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The Communication on Progress is in the followingdrmat :
V] Stand-alone document

What is the time period covered by your COP ?

Year “2016” in accordance with all reports of LVMH

“2016 Reference document” © https://r.lvmh-static.com/uploads/2017/03/docunarreference-2016-
' va.pdl

“201€ Annual Report https://r.lIvmh-static.com/uploads/2017/03/lvmh_ra 2016.pdf

“Environmental Report 2016” . https://r.lvmh-static.com/uploads/2017/04/lvmh_raip

i environment_2016en.p
“2016 Social Responsibility Report! https:/r.lvmh-static.com/uploads/2017/08/2016-aboésponsibility-
| report.pd

Does your COP contain a statement by the CEO (or edgvalent) expressing continued support for the

Global Compact and renewing your company's on-goingcommitment to the initiative and its
principles ?

Y /N
Statement from the CEO

« LVMH comprises a family of iconic brands that cudtie their magic and perpetuate exceptional kn
how, a consistent strategy and an exceptionallyadyrdiigh-quality retail network. In addition to t
intrinsic stability and financial strength of owropany, our brands have been patiently built up trree.

- They take into account issues that are inseparfitblea our long-term strategy, namely t
safeguarding of the natural environment, to whicdMH owes so much, corporate soc
responsibility, and strict ethical standards whigh share with our suppliers, customers
shareholders. This intangible capital is paramaooioiur future success.

- LVMH is committed to stronger corporate citizenshige strive to pass on our expertise, prom
diversity and fulfilment among our employees, coaalent and support young designers,
protect the sometimes very scarce natural resowses in our products. The world is more &
more concerned with such issues, and so are weegddrm the foundation of our Group’s futu
Alongside the development of our business, theytnsesve as a permanent wellspring
creativity.

With this “Communication on Progress 20177, LVMHmimds that CSR an8ustainablelevelopment ars
inseparable from LVMH’s strategy based on four im@ot dimensions : Social policy Economic
performance responsiblé&Environment ; commitment to citizenship

Bernard Arnault, Chairman and Chief Executive Officer
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Does your COP contain a description of actions angolicies related to the following issue areas ?

Human Rights Labour Environment Anti-Corruption
Yes Yes Yes Yes
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Does your COP include qualitative and/or quantitatve measurement of outcomes illustrating the
degree to which targets/performance indicators werenet ?

YN

How does your organization share its COP with stakeolders ?
M Through the UN Global Compact website only

How is the accuracy and completeness of informatiom your COP assessed by a credible third-
party ?

M Information is assured by independent assurors (g., accounting or consulting firm) against
recognized assurance standard (e.g., ISAE3000, AAOMAS, other national or industry-specific
standard)

The Statutory Auditors and Independent Verifier EBRN& YOUNG & Associés conducted the work in
accordance with the professional standards appdicald~rance and the Order of May 13, 2013 detemygin
the conditions under which an independent verifleould conduct its mission, and with regard to the
limited assurance and the reasonable assurancet,répoaccordance with the international standard
ISAE 3000.

O See “Independent verifier's report on consolidawuployee-related environmental and social
information” in “201¢ Reference Document” (pp. 1-110).

The COP incorporates the following high standards btransparency and disclosure :
M Provides information on the company’s profile andcontext of operation

1 See:

v’ “2016 Environmental Report” :
“The framework for action” (pp. 6-17)
“Note on the methodology of environmental reporti(ap. 60-63).

v “Social Responsibility Report 2016" :
- “Foundations of the Group’s Social Responsibilitli&” (pp. 9-19)
- “Reporting methodology” (p. 72)

v" “LVMH Snapshot — 2016 figures” (February 2017)
(https://r.lIvmh-static.com/uploads/2017/01/snapst@it6-ang-version-web.pdf

v' “Snapshot shareholders 2016” (February 2017)
(https://r.lIvmh-static.com/uploads/2017/02/snapstaitonnaires-2016-va-1.pdf

Which of the following Sustainable Development Goal (SDGs) do the activities described in your
COP address?Select all that apply]
"1 SDG 1 : End poverty in all its forms everywhere

M SDG 2 : End hunger, achieve food security and impwved nutrition and promote sustainable
agriculture

M SDG 3 : Ensure healthy lives and promote well-beg for all at all ages

"1 SDG 4 : Ensure inclusive and equitable qualitycation and promote lifelong learning opportunities
all

V] SDG 5 : Achieve gender equality and empower all vmeen and girls
1 SDG 6 : Ensure availability and sustainable mamesge of water and sanitation for all
"1 SDG 7 : Ensure access to affordable, reliablaaswble and modern energy for all
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"1 SDG 8 : Promote sustained, inclusive and sustiradonomic growth, full and productive employment
and decent work for all
1 SDG 9 : Build resilient infrastructure, promoteclusive and sustainable industrialization and foste
innovation
"1 SDG 10 : Reduce inequality within and among caestr
"1 SDG 11 : Make cities and human settlements inodysafe, resilient and sustainable
[V SDG 12 : Ensure sustainable consumption and produic patterns
M SDG 13 : Take urgent action to combat climate chargand its impacts
1 SDG 14 : Conserve and sustainably use the oceseas and marine resources for sustainable
development
M SDG 15 : Protect, restore and promote sustainablese of terrestrial ecosystems, sustainably
manage forests, combat desertification, and halt ahreverse land degradation and halt biodiversity
loss
"1 SDG 16 : Promote peaceful and inclusive socid¢tiesustainable development, provide access tacgist
for all and build effective, accountable and inolesnstitutions at all levels
M SDG 17 : Strengthen the means of implementation andevitalize the global partnership for
sustainable development

[If you answered the previous question, the folimpnappears]

With respect to your company’s actions to advancehe Sustainable Development Goals (SDGs), the
COP describes]Select all that apply]

M Opportunities and responsibilities that one or moreSDGs represent to our business
E.g., new growth opportunities; risk profiles; ingmed trust among stakeholders; strengthened licemsperate; reduced legal,
reputational and other business risks; resilienze&osts or requirements imposed by future legisthati

V] Where the company’s priorities lie with respect toone or more SDGs

Conducting an assessment on the current and pateptisitive and negative impacts that your businastivities have on the
SDGs throughout the value chain can help you iflegtiur company’s priorities.

M Goals and indicators set by our company with respéto one or more SDGs

Setting specific, measurable and time-bound susttélity goals helps foster shared priorities andiveyr
performance. To do this : Define scope of goals seldct KPIs ; define baseline and select goal typet
level of ambition ; announce commitment to SDGHect indicators and collect data.

V] How one or more SDGs are integrated into the compars business model

Integrating sustainability has the potential to nsform all aspects of the company’s core businestding its product and
service offering, customer segments, supply chanagement, choice and use of raw materials, trarispnd distribution
networks and product end-of-life. It involves armitg sustainability goals within the business ughe board level, embedding
sustainability across all functions, and engagingartnerships.

M The (expected) outcomes and impact of your comparsyactivities related to the SDGs

Example : For a food company that sells nutritidpadalanced breakfasts and lunches to primary sthoan output is the
number of meals served. An outcome is the rateatifutrition among children served. Impact is thengany’s contribution to
SDG Target 2.1, “end hunger and ensure access byedple, in particular the poor and people in wefable situations,
including infants, to safe, nutritious and suffitidood all year round.”

M If the companies' activities related to the SDGs a&r undertaken in collaboration with other
stakeholders
E.g., United Nations agencies, civil society, goveents, other companies
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Implementing the Ten Principles into Strategies &p@rations

Criterion 1 : The COP describes mainstreaming intocorporate functions
and business units :

M Design corporate sustainability strategy to leverge synergies between and among issue areas and &ald
adequately with trade-offs

M Ensure that different corporate functions coordinde closely to maximize performance and avoid uninteled
negative impacts

Blueprint For Corporate Sustainability Leadership

Mainstreaming into Corporate Functions and Busines#Jnits:

M Place responsibility for execution of sustainabity strategy in relevant corporate functions (procuement,
government affairs, human resources, legal, etc.hsuring no function conflicts with company’s sustanability
commitments and objectives:

M Align strategies, goals and incentive structures foall business units and subsidiaries with corpora
sustainability strategy

M Assign responsibility for corporate sustainability implementation to an individual or group within each
business unit and subsidiary

1. Commitment and involvement at the highest level :

The long-term corporate sustainability strateghed by the Group and its Maisons under the respditgi
of theBoard of Directors and theExecutive Committee

» The declarations and commitments in the field oRG®\d sustainable development have been approved
by Bernard Arnault, Chairman and Chief Executive Officer.

. L Commitments signed
‘ « Universal Declaration of Human Rights » | ‘ <« United Nations Global Compact » (2003) ‘
Cross-cutting | « OCDE Guidelines » ‘ ‘ « Gordon Brown's Millenium Development Goals » (2007) ‘
1esuies | « Kimberley Process » ‘ = Watches & Jewelry business group of LVMH member of
‘ « Sustainable Development Goals (5DGa] » (2015) ‘ the RIC (Responsible Jewellery Council) (since 2011)

<« Caring for Climate (voluntary and complementary = « Copenhagen Communique on Climate Change » launched
action platform for UN Global Compact) » at the initiative of the Prince of Wales and Cambridge University
(June 2009)

Environment « CITES Conventions (on International Trade in
Endangered Species) »

« COP21 on Climate Change » (December 2015) |

« International Labour Organization ‘ « Apprenticeship Charter » (June 2005) ‘
conventions »

« Enterprise Charter for Equal Opportunity in Education »
(December 2006)

Social ‘ « Diversity Charter » (2007) ‘

« Charter for professional integration of disabled people »
(November 13, 2009)

« Women on the Board Pledge for Europe » (July 12, 2011) ‘

| « Women’s Empowerment Principles » (November 13, 2013) |

The “Environmental Report 2016” (p. 14) and the ¥80Social Responsibility Report
(p. 76) present the different contributions of LVMH tioe Sustainable Development

Goals” (SDGs)
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» Responsibility for control and implementation :

0 The reporting on corporate sustainability is appby theBoard of Directors. « The Board of
Directors of LVMH, to which the Executive Managethwdrthe Group submits each year a report on
the implementation of the Code’s principles, wél the body which ensures its correct application.
In accordance with the principle of subsidiaritjherent to LVMH, the executive management team
of each operational and legal entity is responsilole compliance with the principles of this Code.
Any employee who notices a non-conformity to onéhe@fprinciples stipulated within the Code
should inform his or her hierarchy.[£d See "LVMH Code of Conduct" (1.9).]

o According to the "Charter of the Board of Directorthe mission of the Board of Directors is
especially to:

- disseminate the collective values that guide then@any and its employees and that govern
relationships with consumers and with partnerssppliers of the Company and the Group ;

- promote a policy of economic development consisteittt a social and citizenship policy
based on concepts that include respect for humamgdeand the preservation of the
environment in which it operates.
[EQ See "2016 Reference Document" (p. 245).]

o At the beginning of 2016, a newEthical and Sustainable Development
Committee”, composed of three members, has been put in pldce Board of

Directors  {ttps://www.lvmh.com/group/about-lvmh/governanceftobof-directorg. A first
overview of its activities has been published i@ tA016 Reference Document” (page 120).

2. Management of actions :

Bernard Arnaud Ethical and Sustainable
Chairman and CEO Development Committee

Antonio Belloni
Group Managing Director

J.-J. Guiony C. Gaemperle
Finance Human Resources

Steering Committee

Investor Relations Environment Social Policy

C. Hollis/ S. Hoang S. Bénard/ A. Capelli  C. Sanchez/ O. Theophile
Implementation of Policies and Programs
Wines & Fashion & Perfumes & Watches & Selective
Spirit Leather Goods Cosmetics Jewelry Retailing

2.1. Steering Committee :The "LVMH Code of Conduct", adopted in May 2008nsnarizes the contacts
responsible for ensuring CSR implementation andptamce within a dedicate&teering Committee
Sylvie Bénard (Environmental Affairs DepartmenthriS Hollis (Financial Communications Department)
and Christian Sanchez (Social Development Depathm€&he collaboration developed between LVMH and
the Houses allow discussing the stakes concernisigigable development and CSR through differesisto
and meetings : committees and specific internatiometworks (social, environment, supply chain,
communication...), local committees, annual coneast working groups, collaborative tools, everts,

* Social : The functional departments of the Group, like RHpBrtment and particularlyocial
Development Department will support the Brands (in the implementationcommitments and regulations
about CSR stakes linked to labour conditions) vétlview to a consistent and uniform application of
commitments and principles. The Social Developnizgpartment defines the Group’s strategy in thelfiel
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of Social Responsibility and as such reportdits Chantal GAEMPERLE, Director of Group Human
Resources and Synergies and member of the Executi@@mmittee.

0o The LVMH Holding relies on aetwork composed of 40 Correspondentbelonging to business
groups and Maisons. A special support for persaiis aisabilities is led by th#ission Handicap
initiative and anetwork of 35 disability correspondents

o Group companies, particularly in France, have wadsncils, employee representatives, as well as
health and safety committees

o0 Generating even greater synergies between the Ngitee LVMH ecosystem was set up in 2012 to
provide a new, highly collaborative approach, wiltle creation of a global HR community on the
Group intranet, “Voices”, an intranet dedicated to the entire human resowaasnunity.

o LVMH Mind is an intranet dedicated to CSR, available tstalff.

* Environment :

o Set up in 1992, the Environmental Department dsfile Group’s strategy and as such reports to
Antonio BELLONI, Group Managing Director of the Executive Committee and member of
Board of Directors. The Group’s Environmental Department supports h@sons in their
respective initiatives, ensuring that the Environtaé Charter is observed, and running the
Environment Committee which brings together anetwork of some 100 environmental
correspondentsfrom the Maisons several times a year. The Envm@mtal Department also runs a
variety of specialist in-Maisons working groups whhdeal, for example, with the European REACH
regulation, eco-design and energy consumptionorest

0 Some Houses are adjusting their organizationalcttre in order to make incorporating
environmental issues from the product design stageer.

= In 2014, for instanceGuerlain decided to set up a new body Sastainable Innovation
Committee, which each quarter brings together the employegsonsible for marketing and
packaging in order to approve major decisions irejdb eco-design.

= Louis Vuitton has a similar committee, and steering groups peciéic subjects such as
recycling or ISO 14001 environmental certification.

= Fendifollowed their example in 2016, by setting up &EICommittee, which is attended by
representatives of all its departments. The Coremitirganized five coordination meetings
during the year in order to plan and monitor thegidhives to implement to achieve the
objectives that have been set.

0 As a reminder, on October 17, 2013, the LVMH Graeefebratedwenty years of environmental
initiatives in the presence of 250 sustainable developmenerexgrom within and outside the
Group. During this event, the Group reported onpifuggress made over the last two decades and set
challenges for the coming years. Antonio Bellonip@ Managing Director, noted that “the luxury
sector is inherently aware of the environment axt¥H takes this environmental concern to heart”.

» Financial Communications Departments responsible for managing relationships withestors and
sustainability rating agencies.

* Purchasing Department Reporting to the LVMH Operations Department, thecRasing Department
has a team of several expert purchasers and cgromeh network of many purchasing managers and
correspondents at Group companies.

» Although the Maisons are represented within theu@i®Committee agent network, they also have their
own steering committeesEach Maison has additional means, dependingaat tmnditions and the size of
its in-Maison projects.
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. > See also in this COP 2017 :
. v social organization in :
“M Allocation of responsibilities and accountabilitgr addressing human rights |mpacts”
(pp.41-42)
“M Allocation of responsibilities and accountabilitythin the organization” (p. 51).
v'environmental organization in :
“[ Allocation of responsibilities and accountabilitithin the organization” (pp. 75-77).

[EQ See:
v/ "2016 Environmental Report" (p. 8)
v Corporate social responsibility management in "28t6ial Responsibility Report” (pp. 15-16).]

2.2.Employee representation :

* Over the past few years, the LVMH group has takea strong European dimension, and the conversion
of its legal structure into that of an SE (Europ€&ompany) was in line with this development. Ast fudr
this conversion, akuropean Company (SE) Works Council for LVMH SE wascreated made up of 27
members from the 21 European countries where tbhepshas a presence. The rules for this represeatati
body were laid down in an agreement that was sigmagimously on July 7, 2014, by the elected eng#oy
representatives from these 21 countries and b¢tbap’s Executive Management.

In 2016, the Works Council met on April 7 duringlanary session. The next meeting

will be held on April 7, 201

As a result, the LVMH group’s employee represeataiystem is now comprised of three levels:

- the Works Councils handle most employee-relatedessin keeping with the Group’s culture of
decentralization ;

- the Group Works’ Council, created in 1985, is catiyecomposed of 29 members who hold plenary
meetings every year: employee representativesiae@ ghformation and hold discussions with the
Presidents of all the business groups on strateggntations, economic and financial issues and
Group human resources-related aspects ;

- lastly, the European Company (SE) Works Councill/dMH SE handles transnational issues at the
European level.

* In France, Group companies have one or more ofdll®ving, depending on their workforce: a works
council, a combined staff representative body (&9étion Unigue du Personnel”), employee
representatives, and health and safety committees.

3. Incentive schemes :

» Several of our companies take into account CSRessBcollective incentives.

Certain Group companies have implemented an ineerprogram with assessments based on ESG
(Environmental, Social and Governance) performamiteria. For example, under the three-year inwenti
agreement signed &arfums Christian Dior in 2014 — applicable in 2014, 2015 and 2016 —va waste
recovery indicator was added : “Brand Waste Rengtli which tracks the proportion of brand waste
recycled. The amendment to the incentive agreesignéd on June 29, 2016 continued application®f th
“Brand Waste Recycling” indicator. The agreemenimains the recycling rate at 44

Global Compact — LVMH’s Communication On Progress7201
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» Different subsidiaries developed initiatives fomsoemployees categories aiming to take into account
and experiment several topics in the performanpeaagal :

0 Health & Safety issues(for example:_decrease of work-related accidemksgrease of turn-over
and absenteeismHR and satisfaction performance KPIs aiming to develop a more effective way
to manage business (develop a team spirit ander Isetrvice to the customers).

o Environmental performance is also taken into account : Some employees deseaf incentives,
such as environmental criteria included in profigisng contracts in the Wines and Spirits Houses,
criteria being the reduction of energy or waterstonption, or the quality of waste sorting. In order
to encourage employees to go all out and achiexdtse environmental criteria have been included
in the calculation of profit-sharing since 2003/auve Clicquot and since 2007 at Moét & Chandon.
At Veuve Clicquot, three criteria were taken intisideration: water and energy consumption and
the quality of selective sorting. At Moét & Chandan indicator has been developed, based on
electricity consumption, which takes into accouhthee activities, from grape production to thedin
product, including all stages pressing, assemlgiynéntation, racking, corking and packaging. In
2008, Hennessy included an environmental indicatothe calculation of employee incentive
compensation. Approved by its social partners, i@ criterion is based on paper consumption in
terms of number of sheets used per person compatéednnessy’s total consumption at its two sites
in Cognac and Paris. The goal is to achieve a 38act®n. This initiative is part of the new
environmental policy signed in June 2008 that satsyng other objectives, a means for employees
to have a financial interest in the results actdevem their environmental commitment.

Criterion 2 : The COP describes value chain implem@tation :

Blueprint For Corporate Sustainability Leadership

Value Chain Implementation:

M Analyse each segment of the value chain carefullgpth upstream and downstream, when mapping
risks, opportunities and impacts

1. Formalized processes about risk exposure analysis :

The implementation afisk management and internal control proceduresfully applies to the respect of
ethical and good governance principles and the @socommitment to Corporate Social Responsibility.
The activities relating to the control and remeadmtof internal control weaknesses are reflected,
documented and tracked as part of the managemecegs that guides all of the Group’s core entifiée
Group’s Guidelines may also be found on the Findnttanet, together with specially designed toolsthe
evaluation, prevention and coverage of risks. Timeaterials may be accessed by all personnel indalve
the application of the Group’s risk management edoces. [ See “2016 Reference Document” (pp. 122-
129).]

* Since 2004, the Group has usedisk mapping tool which systematically identifies its industrial,
environmental and operational risks on the basmoofmon standards. Ranking these risks clearlgates
the cases that must be treated as a priority. ilfosmation and warning tool ensures early actmmneduce
the probability that the dangers identified willcac.

o0 Risk assessment matrix :Reporting to the LVMH Operations Department, therdRasing
Department has a team of several expert purchasérgan rely on a network of many purchasing
managers and correspondents at Group companies.

= In 2012, the Purchasing department has developek assessment matrixthat classifies
suppliers based on social and environmental citnid economic interdependence risks. The
decision-making processllows to identify suppliers that might need talargo a social and
environmental audit and economic interdependersks.riThe methodology used enables
each Group company to identify its at-risk supglien the basis of several criteria including

Global Compact — LVMH’s Communication On Progress7201
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the purchasing category, the supplier's degree iohntial dependency, the strategic
importance of the products, and the supplier’'s ggagc location. For example, shortly after
joining LVMH in 2014, Loro Piana completed its slipp risk assessment matrix using the
methodology proposed by the Group.
= The Group also finalised iBupplier Environmental Assessment toglwhich is shared by
all the Maisons, in 2015 raining coursesintended for buyers as well a 2016-17
for the environment officers have already begun arnidl continue in
Europe th Americas and Asia in 201
» Since 2014, Group companies have incorporated tRE program into-
. . S ) . . 2016-17
their strategic plans, which include environmerdaat social targets i
relation to suppliers. In 2016, the LVMH group seet its targets for 2020,
aiming in particular to ensure observance of emvitental best practices
in the upstream supply che

o The Group makes available on its Finance Intrafievfathe regularly updated procedurékhe
“Major Risks” section of the Finance Intranet contains a risk list and the procedures and timols
the evaluation, prevention and coverage of sudtsriBest practices are also available on the site.
These materials may be accessed by all personvelved in the application of the Group’s risk
management. Risk managers, operational staff atenad control personnel also take part in a
community dedicated to these concerns using thegse@nterprise collaboration portal.

o At the initiative of the Chairman and Executive Mgement, avorking group,
bringing together the relevant departments of thidihg company, was form in

2016 The aim of this working group is tnticipate future legal and regulatory developments
meet the requirements of th&dpin 11" Act in France and of the EU’'s General Data Pritec
Regulation GDPR) and to establish evenore stringent ethical and governance standards fo
the Group. The working group’s leaders will in future playcantral role in the definition, rollout,
adoption, supervision and control of systems desigto ensure that all Group activities are
standards-compliant.

* In line with European directives and the ordinanE®ecember 2008, the Group introduced changes to
its Enterprise Risk and Internal Control Assessment (ERCA) approach, a comprehensive process for
improving and integrating systems for managing majgks and internal control related to our ordynar
activities.

o0 The main brands and business groups acknowledgedkponsibility in relation to this process and
the implemented systems each year by signing titerseof representation.

o Since 2013, and depending on circumstances, Présidé Group companies have been required to
present to the Audit Committee the approach impteeteto achieve progress within their area of
responsibility as well as their achievements, acpians in progress and outlook.

o Finally, the Audit Committee decided in 2013 to Iempent the ERICA system within all Group
entities by 2015 ; recently acquired entities dlewsed two years to apply the approach, once the
integration process is complete. As of June 30520@1is self-appraisal system cove@bbo of the
Group’s operating entitiesand96% of revenue It includes all Group companies. The assessment
data from controls and for major risks is input ésgch entity and centralized in a database
application, RVR-GRC, also used by other CAC 40 pamies. To reinforce the system’s
effectiveness, each Group company includes irisksmap an assessment of the following six risks:
media risk, supplier risk, supply shortage riske siccident risk, sensitive data loss or theft, résid
property damage or theft of merchandise r[$k See :“2.4.1. The Enterprise Risk and Internal
Control Assessment (ERICA) approach” in “2015 Refiee Document” (p. 119) and in “2016
Reference Document” (p. 128)]
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0 At the end of 2015, the Group embarked on a protesdtain an independe
. S . : . 2016-17

assessment of the business continuity plans téritsnost important companie

These assessments, carried out with the assistarafean outside firm, began in 2016 and will
continue through to the end of 2017They focus on three essential factors with the mi@kto
impair business continuity : key personnel, infotiora systems, and critical infrastructure and
partners across the entire supply chain. The Gexgrcises specific vigilance with regard to the

legal environment and increasingly stringent coargle demands.

» With regard to Internal Control, numerous initigiwvere taken in a variety of areas. For example:

o the introduction or renewal of robust certificatipnocesses (ISO 14001, Responsible Jewellery

Council, etc.);

o the strengthening of payment security by Group cmgs and awareness-raising actions amid the
resurgence and worldwide spread of the businessile-gompromise (BEC) scam whereby a
schemer assumes the identity of a company’s CEQ@naly, or trusted vendor to send an employee a

fraudulent request for an urgent wire transfer;
the tightening of data security requirements impase the Group’s service providers;

0 the addition to the Group’s reference framework of bushess specific (EEPSSPRP
fundamental controlsin the Fashion and Leather Goods, Watches and g\

(@)

Perfumes and Cosmetics, and Wines and Spirits éssigroups; each of the companies concerned
will choose to disseminate some or all of these stamdards in 2017 alongside the rollout of the

ERICA self-assessment process.

2. Examples of supplier’s risk analysis :

» Critical Suppliers : Different criteria are taken into account in orderidentify a list of critical
suppliers. EaclMaison has to apply these criteria to their suppgd@nel in order to rank them by level of

risk.
o Criteria to gathrough supplier criteria : exclusive, monopolye as$ subcontractors.
o Quantitative criteria : turnover witthe supplier, part of LVMH turnover over suppliarriover...
o Qualitative criteria : country origin, type oétegory, brand names on the product, certification

Examples of major risks to address :
o Common : reputation/adverse media campaign, dan@genage or reputation, industrial and
environmental risks, foreign currency and interas risk...
= The attractiveness of the Group’s products depefrds) a _quantitative and qualitative
standpoint, on being able to ensure adequate ssppliicertain raw materials :

- In order to guarantee sources of supply correspgnii its demands, the Group sets
up preferred partnerships with the suppliers instjoa. This mainly involves the
supply of grapes andaux-de-vidn connection with the activities of the Wines and
Spirits business group, of leathers, canvaseswasdrf connection with the activities
of the Fashion and Leather Goods business groupwels as watchmaking
components, gemstones and precious metals in ciiomegith the activities of the
Watches and Jewellery business group.

- By way of illustration, an assessment of the risatta vendor may fail has been
carried out and good practices have been exchategating notably to implementing
the policy of for strategic Perfumes and Cosmairoslucts.

- In addition, for some rarer materials, or those séhpreparation requires very specific
expertise, such as certain precious leathers drémgl watchmaking components, the
Group pursues a vertical integration strategy oadghoc basis...

= Reputation/adverse media campaign, damage to inwmgeeputation, industrial and
environmental risks resulting of suppliers, etc...
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o Watches and Jewellery : parallel market, producind¢a failure / excess cost... Watches and
Jewellery has implemented industrial coordinatibroeigh the use of shared resources, such as
prototype design capacities, and by sharing the¢ besthods for preparing investment plans,
improving productivity and negotiating purchasiegis_with suppliers.

o Fashion and Leather Goods : counterfeited goodsrdaf key suppliers...

o0 Wines and Spirits : product recall, counterfeitedds and parallel markets... In Wines and Spirits,
production activities depend upon weather condstibefore the grape harvest. Champagne growers
and merchants have set up a mechanism in ordeoge with variable harvests, which involves
stockpiling wines in a qualitative reservél[ For a description of this mechanism see “§ 1.1.4
Grape supply sources and subcontracting” irBihginesslescriptionsection of the “2016 Reference
Document” (p. 11).]

o Perfumes and Cosmetics : failure of key supplieneylit risk...

[EQ For more information on the different risk catdager(contractual constraints, supply sources and
strategic competencies...), see "2016 Reference Dextirtpp. 35-41) :

v/ "2. Business risk factors and insurance policy"

v and particularly “2.1.8. Supply sources and striategmpetencies”.]

» Geographical exposure:The Group's production activities are mainly lechin France, Spain and
Italy, and the majority of its subcontractors aré&urope.

o However, the Group conducts business internatipraadl as a result is subject to various types of
risks and uncertainties. In order to protect itsadfinst the risks associated with an inadvertent
failure to comply with_a change in reqgulations, theoup has established_a regulatory monitoring
system in each of the regions where it operate® Ghoup maintains very few operations in
politically unstable regions. The legal and regutatirameworks governing the countries where the
Group operates are well established. Furthermbrg,important to note that the Group’s activity is
spread for the most part between three geograpaichlmonetary regions: Asia, Western Europe
and the United States. This geographic balanceshelpffset the risk of exposure to any one area.
Lastly, the Group takes an active part in discussiworldwide on negotiations regarding access to
markets as well as agreements on easing accdss Eutopean Union for non-European tourists.

o In addition to the codes and charters already opeel by the companies of the Group for their
suppliers, LVMH felt it important to establish_astlard policy extending its values to all suppliers
and subcontractors.

o0 The Group’s companies have been implementing &adisother resources to better identify problem
suppliers and prevent any sort of risk. As an exXaip Perfumes and Cosmetics, 95% of suppliers
located in the geographic areas considered atnisk a social accountability standpoint have been
audited and produced encouraging results.

* Breakdown of supply sources :The "2016 Reference Document" indicates for
each business group different exampl

0 Pages 11 and 13 : resources purchased from norpGuppliers :
= “In 2016, the champagne houses used subcontraéborabout 25 million euros of services,
notably pressing, handling, and stocking bottles.”
= “Like the Champagne and Wine businesses, Henndésans its dry materials (bottles, corks
and other packaging) from non-Group suppliers. Taerels and casks used to age the
cognac are also obtained from non-Group supplielesnnessy makes only very limited use of
subcontractors for its core business.”

0 See pages 16, 18 and 19 the % of subcontractiogiialh to analyze the dependence on specific
suppliers :
= the use of subcontractors for Fashion and Leatloed& operations represented about 31 %
of the cost of sales in 2016
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= manufacturing subcontracting represented for Pexfuand Cosmetics overall about 6 % of
the cost of sales in 2016
= for Watches and Jewelry, subcontracting represel2ed of the cost of sales in 2016.

3. Tools and meetings in order to share best practicasternally :

It is also important to raise awareness among natestaff who are directly or indirectly involved i
relations with suppliers (buyers, production teaets,).

* Since 2011, at the instigation of the Group Audit dnternal Control department, the brands have
worked to implement and maintain their businesginaity plans (BCPs) ; regular sessions are orgahtn
provide training and exchange good practice&rBup conference was held at the end of 2014 on qlp
chain risk.

In 2016, LVMH pursuedarious initiatives.

o Increasing LVMH’s employees’ skills has been ertgdgo anEnvironment Academy since 2016.
The training courses provided to LVMH®smployees via the Academy respond to the major
challengesof the LIFE Program. A complete pathway has beesigdedin various educational
formats, including face-to-face sessioedearning, virtual classes, etc. Business traicimgrses are
alsoavailable.

= TheGroup’s buyers are invited to attend a one-dsgssion entitled “Building environmental
performance with suppliers'They learn how to identify environmental risks tilg to
suppliers’ practices and to improve the assessroerihoserisks using a matrix of 10
guestions developed by LVMH.

= Employees in the stores and the teams responsiblerocuremenimay also follow the
training course offered by tlenvironment Academy on CITES (Convention on Inteéamal
Trading in Endangered Species of Wild Fauna andallon order to gain a better
understanding of the way in whichcibncerns their day-to-day businesses.

o Among the Group’s company, as an examiptejis Vuitton has introduced an assessment system to
manage the environmental risks relating to its Bapp The Maison has formally set down a highly
detailed audit protocol and has opened a sharemk spedicated to this subject on its internal server
which specifically features all the audit repottsuis Vuitton continued to raise the awarenesdlof a
its teams in 2016 in order to make progress inn@lbut audits. The year was also characterized by
the creation of draining program on the Environmental Assessment ofSuppliers, which is
intended for all the Maison’s employees in contaith suppliers, buyers, developers and quality
experts, etc. The pilot session, which was orgahireNovember and December 2016, included
eight attendees.

o In 2016, LVMH launched theVMH Store Environment Awards in order to recognize the efforts
and drive the progress made in this area. The d&itheoawards is to reward environmental best
practices implemented by the Maisons and theirestailo encourage their disseminatidhe first
LVMH Store EnvironmenAwards event recognized six Maisons.

* Annual Supply Chain Meeting : At the holding company level, a Suppliers Sustaiiitg Meeting

has been held each year since 2005, bringing tegétie purchasing, sustainable development, leghl a
internal control departments of the different Grargmpanies. All of the Group’s business activities
France and internationally are represented at tketing. This annual meeting is a forum for Group
companies to present their plans, projects, actiand progress regarding sustainable, responsible
purchasing, and interact with one another on shigseets and best practices.

o In 2010, this work resulted in the creation of areld supplier database for the Perfumes and
Cosmetics business group and the establishment obrnamon reference guide for supplier
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assessment. This reference guide will facilitatehexges between the various Group companies and
follow-ups on social and environmental audits, itifiedings, and any action plans put in place.

o Atthe 2015 meeting, the decision was made togetarking groups specific to each business group
to ensure that actions plans better reflect theecdic issues and characteristics. The aim is to
identify the most sensitive procurement categof@seach activity and increase their level of
maturity in terms of responsible purchasing.

* In 2009, anintranet website (“LVMH Mind”) was launched to better communicate internally the
Group’s commitment to responsible corporate cisbgm On this website, specifically devoted to aband
environmental responsibility, employees can fifte Environmental Charter first adopted in 2001, the
Supplier's Code of Conductintroduced in March 2008 and th&MH Code of Conduct (ethical and
good governance principles) adopted in May 2009.

» To assist the different brands to evaluhte performance of their products and their supplies and, if
necessary, assist them in an improvement prockss|.YMH environmental department provided them
since 2006 with tools, enhanced with new textiBndards. Adapted to each business, it providesaek bl
and a grey list of chemicals substances used imrafsp (more than 20 substances including REACH
substances), information on the current legislatiorihe different countries and informati@m asking
suppliers the right questions Fashion and Leather Goods brands are of courskided in the
environmental reporting perimeter and use the qatpandicators like KPI to evaluate their perfornoa.

Blueprint For Corporate Sustainability Leadership
Value Chain Implementation:
M Communicate policies and expectations to supplieend other relevant business partners:

1. Codes of Conduct :

» Supplier's Code of conduct In March 2008, LVMH deployed a Supplier's Codecohduct aimed at its
suppliers and subcontractors. Since 2008, all ef @moup’s brands have adopted and promulgated the
Supplier's Code of Conduct which sets forth the up® requirements in terms of social responsibility
(forced labour, discrimination, harassment, chibdur, compensation, hours of work, freedom of
association and collective bargaining, health aafgtg, etc.), the environment (impact reductiore o$
green technologies, waste reduction, compliancé wegulations and standards), and the fight against
corruption. This Code of Conduct also sets forth phinciple and procedures for the control and taofi
compliance with these guidelines. Any breach ofdemh or any violation of this code of conduct by ou
suppliers or their subcontractors would result inreziew and possible termination of the business
relationship.

* LVMH Code of Conduct: The LVMH ethical and good governance principles arcluded in the
LVMH Code of Conduct, which has been adopted atBbard meeting following the AGM on May 14th
2009 (inspired by the Group’s values as well asghiaciples of the Universal Declaration of Human
Rights, the Global Compact and the OECD Guidelioesviultinational Enterprises) and distributed ®nc
May 2009 to all Group employees. This Code of Cahderves as the common foundation and source of
inspiration in this area for all of our brands oslmess lines. This Code indicates thafVMH is committed
to maintaining equitable and loyal relationshipsthwits partners(suppliers, distributors, subcontractors,
etc.). LVMH will inform all of its commercial paers of itsethical principles and expectations. LVMH asks
its suppliers to comply with the principles set muthe Suppliers’ Code of Conduct. This code spedifies
demands in the areas of social issues (foredaur, child labour, harassment, discriminatiomdapay,
working time, freedom of unions, and headtid safety), environmental and operational issuega(ity,
custom tariffs, safety, subcontracting asadruption). »
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* "Environmental Charter" (deployed in 2001): for example, in the field alnsumer safety, the
LVMH group is in compliance with the REACH Regutats and new legislation concerning consumer
safety. All strict internal guidelines imposed InetGroup as criteria for their development requiheg its
suppliers adhere to these same guidelines. Witkeotdo this regulation, all LVMH entities have paged
and/or made the necessary changes to contractdalcenmercial documents and have sent questionnaires
to their suppliers.

2. Risks management of supply sources :

 Formal Policies or Programs on Responsible Procureemt : The LVMH Group has a specific
strategy for sourcing and safeguarding raw materieihe choice of components and raw materials used
product manufacture is key to safeguarding therenment and precious resources. The attractiveofess
the Group’s products depends, from a quantitativeé qualitative standpoint, on being able to ensure
adequate supplies of certain raw materials. Intamidifrom a qualitative perspective, these prosluntist
meet the Group’s exacting quality standards.

* Watches and Jewelry :

o The LVMH Group has been a member of fResponsible Jewelry Council (RJC)since it was
founded in 2005. This not-for-profit organizatioashset itself the task of promoting ethical, social
and environmentally-responsible practices that eelsghuman rights throughout the jewelry
procurement chain. The RJC now includes over 16bajlprofessional operators, who are adjusting
their management systems and their practices ierda guarantee compliance with sustainable
development issues and criteria. The RJC has gmbjifdeveloped a certification system for its
members who are involved in the gold and diamomdosg, which requires them to undergo audits
by accredited independent auditors. All of the Mas in LVMH’s Watches & Jewelry business
group obtained RJC certification between 2011 &2

o Bvlgari extended the process by becoming the @ioshpany in the sector to be awardedain of
Custody — CoC-certification for its gold jewelry production lines in June 20T%his process will
gradually be extended to the other Maisons.

o Diamond and Precious Metals: In 2016, direct and indirect sourcing from su
contractors have been fully mapped for these twiegraies. The Kimberley AL
Process requirements are applied to diamonds. Klmpeertification requires the
input of independent, accredited audit

o Colored stones :LVMH has also taken part in the work performed the
Dragonfly Initiative , an organization that includes European and U$abmes in
the luxury jewelry sector, and works on the devaiept of best practices for the
extraction of colorestone, since 201«

2016-17

* Fashion and Leather Goods (safeguarding raw materla) : The choice of components and raw
materials used in product manufactureaisnain force behind protectinthe environment and precious
resourcegexotic leathers, fur, wood, plants, etc).

o CITES : The LVMH Group applies the Convention on Interoaél Trade in Endangered Species of
Wild Fauna and Flora (CITES) signed on March 3,3L87Washington. In 2012, LVMH adopted a
Code of Conduct «Animal Sourcing Principles» oncprement of leather. When they use plants
coming from an emerging countries, the Perfumesaastnetics Brands act under the “access and
benefit sharing” agreement on the Convention ondgioal Diversity (CBD)opened for signature at
the Earth Summit in Rio de Janeiro on 5 June 19@2eatered into force on 29 December 1993.
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0 Exotic Woods : In the Fashion & Leather Goods business group,isL&uitton made more
widespread use in 2013 of local species or thoske REC (Forest Stewardship Council) or PEFC
(Pan European Forest Certification) for its commoation media and for boxes used in logistics
operations. These FSC or PEFC-certified species@rsistently prioritized for store construction,
window displays, and a number of exclusive product012, Louis Vuitton conducted a program
to educate all staff involved in purchasing woodvmod products — such as for accessories, trunks,
architecture, merchandising, writing implementsewgar and customs interface — about the
upcoming requirements of the EU Timber Regulatiich entered into force on March 3, 2013. In
2013, a procedure and methodology for putting theb&r Regulation into practice were
implemented, with particularly close attention pendhe sourcing of wooden furniture for stores and
paper/cardboard for packaging and shopping bags.

o Partnerships in the field of sourcing and developig procurement outlets :

= In November 2014, LVMH joined the eight public rasgh bodies that are members of the
Board of Directors of théBiodiversity Research Foundation (FRB) The admission of
LVMH to the FRB Board of Directors also reflects ibvolvement alongside the Foundation,
which the company has been supporting for oveysats. The partnership between LVMH
and FRB has resulted in a significant amount oktaesh. For instance, at the Group’s
request, the FRB conducted a study aimed at gambefter understanding of the complexity
of the issues relating to the application of M&goya Protocol This Protocol, which was
adopted in 2010, establishes the principle of act¢esand sharing benefits, and aims to
govern the relationship between a supplier of gemesources and a user during research
and development activitied See "2016 Environmental Report" (p. 27).]

= Sustainable cotton and textile :
2016-17

v" Given the very high quality of the cotton we usedate we have not yet identified
organic cotton producers giving a product of eqent quality. Nevertheless,
initiatives are under way to progress while presgrour quality requirements. In the
case of cotton, some of the Group’s Maisons BE€& (Better Cotton Initiative)
cotton. The Group is set to accelerate this initiativel aall out this sector more
extensively.

- Some Maisons usarganic cotton, like Céline, which uses it for the cotton lining
of its leather goods.

- For instance,_Thomas Pink exceeded B€I-certified sustainable cotton
procurement goals. The Maison, where 80% of théectibns are made from
cotton, adhered to the Better Cotton Initiative 2014. This initiative has
developed best practices aimed at encouraging maemdsumprovements in the
main effects of cotton growing on a world-wide gcalhomas Pink hoped to use
50% of BCI cotton by 2019. Thanks to the work perfed with its main
suppliers, the Maison has already done much better,over 60% of the cotton
for its men’s collection came from BCI cotton fisldt the end of 2016.

- Marc Jacobs has followed Thomas Pink’s example difyeang to the Better
Cotton Initiative in turn, and has committed itselfsimilar initiatives for other
raw materials, including wool.

- As the absolute standard setter in clothing exaedigLoro Piana has unparalleled
know-how in terms of searching for the most presidibers, including the
unique cashmere and baby cashmere from northern Cha and Mongolia,
vicuna from Peru and Argentina, and extra-fine merno wool from Australia
and New Zealand To retain the unique properties and superioriieslof the
fibers, the Maison works in partnership with goveamt authorities and livestock
farmers in the countries of origin for its raw nré&ks, and invests in research. For
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instance, it has achieved an exceptional qualitycaghmere by prioritizing a
selective breeding model which contributes to theildrium between the local
populations, the animals and the habitat. Thisréstein natural raw materials is
the source of many pioneering initiatives. Accogiyn Loro Piana helped save
vicunas from extinction in Peru by creating a natteserve, where 2,000 of them
are reared in accordance with traditional methods.

