essentials they need to grow and thrive. In FY25, Edgewell
donated over 1.3 million units of personal care products,
advancing programs that help ensure children have the
necessities to succeed in the classroom and during summer

breaks, as well as bringing essential care to local communities.

Our Australian team has partnered with Good360 Australia
for over six years to help distribute our product donations to
nonprofits where and when theyre needed most. Good360
is a not-for-profit marketplace and voice for charities and
disadvantaged schools, enabling businesses to redirect new
and high-need goods to communities across Australia.

To amplify the impact of this partnership, Edgewell Australia
is a proud founding member of the Good360 Inner Circle
program. As a part of this, we've continued to donate
products and fundraise on behalf of the organization.

We are also working with Good360 in the U.S., and through
this partnership, we are helping address critical social
issues, including disaster response and hygiene poverty.
Together, in FY25, we reached more than 15,000 people in
30 communities with product donations — including WET

ONES wipes and feminine care items — that support everyday

hygiene needs and aid recovery efforts, including in regions
affected by Hurricane Helene.

People and Communities The Details

Supporting before, during and after crises

In times of crisis, Edgewell offers support to humanitarian
relief organizations through financial giving, teammate gift
matching and product donations.

Edgewell is a leading member of the American Red Cross
Ready 365 Giving Circle, supporting disaster preparedness,
response and recovery across the world. Ready 365 members
pledge donations ahead of major natural disasters to ensure
the Red Cross can respond immediately to meet the needs of
those affected.

In FY25, Edgewell's support of the Ready 365 Giving Circle
contributed to the American Red Cross's ability to serve
people in all 50 U.S. states and 29 countries outside the
U.S., reaching more than 1 million people with disaster
preparedness, relief and recovery services in FY25.

Additionally, Edgewell teammates also directly support the
American Red Cross, providing life-saving blood donations at
drives throughout the year. In FY25, Edgewell sponsored four
on-site blood drives.

US$150K

donated in FY25 to support
disaster relief efforts.

Helping hands
in times of need

After a devastating tornado impacted St. Louis, Missouri,
in 2025, our local Edgewell team was quick to respond.
Edgewell supported local relief efforts through both
corporate product donations and teammate-led

contributions, as well as hands-on volunteering.

Edgewell donated personal care items — including feminine
pads, WET ONES wipes, suncare products and razors — to
the St. Louis Area Foodbank, where teammates helped
sort donations and distribute these items to individuals and
families affected by the storm.

Teammates also contributed additional items to
LOVEtheLOU, a St. Louis-based nonprofit that provided
hyper-local relief, including delivering essential supplies
to emergency shelters.
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Care to Thrive

We believe the simple act of tending to one’s personal care,
even in times of struggle and crisis, can help strengthen an

individual's overall emotional, physical and mental wellbeing.
Feeling better about your health and hygiene can make you
feel stronger and more confident in your abilities.

At the same time, the health of our planet plays an essential
role in enabling people and communities to thrive today and
in the future, which is why we are committed to caring for

our environment.

Through product donations and investments, our corporate
and brand impact program, Care to Thrive, focuses on
empowering individuals with the confidence and essentials
needed to pursue opportunity, while protecting and restoring
the natural world we share.

Empowering dignity and confidence

In FY25, Edgewell continued to support Girls Helping Girls.
Period., a U.S.-based nonprofit dedicated to raising awareness
about the need for menstrual products, collecting and
distributing those products, and advocating for systemic
change. We donated more than 800,000 products, helping
relieve the stress of period poverty and ensuring that more
people can manage their hygiene needs with confidence,
dignity and a greater sense of self-empowerment.

In addition, Girls Helping Girls. Period. conducted
informational workshops and enabled participants to explore
a range of feminine care products to find what works

best for them, further strengthening their sense of dignity
and confidence.

Strengthening our natural world

Edgewell has partnered with the Arbor Day Foundation since
FY22, supporting the planting of more than 77000 trees

across Argentina, Australia, Mexico, Peru, the UK. and the
U.S. Over the next 40 years, these trees are projected to help
restore approximately 138 acres of wildlife habitat, including
butterfly and hummingbird populations, and support the

vital ecosystem and natural resources local communities

depend on.%°

Since FY22, BANANA BOAT has been partnering with VML
and local partners to support sea turtle conservation in

Colombia and Mexico, creating natural domes designed to
regulate sand temperatures on beaches and help protect sea
turtle reproduction.” Through this partnership, an estimated
13,000 eggs have hatched under the protection of the

Nest Domes.

800,000

menstrual products

donated in FY25.

50 Source: Metrics reported by the Arbor Day Foundation, configured using U.S. Department of Agriculture Forest Service i-Tree Tools.

51 To date, no safe program has been developed to effectively test the sex of newly hatched turtles at birth, which have yet to develop easily identifiable

physical characteristics.

GIRLS
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The Detalils

At Edgewell, sustainability is an important driver of our
performance and provides a lens through which we aim
to future-proof our business and continue to grow in a
responsible way. We're proud of our continued progress
and are determined to maintain our momentum in the
coming years.

In this section, we map our performance and progress against a range of leading
reporting frameworks: the United Nations Sustainable Development Goals (UN SDGs),
Global Reporting Initiative (GRI), Sustainability Accounting Standards Board (SASB)
and the Task Force on Climate-related Financial Disclosures (TCFD).