- Loro Piana launched a pilot project in China in 2@0ming to protect the
quality of its cashmere supplies and develop th&eesector on a sustainahle
basis. The project was implemented with the Chiegcultural University in
Jilin and the Italian Camerino University in coltabtion with ENEA (the
Italian National Agency for New Technologies, Energnd Sustainable
Economic Development). The Maison has developedltbe Piana method”
thanks to a scientific analytical approach, a delecbreeding model that
contributes to a balance between animals, the @mwient and the local
population, while enabling an exceptional qualitgashmere to be achieved.
- By preferring small flocks in the same region, andationalized combing
method, the shepherds guarantee high annual volameshigh-quality fibre
and therefore higher income for themsel

v LVMH and its Maisons continued to strive to obtainstainable cotton supplies in
2015. LVMH aims to gain a better understanding attan procurement outlets, as
well as of cultivation methods, to then make thestmgustainable choices. It is in
keeping with this approach that Thomas Pink mapfsedotton procurement chain.
Based on the data gathered, the Maison is nowweawgethe solutions to implement
in order to improve its cotton procurement. Foitanse, the Maison has adhered to
the Better Cotton Initiative (BCI), which has established a standard aimed at
promoting more sustainable cotton growing. Thomiwk Ras set itself the goal of
using 50% of BCl-certified cotton by 2019. OtheroGp Maisons will join the
initiative during 2016.

v' In 2015, LVMH adhered to th8latural Capital Coalition. This body is a multi-
participant platform, where the aim is to developtimods for assessing the use of
natural capital by professional businesses. LVMHsta@ the protocol under
development in the cotton sector this year.

v LVMH has also adhered to tHeextile Exchange(a US organization recognized for
its work in the textile sectors) in order to cobtrie to the development and
implementation of best practice standards in texsiéctors. Textile Exchange is
specifically working on developing organic cottoectrs and new “responsible”
wool and down standards : thResponsible Down Standard (RDS)and the
Responsible Wool Standard (RWS)These standards, which are directly inspired by
the question of animal well-being, are expectedrtable all the operators involved to
procure supplies.

v LVMH pays attention to animal well-being in the sp& wool sector, including
muzzling practices. Where sheep’s wool is concernedMH has decided to
encourage two initiatives in the supply chain : bsst practices determined by the
IWTO as well as the Responsible Wool Stand&W/g).
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= Leather and fur : In the case of leather, LVMH has set itself thgzotive of using70% of
leather from LWG-certified tanneries by 202Q Leather sourcing is a strategic priority and
Group companies mainly ugsiropean cowhide leather The low quantity from Brazil does
not come from areas of recent deforestation.

v' LVMH is heavily involved in the RESP Responsible Ecosystems Sourcing
Platform). This platform has brought together luxury goodserators in the
cosmetics, fashion and jewelry sectors since 2@1@der to develop best practices
for the procurement of raw materials and natursbueces. RESP focuses its work on
systemic problems that no company can solve albgerelying on an extensive
network of public and private participants. LVMHagk an active role in four of the
platform’s working groups, which respectively deaith the traceability and
sustainability of exotic leathers, colored stonespl and certain substances derived
from plants. The work performed within the RESPrfeavork has led to significant
progress, especially on the issue of traceabifityaterials.

The Group will continue on this path in 2017. Ishepecifically

planned to fund pilot projects in Indonesia thainarily objective

the same goal, i.e. finding a balance between enandevelopment, social benefits,
and protecting or showcasing biodiversity.

v As a member since 2011 of theather Working Group where the work on the
traceability of leathers and tannery audit stansl@dnternationally recognized,

LVMH joined the LWG sub-working group dedicatedanimal
well-being as soon as it was set up in-2016

v In collaboration withCentre Technique du CuirLouis Vuitton has developed an
environmental audit tool based on 30 questions rioyehe major risks relating to
tanneries. While Louis Vuitton set itself the targéauditing 80% of Tier 1 and 2

tanneries in 2016, its aim for 2017 is to adaptttw and roll it
out to dyeing activitie

v" LVMH is involved in theBSR working group on best practices for the productén
fur, with the long-term goal of certifying farms d¢ime basis of animal well-being and
the environment.

LVMH took part in drafting the new version (versi@p of the

“Animal Sou?cinq Principleg with the BSR in 2(()16. GI?]Ol
companies systematically share the Business forialSdgesponsibility (BSR)
network’s Animal Sourcing Principles with their sligrs in order to ensure the well-
being of animals.

v' The Maisons primarily focus on limiting their geagon of
waste to the maximum extent possible : for instafarethe pas AV

year, Louis Vuitton has been usisglpa, a type of reconstituted leatherto
produce some of the models for its leather goodywts, which enables it to avoid
using real leather.

v" Fur is a key raw material for LVMH. The fashion ses — anaspecially Fendi, the
historic market leader for fur €omply with all the local and international
regulations regarding the fur trade. LVMH is aware that fur is a sensitive subject
and is the focapoint of numerous debates. The Group is commitbedespecting
everyone’s choice. The Group’s intention is to juewustomers who want to wear
fur with a product that has beenade in the most responsible and ethical manner
possible.The Group’s Maisons are committed to not using furs fran threatened
species Accordingly, LVMH works hand in hand with itEuropean and North
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American suppliers, and assigns absoputerity to certified pelts from farms that are
regularly auditedin accordance with recognized standards, and chledig
independent third parties.

v' Exotic leathers, including crocodile leathersare the subject of particular attention.
LVMH owns an exotic leather tannery and severalcedile farms. LVMH has
determined a best practice matrix, working withogruzed independent experts,
which is used as a benchmark during the auditswiad at the farms.

v' Traceability of python skins : Guaranteeing the origin of python skins via the afse
DNA and other cellular tracers is the goal of thedsges that LVMH has been
conducting with Professor Mark Auliya, from the @arfor Environmental Research-
UFZ in Leipzig, since 2013. These studies, whiah@rformed on South-East Asian
pythons, specifically aim to make a distinctionviben farmed animals and animals
removed from the natural environment for commerpiaposes in order to prevent
poaching. They may ultimately supplement the wakfigrmed as part of the RESP
platform. In fact, LVMH has been involved in devigia method that makes tracing
python skins easier with its partners in the platf@gince 2014; this method is based
on visual recognition (as each skin is differenttexms of the
positioning and size of the scales). RESP begandsiestages in _

2016

= |n the case of Perfumes & Cosmetics :

v' A very large number of ingredients and raw materee used. The Maisons have
been provided with a system for assessing theiplgrp. They audit them regularly
and quantify their progress. Particular attentisrpaid to star ingredients resulting
from ethno-botany initiatives and to strategic ingredients such aanpbased
glycerin or beet alcohol.

The Perfumes & Cosmetics Maisons use palm oil dévigs

and have set themselves objective of using 50% of palm ¢
derivatives certified by th®@SPO (Roundtable on Sustainable Palm Oil)As an
example, Bvlgari has adopted the measures aimemhstring that all the palm oill
derivatives included in the composition of its prots come from a sustainable supply
by the end of 2017.

v The Perfumes & Cosmetics Maisons carried out owtletits onroses, jasmine,
orange blossomandbergamotin 2013, 2014 and 2015.

o0 Recycling of textile : In order to recover a portion of its waste, LVMHessthe CEDRE
(Environmental Center for Environmentally-Friendiackaging Elimination and Recycling)
platform, which is managed by a partner in Pithisielrhus,_Louis Vuitton, Berluti, Christian Dior
Couture and Kenzo Mode used the platform to redgolgles.

o Fair Supply sectors :

= LVMH contributes to the development of new respblesand fair supply sectors. In light of
heavy pressure azashmere resourcest supports the programme introduced by Fnench
Agronomes et Vétérinaires Sans Frontieres (AVSFNGO in Southern Mongolia, where
over-grazing has led to major desertification peald and is threatening the future of local
livestock farmers. This programme is based on emgmug ancestral behaviours and
heritage. It is reflected in the building of “eliterds”, the introduction of sustainable pasture
grazing and the creation of livestock farmers’ cerafives. 1 See "Environmental report
2015" p. 38]
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» Founded by Ali Hewson and her husband, Bono, Educommitted to promoting ethical,
socially conscious fashion based &mr trade. Edun draws its inspiration from and
manufactures its products on the African continéist.collections of clothing, accessories
and jewelry are not only a reflection of local ¢safanship but also the expression of a new
Africa, steeped in dynamism, creativity and a $pfi enterprise. [ See "2015 Annual

Report" (p. 145).]Together with the Wildlife Conservation Society and Invisible Children, Edun set
up the Conservation Cotton Initiative Uganda (CCIU) in 2008. Based in Gulu in the northwest of
Uganda, an area which until recently was devastated by civil war, the CCIU programme currently
supports 5,000 farmers and their families. The CCIU program is managed by TechnoServe and
enables Edun to affect change at the start of the supply chain. Edun is proud to use CCIU cotton in
the production of its fashion collection. Also, the Edun T-shirt line, Edun Live, primarily uses CCIU
cotton. Through its operations, Edun looks to build long term, sustainable growth opportunities by
supporting manufacturers, infrastructure and community building initiatives. Edun strives to provide an
example of the viability of trade with sub-Saharan Africa, where 85% of the Spring 2014 collection will
be produced.]

[EQ See "2016 Environmental Report" :
v/ “Securing access to strategic raw materials anteptiog biodiversity from the outset” (pp. 36-42)
v “Increasing the responsibility of suppliers andsrdtractors” (p. 44).]

3. Supplier's commitment and preliminary assessmentgliestionnaires : 2016-17

Relations with any partner necessitate the lattmtamitment to comply with all ethic

principles enunciated in the Supplier's Code of @iait. LVMH also requires that its suppliers adheréhe
same guidelines imposed by regulatory requirem@atsexample in the field of consumer safety). Many
initiatives by Group companies illustrate this coitment. Certain Group companies such as Sephora and
Moét Hennessy have implemented their own supppecifications in order to best meet their busing'sse
specific requirements.

[EQ See “2016 Reference Document” (pp. 90-91)]

* The Group’sFashion and Leather Goodscompanies have developed a number of initiatiedsting to
materials and supplies that are considered keyr paarity product categories have been identifees
concerning all Group companies : leather, fabhensical products, finished and semi-finished prdsiuc

o In 2016,Fendi assessed 130 suppliers, compared with 15 in 28W5,significantly broadening the
scope covered by these audits.

o0 After auditing its three most strategic tannerie2016 in accordance with the Group’s objective to
roll out LWG certificationLoewewill extend the audits to its “top five” tannerias from 2017.

o Louis Vuitton incorporated a suppli@nvironmental assessment protocahto the processes of its
Purchasing Departments. The Maison has formallgileen a highly-detailed audit protocol and has
opened a shared space dedicated to this subjets mternal server, which specifically featurek al
the audit reports. It has designed in-house assdstools and has had complementary external
tools approved. This system is strengthened inyeyear. For instance, Louis Vuitton continued to
raise the awareness of all its teams in 2016 irerotd make progress in rolling out audits. This
enabled it to add the audits performed on shogeidumes to the audits on leather goods suppliers,
and then to determine audit programs with each ifl@ss unit” for 2017. The year was also
characterized by the creation of a training progmamnthe Environmental Assessment of Suppliers,
which is intended for all the Maison’s employeescamtact with suppliers, buyers, developers and
quality experts, etc. The pilot session, which waganized in November and December 2016,
included eight attendees.

» The Wines and Spirits business group has identified a number of pricaityas to ensure sustainable
development in its activities. This plan of actisncentered on meeting environmental, social armibtad
targets in the areas of transportation, packagmugealvertising material$n FranceHennessycontinued to
assess the environmental performance of all its rdagyerials suppliers and of several external servic
providers. Hennessy has included a ban on compselenveeding and an obligation to scrupulously
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comply with the regulations on the treatment of teasiter in the new agreement signed with its grape
suppliers.

* The Perfumes and Cosmeticdusiness group has defined measures to be talcemaegets for three
types of materials: Glass, Metal / Plastic and Gaadd. In 2016, social audits covered 100% of Tiglass
and cardboard suppliers, as well as 100% of metkastic suppliers in at-risk regions, while enwinoental
audits were carried out among 100% of glass sugpliehe aim for 2017 is to extend the environmental
audit policy, with the primary goal of covering alirdboard packaging suppliers.

o0 The Maisons in the Perfumes & Cosmetics businessipgthad60 environmental audits on
suppliers carried out on an overall basis. Foramst, all the division’s alcohol and glass supsplier
were assessed. Parfums Christian Dior was theraefdeeto ensure the environmental performance
of two strategic sectors. In fact, alcohol actuabgcounts for about 90% of the Maison’s essences,
while glass accounts for over 20% of its purchasésnaterials used in the manufacture of
packaging.

o Guerlain, which had assessed 121 suppliers at the endl&, 0% of whom were assessed twice,
was able to record a 20% improvement in resultstake this further, the Maison has set itself new
objectives for the period between 2016 and 20Xath category of purchases.

0 In 2014 the Perfumes and Cosmetics business grtaaplaunched &Responsible Purchasing
Charter that specifies its requirements with regard toftll®ewing topics: maintaining high-quality
relations with our suppliers over the long term tually improving economic performance, choosing
sustainable materials and responsible suppliergviating, and preserving materials and savoir-
faire. This charter has been rolled out to all @raompanies in the business group. Guerlain sent
the “Responsible Purchasing” charter drawn up wWithGroup’s Perfumes & Cosmetics division in
2014, to over 600 suppliers in 2015.

» All of the Group’sWatches and Jewelrycompanies have been certified by the Responsiéselery
Council (RJC).

o Bvlgari extended the process by becoming the @oshpany in the sector to be awardedain of
Custody — CoC-certification for its gold jewelry production lines in June 20T%is process will
gradually be extended to the other Maisons.

o The Watches and Jewelry business group has idahtifiree main categories of key raw materials :
diamonds and precious metals and colored gemstBr&gari scheduled 46 audits during the year,
which covered all its business activities (jewelpgrfumes, watches and accessories) as well is its
packaging.

» Within the Selective Retailingbusiness group, Sephora has identified two mameysement categories:
indirect procurement and procurement on behalfsgbiivate label, S+.

o In 2016, Sephora identified suppliers deemed tatbask in terms of social and environmental
factors for both of these procurement categories=urope, social audits covered 100% of at-risk
factories, while at the same time Sephora incredsechumber of environmental audits of at-risk
suppliers, with the aim of auditing 80% in 2017 a&@d% in 2020. By 2020, all high-risk suppliers
worldwide will have undergone social and environtakmudits via a methodology designed in-
house for both of these procurement categories.

o In the field of the LVMH Lighting program, LVMH igradually extending its initiative to other
kinds of buildings and not only stores. An in-houws#king group was set up with about 12 Maisons
in May 2016 in order to discuss lighting at prodioictand storage sites.
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Blueprint For Corporate Sustainability Leadership
Value Chain Implementation:
M Implement monitoring and assurance mechanisms (e.qudits/screenings) for compliance within
the company’s sphere of influence

LVMH group companies take a two-pronged approachadsessing their suppliers, which consists of
selecting key product categories within each bwsingroup and developing an ongoing social and
environmental audit program.

* Measures taken by business groups on priority issse Each Business Group ha
taken measures (riority issues. [[d See "2016 Environmental Report” (pp-91).]

* Social and environmental audits :

The Supplier's Code of Conduct sets forth the mplecand procedures for the control and audit of
compliance with these guidelines. In the interéstomtinued improvement in this area, the Grouptases
have continued their supplier audit programs inS2@agether with follow-ups on action plans. In gida

to the codes and charters already developed bgaitmpanies of the Group for their suppliers, LVMH fe
important to establishstandard policy extending its values to all supplies and subcontractors

In 2016, 1,205 social and/or environmental auditsvere carried out, nearly 80% g 2016-17
which by specialized external service provider94 of our suppliers Of these audits,
48% related to both social and environme criteria.

Suppliers and audits break down as follows, byoegi

Europe Asia North America Other®
Breakdown of suppliers (as %) 7 17 9 3
Breakdown of audits®! (a5 %) 60 36 2 2

al Of which 58% initial audits and 42% follow-up audits
bl Inc

ca.

luding Af
Wi and Spirits, Perfumes and Cosmetics, Louis Vuitton, Loro Piana, Berluti, Fendi, Givenchy Couture, Loewe, Marc Jacobs, Céline, Thomas Pink, Rossimoda, Bvlgari, Fred,

:{;JCI ot, TAG Heuer, Zenith, De Beers, DFS, Sephora and Le Bon Marché

0 46% of audits carried out were in line with the G® requirements, 32% found minor instances of
non-compliance, 16% highlighted a need for sigaificimprovement by suppliers and 6% found
major instances of non-compliance. Non-compliasseies identified related primarily to Health &
Safety. In all, 188 corrective action plansvere put in place following these audits.

o The use of preliminary audits also enabled betthraace identification of supplier practices,
resulting in decisions to refrain from working witkrtain potential suppliers.

o The number of follow-up audits increased in 20I®veng that Group companies regularly monitor
their suppliers and support them in their effootgntprove.

o In some cases, LVMH and / or some Group comparaéstd terminate existing relationships with
suppliers whose social audit findings revealed majstances of non-compliance with LVMH’s
Code of Conduct. There we2& such cases in 2016

0 In the interest of continued improvement in thisaarin 2017 Group companies continued to audit

suppliers and followed up on action plans as weltlaveloping synergies arising from the Group’s

membership ofSedex The Group also endeavored to strengthen its wgrkiarties by business
sector in order to take better account of theicgmecharacteristics and requirements.

[EQ See:
v’ “9.2. Supplier relations” in "2016 Reference Documti€pp. 89-91)
v' “The LVMH Supply Chain” in "2016 Annual Report" (81).]
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» RJC certification : About Responsible jewelry and certification RJC see

[
v' RJC-certified Houses in "2016 Environmental Rep(ap. 24 and 36)
v' “1.1. Evaluation and certification programs andamrigation” in "2016 Reference Document”

(p. 98).]
* Health and Safety :

o Applied to suppliers since December 2010, @webally Harmonized System of Classification and
Labelling of Chemicals(GHS) designed to standardize the classificatiahlabeling of chemicals
and contributes to the safety of substances usedsimetics products.

o REACH Regulations :

= All Maisons have incorporated the European REACHKul&ory requirements in their
contractual documents to involve suppliers in #ffsrt. They are requested to ensure that the
substances used are registered under REACH, ofategis similar to REACH for non-
European suppliers. They are also requested nagdcany substances listed in the Group’s
monitoring tool. The tool, which suppliers can a&seonline, includes a list of 286
substances, particularly substances subject toiatest or authorization by REACH, and
substances of very high concern (SVHC).

= The tool aims to help Maison suppliers better iderihe potential use of these substances
and the materials in which they may be found. Gi®oepperts identify the most restrictive
regulations and help the Maisons to gradually adogtn by involving their suppliers using
tools such as the REACH Letter. This document waated following the adoption in 2006
of the European regulations that rationalised androved the European Union’s former
regulatory framework on chemical substances. Tlois Maisons systematically send it to
their new suppliers. By signing the document, thesgapliers commit to complying with the
requirements of the REACH regulations (or of simikzgulations).

= The LVMH Group also collaborates witur luxury brands on the internal standard LVMH
RSL (Restricted Substances List) — which prohithiess use of hazardous substances in items
brought to the market, as well as their use by kengp — as part of a working group that
deals with improving the management of chemicalsunsupply chains. In order to boost the
Maisons’ control systems, the Environment Departnies also designed the LVMH Smart
Testing programme in partnership with independemiernational laboratories. This
programme enables the Maisons in the Fashion &hieeadnd Watches & Jewelry Goods
business groups to test the highest-risk substate@snding on the materials at five partner
laboratories. Lastly, to eliminate the use of dargubstances and find alternatives, specific
technical handbooks have been drawn up and ciezlitatsuppliers.

Traceability and compliance of materials and produts : As an

example, the Louis Vuitton Maison continue to rodlut its
Innocuousness P, which was launched in 2014, in ordelboos its

its policy for controlling regulated substances.sThlan extends the list of undesirable

substances in products by setting thresholds m zet below the most restrictive regulatory

thresholds. It also provides for a program of egit@mtests on raw materials (555 tests were
performed during 2016), and introduces the momtpaf the rate of suppliers’ replies to the

REACH Letter. Louis Vuitton included a paragraplgaeling the security of products fin
2016, which refers to the Innocuousness Plan atigeth VMH RSL (Restricted Substances
List), in the technical specifications for new dteeed materials used to manufacture|its
products._The Maison has also made progress instefneliminating chemical substandes
that are not compliant with the LVMH RSL, by spemtly targeting hexavalent chromium
in its leathers, lead in its metal accessoriesadkyglphenols in textile.
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* 1SO 14001 certification :Louis Vuitton was the first company in the worldhave been awardd80
14001 environmental certification for its Leather Gods & Accessories supply chainn November
2013. This proactive approach guarantees the dewot of an increasingly efficient supply chain,ieth
enables to have the right product in the right @latthe right time, with an increasingly low evimental
impact. Practically speaking, the green supply rclpaoject has enabled to implement a certain nuraber
virtuous initiatives, including developing a toobrf measuring the COemissions generated by the
transportation of the products in real time, redgdhe kilometres travelled and the volumes cayriaull
optimising the transport packaging. Thus, Louistiéun have the means to demand the least pollukaedgsf
and to drive the roll-out of environmentally-respite transport methods..

Blueprint For Corporate Sustainability Leadership

Value Chain Implementation:

M Undertake awareness-raising, training and other tges of capacity building with suppliers and
other business partners

[EQ See:

v' “9.2. Supplier relations” in “LVMH Reference Docunte2016” (pp. 89-91)
v" “The LVMH Supply Chain” in “2016 Annual Report” (d1)]

1. Strategic disclosure:

Under the tutelage of Group Managing Director AmoBelloni, the Operations, Environment, Social
Development and Financial Communications departsarg working together to educate and coordinate
the Group’s companies and help them achieve progrdheir relations with suppliers.

» Social: Since 2011, Social Development Department of LVMHblshed a specific report giving a very
clear picture of the way in which the Group’s seateesponsibility is put into practice and pressg@ll

the social responsibility initiatives carried oweo the year by its firms. The fields were seledtedover —

in a way that is relevant, global and exhaustivthe- various areas usually observed by credit rating
agencies, investors and, more generally, all stakers involved in the problems of sustainable
development and social responsibil

LVMH discloses the Main Social Responsibility Issues and business groups
particularly affected.tld Se¢ "201¢€ Social Responsibility Report” p. 11and 1.).]

* Environment : In 2011, LVMH initiated a strategic thought progds identify key themes in order to
better deal with the Group’s environmental concerfiBis process was implemented by a Steering
Committee comprised of representatives from sevleh @roup companies and overseen by LVMH’s main
Executive Committee.

o0 Since 2014, Group companies have integratetewa strategic program called “LIFE 2020”
(“LVVMH Indicators for Environment”) into their sttagic plans.
= The LIFE program was implemented by the Steerinmm@dtee of each Group company and
is based on nine key aspects of environmental pedioce whose two of them are linked to
"Supply Chain Management" “strategic raw materials and supply channels” and
“relations with suppliers”.
* In order to further improve consistency and efficig, in 2016 the Group -
. ] . 2. 2016-17
gave its companie- regardless of their sphere activity — four sharec
targets to be achieved by 2020 (2013 being theHhmeark year)[Ed See “2016 Reference
Document” (page 97), “2016 Environmental repor).(B, 12-14) and “2016 Annual Report”
(pp. 35-37).]
o In November 2015, against a backdrop charactebgeitie voting of the law on the transition to a
low-carbon economy for green growth in mid-AugusErance, followed by the preparations for the

21st United Nations Conference on Climate Chang@RZl), LVMH took an additional step in
rolling out the LIFE program via the launching ofiaternal carbon price (Carbon Fund). Since 1
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January 2016, a Maison must invest € 15 in finapainovative projects every time that it emits one
metric ton of greenhouse gas in order to reducentissions.
The bet was successful since, one year later,biigdrojects amounting to
EUR 6.7 million were selected, instead of the EURIiion initially planned. The
Maisons were heavily involved and contacted thel fimfinance 28 projects, 70%
of which relate t the store:[Ed See “2016 Environmental report” (| 46-47)]

2. Support of suppliers :

LVMH maintains regular dialogue with its supplieasd is highly involved in their operations, whicash
led the Group to help them implement and complyh\eiivironmental, workforce related and societat bes
practices, while raising awareness and providiamiing on the CSR issues specific to their businéssa
number of years, tools have been made availaldeppliers to help them for example to better urtdads
their regulatory obligations relating to REACH -etkEU chemicals regulation — and to progress in this
regard.

* Training and guidance :

o0 Every year since 2014,3upplier Forum has been organized to bring together represeasati’zthe
Group’s companies and their suppliers. This eveotides an opportunity to present the responsible
purchasing standards of LVMH and its companiedear feedback from suppliers who have made
improvements in synergy with Group companies, asty to share best practice.

Following Italy in 2014 and China in 2015, the 2(8@pplier Forum was held in
Hong Kong. The 2016 event did not relate to jus specific region, as had be

the case for previous forums, but to specific pasuig categories shared by the majority of Group
companies — including packaging, which represemsj@r environmental performance issue for the
Group.

o LVMH Lighting Programme : Issues relating to lighting have strategic impacgafor LVMH, in
terms of optimizing its energy-efficiency and reihgcits greenhouse gas emissions.

= As LED technology is still recent and relativelymstandardised, LVMH rolled out an e-
commerce website (lvmhlighting.com) in 2014. Then @ to provide the Maisons and their
installation staff with the most innovative, effe@et and cost-efficient solutions. The
catalogue include@00 listed products offered by 25 suppliershroughout the world at the
end of 2015.
LVMH intends to go further in 2016 thanks to a matarized lighting
module, which has been designed with specializetufaaturers, thi
“LVMH Light Engine”, which provides the same amounit light as a 40 watt bulb while
consuming only 12 watts. This module will be madailable to any lighting manufacturer
working for the Group.

= As a reminder, this work was launched in 2014 leydigning of aollaboration agreement
with around 20 lighting equipment suppliers, and tle publication of a catalogue
including 500 items The catalogue was presented at the Group HeadeCGff Avenue
Montaigne on June 20, along with product samplaand the “LEDEXP0O2014” event. To
mark that event, a ‘speed-dating’ process was afganized between the Houses and the
suppliers, while four conferences were offeredagids such as “light and architecture”, and
“light and marketing”.

= The company is pursuing innovatiowgth its industrial partners. For -
. . . s . T L 2016-17
instance, it has designed a stlighting solution and a miniatu lighting
module, the LVMH Light Engine, with three specitlimanufacturers. This product, which
did not exist on the market, provides the same amnof light as a 40-watt bulb while
consuming only 12 watts. It was made availabldlttha lighting manufacturers working for
LVMH in 2016.[EQ See “2016 Environmental report” (p. 48)]
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o Loro Piana’s very high standards encourage it testantly improve theuality of the natural raw
materials that it uses. Loro Piana provides training to dieek farmers on sustainable breeding
techniques that respect the animals, which grownutneir natural environment while remaining
under strict supervision. This is what drove theidda to go against the market, against a backdrop
characterised by increasingly intensive cashmesdymtion.

= Loro Piana launched a pilot project in China in 2@ming to protect the quality of its
cashmere supplies and develop the entire sectaa eunstainable basis. The project was
implemented with the Chinese Agricultural Univeysih Jilin and the Italian Camerino
University in collaboration with ENEA (the Italiadational Agency for New Technologies,
Energy and Sustainable Economic Development). Tlaésdh has developed theoro
Piana method” : thanks to a scientific analytical approach, ledeve breeding model that
contributes to a balance between animals, the @mvient and the local population, while
enabling an exceptional quality of cashmere todieexed.

= By preferring small flocks in the same region, amdationalized combing method, the
shepherds guarantee high annual volumes and higlitygfibre, and therefore higher income
for themselves.

= The experiment was extended in late 2015 via teatmn of thé'Loro Piana Cashmere of
the Year Award”, which will reward the livestock farmers that amfe the highest quality
criteria every year. The aim is to encourage farmevery production area to adopt the “Loro
Piana method” and thus enable the entire cashnmehgstry to enter into a sustainable
virtuous circle... all while protecting the environnte

= In 2016, Loro Piana supported the filing of an admant by the Peruvian
Government aimed at ensuring that there is only daeel for
trademarking the origin of vicuna fibers, which Iwiénable better
traceability

0 Hennessy provides an example of the kindsgpport offered to local producers Most of the
cognac eaux-de-viethat Hennessy needs for its production are purchdsem a network of
approximatelyl,600 independent producersa collaboration which enables the company to ensu
that exceptional quality is preserved as part ofmabitious sustainable winegrowing policy. More
than 50% of Hennessy's suppliers and subcontracmeslocal. This proactive approach by the
company is reflected in the options it has adofwedhe construction of a second packaging sit, th
expansion of storage capacity feaux-de-vieand the construction of a new barrel and cooperage
management center.

= Hennessy has engaged in many actions to help geaeld strengthen the local winemaking
industry, which include financing eesearch project into grapevine trunk diseasesand
every two years organizing a technical forum torshaith suppliers the technical and
technological advances being tested by the compamyiemaking division. Hennessy is also
a partner in a project launched by the Cognac -uhdrict authority and the Nouvelle-
Aquitaine region to create a center of excellenteglass-working crafts on its current
cooperage site.

= Hennessy shared its paperless “Guide to EnvirormhéBest Practices,
Food Safety and Security” with ov150 service provideran 2016

0 LVMH intends to provide its stakeholders (whose @igos) with the most comprehensive and
transparent information possible about the initggiimplemented and the results achieved.
= As an example, Guerlain organiz8he Inspiration from Sustainable
Development for the Department of Haut-Rhin” Event This ven
informal gathering regularly brings together athared event its Sustainable Development
Managers, its committed partners and its custometsp are aware of its societal
responsibility initiative.
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= The Group was a partner of COP21 in 2015, and argdraconference on the subject of
“climate and logistics” in order to present its LIFE Program and highliglgveral
remarkable initiatives implemented by its Maisons

e Socially Responsible Procurement :
[ See “2016 Social Responsibility report” (pp. 573-p8

o LVMH favours the use of théSheltered employment”. This sector enables a person who is
seriously disabled, whether permanently or temfgrao work in an environment that is adapted to
his or her circumstances.

= Following the LVMH Disability and responsible pueging seminar in 2012, companies
such as Louis Vuitton, Bvlgari, Guerlain and Parfur@hristian Dior reviewed their
purchasing policy to develop their relationshiphagbmpanies operating in this sector.

= On 17 July 2014, at the launch of the new LVMH diogy of supported employment
suppliers, theMission Handicapunit organised an event where Group companies teent
meet some people working in such suppliers.

= This event also enabled Group companies to sharelibst practices in the field. Guerlain,
for example, has opted to outsource the cleaningjlafs linen from its store at 68, avenue
des Champs Elysées (Paris) to a supported empldyrander.

= At Group level in France, services outsourced t@ thupported
employment sect were worthEUR 6.6 million in 2016 i.e. én increase
by + 6.5% compared to 2015 (EUR 6.2 milliorijhis purchasing volume represents 312 full-
time equivalent jobs. Parfums Christian Dior is @fig¢he Group companies that is particularly
involved in this area, and has strengthened itdiogiships with sheltered workshops.

o On November 7, 2012 the Group organized its #ghibition on Disabilities and Responsible
Procurement as partof its approach to responsible decision-makingrimcprementPresented by
Group Managing Director Antonio Bellonand Group Human Resources Director Chantal
Gaemperlethis exhibition showcased various organizationgigfieing in disability employment as
well as the sponsorships run Bgnnessy, Moét & Chandon, Guerlain, Louis Vuittbtake Up For
Ever and Parfums Christian Dior. The event \aiended by about 170 managers from all Group
companies.

o On March 14, 2016, thérst Disability & Responsible Purchasing trade far
was held at the Palais des Congrés in Paris. h@vative even- which was
initiated by LVMH and organized by Groupe Les Eclmgpartnership with the Société Générale
group and EY — aims to bring together businessdsstakeholders supporting working people with
disabilities, and raise awareness of disabilitgted issues in the workplace. As the first trade fa
dedicated to direct employment and responsible hasiag favoring people with disabilities, the
Disability & Responsible Purchasing trade fair veagroundbreaking event putting potential buyers
in contact with suppliers from sheltered and disighiriendly sectors.

» Local procurement : Special value is placed on the criterion of localrsing for a good number of our
sites, particularly as regards the choice of serpioviders.
o On September 15, 2016, Michael Burke and Clauddiiar, the Chairmen and
Chief Executive Officers of Louis Vuitton and Parfs Christian Dior,
inaugurated_es Fontaines Parfuméesthe new creative workshop for perfumes
located in the center of Grasse. On the constmctite, 95% of the craftsmen
involved were loc: contractor.

o0 As an examplethe Belvedere Distillery has designed a program dedicated to rm
alcohol with suppliers and scientists in Polande &m is to secure and improv

the quality of its procurement by guaranteeingldoal origin of the alcohol and
environmentall friendly farming practice
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0 The Louis Vuitton Barbera workshop in Spain, for example, achieved a 75% increasdésin
purchases from suppliers located within a 60 kmusadThe shoe manufacturing facility in Fiesso
d’Artico in Italy also purchases many componentd aaw materials locally.

o Another type of example is Switzerland, where 80Rthe building materials and equipment for
TAG Heuer’s buildings at its Chevenez site are sourced fommpanies and suppliers in the Jura
region.

 REACH regulations : All Maisons have incorporated the European REA@bButatory requirements
in their contractual documents to involve suppliersan this effort. They are requested to ensure that
substances used are registered under REACH, odategis similar to REACHfor non-European
suppliers. They are also requested not to use any substésiszsin the Group’s monitoring tool. The tool,
which suppliers can access onlinancludes a list of 286 substances, particulatligssances subject to
restriction or authorization by REACH, and subs&maf very high concern (SVHC). The tool aim$édp
Maison suppliers better identify the potential use of these sulzstarand the materials in which they may
be found. The Maisons also conduct tests by indigr@naboratories to certify that products placadre
market contain no SVHC. Experts from the variousddias meet regularly as part of a REACH working
group to anticipate future phase-outs and sharé restices. An individual specially appointed ke t
Group level coordinates the network and suppontsNlaisons in their plans to replace substances and
innovate.

* Management of suppliers across the Carbon Footpri® :

o0 Since 2002 the Group has assessed the Carbon irt®tpf many of its Maisons: Louis Vuitton,
Moét & Chandon, Veuve Clicquot, Hennessy, Parfurhsisian Dior, Guerlain, Parfums Kenzo,
Parfums Givenchy, Givenchy Couture, Make Up ForrEldS, Sephora and Le Bon Marché. To
date, all of the Group’s major Maisons have congaldheir reports and are working to implement
priority initiatives taken into account suppliers.

0 Inbound and outbound transport : transport of raw materials and components fronpbeys to
our production and from our industrial sites to stares.

[E] See :
v' “Environmental Report 2016” (p. 49)
v/ “2016 Reference Document” (p. 105).]

« Promoting startups : From June 30 to July 2, 2016, Paris hodtad Technology, a
new event dedicated to digital transformation imdpe. As further proof of the Grouf

commitment to promoting innovation and encouragiigjtal entrepreneurship, the LVMH group was a
partner to this first edition. The event, which wamtly produced by the Les Echos and Publicisugs
attracted 45,000 visitors and brought together figgyres from the world of innovation for three days
conferences, discussions and meetings. Viva Teobgdhas two goals: revealing startups at the auttin
edge of innovation, and putting them in touch withjor companies seeking the means of implementing
their digital transformation and boosting their &aipy for disruptive technology. As partner, the MM
group hosted and ran the Luxury Lab, a 500-sq.rneespatirely dedicated to the luxury goods sectbe T
lab formed a real hub for contact between entrearenand representatives of the Group and its coiepa
hosting 44 startups that work on future challenfgesthe luxury goods industry in the Wines & Srit
Fashion & Leather Goods, Perfumes & Cosmetics,\&atthes & Jewelry sectors, as well as in Selective
Retailing. To select the startups taking part i thixury Lab, the Group created a series of chgéeron

the collaborative CONNECT platform. The first ondichallenge asked candidates to address the @uesti
of personalizing the service offered to customereugh a more detailed understanding of their dssand
needs. The event was also an opportunity to highlgselection of key innovations from Group comean
such as Sephora’s Beauty Board, the Krug ID and H&@Ger's Connected Watch.

[EQ See “2016 Social Responsibility Report” (p. 65).]
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Robust Human Rights Management Policies & Procedsire

Criterion 3 : The COP describes robustcommitments, strategies or policias
the area of human rights :

¥ Commitment to comply with all applicable laws andrespect internationally recognized human
rights, wherever the company operates (e.g., the Wmersal Declaration of Human Rights, Guiding
Principles on Human Rights) (BRE1 + ARE1)

e Commitments :

The Group is committed to acting responsibilityeiery business sector, and to ensuring that huightsr
are respected in all of its establishments inclgdim countries where these rights are not suffityen
entrenched. LVMH is very careful to promote Humaigh®s and the respect of ILO’s fundamental
principles.

. > See in this COP 2017 “1. Commitment and involvenagthe highest level(pp. 6-7).
. [EJ See also :

. - “2016 Reference Document” (pp. 81, 81-84, 88 @i

i - “2016 Social ResponsibilitReport” (p. 13]]

o Compliance with international conventions :This strong commitment is written in the “2015
Reference Documenttfl See "10. Compliance with international conventians'2016 Reference
Document” (p. 94)] « Taking each individual, his or her freedom angnitly, personal growth and
health into consideration in each decision is thenfdation of a doctrine of responsibility to which
all Group companies adher@ccordingly, all Group companies have policies égual opportunity
and treatment irrespective of gender, race, relig@nd political opinion, etc. as defined in the
standards of the International Labour Organizatidrhis culture and these practices also generate
respect for freedom of association, respect foritiokvidual, and the prohibition of child and foite
labour. »

o Group companies provide an overview of their caspmisocial responsibility initiatives iny&arly
CSR (Corporate Social Responsibility) reporting suvey, which supplements the Group’s
reporting on employee-related issues. This surwénych is carried out across all Group companies,
covers the most common social responsibility issuegnan rights, diversity and the prevention
of discrimination, skills development, working conditionfistening to and dialoguing with
employees andlocal community engagementFor each of these topics, the survey form incdude
references to the conventions and recommendatiahg mternational Labor Organization .

o0 Last commitments in the field of diversity :

= After the chief executives of Group companies inrdpe signed the UN's Women’s
Empowerment Principles (WEP) in November 204!Bthe Group companies in the USA
signed on 7 October 2014By the end of 2014, a total of 41 Group compamese
therefore committed to adhering to the seven pulesi in the WEP. Demonstrating the
Group’s culture of male-female equality, the prptes concern education, training and
professional development of women as well as a cemment towards gender equality at the
highest level within a company.

= Thesixth annual Women’s Empowerment Principles (WEPstonferencewas held at the
United Nations HQ in New York on 5 March 2014. Gé&raith, Senior Vice-President of
Human Resources at LVMH, was on stage to presentmiasures the Group has taken to
apply the principles enshrined in the WEPs. Theauge of a joint effort by UN Women, the
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United Nations Entity for Gender Equality formed2010, and the United Nations’ Global
Compact, the WEPs comprise seven principles onléesrapowerment in their jobs, in the
job market, and in society more broadly.

* In keeping with the commitments made by LVMH — patarly with
respect to the Millennium Development Gc- the Group supports tt

Sustainable Development Goals (SDGslrawn up and developed by the United Nations in
2015. The 17 SDGs are a global call for action ®$®to reduce inequality, make the world
a better place for future generations and ensateathhuman beings are able to live in peace
and prosperity. The LVMH group’s corporate socegponsibility strategy is a driving force
behind meeting the 17 SDG£L] See “2016 Social Responsibility report” (p. 76).]

= On the occasion dhternational Women’s Day on March 8, 2016 the
LVMH group organized a sies of ir-house events around the world ¢
reaffirmed its commitment to female leadership.Paris, Cognac, New York, Shanghai,
Hong Kong, London and Madrid, a total of more tlHa@00 female employees took part in
celebrations centered around the theme of “Darifigie Paris event and local spin-offs
featured testimonies from a number of speakers fuimn and outside the Group, as well as
discussion and networking opportunities. Represiweta from newspaper Les Echos took
part in the Women’s Forum held at Centre Intermeticde Deauville from November 30 to
December 2, 2016. Featuring debates, dialoguendicaiming and action, this vital event
turns the floor over to women to speak out on tlgomcurrent and future issues facing
society. One of the talks, “How to share respotités in Europe”, was hosted by Virginie
Robert, foreign desk editor at Les Echos.

e |Internal Codes and Processes :

: : « Supplier’'s Code of Conduct » "Sustainable Development” in « Annual
i Cross-cutting (March 2008) Report »

issues ;

« LVMH Code of Conduct » « Reference Document » [§ Human

: 1 (May 2009) Resources, § Environment, § Charter of the
Board of Directors...]
i Environment « Environnement Charter » (2001) \ \ « Environmental Report » \
77777777 Soc|a| « LVMH Recruitement Code of ‘ « Social Responsibility Report » ‘

Conduct » (2009)

o ThelLVMH Code of Conduct, adopted in May 2009, covers all brands and alplegees of the
Group. This Code and its principles must be reggetly each employee, each brand and each
business group of LVMH. The LVMH Code of Conductves as a basis for the drawing-up of
codes of conduct at brand and business group |eagdgpted to their context and their sector. Thus
the principles of this Code can, when appropridte,developed or specified in relation to local
regulations and legislation, and, when they elostlly applied charters or codes. The LVMH Code
of Conduct reminds "International agreements supgoby LVMH" (see p. 21) particularly on
"social stakes" :

- Universal Declaration of Human Rights.

- United Nations Global Compact.

- OECD Guidelines.

- International Labour Organization conventions.
- Millennium Development Objectives.

- Women’s Empowerment Principles.