In this section

50 About This Report

51 Stakeholder Engagement

52 Our Sustainability Priorities
53 UN SDGs

54 GRI Index

62 SASB Index

63 TCFD Index

64 Forward-Looking Statements

The Details
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About This Report

In this FY25 Sustainability Report, we
share the details of our objectives and
progress in relation to our sustainability
performance.

We share data about our financial performance in the Investor

section of our website and in our public filings with the U.S.

Securities and Exchange Commission (SEC).

The report covers our fiscal year 2025 (referred to as
“this year” or “FY25”), which ran from October 1, 2024, to
September 30, 2025. It details our sustainability progress,

performance and achievements during that period.

Throughout, we focus on our key sustainability priority
areas as organized by our strategic sustainability framework.
During FY25, we refined select sustainability targets to
enhance clarity and measurability and to reflect evolving
practices and regulatory expectations. In select areas, this
included refining target boundaries, baselines or timelines
to reflect improved data, evolving methodologies and our
current operating context, while maintaining our overall
commitment. These updates are intended to strengthen the
consistency, transparency and overall rigor of our approach
and to better position us to deliver meaningful, sustained

progress over time.

Our disclosures cover our offices, manufacturing and
research facilities, and warehouses, as noted throughout,

and all data has been internally reviewed and verified. Unless
otherwise noted, goal timeframes refer to the end of the
designated fiscal year and progress figures are rounded to the
nearest whole number.

The product- and packaging-related goal progress presented
in this report is calculated by weight, and all packaging

data includes primary and secondary packaging data made
available to us.

We calculate our GHG emissions in accordance with

the GHG Protocol Corporate Accounting and Reporting
Standard using the operational control approach and include
all Edgewell-owned or -operated facilities, including offices,
manufacturing and research facilities and warehouses. We also
verify our GHG emissions data through a third-party provider
and disclose its limited assurance statement in our annual
CDP report.

We have prepared this report with reference to the
GRI Standards and in line with the SASB Household
& Personal Products Standard. We have also included

disclosures in line with the recommendations of the TCFD.

For questions regarding Edgewell’s sustainability
efforts or the content of this report, please contact
Corporate.Communications@Edgewell.com.
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https://ir.edgewell.com/
https://ir.edgewell.com/
https://www.globalreporting.org/
https://sasb.ifrs.org/
https://www.fsb-tcfd.org/
mailto:Corporate.Communications%40Edgewell.com?subject=
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Stakeholder
Engagement

We engage regularly with our stakeholders
to deepen our understanding of their
needs, gain insights into current and
emerging risks and opportunities, and
prioritize the most important issues
relating to our business.

People and Communities

The Details

Our key stakeholders and engagement methods

Consumers

We are committed to creating products that help
consumers care for themselves and align with their
sustainability values while also providing the transparency
they would expect. We engage with our consumers in
many ways, including through our products, in-store
interactions, e-commerce platforms, market research
and brand communications.

@ Customers

Sustainability is an increasingly important consideration for
our customers, and we want to be a valued supplier across
the markets in which we operate. This includes working with
our retail customers to help them meet consumer needs
and try to advance their own sustainability objectives.

Governments and regulators

We frequently engage with regulators and government
agencies to advocate for regulatory best practices through
education and impact analysis. We also serve as a technical
resource, contributing to the design and implementation
of legislative and regulatory policies. This core stakeholder
group sets the compliance framework for our business —
and our engagement approach is guided by our

Code of Conduct.

Industry, business
and trade associations

We maintain a voice through our memberships with
industry, business and trade associations, as well as platforms
for monitoring issues and sharing joint research and best
practices. See our GRI Index for a list of associations we are
involved with.

@ Nongovernmental organizations
(NGOs) and nonprofits

Engagement with NGOs and nonprofits helps us better
understand key issues, stay up to date with industry
practices and achieve important certifications. Through
our corporate, brand and teammate engagement, we also
support numerous nonprofit organizations with the aim
of providing aid and creating positive impact for people
and communities.

@ People and communities

Throughout our value chain, we create direct and indirect
employment opportunities and make donations and
contributions through regional and community activities.
Additionally, through our company and brands, we engage
in strategic partnerships and initiatives to address locally

relevant issues and amplify our community impact.
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@ Shareholders and investors

We regularly engage with shareholders and investors on our
shared business and sustainability priorities to build mutual
understanding, provide a foundation for progress and ensure
we are focusing on the issues they care about.

@ Suppliers

We strive to ensure the ingredients, components and
materials that go into our products are sourced responsibly.
We clearly define supplier requirements in our Supplier
Code of Conduct and seek relationships with those who
promote standards that are consistent with ours within their
own supply chains.

@ Teammates

With a people first culture, we are dedicated to the
development, inclusion and wellbeing of every individual.
Our two-way feedback process, using open dialogue,
surveys, ethics reporting channels, performance reviews and
more, enables us to maintain trust and promote a positive,
safe and fulfilling working experience. We also offer various
wellness and development opportunities, including TRGs,
training courses and guest speakers.


https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_Supplier_CoC_English.pdf?v=1661879754
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_Supplier_CoC_English.pdf?v=1661879754

Overview Brands Operations and Supply Chain People and Communities The Details Edgewell FY25 Sustainability Report 52

Our Sustainability
Priorities

Understanding the sustainability issues Our priority areas are topics that we believe we can have
. the greatest impact on, as well as those that might most
that matter to our stakeholders is central ¢ ¢

to our approach.

meaningfully impact our business, and include:

* Employment, talent and employee wellbeing

We work together with internal experts and external * Energy use and emissions

consultants, conducting extensive research to determine and ¢ Inclusion and belonging
prioritize our sustainability focus areas. Keeping these key « Ingredient stewardship

issues front of mind ensures that we can take effective action )

. * Product and packaging
and report on what matters most — for both our business and

our stakeholders. * Supply chain

. . L * Waste reduction
We regularly review these issues and periodically conduct

a sustainability materiality assessment to ensure we remain * Water conservation
focused on the key sustainability priority areas relevant to our
business and the evolving sustainability landscape. The results
help inform our sustainability strategy and future reporting as

we continue to strengthen our sustainability foundation.

In FY25, we completed a comprehensive sustainability
materiality process to identify and assess the sustainability
topics most relevant to Edgewell and our stakeholders in
alignment with global sustainability reporting standards. This
process considered potential business risks and the impacts
of our business on people and the environment. In addition
to conducting a thorough review of internal documentation
and external research, we gathered perspectives from

key stakeholder groups, such as internal leadership, our
Board, consumers, customers, investors, NGOs, peers and
suppliers, through direct engagement and analysis of publicly

available sources.
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UN SDGs

The United Nations Sustainable
Development Goals (UN SDGs)? provide
a useful framework for understanding
where our activities, operations and
partnerships contribute to broader
environmental and social priorities.

While no single company can achieve these goals alone, we
recognize the role we can play through the way we design
products, operate our business, support our teammates and
engage across our value chain.

Across Edgewell, we strive to reduce environmental impacts,
operate responsibly and create products that meet evolving
consumer expectations. This includes efforts to improve
product and packaging sustainability, reduce waste and
emissions, support responsible sourcing practices and

advance more efficient use of materials and resources.

Guided by our Purpose, Values and Behaviors (PVB), and our
teammate experience, growth, and Inclusion and Belonging
programs, we aim to address inequities and foster a more
inclusive, supportive workplace. We remain committed to
respecting human rights and promoting responsible business
practices across our global operations and supply chain.

We also support programs that contribute to environmental
stewardship and community wellbeing through community
engagement, partnerships and local initiatives.

People and Communities The Details

Through these efforts, we believe our business activities can
contribute to several SDGs that are particularly relevant to
our company and stakeholders, including:

GENDER DECENT WORK AND 1 REDUCED 12 RESPONSIBLE 1 CLIMATE
EQUALITY ECONOMIC GROWTH INEQUALITIES CONSUMPTION ACTION
/\/ -~ AND PRODUCTION
Our actions Our actions Our actions Our actions Our actions
Powered by People, Powered by People, Powered by People, Innovating Our Brands Managing

Our Operations
Acting on Climate

Guided by Values Guided by Values

Elevating the

Guided by Values Our Product Portfolio

Inclusion and Belonging

Inclusion Smarter Logistics
and Belonging Teammate Experience Caring for el Whsie Smarter Logistics
~anng fof Reducing Vvaste >Marter _Ogistes

Cultivating Our Communities

Conserving Water

Teammate Growth Edgewell Code
. .

Ldgewel Lode Ethical Sourcin

of Conduct

Inclusion and Belonging

Edgewell Modern
Slavery Act Statement

Promoting Health
and Safety
Respecting Human Rights

Ethical Sourcing

52 SDG descriptions sourced from the 2023 Sustainable Development Goals Report.
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1 LIFE
BELOW WATER

Our actions

Innovating Our Brands

19 oiwo

Our actions

Innovating Our Brands

Qur Product Portfolio

Qur Product Portfolio

Biodiversity
Caring for Our

Communities

Biodiversity
Ethical Sourcing

Caring for Our
Communities


https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_UK_AU_Modern_Slavery_Act_Statement_FINAL_FY25_FINAL.pdf?v=1774888314
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_UK_AU_Modern_Slavery_Act_Statement_FINAL_FY25_FINAL.pdf?v=1774888314
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://unstats.un.org/sdgs/report/2023/The-Sustainable-Development-Goals-Report-2023.pdf

Overview Brands Operations and Supply Chain People and Communities The Details Edgewell FY25 Sustainability Report 54

GRIl Index SASB Index TCFD Index

The information in this index covers the period October 1, 2024, to September 30, 2025, with reference to the GRI Standards. All content in this table can be found
in this report, our 2025 Form 10-K (10-K), 2025 Annual Meeting & Proxy Statement (AMPS), 2025 CDP Climate Change Response and on the Edgewell website.

GRI Standard Disclosure Name and Number Location/Response

General Disclosures

The organization and its reporting 21 Organizational details Edgewell Personal Care Company
6 Research Drive
Shelton, CT 06484

SR: Overview, We Are Edgewell, p. 4

Edgewell Locations
Nature of ownership: 10K: Part 1, pp. 3-11

2-2 Entities included in the organization’s sustainability reporting SR: The Details, About This Report, p. 50
10K: Part 1, pp. 3-11, Part 2, p. 53

2-3 Reporting period, frequency and contact point October 1, 2024-September 30, 2025
Frequency: Annual
Contact: Corporate. Communications@Edgewell.com

2-4 Restatements of information All restatements from previous reporting periods are explained in footnotes to data presentation.

2-5 External assurance All data is verified and reviewed internally. We also verify our Scope 1 and 2 GHG emissions data on an annual basis using a third-party provider and
disclose the assurance statement in our annual CDP report. We have not pursued external assurance of our Sustainability Report at this time.