- Sustainable Development Goals (SDGS)
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Accordingly, « LVMH respects and defends the principles of the G&b Compactin relation to
fundamental rights and principles in the workplacamely :

- elimination of professional and employment disanion;

- freedom of association and effective recognitiothefright to collective bargaining;

- elimination of any form of forced or bonded labour;

- effective abolition of child labour. ¢p. 10)

« Respecting and supporting human rights : LVMHee$s and promotes human rights and makes
sure that its activities do not encourage humaitsgabuses. LVMH intends to reflect its attachment
to human rights through exemplary behaviour in dperation of its business and to encourage,
within its sphere of influence, the improvemensadial conditions which constitute an essential
factor in economic development(p: 14)

o The LVMH Supplier's Code of conduct deployed in March 2008 has been implemented at all
Brands and subsidiaries by the end of 2008. AthefGroup’s brands have adopted and promulgated
the Supplier Code of Conduct which sets forth the@u@’'s requirements in terms of labour
principles (forced labour, discrimination, harasamehild labour, compensation, hours of work,
freedom of association and collective bargainireglth and safety, etc...).

o Since 2009, theLVMH Recruitment Code of Conduct" has been widely disseminated to all
employees active in recruitment processes acre@s&thup. It sets forth the ethical principles to be
observed in recruitment at LVMH and guarantees fdaathiring practices are followed at all of the
Group’s operations worldwide. This Code of Condaatmbodied in fourteen commitments, which
aim in particular to prevent any form of discrimtioa and to promote diversity.

= Across the Group, ethical principles to be appledecruitment and the LVMH Code of
Conduct for Recruitment are reinforced by the trajnprogram“Recruitment without
Discrimination” . Since 2011, this training program is mandatonydib Human Resources
managers involved in recruiting. Group companiestherefore able to keep a close eye at all
times on the fulfillment of their commitments. Aaitning module specifically for Italy is
currently being developed.

= Since 2008, LVMH has organized ongoing checks ®fpitactices in hiring diversity, by
having anindependent and highly-regarded firm test for discimination in the job offers
published on the Group’s careers websites. By mednis scrupulous self-assessment
procedure using the services of an independengrreadt provider on an ongoing basis, the
Group strictly monitors its recruitment practices.
The global campaign launched in fall 2014 that enidespring 2016 was
the firs-ever international test of its kind conducted lmpepany. Test
were carried out in five countries: China, the dditStates, France, Italy and Switzerland.
The findings of this campaign were shared with @razompanies’ human resources
departments. Campaigns to test for discriminatiatp hmonitor compliance with our
commitments while managing the system for prevegntiiscrimination in recruitment.

o The cross cutting issue of job maintenance iIn regards to the links between continued
employment and preventing discrimination, varioofgies and best practices have been applied by
Group companies. Examples include preparing angasting employees returning from parental
leave, adapting the workstations and working tiroe dlder employees, or providing staff with
disabilities with a suitable working environmens, @ffered by Moét Hennessy Entreprise Adaptée
(MHEA).
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M Integrated or stand-alone statement of policy exmssing commitment to respect and support
human rights approved at the_most senior level ohte company (BRE 1 + BRE5 + ARE 1 + ARE 5)
M Statement of policy stipulating human rights expetions of personnel, business partners and
other parties directly linked to operations, produds or services (BRE 1)

. > See in this COP 2017 “1. Commitment and involvenagthe highest level(pp. 6-7).

. [EJ See also :
| - “2016 Reference Document” (pp. 81, 81-84, 88 @i

] Statement of policy publicly available and commuriated internally and externally to all personnel,
business partners and other relevant parties (BRE + BRE 5 + ARE 1 + ARE 5)

The following statements and documents are publidyailable on the LVMH website
(http://www.lvmh.com/investors/profile/governancé-sy and on the intranet website (“LVMH Mind”)
launched in 2009 in order to better communicaterndlly the Group’s commitment to responsible
corporate citizenship.

» The ethical and good governance principles arauded in the "LVMH Code of Conduct”, whidias
been distributed since May 2009 to all Group emplaes This Code of Conduct serves as the common
foundation and source of inspiration in this areadil of our brands or business lines. In partacuin the
Houses, the Group recommends and oversees thenm@pilation of codes of conduct, supplier charters,
formalized procedures for declaring and monitoricenflicts of interest, and the implementation of
delegation matrices that outline the responsiegitind powers of each employee.

» The "Supplier's Code of Conduct" is shanedh suppliers and other stakeholders Applied by all the
Brands of the Group, compliance with the Supplie€ede of conduct is a requested condition for
collaboration.

Criterion 4 : The COP describes effectivemanagement systents integrate
the human rights principles:

M Process to ensure that internationally recognizedluman rights are respected

M On-going due diligence process that includes an sessment of actual and potential human rights
impacts (BRE 2 + BRE 3 + ARE 2 + ARE 3)

 Indigenous people Since October 2012, France’s Minister of Ecoldgystainable Development and
Energy has awarded LVMH the “National Strategy Baodiversity” prize for its project “Improving, fro
upstream to downstream, the footprint on biodiversi LVMH's activities”.

o0 Since October 2012, France’s Minister of Ecologust8@inable Development and Energy has
awarded LVMH the*National Strategy for Biodiversity” prize for its project “Improving, from
upstream to downstream, the footprint on biodivgref LVMH’s activities”. The SNB followed
France’s ratification of th&nited Nations Convention on Biological Diversity CBD) adopted in
2010 in Nagoya. LVMH’s commitment is for 2012-202the first corporate initiatives taken relate
to notably assessing the impact of the implemeoriatf the Nagoya Protocol gkccess to Genetic
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Resources and the Fair and Equitable Sharing of Bedfits Arising from their Utilization (ABS)
for the supply channels affecte@ld] See "Environmental Report 2016" (p. 26).]

0 The French National Biodiversity Strategy is stanet around six major goals divided into 20
targets,three of which have been selected by LVMHnamely “Making biodiversity a positive
issue for decision-makers” (target 3) ; “Guaramgeihe sustainable use of biological resources”
(target 12) ; and “Sharing the benefits of usingdbiersity in a fair manner at every level”
(target 13).

« In the respect of Children’s Rights and Business Principles LVMH gives the
opportunity to young people to develop a professional experies

o0 As a signatory of theApprenticeship Charter, the Group devotes considerable efforts to the
development of apprenticeship opportunities, whitdrcilitate young people’s access to
gualifications. As of December 31, 2016, there wage thanl 179 young peoplevorking under
apprenticeship or professionalization contrac@lliof the Group’s French companies.

o In 2014, the LVMH group created thHestitut des Métiers d’Excellence (IME), a work-linked
training program. The year 2016 saw the second téSs graduate, and the results testify to the
program’s success: of the 64 apprentices who tbekekam in 2016, all were successful — for the
second year running; 82% were employed, taken aerumn apprenticeship contract or are
continuing their studies, and 26 apprentices reckia professional distinction. In 2016, 120
apprenticeship contracts were awarded in Group eomep. Around 200 apprentices have received
training through IME and its partner schools si@éd4, with a graduate placement rate of 90% at
the end of 2016.

0 Supporting people excluded from employment To promote equal-opportunity access to world-
class education, for the past five years LVMH hagperted the priority education program run by
the Institut d’Etudes Politiques (Institute for ikl studies, or Sciences Po Paris), by offering
grants and enabling high school students from ymdéleged neighborhoods to attend the school
and be mentored by Group managers. On Decemb@018, Sciences Po celebrated the program’s
15th anniversary, along with the renewal of itstpenship with the LVMH group for a further five
years. Chantal Gaemperle, the LVMH group’s Directdr Human Resources and Synergies,
sponsored the 2016 intake of students. In FraheeGGtoup has forged a lasting partnership with the
charity Nos Quartiers ont des Talentand also serves on its board of directors. Thyararzation
offers young graduates from underprivileged backgds the chance to be mentored by a Group
executive or manager. A number of Group companatigpate in this program. In 2016, 100
experienced managers participated as mentors araf,the end of 2016, 71 young people are still
being mentored. Since 2007, 468 young people hawedf jobs after being mentored by a Group
employee.

[ See “2016 Social Responsibility Report” (pp. 31a8@ 67-68)]

o As a reminder, in March 2013, LVMH responded inagrdetail to the international questionnaire
from UNICEF / Global Compact / Save The Childrenon the topic of child labor (“Children's
Rights and Business Principle”). On October 9, 201i§eo released the final report about the
French CAC 40 companies explicitly mentioning LVMirhong 7 companies appearing as the most
advanced in terms of concrete initiatives and comoaiion about Business and the Right of
Childrens.
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M Internal awareness-raising and training on human ights for management and employees:
Blueprint For Corporate Sustainability Leadership
Issue-Based and Sector Initiatives:
M Join and help advance one or more existing UN GlobaCompact initiatives, e.g. Caring for
Climate, CEO Water Mandate, Women’s Empowerment Pnnciples, and Global Business Initiative on
Human Rights.

Employees are sensitized duritrgining about labour law and human rights. Besides, the topics of
moral and sexual harassment are specifically tdc#lleing these prevention trainings. The Group reake
every effort to prevent and deal with phenomen stscharassment and stress in the workplace.

1. Global frame about diversity and non-discrimination:

e Commitments :

. B See in this COP 2017 “1. Commitment and involvenagithe highest level” (pp. 6-7)
. > See in this COP 2017 (“Last commitments in thilfad diversity” (pp. 30-31).

' [Ed See also :

i - “2016 Reference Document” (pp. 81 and 81-84)

. P See in this COP 2017 (pp. 31-32) “Internal CodesRrocesses”

' [EQ See also :
. - “2016 Reference Document” (p. 81)

2. Equality of opportunity for men and women:

* Results: 2016-17

o Gender diversity is an integral part of LVMH'’s corpte culture. Women account f64% of the
Group’s workforce. This strong feminine presence is an essentialackexistic of the Group. It is
related in part to the very nature of LVMH’s busises.

o0 The Group has had more and more women oax¢étutive committeesevery yearfrom 26% in
2010 to 38% in 2016 Six Group companies are chaired by women : Aatjigarma, Fred, Fresh,
Krug, Loewe and Starboard Cruise Services. In 20¥RIH will be continuing its efforts to achieve
its target of 50% female representation on managenmwnmittees by 2020.

Proportion of femalein 2016
TOTAL 74 %
Board ofDirector: 40 %
Executive committet 38 %
Management grad 64 %
Technical staff/Team lead: 68 %
Administrative/Sales ste 82 %
Production stal 56 %
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e Drivers:

0 LVMH particularly tracks the career development it talented women through itannual
organizational review, using a set of targets and key indicators. Theu@rprovides annual
coaching for its most promising talented womendiplthem transition to executive roles.

In 2016, 36 female employees benefited from this comprehemsi program,
bringing the number of hi¢-potential women who have taken part in the ini@

since it was launched in 2013 to 150. Group congsamilso independently pursue their own
initiatives in this area, in line with their neeaisd the specific characteristics of the cultureshich
they operate.

0 Launched in 2007, the purpose of EikesVMH initiative is to develop female talent and help them
to realise their potential within LVMH Groufhe program comprises a wide variety of initiatives
such as creating a dedicated coaching program ifgr-gotential women, signing up to the United
Nations Women’s Empowerment Principles in 2013, seiting up local networks. Blending coaching
and action to provide proactive, practical suppiont female leaders, EllesVMH has become an
international brand that channels the energy oidewange of initiatives. EllesVMH helps forge Isk
between multiple generations of women at diffe@nbup companies and from all walks of life, thus
fostering both their development and synergiesiwithe Group.

Around 40 womenhave taken part in thEllesVMH Coaching program every year 2016-17
since it was launched in 20. _

o Building on this success, the Group capitalizedh@nenthusiasm stirred up by t 2016-17
initiative to organiz¢‘EllesVMH Connect” , a completely new worldwide digit

event, in November 2016. The initial launch evémid on September 23 and backed by a global
digital campaign, featured workshops where womed maren worked together on the issue of
equality. Nearly 300 discussion groups in 22 cdastgot to share their ideas on how become more
aware of and correct gender-related behaviorsaiathold back women’s careers, and could post
these ideas on the “EllesVMH Connect” platform.daie, just over 2,000 employees have attended
a workshop at around 43 Group companies. The neptwill be to analyze all the contributions
made by EllesVMH Connect participants and use tteeimprove EllesVMH’s long-term strategy, a
key goal of which is to have women make up 50% @up companies’ management committees by
2020.

o As an example of many initiatives/euve Clicquot actively promotes women in business
awardingLe Prix de la Femme d’Affairgdusinesswoman of the year) and Bréx Clémentinan
tribute to Madame Clicquot, the first woman to irspdherself as a major figure in the world of
business. The awards celebrate these worthy leeitiset “Grande Dame de Champagne”: women
pioneers who can tackle any challenge through thetrepreneurial flair, audacity, creativity and
talent. In the image of Veuve Clicquot itself, fiex de la Femme d’Affairelsas a true international
dimension and has been awarded to more than 30Cewa@m27 countries since it was created in
1972. The Prix Clémenting introduced in 1974, recognizes the new generatbnfemale
entrepreneurs whom the company believes repreBenfuture generation of businesswomen. The
award is named after Madame Clicquot’s daughtexmeéhtine.

[ See :
v' “5.1. Gender equality” in "2016 Reference Documépp. 82-83).
v" “Promoting gender equality in the workplace” in 180Social Responsibility Report" (pp. 52-54).]

3. Actions in favour of employees aged 50 and up

e |ssues:

0 The importance of preserving expertise in the Giowprious business lines makes skills transfer
the heart of the Group's policy on older employedse holders of craft skills and invaluable
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expertise acquired throughout their working livelsler employees are called on to add further value
by mentoring other employees.

o Ensuring older employees can access and stay ik iw@n on-going concern for the Group. Led by
the Group's Corporate HR division, the companieieanour to implement a global approach to the
management and development of older employeescdimpanies have adapted this policy to their
unique characteristics, which were previously idea through an assessment.

o The commitments made by the companies also coniternrecruitment and training of older
employees. The Human Resources teams pay speitéitian to this age group to ensure that it is
fairly and sustainably represented in both processe

* Results: 2016-17

o In 2016, worldwide, 13.5 % of the LVMH group’s active workforce are agel 50 and up In
France, this population accounts for 24.2 % of eyges.

o In France, 26 Group companieshave made commitments in relation to the managewfeolder
employees’ careers, via either agreements or apteors to foster their recruitment, employment and
career development. All Group companies in Fraregardless of size, have renewed¢betrat de
génération(cross-generation contract) plan to promote théaswble employment of young people,
encourage the hiring of older employees, and tatdiknowledge transfer across generations. For
example, Chaumet has adopted a mewmtrat de génératiofor the 2016-2019 period. Newspaper
Les Echos also adopted a neantrat de génératiom December 2016. Meanwhile, a number of
Group companies, such as LVMH Fragrance Brands katered into negotiations with employee
representatives to finalize their agreements or2€i&-201ontrat de génératian

o Companies also pay special attention to hiring retdining older employees. Improvement efforts
have also focused on workstation ergonomics, tlaten of physical strain, and working
conditions more generally for employees aged 50caed, especially for the positions most exposed
to physical or mental stress in workshops and @dysction facilities.

[EQ See best practices in the “2016 Social ResportsiliRieport” (pp. 58-59) and "2016 Reference
Document" (*5.2. Actions in favor of older emplog&ep. 83).]

* Human Resources managers at all of the brandsreaege/edtraining in the conduct of a mid-career
interview, following a program established by the Group’sidim Resources Department. These interviews
are used at Group companies (Moét & Chandon, Hegnd®erluti, Parfums Christian Dior, Le Bon
Marché, among others) to improve career managefoentder employees and offer systematic carear pla
assessments to those aged of 50 and up.

4. Employment of disabled persons

[EQ See:
v' “5.3. Employment of people with disabilities” in026 Reference Document" (p. 84).
v' “Fostering the employment of people with disal#kti in "2016 Social Responsibility Report"
(Pp. 55-58).]

* Organization and methodology :

o0 The Group's commitment to this subject is embodiddission Handicap LVMH Created in 2007,
it steers Group policy in this area and is madefup network of35 disability coordinators in the
Group companies To send a far-reaching message of inclusion amdpatibility between the
luxury industry and workers with disabilities, LVMetlebrated thénternational Day of Persons
with Disabilities on December 3, 2015 Eight best practices were selected from a wodeéwi
challenge put to Group companies in the springddfh2
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o In the area of recruitment, LVMH has developednathodology (“Handi-Talents”) based on
professional-life scenarios for disabled applicariisese innovative recruitment sessions pay no
heed to the applicants’ résumés but instead seekalke the recruitment process objective and
identify skills and competencies which are traredfés into the professional sphere. In terms of
hiring new employees, LVMH uses mandatory antidisgration training to raise awareness at its
companies of the importance of recruiting peoplanfrall walks of life, including those with
disabilities and without.

0 As regards training, in 2014 LVMH launch&XCELLhanCE” , which benefits from support from
AGEFIPH in the form of a partnership agreement. B2{LhanCE” enables people with disabilities
to simultaneously obtain a degree, significant eepee at the LVMH group’s companies and
expertise specific to the luxury industry. It issbd on intensive work-linked training programs,
lasting 12 to 24 months, in three professional dBel sales, logistics and human resource
management. Candidates are selected usingHdm&li-Talentsprocess, based on work-related
simulation exercises. These innovative recruitns@sisions make the hiring process more objective
and serve to identify abilities and skills that dentransferred to the professional sphere.

The first intake of sales advisors and inventoryhaggers was in 2014, resulting

in 64% of participants obtaining a vocational gfidition in logistics or a BT
technical qualification in Management of Commerdiklits in 2016. In total, 74% of participants
then continued to work for the Group on a fixedvtesr permanent contract or continued with their
studies. The second intake was in fall 2016. Spanh0d Group companies, it has allowed 13 people
with disabilities to enter employment under worlddraining contracts, most of them retraining in a
new profession, still in the roles of sales advigorentory manager and human resources assistant.

e “Sheltered” employment : LVMH also encourages use of the supported employrsentor in
France, the figures from which can be used in tailieg the overall proportion of employees with
disabilities. The supported employment sector eesablperson with a serious disability, whether jp@ent
or temporary, to work in an appropriately adaptedr@enment.

o0 At Group level in France, services outsourced &silpported employment secto-
were worthEUR 6.6 million in 2016 corresponding to 312 jobs, i.e. an incread 2016-17

by + 6.5% in 2016compared to 20..

o On November 7, 2012 the Group organized its firdtil@tion on Disabilities and Responsible
Procurement as part of its approach to respondextesion-making in procurement. This exhibition
showcased various organizations specializing ialdisy employment as well as the sponsorships
run by Hennessy, Moét & Chandon, Guerlain, Louistidn, Make Up For Ever and Parfums
Christian Dior. The event was attended by aboutrh@fagers from all Group companies.

On March 14, 2016, the firddisability & Responsible Purchasing trade fair
was held at the Palais des Congres in Paris. ih@vative even- which was
initiated by LVMH and organized by Groupe Les Eclmgpartnership with the Société Générale
group and EY — aims to bring together businessdsstakeholders supporting working people with
disabilities, and raise awareness of disabilitgted issues in the workplace. As the first trade fa
dedicated to direct employment and responsible hasiag favoring people with disabilities, the
Disability & Responsible Purchasing trade fair veagroundbreaking event putting potential buyers
in contact with suppliers from sheltered and disgkiriendly sectors. In order to encourage the
sharing of best practices and advice, a prograwvef 25 workshops and plenary conferences was
provided covering three themes: awareness, redgenmirchasing and direct employment. This first
event was a great success, with more than 1,5@@rgicoming to meet some 70 exhibitors. Toni
Belloni, LVMH’s Group Managing Director, and Chahtaaemperle, the Group’s Director of
Human Resources and Synergies, took part in thet @lengside Marie-Anne Montchamp, former
French Secretary of State with responsibility feople with disabilities; Séverin Cabannes, Deputy
CEO of the Sociéeté Géneérale group ; and Jean-Rietegtre, Managing Partner of EY France.
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In March 2011, Moét & Chandon found®dHEA , a company that offers facilities adapted to
employees with disabilities. A fully autonomousigntMHEA maintains a disabled employment
rate of 100% and provides the best possible worksongditions for employees affected by
disabilities, without any change in the terms @itltompensation.

In earlyJune 2016 Moét Hennessy Entreprise Adaptée (MHEA) celelorite 2016-17

fifth anniversary. This entity helps avoid breaksemployment contracts fi

incapacity by supporting employees facing diffiedtin their jobs. The company has also enabled
the recruitment of several jobseekers with distdd] working in cooperation with local structures
such as the CAP Emploi and Pdle Emploi public agsnd=ive years after its official launch by
Christophe Navarre, President of Moét Hennessyntah&aemperle, Human Resources & Synergy
Director at LVMH, and Marie-Anne Montchamp, Secrgtaf State at the Ministry of Solidarity and
Social Cohesion, Moét Hennessy Entreprise Adaptée dstablished a particularly strong track
record.

« Partnerships and supportshelped raise the Group’s employment rate in Frédmcdisabled persons
to 4.5% as of December 31, 2016based on official standards for the definition disabilities.
Internationally, as the situation is dependent arall legislation, the proportion of staff with did#ies
stands al %.

(0]

In collaboration with other companies, the GroupnidedARPEJEH, a non-profit organization that
brings together some sixty French companies ta affgice and guidance to junior and senior high
school students with disabilities. Employees amlived in this initiative and
more thar6C young people were able tcke part in it in 201¢

In 2011-12, LVMH obtained the assistance and suppdér AGEFIPH, the French agency
responsible for facilitating the employment andengibn of workers with disabilities. On 1 July
2014, LVMH extended its partnership agreement W&EFIPH and the leading organisation in the
field. Group companies’ commitment in this area veéso demonstrated through the signing of
agreements with AGEFIPH at Veuve Clicquot and RasfuiChristian Dior. Hennessy has had such
an agreement in place since 2011; it was renewslthifee years in 2013.

Group companies have adopted a range of measumsturage the employment of people with
disabilities. For example, Le Bon Marché publisitegob offers on the Hanploi.com website, an
innovative, effective site that is the foremostItod its kind for helping organizations recruit
disabled people and communicate about their huesources needs.

In 2016, LVMH Fragrance Brands repeated its “Ong @ne job” action day

at its industrial sites, allowing people with didiies to learn about the rang

of positions in the company with a view to futurecmuitment under temporary, fixed-term or
permanent contracts. Duririguropean Disability Employment Week from November 2 to 20,
2016 Veuve Clicquot and Krug joined forces with Cap on France’s national network of
employers and organizations specializing in thegi@ent of people with disabilities, to present a
range of production posts (operators, drivers) iactlide jobseekers in the 2017 recruitment round
using the job simulation recruitment method.
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2016-17

The Group’s redoubled efforts have enabled it tnaase the proportion of its employees with disizdsl in
France to4.9 % according to official standards (sum of direct amdirect proportions) at the end of 2016.
Internationally, as the situation is dependent aeall legislation, the proportion of staff with did#ties
stands af %.

e Results:

Number and % of Disabled persons : 2010 2011 2012 2013 2014 2015 201
France | total headcour 507 543 57z 62 62( 70% 81¢
global employment ra 3.57% 3.72% 4.1 % 4.1 % 4.1 % 4.5 % 4,9 %
Group | total headcour 775 824 92¢ 97¢ 103¢ 113C 1241
global employment ra 0.93 % 0.84% | 0.87% 0.85 % 0.85 % 1% 1%

The share of disabled employees in the total wodefin France has largely increase over the p&@89-2016 from 3,20% to
4.9 % (i.e. by + 53.1%) (French AGEFIPH standards).

5. Raising awareness on Psychosocial Risks :

The prevention of psychosocial risks is a mattet ttaptures the attention of all Group companidschv
particularly look out for stressful situations tlwaiuld affect their employees. The Group makesyeg#ort

to prevent and deal with phenomena such as harassme stress in the workplace and tackle psychalsoc
risks. [l See “Preventing occupational stress” in “2016 Sdeesponsibility Report” (pp. 41-42).]

V] Operational-level grievance mechanisms for thoseopentially impacted by the company’s activities
(BRE 4 +ARE 4):

* Any employee who notices a non-conformity to onehef principles stipulated within the LVMH Code
of Conductshould inform his or her hierarchy. « Responsibility for implementation: The Board of
Directors of LVMH, to which the Executive Managetnainthe Group submits each year a report on the
implementation of the Code’s principles, will bee tbody which ensures its correct application. In
accordance with the principle of subsidiarity inbet to LVMH, the executive management team of each
operational and legal entity is responsible for gdieince with the principles of this Code. Any emgpi®
who notices a non-conformity to one of the prirespstipulated within the Code should inform hisher
hierarchy. »[d See "LVMH Code of Conduct” (p. 19)].

« Although French regulations do not authorizhistleblowing proceduresas of

2016, some Group companies operating outside Franch as le Beers Diamon

Jewellers and Bvlgari, have been able to establishprocedures in certain countries Sephora America
set up a whistleblowing procedure in 2016. In Fearat Sephora, a system for submitting concernsuvia
intranet forum has been set up for employees. Eygpo at Moét & Chandon and Ruinart also have access
to a procedure designed for handling complaints. adtning meetings provide details and responses to
issues that have generated complaints. In 201&h#mes addressed included career managemengl¢he r
of women in the company and compensation policyaAge of tools is in place to communicate with
employees: an intranet site, a company newsleftérayparticular focus on the different businessvdes,
evaluation of the quality of employee-employer tielas during individual annual reviews, and theatian

of a database on economic and social data in cabgemwith LVMH. In 2016, TAG Heuer organized four
meetings and a survey of all employees. An intecoahmunication system provides news on the brand. A
“confidential hotline” was scheduled to come intysce in January 2017 as one of the outcomesef th

employer's agreement. The hotline is available ny amployee experiencing personal or professional
difficulties who wishes to seek confidential sugpor
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As a reminder, diifferent subsidiaries have alswettgoed initiatives and tools contributing goievance
resolution :

o Grievance Policy, Grievance Policy Exit Interview&jevance procedures: Glenmorangie Company
Ltd, Thomas Pink USA, Louis Vuitton Hong Kong...
HR business partner position dedicated: Parfumertgivy...
Non Harassment Policy: Moét Hennessy USA...
HR Survey: Christian Dior Inc...
HR Support Best Practice: Louis Vuitton UAE...
Suggestion and complaints box: Sephora Romania.

o O O0OO0Oo

» At the initiative of the Chairman and Executive Mgement, a working group,
bringing together the relevant departments of tiidihg company, was formein
2016.The aim of this working group is to anticipate futue legal and regulatory developments and to
establish ever more stringent ethical and governamcstandards for the Group.Its first task was to
submit to the Executive Committe@ proposal to revise the Code of Conducthat would define
unacceptable behavior and corresponding sanctiodsifinecessary, puh place whistle-blowing alert
procedures The working group’s leaders will in future play &ntral role in the definition, rollout,
adoption, supervision and control of systems desigio ensure that all Group activities are starsdard
compliant.

[V Allocation of responsibilities and accountabilityfor addressing human rights impacts:

* International charters and agreements signed by H\{ibvide the framework for the initiatives led by
the Group and its Maisons under the responsibiitythe Board of Directors and the Executive
Committee.

0 The Board of Directors of LVMH, to which the Exemat Management of the Group submits each
year a report on the implementation of the LVMH €sdprinciples, is the body which ensures its
correct application.

o In accordance with the principle of subsidiarithénent to LVMH, the executive management team
of each operational and legal entity is respondine€ompliance with the principles of this Code.

» At its meeting of April 14, 2016, the Board of Diters decided to establish an
Ethical and Sustainable Development Committeevhose main duties are 1

- ensure compliance with the rules and values ddflyy the Code of Conduct as well as the otherscadd
charters resulting from this code;

- help define the rules of conduct or principlesdotion on which the Group’s executives and engxgy
must base their behavior in line with ethical sedd as well as the Group’s approach to corpoatials
responsibility;

- review the ethical, environmental, workforce-tethand social responsibility issues faced by thau;

- review the environmental, workforce-related aadial information contained in the Management Repor
of the Board of Directors and submit its opiniontbis information to the Board;

- monitor the functioning of whistle-blowing systerut in place within the Group.

It consists of three members appointed by the Bo&Rirectors: Yves-Thibault de Silguy (Chairman),
Delphine Arnault and Marie-Laure Sauty de Chalono®f its members are Independent Directors.

The Committee met once during the year, with twatefmembers in attendance.
Noteworthy items of business included the Direaibiegal Affairs presenting the 2016-17
proposecrevision of the Group’s Code of Conduct

* The functional departments of the Group like RH &ément and particularlypocial Development
Department, will support the Brands (in the implementationcoimmitments and regulations about CSR
stakes linked to human rights impacts) with a vieva consistent and uniform application of commitise
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and principles. The LVMH Holding relies onretwork composed of 40 Correspondentelonging to
business groups and Maisons.

» As a reminder, in March 2013, LVMH responded inagreetail to the internationguestionnaire from
UNICEF / Global Compact / Save The Childrenon the topic of child labour (“Children's Rightada
Business Principle”). On October 9, 2013, Vigeoeaskd the final report about the French CAC 40
companies explicitly mentioning LVMH among 7 com@anappearing as the most advanced in terms of
concrete initiatives and communication about Bussrend the Right of Childrens.

M Process and programs in place to support human rigs through : core business; strategic
philanthropic/social investment; public policy eng@ement/advocacy; partnerships and/or other forms
of collective action (BRE 6 + ARE 6) :

Criterion 5 : The COP describes effectivemonitoring and evaluation
mechanismsf human rights integration:

V] System to monitor the effectiveness of human rigatpolicies and implementation with quantitative
and qualitative metrics, including in the supply clain (BRE3 + ARE3) :

. P See in this COP 2017 “Criterion 2 : The COP déswivalue chain implementation” (pp. 10-29),

' particularly : i

' - “M Communicate policies and expectations to suppéirdsother relevant business partners” ; |
“M Implement monitoring and assurance mechanisms gadijts/screenings)” for compliance
within the company’s sphere of influel. '

[EQ See:
v’ “9.2. Supplier relations” in "2016 Reference Docunttiépp. 89-91)
v" “The LVMH Supply Chain” in "2016 Annual Report" (81).]

M Monitoring drawn from internal and external feedback, including affected stakeholders :

» Verification of compliance with the Code of Conduct is incorporated into the internal control
mechanism existing within LVMH and follows the procedures in force in the Group. [Ed See "LVMH
Code of Conduct" (p. 19).]

* LVMH reserve the right to check adherence to th@pBar's Code of Conduct's principles atal
conduct compliance audits at any time without notie. Suppliers supply the necessary information and
grant access to "XXX's" representatives who seeketdy compliance with the requirements of thisleo
They agree to improve and correct any deficiensgaliered. [d See "Supplier’s Code of Conduct" (p. 2)].

M Leadership review of monitoring and improvement results :
M Process to deal with incidents the company has csed or contributed to for internal and external
stakeholders (BRE 4 + ARE 4) :

The “2016 Reference Document” summarized the differelements of this issue : organization of the
system, elements of the overall compliance framkwod system stakeholders.
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» « The Board of Directors of LVMH, to which the BExtace Management of the Group submits each year
a report on the implementation of the Code’s priptes will be the body which ensures its correct
application. In accordance with the principle ofbsidiarity inherent to LVMH, the executive manageime
team of each operational and legal entity is resplole for compliance with the principles of thisdeo Any
employee who notices a nhon-conformity to one optimeiples stipulated within the Code should imfohis
or her hierarchy. >fEd See "LVMH Code of Conduct” (p. 19)].

» The following participants fulfil specific roles thi respect to internal control : Board of Directors
Executive Committee, Performance Audit Committeegdl Department, Risk Management and Insurance
Department, Audit and Internal Control Departméinagement Committees at subsidiary level.

[EQ See "2.2. Organization and stakeholders of themakagement and internal control systems" in “2016
Reference Document” (pp. 123-126).

See also :
v" “Group governing bodies” and different lines of elefe in “2016 Reference Document” (pp. 124-
125).
v’ “2.4. Formalization and management of the risk nganzent and internal control systems” in “2016
Reference Document” (pp. 128-129).]

[V Outcomes of integration of the human rights princples :

No incidents to report.

. P See in this COP 2017 the answer to “CriterionThe COP describes value chain |mplementation

. (pp- 10-29), particularly : :

i “M Communicate policies and expectations to suppéirtsother relevant business partners” ; i
“IZI Implement monltorlng and assurance mechanisms geudits/screenings)” for compllance

[EQ See:
v’ “9.2. Supplier relations” in "2016 Reference Docunttiépp. 89-91)
v" “The LVMH Supply Chain” in "2016 Annual Report" (81).]
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Robust Labour Management Policies & Procedures

Criterion 6 : The COP describes robustcommitments, strategies or policias
the area of labour:

V] Reference to principles of relevant internationallabour standards (ILO Conventions) and other
normative international instruments in company polcies:

M Wwritten company policy to obey national labour law respect principles of the relevant
international labour standards in company operatiors worldwide, and engage in dialogue with
representative organization of the workers (internéional, sectorial, national).

] Reflection on the relevance of the labour princigs for the company:

LVMH is very careful to promote the respect of [ISOfundamental principles. The system ensuring fair
business practices is based on different commitsremd policies.

Policies B Reporting
! : « Supplier’s Code of Conduct » "Sustainable Development” in « Annual
i Cross-cutting | (March 2008) Report »
issues
« LVMH Code of Conduct » « Reference Document » [§ Human
: : (May 2009) Resources, § Environment, § Charter of the
Board of Directors...]

i Environment « Environnement Charter » (2001) ‘ ‘ « Environmental Report »

-------- Soc|a| « LVMH Recruitement Code of I « Social Responsibility Report »
Conduct » (2009)

e This strong commitment is written in the “2016 Refece Document”fd See“10. Compliance with

international conventions” (p. 94)] : « Taking each individual, his or her freedom angnitly, personal
growth and health into consideration in each demisis the foundation of a doctrine of responsipili

which all Group companies adher&ccordingly, all Group companies have policies égual opportunity
and treatment irrespective of gender, race, religamd political opinion, etc. as defined in therstards of
the International Labor Organization. This cultured these practices also generate respect for tneedf
association, respect for the individual, and thetpbition of child and forced labous.

* “The Group’s ethical values” are a major part of elements of the overall coamue framework
[ See “2016 Reference Document” (p. 123)]

o In May 2009, LVMH put in place &€ode of Conductaimed at following and promoting the
principles of the Global Compact on fundamentahtsgand principles in the workplace, including
freedom of association and recognition of the rightollective bargaining. Similarly, the “Supplier
Code of Conduct”, rolled out from March 2008, recizgs the principle of freedom of association:
“We expect our suppliers to recognize and abidesdgh employee’s right to engage in collective
bargaining and to form or participate in a tradeonnof his or her choice without penalty,
discrimination or harassment.” THEVMH Code of Conduct” reminds "International agreements
supported by LVMH" (p. 21) and particularly on "sacstakes" :

= Universal Declaration of Human Rights.

= United Nations Global Compact.

= OECD Guidelines.

= International Labour Organization conventions.
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= Millennium Development Objectives.
= Women’'s Empowerment Principles.
= Sustainable Development Goals (SDGS)

0 The LVMH Suppliers Code of conduct deployed in March 2008 has been implemented at all
Brands and subsidiaries by the end of 2008. AthefGroup’s brands have adopted and promulgated
the Supplier Code of Conduct which sets forth theu@’'s requirements in terms of labour
principles (forced labour, discrimination, harasamehild labour, compensation, hours of work,
freedom of association and collective bargainireglth and safety, etc...).

o LVMH aims to serve as a model corporate citizentarms of its human resources practices,
especially with regard to the recruitment of futstaff members. LVMH’s recruitment practices
must reflect the Group’s values and the highesidstals of responsibility and respect for all, on a
daily basis everywhere in the world. To this endcs 2009, the 'VMH Code of Conduct for
Recruitment” has been widely disseminated to all employeeseaat recruitment processes across
the Group. It sets forth the ethical principled®observed in recruitment at LVMH and guarantees
that fair hiring practices are followed at all d¢fet Group’s operations worldwide. This Code of
Conduct is embodied in fourteen commitments, whaain in particular to prevent any form of
discrimination and to promote diversity. Across tBeoup, ethical principles to be applied in
recruitment and the LVMH Code of Conduct for Retngnt are reinforced by the training program
“Recruitment without Discrimination”.

» At the initiative of the Chairman and Executive Mgement, a working group,
bringing together the relevant departm of the holding company, was formin 201¢
The aim of this working group is to anticipate futue legal and regulatory developments and to
establish ever more stringent ethical and governamcstandards for the Group. Its first task was to
submit to the Executive Committe proposal to revise the Code of Conducthat would define
unacceptable behavior and corresponding sanctiodsifinecessary, puh place whistle-blowing alert
procedures The working group’s leaders will in future play &ntral role in the definition, rollout,
adoption, supervision and control of systems desigio ensure that all Group activities are starsdard
compliant.

» The relevance of the labour principles takes placa global reflection about stakes and challerfges
business group.

M Inclusion of reference to the principles containedn the relevant international labour standards in
contracts with suppliers and other relevant busines partners :

Relations with any partner necessitate the latteommitment to comply with all ethical principles
enunciated in theSupplier's Code of Conduct Many initiatives by Group companies illustratasth
commitment.

[ See :
v' “9.2. Supplier relations” in "2016 Reference Docunttiépp. 89-91)
v' “The LVMH Supply Chain” in "2016 Annual Report" (81).]
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Criterion 7 : The COP describes effectivemanagement systents integrate

the labour principles:

Social Responsibility Initiatives: Since 2011, Social Development Department of LVMublished a
specific report giving a very clear picture of thay in which the Group’s sense of responsibilitpug into
practice and presenting all the social responsphitiitiatives carried out over the year by itsnig. The
fields were selected to cover — in a way that isvent, global and exhaustive — the various arsasily
observed by credit rating agencies, investors araite generally, all stakeholders involved in thebpems
of sustainable development and social responsibilit particular,_this report enables us to meeth@l
Compact requirements. It also aims to identify mcesarly best practices in firms and to facilitébeir
dissemination and reproducibility in-houd&l[See "2016 Social Responsibility Report"]

V] Risk and impact assessments in the area of labour

« Work related risks : The management system of strategic and operatimhal take into account the
work-related risks. In the context of its produntiand storage activities, the Group is exposecdhéo t
occurrence of losses such as fires, water damagatoral catastrophes.

o LVMH pay particular attention to the risks assoethtvith the storage and shipment of raw materials
with particularly 2 sites : Hennessy manufactur€ognac and Parfums Christian Dior manufacture
in Saint-Jean de Braye.

o0 As an example, in March 2011, after the earthquaie tsunami in Japan, a crisis committee has
been established in order to protect and suppat 600 employees and implement a business
continuity plan.

Integrity, constant vigilance to maintain a healdrnwironment, and respect at all levels are thiarpilof
social responsibility at LVMH. This key message wamforced at theGroup’s second international
conference on social responsibility held in 2011Bringing together more than 200 executives and
managers, this event highlighted the consideratdgrpss made since the first edition of this casriee in
2007. In the intervening period, initiatives haweeb undertaken in a number of areas, includingtsfto
promote non-discrimination, equal opportunities foen and women, well-being at work, access to
employment for the disadvantaged, the employmenisatbled persons, children’s education, and i fi
against social exclusion.

 Since 2004, the Group has usedigk mapping tool which systematically identifies its industrial,
environmental and operational risks on the basioaimon standards. Ranking these risks clearlgates

the cases that must be treated as a priority. iffosmation and warning tool ensures early actometduce

the probability that the dangers identified willcac. Finally, as a complement to these processes, and in
order to institute a single approach for all brarttie Group has pursued a project launched in 2040
seeks to create a formal framework for major riskanagement and internal control called
ERICA/“Enterprise Risk and Internal Control Assessiti. In 2010, acommon supplier databasehas
been put in place by the Perfumes and Cosmeticedsss group and aommon evaluation criteria
implemented for suppliers These criteria facilitated exchange among theu@@mpanies and follow-up
for social and environmental audits, their reswtg] any action plans established.

[EQ See in “2016 Reference Document” :
v/ "2. Business risk factors and insurance policy" @p41).
v "Skills and talent management" (p. 123).
v' "2. Implementation of risk management and inteowaitrol procedures” (pp. 122-129).]
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* Main social impacts in the field of CSR :

o The “2016 Social Responsibility Report” publishedt nonly a mapping of rhain social
responsibility issues (p. 11) concerning the main sources of respohsitibut also the
cartography of processes and support toolg(p. 14) allowing to understand the
main drivers of performance and reputation. Inipaldr, this report enables us tOEEEY XY
meet Global Compact requirements. It also aimsdentify more clearly best
practices in firms and to facilitate their disseation and reproducibility -house

o As areminder, LVMH also faces the following intational challenges :

= Human Capital Management : training & developmentnpensation policies, expectations
from our employees (e.g. stress management, nenceg@t work, compensation policy...).

= Working conditions : prevention of psychosociaksishealth & safety ...

= Non-discrimination and human rights : diversity &jual opportunity, responsible
management of supply chain...

= Internal strategic development : employment dynamietention of know-how and shortage
of skilled Human Capital, age pyramid and agingkiance...

= Local social impact : financing local programs,iaoabf local employment, regional
development, and initiatives developing the empbditst of people...

= External context : changing demographics and deweémt in the emerging marketdpw
cost” production approach, attention to the Corfmr&overnance (e.g. transparency,
dialogue,...),...

e Internal information sharing on ESG risks operdtesughvarious processes and tools
0 balance sheet presentation of the sustainablea@weint policy to the Board of Directors;
monitoring of the action plan under the "CSR StegCommittee” ;
specific control by the Audit and Internal ContBpartment ;
review project by the "Environment Committee" ahd hetwork of "CSR Representatives”;
specialized collaborative working groups :
= "Annual Supply Chain meetind';
= “International Human Resources Conventiofi;
= meetings of Human Resources and operational leadersler to discuss the mapping of the
Group ;
» intranet community EllesVMH” is now one of the biggest internal communitiesthwb00
members worldwide ;
= gpecific meetings and working groups on environmleand social issues with impact in the
area of labour : disability, REACh regulation, etc.
o sharing information via :
= Finance Intranet : Since the launch of the Group’s new approachsia all executive-level
personnel responsible for risk management procedarmss the Group have had access via
the Finance Intranet to procedures and tools dedidar the assessment, prevention and
coverage of risks, together with the informatioroyided by the Risk Management and
Insurance Department.
= Discussion forumsare organized by thmternal Control department for the main risk
categories selected by most of the participant3hese forums bring together risk managers,
operational staff and internal control managers lzane thus helped facilitate the sharing of
best practices across the Group.
= "LVMH Mind" extranet dedicated to the policy of salcand environmental responsibilities.
In 2009, an Intranet website L/MH Mind ") was launched to better communicate
internally the Group’s commitment to responsiblepooate citizenship. On this website,
specifically devoted to social and environmentadpmnsibility, employees can find, the
Environmental Charter first adopted in 2001, th@@ier's Code of Conduct introduced in

© O 0O
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March 2008 and the LVMH Code of Conduct (ethicatl ayjopod governance principles)
adopted in May 2009.