Activities and workers 2-6 Activities, value chain and other business relationships SR: Overview, We Are Edgewell, p. 4

10K: Part 1, pp. 3-11
Edgewell Personal Care website: Brands

AMPS: Director Independence, p. 14; Certain Relationships and Related Transactions, p. 76

2-7 Employees SR: People and Communities, Inclusion and Belonging, p. 42

Governance 2-9 Governance structure and composition Corporate Governance Principles

Board Committee Composition

AMPS: Corporate Governance, pp. 10-18

2-10 Nomination and selection of the highest governance body Corporate Governance Principles, pp. 67

AMPS: Director Nominations, pp. 1-9; Election of Directors, p. 57



https://edgewell.com/pages/locations
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-10-k.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-10-k.pdf
mailto:Corporate.Communications%40Edgewell.com?subject=
https://ir.edgewell.com/%7E/media/Files/E/EdgeWell-IR/annual-reports/2025-10-k.pdf
https://edgewell.com/pages/our-brands
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-principles-9-13-23.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/epc-board-and-committee-listing-2026.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-principles-9-13-23.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://edgewell.com/pages/sustainability
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M SASB Index TCFD Index
G RI I ndeX (continued)

GRI Standard Disclosure Name and Number Location/Response

Governance 2-1 Chair of the highest governance body Corporate Governance Principles, pp. 1-3

Board Committee Composition

AMPS: Corporate Governance, Risk Oversight, Sustainability and Director Independence, p. 14

212 Role of the highest governance body in overseeing the management of impacts SR: Overview, Managing Our Business Responsibly, p. 8
10K: Part 3, p. 89
AMPS: Corporate Governance, pp. 10-18

Corporate Governance Committee Charter

213 Delegation of responsibility for managing impacts SR: Overview, Managing Our Business Responsibly, p. 8

Corporate Governance Committee Charter

AMPS: Corporate Governance, Risk Oversight, Sustainability and Director Independence, pp. 14-18

214 Role of the highest governance body in sustainability reporting SR: Overview, Managing Our Business Responsibly, p. 8

215 Conflicts of interest Edgewell Code of Conduct

Edgewell Code of Business Conduct (for Board of Director Members)

2-16 Communication of critical concerns AMPS: Communicating Concerns to Our Board, p. 18
Edgewell Ethics Point
Edgewell Code of Conduct

217 Collective knowledge of the highest governance body AMPS: Director Biographies pp. 5-9; Standing Committees and Meetings, pp. 10-13

Corporate Governance Principles

SR: Overview, Managing Our Business Responsibly, p. 8

2-18 Evaluation of the performance of the highest governance body AMPS: Board Ledaership Structure, p. 17

Corporate Governance Principles

2-19 Remuneration policies AMPS: Non-Employee Director Compensation, pp. 19-21; Executive Compensation, pp. 22-54

Human Capital and Compensation Committee Charter, pp. 2-5

2-20 Process to determine remuneration AMPS: Executive Compensation, pp. 22-54

Human Capital and Compensation Committee Charter, pp. 2-5

2-21 Annual total compensation ratio AMPS: Chief Executive Officer Pay Ratio Disclosure, p. 48



https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-principles-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/epc-board-and-committee-listing-2026.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-10-k.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-committee-charter-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-committee-charter-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/edgewell-code-of-conduct-for-board-july-2018.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://secure.ethicspoint.com/domain/media/en/gui/43710/index.html
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-principles-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/corporate-governance-principles-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/human-capital-and-compensation-committee-charter-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/human-capital-and-compensation-committee-charter-04-15-26.pdf
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-proxy-statement.pdf
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GRI |ndeX (continued)

GRI Standard

Strategy, policies and practices

GRI Index

Disclosure Name and Number

2-22

Statement on sustainable development strategy

SASB Index TCFD Index
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Location/Response

SR: Overview, Message From the CEQO, p. 3
SR: The Details, UN SDGs, p. 53

2-23

Policy commitments

Edgewell does not explicitly refer to the precautionary approach or principle in our reporting or other materials. Edgewell strives to contribute to society
by operating our business as responsibly as we can, working on our products and packaging with people and the planet in mind, and even in some
instances going above and beyond the applicable regulation and legislation.

SR: Overview, What Guides Us, p. 7
SR: Overview, Managing Our Business Responsibly, p. 8

SR: People and Communities, Powered by People, Guided by Values, p. 33

SR: Operations and Supply Chain, Respecting Human Rights, p. 27
10K: Part 1, pp. 7-9

Edgewell Personal Care website: Guided By Purpose

Edgewell Code of Conduct

Edgewell Code of Business Conduct (for Board of Director Members)

Edgewell Supplier Code of Conduct

Edgewell Human Rights Policy

2-24

Embedding policy commitments

Edgewell Code of Conduct pp. 4-6
Edgewell Supplier Code of Conduct

SR: Overview, Managing Our Business Responsibly, p. 8

SR: People and Communities, Powered by People, Guided by Values, p. 33

SR: People & Communities, Inclusion and Belonging, p. 42

SR: Operations and Supply Chain, Ethical Sourcing, p. 28

2-25

Processes to remediate negative impacts

Edgewell Code of Conduct pp. 9-10
SR: Overview, Managing Our Business Responsibly, p. 8

SR: Operations and Supply Chain, Ethical Sourcing, p. 28

2-26

Mechanisms for seeking advice and raising concerns

Edgewell Code of Conduct pp. 6-8
SR: People and Communities, Powered by People, Guided by Values, p. 33

SR: The Details, Stakeholder Engagement p. 51

2-27

Compliance with laws and regulations

10K: Part 2, p. 83



https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-10-k.pdf
https://edgewell.com/pages/our-culture#:~:text=Guided%20By%20Purpose&text=At%20Edgewell%20Personal%20Care%2C%20we,inspire%20experimentation%20in%20our%20work
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/documents/corporate-governance/edgewell-code-of-conduct-for-board-july-2018.pdf
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_Supplier_CoC_English.pdf?v=1661879754
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Edgewell_Human_Rights_Policy.pdf?v=1677006550
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/EPC_Supplier_CoC_English.pdf?v=1661879754
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://cdn.shopify.com/s/files/1/0598/9538/2192/files/Code_of_Conduct_2026.pdf?v=1770746776
https://ir.edgewell.com/~/media/Files/E/EdgeWell-IR/annual-reports/2025-10-k.pdf
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M SASB Index TCFD Index
G RI I ndeX (continued)

GRI Standard Disclosure Name and Number Location/Response
Strategy, policies and practices 2-28 Membership associations Edgewell is a member of the following associations:
Australia:

* Accord — Hygiene, Personal Care and Specialty Products Industry

Canada:
* Cosmetics Alliance

China:
¢ American Chamber of Commerce South China (AmCham China)

Europe:

* Cosmetics Europe (CE)

* Cosmetics, Toiletry and Perfumery Association (CTPA)

* German Cosmetic, Toiletry, Perfumery and Detergent Association (IKW)
* Plastics Recyclers Europe RecyClass™ Platform

Latin America:

e CASIC — Council of Latin American Cosmetic, Personal Care and Home Care Industries
¢ Chile Chamber of Cosmetic Products

¢ Colombia Chamber of Cosmetics and Personal Care Products (ANDI)

¢ Mexico Chamber of Cosmetics and Personal Care Products (CANIPEC)

U.sS.:

e Consumer Healthcare Products Association (CHPA)

¢ Personal Care Product Council (PCPC)

* Public Access to Sunscreens (PASS)

e Sustainable Packaging Coalition®

International:

* International Association Collaboration (IAC)

¢ International Collaboration on Cosmetic Safety (ICCS)

Stakeholder engagement 2-29 Approach to stakeholder engagement SR: The Details, Stakeholder Engagement, p. 51

2-30 Collective bargaining agreements Edgewell complies with all employee rights and laws on collective bargaining and maintains good relationships with employee representatives globally.
As of September 30, 2025, approximately 23% of our employees company-wide were covered by a collective bargaining agreement.
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M SASB Index TCFD Index
G RI I ndeX (continued)

GRI Standard Disclosure Name and Number Location/Response

Material topics

GRI 3: Material Topics 3-1 Process to determine material topics SR: The Details, Our Sustainability Priorities, p. 52
3-2 List of material topics SR: The Details, Our Sustainability Priorities, p. 52
3-3 Management of material topics SR: Overview, Managing Our Business Responsibly, p. 8

SR: Brands, p. 9
SR: Operations and Supply Chain, p. 19

SR: People and Communities, p. 32

GRI 300: Environmental

GRI 301: Materials 3-3 Management of Material Topic SR: Brands, p. 9
301-1 Materials used by weight or volume Total weight of packaging in FY25: 34,809 metric tons.
301-2 Recycled input materials used SR: Brands, p. 9

SR: Brands, Product Sustainability p. 11
SR: The Details, SASB Index, p. 62

GRI 302: Energy 3-3 Management of Material Topic SR: Operations and Supply Chain, Energy and Emissions, p. 21

3021 Energy consumption within the organization SR: Operations and Supply Chain, Energy and Emissions, p. 21
2025 CDP Climate Change Response, 7.30-7.30.19

302-4 Reduction of energy consumption SR: Operations and Supply Chain, Energy and Emissions, p. 21
2025 CDP Climate Change Response, 7.30
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M SASB Index TCFD Index
G RI I ndeX (continued)

GRI Standard Disclosure Name and Number Location/Response

GRI 303: Water and Effluents 3-3 Management of Material Topic SR: Operations and Supply Chain, Conserving Water, p. 26
303-1 Interactions with water as a shared resource SR: Operations and Supply Chain, Conserving Water, p. 26
303-2 Management of water discharge-related impacts SR: Operations and Supply Chain, Conserving Water, p. 26

Edgewell's Water Pollution Standard requires each site to meet all local/state discharge limits and other requirements as a minimum threshold. The
standard also addresses instances for which no local discharge limitations or requirements have been established. In these cases, the standard sets
numerical limits for specific pollutants. These minimum standards were developed using industry best practices and through a review of existing local
discharge requirements. Additionally, the standard directly references and incorporates the U.S. Environmental Protection Agency’s Total Toxic Organics
Effluent Guidelines.