= "Voices' collaborative intranet Groug.aunched in March 2012, the new Voices intranet
links all theemployees of the Group, its subsidiaries and Maisworldwide.Voices offers
employees an efficient working environment providing a range of practical resources:
news about LVMH andhe Maisons, useful information about the Grouguding its HR
policy, streamlined work tools and collaborativiesi

= A dedicated Intranet sitd. VMH Talents ” also exists, which is for the use of Group Human
Resources. Skills management is a significant asgeanternal control. LVMH pays special
attention to matching employees’ profiles with esponding responsibilities, formalizing
annual performance reviews at individual and orgional level, ensuring the development
of skills through training programs custom-designied each level of seniority and
encouraging internal mobility. Personnel reporte groduced monthly by the Group’s
Human Resources Department, presenting changesffnaad related analyses as well as
vacancies and internal movements.

« Discrimination tests : Since 2008 LVMH has organized ongoing checksof it -
hiring practices by having an independent firm tesspublished job offerfor 2016.17
discrimination. During testing for discriminatoryrgatices, one of the criteria potentially tested i®
disability. The global campaign launched in falll20that ended in spring 2016was the first-ever
international test of its kind conducted by a compalests were carried out in five countries: Chitine
United States, France, Italy and Switzerland. Timeliigs of this campaign were shared with Group
companies’ human resources departments. Campaigtestt for discrimination help monitor compliance
with our commitments while managing the systenpi@venting discrimination in recruitment.

- Skills and talent managementis a significant aspect of internal control. LVMHays special
attention to matching employees’ profiles with esponding responsibilities, formalizing annual
performance reviews at individual and organizatidesel, ensuring the development of skills through
training programs custom-designed for each leveleofority and encouraging internal mobility. IGeoup
that is essentially decentralized, the human ressufunction’s remit includes promoting the sharaig
knowledge and cross-functionality in genef&ll See "2016 Reference Document"” (p. 123).]

[EQ See also :
v’ “2016 Reference Document” (p. 78)
v/ “2016 Social Responsibility Report” (pp. 14 and.27)

o The annual review of organisations and talent,@QMR (Organisational Management Review)
coordinated by the Human Resources departmenbge donjunction with operational managers, is
a Group-wide exercise involving all Group comparaesl subsidiaries with the aim of unearthing
in-house talent and securing the succession opkeitions. OMR is fueled by the business-related
issues pinpointed in each Group comparsti@tegic plan, and highlights their implications in
terms of Human Resourceghis review provides forward-looking insights intiee mostcritical
positions and succession plans. This overall revieveupplementedy reviews of functions
considered as having Group-widmportance, chief among them Finance, Human Ressurc
Supply Chain, Retail and Digital. The OMR includeseetings on mobility between Group
companies and regions, from which several sucaeggions may emerc

o The annual review is an opportunity to preparereyeaoftraining courses appropriate to current
market conditions and employee needs, and to baileer mobility paths. Managers evidently play
a central role in this culture of organizationatlazareer development. Skill in this area is now a
criterion that is always used during managers’ ahmppraisals, performance reviews and career
reviews.
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o Knowledge transfer : To further anticipate their requirements and sindbe
knowledge transfer process, LVMH and some Group paonies have created
theirown training structures to meet ever more specific challen(In 2016,
Loro Piana strengthened i#sadémie de I'Art des Métiersstablished in the last quarter of 2015.
February 2016, Fendi inaugurated Massoli Academyadrtnership with Sartoria Massoli, a couture
workshop with which it has worked closely since 298

[ See “2016 Social Responsibility Report” (pp. 33-34
= LVMH : Institut des Métiers d’Excellence (IME)
= Group companies School of leather goods established by Louis VojttAcadémie du
Savoir-Faire (Berluti), Moét Hennessy Asia Pacific sales schaalewe’s leather crafts
training center, ...]

o In theenvironmental matters, LVMH took action to meet another challenge in theE Program in
2016, namely preserving and passing on criticdlsskh large number of the traditional processes
and gestures used by its Maisons or their partivstsappeared centuries ago. Some of these skills,
such as tanning, ethno-botany or sustainable i@ have a direct link with natural resource. A
of them are key to the Group’s success. AccordinglyMH takes care to ensure their long-term
future, while continually innovating in order toriantly improve the quality of its products and
their environmental profile.

= For instance, it is by combining ultramodern tagnomocesses with the centuries-old know-
how of tanners in the Cordero Entrefino Region pai§ that Loewe obtains incomparably
supple and soft leathers.
= Likewise, Cha Ling is determined to protect theesldea in the world, namely Pu’er tea. The
Maison gets its supplies from the thousand-yeafaldsts in Yunnan, China’s green lung.
The plots are farmed using no fertilizers or péd#is, and harvested in accordance with
traditional techniques. Cha Ling designs beautye ganoducts that are created from this
exceptional raw material in LVMH’s advanced reshalaboratories, in accordance with a
stringent environmentally-friendly charter. The Akiag products are then manufactured at
La Ruche, the site opened by Guerlain in Chartwg;h combines performance, quality and
sustainability.
= LVMH'’s efforts to protect its critical skills havan impact beyond the Group : for instance,
they contributed to UNESCOQO’s decision to include tneyards, Maisons and cellars in the
Champagne region — where a large number of the @@@amployees work — in the World
Heritage List in 2015.
[EQ See “Environmental Report 2016” (p. 56)]
= Internal awareness : Many Houses organized internal and external evemslving the
public, partners or suppliers as part of diffef®ostainable Development events such as the :
“European Sustainable Development Week” (in Mayg)JufEuropean Mobility Week” (in
September) and “European Week for Waste ReductiariNovember). Major events provide
LVMH and its Houses with a privileged framework fdemonstrating their commitment to
the environment. This is particularly the case \itlropean Sustainable Development
Week, which is organized once a year in order to rdfse public’s
awareness of sustainable development issues agocturage everyone 2016-17
to adopt responsible behaviofhe 2016 event was held between May 30
and Jun 5 onthe theme 0SDGs
v" For instance, all the Louis Vuitton Maison’s faiiils and workshops have adopted
the habit of conveying and celebrating this Wee& &khibitions, games and the
award of prizes, such as the event organized iDthene Workshop in 2016
v Make Up For Ever partnered the European SustainBekelopment Week once
again in 2016 and launched a new venture, Greén Dragons” Venture, organized
by millennials who have decided to make a commitm@aven of them took part in
the first “Green Hackathon” organized by the MaisonNovember 23 and 24, 2016.
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The principle is simple: employees were invitedstagest ideas for protecting the
environment at the office, as well as while travgland at home. The Make Up For
Ever Executive Committee then selected the mogtiring ideas, and gave the
“Green Dragons” four days to turn these avenuestanigible initiatives.

 Internal Mobility & Promotion : The Group has made internal mobility, whether gaplgical or
functional, a key aspect of its human resourcegyol’he LVMH ecosystem provides an environment tha
is particularly conducive to career development] &m diversity of business lines and professioakds, the
number of brands operated, together with the Gmog®ographical spread enable employees to build
individualised career paths and to gain new slebgertise and experience.

o The human resources function makes every effoguigport career development for the Group’s
talent through consistent practice and globalatites. Human resources coordination is reaching
new frontiers with Latin America and Oceania, seppenting existingnobility committees in the
strongholds of Europe, the United States, AsiaJapdhn.

o With more than2,500 internal transfers of management personngthis -
year was no exception. This process was given@reapetus byMOVe, the 2016-17
internal jobs portal accessible via the Group’sanét

o Thanks to the engagement and close collaboratioouofHR managers at
Group companies around the world, especially thinaegjular talent reviews,
74% of senior management vacanciebave been filled through internal
promotions. Specific working groups now exist fetail, digital, finance and
supply chain jobs, in addition to tf8 internal transfer review boardsfor
different seniority levels and regio

0 The standard yearly organizational and talent weweas performed with -
special attention to indicators of cultural and d@gmndiversity. This approach AV L

revealed a talent pool 4f000 key individuals from 43 different countries
with women accounting f¢567% of the “high-potential” group..

[ See :
v’ “2016 Reference Document” (pp. 77-78).
v/ “2016 Social Responsibility Report” (pp. 26-27).]

[ Dialogue mechanism with_trade unions to regularlydiscuss and review company progress in
addressing labour standards :

* Over the past few years, the LVMH group has takea strong European dimension, and the conversion
of its legal structure into that of an SE (Europ€&ompany) was in line with this development. Ast fudr
this conversion, akuropean Company (SE) Works Council for LVMH SE wascreated made up of 28
members from the 21 European countries where tbhepshas a presence. The rules for this represeatati
body were laid down in an agreement that was sigmagimously on July 7, 2014, by the elected engdoy
representatives from these 21 countries and b¢tbap’s Executive Management.

In 2016, the Works Council met on April 7 duringlenary session. The next meeting

hasbeer held on April 7, 201"

As a result, the LVMH group’s employee represeatatiystem is now comprised of three levels:

- The Works Councils handle most employee-relatedessin keeping with the Group’s culture of
decentralization.

- The Group Works Council was formed in 1985. Thislygovhich covers the whole of France and
currently has 27 members, has one full meetingyeyear. Delegates meet with the Presidents of all
the Group’s business groups to receive and exchiafgenation on the Group’s strategic direction,
economic and financial issues, and employmenteaelaipics.
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- Lastly, the European Company (SE) Works CouncillldMH SE handles transnational issues at
the European level.

* In France, Group companies have Works’ Councilaff ainion representatives, -
Occupational Health and Safety Committee and wgrkionditions committees. Tl Ay

Group Works’ Council was established in 1985. Gtercourse of 2016, employee representatives aitend
1,818 meetingsleading to the signing di43 company agreements

* See in “2016 Social Responsibility Report” (pp. 48-: “discussions in France”
and“Examples of international discussions” _

» At the same time, Group companies are making giéatts to encourage employee
. . . . . : 2016-17
input and discussion wilmanagement. To this end, they are uemployee attitude

surveysor othermore direct means of obtaining employee inputDefining and implementing a strategic
project at Group companies is also an opportunitywolve employees in thinking about what changes
needed.

[ See :
v/ "2016 Reference Document" (p. 88)
v/ "2016 Social Responsibility Report” (pp. 45-48).]

M Allocation of responsibilities and accountabilitywithin the organization :

* Responsibility :

------------------------------------------------------------------------------------------------------------------------------------------

» Verification of compliance with Code of Conduct is incorporated into the iingé control mechanism
existing within LVMH and follows the proceduresforce in the Group.

____________________________________________________________________________________________________________________________________

M Internal awareness-raising and training_on the labur principles for management and employees:

LVMH is very careful that its employees work in thest conditions. Employees and managers are
sensitized during training about labour law and &onnights. Besides, the topics of moral and sexual
harassment are specifically tackled during thesgegmtion trainings. LVMH is committed to implemegi

the appropriate means to prevent occupational dazansure health and safety and improve working
conditions for all its employees, based on the tizpresent at the company. The LVMH Group comganie
have set up measures to prevent the various fofrmgear at work and reduce hazards, in particular by
informing and training employees. LVMH companies aaising employee awareness and taking various
steps to promote well-being at the workplace, inapr@ work environments, addressing strenuous warkin
conditions, preventing and treating psychosocialbjf@ms, and educating employees on health and
occupational safety issues.

* LVMH holds integration seminars for new hires faogson its culture, its values, its -
key management principles and knowledge of itsdgamhese seminars include ALy
introduction to social responsibility issues. Aalobf 32,304 employeesinder permanent or fixed-term
contracts attended seminars of this typ2016

* In 2016, 37,658 employees received safety training worddwii.e. + 8.5 %
compared to 201534,69: employees _
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* In regards tosenior executives LVMH Group has stepped up its efforts by invegtimorldwide and
particularly by prioritizing effective leadershifigh-level performance, a managerial commitment to
increased team development, and enhancing theat@yr of our brandsLVMH House, a real business
school for the luxury sector, has been organizorgrhs bringing together senior executives fromfalir
corners of the Group for several years.

* In addition to the executive training programs pded by their individual 2016-17
companies4,000 managersvere able to develop their skills, networks ancegsin _

2016 by taking part in one of the programs run by tlwe Regional Executive Development teams around
the world. Furthermoreg,000 staffbecame Group Ambassadors after trying outtvMH View” online
induction platform, which provides an opportunity learn about the Group’s values and find out more
about Group companies and the products and serttegs offer. These include the “Leadership Lab”
forums launched in the United States for new Gdmdamagers.

» A diverse range of training courses is also offeredtnon-managerial employeeswhether in stores,
production sites or the various head offices, fapsut their career development within the Group.

* LVMH uses the'LVMH Mind intranet” site to raise employee awareness about Group CSR policy
providing them with related information. It provi&lall employees with the codes of conduct, interakds
and shared information regarding best practicenEampany then relays the policy using its owngool

1. Non-discrimination :

2. Health & Safety :

[ See :
v' “Health and safety” in "2016 Reference Document"8p)
v' “Managing well-being at work” in “2016 Social Resysibility Report” (pp. 37-44).]

« Psychosocial Risks All Group companies are committed to preventingupetional T
stress, and pay particular attention to high-riskasions their employees might encounter. _

[Cd See many initiatives in “Preventing occupational stress” in “2016 Sécia
Responsibility Report” (pp. +42).]

* Investments and training : 2016-17

o0 The total amount of expenditure and investmentsnptong health and safety in the workplace
and improvements in working conditionsamounted to over EUR 63 million in 2016, represent
1.3% of the Group’s gross payroll worldwide. LVMIdvested more specifically over EUR 31.8
million in health and safety in 2016.

0 34,693 Group company employees received safetyirigai worldwide, i.e. +8.5% in 2016
compared to 201534,693).

« Programs and best practices: [Ed See many initiatives in “2016 Social
Responsibility Report(pp. 8-44).]
o Certifications.
0 Actions corresponding to the diversity of situapwhose posture and movement training program.
o0 Beyond preventing occupational stress, the ambibbrthe Group’s companies is to improve
employee well-being at work : services and trainsitge selection and organization, organization of
working time (forms of working time adjustments, nkiife balance)...
o More generally, regular Group-wide benchmarkinghefwelfare and medical expenses policias
presented to the social partners on the Group W@&ancil to define a common basis on which
employees can be protected. As part of a projetihg at the possibility of standardizihgalthcare
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benefits, astudy of the systems in place in each country hasebn launchedalong with
discussions on hoaommon core benefits might be implemented.

o Information and Communication : The LVMH Group is convinced that internal communiga
— listening, sharing, and dialogue — promotes cameand efficiency and fosters commitment.
This is why the companies make sure, through dieext responsible communication, that the
expectations and needs of individuals are beingdhea

« Risk management system and Business Continuity PlanThe management system of strategic
and operational risks take into account the wolited risks. In the context of its production anorage
activities, the Group is exposed to the occurreatdosses such as fires, water damage or natural
catastrophes.

o0 LVMH pay particular attention to the risks assoethtvith the storage and shipment of raw materials
with particularly 2 sites : Hennessy manufactur€ognac and Parfums Christian Dior manufacture
in Saint Jean de Braye.

o As an example, in March 2011, after the earthquaia tsunami in Japan, a crisis committee has
been established in order to protect and suppat 6000 employees and implement a business
continuity plan.

M Grievance mechanisms, communication _channels andther procedures (e.g., whistle-blower
mechanisms) available for workers to report concers make suggestions or seek advice, designed and
operated in agreement with the representative orgamation of workers:

* Any employee who notices a non-conformity to onehef principles stipulated within the LVMH Code
of Conductshould inform his or her hierarchy. « Responsibility for implementation: The Board of
Directors of LVMH, to which the Executive Managetnainthe Group submits each year a report on the
implementation of the Code’s principles, will bee tbody which ensures its correct application. In
accordance with the principle of subsidiarity inbet to LVMH, the executive management team of each
operational and legal entity is responsible for gdieince with the principles of this Code. Any emgpi®
who notices a non-conformity to one of the prirespstipulated within the Code should inform hisher
hierarchy. »[[d See “LVMH Code of Conduct” (p. 19)].

» Although French regulations do not authorizhistleblowing proceduresas of -
2016, some Group companies operating outside Franch as De Beers Diamo Ay
Jewellers and Bvlgari, have been able to establish procedures in certain countries. Sephora Aacet

up a whistleblowing procedure in 2016. In FrandeSephora, a system for submitting concerns via an
intranet forum has been set up for employees. Eygpo at Moét & Chandon and Ruinart also have access
to a procedure designed for handling complaints. idtning meetings provide details and responses to
issues that have generated complaints. In 201&h#mes addressed included career managemengl¢he r
of women in the company and compensation policyaAge of tools is in place to communicate with
employees: an intranet site, a company newsleftérayparticular focus on the different businessvdes,
evaluation of the quality of employee-employer tielas during individual annual reviews, and theatian

of a database on economic and social data in cabgemwith LVMH. In 2016, TAG Heuer organized four
meetings and a survey of all employees. An intecoahmunication system provides news on the brand. A
“confidential hotline” was scheduled to come intysce in January 2017 as one of the outcomesef th
employer's agreement. The hotline is available ny amployee experiencing personal or professional
difficulties who wishes to seek confidential sugpor

» Organized dialogue with unions and employee reptaiges does not exclude the -
possibility ofconsulting employees directly on specific issues 2016, Céline Ay

consulted sales personnel to gather opinions om&unpening at stores. Loro Piana also carriedaaut
employee satisfaction survey, and a targeted suwwagyay and benefits. In February 2017, Moét Hesyes
Diageo repeated the opinion survey it carried aulanuary 2015. With a high response rate of 86%, t
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2015 survey showed significant advances in a nurobareas, notably CSR (up 11 points compareddo th
previous survey in 2012). Four issues were ideifiManagement, Culture & Values, Team Spirit &
Interdepartmental Links, and Recognition & Compénsa that gave rise to an action plan and thetmea
of task forces comprising representatives of spapsproject leaders and contributors. Consulting
employees can provide a means of measuring thpactg for engagement and their expectations is thi
area. Having launched its first employee engagerserney in the Americas in 2015, Fendi set up eross
discipline teams to design action plans and takewt of the main areas for improvement identifirethe
findings of the survey.

* Issues specific to “corporate projects” :Defining and implementing a strategic T
project at Group companies is an opportunity tooime employees in thinking about _

what changes are neec

o For example, employees at Céline took part in digwip the handbook for the corporate project.
The document was translated into six languagesaeipy the essence of the company from four
aspects : Company, Products, Women and Values. hinebook was distributed to around a
hundred international managers on May 30, 2016 aat @f a series of workshops looking in
particular at the role of women in the company @étine’s vision for women. It was then discussed
by each member of the Management Committee withr ffersonnel (150 participants), with an
emphasis on the company’s values, before being conuated to international retail teams as part
of a series of videoconferences.

o At Fendi, the 2017-2019 strategic plan was presetotall headquarters and production site staff for
a total of 800 people. Various internal events werganized to facilitate discussions between
employees. Labor-management dialogue thereforedesl agreements reached with the unions and
regular communication with employees.

o0 Among many other examples, in 2016 Sephora launahgagram of discussions about the values
expressed by the employer brand. Workshops wemnaed in France, Poland, Italy and Spain, and
an online survey was carried out at the same tmfeortugal, Greece, the Middle East, Turkey and
Scandinavia. More than 400 people took part in phecess. Thées Echosewspaper organized
monthly breakfast meetings between senior managetemployees chosen by ballot, with the aim
of discussing the Les Echos group’s strategy. Le Barché launched its “Customer Culture — Act
3” corporate project based on the notion of “agilas part of a collaborative process that began in
2012. The aim is to enhance the autonomy, skilts @arformance of staff who are in contact with
customers on the ground. Lastly, as part of itstezeary celebrations, Acqua di Parma brought
together managers from around the world in May 2@1gresent the company’s results and targets.
This event involved all employees in Italy.

Criterion 8 : The COP describes effective monitorigg and evaluation
mechanisms of labour principles integration:

] System to track and measure performance based otaadardized performance metrics:

1. Main social responsibility issues :

* The relevance of the labor principles takes placa global reflection about stakes a-
challenges for business gr«. The “201¢ Socal Responsibility Report” ip. 11 and 1) Aol
published a mapping of “main social responsibiiggues” and “processes” allowing to understand tand
take into account the main sources of respongilalid at the same time th&in drivers of performance
and reputation.
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 The annual review of the organizations and taleitiiiov LVMH is a key component of the Group’s
human resources policy. Every year for the past figars, after each brand has establishegpiteming
strategy, all of the Group’s brands define the human anghwoizational implications of their business
targets.

2. Examples of cost-saving and revenue generation : 2016-17

* The value created by a collaborative approach In 2014, new programs were inaugurated in order to
give the Group’s future leaders the tools to fumcteffectively in the industry’s increasingly imetional
and diversified environments. The aim of these g is to help key managers develop authentic
leadership skills in harmony with their persondles.

o Through itsEllesVMH program, a coaching program specifically designed for feitlemale
executives was launched with success in 2007. Tlee\BMH initiative is aimed at supporting the
career development of talented women and helpiaghthchieve their full potential at the LVMH
group.In 2016, corporate initiatives rallied more th&0 people(women and men) around this
issue.

o Building on this success, the Group capitalizedtlo® enthusiasm stirred up by the initiative to
organize‘EllesVMH Connect” , a completely new worldwide digital event, in Navaer 2016. The
initial launch event, held on September 23 and &dcky a global digital campaign, featured
workshops where women and men worked together ®@sue of equality. Nearly 300 discussion
groups in 22 countries got to share their ideash@n become more aware of and correct gender-
related behaviors that can hold back women’s cayeerd could post these ideas on the “EllesVMH
Connect” platform. Each Group company ambassada@ asked to put together a six-person,
gender-balanced discussion group, which was intdembnnect to an online platform on September
23, 2016. Participants could complete a workshabhbge Joan Williams, Professor of Law at the
University of California and Founding Director dfet Center for WorkLife Law in San Francisco,
who presented the results of her research on woameh leadership, including four types of
behavioral biases that hamper women’s career aduwagrt at companies. After watching the
videos, participants were invited to share thewasl on how to look out for and correct these
detrimental behaviors, by posting them on the “&flelH Connect” platform. The in-house
initiative was a major success, so the event wasnded and replicated at Group companias.
date, just over 2,000 employees have attended thenkshop at around 43 Group companies
The next step will be to analyze all the contribn§ made by EllesVMH Connect participants and
use them to improve EllesVMH’s long-term strategkey goal of which is to have women make up
50% of Group companies’ management committees Bf.2Bome countries such as Japan used the
opportunity to re-activate local networks. In otkeuntries, it provided an opportunity to createsne
communities, such as in Australia, Africa (Soutlried and Nigeria) and Latin America (Brazil,
Mexico and Argentina). Participants’ contributidreve helped develop the EllesVMH strategy.

» The value created by social internal best practices

o All of the Group's social/societal initiatives gesiie savings in thehort, medium and long term
The sum of the savings generated, costs avoidedhganthible value added are not monetized today
as positive externalities and are not subject terimal consolidation for the 70 or so Group brands.
The Human Resources Department nevertheless teackpromotes the many social internal best
practices which represent value created for Humapit@l Development. Many subsidiaries use
different cross-cutting indicator allowing to maeaand assess the quality of policies : turnoves, rat
absenteeism, number of hours spent in trainingnitrg cost per employee, recruitment cost,
recruitment duration, succession plans for critipaisitions, assessment process, number and
decrease of work-related accident, productivity...
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o Strategic training for innovation :
2016-17

= In 2016, like in previous years, the Louis Vulittivaining program focused atrengthening
and sharing professional expertise Concurrently, 16 team seminars were held on the
importance of team building, reinforcing managemeotlaborative working and the 360-
degree project. After the success of its first ladlokin,” Unlock the future of luxury,” Louis
Vuitton organized a second on the theme of the Igugmin. The major challenge, which
immersed participants in the world of logisticdatis Vuitton, ran from June 17 to June 19
at Ecole 42, an entirely free computer-programmsegool that does not impose entry
requirements. Over 48 hours, the interdisciplinBegms made up of students and recent
graduates rose to the challenge set by Louis \uitim invent entirely new applications to
improve supply chain management. Around 50 pasditip, including model architects and
data analystgpooled their skills to develop the most ingenioakisons from raw data and
an existing planning platform. The aim was to depehn interactive, collaborative and
dynamic distribution, planning and procurement tobfter two days of intense activity
organized around workshops and with the supportoaiches, the programmers presented
their work to a jury.

= In Watches and Jewelry each company’s training program is determined/dry specific
strategic issues. Hublot, for example, targetedumber of themes, such as watchmaking
techniques, IT and computer-aided production ergging (CAPE), to reinforce the annual
training plan that is focused on languages, managégndigital technology and computer-
assisted design. TAG Heuer maintained its policgdweelop industry expertise by financing
training courses taken by employees in watchmak@ifgaumet introduced a “Management
Club” for mid-level managers, one aim of which @sdevelop their managerial skills. To
generate new ideas for the company, a “LAB” of abed Millennial employees was also
launched to develop the creativity of these youmgleyees and give them a forum to engage
them with the highest level of management. A tragnprogram on self-awareness and the
Myers-Briggs Type Indicator (MBTI) was rolled out the headquarters and subsidiaries to
promote collaboration and strengthen the foundatafra shared language.

» In Perfumes and CosmeticsGuerlain established its priorities for skillsveépment in four
key areas: creativity, management, communicati@hdagital technology. An unprecedented
program in creativity and collective intelligencasvimplemented in 2016 with more than 10
tangible projects either launched or in the pipgeliand the participation of 200 employees
from different departments. In the area of manageém& number of pilot projects were
launched or are planned to “manage differentlySdahon positive discipline and collective
intelligence. LVMH Fragrance Brands held a firgtining and skills development workshop
to strengthen the “purchasing framework” in linettwiLVMH purchasing standards.
Similarly, Make Up For Ever stepped up training fttre procurement team on the
environmental auditing of suppliers. Each monthMatke Up For Ever, employees are
encouraged to exchange and interact at a dedicafégk break. The aim is to develop new
ideas in line with employees’ creative scope. Ak tompany’'s employees were invited to
attend three Creation Café days held in 2016, athwhini-conferences and workshops
raised awareness about the importance of creatmitlyinnovation.

e The value of reputation as a top employer The LVMH group’s determination to -
give itself the means to reinforce its image asm@ployer of choice is aimed at meet 2016-17

its companies’ increasing demand for top talentMEVs intention to avail itself of the means to stg¢hen
the Group’s and individual brands’ image as a topleyer is clearly recognised.

o For the 11th year running, théniversum study, which was published in early April 2016, ked
LVMH as the preferred employer for students at hess and management schools. To produce the
study, Universum France surveyed 43,214 studeos 127 schools studying in 109 different fields.
Between October 2015 and February 2016, particspeegponded to a questionnaire that provided

Global Compact — LVMH’s Communication On Progress7201



-57/121 -
insight into their professional ambitions and theaativeness of employers in France. The study
revealed that the students and young professiomate considering new criteria when assessing
future employers. These included “an inspiring @asient and vocation” and “motivational
management,” which was considered the second mngsortant factor after an “attractive and
exciting line of products and services.”

o For the eighth consecutive year, LVMH was rankgaldbtheTrendence Graduate Barometerand
remained the most attractive company for studenta French business schools in 2016. The study,
which was conducted by the German Trendence lbstitneasures the attractiveness of employers
among students in over 30 countries. Conductedramde across 200 learning centers on 27,000
students in partnership with the magazih#&sxpressand L’Etudiant, the study reveals the criteria
prioritized by students when deciding which comparthey would most like to work for. Interesting
assignments, career development opportunities agwbd atmosphere at work remain at the top of
the young generation’s list of priorities.

o In 2016, the LVMH group was cited as students’ @nefd employer in France in a number of
rankings and also received tRandstad Award for the most attractive company in its category in
France.

o In addition to its partnerships and on-campus presethe LVMH group has also developaseiv
digital tools to reach a wider audience of students, optimizejthb application experience and
encourage a diverse pool of candidates to applgci8pemphasis was placed on its reputation as an
employer, focusing in particular on describing“@sosystem” on social media, especially LinkedIn,
the world’s largest professional network. This yeacording to a survey of this leading profesdiona
networking site, LVMH was ranked France’s mostaattive employer. These new digital tools help
reach a wider audience of students while streanginihe job application experience and
encouraging a diverse pool of candidates to apply.

Examples of these highly innovative initiativeslude the “InMind” application (for digitizing CVs
submitted on student forums), virtual job forumse-pecorded video interviews and an online
presence on websites such as jobteaser.com.

M Dialogues with the representative organization ofvorkers to regularly review progress made and
jointly identify priorities for the future:

. » See in this COP 2017+ Dialogue mechanism with trade unions to regulaifcuss and review
i company progress in addressing labour stan” (pp. 5(-51). !

M Audits or other steps to monitor and improve the werking conditions of companies in the_supply
chain, in line with principles of international labour standards:

[EQ See:
v' “9.2. Supplier relations” in "2016 Reference Docunttiépp. 89-91)
v" “The LVMH Supply Chain” in "2016 Annual Report" (p1).]

1. Social and environmental audits :The Supplier's Code of Conduct sets forth the piecand
procedures for the control and audit of compliamgéth these guidelines. In the interest of continued
improvement in this area, the Group’s Houses haw&irtued their supplier audit programs in 2014,
together with follow-ups on action plans. The SigpCode of Conduct also sets forth the principid a
procedures for the control and audit of complianié these guidelines.
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2. Best practices for the year 2016 The successful upstream integration of relatiorshijth suppliers
is based on a three-pronged approach: awarengssatiten (whose ISO 14001) and audit. Relation$wit
any partner necessitate the latter's commitmentaimply with all ethical principles enunciated ineth
Supplier's Code of Conduct. Many initiatives by Gva@ompanies illustrate this commitment.

[V Outcomes of integration of the Labour principles

Since the 2007 fiscal year, the Group’s reportihgraployee information has beandited each year by
the Environment and Sustainable Development departent at Ernst & Young, the Group's statutory
auditors. The verification covered the "total Grouplue of the following social indicators for 201@otal
headcount as of December 31 and breakdown per ssiofeal category, age and geographic region;
voluntary and involuntary staff turnover; hiringlgst time accidents; frequency rate ; severity rate
percentage of employees trained during the yeamber of days of training per employee ; abserdtehby
reason for absence. For fiscal year 2016, Ernsb&ny issued a verification/attestation on thosecatadrs.

[EQ Labour KPlIs are available in :
“2016 Reference Document” ("Human Resources" segijp 73-94).
“2016 Annual Report” (pp. 138-139).
“2016 Social Responsibility Report”.]
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Robust Environmental Management Policies & Proceagr

Criterion 9 : The COP describes robustcommitments, strategies or policias
the area of environmental stewardship :

V] Reference to relevant international _conventions_ancbther _international instruments (e.g. Rio
Declaration on Environment and Development):

Blueprint For Corporate Sustainability Leadership

CEO Commitment and Leadership
M cEo publicly delivers explicit statements and demonstrates personal leadership on sustainability and

commitment to the UN Global Compact.

» Bernard Arnault, Chairman and Executive Officer, has been involved in several explicit statements
(especially at the AGM).

0 He also signed th€openhagen Communique on Climate Chang&aunched in June 2009 at the
initiative of the Prince of Wales and Cambridge \émsity. This document called for an ambitious,
vigorous and equitable global agreement that wautvide a credible response to the magnitude
and urgency of the crises facing the world.

0 LVMH is notably a signatory of thenited Nations Global Compact

» Other international charters and agreements signear supported by LVMH provide the framework
for the initiatives led by the Group and its Maison
o United Nations Global Compact
OECD Guidelines
Caring for Climatgvoluntary and complementary action platfofon UN Global Compact)
Gordon Brown’s “Millennium Development Goals” (2007
CITES Conventiongon International Trade in Endangered Species)
Kimberley Process
The French National Biodiversity Strategy
21st United Nations Conference on Climate ChangeRZ1)
Sustainable Development Goals (SDGs)

O O0OO0OO0OO0OO0OO0OO0o

In 2016, the LVMH Environmental Department partatiggd in a number of international conferences and
events. Maisons are also involved in a number dirteeal projects that contribute to their localbarity
expertise and to environmental discussions witlerltlusiness leaders.

* In the specific field of climate change :LVMH was one of the partners of COP21 (the 21st
Conference of the United Nations on Climate Chantp@t France hosted and chaired, the largest
international summit ever organized in order to batmglobal warming, between 30 November and 12
December 2015.

[ See "Environmental Report 2015" : [ See "2016 Environmental Report" :
v' p. 17 (“internal carbon price”) v' pp. 5, 46-47 and 52-53 (“LVMH carbon fund”)
v' pp. 7,16 and 31 (COP21).] v" pp. 31 and 46 (COP21).]
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o In order to further improve consistency and efficig of Environmental Strategy
“LIFE 2020” , in 2016 the Group gave its compar- regardless of their sphe
of activity — four shared targets to be achieved2b20 (2013 being the benchmark year). One of
them are directly linked to Climate Change : “cugtienergy-related COemissions by 25%”
[ See "2016 Reference Document” (p. 97) and "Enwiremtal Report 2016” (p. 13)]

o In November 2015, against a backdrop charactebgeitie voting of the law on the transition to a
low-carbon economy for green growth in mid-AugusErance, followed by the preparations for the
21st United Nations Conference on Climate Chang@RZl), LVMH took an additional step in
rolling out the LIFE program via the launchingaof internal carbon price (Carbon Fund. Since 1
January 2016, a Maison must invest € 15 in finapainovative projects every time that it emits one
metric ton of greenhouse gas in order to reducentissions.

The bet was successful since, one year later,bligbrojects amounting to
EUR 6.7 million were selected, instead of the E5 million initially planned. The

Maisons were heavily involved and contacted thel fimfinance 28 projects, 70% of which relate to
the stores[[1 See “2016 Environmental report” (pp. 46-47)]

o0 LVMH is signatory of the Paris Climate Action Charter: In 2015, LVMH has teamed up with the
Paris Town Hall in order to achieve the goals efEropean Climate & Energy Planby signing a
partnership charter. Between now and 2020, the fisrbas committed to reducing energy
consumption by 20 % and to increasing the consumpif renewable energy by 50 % compared
with 2013 at its 150 sites in the Greater ParisaAteead offices, warehouses and boutiques). These
efforts must be reflected by a 60 % decrease igréenhouse gas emissions.

0 As a reminder, LVMH and its Maisons took part i ttiscussions during COP21 by organising a
conference on the topic of “Climate and Logistics”Following a presentation of the LIFE program
by Sylvie Bénard, the Group’s Environment Directibre spotlight switched to the Solar Impulse
solar aeroplane project, which is supported by Mdéhnessy to demonstrate the importance of
using renewable energy for a carbon-free worlde€hssues on the agenda then formed the basis for
the discussions: the transportation of productsbbgt over long distances, the use of electric
vehicles for local deliveries and the importancetled human factor when implementing these
initiatives. This was an opportunity for Moét Hessg, LVMH Fragrance Brands Guerlain, Sephora,
and Louis Vuitton to present their best practiced to show that the environment was a cross-
divisional and uniting topic within the Group.

* In the specific field of biodiversity: The LVMH group has a strategy in place for sougcend
preserving raw materials. Choosing components rfodyct manufacturing is an essential part of presgr
the environment, in particular rare resources #natvital for product manufacturing, especiallythes and
natural plants. The Group pays great attention dmptying with the regulations arising from the
implementation of théNagoya Protocolin the case of its research and development &esyifrom the
CITES Convention in the case of trade_in certaiotiexplants and leathers, from the European Union
Timber Regulation (EUTR) of 2013 and environmerdbligations relating to the_ Common Agricultural
Policy in the case of cognac.

o LVMH has embraced thierench National Strategy for Biodiversity 2011-2020This is the French
version of the Global Strategic Plan for Biodiveys2011-2020, which was adopted at theited
Nations Convention on Biological Diversity (CBD)in Nagoya October 2010. This voluntary
commitment was reflected in a first action programawn up for the period from 2012 to 2015, and
was selected by the French Government as a retipi¢he “National Biodiversity Strategy”. When
they use plants coming from an emerging counttles,Perfumes and cosmetics Brands act under
the “access and benefit sharing” agreement onUhiged Nations Convention on Biological
Diversity (CBD) opened for signature at the Earth Summit in RiQJaeeiro on 5 June 1992 and
entered into force on 29 December 1993.
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The Group’s project entitledimproving the LVMH activities’ effects on biodiver sity from
upstream to downstream with a view to having a posve impact on that biodiversity”, which
was presented at the first meeting in 2012, obththe status ofrecognized commitment to the
French National Biodiversity Strategy”. The SNB followed France’s ratification of thénited
Nations Convention on Biological Diversity (CBD)adopted in 2010 in Nagoya. The purpose of the
project was to ensure the sustainable and faiotibediversity, and to capitalize on the company’s
experience, and on its environmentally friendlytiatives over two decades. The French National
Biodiversity Strategy is structured about six mgorals which have been divided into 20 objectives.
LVMH selected three of those objectives that arkaaping with its commitment in its project, i.e.
“Making biodiversity a positive challenge for daois-makers” (objective 3), “Guaranteeing the
sustainable use of biological resources” (objecti2eand “Sharing the benefits of using biodiversit
in a fair manner at every level” (objective 13).
In late 2016, as it took the view that itdernational dimension, its ambitious
environmental goals for 2020, the w variety of its business activities anc
historical attachment to biodiversity justified puing its commitment, LVMH presented a second
project, which is in keeping with the initiativemunched since 2012.

o0 Several projects are currently being run by théupees and Cosmetics, Fashion and Leather Goods,
and Watches and Jewellery business groups, suchrasng out audits of procedures to examine
whether our practices conform to tidagoya Protocol on Access and Benefit-sharingor
developing new sourcing procedures that are refigensnd fair, for example for gold and
cashmere.

LVMH's teams began preparing in 2015 for th&th Conference of the Parties
to the Convention on Biological Diversity which has been held in Cancu
(Mexico) in December 201

o The Group attended therth Conference of the Parties to the Convention on
International Trading in Endangered Species of Wild Fauna and Flora
(CITES), which was hel atJohannesburg in South Africa, in Octob 201¢. At
the conference, the Group set out its views onirtipportance of ensuring a sustainable and legal
trade in wild animal and plant species. MeanwliigeMaisons also understand how to rely on events
to publicize their environmental policy and besaqgtices. For instance, Bvilgari attendetsola
della Sostenibilitdn December 2016; this event in Rome brought taegrettiperts, professionals and
members of the general public who had come to getdate on the most recent discussions,
challenges and opportunities in the field of surhility.

o Partnership with FRB : As a founder member of French Foundation for Resean Biodiversity
(FRB), the Group became the first private companyoin the _eight public research bodies that
have seats on FRB’s Board of Directors in 2014. tVkas also had a long-standing seat on the
Board of FRB’s Strategic Orientation Committeest@iommittee brings together 160 members in
order to review the joint design of research prograaimed at promoting biodiversity. LVMH
monitors all the Foundation’s work and regularlyirdoutes to this work. Accordingly, the Group
carried out a study with FRB on two varieties @b for cosmetic use included in the formulas for
Parfums Christian Dior, namebaframomumAngustifoliumfrom Madagascar anénogeissus
Leiocarpusfrom Burkina Faso. Following this study, the twargmers published recommendations
on the use of natural substances and on accesslteharing the benefits in the cosmetics sector.
The partnership between LVMH and FRB has resulteal significant amount of researcBld[ See
“2016 Environmental Report” (p. 27).]

o LVMH is a member ofOréeassociation(Organisation pour le Respect de I'Environnemeainthe
Organization for the Protection of the Environmenthich brings together companies, regional
authorities, professional and environmental orgaions, and institutions, in order to review
environmental best practices and ways of encougagiegrated management of the environment at
a regional leve.
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The Group attended the organization’s annual cenfax on June 2, 2016. Th
subject addressed at the conference {Baadiversity and the economy: new AV
management, accounting, and network facilitation pocesses and tools”

0 Support for research on natural capital : Despite recent developments, most econarpeerators
still see incorporatingpiodiversity into their activities as a hindrandéis observation has led
LVMH to provide a scientific explanation in orderencourage better inclusion of natuegources
in companies’ strategy. Th&roup financed the thesis on “Incorporatifgodiversity into
companies’ strategythe Biodiversity Report and thiadicator for Interdependency betwedre
Company and Biodiversity” (2010¥pllowed by Ciprian lonescu’s thesis dBiodiversity and
Organizational Strategydesigning tools in order to managwiltiple and inter-temporal relations”
(2015). In doing so, the Group intendspimmote so-called “strong” sustainabilityhich is based
on the complementaritgetween three types of capital, i.e. technibalnan and natural capital, in
contrastwith “low” sustainability, where althe types of capital can be substitutedone another.

0 Asareminder:

= Sylvie Bénard, the Group’s Environment Directorytiggpated at theGlobal Forum on
Natural Capital organised in Edinburgh, Scotland in 2015.

= LVMH adhered to théNatural Capital Coalition in 2015. This body is a multi-participant
platform whose aim is to develop methods for assgsthe use of natural capital by
businesses. LVMH tested the protocol under devedoynm the cotton sector this year.

= LVMH has also adhered to tAeextile Exchangein order to contribute to the development
and implementation of best practice standardsxtiéesectors.

o0 Responsible procurement :

------------------------------------------------------------------------------------------------------------------

As a reminder, LVMH conducts different actions metfield of ethno-botany and sustainable
viticulture . [EQ See “Environmental Report 2016” (pp. 40-42).]

] Reflection on the_relevance of environmental stewaship for the company:

Blueprint For Corporate Sustainability Leadership

Global and Local Working Groups

M Participate in relevant global or local working groups and share experiences, networks, tools and
good practices with other UN Global Compact partigpants.