303-3 Water withdrawal SR: Operations and Supply Chain, Conserving Water, p. 26
SR: The Details, SASB Index, p. 62

303-5 Water consumption SR: Operations and Supply Chain, Conserving Water, p. 26
GRI 305: Emissions 3-3 Management of Material Topic SR: Operations and Supply Chain, Energy and Emissions, p. 21
305-1 Direct (Scope 1) GHG emissions SR: Operations and Supply Chain, Energy and Emissions, p. 21

2025 CDP Climate Change Response, 71-712

305-2 Energy indirect (Scope 2) GHG emissions SR: Operations and Supply Chain, Energy and Emissions, p. 21
2025 CDP Climate Change Response, 71-712

305-4 GHG emissions intensity SR: Operations and Supply Chain, Energy and Emissions, p. 21
2025 CDP Climate Change Response, 7.45

305-5 Reduction of GHG emissions SR: Operations and Supply Chain, Energy and Emissions, p. 21
2025 CDP Climate Change Response, 710, 7.55-755.2

305-7 Nitrogen oxides (NO,), sulfur oxides (SO,), and other significant air emissions SR: Operations and Supply Chain, Energy and Emissions, p. 21

Reporting of other air emissions covered by GRI 305-7 are managed at a local level based on local requirements and not incorporated into our overall
sustainability data collection.
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GRI 306: Effluents and Waste 3-3 Management of Material Topic SR: Operations and Supply Chain, Reducing Waste, p. 25
306-1 Waste generation and significant waste-related impacts SR: Operations and Supply Chain, Reducing Waste, p. 25
306-2 Management of significant waste-related impacts SR: Brands, Product Sustainability p. 11
SR: Operations and Supply Chain, Reducing Waste, p. 25
306-3 Waste generated SR: Operations and Supply Chain, Reducing Waste, p. 25
306-4 Waste diverted from disposal SR: Operations and Supply Chain, Reducing Waste, p. 25
306-5 Waste directed to disposal SR: Operations and Supply Chain, Reducing Waste, p. 25
GRI 308: Supplier Environmental 3-3 Management of Material Topic SR: Operations and Supply Chain, Ethical Sourcing, p. 28
Assessment
308-1 New suppliers that were screened using environmental criteria SR: Operations and Supply Chain, Ethical Sourcing, p. 28
308-2 Negative environmental impacts in the supply chain and actions taken SR: Operations and Supply Chain, Ethical Sourcing, p. 28
GRI 400: Social
GRI 401: Employment 33 Management of Material Topic SR: People and Communities, Powered by People, Guided by Values, p. 33
4011 New employee hires and employee turnover SR: People and Communities, Elevating the Teammate Experience, p. 36
401-2 Benefits provided to full-time employees that are not provided to temporary or SR: People and Communities, Elevating the Teammate Experience, p. 36
part-time employees
401-3 Parental leave SR: People and Communities, Elevating the Teammate Experience, p. 36
GRI 403: Occupational Health 33 Management of Material Topic SR: Operations and Supply Chain, Managing Our Operations, p. 20
and Safety SR: People and Communities, Promoting Health and Safety, p. 41
403-1 Occupational health and safety management system SR: Operations and Supply Chain, Managing Our Operations, p. 20
SR: People and Communities, Promoting Health and Safety, p. 41
403-2 Hazard identification, risk assessment, and incident investigation SR: Operations and Supply Chain, Managing Our Operations, p. 20
SR: People and Communities, Promoting Health and Safety, p. 41
403-3 Occupational health services SR: Operations and Supply Chain, Managing Our Operations, p. 20

SR:

People and Communities, Promoting Health and Safety, p. 41
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GRI 403: Occupational Health 403-4 Worker participation, consultation, and communication on occupational SR: Operations and Supply Chain, Managing Our Operations, p. 20
and Safety health and safety SR: People and Communities, Promoting Health and Safety, p. 41
403-5 Worker training on occupational health and safety SR: Operations and Supply Chain, Managing Our Operations, p. 20
SR: People and Communities, Promoting Health and Safety, p. 41
403-6 Promotion of worker health SR: Operations and Supply Chain, Managing Our Operations, p. 20
SR: People and Communities, Promoting Health and Safety, p. 41
SR: People and Communities, Elevating the Teammate Experience, p. 36
403-7 Prevention and mitigation of occupational health and safety impacts directly SR: Operations and Supply Chain, Managing Our Operations, p. 20
linked by business relationships SR: People and Communities, Promoting Health and Safety, p. 41
403-8 Workers covered by an occupational health and safety management system SR: People and Communities, Promoting Health and Safety, p. 41
Edgewell's safety standards and policies are applicable to all of our production facility locations. This includes 100% of direct employees and temporary
labor at those sites.
403-9 Work-related injuries SR: People and Communities, Promoting Health and Safety, p. 41
GRI 404: Training and Education 3-3 Management of Material Topic SR: People and Communities, Cultivating Teammate Growth, p. 39
404-2 Programs for upgrading employee skills and transition assistance programs SR: People and Communities, Cultivating Teammate Growth, p. 39
404-3 Percentage of employees receiving regular performance and career SR: People and Communities, Cultivating Teammate Growth, p. 39
development reviews
GRI 405: Diversity and Equal 3-3 Management of Material Topic SR: People and Communities, Inclusion and Belonging, p. 42
Opportunity
405-1 Diversity of governance bodies and employees SR: People and Communities, Inclusion and Belonging, p. 42
GRI 414: Supplier Social Assessment 33 Management of Material Topic SR: Operations and Supply Chain, Ethical Sourcing, p. 28
4141 New suppliers that were screened using social criteria SR: Operations and Supply Chain, Ethical Sourcing, p. 28
414-2 Negative social impacts in the supply chain and actions taken SR: Operations and Supply Chain, Ethical Sourcing, p. 28
GRI 416: Customer Health and Safety 33 Management of Material Topic SR: Brands, Choosing Our Ingredients p. 15
416-1 Assessment of the health and safety impacts of product and service categories SR: Brands, Choosing Our Ingredients p. 15
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SASB Index

SASB is an independent standards-setting organization that promotes the disclosure of material sustainability information to meet investor needs.