V] Take active part in defining scope and objectives of new working groups when relevant.

Value Chain Implementation

M Analyze each segment of the value chain carefullgpth upstream and downstream, when mapping
risks, opportunities and impacts.

* Like any human activity, the businesses of the LVIgidup have an impact on the environment that
varies in type and magnitude depending on the sette challenges faced by each business have been
clearly identified. Ed For themain challenges of each business groupee “2016 Environmental report”

(pp- 10-11).]

* Set up in 1992, th&nvironmental Department defines the Group’s strategy and as such reports t

Antonio Belloni, Group Managing Director of the Exg¢ive Committee. The strategy is based on a clear

analysis of the issues involved. It is implemerttadugh-out the Group by means of various commitsien

and focuses on processes, programs, initiativesrdachal environment audits that support the astiof

each Maison.

o It also assists the Companies in their variousethfiit processes, particularly in terms emfo-

building, eco-design and preservation of biodiversity and water resesircThe Group’s
Environmental Department supports the Maisons @ir thespective initiatives, ensuring that the
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Environmental Charter is observed, and runninggh@ronment Committee, which brings together
a network of some 100 environmental correspondenns the Maisons several times a year.
o The Environmental Department also runs a varietgpscialist in Maison working groups which
deal, for example, with the European REACH regahgteco-designand energy consumption in
stores.

» Partnerships and collaborations :

o Among the different professional collaborations gadnerships :
= French Foundation for Research on Biodiversity (FRB
= Business for Social Responsibility (BSR),
= Responsible Ecosystems Sourcing Platform (RESP)
= Leather Working Group (LWG)
= Association Orée.

o The Group has also become a membefeaftile Exchange a US organization recognized for its
work in the textile sectors. Textile Exchange iga@fically working on developing organic cotton
sectors and new “responsible” wool and down statslathe Responsible Down Standard (RDS)
and the Responsible Wool Standard (RWS) ;

0 LVMH also adhered to th&latural Capital Coalition in 2015. This body is a multi-participant
platform, where the aim is to develop methods &seasing the use of natural capital by professional
businesses.

o Guaranteeing the origin of python skins via the osSBNA and other cellular tracers is the goal of
the studies that LVMH has been conducting with &sbr Mark Auliya, from th&enter for
Environmental Research-UFZ in Leipzig since 2013. These studies, which are performed on
South-East Asian pythons, specifically aim to makelistinction between farmed animals and
animals removed from the natural environment fomeercial purposes in order to prevent
poaching. They may ultimately supplement the woekigomed as part of the RESP platform. In
fact, LVMH has been involved in devising a methbdttmakes tracing python skins easier with its
partners in the platform since 2014. This methdakased on visual recognition (as each skin is
different in terms of the positioning and size loé tscales). RESP began the tes
stages in 201

» Eco-designis a constant source of innovation.

o The LVMH Environment Academy therefore offers Grddpisons’ employees in design, research
& development and marketing positions the oppotyutai attend a session on the subject of eco-
design. A training module covering version 2 Bfibox (the software for
calculating the Environmental Performance IndeXER1”) has also be included
in the Academy'’s offerin

o0 Loewe organizes training on materials with an ativa environmental performance for its teams
responsible for designing and developing products.

0 The Louis Vuitton Maison continues to roll out tHieesigning Differently to Innovate Tomorrow”
program launched in 2014. The session takes twe dagl is open to all its employees. Attendees
learn how to measure the value-added provided bydesign in their businesses and to use it to
innovate by relying on the life cycle of product$ie way in which the Louis Vuitton teams work
also illustrates the increasing sophistication od-design within the Group. The Maison aims to
include respect for the environment at a very eathdge, starting with the marketing briefs, and
intends to rely on life-cycle assessments in otdedentify environmental opportunities This is the
method that enabled it to reduce the weight andinmag the internal volume of its nelorizon
luggage, for instance, as well as to guide certinisions involving design or raw materials.
Furthermore, the Louis Vuitton teams use digitadeis and 3-D printing, from the design stage to
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the industrial manufacture of the products. By ififg the opportunity to view the many different
possible arrays of colors and materials in a réalisanner, these tools fine-tune the pre-seleaifon
the models to be prototyped and enable savingsaierials. Accordingly, 2,500
digital models were created at Louis Vuitton oviee fmonths in 2016, while the
Maison’s projects completed using digital designlaed during the yee

* The employees specifically familiarize themselvathwthe eco-design tools that the Group provides
them with, such as theirtual materials library , which makes it easier to selecting eco-compatible
materials.

o In 2016, an online materials library has been laed¢ which introduces our
designers and developers to over 300 “ecofriendigterial.

o The Group is continuing to add to its materialsdily, which presents several hundred innovative
and environmentally-friendly materials that are rappiate for the luxury goods sector to its teams
responsible for design, development and marketing.

o The *Materials to Think About” handbook also draws a list of the best practices to implement in
order to manufacture, distribute, use and facdithe management of a large number of end-of-life
products, from cotton trousers to a website, aotliding a jewelry case, wine bottle, perfume bottle
shoes, and even store furniture.

* For employees responsible for environmental subjecthe Maisons, the training course also includes
an introduction taanalyzing a life-cycle delivered in a virtual class by experts from CIBAthe Inter-
University Research Center for the Life Cycle obdRicts, Processes, and Services at the Montreal
Polytechnique, whose LVMH is one of the industpattners. It has been supporting CIRAIG’s work lo@ t
circular economy and the water and finance footmimce 2013, via its International Life Cycle ahai

M Written company policy on environmental stewardshp:

* One of the five commitments of the Environmental Chrter adopted in 2001 :« Design luxury
products by integrating environmental innovatiordameativity : Guided by its overriding concern fagh
quality, LVMH is working to improve control and testanticipate the environmental aspects relatetht®

life cycle of its products. LVMH encourages all gesses that result in environmental innovations and
accepts its duty to exercise prudence and takeapteans to ensure total safety for the consumer. »

* New corporate environmental strategic program “LIFE 2020” : TheLIFE program was designed in
2011 to reinforce the inclusion of environmentaln@erns in management processes, facilitate the
development of new steering tools, and take intmoaet the changes and enhancements resulting from
Group companies’ innovative practices. The LIFEgoam was implemented by the Steering Committee of
each Group company and is based on nine key aspeets/ironmental performance whose two take into
account product stewardship: “Environmental design” and “Product life spardaeparability”.

In order to further improve consistency and efficig in 2016 the Group gave its
companies — regardless of their sphere of activifgur shared targets to be achieved e

2020 (2013 being the benchmark yeafwo of them are directly linked to
environmental stewardship [Ed See "2016 Reference Document” (p.97) and also
"Environmental Report 2016” (p. 13)] :

0 sustainable product design : Group companies makerall of their products more
environmentally friendly between now and 2020. LVMHPerfumes and
Cosmetics houses and Wines and Spirits houses takdeto improve their
Environmental Performance Index (EPI) score by 1(0$ée “Raw material
consumption”). Fashion and Leather Goods houses \&atthes and Jewelry
houses are to define sustainable design guidetmdse applied during product
development ;

o0 suppliers and raw materia Group companies must ensure that optimum stan:
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are rolled out in their procurement of raw materiglpplies and among their
suppliers across 70 % of the supply chain in 2020300 % in 2025 ;

The two others are :

0 cutting energy-related G@missions by 25%

o make all production sites and stores more envirowatlg friendly : Group
companies undertake to reduce at least one ofdlhewving indicators — water
consumption, energy consumption or waste productidsy 10 % at each of its
sites, and to have an effective environmental mamagt system focused on
ongoing improvement. Stores must be made 15 % moeegy efficient and new
stores will have to achieve a minimum performant®&®% in the LVMH Store
Guidelines score che

M Inclusion of minimum environmental standards in corracts with _suppliers and other relevant
business partners :

Value Chain Implementation

] Communicate policies and expectations to suppliers and other relevant business partners.

[EQ See :
v’ “9.2. Supplier relations” in "2016 Reference Docunttiépp. 89-91)
v" “LVMH Supply Chain” in "2016 Annual Report" (p. 4]1)

M Specific commitments and goals for specified years

Blueprint For Corporate Sustainability Leadership
Promotion and Support of the UN Global Compact

V] Advocate the UN Global Compact to business partners, peers and the general public.

] Encourage suppliers and other business partners to join the UN Global Compact, and take on mentoring
role on issues related to the initiative.

] Participate in activities to further develop and strengthen the UN Global Compact.

Blueprint For Corporate Sustainability Leadership

Local Networks and Subsidiary Engagement
M cContribute to the building and operating of at least one UN Global Compact Local Network and help

elevate performance of other companies through training, mentoring, COP peer review, etc.
New corporate strategic program :

* New corporate environmental strategic program “LIFE 2020” : TheLIFE program was designed in
2011 to reinforce the inclusion of environmentalnoerns in management processes, facilitate the
development of new steering tools, and take intmat the changes and enhancements resulting from
Group companies’ innovative practices. The LIFEgpamn was implemented by the Steering Committee of
each Group company and is based on nine key aspleetssironmental performance whose two take into
account product stewardship: “Environmental design” and “Product life spardaeparability”.

In order to further improve consistency and efficig in 2016 the Group gave its
companies — regardless of their sphere of activifgur shared targets to be achieved A%

2020 (2013 being the benchmark year). [See "20Xér&sce Document” ( 97) and als«
"Environmental Report 2016” (p. 13)] :
0 sustainable product design : Group companies makerall of their products more environmentally
friendly between now and 2020. LVMH’s Perfumes &aksmetics houses and Wines and Spirits
houses undertake to improve their EnvironmentaidPaance Index (EPI) score by 10 % (see “Raw
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material consumption”). Fashion and Leather Goamssbs and Watches and Jewelry houses are to
define sustainable design guidelines to be appligthg product development ;

0 suppliers and raw materials : Group companies mnstire that optimum standards are rolled out in
their procurement of raw materials supplies and ragnibeir suppliers across 70 % of the supply
chain in 2020 and 100 % in 2025 ;

0 cutting energy-related G@missions by 25%

o make all production sites and stores more enviraratlg friendly : Group companies undertake to
reduce at least one of the following indicators atew consumption, energy consumption or waste
production — by 10 % at each of its sites, andateehan effective environmental management system
focused on ongoing improvement. Stores must be m&adé more energy efficient and new stores
will have to achieve a minimum performance of 5n%he LVMH Store Guidelines score chart.

» Sustainable Development Goals LVMH supports Sustainable Development Goals (SD8abyed by
the success of the Millennium Goals, the Unitedidwet has developed this program, which consists/of
goals and 169 targets aimed at guaranteeing theefutf the next generations in a sustainable manner
LVMH has conducted a study to assess the contobutf the LIFE environmental program to the SDGs.
Accordingly, more than 150 initiatives have beeseased that cover 12 of the 17 goals

contribute to 34 out of 169 targets. Goals 12 aBd(responsible consumption ar?m
combating climate change) were the ones that gwmkranost initiatives. @ See

“Environmental Report 2016” (p. 1«

1. Eco-design luxury products :Eco-design involves reducing packaging weight aoidme, choosing
specific components and raw materials, employingremenergy-efficient production processes and
introducing initiatives to comply with REACH regtilans. International and European regulations Hesle

to more stringent environmental requirements inkpgmg design and manufacture. In particular, the
volume and weight of packaging must not be whatescggulations define as “excessive.”

1.1. Tools and processesOver the past few years, the Group has gatheredrag of tools in order to
promote its development.

» Environmental performance of all products/packaging: Thanks to the Simaprlife cycle analysis
software, its teams are able to rapidly identify the measup take in order to reduce the impact of their
products on the natural environmetlibox tool calculates th&Environmental Performance Index (IPE)

for packaging. It also calculates the £i@pact of packaging materials and of the prodwotipction and
transportation processes.

The Group’s Maisons will improve the environmemalformance of all of their product

by 2020, by taking into account their entire lifeke. In 2016, LVMH launched tfrsecad

version of Edibox, an Internet tool developed iud®that calculates the Environmental Performandex
(EPI) of the Perfumes & Cosmetics Maisons’ packggas well as the COmpact of their packaging
materials. Thanks to this new version, the trartgpion and processes for treating and decoratiogguang
material can be incorporated into their emissiainreges. The Wines & Spirits Maisons also calcukate
EPI for all their products. Both business groupsehset themselves the target of a 10% improvenrent i
their rating between 2013 and 2020.

» “Materials for Thought” (“Matiéres a penser” handbook) helps the designers on the marketiegms

to incorporate protecting the environment itteir thinking by offering them innovative matesalvhich

are environmentally-friendly, and appropriate foe tuxurygoods sector. These tools are increasingly used
within theGroup.

e In 2016, the Environment Department incorporatemantry-by-country review of them
environmental regulations into tipackaging handbookmade available to the Maisons o
the Group’s Internet porte
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» Ethno-botany and sustainable viticulture :

o0 The Ethno-botanical Innovation Department of LVMidridimes & Cosmetics Research identifies
plant species from around the world that could &eduspecifically in cosmetics, and helps protect
these species and foster local social and econdewelopment. [d See “2016 Environmental
Report” (p. 41).]

0 Sustainable viticulture, another key aspect of LVBIHesponsible supply policy, ensures the
sustainability of vines while encouraging biodivgrsThe Champagne Houses are very active in this
field. [EQ See “2016 Environmental Report” (p. 40).]

 Waste recovery has been identified in our environmental mappimjled “The m
business groups’ concerns”. In 2086,% of the 80,787 metric tons of waste generated

business activities in 2016 were recycled, recalere energy or re-used [i.€.3% In
2016 / 2015change compared to 2015 at constant scc

Many Maisons implemented initiatives in the fiefdaaste management, basgabn design and products:
o Parfums Christian Dior :

= 80% of the serums and creams that Parfums Christian [Bunches are refillable. This
factor is reflected in the saving of 600,000 litefswater andabout 11.6 metric tons of
wasteevery year for th€apture Totaleeream alone.

= |n 2016,more than 96 % of the cardboard boxes that package the produataifactured by
the Maison came from a Scandinavian producer, widgcla model for the sustainable
management of forests and caring for the envirommanaddition to its FSC and PEFC
certification.

0 Louis Vuitton saved 5 % of its leather surfacesn 2015 compared with 2014 by implementing
optimisation processes (where possible, any unlesgter is reworked by the tanners, for instance
to cover new requirements). For the year 2016, $ &uitton has been also using salpa, a type of
reconstituted leather, to produce some of the nsdoelits leather good products, which enables it t
avoid using real leather.

o Lastly, Chandon do Brasil has made its 75cl bdigleter, thereby generatingsaving of 413 metric
tonnes of glassn 2015.

» Use of recycled components : 2016-17

o To recover a portion of its waste, LVMH usagoint waste recovery platform called CEDRE
(Environmental Center for Environmentally-FriendRackaging Elimination and Recycling)
platform, which is managed by a partner in Pithiwi@ hanks to various selective sorting channels,
the waste gathered at the site is treated in aanoed with the specific features of its recovery
process, which can therefore be comprehensiveM&igons in the Perfumes & Cosmetics business
group, as well as Sephora and Louis Vuitton, senkaged items to the platform, including out-of-
date alcohol-based products, advertising mateaats testers used in the stores, as well as empty
packaging returned by customers, etc. Furthermareis Vuitton, Berluti, Christian Dior Couture
and Kenzo Mode used the platform to recycle textilehe platform has continually boosted its
recovery capacity over the years, while the amowamd types of waste sent to Pithiviers are
increasing. For instance, the platform introducedesv system that improves the recycling of
creams in 2016.

o In 2016, CEDRE treated and recyc2®23 metric tons of extremely diverse wasta 2016, such
as glass, cardboard, wood, metal, plastic, alca@m cellophane, to a network of specialist
recyclers.

0 As a reminder, the platform extended its scopepafrations in 2014. In addition to perfumes and
cosmetics that are past their sell by date and ptiomal materials, the platform will handle the
textile waste from the Berluti, Christian Dior Catg, Kenzo Mode, Louis Vuitton and Sephora
Houses
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« Improving product lifespan : A product’s lifespan is one of nine key aspects
environmental performance listed in the LVMH “LI2B20” programExtremely higr
quality standards, which are inseparable from traudy goods sector, are an essential dimension of
LVMH'’s activities. They are also an environmentalfprmance criterion.d See "Environmental Report
2016" (pp. 35-36).]

LVMH has a major advantage in terms of meeting thigllenge, i.e. its extremely high quality stamnidar
which are intrinsic to the luxury goods sector amd an essential aspect of the Group’s activies.
different examples of practices and recommendafliwved by our Maisons :

o The Louis Vuitton Maison has therefore undertakemffer its customers items that are timeless
from the outset. It manufactures products with By Veng lifespan, and which are easy to repair,
and has set up a very high-quality after-salesie®rwhere 50% of the services are performed by
its repair workshops, while the other 50% are edrdut directly in store.

o High quality standards also convinced Loewe toomtice a maintenance and cleaning service for
ready-to-wear and leather products. The manufaguof products with an extremely long life,
which can easily be repaired, and developing a&f##s services — such as the ready-to-wear and
leather products maintenance and cleaning serviaetually enable to reduce the consumption of
natural raw materials and contribute to tiesemination of responsible consumption practices.

o “Refills” are also another way for LVMH to extendiet lifespan of its products. For instance,
Parfums Christian Dior has been developing thiscephfor many years. The Maison began by
applying it to its premium ranges. Nowadays, 80%hef serums and creams that it launches are
refillable. This factor is reflected in the savia§600,000 liters of water and about 11.6 metritsto
of waste every year for th€apture Totalecream alone. Parfums Christian Dior pursued this
initiative in 2016, when it marketed its ndwreamSkin Perfect Skin Cushieneam in refillable
packaginc

1.2. Actions and benefits :This policy is bearing fruit, as shown by the iragiag m
number of eco-designed products within the Grouge Jignificant achievements in 201
include the following example

* Guerlain wants all its products to be eco-designedy 2020.Guerlain was a member of the “Pack in
Green” jury for the fifth year running in 2016. Bhury rewards the best eco-designed innovaticerms

of packaging in the luxury goods sector during tlear. Eco-design is actually a constant source of
innovation for the Maison: it drives the teams’atigity and enables them to think differently abdie
luxury of the future, in a more responsible andanable manner. Guerlain is developing its prosiudtile
limiting their environmental impact at each stageheir life cycle. It has decided to calculate &Rl for
each new product release in order to align itséli @an ongoing improvement approach. Its Chief @peg
Officer and its Marketing and Communications Dicgchave been appointed as the sponsors for this
objective. They perform quarterly reviews with tteams within a Sustainable Innovation Committee.
Reducing, recycling and re-using Guerlain has dlyesaved 35 metric tons of cardboard every yeanks

to this approach, by redesigning its perfume baxesder to reduce their size by 15%. It shoppiagdare
now entirely recyclable, while all its pouches &8C-certified, and its Bee bottles can be refilled
indefinitely, thanks to the perfume fountains ifist in its boutiques. Guerlain is also very praafdthe
development of its new creai®ychidée Impérialewhich was launched in 2017. This cream was designed
by applying the rule of the three “Rs”, i.e. redg;irecycling and re-using. The packaging was wibide
with marketing experts and developers in orderamizine design, quality of execution and respecttier
environment. The size of the pot was also adjusteits contents, and its weight was decreased 8%.60
Meanwhile, the size of the box was reduced by 48f@ it was made 100% recyclable. These efforts
enabled the Maison to decrease the project’s cadmiprint by 58% on an overall basis.

* Krug relied on eco-design in order to renew its threetage, Rosé and Grande Cuvée boxes, and
developed a unique customizable box made entinelyobFSC certified fibers. The new packaging, vahic
is made out of a single material and is easierrtalyce, retains its prestigious appearance. Thegiwgd
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foam inside the box, which is made from recycled P&hich is usually used as an insulation matenal
the construction sector, is a technical feat. Kmagked with its partner suppliers in order to atljiés foam
for the luxury goods sector and its requirementse WMaison also eco-designed new crates for tratisgor
packaging, and got rid of the plastic bags useddfotection by working on the resistance of corraard
using anti-abrasive varnish. This initiative iskeeping with the more general context of a proacpuelicy
for eco-designing the packaging of the Wines & @piMaisons, which is guided by systematically
calculating the Environmental Performance IndexsTi$ a system for assessing all the packaging fiom
environmental standpoint, and is based on predetethcriteria, including the nature of the mateyjdahe
weight and volume of theackaging, its production and its transportation.

* Louis Vuitton stores are made out of FSC-certified paper that incluoesr 40% of recycled fibers.
Although this paper, which is thicker, with bag deas made from cotton ribbon that has replacedgsidy,
offers greater strength when carried, the newhbgit formats fold down fl at, thereby substantiatgucing
the CQ impact of distributing them to the stores, whitiering a better service to customers, who can now
slip theminto their luggage more easily. The light colorsl ansides ofthe packaging evoke the shade of
natural leather, which hdeen used by the Maison since 1860, includinghferntandlesnd labels of bags,
luggage and trunks. The way in which theuis Vuitton teams work also illustrates the irasi®g
sophisticatiorof eco-design within the Group. The Maison aimgtdude respect for the environment at a
very early stage, startingith the marketing briefs, and intends to rely de-tycleassessments in order to
identify environmental opportunities. This is thethrod that enabled it to reduce the weight mrackimize
the internal volume of its neWorizonluggage, folinstance, as well as to guide certain decisionsluivg
designor raw materials. Furthermore, the Louis Vuittoane use digital models and 3-D printing, from the
design stage to the industrial manufacture of tleelycts. By offering the opportunity to view the mya
different possible arrays of colors and materiala irealistic manner, these tools fine-tune thesptection

of the models to be prototyped and enable savimgmaterials. Accordingly, 2,500 digital models were
created at Louis Vuitton over five months in 20Wile the Maison’s projects completed using digital
design doubled during the year.

» Thebenefits of eco-design are tangible

o For instance, by eliminating the external packagingd altering the materials for its new face mask
launched in 20165ephoraavoided emitting 51 metric tons of to the atmosphere. Sephora has
also set up a working group on the life cycle obdarcts in the United States. First, the Maison
qguantified the environmental impact of its SephGadlectionRouge Cream Lipstick Rougpstick
range. Then it assessed the results, again relgingxperts, in order to identify avenues for
improvement. Thanks to this study, Sephora US kntieg it must focus its efforts on the
ingredients used in manufacturing its lipsticksg] an their packaging and sale as a priority.

0 “Refills” are also another way for LVMH to extend théedpan of its products. For instance,
Parfums Christian Dior has been developing this concept for many yedrs. Mlaison began by
applying it to its premium ranges. Nowadays, 80%hefserums and creams that it launches are refi
llable. This factor is reflected in the saving ®0g000 liters of water and about 11.6 metric tohs o
waste every year for th@apture Totalecream alone. Parfums Christian Dior pursued thigtive
in 2016, when it marketed its nddveamSkin Perfect Skin Cushioream in refillable packaging.

2. Partnerships and research :

» Biodiversity Research Foundatiol (FRB) :

In November 2014, LVMH joined the eight public reseh bodies that are members of the Board of
Directors of theBiodiversity Research Foundation (FRB) The admission of LVMH to the FRB Board of
Directors also reflects its involvement alongside Eoundation, which the company has been supgddm
over six years. The partnership between LVMH andB Ffas resulted in a significant amount of research.
For instance, at the Group’s request, the FRB cotedua study aimed at gaining a better understgnafin
the complexity of the issues relating to the aian of the Nagoya Protocol. This Protocol, whizas
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adopted in 2010, establishes the principle of acdesand sharing benefits, and aims to govern the
relationship between a supplier of genetic resauerel a user during research and development tegivi
The experts gathered by the Foundation met the LVMIfumes & Cosmetics Research Team, and carried
out several assignments in order to gather infdondtom operators in two supply sectoAsframomum
Angustifoliumfrom Madagascar, aninogeissus Leiocarpdsom Burkina Faso). They were therefore able
to make a series of recommendations regarding $leeofi natural substances and accessing and sharing

benefits in the cosmetics industry.

» Life Cycle Research Projects :

o

LVMH has been one of the industrial partners@GbRAIG , the Inter-University Research Centre for
the Life Cycle of Products, Processes and Servicased at the Ecole Polytechnique and
Management Sciences School at the University ofo@cen Montreal. The Group is primarily a

member of the working groups on the circular ecoypamd the water footprint.

Leather sourcing is a strategic priority, and Group companies nyainée European cowhide
leather.

* Guerlain was a member of tlifack in Green” jury for the fifth year running irR016. This jury
rewards the best eco-designedovation in terms of packaging the luxury goods sector during the year.

* Environmental labelling:

0]

In 2016, Loro Piana supported the filing of amendment by the Peruvian
Government aimed at ensuring that there is only one labeltf@ademarking the .

origin of vicuna fibers, which will enabbetter traceability.

Informing the public about a producesvironmental impact is also a growicdlgallenge that has led
the French Governmeahd Europe, for example, to embarkan environmental labelling trial. As a
reminder in 2011-2013LVMH has participated, with Sephora, in the Fie@overnment'’s trial of
environmental labelling. Informing the public abautproduct’s environmental impact is also a
growing challenge that has led the French Governraed Europe, for example, to embark on an
environmental labelling trial. LVMH and Group Hogsgarticularly Sephora) are supporting the
work being done in France and around the worldroegg environmental labelling, particularly for
the Perfumes & Cosmetics, Fashion & Leather Gowdstches & Jewellery and Wines & Spirits
business groups.
= For instance, to better inform and educate conssingaphora and LVMH participated in an
environmental labelling trial in France conductetveen July 2011 and July 2012 using two
of Sephora'’s flagship products: Shower Gel and 8h@veam. Information on greenhouse
gas emissions and water consumption throughoutptbducts' life cycle was posted on
Sephora's website. Labelling was based on the &enplefined by the French Consumer
Industries' Liaison and Studies Institute (ILECYarsed by many companies.
= LVMH is also very involved in work currently beirmgerformed in France on environmental
labelling guidelines for different sectors. It isrtember of the working groups focusing on
food/wines and spirits, beauty, textiles and leatjfesvellery/watch-making and hotels.
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Criterion 10 : The COP describes effectivananagement systents integrate

the environmental principles:

M Environmental risk and impact assessments :

Blueprint For Corporate Sustainability Leadership

Robust Management Policies and Procedures:

M tAssess risks and opportunities on an on-going kiasat both enterprise and product level and
undertake due diligence to ensure that the companidentifies any negative impacts caused by its
operations and activities.

* Major risks : Specific monitoring procedures apply to some @& tisks associated with the Group’s
businesses (damage to image or reputation, cosaiitegbods and parallel markets, industrial and
environmental risks, foreign currency and intenege risk...). [ These risks are discussed in “2016
Reference Document” (pp. 35-40 and 128-129).]

See more particularly :

- “2.1.6. Consumer safety” (p. 37)

- "2.1.8. Supply sources and strategic competen¢es37)

- “2.1.10. Industrial, environmental and meteorolagjiisks” (p. 38)

- “4.2. Adapting to climate change” (p. 105) : Sin2@13, the Group has reviewed the various
challenges involved in adapting to climate changes production of the raw materials required to
make the Maisons’ products emerged as the mosttisenstage. In the medium term, changing
viticulture practices is the main component of @reup’s adaptation strategy. Several responses are
possible where the European vineyards are concedegnding on the magnitude of the climate
change observed, from changing the harvest dabesiging the methods for managing the vines
(widening the rows, increasing the size of the siaad using irrigation in some countries, etc.) to
trialing new grape varieties. In the case of vimdgdocated in Argentina and California, the main
challenge is the availability of water. Lastly, wew of current scientific knowledge, vineyards
located in New Zealand or Western Australia areleéhst sensitive to climate chang&l See “4.2.
Adapting to climate change” in "2016 Reference Doeant" (p. 105) and “2016 Environmental
Report (p. 37).]

. > See in this COP 2017 :
| - “Criterion 2 : The COP describes value chain immatation” (pp. 10-29)

* Business groups’ main concerns Like any human activity, the businesses of the lVitoup have an
impact on the environment that varies in type ar@mitude depending on the sector. The challengesifa
by each business have been clearly identifigd.$ee “2016 Environmental Report” (pp. 10-11).].

. P> See in this COP 2017 : 5
' - “Criterion 9 : The COP describes robustmmitments, strategies or policiéis the area of
! environmental stewardship” (pp. 59-70). !
. and particularly :
' “2. Risks management of supply sources” (pp. 16-21)

- Climate Change (pp. 59-60)

The Environmental protection strategy within theo@y is based upon a clear and strong organization,
evaluation and certification programs, measuremnBure compliance with applicable laws and reguiati
and a consumer policy safetWMH is particularly proactive in managing enviroental risks: systematic
identification of risks, prevention, protectionméople and property, and a crisis managerpetedure are
the four components of its risk management policy.
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1. Key management and external certification processes 2016-17

* At the end of 201636% of 369 industrial, logistics or administrativesiteswerelSO 14001certified
(including of the66% of the industrial siteg.

o All of the Cognac, Champagne and Vodka Houses have obtained ISO 14001 certification. In
2016, Guerlain France, Hennessy and the Louis &fuitigistics center in Cergy-Pontoise upgraded
to the 2015 version of ISO 14001 in 2016. The neamdard, which applies to the entire product
value chain and requires the business to assesevitonmental performance on a regular basis, is
expected to produce further progress.

0 Hennessy was the first wines and spirits companpénworld to obtain ISO 1400&rtification in
1998 and this certification has been renewed evlerge years since that date. the Maison is
strengthening its system on an ongoing basis: ristance, it continued to increase its team of
internal auditors trained on the new version of [B1D01 in 2016.

* In the area of food safety management, the entiranfpagne-Cognac-Vodka group 180 22000
certified. In Poland, the Belvedere Distillery has developem@mprehensive certification system, which is
based not only on the ISO 14001 and ISO 22000 atdsd but also on the OHSAS 18001 standard
(guidelines for managing health in the workplaaa) the HACCP (Hazard Analysis Critical Control Rpin
method, which aims to assess critical danger-pamtsrder to control them. In California, Chandon
California and Newton adopted a new environmentéitp for managing their vineyards in 2011, enalin
them to obtain Napa Green Winery certification. IBatineyards obtained a second certification the
following year, namely Napa Green Land.

» Lastly, some Maisons such as Belvedere were awd®©d50001 certification which focuses on
improving energy efficiency.

[EQ See also :
v/ "2016 Reference Document” (p. 93)
v/ "2016 Environmental Report" :
“Certification processes” (pp. 21-22)
“A sustainable construction policy” (pp. 22-23).
- “Responsible jewelry and certification (RJC)” (@8 and 36).]

2. Audits and controls concerning industrial, environmental and meteorological risks :

* Group companies are audited on a regular basikilay parties, insurers or internal-
auditors, which enables them to keep their compéamonitoring plan up to date. In 2016-17

201¢, certain manufacturing, logistics and administrasites as well a certain larg

stores, were audited,were audited, for a total@f external auditsand 107 internal audits with some
sites being audited several times during the yBaese audits correspond to an inspection of onmaae
sites of the same company based on all relevaniroemeental issues — waste, water, energy, and
environmental management — and are documentedwniten report including recommendations. This
figure does not include the numerous compliancetrotsn that may be performed on a specific
environmental regulation topic, e.g. a waste sgrtinspection, performed periodically by the Group
companies on their sites.
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* In the context of its production and storage ati&s| the Group is exposed to the occurrence cebs
such adires, water damageor natural catastrophes To identify, analyze and provide protection again
industrial and environmental risks, the Group selb@ a combination of independent experts and fopali
professionals from various Group companies, angamicular safety, quality and environmental mamsge
They pay patrticular attention to the risks assedawith the storage and shipment of raw materite
definition and implementation of the risk managetmlicy are handled by the Finance Department. The
protection of the Group’s assets is part of a potin industrial risk prevention meeting the highsstety
standards KM GLOBAL and NFPA fire safety standard9. Working with its insurers, LVMH has
adoptedHPR (Highly Protected Risk) standards the objective of which is to significantly reduibe risk
and associated operating losses.

» This approach is combined with an industrial andirenmental risk monitoring -
program.n 2015, engineering consultants audited about 50tss. 2016-17

* In addition, prevention and protection schemesuithel contingency planning to ensure business
continuity.

3. Prevention of product-related risks : LVMH pays very close attention to the traceabiligd
compliance of the materials and substances usetatmfacture the products marketed by its Maisoss, a
part of its general risk management process.

» TheHACCP (Hazard Analysis Critical Control Point) method is used in the Wines & Spirits and
Perfumes & Cosmetics business groupsaddition to industrial safety, the Group’s comigs also work to
ensure greater product safety and traceabilitgittforce the Group’s anticipation and responsiveneshe
event of a product recall.

* A legal intelligenceteam has also been set up in order to better neath@gheightened risk of liability
litigation, notably that to which the Group’s bramate particularly exposed.

* LVMH pays considerable attention to the traceabibind compliance of all the materials and
substances used to manufacture the products marketeby its Maisons. LVMH has gone further in the
case of the Maisons in the Fashion & Leather Ga@odsWatches & Jewelry business groups by opting for
genuine risk management policy. It has drawn upmapehensive program focused on a new internal
standard, theVMH RSL (Restricted Substances List) which prohibits or restricts the inclusion of tzen
substances in the items brought to market, or trssgrby suppliers.

The Group began training its teams on how to useR8L in 2016, which will help

the Maisons to adopt a continual improvement approAadother ir-house tool, thi
LVMH Testing Program, strengthens the audit system for the MaisonfiegnRashion & Leather Goods
business group: it enables them, at five partrieoritories, to test substances considered the ahosk,
depending on the materials. LVMH’s Environment Diéyp@&nt has also prepared and distributed specific
technical handbooks in order to help supplierslitmieate certain substances and use alternativeshed
same time as these initiatives, the Group is camtgits discussions with other operators in theuty
goods sector and professional organizations inracddevelop best practices.

» Concerningsecurity and health related to Perfumes and Cosmes products he LVMH Group has
already been working for several months on estaiblis procedures so that it is ready when the new
european regulation n° 1223/2009 on cosmetic ptsdasopted on November 30, 2009 took effect on July
2013. Finally, the LVMH Group is in compliance withe Globally Harmonized System Regulation,
intended to harmonize the classification and laigetif chemicals.

[ See :

- "2016 Reference Document" (pp. 106-107 : “6. @omasr Health and Safety”).

- 2016 Environmental Report” (pp. 42-43)]
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4. Suppliers-related risks :

* Prevention of suppliers-related risks The Supplier's Code of Conduct sets forth the qpie and
procedures for the control and audit of compliamgéth these guidelines. In the interest of continued
improvement in this area, the Group’s Houses haw&irtued their supplier audit programs in 2013,
together with follow-ups on action plans. The SigpCode of Conduct also sets forth the principid a
procedures for the control and audit of complianié these guidelines.

5. Expenses and provisions 2016-17

[Ed See "206 Reference Document" (p.)]

* Environmental protection expenses in 2016 broke dawas follows :
0 operating expenses : EUR 13.5 million in 2015 (EWR3 million in 2015, i.e. an increase by
+19.5%) ;
o investments : EUR 10.3 million in 2016 (EUR 12 moitl in 2015).

The environment also benefitted from indirect expieme, such as the cost of training, of providing
technical support to in-house teams, or of therenmental quality of its buildings.

* Provisions and guaranteesgiven for environmental risks, and compensatiord pdiring the year
pursuant to a court decisionThe amount of EUR 13 million as of December 311&0EUR 13 million
indicated for 2015) corresponds to the financiakrgantees required by law for Seveso upper-tier
establishments.

6. Internal information sharing on ESG risks operates through various processes and tools :
0 balance sheet presentation of the sustainablea®weint policy to the Board of Directors;
monitoring of the action plan under the "CSR StegCommittee” ;
specific control by the Audit and Internal ContB@partment ;
review project by the "Environment Committee" ahd hetwork of "CSR Representatives”;
specialized collaborative working groups :
= "Annual Supply Chain meeting" ;
= meetings of operational leaders in order to distiussnapping of the Group ;
= specific meetings and working groups on environ@eissues : REACh regulation, etc.. As
an example, the LVMH Environmental Department hetsup a network of 150 REACH
officers at the Houses. It brings those officergetber on a regular basis, in order to
exchange information and best practices, anticifuditee regulatory deadlines and foster the
emergence of substitution or innovation projects.
o sharing information via :
= Finance Intranet : Since the launch of the Group’s new approachsia all executive-level
personnel responsible for risk management procedarmss the Group have had access via
the Finance Intranet to procedures and tools dedidar the assessment, prevention and
coverage of risks, together with the informatioroyided by the Risk Management and
Insurance Department.
= Discussion forumsare organized by thmternal Control department for the main risk
categories selected by most of the participant3hese forums bring together risk managers,
operational staff and internal control managers lzane thus helped facilitate the sharing of
best practices across the Group.

© O O0Oo
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= "LVMH Mind" extranet dedicated to the policy of salcand environmental responsibilities.
In 2009, an Intranet website LWMH Mind ") was launched to better communicate
internally the Group’s commitment to responsiblepooate citizenship. On this website,
specifically devoted to social and environmentadpansibility, employees can find, the
Environmental Charter first adopted in 2001, th@@ier's Code of Conduct introduced in
March 2008 and the LVMH Code of Conduct (ethicatl agypod governance principles)
adopted in May 2009.

M Assessments of lifecycle impact of products, ensag environmentally sound management policies

. > See in this COP 2017 the “Criterion 9 : The CORcdbes robustommitments, strategies or policies
i in the area of environmental stewardship”, withfedént approaches concerning “lifecycle |mpact of

M Allocation of responsibilities and accountability vithin the organization:

Blueprint For Corporate Sustainability Leadership

Board Adoption and Oversight

M Board of Directors (or equivalent) assumes responsibility and oversight for long term corporate
sustainability strategy and performance.

M Board establishes, where permissible, a committee or assigns an individual Board member with
responsibility for corporate sustainability.

M Board (or committee), where permissible, approves formal reporting on corporate sustainability
(Communication on Progress).

Full Coverage and Integration Across Principles

] Design corporate sustainability strategy to leverage synergies between and among issue areas and to
deal adequately with trade-offs.

M Ensure that different corporate functions coordinate closely to maximize performance and avoid
unintended negative impacts.

Mainstreaming into Corporate Functions and Business Units

] Assign responsibility for corporate sustainability implementation to an individual or group within each

business unit and subsidiary

. > See in this COP 2017 “Criterion 1 : The COP dessrimainstreaming into corporate functions '}and
. business units(pp. 6-1C).

 The"LVMH Code of Conduct" distributed to all Group employees specifies LVI@dntacts (always
available in 2016) for environmental issuedylvie Bénard, Environmental Affairs Department [Ed See
“LVMH Code of Conduct” (p. 21).]

» Consistent with our history, our size as a majtermational group, and the very specific naturewf
businesses, LVMH is both decentralized and unified.

o The driving force behind our shared vision sinc®2l%has been th&roup’s Environmental
Department which reports directly to a member of the Exeati@ommittee, namelyntonio
Belloni, the Group’s Chief Executive Officer Its tasks consist of supporting the Maisons g&irth
respective initiatives, ensuring that tBeavironmental Charter is applied, rolling out thetrategic
LIFE program , and running th&nvironment Committee, which arranges meetings several times
a year for anetwork of some 80 environmental representativedrom the Maisons. The
Environmental Department also steers a varietypetialist in-house working groups that deal, for
example, with the European REACH regulation, ecsigieand stores’ energy consumption.
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GROUP MANAGING DIRECTOR
‘ GROUP ENVIRONMENTAL DEPARTMENT (1992)

¥
l l H ; Other Departments
T ¥ T ¥ | « Planning & Logistics
Group Specialist Group Environment Business Group House . Risks
Committee Committee + Examples: + Steering committees « Purchasing
. Examples: « Network of Eco-design Committee and specific committees .R&I
REACH Committee 50 representatives meeting Perfumes & Cosmetics 2009 « Communications
Purchasing working group four times a year +HR
=) Management and coordination ===4) Support and assistance 4—) Skills exchange

o The Maisons are not only represented in the netwairkcorrespondents from the Group’s
Environmental Committee, they also have their owiganizations in order to successfully
implement their initiatives aimed at protecting #revironment. Each Maison has its own additional
resources depending on local conditions and the oyjits in-house projects.

= Accordingly, Guerlain has set up @ustainable Development Departmentand Steering
Committee. This Committee, which includes around fifteen @ypes from all the Maison’s
management teams, determines targets to be achigvedch facility and Department every
year, as well as an action plan to implement. [b42@or instanceGuerlain decided to set up a
new body : aSustainable Innovation Committee which each quarter brings together the
employees responsible for marketing and packagirgder to approve major decisions relating
to eco-design.

= Louis Vuitton has a similardepartment, which is responsible for managing its

environmental strategy, primarily via setting up steering groups on sfieéssues, such as the
recycling of materials or ISO 14001 environmentatification. The Environment Manager also
attends theethics and Risk Management Committeewhich brings together around ten key
employees, including three members of the Managem@ammittee. These central
organizations are supplemented by arounduadred CSR officers or ambassadorswho
convey the Head Office’s approach at workshops ianithe geographical regions. In several
countries, like Italy and China for example, thefwmork is combined with in-store supervisors,
the “Green Advisors”.

* External verification of environmental reporting: The LVMH Group has been consolidating
environmental indicators since 1999, and they h@een published since 2001. They have been vetifyed
one of the Auditor's specialized teams since 20D2ese indicators are published in the Registration
Document and in the Group’s environmental report.

o All the consolidation and calculation rules areimked in theLVMH environmental reporting
protocol, which is updated annually, and is available fablg consultation from the Environmental
Department. [ See “Note on the methodology of environmental répa "2016 Environmental
Report” (pp. 60-63).]

0 Any request to read the document may be made hingito: environnement@Ilvmh.fr

External verification of the environmental data andpractices :
Since 2003, the LVMH Group has had its environmemaorting voluntarily and independently audited
by Ernst & Young, one of the Group’s auditors, ac@dance with ISAE 3000 (the International Staddar
on Assurance Engagements 3000 of the Internatibedération of Accountants). For fiscal 2016, the
work focused on :

o alimited degree of assuranceoncerning some selected environmental indicators
= general environmental policy
= preventive, reduction and compensatory measuregigoharges into the air
= water and soil having a serious environmental irhpac
= waste prevention, recycling and elimination meas
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= water consumption and water supply consideringl logastraints

= raw material consumption and measures undertakeniance resource efficiency

= energy consumption, measures undertaken to improgggy efficiency and to promote the usg of
renewable energy

= release of greenhouse gases

= measures undertaken to develop biodiversity

= consumer health and safety.