The table below references where relevant SASB disclosures can be found, based on the Household & Personal Products Standard.

Topic Accounting Metric Code 2025 Response
Water Management (1) Total water withdrawn, (2) Total water consumed, percentage of each in regions with High or CG-HP-140a.1 Total water withdrawn in FY25: 264,073 cubic meters.
Extremely High Baseline Water Stress SR: Operations and Supply Chain, Conserving Water, p. 26

Description of water management risks and discussion of strategies and practices to mitigate those risks CG-HP-140a.2 SR: Operations and Supply Chain, Conserving Water, p. 26

Product Environmental,  Revenue from products that contain REACH substances of very high concern (SVHC) CG-HP-250a.1 SR: Brands, Choosing our Ingredients p. 15
Health, and Safety g g : g ; Aad ; T Bg
bt Revenue from products that contain substances on the California DTSC Candidate Chemicals List CG-HP-2502.2 Our apperach to the safety of produ;ts angl ingredients |§ outlmed m(our Product. Safety P.r|nC|p|es and Ingred|ent Principles. Additionally,
cronmance we describe our product safety and ingredient stewardship practices in the Material Selection and Use section. We do not currently track
Discussion of process to identify and manage emerging materials and chemicals of concern CG-HP-250a.3 product revenue by chemical composition regulations or if designed with green chemistry principles as our policies and practices for
chemicals management and ingredient stewardship are integrated into our overall approach to product design.
Revenue from products designed with green chemistry principles CG-HP-250a.4
Packaging Lifecycle 1) Total weight of packaging, (2) Percentage made from recycled and/or renewable materials, and (3) CG-HP-410a.1 (1) Total weight of packaging in FY25: 34,809 metric tons.
Management Percentage that is recyclable, reusable, and/or compostable (2) We are working to increase our use of recycled plastic and fiber paperboard, as well as certified responsibly sourced fiber paperboard
in our packaging, and in FY25 we achieved 90% recycled or certified responsibly sourced fiber packaging.
(3) Percentage of packaging that was designed for recycling or reuse in FY25: 83.2%.
Additional information can be found in our SR:
SR: Brands, Packaging Sustainability p. 13
Discussion of strategies to reduce the environmental impact of packaging throughout its lifecycle CG-HP-410a.2 Information about our strategies and progress to reduce the environmental impact of packaging throughout its lifecycle can be found in our SR:
SR: Brands, Packaging Sustainability p. 13
SR: Brands, Product and Packaging Sustainability in Practice, p. 17
Environmental & Social ~ Amount of palm oil sourced, percentage certified through the Roundtable on Sustainable Palm Ol CG-HP-430a.1 In FY25, we sourced 2,550 metric tons of palm oil and palm oil derivatives for use in our products, of which 100% is certified under the
Impacts of Palm Oil (RSPO) supply chains as (a) Identity Preserved, (b) Segregated, (c) Mass Balance, or (d) Book & Claim following RSPO certification schemes:
Supply Chain a) ldentity Preserved: O

b) Segregated: 0.4%
c) Mass Balance: 99%
d) Book & Claim: 0.6%

SR: Brands, Responsible Material Sourcing p. 16

Activity Metric Number of manufacturing facilities CG-HP-000.B As of September 30, 2025, Edgewell had 12 manufacturing facilities. Information on locations and details can be found on page 4.
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TCFD Index

The TCFD framework was created to offer organizations a consistent approach to climate-related financial risk and opportunity disclosures.

This table details where information relevant to Edgewells TCFD disclosures can be found.

Disclosure Focus Area Recommended Disclosure Description 2025 Response
Governance a) Describe the board's oversight of climate-related risks and opportunities. 2025 CDP Climate Change Response 4.1-4.2.3
Disclose the organization’s governance around SR: Overview, Managing Our Business Responsibly, p. 8

climate-related risks and opportunities.
b) Describe management’s role in assessing and managing climate-related risks and opportunities. 2025 CDP Climate Change Response 4.3

SR: Overview, Managing Our Business Responsibly, p. 8

Strategy a) Describe the climate-related risks and opportunities the organization has identified over the short, medium, and long term. 2025 CDP Climate Change Response, 3.1, 3.6

Disclose the actual and potential impacts
of climate-related risks and opportunities
on the organization’s businesses, strategy and SR: Overview, Managing Our Business Responsibly, p. 8

b) Describe the impact of climate-related risks and opportunities on the organization’s businesses, strategy, and financial planning. 2025 CDP Climate Change Response, 5.1, 5.3-5.4

financial planning.
P . c) Describe the resilience of the organization’s strategy, taking into consideration different climate-related scenarios, including a 2°C or lower scenario. 2025 CDP Climate Change Response, 5.1, 5.3-5.4

SR: Overview, Managing Our Business Responsibly, p. 8

Risk Management a) Describe the organization’s processes for identifying and assessing climate-related risks. 2025 CDP Climate Change Response 2.1-2.2

Disclose how the organization identifies, assesses SR: Operations and Supply Chain, Managing Our Operations, p. 20
and manages climate-related risks.