0 areasonable degree of assurana®ncerning others selected environmental indisator
= percentage of sites certified ISO 14001 (%)

total water consumption for process needs (m3)

total waste produced (metric tons)

total hazardous waste produced (metric tons)

percentage waste recovery (%)

total energy consumption (MWh)

total greenhouse gas emissions (metric tons of&Divalent)

total packaging that reaches customers (metrig tons

Chemical Oxygen Demand (COD) after treatment (métms / year).

[ See “201 Environmental Report(pp. 108-110).]

M Internal_awareness-raising and training on_environnental stewardship for management and
employees:

1. Intranet : In 2009, anintranet website (“LVMH Mind") , specifically devoted to social and
environmental responsibility, was launched to betmmunicate internally the Group’s commitment to
responsible corporate citizenship. This internatgdqrovides details of the issues involved iregafirding
and improving the environment for each functiothe company. More generally, it describes the Gsup
principles and initiatives with regard to enviromtad and corporate social responsibility: diversity
equality, ethics, environmental protection, resjidesprocurement, etc. The site is available toGrbup
employees. It is both an information resource andoHaborative working tool for Environmental
representatives. Employees can also receive négrslétom the site and subscribe to newsflashes.

2. Training and awareness LVMH and its Houses also rely on employee trainimgrder to develop
eco-design. Training tools, dedicated to the emvirent correspondents in the Houses, were develdjed.
Group’s Maisons continue to provide staff with miag and education about the environment.

« In 2016, these programs comprise@d,511 training hours to compare with 2015
(17,049 hours), 2014 (21,489 hours) and 2013 (20/06urs) 2,000 of which were

directly managed by the LVMH Environment Acadenjfd See “2016 Environmental
Report” (p. 19)

* Training in eco-design : Inclusion of the environment, from the design etayf
products, is one of the LIFE Program’s prioriti€ee Environment Academytherefore
offers Group Maisons’ employees in design, reseafchdevelopment and marketing positions the
opportunity to attend a session on this subjece @mployees specifically familiarize themselveshviite
eco-design tools that the Group provides them vgtith as the virtual materials library, which makes
easier to selecting eco-compatible materials. Fapleyees responsible for environmental subjectth@
Maisons, the training course also includes an dhtction to analyzing a life-cycle, delivered in istwal
class by experts from CIRAIG, the Inter-UniversResearch Center for the Life Cycle of Products,
Processes, and Services at the Montreal Polytegbnfytraining module covering version 2 of Edilthe
software for calculating the Environmental Perfonca Index or “EPI”) has also be included in the
Academy’s offering for the Perfumes & Cosmetics $daus.

o In the field ofeco-design in 2016, for instance, the Environment Departmen 01617
incorporated country-by-country review of the environmental rdations intc _
the packaging handbook made available to the Maisarthe Group’s Internet portal.

2016-17
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0 Among the Group’s companor instanc : 2016-17

= About 30 employees frohVMH Fragrance Brands attendeda session on eco-design and
environmental communications 2016.

= Loewe organizes training on materials with an attraceéweironmental performance for its
teams responsible for designiagd developing products.

= Meanwhile, theLouis Vuitton Maison continues to roll out the “Designing Diffatly to
Innovate Tomorrow” program launched in 2014. Thesgm takes two days and is open to
all its employees. Attendees learn how to measwe/dlue-added provided by eco-design in
their businesses and to use it to innovate bynglgn the life cycle of products.

* LVMH began drawing up &aining course on the Environmental Assessment of Suppliers in 2014
working together with some of tihdaisons. The course will be offered to environnmeanagers, as well as
to any employees in contact with the Group’s partniensgxample, buyers, developers, quality assurance
managers and so on.

o The Group’s buyers are invited to attend a one-slagsion entitledBuilding environmental
performance with suppliers”. They learn how to identify environmental riskfatig to suppliers’
practices and to improve the assessment of theke tising a matrix of 10 questions developed by
LVMH.

o Concerning-ouis Vuitton, the year was also characterized by the creafion o
a training program on tl Environmental Assessment of Suppli which is
intended for all the Maison’s employees in contaith suppliers, buyers, developers and quality
experts, etc. The pilot session, which was orgahireNovember and December 2016, included
eight attendees.

o To guarantee the quality of their supplies, @leampagne Maisonsbegan
rolling out theSustainable Viticulture and High Environmental \@HEV) _

certification with their grape suppliers in 2016igli training sessions were organized for 90
winegrowers. The percentage of the Champagne uidsythat has been awarded sustainable
viticulture certification has therefore increaseaf 7% to 10% in one year, i.e. the highest ina@eas
recorded in terms of agricultural certification.

o To promote the framework agreement on waterH&enessyMaison entered -
into a partnership with the Chare and Charen-Maritime Chambers ¢ AUy
Agriculture in order to help its wine-growing pagts to finance the assessment that precedes
measures to ensure compliance in terms of managjsaharges. Ten half days of training on
environmental best practices were provided in otdeontinue supporting its delivery drivers.

» Following the initiatives of 2012, which were degdtto the issues of biodiversity and implementatibn
the Nagoya Protocol, the Group instituted an indgotraining module on January 31, 2013 on the topic
“Biodiversity : from theory to company case-studies

Employees in the stores and the teams responsiblerécurement may also follow -

the training course offered by - Environment Academy oCITES (Convention or ALy
International Trading in Endangered Species of WHauna and Flora), in order to gain a better
understanding of the way in which it concerns tlay-to-day businesses.

* The Maison providedSO 14001 certification training to the management staff
at its industrial sites and to all those involvedhe project group.LVMH continued

the training course on tH80 14001 internal auditintended for the Maisons’ environmental management
system heads in 2016. This training course, whaeldl$ to a qualification and began in 2014, is eege
enable the Group to develop joint audits with thaisdns’ environmental auditors, to exchange best
practices and to increase the overall effectivenéfize audits.
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* Concerning REACH regulations, ten or so awareness-raising and training sess@nsproduct
compliance and chemical substances were also @agaduring the year in order to strengthen the dfe's
inclusion of regulatory constraints.
In the case of the Maisons in the Fash&rnieather Goods and Watches & Jewel
business grou|, LVMH has drawn u a comprehensive program focused on a interna
standardthe LVMH RSL (Restricted Substances List), whicblpbits orrestricts the inclusion of certain
substances in the items broughtmarket, or their use by suppliers. The Groupabetainingits teams on
how to use the RSL in 2016, which will help taisons to adopt a continual improvement approach.

» Concerning theeVMH Light Programme , the LVMH Environment division is increasing thamber

of initiatives aimed at disseminating the “LED cu#” internally. It is working on lighting issuesttv the
teams responsible for the Maisons’ design and enment, arranges training sessions and organises a
“LED Exhibition” at LVMH’s Head Office in Paris evg year.

For instance, LVMH organized three “LEBxhibitions” in Paris, New York and Hon
Kong in 2016. As LEItechnology is still recent and relatively -standardizer the Groug ALy

also published an e-commerce website online, hghtihg.com, in 2014, which offers the Maisons and
their lighting installers the most innovative, efige and low-cost solutions for fitting themselvest.
LVMH rolled out a new version of the website in B)land two Maisons, Louis Vuitton in France and
Sephora in Portugal, have begun using it to maintiaeir electrical systems on an experimental basis
[ See “Environmental Report 2016” (p. 48).]

3. Developing communications and internal/external eants :

* Major events provide LVMH and its Maisons with avpeged framework for demonstrating their
commitment to the environment. This is particulate case with “European Sustainable Development
Week” (in April), “European Mobility Week” (in Sepmber) and “European Week for Waste Reduction”
(in November).

* Training is not the only means LVMH uses to involt® teams in caring for the
. . . . 2016-17
environment. The Group and its Maisons rely on communications and events.

instance, every year Guerlain rolls out an intem@nmunications plan dedicated to its environmental
approach, which resulted in sending about 20 “esng@ms” to its employees in 2016. To raise itsnga
awareness of its sustainable procurement sectbes,Maison also launched “The Perfume Maker’s
Calendar”, a memo in which Thierry Wasser discubsefavorite materials, such as Indian vetiver.

M Grievance mechanisms, communication channels and har procedures (e.g. whistle-blower
mechanisms) for reporting concerns or seeking adwcregarding environmental impacts:

*  Whistleblowing is not allowed in France but several LVMH companiased abroad implemented
specific procedures such as whistleblowing politgere is a public mail address that anyone cantase
report about environmental issue or ask any questiny request may be made by writing to:
environnement@Ivmh.fr.

* In 2009, anintranet website (“LVMH Mind”) was launched to better communicate internally the
Group’s commitment to responsible corporate citshgo.

0 The site is available to all Group employees anbth an information resource and a collaborative
working tool for the environmental correspondetritsis also a means for employees to receive
newsletters and subscribe to newsflashes.

o On this website, specifically devoted to social andironmental responsibility, employees can find
the LVMH Code of Conduct, but also the Environmér@harter first adopted in 2001 and the
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Supplier Charter introduced in 2008, which enswm@iance across the entire supply chain with
strict guidelines.

* “Well-handed client’s request in relation with environment” :

The ability to answer questions from customers and otlrestakeholders about the environmentis one
of the key aspects of environmental performanckidexd in the LVMH “LIFE” program. The Maisons and
their sales associates must be able to providemess with full technical environmental data onradoict
Or process.

o Any member of the public should be able to find cotact persons at the Group’s Houses and
stores and obtain valuable information on its envionmental initiatives.
= This proactive approach was illustrated by Louistddn. The Maison, which communicates
its environmental approach, drafted targeted reglequestions on a variety of issues from
subsidiaries, customers and NGOs. To supplemenhtbenation supplied to Internet users,
it added a spotlight on the end of life of its pwots on its website. The Maison also
presented its initiatives aimed at protecting theienment in an academic context when it
addressed students studying for the Marne-la-Valléster’'s Degree in Luxury Goods and
Innovation. Lastly, Louis Vuitton attended Luxe Radhe luxury goods packaging
tradeshow, which was held in Monaco in October.rBggntatives of the Maison formed part
of the Jury for the “Luxe Pack in Green” Award, aspdoke at the roundtable on the
challenges posed by climate change to the stratefieperators in the luxury goods sector.
= Although Bvlgari has chosen to set up a cross-ine team responsible for responding to
customers’ requests, most Houses focus on makingeat employees ambassadors for their
environmental protection policy. They draw up tmagnicourses and talking points for them,
and even distribute handbooks in order to help stere personnel to answer certain
guestions, such as those relating to the REACH R#gns, or to Responsible Jewellery
Council certification. At the same time, they aeady to provide all kinds of information,
including answering requests from financial investowith a constant requirement for
transparency and accuracy.

o Management of satisfaction and complaintfEd See the example of cosmetic products and
consumer safety in “Environmental Report 201649)] :

»= The very stringent requirements on cosmetic pradgatairantees the safety of our cosmetics,
not just at the time they are placed on the maitk#talso while they are being marketed. A
customer relations network has been set up towesleconsumer complaints and carry out
cosmetic vigilance of our products. Any complambether relating to an intolerance or a
severe irritation, is reviewed by a specializednmeand assessed by a professional. A
consultation with a dermatologist may be offeredh® consumer. Lastly, by analyzing these
complaints and these cases of cosmetic vigilaneecan explore new avenues of research
and improve the quality of our products. The vdringent requirement of the LVMH Group
guarantees the safety of our cosmetics, not justeatime they are placed on the market, but
also while they are being marketed.

= We measure customer satisfaction at the brand .le&valisfaction measurement is not
managed at the Group level. Each Maison has its methodology to measum@istomer
satisfaction Example of Parfums Christian Dior :

- The customer relations service for Europe areased in Paris and operates in nine
languages available on a dedicated space Dior.cpmndil, live Chat, e.mail and
telephone. This service is also available in Clsinge November 2013, and in Japan
since February 2015.

- Parfums Christian Dior has a barometer for meagucustomer -
satisfaction in key European countrigst. the end of 2016 in A Y
Europe, requests for information represente % of all clients
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approached, claims 17 % (on a variety of topichagpackaging,
texture, manufacturing, etc.) and assistance om@wlrders 12 %.
In China, inquiries accounted for 55 % of custoroentacts and
claims 5%. In Japan, customers approached maiohcerned
requests for information, assistance on online rgrdad claims,
respectively 3 %, 3<% and (% of contact:
- In February 2016, Parfums Christian Dior was cfes$i under -
Qualiweb Trophies, n° 1 online Customer Relatiopsim the Ay
Beauty & Cosmetics catego

o Beyond the different requirements of regulations amore particularly the REACH (Restriction,
Evaluation, Authorization and Restriction of Cheal&} regulations, or similar regulations such as
Proposition 65 in California, LVMH has gone furtharthe case of the Maisons in the Fashion &
Leather Goods and Watches & Jewelry business groympting for a genuinask management
policy.

» |t has drawn up a comprehensive program focused pew internal standard, th&/MH
RSL (Restricted Substances List) which prohibits or restricts the inclusion of te@n
substances in the items brought to market, or tregrby suppliers. The Group began training
its teams on how to use the RSL in 2016, which hgllp the Maisons to -
adopt a continual improvementproach Ay

= Another in-house tool, theVMH Testing Program, strengthens the audit system for the
Maisons in the Fashion & Leather Goods businesspgrd enables them, at five partner
laboratories, to test substances considered the¢ atossk, depending on the materials.
LVMH’s Environment Department has also prepared amstributed specific technical
handbooks in order to help suppliers to eliminai¢atn substances and use alternatives.

= At the same time as these initiatives, the Grougastinuing its discussions with other
operators in the luxury goods sector and professiorganizations in order to develop best
practices.

» Dialogues, partnerships and communication about enmonment : The Group LVMH is involved in
several dialogues and partnerships with different ategories of stakeholders from civil societyLVMH

is a holding company which has over 70 luxury beacalvering 5 activities (perfumes and cosmeticapwi
and spirits; fashion and leather goods; watchegewmellery; selective retailing). Due to the diviéesl and
decentralized nature of its activities, the Grouwgs ldefined general principles as regards stakeholde
engagement that are circulated to the managemeiis @rands and subsidiaries. Each LVMH brand,
depending on its priorities, will determine its keyakeholders and implement its own stakeholder
engagement. Each company is in charge of the marageof its brand, according to its own processes,
according to the Group's mission and values. Tlkash brand has its own method of brand strategic
management, aimed at enhancing its financial vahgereputation.
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[ See "2016 Environmental Report” (pp. 24-31) adagythe following categories of informations :
- professional discussions
- partnerships and research projects
- environmental corporate sponsorship
- communications.]

Criterion 11 : The COP describes effectivemonitoring and evaluation
mechanismdor environmental stewardship :

] System to_track and measure performance based orasidardized performance metrics :
Blueprint For Corporate Sustainability Leadership

Strategic Social Investments and Philanthropy

] Implement a system to track and measure performance based on standardized
performance metrics.

All of the Group’s environmental initiatives genergavings or revenue in the short, medium and teng.
The sum of the savings generated, costs avoideda@nd made, which are not monetized today asipesit
externalities for the 70 or so Group brands are sudgject to internal consolidation. The Environnaént
Department nevertheless tracks and promotes thg miainal best practices which represent valuatere
from site operations and product design and matwiag processes.

* New corporate environmental strategic program “LIFE 2020” : TheLIFE program was designed

in 2011 to reinforce the inclusion of environmentaincerns in management processes, facilitate the
development of new steering tools, and take intoaet the changes and enhancements resulting from
Group companies’ innovative practices. The LIFEgpam was implemented by the Steering Committee of
each Group company and is based on nine key asgemtsironmental performance.

KPIs "LIFE 2020" program : In order to further improve consistency andogincy,in
2016the Group gave its companies — regardless of Hpfiere of activity — four shared _

target:

to be achieved by 2020 (2013 being the benchmaaR) yESee "2016 Reference Document (p. 97) and also

"Environmental Report 2016” (p. 13)] :

0 sustainable product design : Group companies makerall of their products more environmentally
friendly between now and 2020. LVMH’s Perfumes &aksmetics houses and Wines and Spirits
houses undertake to improve their Environmentaidaance Index (EPI) score by 10 % (see “Raw
material consumption”). Fashion and Leather Goamssbs and Watches and Jewelry houses are to
define sustainable design guidelines to be appligohg product development ;

0 suppliers and raw materials : Group companies msire that optimum standards are rolled out in
their procurement of raw materials supplies and ragnibeir suppliers across 70 % of the supply
chain in 2020 and 100 % in 2025 ;
cutting energy-related G@missions by 25%

o make all production sites and stores more enviraratlg friendly : Group companies undertake to
reduce at least one of the following indicators atew consumption, energy consumption or waste
production — by 10 % at each of its sites, andaeehan effective environmental management system
focused on ongoing improvement. Stores must be rh&d more energy efficient and new stores
will have to achieve a minimum performance of 5@0the LVMH Store Guidelines score chart.

[ See :
v' “2016 Reference Document” (p. 97)
v" “Environmental report 2016” (pp. 12-13).]

(@)
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e Sustainable construction and renovation. HQE, BBC, BREEAM and LEED :
Most of the LVMH Group's new construction or rentea projects, whether industri

sites, warehouses, stores or administrative office® incorporate environmental criteria. For camdion,
renovation and building operation, the Maisons wprious standards and certifications such as HQE,

BBC,

BREEAM and LEED. Thanks to its sustainable starction policy, LVMH can take every

environmental parameter into account and upholthale parameters to the extent possible at eagh ot
its building projects: design, construction, op@matand renovation. Over the past ten years aBdueco-
friendly” buildings have been constructed by ther.

o

(0]

For instance, the “La Ruche” (The Hive) factory opé by Guerlain at Chartres in 2014 is HQE®
certified at the excellent level.

Louis Vuitton’s leather goods workshop in San DimasSouthern California, has been awarded
LEED® certification at the Silver Level.

Meanwhile, Berluti recently commissioned a manufang workshop with a surface area of more
than 8,000 m2 in Italy which has been fitted withaural more than 8,000 m2 in Italy which has
been fitted with a natural ventilation system,ghting system that maximizes the use of dayliglat an
an electrical power supply fed by solar panels.

Some of those buildings were seminal thanks ta fieneering characteristics. This was the case of
EOLE: this platform, opened by the Louis Vuitton istan in Cergy-Pontoise in 2007, was the first
warehouse in France built following an HQE® apptoas part of a pilot project, and was then the fi
rst warehouse in Europe to be awarded the US LEHD®M certifi cation at the Gold level in
2015.

Sephora provided a further illustration of the LVMI&roup’s pioneering spirit where
environmentally-friendly buildings are concerned 2016: its La Canopée Store, opened in the
Forum des Halles in Paris, was awarded BREEAMGIfeztion at the Excellent Level. The Maison
is the first business in its sector to achieve k&l of performance in France. La Canopée is also
the first Sephora store to be awarded BREEAM® feeation in the Europe region.

Other exemplary projects are in preparation withim LVMH Group. For instance, the Champagne
Maisons launched two major projects in 2016 : théersion of the Mont-Aigu site, where a
240,000-hectoliter winery will be built, and Comeétke future Veuve Cliquot development site.
These projects are both pilot HQE® operations ailidoe subject to certification. They have both
already been assessed as meeting the Exceptiorialév@l by Certivéa.

The impact of high-profile projects : the example bthe Louis Vuitton Foundation.

As a reminder, the Louis Vuitton Foundation offllyiaopened its doors to the public on Monday
27 October 2014. The building housing it, desigr@dBernard Arnault’s instigation by the
American architect Frank Gehry, is an outstandinghue for French and international
contemporary artistic creativity and the influerafethe French capital. Truly a “cloud of glass”,
the Foundation stands in the Jardin d’Acclimatatiarthe northern part of the Bois de Boulogpe,
Paris. The aim of the Louis Vuitton Foundationassupport and promote contemporary artistic
creation in Paris and internationally. Its colleatiand exhibition schedule are in line with the
historical artistic and creative movements of tl#h2and 21st centuries. The Louis Vuitton
Foundation building includes galleries holding pamant exhibitions, temporary exhibitions gnd
art orders. The last feature is a 350-seat (buabks) auditorium designed to host events in aeang
of fields. As part of its opening art programmeeg thouis Vuitton Foundation presented [an
exhibition on Frank Gehry’s architectural plans tlee Foundation. The exhibition was thus linked
to the first European retrospective mounted byRbmpidou Centre on Frank Gehry’s work from

October 2014

[EQ See “Environmental Report 2016” : “A Sustainabtn€truction Policy” (pp. 22-23).]

Global Compact — LVMH’s Communication On Progress7201



-84/121-
« Among many examples or case studies about costgavri revenue generation in 2016-17
energy, water andwaste:

o The in-housecarbon fund is a new tool helping to reduce greenhouse gasseonis by 25%. This
innovativeinitiative in the luxury goods sector is based ba ideathat assigning a price to carbon,
by valuing the cost of businesstivities that emit greenhouse gases, may enceusaghangén
behavior. Carbon contributions are calculated iopprtion to the greenhouse gas emissions
generated by their activitiespd more specifically to the energy consumption of the producsdes
and the stores; the Maisons are then responfbleleasing an investment amount that is at least
equal to theontribution. This provides a Maisons with an “ddufial rightto invest” in projects that
reduce emissions. The price of a metan of greenhouse gas, which may be reviewed eyeay,
was set at €5 in 2016. It was decided that the amounts indestsuld be dedicated to financing
three kinds of projects: investmentsequipment that enables a reduction in energyswoption,
studies aimed at improving the understanding amohitoring of energy consumption, and
investments in thproduction of renewable energy.

The bet was successful since, one year laterp#digirojects amounting to EUR 6.7 million were
selected, instead of the EUR 5 million initiallyaphed. The Maisons were heavily involved and
contacted the fund to finan@8 projects 70% of which relate to the stores. The projecesewn
selected on the basis of five criteria: the canogpact (what do the C{emissions avoided represent
compared with the site’s emissions ?), the carbdboiency of the investment (what is the amount
invested in order to avoid the emission of one imétmn of CQ ?), the trigger effect (is the project
feasible without financing from the fund ?), theemplarity of the project (does it provide a strong
sign of the Maison’s commitment ?) and its innox@thature (does it rely on new technology, or
does it represent a pilot project within the Gra2)p LVMH’s in-house carbon fund proved its
effectiveness as from its first year of implemeiotatand encouraged the Maisons to involve
themselves in new initiatives.

0 100% of the electricity consumed at manufacturing sites and head offitPsudums Christian Dior
in France comefom renewable sourcesIn terms of CQimpact, this represents a 90% reduction
on an equivalent consumption basis. At our productite in Saint-Jean-de-Braye alone, this
represents savings equivalent to travelling arabiedvorld 300 times by air.

0 Moét & Chandorhas invested EUR 150 millionin building a particularly environmentally friendly
wine-production center anginery in Qiry, in the Department of tidarne. The Mont-Aigu project
was thesubject of an HQE® (High Environmentalenablesnergy savings of 76%4o beachieved
for air conditioning and heatingnd water consumption to lbeduced by 30% throughout its life
cycle.

o LVMH relies on the LVMH Lighting program in ordep toptimize its energy consumption. This
program was introduced in order to develop theafsgew lighting technologies within the Group,
and particularly of the LED technology, whigleduces electricity consumption by 30% on
average avoids a considerable amount of maintenance amddes high-quality and reliable light.
[ See “Environmental report 2016” (p. 48)]

o0 The benefits of eco-design are tangible: for instarby eliminating the external packaging and
altering the materials for its new face mask lawacim 2016, Sephoravoided emitting 51 metric
tons of CQe into the atmosphere

o The new Polish warehouse of Sephora which open@®1%, now separates the packaging of the
advertising materials it uses in the stores, whihthen repackaged on a store-by-store basis. This
process enables the number of pallets transpastéiaetboutiques to be reduced by a factor of two,
resulting in 30% fewer trucks on the roads.

o The Maisons are increasingly prioritizietectric transport for short distances This is the case of
Guerlain for instance, which has been supplyindPdss stores via a zero-emission road route since
2014, in partnership with Speed Distribution Logjse and Renault Trucks: these city rounds
regularly cover over 200 kilometers in fully electf6-metric-ton trucks. This initiative — a world
first — enables the Maison to avoid emitting 7 meetvns of CQ into the atmosphere every year.
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o Forinstance, Edibox (the software for calculating Environmental Performance Index or “EPI”) is
currently being adopted by Bvlgari has used thexnidr 242 products. The Maison has also relied
on these assessments in order to roll out a paliogd at reducing the environmental footprint & th
packaging for its perfumes, watches and jewelrig limiting the amount of packaging and reducing
its size: it thussaved 48 metric tons of paper and cardboardised in the packaging for its 50 ml
and 100 mlAqua Amarabottles in 2016. It is also reducing the use obkfta while increasing the
use of paper and cardboard that are FSC-certifiedthat come from sustainably managed forests.
By the end of 2019, these should account for 75% $ paper and cardboard purchases

o Sephora has set up a working group on the lifeecpélproducts in the United States. First, the
Maison quantified the environmental impact of iegpBora CollectiolRouge Cream Lipstick Rouge
lipstick range. Then it assessed the results, agying on experts, in order to identify avenues f
improvement.Thanks to this study, Sephora US knows that it mustocus its efforts on the
ingredients used in manufacturing its lipsticks, ad on their packaging and sale as a priority

o Guerlain has alreadgaved 35 metric tons of cardboard every yearthanks to eco-design, by
redesigning its perfume boxes in order to redueé 8ize by 15%. It shopping bags are now entirely
recyclable, while all its pouches are FSC-certifiadd its Bee bottles can be refilled indefinitely,
thanks to the perfume fountains installed in itatimues.

o Guerlain is also very proud of the developmenttefriew creamQrchidée Impérialewhich was
launched in 2017. The size of the pot was alsosagljito its contents, and isight was decreased
by 60%. Meanwhile, the size of the box was reduced by 4886 it was made 100% recyclable.
These efforts enabled the Maison to decrease thjeqg's carbon footprint by 58% on an overall
basis.

0 Reducing and recovering waste is another workingripy for LVMH, which is increasingly
focusing on the circular econonin. 2016, 86% of the 80,787 metric tonsf waste generated by its
business activities were recycled, recovered agygro re-used.

M Leadership review of monitoring and improvement resits :

 The main challenges of each business group are gadnhy the strategic “LIFE 2020 program
(LVMH Indicators for Environment) structured aroumihe key aspects of environmental performance
under the control of thExecutive Committee

* Each year, the reporting on corporate sustainghahid particularly “environment” is approved by the
Board of Directors.

e At its meeting of April 14, 2016, the Board of Diters decidedo establish an
Ethical and Sustainable Development CommitteeThe Committee met once during 1

year, with two of itsmembers in attendance. During this meeting, thedor of Environmental Affairs
presented an overview of the Grougstivities in relation to the environment, coverimgparticularthe
manner in which strategic issues are being takenancountyecent achievements, sources of innovation,
and the safeguardirgf raw materials and assets.

* Environmental Department, which was set up in 198@prts directly to a member of the Executive
Committee, nameljntonio Belloni, the Group’s Chief Executive Office.

* Even before rolling out the “LIFE 2020” program,daas early as 1998, LVMH therefore designed a
reporting tool that covers the main issues relatingpe environment.

o0 The Group companiescan use the tool’'s questionnaires to monitor dadrsheir own indicators,
while every company is free to adjust them in adaoce with its environmental impact, and the
frequency of the measurements gathered.

0 The data gathered are checked byShketutory Auditors, and supplemented by audits, which have
been consolidated in LVMH’s management report sR@@4.
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o0 They may also be disclosed, upon requessta&eholderssuch as environmentahd social rating
agencies, shareholders, investors and customers.

V1 Process to deal with incidents :

* Environmental protection policies and methods :

[EQ See:
v/ “2016 Environmental Report” :
- “The framework for action” (pp. 7-17)
- “Managed risks” (pp. 20-21)
- “Certification Processes” (pp. 21-22)
- “A sustainable construction policy” (pp. 22-23)

v’ “2016 Reference Document” :
- “2.1.10. Industrial, environmental and meteorolagtsks” (p. 38)
- “1. General environmental policy” (pp. 97-98)
- "1.3. Preventing environmental risks and pollutigp’ 98).]

* Product Safety and Customer Health :

[ See :
v' “Ensuring the traceability and compliance of matsriand products” in “2016 Environmental
Report” (pp. 42-43)
v' “6. Consumer health and safety” in “2016 Referedoeument” (pp. 106-107).]

* No incidents to report in 2016.The amount of EUR 13 million as of December 31,2(BUR 13
million indicated for 2015) corresponds to the fingl guarantees required by law for Seveso upper-t
establishmentsEd See “2016 Reference Document” (p. 98)]

M Audits or other steps to monitor and improve the emironmental performance of companies in the
supply chain :

* Auditing/monitoring the suppliers :

[EQ See:
v' “Supplier relations” in "2016 Reference Documemi.(89-91)
v' “The LVMH Supply Chain” in "2016 Annual Report" (81).]

* Examples of collaboration/information with suppliers :
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[V Outcomes of integration of the environmental pringples :

* No incidentsto report in the recent years.

 The amount of EUR 13 million as of December 31, 2FEUR 13 million indicated for 2014)
corresponds to the financial guarantees requirdduyor Seveso upper-tier establishmerf&l See “2016
Reference Document” (p. 98)]

* LVMH is assessedon its environmental policy by its external statielers. The Grous included in

the main indices based on responsible investmenti@ria, i.e., FTSE4Good Global 100, Euronext Vigo
Eurozone 120 and ESI (Ethibel Sustainability IndjcEurope. The Group was also awarded a 56.3/100
score by the French Corporate Information Cent&lKE(J; which conducts an annual survey on employment
and environment-related information in companiesiwal reports.
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Robust Anti-Corruption Management Policies & Proceuks

Criterion 12 : The COP describes robustcommitments, strategies or policies
in the area of anti-corruption:

M Publicly stated formal policy of zero-tolerance otorruption (D1):

M Policy on anti-corruption regarding business partrers (D5):

M Commitment to be in compliance with all relevant ati-corruption laws, including the
implementation of procedures to know the law and maitor changes (B2):

*  One of the six principles of tHeYMH Code of Conduct ("Implementing and promoting a responsible
approach") includes theurpose to fight against corruption The anti-corruption and bribery policy covers
the following aspects :

« Responsible behaviour towards partners: LVMH is oited to maintaining equitable and loyal
relationships with its partners (suppliers, distitbrs, subcontractors, etc.). LVMH will inform aif its
commercial partners of its ethical principles angectations. LVMH asks its suppliers to comply ki
principles set out in the Suppliers’ Code of Condiibis code specifies the demands in the areas@él
issues (forced labour, child labour, harassmenscdmination, and pay, working time, freedom ofounsi,
and health and safety), environmental and operaitigssues (legality, custom tariffs, safety, sulb@mting
and corruption).

« Fighting against corruption: LVMH prohibits angrim of corruption. Any payment must reflect a smrvi
and legitimate price as described in the contraatsl agreements. LVMH only authorises gifts and
invitations in the usual social and commercial attans. LVMH is committed to operating independeintl
public life. LVMH prohibits the payment of moneptditical parties, trade unions or cultural orgaations

in an attempt to promote a particular interest dot@in or maintain an advantage.[ed See “LVMH Code
of Conduct” (p. 13).]

This Code has been adopted at the Board meetitayviog the AGM on May 14th 2009 and distributed
since May 2009 to all Group employees.

0 The specific policy regardingransparency and integrity of influence strategiesand practices"

is taken into account by the "LVMH Code of Condufiteamble and 84 "preventing conflicts of
interest”):« As actors in economic and social life, we ardethto the highest standards of integrity,
respect and engagement in our behaviours, every eegrywhere. (...) All employees can find
themselves confronted with situations in whichrtpersonal interest or that of private individuals
or corporations with whom they are linked or clésecan come into conflict with the interests @& th

Group. Employees must, when taking stakes in atbempanies and in their activities outside the
Group, do everything possible to avoid finding teelwes in situations of conflicting interests with
LVMH or any other linked company. In this mattdrwill be the employee’s responsibility to
determine a course of action in all honesty andnigknto account their duty of loyalty towards.

LVMH and if in doubt to consult their line managdihe employee must notify all conflicts of
interest in writing. »In particular, the Group recommends and overdez#iplementation of codes

of conduct, supplier charters, formalized procedufer declaring and monitoring conflicts of

interest, and the implementation of delegation imegrthat outline the responsibilities and powérs o
each employee.

Global Compact — LVMH’s Communication On Progress7201



-89/121 -

0 As has been done for fair competition practicesicoete measureand charters have been put in
place on the subject of preventing corruption whach specially worded for the Group as a whole,
business groups, companies and regions.

In this regard, and following, in particular, thetroduction in 2015 of a

Charter applicable to all entities operating inr@hiin 2016 the Group further
stepped up its efforts to identify and safeguarairesy risks, and to train and

raise awareness among employees. The review ofGtloeip’s Code of

Conduct takes account of changes relating to thadeimentation of these

different policies.

The system in place to prevent any infringemenmohey laundering rules 2016-17

was also enhanced in 20 -

o0 At the initiative of the Chairman and Executive Mgement, a working
group, bringing together the relevant departmefitthe holding company,
was formed in 201€The aim of this working group is to anticipate futue
legal and regulatory developments and to establisiver more stringent ethical and governance
standards for the Group. Its first task was to submit to the Executive Cadttem a proposal to
revise the Code of Conducthat would define unacceptable behavior and cpomgding sanctions
and, if necessary, put place whistle-blowing alert procedures The working group’s leaders will
in future play a central role in the definition/loait, adoption, supervision and control of systems
designed to ensure that all Group activities aaaddrds-compliant.

2016-17

* All the Group’s brands have adopted and implemettie®upplier's Code of Conduct(deployed in
March 2008 and implemented at all Brands and sidyg#d by the end of 2008) which lays down the
Group’s guidelines for Social Responsibility ane thght against corruption. Any collaboration wigh
partner requires their commitment to all the ethpranciples in this code.ld See "Working methods" in
Supplier's Code of Conduct (p. 2)«: Anti-Corruption: Our suppliers shall agree to d@mn and act
against corruption in all its forms, including extion and kickbacks.]»

* The Group conducts business internationally and assult is subject to various types of risks and
uncertainties. In order to protect itself agaih&t tisks associated with an inadvertent failureaimply with

a change in regulations, the Group has establigshesfjulatory monitoring system in each of the regio
where it operates. The Group maintains very fewapmmns in politically unstable regions. The legald
requlatory frameworks governing the countries whbke2Group operates are well established. Furthermo
it is important to note that the Group’s activisyspread for the most part between three geograpduic
monetary regions: Asia, Western Europe and theedrtates. This geographic balance helps to dfiget
risk of exposure to any one area. Lastly, the Grtakes an active part in discussions worldwide on
negotiations regarding access to markets as weljesements on easing access to the European tmion
non-European tourists.

Criterion 13 : The COP describes effectivananagement systents integrate
the anti-corruption principle:

M Support by the organization’s leadership for anticorruption (B4):

. > See in this COP 2017 the LVMH commitments at tighdst level : “Criterion 1 : The COP describies
| mainstreaming into corporate functions and businests”, (pp. 6-10) and “Criterion 19 : The CC)P
. describes CEO commitment and leadership” (p. 116).

5 > See in thls COP 2017 the management of risks ité@n 2 : The COP describes value chaln
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Criterion 14 : The COP describes effectivemonitoring and evaluation
mechanismdor the integration of anti-corruption:

M Process to deal with incidents (D13):

M Public legal cases regarding corruption (D14):
No incidents to report.
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Taking Action in Support of Broader UN Goals anddaes

Criterion 15 : The COP describes core business contributions to UN
goals and issues:

M Align core business strategy with one or more rel@nt UN goals/issues:

Blueprint For Corporate Sustainability Leadership

Core Business Contributions to UN Goals and Issues:

M Develop relevant products and services or design biness models that contribute to UN
goals/issues :

M Adopt and modify operating procedures to maximizecontribution to UN goals/issues :

* Increasing the employment of people with disabiligs :

0 As regards training, in 2014 LVMH launch&XCELLhanCE” , which benefits from support from
AGEFIPH in the form of a partnership agreement. B&{LhanCE” enables people with disabilities
to simultaneously obtain a degree, significant eepee at the LVMH group’s companies and
expertise specific to the luxury industry. It issbd on intensive work-linked training programs,
lasting 12 to 24 months, in three professional dBel sales, logistics and human resource
management. Candidates are selected usingHtredi-Talentsprocess, based on work-related
simulation exercises. These innovative recruitnsgsisions make the hiring process more objective
and serve to identify abilities and skills that dentransferred to the professional sphere.

The first intake of sales advisors and inventoryhaggers was in 2014, resulting

in 64% of participants obtaining a vocational gfidition in logistics or a BT!
technical qualification in Management of Commerdiklits in 2016. In total, 74% of participants
then continued to work for the Group on a fixedvtesr permanent contract or continued with their
studies. The second intake was in fall 2016. Spanh0d Group companies, it has allowed 13 people
with disabilities to enter employment under worlddraining contracts, most of them retraining in a
new profession, still in the roles of sales advisorentory manager and human resources assistant.

o In March 2011, Moét & Chandon foundddHEA , a company that offers facilities adapted to
employees with disabilities. A fully autonomous igntMHEA maintains a disabled employment
rate of 100% and provides the best possible workiogditions for employees affected by
disabilities, without any change in the terms @itltompensation.

In earlyJune 2016 Moét Hennessy Entreprise Adaptée (MHEA) celeloréte
fifth anniversary. This entity helps avoid breakemployment contracts fi
incapacity by supporting employees facing diffiegtin their jobs. The company has also enabled
the recruitment of several jobseekers with disadd] working in cooperation with local structures
such as the CAP Emploi and Péle Emploi public agsnd-ive years after its official launch by
Christophe Navarre, President of Moét Hennessyntah&aemperle, Human Resources & Synergy
Director at LVMH, and Marie-Anne Montchamp, Secrgtaf State at the Ministry of Solidarity and
Social Cohesion, Moét Hennessy Entreprise Adaptee dstablished a particularly strong track
record.

2016-17

0 “Sheltered” employment : LVMH also encourages use of the supported employrseator in
France, the figures from which can be used in ¢afitiy the overall proportion of employees with
disabilities. The supported employment sector esghbl person with a serious disability, whether
permanent or temporary, to work in an appropriaéelgpted environment.

Global Compact — LVMH’s Communication On Progress7201



-92/121 -

2016-17

= On November 7, 2012 the Group organized its firghit@tion on Disabilities and
Responsible Procurement as part of its approachregponsible decision-making in
procurement. This exhibition showcased various miggdions specializing in disability
employment as well as the sponsorships run by HEmdloét & Chandon, Guerlain, Louis
Vuitton, Make Up For Ever and Parfums Christian iDibhe event was attended by about

170 managers from all Group companies.
2016-17

On March 14, 2016, the firRisability & Responsible Purchasing trade

fair was held at the Palais des Congreés in Paris. mh®vative even-

which was initiated by LVMH and organized by Groupes Echos in partnership with the
Société Générale group and EY — aims to bring hmgebusinesses and stakeholders
supporting working people with disabilities, andseaawareness of disability-related issues in
the workplace. As the first trade fair dedicated dioect employment and responsible
purchasing favoring people with disabilities, thesdbility & Responsible Purchasing trade
fair was a groundbreaking event putting potentiaydss in contact with suppliers from
sheltered and disability-friendly sectors. In oréierencourage the sharing of best practices
and advice, a program of over 25 workshops andapjeconferences was provided covering
three themes: awareness, responsible purchasindit@ot employment. This first event was
a great success, with more than 1,500 visitors Bgnd meet some 70 exhibitors. Toni
Belloni, LVMH’s Group Managing Director, and Chahn@aemperle, the Group’s Director of
Human Resources and Synergies, took part in thet @lengside Marie-Anne Montchamp,
former French Secretary of State with responsybiidr people with disabilities; Séverin
Cabannes, Deputy CEO of the Société Générale genugp,Jean-Pierre Letartre, Managing
Partner of EY France.

As a result of these efforts, the Group increased groportion of its employees witlm
disabilities in France td.9 % according to official standards (sum of direct amdirect

proportions) at the end of 2016. Internationally, the situation is dependent on local
legislation, the proportion of staff with disaligis stands &1 %.

= At Group level in France, services outsourced t@ thupported
employment sector were worBUUR 6.6 million in 2016corresponding to
312 jobs, i.e. an increase + 6.5% in 2016compared to 201

Number and % of disabled persons | 2010 2011 2012 2013 2014 201 2016
France | total headcour 507 543 57z 628 62C 70% 81¢
global employment ra 3.57 % 3.72% 41 % 4.1 % 41 % 45%| 49%
Group | total headcour 775 824 92¢ 97¢ 103¢ | 113C | 1241
global employment ra 0.93 % 0.84 % 0.87% 0.85 % 085% 1% 1%

The share of disabled employees in the total waockfin France has largely increase over the p&@i®-2016 from 3,20% to
4.9 % (i.e. by + 53.1%) (French AGEFIPH standards).

* |nvolvement of women :

Through itsEllesVMH program, a coaching program specifically designed for feittemale executives
was launched with success in 2007. The EllesVMHaitive is aimed at supporting the career develagme
of talented women and helping them achieve thdlipfitential at the LVMH group.
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In 2016, corporate initiatives rallied more th800 people(lwomen and men) around thig
issue
Building on this success, the Group capitalizedtlo®m enthusiasm stirred up by thg
initiative to organiz¢‘EllesVMH Connect” , a completely new worldwide digital eve
in November 2016. The initial launch event, heldSaptember 23 and backed by a global digital cagnpai
featured workshops where women and men workedhegen the issue of equality. Nearly 300 discussion
groups in 22 countries got to share their ideath@n become more aware of and correct gender-related
behaviors that can hold back women’s careers, att gost these ideas on the “EllesVMH Connect”
platform. Each Group company ambassador was askegout together a six-person, gender-balanced
discussion group, which was invited to connectricoaline platform on September 23, 2016. Partidipan
could complete a workshop led by Joan Williams,f€sor of Law at the University of California and
Founding Director of the Center for WorkLife Law Ban Francisco, who presented the results of her
research on women and leadership, including fopegsyof behavioral biases that hamper women’s career
advancement at companies. After watching the videadicipants were invited to share their ideasow
to look out for and correct these detrimental béray by posting them on the “EllesVMH Connect”
platform. The in-house initiative was a major swss;eso the event was extended and replicated atpGro
companies.To date, just over 2,000 employees have attendedetlworkshop at around 43 Group
companies The next step will be to analyze all the contiifmus made by EllesVMH Connect participants
and use them to improve EllesVMH'’s long-term swggtea key goal of which is to have women make up
50% of Group companies’ management committees 0.2Gome countries such as Japan used the
opportunity to re-activate local networks. In othmuntries, it provided an opportunity to createvne
communities, such as in Australia, Africa (Southiéd and Nigeria) and Latin America (Brazil, Mexiand
Argentina). Participants’ contributions have helpeselop the EllesVMH strategy.