SR: Operations and Supply Chain, Energy and Emissions, p. 21

b) Describe the organization’s processes for managing climate-related risks. 2025 CDP Climate Change Response 4.3

SR: Overview, Managing Our Business Responsibly, p. 8

c) Describe how processes for identifying, assessing and managing climate-related risks are integrated into the organization’s overall risk management. 2025 CDP Climate Change Response 2.1-2.2

SR: Operations and Supply Chain, Managing Our Operations, p. 20

SR: Operations and Supply Chain, Energy and Emissions, p. 21

Metrics and Targets a) Disclose the metrics used by the organization to assess climate-related risks and opportunities in line with its strategy and risk management process. 2025 CDP Climate Change Response 4.6-4.12, 7.5-7.55
Disclose the metrics and targets used to SR: Operations and Supply Chain, Energy and Emissions, p. 21
assess and manage relevant climate-related

risks and opportunities. b) Disclose Scope 1, Scope 2, and, if appropriate, Scope 3 greenhouse gas (GHG) emissions, and the related risks. 2025 CDP Climate Change Response 7.5-710, 31, 3.6

SR: Operations and Supply Chain, Energy and Emissions, p. 21

c) Describe the targets used by the organization to manage climate-related risks and opportunities and performance against targets. 2025 CDP Climate Change Response 7.53-7.55
SR: Operations and Supply Chain, Energy and Emissions, p. 21
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Forward-Looking Statements

This report includes “forward-looking statements” within the
meaning of Section 27A of the Securities Act of 1933 and
Section 21E of the Securities Exchange Act of 1934. The

Private Securities Litigation Reform Act of 1995 provides a safe

harbor for forward-looking statements made by or on behalf

of Edgewell Personal Care Company or any of our businesses.
All statements other than statements of historical fact, relating

to our environmental sustainability, equality and inclusion and

other ESG targets, estimates, projections, goals, commitments

and expected results, and the assumptions upon which those
statements are based, are, or may be deemed to be, forward-
looking statements, including, but not limited to, our goals of
(i) reducing the virgin petroleum-based plastic content in our
disposable razor handles by 50% by 2030 versus our fiscal
year 2019 baseline, (ii) reducing the use of virgin petroleum-
based plastic in packaging by 50% by 2030 versus our fiscal
year 2019 baseline, (iii) striving for at least 90% of packaging
to be designed for recycling or reuse by 2035, (iv) using
recycled and/or certified responsibly sourced fiber for 100%
of fiber- and paper-based packaging by 2030, (v) no longer
producing products that contain microplastics by 2027, (vi)
continuing to source 100% certified sustainable palm oil for
use in our products, (vii) reducing GHG emissions by 50% by
2030 based on our fiscal year 2019 baseline, (viii) achieving
100% renewable electricity use by 2030, (ix) diverting 90%
of the waste generated at our manufacturing facilities from
landfill by 2030; and (x) maintaining an injury rate of <1.0 and
fostering an Alive and Well safety culture at every Edgewell
manufacturing facility. Additionally, while certain information

herein may be important, it is not necessarily material
for purposes of our reporting under various regulatory
obligations, even if we use “material,” “materiality,” or similar

language herein.

Forward-looking statements generally can be identified by

" ou

the use of words or phrases such as “believe,” “expect,”

" ou "o "on

“expectation,” “anticipate,” “may,” “could,” “intend,”

" ou "o "ou

“estimate,” “plan,” “target,” “predict,” “likely,” “will,” “should,”

" ou "o,

“forecast,” “outlook,” “strategy,” or other similar words or
phrases. These statements are not based on historical facts,
but instead reflect our expectations, estimates or projections
concerning future results or events. Many factors outside
our control could affect the realization of these estimates.
These statements are not guarantees of performance and are
inherently subject to known and unknown risks, uncertainties
and assumptions that are difficult to predict and could cause
our actual results to differ materially from those indicated

by those statements. However, it is not possible to predict
or identify all such factors. Unlisted factors may present
significant additional obstacles to the realization of forward-
looking statements. We cannot assure you that any of our
expectations, estimates or projections will be achieved. The
forward-looking statements included in this report are only
made as of the date of this report, and we disclaim any
obligation to publicly update any forward-looking statement
to reflect subsequent events or circumstances, except as
required by law. You should not place undue reliance on
these statements. In addition, other risks and uncertainties

not presently known to us or that we presently consider
immaterial could significantly affect the forward-looking
statement. All forward-looking statements should be evaluated
with the understanding of their inherent uncertainty. Factors
that might cause or contribute to a material difference
include, but are not limited to, fluctuations in the price and
supply of raw materials and costs of labor, warehousing and
transportation; the ability to manage disruption of business
due to various factors, including ones outside of our control,
such as natural disasters, conflicts or acts of war, terrorism

or disease outbreaks; perceptions of certain ingredients,
negative perceptions of packaging, lack of recyclability or
other environmental attributes; the ability to successfully
manage the financial, legal, reputational and operational

risks associated with third-party relationships, such as our
suppliers, contract manufacturers, distributors, contractors
and external business partners; the ability to successfully
achieve, maintain or adjust our environmental or sustainability
goals and priorities; the ability to successfully manage current
and expanding regulatory and legal requirements and matters
(including, without limitation, those laws and regulations
involving product liability, product and packaging composition,
the environment, and financial reporting); and other risks

and uncertainties included in our publicly filed documents,
including in ltem 1A. Risk Factors of Part | of our 2025

Annual Report on Form 10-K and in our other filings with the
Securities and Exchange Commission.
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Edgewell

PERSONAL CARE

For more information on our sustainability policies
and initiatives, please visit our website
edgewell.com/pages/sustainability

For questions regarding Edgewell’s sustainability
efforts or the content of this report, please contact

Corporate.Communications@Edgewell.com
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