« Employment and regional development :LVMH applies a policy of 2016-17
employment conservation and development. Thanksetgustained development of

brands, many commercial jobs have been createderry €ountry where the Group is present, especially
as part of the extension of the self-managed steteork. “Net permanent job” creation consequently
amounts t®,130 people of which 8,692 on permanent contradts 2016 around the world, i.e. a very
sharp increase of 136% relative to 2015[Ed See “Jobs and regional development” in “2016 Socia
Responsibility Report” (pp. 61-67)]

o0 See many examples from the heart of Paris, thetatapi France and the lle-de-France region,
through Cosmetic Valley, in Vendée (Pays de lad_o@gion), in Grasse region, in Italy, etc...

0 See many initiatives in knowledge transfer proceSshool of leather goods established by Louis
Vuitton, Académie du Savoir-Fairerluti), Moét Hennessy Asia Pacific sales schaaewe’s
leather crafts training center,[Ld See “2016 Social Responsibility Report” (pp. 33}34

o0 As a signatory of theApprenticeship Charter, the Group devotes considerable efforts to the
development of apprenticeship opportunities, whitdcilitate young people’s access to
qualifications. As of December 31, 2016, there wage thanl 179 young peoplevorking under
apprenticeship or professionalization contrac@lliof the Group’s French companies.

o In 2014, the LVMH group created thHastitut des Métiers d’Excellence (IME), a work-linked
training program. The year 2016 saw the second tléiSs graduate, and the results testify to the
program’s success: of the 64 apprentices who tbekekam in 2016, all were successful — for the
second year running; 82% were employed, taken aerumn apprenticeship contract or are
continuing their studies, and 26 apprentices reckia professional distinction. In 2016, 120
apprenticeship contracts were awarded in Group eamep. Around 200 apprentices have received
training through IME and its partner schools si@éd4, with a graduate placement rate of 90% at
the end of 2016.

[ See “2016 Social Responsibility Report” (pp. 33}32

o Decentralized Group company initiatives :To further anticipate their requirements and smadlo¢h
knowledge transfer process, some Group companies tr@ated their own training structures to
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meet ever more specific challenges. One developme2®16 was the opening of the Manufacture
Bvlgari top-end watchmaking center. Spread across §ites in the heart of the Jura region in
Switzerland, Manufacture Bvlgari centralizes evetgge of the creation of the highest-precision
watch parts. All the components, from mechanismsatings to metal straps to high-end dials, are
produced in-house. At the center, some 350 empsoyeek with skill and accuracy on every stage
of production from initial design and developmeght through to the final quality controls. A large
number of professions are united at the centemcasing traditional skills and cutting-edge
technology. In the Meyrin district of Geneva, LabRgue du Temps is a new-generation
watchmaking facility where Louis Vuitton gives theeativity of its employees a truly free rein. All
the professions and professionals of the traditi@maof watchmaking work side by side at the

facility, driving innovation and experience sharing
[ See “2016 Social Responsibility Report” (pp. 3)-38chool of leather goods

established by Louis Vuitton, Académie du Savoir-Faire(Berluti), Moét
Hennessy Asia Pacific sales school, Loewe’s leatlogafts training center, ...]

Criterion 16
philanthropy :

Blueprint For Corporate Sustainability Leadership

Strategic Social Investments and Philanthropy:

M Pursue social investments and philanthropic conthutions that tie in with the core competencies or
operating context of the company as an integratedapt of its sustainability strategy:

M Coordinate efforts with other organizations and iritiatives to amplify—and not negate or unnecessasl
duplicate—the efforts of other contributors:

M Take responsibility for the intentional and unintentional effects of funding and have due regard fotocal
customs, traditions, religions, and priorities of @rtinent individuals and groups:

The COP describes strategic social nvestments and

The breakdown of philanthropic activities by coynénd activity is not detailed and disclosed in LMM
Reports :

Amount (thousand of euro:

Type of Contributior 201z 201z 201« 201¢ 201¢€
Cash contributior 83567 | 8948. | 122 89: 103 €22 | 121512
Time : employee volunteering during paid workingite 69C 17C 18E 143 21C
In-kind  giving: product or services donations, 520 673 661 1189 1159
projects/partnerships or simi

Gross total 105055 | 122881
Fiscal impac 5097¢ 5707¢
Net Total 54 07& 65 803

The LVMH Reports (as reminded above) present diffeinitiatives which can be value
in the field of philanthropic activities. The LVMHWest practices for the year 2016 aN Ll
presented according to the following typolo

1. Culture, Heritage and Contemporary Design :

* The first component of the LVMHorporate sponsorship program focuses orpreserving artistic
heritage in France andorldwide through the restoration @istoric monuments, the expansion of the
collections of leading museums, our contributiormajor national exhibits and osupport of the work of
contemporary artists.

0 2014 was highlighted by the opening of thendation Louis Vuitton on Monday, October 20,
2014, by French President Francois Hollande. Thieibg housing it, designed at Bernard Arnault’s
request by the American architect Frank Gehrynisatstanding venue for French and international
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contemporary artistic creativity and the influermfethe French capital. Since its inauguration in
October 2014the Fondation has hosted more than 2.5 milliortosisi

= In the spring of 2016, the Fondation’s program gmxlion“The Observatory of Light”, a
work in situ by Daniel Buren. The French artist covered each of the buildingslve glass
sails in checkerboards of thirteen different calditsis work upends our perception of light as
the hours go by and the seasons change, and iistevdib Frank Gehry’s architecture in a
spectacular and unprecedented way.

= In the fall, the Fondation presentéitons of Modern Art. The Shchukin Collection.
Hermitage Museum — Pushkin Museum? This exhibition pays tribute to Sergei Shchukin,
one of the greatest art patrons of the 20th cerdndya visionary collector of French modern
art, by bringing together 130 masterpieces by MoMetisse, Picasso, Gauguin, Cézanne, Le
Douanier Rousseau, Derain, and others, loanedé¥tishkin Museum in Moscow and the
Hermitage Museum in Saint-Petersburg. The exhibitiwhich was inaugurated on October
20, 2016, has been unanimously acclaimed as a naajstic event both in France and
abroad. It has been remarkably successful, apgetdirtrench and foreign visitors alike.
When it closed on March 5, 2017, the “Shchukin”iekton had welcomed over 1.2 million
visitors, setting a record for an art exhibitiorFHrance.

= In the spring of 2017, starting on April 26, teehibition “Art/Afrique, Le nouvel atelier”
(Art/Africa, The New Studio) provided an overview gontemporary African artistic
creation, from sub-Saharan Africa to South Afritehas been organized into three themes:
“Les Initieés” (The Initiated), selected works frodean Pigozzi's collection of African art;
“Etre 1&” (Being There), South Africa, a contempyrart scene; and “Africa in the Fondation
Louis Vuitton Collection”.

= As well as the exhibitions, the Fondation Louis tthn offers a year-round program of
musical excellence with master classes, concedsenitals by talented young musicians.

o Alongside the key partnerships forged with schamtsl universities, the LVMH group aims to
encourage and develop the talent of the next geoeraf designers. With this in mind, in 2014
LVMH created a benchmark award : théMH Prize for Young Fashion Designers Following in
the footsteps of Thomas Tait in 2014 and Marquemedda in 2015, and after a thousand
applications had been whittled down to a final sid® of 23 designers, the jury awarded thied
edition on June 16, 20160of the prize to Grace Wales Bonner for her mensvirand Wales
Bonner. She was awarded EUR 300,000 and a yearsonmey from an LVMH team. Given the
extremely high level of the competition, the jurgctled to award a special prize to Vejas
Kruszewski for his ready-to-wear label Vejas. Theaal prize winner received EUR 150,000 and
will also receive a year’'s mentoring. the trophytlee Prize designed by artist Jean-Michel Othoniel
was presented to Grace Wales Bonner by acclaimetchractress Léa Seydoux.

o0 LVMH’s primary sponsorship focus atistic heritage in France and around the world restoring
historical monuments, enriching the collections nadjor museums, contributing to high-profile
national exhibits and supporting the work of corpenary artists.

= In 2016, LVMH and Christian Dior sponsor@afur Eliasson’s designsat theChateau de
Versailles This allowed a very large number of people tonesis the interaction between
one of the world’s greatest contemporary artist$ @me of the most emblematic settings of
French art and culture.

= LVMH also remains committed to supporting contenapprdesign and continued to sponsor
two signature arts events. First, in the springupportedMonumenta, an exhibit in Paris’
Grand Palais, and the work by Huang Yong Ping. Thenthe fall, it sponsoreduit
Blanche, the all-night Paris arts festival, with specifiatronage of Lebanese composer Zad
Moultaka’s performance “La Montée des ombres” (fike of the shadows).

= To promote the protection of our universal heritage encourage awareness, at the end of
2016, LVMH also joined forces with Réunion des Mesé&lationaux — the Grand Palais and
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the Louvre Museum, under the patronage of UNES©Gpbnsor thexhibition “Eternal
Sites. From Bamiyan to Palmyra” LVMH also continued supporting the Odéon Thédgee
I'Europe in 2016, with its production of “Phaedpé(starring Isabelle Huppert; and again in
2017, with Colm Toibin’'s “The Testament of Mary’rected by Deborah Warner and
starring Dominique Blanc.

= LVMH also renewed its support for thedéon-Théatre de I'Europein Paris to create
“Phaedra(s)” starring Isabelle Huppert.

* Initiatives for young people: Primary and secondary school pupils as well astadents participate in
educational programs designed and started by tbhepGio enable them to take advantage of the richest
possible cultural experiences, particularly inieial arts and music.

o LVMH’s initiatives to support education and youngople include designing and initiating
educational programs that bring the best of attistilture to elementary, junior high school and art
school students. In 2016, LVMH renewed its sportspref the International Music Academy
founded in Switzerland by conductor Seiji Ozawaptowed its“1,000 seats for young people”
initiative which over the past 15 years has enalylmehg musicians at the Paris Conservatory to
attend key concerts of the Paris season, and cetito lend from its Stradivarius collection.

o Lastly, year after year, LVMH continued toan the Stradivarius instruments from the LVMH
collection to young virtuosos.

2. Health and Research :

* For the last 20 years, in France and around thédwouar Group has supportedimerous institutions
recognized for their work for children, particularly the Paris Hospitals Foundation (Fatreh HGOpitaux

de Paris — Hopitaux de France), the Le Pont-Nesd@ation, Save the Children in Japan, the RobiodHo
Foundation in New York, and the Claude Pompidouniéation, which helps elderly and disabled pepple
and for which a gala benefit evening was held atRbndation Louis Vuitton in December 2014MH

has also chosen to support several foundationsreseghrch teams engaged in cutting-edge publichhealt
researchln 2016 in particular, LMVH sponsors tHastitut de la Vision for the design and implementation
of an innovative research program into vision acckas to art for the visually impaired, developedlose
collaboration with théviusée d’Orsay.

 The 2016 Diner des Maisons engagédS€ommitted Companies Dinner): The fourth Committed
Companies Dinner, celebrating the workforce-relaed social commitments of the LVMH group’s various
companies, was held on Wednesday, December 7, Z0iHyear, the dinner, attended by Group Managing
Director Antonio Belloni and the Group’s Directdrlduman Resources and Synergies Chantal Gaemperle,
brought together almost 400 participants, 17 Groampany Presidents and three Executive Committee
members, as well as numerous partners, opinioreteaand heads of NGOs and other organizations.
Personalities from all backgrounds were in attendanncluding Flora Coquerel (Miss France 2014),
Laurence Ferrari (journalist) and Estelle Mosse®ly(npic boxing champion). The event raised
EUR 190,000. The sum of EUR 100,000 was donatethéooutstanding team at tHeobert-Debré
pediatric hospital in Paris, which provides day-to-day support to children haglickle cell anemia
Affecting more than 5 million people worldwide, aBt)R 250,000 newborn babies a year, this is the& mos
widespread genetic disease in the world. More tBdR 500,000 has been donated to the hospital since
2011.

* In France, Guerlain and Parfums Christian Dior sufga Movember, an international charity raising
funds to tackle men’s health issues. As in 201%r@in was the leading contributor to Movember Egn
with its “La Moustache de Messieurs” team of empks/ led by Thierry Wasser, the company’s in-house
perfumer. This year, Guerlain also offered itsrdiiemale grooming in its electric “Barber Truck,ithvthe
funds raised donated to Movember Frandamerous internal operations were organized by eyegls
throughout the month of November.
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* Around the world, various Group companies are wedlin supportingnedical research into AIDS
For example, Bvlgari supports a range of humamitannitiatives, including theElton John AIDS
Foundation (EJAF) and the international American FoundationAIDS Research (AmfAR) Fresh has
joined forces with th&ED international non-profit to raise funds to tackle AIDS in AfricBhe company
has launched its SUGA(RED) Lip Treatment Sunsci®Bf 15 with 25% of the selling price donated to
RED, which used the funds to guarantee over twokelemupply of medicines in Sub-Saharan Africa. In
addition, a raffle was held among Fresh compamieaise additional funds for RED. A partnershiphutite
Bill and Melinda Gates Foundation raised $4,000R&D. Hublot, meanwhile, supports Born Free Africa
which aims to tackle mother-to-child transmissidnAdDS, while Kenzo provides financial support to
Sidaction, theTelethon andDesigners Against AIDS

3. Impact of the business on local communities in tersof employment, regional development
and awareness of its activities :

* LVMH is committed tomaintaining and creating jobs. Thanks to the strong, consistent growth
achieved by its brands, many sales positions agated in allcountries where the Group is present,
particularly as a resulof the expansion of the brands’ retail networks.t l[dermanent job creation
consequently amounts to more than 4,000 employEdsSee “9.3.” in “2016 Reference Document”, p. 91
and “2016 Social Responsibility Report” pp. 61-69.]

* To underscore its attachment to ParlgMH is supporting the city’s bid to host the 20240lympic
Games On May 30, 2016, the Paris 2024 Committee lauthdhe “Paris 2024 Partners Circle” in the
presence of the founder members of the bid: Derasgéglia, Chairman of CNOSF, Emmanuelle Assmann,
Chair of CPSF, Thierry Braillard, Minister for SpoNalérie Pécresse, President of the lle-de-France
Regional Council, and Anne Hidalgo, Mayor of PaBefore the meeting, it was announced that LVMH had
become the twelfth Official Partner. Kenzo will dsethe Paris 2024 delegation, which will presemisRa

bid to host the 2024 Olympic and Paralympic Ganiée. fashion house worked with the delegation fer th
first time in Rio.

* At its meeting on September 26, 2016, the Courfidiaris voted by a very large majority to award the
Jardin d’Acclimatation amusement park concession to a consortium in which LVMH has afo8§hare

and Compagnie des Alpes has the remaining 20%; L\l''déimanaged the park since 1984 and Compagnie
des Alpes is a major player in the development madagement of theme parks. The new concession has
been awarded for 25 years and is based on a parljclambitious set of proposals. The Jardin
d’Acclimatation will make a full contribution to @éancing the attractiveness of Paris and the wielgion.

With a goal of 2.5 million visitors a year, the bawill contribute to the influence of the city, loamong
Parisians and tourists, who it will be making mefrt to cater for.

4. Employment and social inclusion :

* Boosting employment and employability : The same focus on excellence behind our Group
companies’ success is what drives our efforts twide educational opportunities for young peopleoup
companies have developed numerous partnershipsehthols, most of which are located near theissite
o Louis Vuitton, for example, has set up partnershmangements between its production facilities in
the French departments of Ardéche and Dréme aral smhools to provide vocational training that
leads to aCAP diploma in leather work and 8TS Production Technician diploma Another
partnership connects its Paris boutiques with atiogal high school in Seine-Saint-Denis.
o In 2016, Veuve Clicquot sponsor&thtretiens de I'Excellencdor the fourth year running. This
registered non-profit organization, approved by theench Ministry of Education, provides

Global Compact — LVMH’s Communication On Progress7201



-98/121 -
encouragement and guidance to students who arested in moving into highly skilled sectors but
lack the courage or simply do not know where totsta

0 To help connect companies with jobseekers, ParfGmsstian Dior initiated the€ 000 emplois,
2000 sourireg“2,000 jobs, 2,000 smiles”) job fair, held on M&ag, 2016. The fair was organized at
the Cosmetic Valley business cluster in France, anted to put young people and jobseekers in
direct contact with recruiters at local compani&snployment advice was provided and 500
applications were received.

o To help people return to work, in July 2016 VeuM&Edliot renewed iteagreement with France’s
national job agency P6le Emploiunder the terms of a partnership set up in 1998 ihnovative
partnership aims to help jobseekers in northeasteance’'sGrand Estregion throughout every step
of the recruitment and skills development proc8sasiilarly, Hennessy works withOO Chances 100
Emploisin the Cognac region. This non-profit organizateams to help young people and young
adults from underprivileged neighborhoods find wasging thel00 Chances 100 Emplosocess
already in place in a number of labor markets.

0 Moét & Chandon is a “reference company” at fbeal public jobs office in Epernay and
collaborates on local jobs and skills managemeitiaiives in the area managed by the Epernay
employment center. Moét & Chandon also participateghe authorization committee of the
Initiative Marne Pays de Champagr@oject, in charge of promoting the creation of moic
businesses. It is also a major partner to locahmimations that promote employment and social
inclusion; the second-biggest local investor in aadional projects after the city of Epernay; a
partner in the work discovery week for studenttiative organized by the local chapter of MEDEF,
the French employers’ association; and a memb@dJBf an association that connects young people
and businesses, which awarded the company its 1ABEl" for its engagement in initiatives to
promote learning through entrepreneurship. As sprensfNEOMA Business Schoglmainly based
in Reims, Veuve Clicquot and Krug also take patthimLes Cordées de la Réusgitegram, which
provides mentoring for over 200 young people in@mampagne-Ardenne region. The aim is to help
high school students find their bearings and defimgr aims in terms of careers and the world of
work.

0 As part of its partnership with Paris subu®ichy-sous-Bois and Montfermeil (in Seine-Saint-
Denis), for the sixth year running the LVMH groupossored theCultures et Créationfashion
show, held on February 13, 2016. This event, first held005, showcases the wide-ranging creative
talents of local designers. Every year, it attract@audience of more than 700 people, and feafires
amateur and semi-professional designers and cto2©Q volunteer models. Prepared by makeup
artists from Guerlain, the models first attend reastasses with Princess Esther Kamatari, a former
model and ambassador for the Group’s Perfumes &n@tiss business. The 2015 winner, Audiane
Cojean, joined Céline on a couture work-linkedriragg program with the ESCP Paris school of
couture. In 2016, the judging panel — composedashibn and human resources professionals —
awarded a “judges’ favorite” prize to Claire Delakee for her design work. Meanwhile, theune
Talent (young talent) prize, awarded to one young but ymigleged fashion enthusiast, went to
Camille Boillet, whose style promotes designs sutte all body shapes and all types of disability.
The 2016 winner received personalized design cagcand met with Dior couturiers to help her
prepare to take part in Greenshowroom, an ecodassihow held in Berlin on June 28-30 during
Fashion Week.

This partnership also offers young peoplewae range of initiatives including “business
discovery” internships for nearly 60 middle schetlidents in 2016, visits to Group companies,
internships for vocational school students, anéemaorientation. Since the program was launched, a
number of young people have had the opportunifgitoGroup companies under a long-term work-
linked training program at Paris’s couture uniomaud, and in 2016, the 2013 winner joined
Christian Dior's Haute Couture workshop. On Marc®, 2016, LVMH’s Institut des Métiers
d’Excellence (IME) was in Clichy-sous-Bois to presets full range of work-study programs.
Visitors were able to discover professions as daaie couture, jewelry and sales. Over the course of
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an afternoon, theME Village gave numerous partner schools the opportunity resemt their
diploma-track training courses for 2015-2016, wéhrange of vocational and technical courses
requiring up to two years of higher education. Greompanies taking part in the program were also
on hand to meet future apprentices. Several penplently on work-study contracts attended the
event to share their experiences. The IME covemrawide range of subject areas, representing the
different master crafts currently found at Groupnpanies. Around 50 work-study positions were
created over this period.

e Supporting people excluded from employment

o To promote equal-opportunity access to world-ckedgcation, for the past five years LVMH has
supported theriority education program run by the Institut d’Et udes Politiques(Institute for
political studies, or Sciences Po Paris), by offgrgrants and enabling high school students from
underprivileged neighborhoods to attend the sclaa be mentored by Group managers. On
December 13, 2016, Sciences Po celebrated thegontgd 5th anniversary, along with the renewal
of its partnership with the LVMH group for a furthéive years. Chantal Gaemperle, the LVMH
group’s Director of Human Resources and Synerg@snsored the 2016 intake of students.

o In France, the Group has forged a lasting partissith the charityNos Quartiers ont des Talents
and also serves on its board of directors. The rzgton offers young graduates from
underprivileged backgrounds the chance to be medtoy a Group executive or manager. A number
of Group companies participate in this program2®16, 100 experienced managers participated as
mentors and, as of the end of 2016, 71 young peplstill being mentored. Since 2007, 468 young
people have found jobs after being mentored byauemployee.

Employment of people with disabilities:

5. Disadvantaged local communities and traumatic evest

Around the world, Group companies are taking actoifacilitate access to education in countries #ra
underprivileged or hit by natural disasters.

« Communities in natural disaster-stricken regions: The Group regularly provides support to
communities affected by naturalisasters. The efforts of LVMH and its Group conipanto assist
disadvantaged local communities go beyond corpopdtidanthropy and may include, for example,
employee volunteering, donations of products aarfiial aid.

o Following theearthquakes that shook central Italy in the summerand fall of 2016 LVMH’s
Italian companies (Aqua di Parma, Berluti, Rossieydlvigari, Loro Piana and Fendi) raised funds
to support the people affected and help to relthddareas struck. Loro Piana donated funds to help
rebuild the Amatrice hospital in Rieti, Italy. Inagallel, Fendi teamed up with social NGO Lai
momo, which in 2017 aims to provide support to gefes and help them develop professional skills
and expertise.

0 De Beers Diamond Jewellers continued its partnprs¥ith Women for Women International
which supports women living in war-torn regionsddffering them vocational training, making sure
they know their rights and helping them set up pHousinesses.

o On January 11, 2016, Louis Vuitton entered intoaatrership withUNICEF (United Nations
International Children’s Emergency Fund), raisg®y5 million for children in Syria and Nigeria.

o0 Louis Vuitton also supports Japanese non-pigbikkyo naki Kodomotachiwhich aims to help
children from Iwate Prefecture, which was sever&fected by the March 2011 earthquake and
tsunami.
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* Disadvantaged populations Facilitating access to education may sometimes awaive helping to
build a local school, as the Group’s companies ltres.

o Promoting women’s autonomy and self-confidence :

= In May 2016, for the second year running, BenefiinchedBold is Beautiful a beauty
fundraising campaign to support projects spearteegievomen. During the month of May,
all the proceeds generated by the brand’s Brow #are donated to charities that empower
women and girls around the world. Restoring womeelé-confidence and encouraging them
to dream big and be bold: these are the goalseoBtid is Beautiful campaign launched in
2015 by Benefit Cosmetics. In 2016, Benefit team®Australia, Canada, France, Ireland,
Singapore, Spain, the Middle East, the United Korgdand the United States took part.
Since the project’s launch in 2015, over $6.3 wrllhas been donated to 20 non-profits in
nine different countries, with more than $3.4 roifliof this total raised in 2016 thanks to the
participation of 209,000 people. The 20 charitiapported all contribute in some way to
promoting women'’s autonomy and self-confidence. K. @ood Feel Better, for example,
helps women undergoing treatment for cancer toimgfair confidence and self-esteem. The
charity organizes small-group beauty and makeugksimps, offering participants a shared
experience of well-being and togetherness. DrasSdocess helps women achieve economic
independence by providing them with a support netwerofessional attire and career
development tools.

= To speed up access to employment, LVMH has putaoceJobstyle” sessions These job
coaching sessions are led by Group company rexsusied beauty consultants from Make
Up For Ever and Sephora. The goal is to give jaidictates all the resources they need to
fully prepare for a job interview and develop the#if-confidence. The program is aimed at
groups that are underrepresented in the labor malpported by partners who are active in
the fields of education, disability and integratitm 2016, 11 sessions were held with over
150 participants backed by the Group’s partners (includifgrce Femmesand Nos
Quartiers ont des Talents

= In 2016, Sephora America launch®dphora Standsa multifaceted social impact program.
The program embodies the company’s values in tlareas: women in business, with
Sephora Accelerate; support for local communitie#th Classes for Confidence; and
employee action, with Sephora Stands Together. fifsieyear of operations yielded very
positive results: in 2016, more than 300 hours entoring were dispensed by Sephora
Accelerate, more than 200 Classes for Confidenssi@®es, and more than 4,000 employees
were encouraged to get involved in local commusitieree 90-minute beauty sessions were
offered t0202 groups of disadvantaged womeradding up tamore than 1,750 women
benefiting from the support of 125 non-profit pamn Some 70% of participants said that
they had gained in confidence, with some reportinag they had gone on to have successful
job interviews. A total of 136 US stores took paFrhis program also seeks to support
businesswomen in the early stages of their caregrgiving them practical and financial
advice, particularly through mentoring. Sephoraderate aims to support 50 female beauty
business entrepreneurs by 2020.

= In France, Guerlain has supportBelle & Bien for the past 13 years. This non-profit
organization is the French branch of the intermatid.ook Good, Feel Better program
which acts in 30 countries around the world in figat against cancer. Belle & Bien offers
free beauty workshops in hospitals to women suféefrom cancer to help them rebuild
confidence and self-esteem. Guerlain has been absreai the board of the organization
since its foundation; it provides financial suppartd products and communicates on the
work of Belle & Bien both inside the company ancclients. On February 4, 2016, Parfums
Christian Dior staff from Paris and Saint-Jean dayB also took part in the Beauty &
Wellbeing day, which was an opportunity for volert@mployees to help support Belle &
Bien. The staff took part in beauty and wellnessksbops (makeup, nail bars, massages,
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juice bars, etc.) and the sale of goodies, prafitsn which went to Belle & Bien. Donations
of makeup have been made to the non-profit sindd .2 addition, in October 2016, many
employees from Parfums Christian Dior, Hennessyauiet, Céline, Berluti, Fred, LVMH
Fragrance Brands, Moét Hennessy Diageo and Betwfdited the colors of Belle & Bien for
the Odyssearace to raise money to tackle breast cancer.

= Sephora is a partner to th®rce Femmesnon-profit. Created in October 2005 by female
business leaders, Force Femmes was born out @fradstrive for solidarity between women
who wanted to make a personal commitment in tha afeemployment. Force Femmes
promotes the idea that women aged over 45 reprasgntngth for a company.

= Theles Echosewspaper took part in théoung Women and Digital Forunorganized by
Social Builder on May 20, 2016 in Paris. Social IBer is a social startup that aims to
improve the gender mix through innovation in prees, support for key players and the
promotion of a culture of equality among tomorrowéaders. The startup is currently
extending its actions to the whole of France, witrimary focus on the digital economy.

= Every year, on June 1, LVMH hositeurnée K organized by th& d’Urgences Foundation
to mark “World Parents’ Day.” Make Up For Ever alsikes part. This day gives single-
parent families an opportunity to meet professioadlisers who can help them with
administrative formalities. In 2016, the compangeiged a Single-Parent Charter Award,
presented by Anne Hidalgo, Mayor of Paris.

0 The fourthCommitted Companies Dinner held on Wednesday, December 7, 2@l€ provides an
opportunity to support a chosen cause.

= This year, the&Coucou Nous Voilounon-profit organization headed by Marc Salem, afar
employee of the Paris hospitals group, was seledtieel organization’s goal is to create and
finance projects designed to improve the dailydiemd hospitalization conditions of young
patients: equipment purchases, decorations, creatib living areas, improvements,
entertainment, etc. Coucou Nous Voilou received EAORO00 in 2016.

= The evening was also an opportunity to confirm@&reup’s commitment to two other non-
profit organizations.

v First, EUR 25,000 was donated K&lina, a non-profit founded by Flora Coquerel
that works to provide care for mothers and childréhe funds raised have gone
toward building a maternity unit in Benin, in a r@gwith limited medical facilities.

v' Second, EUR 25,000 was donatedtd’'Urgences a non-profit founded by Christine
Kelly that provides emotional, social and finanaapport to single-parent families.

0 Helping children :

= In 2016, Sephora continued its partnership witbutes a I'école an NGO promoting
education for young girls in Cambodia. During timel-®f-year holiday season, Sephora sells
a special item through its store network, with @ibceeds going the organization. Also in
Cambodia, since 2016 DFS has supported the Kumzagdn center, to the south of Phnom
Penh, which works in the education, health anditmartrof very poor children, vulnerable
adolescents and their parents. The structure wasdéa in 2012 by a Norwegian NGO, the
Norwegian Association for Private Initiative in Chadia (NAPIC).

= Back in 2009, Bvlgari decided to get involved wiihternational non-profitSave the
Children, whose mission is to defend the rights of thousafcthildren and work for lasting
improvements in their living conditions in 120 ctues. Since then, 700,000 customers have
bought Bvlgari’'s “Save the Children” jewelry andethbompany has donated more than $50
million. More than a million children directly befitefrom the programs supported. Over 100
projects have been launched in 33 countries arabedvorld, with a particular focus on
improving school services and infrastructure. Tlgtouhis partnership, more than 250
employees have been involved in Save The Childnerggects on the ground. The company
stepped up its support in August 2016, launchirg #RaiseYourHand campaign. Many
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prominent figures agreed to raise their hands shaw of support for the cause championed
by Bvigari through a photo and film campaign dieettby Fabrizio Ferri. The
#RaiseYourHand campaign is aimed at empowering gopeople and offering them
opportunities to thrive and achieve.

0 Moét & Chandon and Ruinart have developed vari@ausprships with local authorities, educational
institutions and organizations working with undérieged groups.

» The company is a member 8brtir de Prison, Intégrer I'Entreprise(SPIE), a non-profit
that partners with ARIFOR (regional action for infation on training and orientation) and
Lycée Hessel to help arrange internships for hajtosl students with disabilities.

» |t participates in the authorization committee lo¢ Initiative Marne Pays de Champagne
project, in charge of promoting the creation of micro-imesises.

= As well as being accredited b4JE (an association that connects young people with
businesses), the company is also a major locahgamf social inclusion non-profits —
includingLa Permanence du JardEcole de la 2e ChancandOxygéne which helps people
find work in the wine sector — and the second-largponsor of educational projects after the
Epernay city council.

* Fair Supply sectors :

o0 As a reminder, LVMH contributed in 2015 to the deypenent of new responsible and fair supply
sectors. In light of heavy pressure aashmere resourcesit supports the programme introduced by
the French Agronomes et Vétérinaires Sans Frontieres (ASF) NGO in Southern Mongolia,
where over-grazing has led to major desertificapooblems and is threatening the future of local
livestock farmers. This programme is based on enagmug ancestral behaviours and heritage. It is
reflected in the building of “elite herds”, the riatluction of sustainable pasture grazing and the
creation of livestock farmers’ cooperativelEl[See "Environmental report 2015" p. 38.]

o Founded by Ali Hewson and her husband, Bono, Eduwwrommitted to promoting ethical, socially
conscious fashion based dair trade. Edun draws its inspiration from and manufactuitss
products on the African continent. Its collectiarfsclothing, accessories and jewelry are not only a
reflection of local craftsmanship but also the esggion of a new Africa, steeped in dynamism,

creativity and a spirit of enterprise. (See "2018nAal Report" p. 145.)rogether with the Wildlife
Conservation Society and Invisible Children, Edun set up the Conservation Cotton Initiative Uganda (CCIU) in
2008. Based in Gulu in the northwest of Uganda, an area which until recently was devastated by civil war, the
CCIU programme currently supports 5,000 farmers and their families. The CCIU program is managed by
TechnoServe and enables Edun to affect change at the start of the supply chain. Edun is proud to use CCIU
cotton in the production of its fashion collection. Also, the Edun T-shirt line, Edun Live, primarily uses CCIU
cotton. Through its operations, Edun looks to build long term, sustainable growth opportunities by supporting
manufacturers, infrastructure and community building initiatives. Edun strives to provide an example of the
viability of trade with sub-Saharan Africa, where 85% of the Spring 2014 collection will be produced.]

6. Environmental projects :

In the field of biodiversity and environmental censtion, LVMH is involved in a number of different
partnerships with national and international organhons, local authorities and training instituson

* Project partnerships and professional collaboration LVMH makes a point of forming a variety of
partnerships with national and international noofiprorganizations, local authorities and educadion
institutions. The Group and its Maisons are invdlirea number of technical projects that contrildotéheir
local authority expertise and to environmental déstons with other business leaders.
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* The Group’s Maisons forrflagship partnerships whose primary goal is to support the environmental
values promoted by the brands.

o For instance, Moét Hennessy has become the offieieher forSolar Impulse, an aircraft that is
the only one of its kind in the world, with unlirad autonomy, which is capable of flying day and
night with no fuel. This is how the Maisons in {Beoup’s Wines & Spirits business group intend to
demonstrate their support for the values of conaled excelling oneself, recognize excellence and
innovation as two keydrivers of progress, celebrate a major step towardsetter world and
showcase the opportunities offered by renewablege®e The innovative program, part of the
Group’s employee development framework, will allsie employees with responsibility for projects
of strategic importance to be mentored by BertrRimtard and André Borschberg and reap the
benefits of their feedback. Three concepts thatemsential to successfully completing a project
underpin the program: endurance and resilience) sgarit and leadership, and lifelong learning and
vision. Of the 130 employees approached regardimgy grogram, 60 with an innovative and
challenging project were invited to apply for memig from the two pilots.

0 Thanks to corporate sponsorship, LVMH is able mdy @0 make a contribution to unusual projects
such as Solar Impulse, but also to make a long-tenmmitment to natural resources. For instance,
this is what Hublot is doing by fighting torotect the natural habitat of pandas and big cats
alongsideWWF China and theBlack Jaguar White Tiger Foundation, and what TAG Heuer is
doing by supportinglA Formula E, the fully electric world car-racing championship.

* Sponsorship with a high local environmental impact:

o Glenmorangie and Kenzo are taking action to protecthe seas Although their business activities
are not really concerned with seas, the LVMH Grsuaisons are contributing to the collective
effort to protect marine animal and plant speclagdtened by global warming. They are taking
action by limiting their greenhouse gas emissiam$ are also making a commitment via corporate
sponsorship.

» For instance, in late 2014, Glenmorangie launchieaited edition named “Dornoch” after a
Scottish estuary that is outstanding for its ndtheauty and has become a protected area. A
percentage of the sales was passed ontbl#ime Conservation SocietfMCS), which is in
charge of maintaining and protecting the estuafgn@orangie extended this initiative in
2015 by setting up a scientific corporate sponsprstheme. Since that date, the Maison has
been involved iDEEP (the Dornoch Environmental Enhancement Projedtthat aims to
protect and restore ecosystems in the Dornoch Bstlihe aim is to raise the quality of the
seabed, coastline and animal species in this &m@a, the current level considered to be
“‘good”, to an “excellent” level, thanks to the sygies resulting from the combined
involvement of the three public, academic and itmispartners in the project.

= 2014 was also the year when the Kenzo Maison &ttiabe fashion world’s attention to the
threats posed to seas: in fact, the Maison enteateda long-term partnership with tigue
Marine Foundation in order to prevent over-fishing and marine patint The profits from
the sale of T-shirts, sweatshirts and tops beattieg“No Fish, No Nothing” logo will be
passed on to the Foundation.

o The Maisons in the Perfumes & Cosmetics businesgognave been committed badiversity for a
long time because they are also very close to @eatnich provides them with many of the essential
ingredients for the manufacture of their produdtsis industry has also helped boost the regional
economy.

= They regularly launch sector audits, such as tloasged out orroses, jasmine, orange
trees and bergamotsince 2013, in order to assess their compliante thwe Nagoya Protocol
practices. They are also developiethno-botany. Guerlain even became the first Group
Maison to be awarded “Commitment to Biodiversitydathe Climate” certification by
Ecocertin 2015.
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= The Maison has set up several sustainable se&ays,forvetiver in India, lavender in
France angandalwoodin Asia.

» Guerlain has also dedicated to one of its symlraliec materialsprchids, a research center
like no other in the world : th®rchidarium . It includes a fundamental research laboratory
in France, and an experimental garden at Genevawitzerland. It is supplemented by a
partnership focusing on sustainable developmerdredtinto for a period of ten years with
the Tianzi Reserve in China, where about 10,000idschave been replanted since 20009.

» Like Guerlain, Parfums Givenchy have launched aynm based on growing vetiver. This
program, which is being rolled out in Haiti withetlsupport of théMan & Nature NGO,
aims to prevent soil erosion, restore damaged apdsprovide additional income to poor
families.

o Protecting bees is a symbolic causeln view of the role that bees play in protectingdiversity,
andtheir special connection with the history of severfaLVMH’s Maisons, they have a unique
place in the Group’s corporate sponsorgiopcy.

= Louis Vuitton and Guerlain have been involvedsaving bees bgupporting scientists and
local voluntary organizations for several years Guerlain’s long-term commitment
alongside the Organization for the Protection @& Brittany Black Bee on the Island of
Ouessant earned the Maison the “Jufsigrite” corporate sponsorship award granted ey th
French Ministry for the Environment, Sustainable Development, akdergy in 2013. In
2015, the Maison set itself a new challefigethe protection of bees: it decided to support
the French Observatory for the Study of Beeswhich it will help to achievés objective of
training 30,000 new beekeepers in Europe@aedting 10 million new bee colonies by 2025.

= Meanwhile, Hublotalso decided to commit to protecting bees in 201& Maisonteamed
up with Bees4youand welcomed eight hives. Since thierhas offered bees an area that is
favorable to their developmerand is raising its employees’ awareness by invithgm to
educationalvorkshops and to take part in harvesting the hoHeplot also gifts its “liquid
gold” to its customers and partneasd hopes that its initiative will be emulated.

0 As a reminder, in 2012, the Maisons of the WinesSSgirits business group signed a three-year
program aimed at protecting biodiversity and prangpsustainable development at the state-owned
Montagne de Reims forests (Marne department) wigiiFtench National Forestry Office (ONF),
enabling the ONF to launch high-quality environna¢nnitiatives at two sites that are a very
important part of Moét Hennessy’s heritage : Marar Verzy and Abbaye d’Hautvillers. This
corporate sponsorship program has made it possitdéart work restoring pond biodiversity in the
Verzy state-owned forest, which is the first stewdrd having Montagne de Reims certified as an
“Exceptional Forest”.

Criterion 17 : The COP describes advocacy and puldipolicy engagement :

Blueprint For Corporate Sustainability Leadership

Advocacy and Public Policy Engagement:

M Publicly advocate the importance of action in relfon to one or more UN goals/issues:

v Commit company leaders to participate in key sumnts, conferences, and other important public
policy interactions in relation to one or more UN gals/issues:

------------------------------------------------------------------------------------------------------------------------------------------

. B> See in this COP 2017 “Criterion 3 : The COP déssrirobustommitments, strategies or pohmms
. the area of human rigl” (pp. 3C-33).

. B See in this COP 2017 “Criterion 9 : The COP déssrirobustommitments, strategies or pO|ICIEB
. the area oenvironmental stewardst’ (pp.59-70).
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Criterion 18 : The COP describes partnerships and alective action :

Blueprint For Corporate Sustainability Leadership

Partnerships and Collective Action:

M Develop and implement partnership projects with pblic or private organizations (UN entities,
government, NGOs, or other groups) on core businessocial investments and/or advocacy:

M Join industry peers, UN entities and/or other stagholders in initiatives contributing to solving
common challenges and dilemmas at the global and/docal levels with an emphasis on initiatives
extending the company’s positive impact on its vakichain:

» The Group LVMH is involved in several dialogue apdrtnerships with different categories of
stakeholders from civil society. Due to the diviesi and decentralized nature of its activitieg Group

has defined general principles as regards stakeheligagement that are circulated to the manageofient
its Brands and subsidiaries. Each company is ingehaf the management of its brand, accordingstown
processes, according to the Group's mission angesalThus, each brand has its own method of brand
strategic management, aimed at enhancing its flaemalue and reputatiorfConsequently, the relations
with global or international stakeholders is takeninto account by the different members of the CSR
Steering Committee while each LVMH brand, dependingon its priorities and local challenges,
determines its key stakeholders and implement it'swn stakeholder engagement

* Mapping of stakeholders :

o For the past two years, the “2016 Social Respditgiliteport” (pp. 17-19) has included a map of
the main‘Relationships with stakeholders”.

0 See also “Environmental Report 2016” CEmmunication” pp. 30-31 and Answering
stakeholders’ questionsp. 56).

Many consultations and partnerships are implemerigdLVMH with its main
stakeholdersThe LVMH initiatives for the year 2016 are presentd according to

the following involvements

1. Governments and international institutions :

Different major national and international evergkating to the environment and to sustainable dgreént
offer the company an ideal framework for displayitsgcommitment on a regular basis.

* The year 2015 was marked by the organization of2th& United Nations Conference on Climate
Change in Paris (COP21)of which LVMH was a sponsor, and which represereextraordinary internal
and external communication driver for the Group.

* LVMH'’s teams began preparing in 2015 for th&h Conference of the Parties to the Convention on
Biological Diversity, which has been held in Cancun (Mexico) in Decan2046. This Convention, which
was adopted at the Earth Summit in Rio in 1992 siste of 42 articles and has three goals, thosggliei
protect biodiversity, the sustainable use of istdees and the fair and equitable sharing of theetits
arising from the use of genetic resources. Like @@P21 on Climate Change, this global summit has
enabled LVMH to share information and initiativetating to the protection of species and ecosystant

to demonstrate its commitment in this area.

» After committing in 2011 td-rance’s National Strategy for Biodiversity (SNB) 211-2020 presented
by the French government on the eve of InternatiBradiversity Day on May 22, 2011, the LVMH Group
was awarded “National Strategy for Biodiversity Bgwition” in October 2012 by the French Ministry of
Ecology, Sustainable Development and Energy forpitgject entitled “Improving, from upstream to
downstream, the footprint on biodiversity of LVMHteities”. LVMH also promoted biodiversity by
taking part in discussiorend work on the issue, as demonstrated by thecymationof Sylvie Bénard, the
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Group’s Environment Directogt theGlobal Forum on Natural Capital organized irEdinburgh, Scotland
in 2015.

* To underscore its attachment to ParlgMH is supporting the city’s bid to host the 20240lympic
Games On May 30, 2016, the Paris 2024 Committee laushdhe “Paris 2024 Partners Circle” in the
presence of the founder members of the bid: Derasddglia, Chairman of CNOSF, Emmanuelle Assmann,
Chair of CPSF, Thierry Braillard, Minister for SpoiNalérie Pécresse, President of the lle-de-France
Regional Council, and Anne Hidalgo, Mayor of Pasfore the meeting, it was announced that LVMH had
become the twelfth Official Partner. Kenzo will dsethe Paris 2024 delegation, which will presemisiza

bid to host the 2024 Olympic and Paralympic Gariée. fashion house worked with the delegation fer th
first time in Rio.

* LVMH has been taking part inGreen Week the largestannual conference on Europe’s
environmental policy, since 2010. The 2016 event was dedicated to whis/esting for a greener future.
Accordingly, five factsheets were drawn up andrifisted in several languages, in order to explaw h
LVMH is investing in making cities greener and imyping city dwellers’ living conditions, protecting
farming areas and nature, developing sustainabl@vation, protecting the seas, and preparing theduof
the next generations.

* In the Wines and Spirits business group:

o The vineyards were included in the network of bematk farms established as part of 2@&18
Ecophyto Plan which was launched by the French Ministry of Agtiure to reduce dependency on
phytosanitary products in France while maintairanigigh level of agricultural output. The initiatere
implemented by Hennessy have enabled it to acheevecord decrease of 54% in phytosanitary
product doses at its benchmark farm. The Maisossals rolled out agro-environmental measures
at its “Bataille et du Peu” estate. Eleven hectafesxperimental fallow land have been planted with
a mixture designed following research conductedhleyFrench Institute of Vine and Wine Sciences
on the plots where the vines were pulled up inye20ll5. This mixture, which includes bee-forage
plants, will prepare the soil prior to replantingdamake the area more attractive. All the efforts
made by Hennessy in order to maintain biodiveraig reduce the use of phytosanitary products
should enable it to obtain Level 3 Option A cecéfiion in 2016.

o In Argentina, for example, Bodegas Chandon hasradht® the“Clean Production” program
supported by the Argentinian Government The aim is to increase the synergies between the
Government and wine producers in order to devedgponsible production, primarily via programs
aimed at raising awareness and providing trainim@east practices.

* In 2016, Loro Pianasupported the filing of an amendment by fAeruvian Government aimed at
ensuring that there is only one label frademarking the origin of vicuna fibers, which lvehablebetter
traceability.As a reminder, between 2011 and 2013, LVMH pardit@d, with Sephora, in thErench
government’s trial of environmental labeling [Ed See “2013 Environmental Report” p. 22.]

2. Local authorities and regions :

* Following its involvement in COP2(bs part of its partnership with the 21st Uniteditves Conference
on Climate ChangellVMH teamed up with the Paris Town Hall in order to achieve the goals of the
EuropeanClimate & Energy Plan by signing a partnership tdraBetween now and 2020, the Group has
committed to reducingnergy consumption by 20% and to increasing thewwoptionof renewable energy
by 50% compared with 2018t its 150 sites in the Greater Paris Area (heditesf warehouses and
boutiques). These efforts will be reflected by &o@ecrease in its greenhouse gas emissions.
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* Impact of the business on local communities in tersiof employment and regional developmentA
number of the Group’s companies have been estedliglr many years in specific regions of France and
play a major role in creating jobs in their respextegions :

o Parfums Christian Dior in Saint-Jean de Braye (t@&#¢ans), Guerlain in Chartres, Veuve Clicquot
and Moét & Chandon in the Champagne region, Hegriagthe Cognac region and Louis Vuitton in
the Drome region. They have developed long-standitagionships with local government, covering
cultural and educational aspects as well as emmaynitd See “Jobs and regional development” in
“2016 Social Responsibility Report” (pp. 61-67)]

o Others have activities which are spread more widelpss the country, like Sephora, which has
stores throughout France (two-thirds of its workéois employed outside the Paris region), enabling
it to carry out a range of measures encouragingdéwelopment of job opportunities at the local
level.

* Open innovation:

o With Hélios (the new research center at the Saint-Jean-deeBsdg inaugurated in November
2013),LVMH Research is further strengthening its presence in Cosmigtitey, an epicenter of
fragrance and cosmetics expertise not far fromsPari

= Alongside public and private sector players, LVMHR&D division is contributing to the
area’s long-standing record of innovation. A prim&mple of this iCosmet’'up, a project
which encourages sharing via a process of “opeaviation”. Hélios is already establishing
itself as a major technological platform in fragrarand cosmetics. In six separate buildings
covering 18,000 sg.m, the center houS€€ researchers and more than 20 areas of
specialist expertisen an open working environment, designed to erageithe exchange of
information.

= |ts state-of-the-art equipment and ultra-modernneator technology is open not only to
LVMH Research personnel but to their various padras well, notably via the Cosmet’up
initiative, which was implemented in 2014. Initidtey LVMH Research and promoted by
Cosmetic Valley, Cosmet’'up is based on the estatlet of two “technological mirror
entities”: one at the University of Orléans for immental research, the other at Hélios for
individual support in concept validation. The oltjee is to further strengthen the long-
standing ties between LVMH Research and its pastmeCosmetic Valley, from university
researchers to micro-businesses and SMEs, in twdeirture exchanges of information and
ideas that will benefit all the sector’s key plasiewWith Cosmet’'up, both individuals and
start-ups can, for a symbolic contribution, gaicess to office and laboratory space within
Hélios, enabling them to validate cosmetics-rela@mutcepts.

= |n addition,selected micro-businesses and SMEsn also benefit from access to state-of-
the-art materials and equipment that they arematposition to acquire, on the basis of time
billing. This represents a valuable boost for filmgitructures, which can thus complete their
experiments in optimum conditions, with accessxjoeet scientific support and advice.

= The center also collaborates wittsearch facilities in Japan and Chinathat help support
the pursuit of partnerships on strategic projeRissearch done in 2014 has made it possible
to improve the knowledge regarding Asian skin typesconnection with lifestyle and
environmental factors.

= In cosmetics safety testing, LVMH Recherche hascessfully developed alternative
methods based on contact allergy-specific bioldgiwachanisms identified over the course
of multiple university contracts in the past temange

o In France, for example, Louis Vuitton attends lagainmittees on issues involving waste and energy
organized by th&€ergy Urban District. The Louis Vuitton Maison contributes to facilitagirihe
Plato economic development networlset up by the Val-d’Oise region’s Chamber of Comgee
and Industry, and attends the local committeesmgalith waste and energy topics organized by the
Cergy urban communityn 2012 a pilot agreement was signed to collectraggicle waste from the
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business parks in this urban center. Teams fronCdrgy warehouses promoted their logistics site's
best practices at meetings of the Versailles Chamb€ommerce and Industry (energy efficiency),
the Val-d'Oise Prefecture and DRIEE [Regional antki-Department Environment and Energy
Department] (energy efficiency), and the UniversityCergy-Pontoise (sustainable logistics).

LVMH has developed agartnership with Clichy-sous-Bois and Montfermeil two adjacent
suburbs of Paris with young, diverse populationst the sixth year running the LVMH group
sponsored th€ultures et Créatiorfashion show held on February 13, 2016. This event, first held
in 2005, showcases the wide-ranging creative talehtiocal designers. Every year, it attracts an
audience of more than 700 people, and featuresntdiear and semi-professional designers and
close to 200 volunteer models. This partnership affers young peoplewide range of initiatives
including “business discovery” internships for nga#0 middle school students in 2016, visits to
Group companies, internships for vocational schetodents, and career orientation. Since the
program was launched, a number of young people hastehe opportunity to join Group companies
under a long-term work-linked training program airi®s couture union school, and in 2016, the
2013 winner joined Christian Dior's Haute Couturerkshop.

3. Research and professional exchanges with organizats :

» Social responsibility:

0]

(0]

(0]

o

LVMH is a member ofORSE (Observatoire sur la Responsabilité Sociétale deteprises -
France’s think tank for CSR)

LVMH has been a member &fFMD (French Association of Diversity Managers) sincda2@nd

on the board since 2014.

LVMH and its Maisons signed an agreement WNBEFIPH (French agency to promote private
sector employment of persons with disabilities) KN, Parfums Christian Dior, Veuve Clicquot).
Group companies are involved in th¢eMH EXCELLhanCE project : LVMH, Parfums Christian
Dior, Veuve Clicquot, Benefit Cosmetics, Le Bon kla#, Berluti, Louis Vuitton, Make Up For
Ever and Chaumet.

In collaboration with other companies, in 2008 LVMdunded ARPEJEH (Accompagner la
Réalisation des Projets d’Etudes de Jeunes Elev&sudiants Handicapés) and chaired it since
2012. This non-profit organization brings togeteeme sixty French companies to offer advice and
guidance to junior and senior high school studerntis disabilities. Employees are involved in this
initiative and more than sixty young people werkedb take part in it in 2016.

To improve its supply chain’s performance for Tlesuppliers and beyond, in 2014 the Group also
decided to joinSedex Sedex is a non-profit organization that aims rionpte responsible, ethical
improvements to current practices in supply chdissapproach is based on two main objectives: for
suppliers, lightening the administrative load rethtto the proliferation of requests for audits,
certifications, etc.; for the Group, pooling supplaudits and assessments, not only among Group
companies but also with other Sedex members.

Responsible Jewellery Council (RJC) :

The LVMH Group has been a member of Responsible Jewelry Council (RJC)since it was
founded in 2005. This not-for-profit organizatioashset itself the task of promoting ethical, sqcial
and environmentally-responsible practices that eesphuman rights throughout the jewelry
procurement chain. The RJC now includes over 16Bajlprofessional operators, who are adjusting
their management systems and their practices ierda guarantee compliance with sustainable
development issues and criteria. The RJC has gabjifdeveloped a certification system for its
members who are involved in the gold and diamomtios® which requires them to undergo audits
by accredited independent auditors. All of the Mas in LVMH’s Watches & Jewelry business
group obtained RJC certification between 2011 &2
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o Bvlgari extended the process by becoming the @oshpany in the sector to be award@dain of
Custody — CoC-certification for its gold jewelry production lines in June 20THhis process will
gradually be extended to the other Maisons.

o Diamond and Precious Metals: In 2016, direct and indirect sourcing from sulmtactors have
been fully mapped for these two categories. The li€rey Process requirements are applied to
diamonds. Kimberley certification requires the inptiindependent, accredited auditors.

o Colored stones :.LVMH has also taken part in the work performedthy Dragonfly Initiative , an
organization that includes European and US operatathe luxury jewelry sector, and works on the
development of best practices for the extractiooabéred stones, since 2014.

» Biodiversity and sourcing : In order to help improve the methodological distois on the environment
and biodiversity, the LVMH Group is a member of tlen-profit associatio@rée and thenspire institute,
and is vice-chair of the Strategic Policy Commitbé¢heFoundation for Biodiversity Research (FBR)

o In November 2014, LVMH joined the eight public rasgh bodies that are members of the Board of
Directors of theBiodiversity Research Foundation (FRB) The admission of LVMH to the FRB
Board of Directors also reflects its longstandingalvement alongside the Foundation, which the
company has been supporting for over six years. gdrénership between LVMH and FRB has
resulted in a significant amount of research. Rstance, at the Group’s request, the FRB conducted
a study aimed at gaining a better understandinghefcomplexity of the issues relating to the
application of the Nagoya Protocol. This Protoashich was adopted in 2010, establishes the
principle of access to and sharing of benefits, @nts to govern the relationship between a supplier
of genetic resources and a user during researcldevelopment activities. The experts invited by
the Foundation met the LVMH Perfumes & Cosmeticsdgech Team, and carried out several
assignments in order to gather information fromrapes in two supply sectordAffamomum
Angustifolium from Madagascar, andnogeissus Leiocarpufom Burkina Faso). They were
therefore able to make a series of recommendatiegarding the use of natural substances and
accessing and sharing benefits in the cosmetiesingd

o In order to promote more responsible practices @nisrneather suppliers, LVMH is involved on an
ongoing basis in Business for Social Responsib{B$R) and in the Responsible Ecosystems
Sourcing PlatformRESP) by participating in the working subgroups dealmith the tracability of
exotic leathers, colored stones, wool and certé@antpspecies. Since 2012, LVMH has also been a
member of the Leather Working GroupWG ), a British industry association which has a syste
that gives environmental ratings to tanneries assgsses the traceability of hides. LVMH is also a
member of theOrée association (Organisation pour le Respect de I'Environnement the
Organization for the Protection of the Environmenthich brings together companies, regional
authorities, professional and environmental orgaions, and institutions in order to review
environmental best practices and ways of encougaigitegrated management of the environment at
a regional level. In collaboration witientre Technique du CujrLouis Vuitton has developed an
environmental audit tool based on 30 questionsraoyehe major risks relating to tanneries. While
Louis Vuitton set itself the target of auditing 8@#%oTier 1 and 2 tanneries in 2016, its aim for 201
is to adapt the tool and roll it out to dyeing aities.

o0 Guaranteeing the origin of python skinsvia the use of DNA and other cellular tracershis goal
of the studies that LVMH has been conducting witbf€sor Mark Auliya, from th€enter for
Environmental Research-UFZ in Leipzig since 2013. These studies, which are performed on
South-East Asian pythons, specifically aim to makelistinction between farmed animals and
animals removed from the natural environment fomeercial purposes in order to prevent
poaching. They may ultimately supplement the woekigomed as part of the RESP platform. In
fact, LVMH has been involved in devising a methbdttmakes tracing python skins easier with its
partners in the platform since 2014; this methodbased on visual recognition (as each skin is
different in terms of the positioning and sizelod scales). RESP began the test stages in 2016.

o Given the very high quality of the cotton we usedate we have not yet identified organic cotton
producers giving a product of equivalent qualitgvirtheless, initiatives are under way to progress
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while preserving our quality requirements. In tlse of cotton, some of the Group’s Maisons use
BCI (Better Cotton Initiative) cotton. The Group is set to accelerate this initiativd ewil out this
sector more extensively.

o LVMH also adhered to th&latural Capital Coalition in 2015. This body is a multi-participant
platform whose aim is to develop methods for asgsgsthe use of natural capital by businesses.
LVMH tested the protocol under development in tb#an sector this year.

0 LVMH has also adhered to tReextile Exchange(a US organization recognized for its work in the
textile sectors) in order to contribute to the depment and implementation of best practice
standards in textile sectors. Textile Exchangepectically working on developing organic cotton
sectors and new “responsible” wool and down staiglatheResponsible Down Standard (RDS)
and theResponsible Wool Standard (RWS)These standards, which are directly inspiredhey t
guestion of animal well-being, are expected to &nal the operators involved to procure supplies.
LVMH pays attention to animal well-being in the sp&swool sector, including muzzling practices.
Where sheep’s wool is concerned, LVMH has decigeéricourage two initiatives in the supply
chain : the best practices determined by W& O as well as the Responsible Wool Standard
(RWS).

0 LVMH has been one of the industrial partners@RAIG , the Inter-University Research Centre for
the Life Cycle of Products, Processes and Servicased at the Ecole Polytechnique and
Management Sciences School at the University ofb@cen Montreal. The Group is primarily a
member of the working groups on the circular ecop@and the water footprint. For employees
responsible for environmental subjects in the Massahe training course of the Environmental
Academy also includes an introduction to analyzindjfe-cycle, delivered in a virtual class by
experts from CIRAIG.

o0 Guerlain was a member of theack in Green” jury for the fifth year running ir2016. This jury
rewards the best eco-designedovation in terms of packaging the luxury goods sector during the
year.

* RSPO : The Perfumes & Cosmetics Maisons use palm oilvdavies and have set themselves the
objective of using 50% of palm oil derivatives @&t by theRSPO (Roundtable on Sustainable Palm
Qil). As an example, Bvlgari has adopted the measumesdaat ensuring that all the palm oil derivatives
included in the composition of its products conmrira sustainable supply by the end of 2017.

* Sustainable viticulture :

o0 The Hennessy Maison, which has been involved imoagtive environmental approach for almost
twenty years, has made sustainable viticulture iariy. Hennessy has been a member of the
DEPHY Network for over five years. This network is responsilde ihtroducing farming systems
that reduce the use of treatment products. The @fréa vineyard included in DEPHY benchmark
farms increased from 12.5 to 30 hectares in 20p@intizing the treatment strategy is a commitment
that is applied via several alternative and innieeaimeasures. Accordingly, the Maison now
exclusively uses confined pulverization via a maeHitted with recovery panels, thereby avoiding
propagation in the atmosphere and the soil, antegting the environment and the neighborhood
from nuisances. It has also tested new techniqueb as sexual confusion in order to replace
insecticides. Its efforts in the sustainable viticte area earned it the award of High Environmlenta
Value certification, option A at level 3 in Febry#016. The Maison is also involvedth BNIC in
this field and worked on implementing a digital tsrsable viticulture benchmark intended for all the
winegrowers in the production region in 2016.
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o In Poland, the Belvedere Distillery :

» has set up thEoundation for Protecting the Environment with several local farmers and
the City of Zyrardéw, where it is based ;

»= signed an agreement with thédz Technological Universityin 2005, which enables it to
reward the best theses in the biotechnology feglety year;

» designed a program dedicated to raw alcohol wigipkers and scientists in Poland : the aim
Is to secure and improve the quality of its proougat by guaranteeing the local origin of the
alcohol and environmentally friendly farming praets.

0 Bvlgari is a partner of th&niversity of Pisa and Sant’ Anna School of Advanak Studies: the
Maison finances part of the Master's program inezhdor young professionals working on the
environment, and dedicated to managing and auditiegircular economy and the effi cient use of
resources.

0 Hennessy chose corporate scientific sponsorshipOit6 so as to support a team of French and
international scientists who are involved gombating wood and vine diseasedn early 2016,
Hennessy donated EUR 600,000 tdeam of French and international scientistsinvolved in
combating wood and vine diseases, in particulaa.€Blis disease, which has been nicknamed “vine
cancer”, and which has been spreading increasmglgkly since 2001, suffocates the plant until it
dies. It is particularly dangerous for the grapgets used to produce cognac in the Charente region
where it has made 8,500 hectares unproductive.dFaah the threats to France’s wine-growing
heritage and to the development of the entire cogmaduction sector, Hennessy has decided to act
by launching its first scientific corporate sporstop program.

» Partnerships for bees:In view of the role that bees play in protectingdiversity, andtheir special
connection with the history of several of LVMHMaisons, they have a unique place in the Group’s
corporate sponsorshpolicy.

o Louis Vuitton and Guerlain have been involvedsaving bees bgupporting scientists and local
voluntary organizations for several years Guerlain’s long-term commitment alongside the
Organization for the Protection of the BrittaByjack Bee on the Island of Ouessant earned the
Maison the “Jury’davorite” corporate sponsorship award granted leyRtench Ministry for the
Environment, Sustainable Development, akdergy in 2013. In 2015, the Maison set itself & ne
challengefor the protection of bees: it decided to supploetirench Observatory for the Study of
Bees which it will help to achievets objective of training 30,000 new beekeeper&uimope and
creating 10 million new bee colonies by 2025.

o Meanwhile, Hublotalso decided to commit to protecting bees in 20& Maisonteamed up with
Bees4youand welcomed eight hives. Since thiéimas offered bees an area that is favorabledin th
developmentand is raising its employees’ awareness by invitivegn to educationalorkshops and
to take part in harvesting the honéjublot also gifts its “liquid gold” to its custongeand partners,
and hopes that its initiative will be emulated.

For several years, the Group’s Maisons — partiguf@haumet, Guerlain and Louis Vuitton — have been
supporting bee protection initiatives in partnegpsiith the Terre d'Abeilles non-profit associatidime
Ouessant Black Bee ConservatofCANB ), the lle-de-France Black Bee Conservat@AKRIF) and
theCNRS.

o In 2011, Louis Vuitton also signed a three-yearnspoship agreement with tHeNRS (France’s
National Center for Scientific Research) for a pobjentitled “City bees - Country bees”, the gdal o
which is to understand why bees fair better toagayrban areas than rural ones. A study released in
2012 addressed biodiversity at Louis Vuitton’s Getgand Cergy 3 sites (flora, birds, butterflies).

0 The Conservation Centr@CANIF) celebrated its 25th anniversary in 2015, and Girerteas
renewed its support for the Centre for ten yeah®e Maisonspecifically decided to encourage the
Conservation Centro obtain organic certification. The first inspecti— a stagén preparing the
final audit which is scheduled in Octol#616 — took place in October 2015.
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4. Sustainable Corporate Sponsorship :The signing of corporate sponsorship agreemenasasher
way for LVMH to take action for the environment.

» For instance, Moét Hennessy has become the offi@gther forSolar Impulse, an aircraft that is the
only one of its kind in the world, with unlimitedieonomy, which is capable of flying day and nighthwo
fuel. This is how the Maisons in the Group’s WirgesSpirits business group intend to demonstraterthei
support for the values of conquest and excellingseff, recognize excellence and innovation as teyp k
drivers of progress, celebrate a major step towarostter world and showcase the opportunitiesedféy
renewable energies.

» Thanks to corporate sponsorship, LVMH is able mdy @0 make a contribution to unusual projects such
as Solar Impulse, but also to make a long-term cimemt to natural resources. For instance, thighat
Hublot is doing by fighting t@rotect the natural habitat of pandas and big catsalongsideNWF China

and theBlack Jaguar White Tiger Foundation, and what TAG Heuer is doing by supportiftA
Formula E, the fully electric world car-racing championship.

* Glenmorangie and Kenzo are taking action to protecthe seas Although their business activities are
not really concerned with seas, the LVMH Group’siddas are contributing to the collective effort to
protect marine animal and plant species threatéyeglobal warming. They are taking action by limgi
their greenhouse gas emissions and are also maldogimitment via corporate sponsorship.

o For instance, in late 2014, Glenmorangie launchdidnded edition named “Dornoch” after a
Scottish estuary that is outstanding for its natlb@auty and has become a protected area. A
percentage of the sales was passed ontMé#nme Conservation SocietMCS), which is in charge
of maintaining and protecting the estuary. Glenmgi@ extended this initiative in 2015 by setting
up a scientific corporate sponsorship scheme. Sihat date, the Maison has been involved in
DEEP (the Dornoch Environmental Enhancement Projeqdt that aims to protect and restore
ecosystems in the Dornoch Estuary. The aim is igerthe quality of the seabed, coastline and
animal species in this area, from the current leeglsidered to be “good”, to an “excellent” level,
thanks to the synergies resulting from the combinedlvement of the three public, academic and
industrial partners in the project.

0 2014 was also the year when the Kenzo Maison &tiabe fashion world’s attention to the threats
posed to seas: in fact, the Maison entered intong-term partnership with thBlue Marine
Foundation in order to prevent over-fishing and marine patint The profits from the sale of T-
shirts, sweatshirts and tops bearing the “No Fi$b, Nothing” logo will be passed on to the
Foundation.

5. Consumers and public :

* Responsible consumptionfor many years, Moét Hennessy has emphasizeas$pensible enjoyment
of its champagnes, wines and spirits. This engagetages the form of numerous actions directedsat i
employees and customers as well as guests anarsitgt Group companies.

o0 Moét Hennessy not only adheres scrupulously tol lmgulations, it also self-regulates across the
entire spectrum of its communications and markepiragtices, and follows online media guidelines,
for example by using filters to keep underage viswem entering its companies’ websites. Every
year, Moét Hennessy's teams teach hundreds of omrsuthe rituals for tasting its exceptional
products, highlighting not only their exquisite gtyabut also the rich culture, heritage, and higto
behind them, to be appreciated properly in modanati

o In Europe, Moét Hennessy mentions/w.wineinmoderation.conon the labels of all its wine and
champagne bottles (except fnance for legal reasons), and www.responsibledrgiku onall its
spirits bottles. These two websites provide consaméhinformation on responsible drinking.

0 Moét Hennessy rolled out an internal communicaticaspaignreminding employees that they are
“all ambassadors for responsillenking”, using a series of visual presentatiaasislated int@ight
languages worldwide.
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0 Moét Hennessy is a member of the European AlcohdlHealthForum sponsored by the European
Commission, and offersommitments every year to promote responsible a@rgqnkrhecommitment
for 2013-2014 was about training employees avak assessed by a European Commission-
designated externabnsultant as being 89% satisfied. In 2015 it wasuatheresponsible drinking
campaign mentioned above.

o Lastly, Moét Hennessy continues to lend its acthugport tonumerous responsible drinking
programs around the world : &udition to Wine in Moderation, Moét Hennessy paoates
in many local programs.
[EQ See “2016 Reference Document” (p. 107).]

» Stakeholders’ questions:The ability to answer questions from customers and othrestakeholders
about the environmentis one of the key aspects of environmental perémee included in the LVMH
“LIFE” program. The Maisons and their sales asgesianust be able to provide customers with full
technical environmental data on a product or pmcfgsl See “2016 Reference Document” (pp.106-107)
and “Environmental Report 2016” (pp. 43 and 56).]
o Any member of the public should be able to find comact persons at the Group’s Houses and
stores and obtain valuable information on its envionmental initiatives.

This proactive approach was illustrated by Louisittdn in 2015. The Maison, which
communicates its environmental approach, draftegetad replies to questions on a variety
of issues from subsidiaries, customers and NGOsupplement the information supplied to
Internet users, it added a spotlight on the endifefof its products on its website. The
Maison also presented its initiatives aimed at quiihg the environment in an academic
context when it addressed students studying forMlaene-la-Vallée Master's Degree in
Luxury Goods and Innovation. Lastly, Louis Vuittattended Luxe Pack, the luxury goods
packaging tradeshow, which was held in Monaco itoer. Representatives of the Maison
formed part of the Jury for the “Luxe Pack in Gre@ward, and spoke at the roundtable on
the challenges posed by climate change to theegtest of operators in the luxury goods
sector.

Although Bvlgari has chosen to set up a cross-wine team responsible for responding to
customers’ requests, most Houses focus on makirigest employees ambassadors for their
environmental protection policy. They draw up tmaghcourses and talking points for them,
and even distribute handbooks in order to help stere personnel to answer certain
guestions, such as those relating to the REACH R#gos, or to Responsible Jewellery
Council certification. At the same time, they aeady to provide all kinds of information,
including answering requests from financial investowith a constant requirement for
transparency and accuracy.

o Management of satisfaction and complaintJEd See the example of cosmetic products and
consumer safety in “Environmental Report 201649)] :

The very stringent requirements on cosmetic pradguaairantees the safety of our cosmetics,
not just at the time they are placed on the maitk#talso while they are being marketed. A
customer relations network has been set up towesleconsumer complaints and carry out
cosmetic vigilance of our products. Any complambether relating to an intolerance or a
severe irritation, is reviewed by a specializednmeand assessed by a professional. A
consultation with a dermatologist may be offeredh® consumer. Lastly, by analyzing these
complaints and these cases of cosmetic vigilaneecan explore new avenues of research
and improve the quality of our products. The vdringent requirement of the LVMH Group
guarantees the safety of our cosmetics, not justeatime they are placed on the market, but
also while they are being marketed.

We measure customer satisfaction at the brand .levalisfaction measurement is not
managed at the Group level. Each Maison has its methodology to measum@istomer
satisfaction Example of Parfums Christian Dior :
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v' The customer relations service for Europe areased in Paris and operates in nine
languages available on a dedicated space Dior.cpmndil, live Chat, e.mail and
telephone. This service is also available in Clsinge November 2013, and in Japan
since February 2015.

v' Parfums Christian Dior has a barometer for meagucisstomer satisfaction in key
European countries. At the end of 2016, in Euromxuests for information
represented 31 % of all clients approached, cldim%o (on a variety of topics such
as packaging, texture, manufacturing, etc.) anét@sse on online orders 12 %. In
China, inquiries accounted for 55 % of customertacts and claims 5 %. In Japan,
customers approached mainly concerned requestsnformation, assistance on
online orders and claims, respectively 31 %, 34nth@&% of contacts.

v In February 2016, Parfums Christian Dior was cfai under Qualiweb Trophies,
n° 1 online Customer Relationship in the Beauty @&Retics category.

o Beyond the different requirements of regulationd amore particularly the REACH (Restriction,
Evaluation, Authorization and Restriction of Cheats} regulations, or similar regulations such as
Proposition 65 in California, LVMH has gone furtharthe case of the Maisons in the Fashion &
Leather Goods and Watches & Jewelry business groympting for a genuinask management
policy.

= |t has drawn up a comprehensive program focused pnew internal standard, th&/MH
RSL (Restricted Substances List) which prohibits or restricts the inclusion of teén
substances in the items brought to market, or thsgrby suppliers. The Group began training
its teams on how to use the RSL in 2016, which gllp the Maisons to adopt a continual
improvement approach.

= Another in-house tool, theVMH Testing Program, strengthens the audit system for the
Maisons in the Fashion & Leather Goods businesspgrd enables them, at five partner
laboratories, to test substances considered the¢ atossk, depending on the materials.
LVMH’s Environment Department has also prepared amstributed specific technical
handbooks in order to help suppliers to eliminaigatn substances and use alternatives.

= At the same time as these initiatives, the Grougastinuing its discussions with other
operators in the luxury goods sector and professiorganizations in order to develop best
practices.

» Awareness of customers Between May 20 and 22, 2016, the LVMH group opetieddoors of some

40 Group companies as part of thess Journées Particulierespen days. After the success of the previous
two such events, each of which attracted more it¥h000 visitors, 53 locations in France, Switzadla
Italy, Spain, Poland and the United Kingdom wererma to the general public, in some cases for ¢ng v
first time. The event attracted unprecedentedorisiumbers, with more than 145,000 people taking th
opportunity to discover the expertise and histdrémup companies. To add to this peek behind tkees

at Group companies, there was a special emphastigdgal communication. Teams from Facebook and
Instagram joined in to enable the greatest possiblmber of people to access confidential areas and
discover the artisanal expertise that has beeregexd down the ages through the eyes of membérteeof
Instagram community.

» Local residents: For the renovation of La Samaritaine, various rimfational meetings were held before
and during the clearing and asbestos removal wawkyell as during the project’s development phase.
"model house" containing all the appropriate prést@n media was opened to the public and provided
information about the site's history and speciattires of the project's architecture. Local reggland the
town hall of the 1starrondissementwere fully involved in the information and consnfji process,
particularly with regard to how the project woulthpact the Rue Baillet, which is adjacent to the La
Samaritaine building diSee "2013 Environmental Report" (p. 16).]
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6. Suppliers andSocial Entrepreneurship:

* LVMH places a priority on maintaining and promotirggable relations with responsible partners
(suppliers, distributors, subcontractors, etc.).

7. Universities and Business SchoolsMany events were organized along these lines, hegeatith
schools and universities across various professregsons, and levels of qualification.

» Boosting appeal among the younger generation Thelll\group wanted to strengthen its ties with the
younger generation by creatifigmside LVMH” , which was held on November 22, 2016. The everst wa
designed to give 220 students from Europe’s topnless, engineering and design schools access to the
Group and some of its companies. It was an oppibytor close discussion on the topic of innovatemd
luxury. The day was divided into three parts: a mmg small-group session providing an in-depth
introduction to 16 of the Group’s companies (in@hgdBerluti, Louis Vuitton, Parfums Christian Dior,
Make Up For Ever, Moét Hennessy and Chaumet), terrafon group workshop on innovation at the
Group’s head office, and an evening at the Fonddtmuis Vuitton. Students were welcomed by Chantal
Gaemperle, who talked about how integral the pgssmand sharing of knowledge is to the Group’s &im
resources policy. Bernard Arnault then gave a ptasien of his vision for the Group and the oppoities

it offers. At the end of the masterclass, guestsidcwisit the “lcons of Modern Art: The Shchukin
Collection” exhibition. The event was a real susgesceiving very positive feedback from the ursites,
students and Group employees involved. The studbatsattended made connections that will help them
consider a potential career with the Group.

* In October 2016, the LVMH group launched the onqasLVMH Days at partner schoolsto present
the Group’s different professions and companiepdtential employees. The LVMH Days aim to give
students a clearer idea of the diversity within LMMind of the career opportunities and broad rarige o
professions across the 70 companies that make eustbup. The programs include themed workshops,
plenary conferences, business case studies andtneent sessions, with each one tailored to thénpar
school in question. The first LVMH Day of the 202617 academic year was held at the HEC campus on
October 27, 2016. The day was organized arounce timsightful themed workshops held by Group
companies: Louis Vuitton on finance, Parfums ClarsDior on challenges in the marketing professions
and a joint workshop co-hosted by Parfums Givermhg Kenzo Parfums on customer experience when
launching new products. The 250 student attendees had a chance to talk informally with human
resources managers from the different companiesitatygportunities for internships, VIE (internatibna
volunteering) and employment within the Group. LVNIHys were also held at EM Lyon, Arts et Métiers
Paris Tech ENSAM, Grenoble EM, EDHEC, Institut Frais de la Mode, Bocconi University, Central Saint
Martins, the University of St. Gallen and more.

* For many years, the Group has maintaispédcial ties with business and engineering schoasd
universities. These relationships enable the Group and itsfspeompanies to develop their reputations as
preferred employers among students, and give thevma@ow onto major career tracks and prospects. In
2016, the Group deepened its strong ties with dehaad universities thanks to two new additionstso
portfolio of international partnerships: the “Ciheat & Sustainability” partnership signed witBentral
Saint Martins in London, and the Chair iBavoir-Faire d’Exceptiorfexceptional expertise) in partnership
with ESSEC Business School

Many other specific partnerships have been develogeby Group companies[Ed See “2016 Social
Responsibility Report” (pp. 21-24).]
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Corporate Sustainability Governance and Leadership

Criterion 19 : The COP describes CEO commitment andeadership :

Blueprint For Corporate Sustainability Leadership

CEO Commitment and Leadership :

¥ CEO publicly delivers explicit statements and demustrates personal leadership on sustainability
and commitment to the UN Global Compact :

VI CEO promotes initiatives to enhance sustainabilitpf the company’s sector and leads development
of industry standards :

I CEO leads executive management team in developmenf corporate sustainability strategy,
defining goals and overseeing implementation :

. » See in this COP 2017 : “Criterion 1 : The COP dbssr mainstreaming into corporate functions and

Criterion 20 : The COP describes Board adoption anaversight :

Blueprint For Corporate Sustainability Leadership

Board Adoption and Oversight :

M Board of Directors (or equivalent) assumes respoiislity and oversight for long-term corporate
sustainability strategy and performance :

M Board establishes, where permissible, a committem assigns an individual board member with
responsibility for corporate sustainability :

M Board (or committee), where permissible, approvegormal reporting on corporate sustainability
(Communication on Progress) :

Criterion 21 : The COP describes stakeholder engageent :

Blueprint For Corporate Sustainability Leadership
Stakeholder Engagement :
M Publicly recognize responsibility for the companys impacts on internal and external stakeholders :

* The "LVMH Code of Conduct", adopted in May 2009nsuarizes the contacts responsible for ensuring
CSR implementation and compliance within a dedd@8R Steering Committee

 The Group LVMH and Maisons are involved several dialogue and partnerships with different
categories of stakeholdergérom civil society.

. > See in this COP 2017 “Criterion 18 : The COP déssripartnerships and collective action” (pp. 105-
P 115). !

Global Compact — LVMH’s Communication On Progress7201



-117/121 -

o Due to the diversified and decentralized naturat®factivities, the Group has definggneral
principles as regards stakeholder engagemetiat are circulated to the management of its Bsand
and subsidiaries.

= Each company is in charge of the management dfrésd, according to its own processes,
according to the Group’s mission and values. Tkash brand has its own method of brand
strategic management, aimed at enhancing its fiaev&lue and reputation.

= The collaboration developed between LVMH and thausés allow discussing the stakes
concerning sustainable development and CSR thradifferent tools and meetings :
committees and specific international networks ig@pcenvironment, supply chain,
communication...), local committees, annual coneast working groups, collaborative
tools, events, etc.

o Consequently, theelations with global or international stakeholdersis taken into account by
the different members of the CSR Steering Committewhile each LVMH brand, depending on its
priorities and local challenges, determines its k@keholders and implement its own stakeholder
engagement.

Blueprint For Corporate Sustainability Leadership

Stakeholder Engagement :

M Define sustainability strategies, goals and polies in consultation with key stakeholders :

M Consult stakeholders in dealing with implementatia dilemmas and challenges and invite them to
take active part in reviewing performance :

. > See in this COP 2017 “Criterion 18 : The COP dbssrpartnerships and collective action” (pp. 105-

Global Compact — LVMH’s Communication On Progress7201



-118/121 -

ANNEX: Women’s empowerment principles

Women's Empowerment : The COP describes policies and practices related to
supporting women's empowerment and advancing
gender equality in the workplace

Achieving and maintaining gender equality in semm@nagement and board positions
Achieving and maintaining gender equality in midadianagement positions

Equal pay for work of equal value

Access to child and dependent care

Support for pregnant women and those returning fmaternity leave

Recruitment and retention, including training aedelopment, of female employees
Education and training opportunities for women vessk

AN N N N Y N NN

Creating and maintaining workplace awareness ofdgerequality and, inclusion and non-
discrimination for all workers

<

Mentoring and sponsorship opportunities for womemkers

<

Other established or emerging best practices

v" Any relevant policies, procedures, and activities the company plans to undertake by its next COP
to address this area, including goals, timelinestyics, and responsible staff
= Flexible work options
= Gender-specific health and safety issues
= Gender-based violence and harassment
= The COP describes policies and practices related supporting women’s empowerment
and advancing gender equality in the marketplace

<

Support for women business owners and women eetreprs

<

Gender-sensitive marketing

v' Gender-sensitive product and service development

= Supplier diversity programme

= Composition of supplier base by sex

= Supplier monitoring and engagement on women’s erepownt and gender equality
including promotion of the Women’s Empowerment Eipies to suppliers.

= Other established or emerging best practices

= Any relevant policies, procedures, and activitiest the company plans to undertake by its
next COP to address this area, including goalslthmas, metrics, and responsible staff
The COP describes policies and practices related supporting women’s empowerment
and advancing gender equality in the community.

v Ensuring female beneficiaries of community prograaam
v' Community initiatives specifically targeted at #m@powerment of women and girls
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v/ Strategies to ensure that community investmenteptsjand programmes (including economic,
social and environmental) positively impact womed girls

Designing community stakeholder engagements thate afree of gender
discrimination/stereotyping and sensitive to gensleues

Gender impact assessments or consideration of gesldéed impacts as part of its social
and/or human rights impact assessments

Strategies to ensure that community investmenteptsj and programmes (including
economic, social and environmental) include thedatticipation of women and girls

Other established or emerging best practices

Any relevant policies, procedures, and activitiest the company plans to undertake by its
next COP to address this area, including goalslthmas, metrics, and responsible staff

The COP contains or refers to sex-disaggregated dat

v" Achieving and maintaining gender equality in sem@nagement and board positions

v' Achieving and maintaining gender equality in midai@anagement positions

v' Recruitment and retention, including training aede&lopment, of female employees

Equal pay for work of equal value

Flexible work options

Access to child and dependent care

Support for pregnant women and those returning fmaternity leave

Gender-specific health and safety issues

Gender-based violence and harassment

Education and training opportunities for women vessk

Creating and maintaining workplace awareness oflgeequality and, inclusion and non-
discrimination for all workers

Mentoring and sponsorship opportunities for womenkers

Other established or emerging best practices

Any relevant policies, procedures, and activitiest the company plans to undertake by its
next COP to address this area, including goalslimes, metrics, and responsible staff

. P See more particularly in this COP 2017 :

Commitments : pp. 25-27, 30-31, 101.

Initiatives, processes, tools and best practiggs 31-32, 93-94.
Value Creation : pp. 55

Strategic social investments and philanthropy :9&97.

See also LVMH’s Reports :

"2016 Reference Document” :
“5.1. Gender Equality” (pp. 82-83).

"2016 Social Responsibility Report" :
“Developing shared prevention practices” (pp. 30-5

v" The 14 undertakings in the “LVMH Recruitment Codelbpted in December 2009.
v' “Discrimination prevention training”.
v “Discrimination testing”.

“Promoting gender equality in the workplace” (bg-54) :

v' Key findings
v' Drivers :

= “EllesVMH?” initiative and “EllesVMH Connect”.
= |nitiatives from companie
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Proportion of female employees in joiners' and in the Group’s active workforce

% women in 2016 Joiners

Breakdown by business group

2016

Wines and Spirits 46
Fashion and Leather Goods 66
Perfumes and Cosmetics 86
Watches and Jewelry 59
Selective Retailing 84
Other activities 32
Breakdown by professional category

Executives and managers b4
Technicians and supervisors 70
Administration and Sales personnel 83
Production workers 44
Breakdown by geographic region

France b4
Europe (excluding France) 79
United States 82
Japan 77
Asia (excluding Japan) 75
Other markets 84
LVMH group 78

Group employee

2016

37
70
83
59
84
33

b4
68
82
56

b4
74
80
76
76
74

74

[a) Under permanent contracts, including internal mobility and conversions of fixed-term contracts to permanent contracts.

Proportion of female in 201¢

TOTAL 74 %
Board of Director 40 %
Executive committet 38 %
Management grad 64 %
Technical staff/Team lead: 68 %
Administrative/Sales ste 82 %
Production sta 56 %
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ANNEX: Business & Peace

The COP describes policies and practices related tthe company's core business
operations in high-risk or conflict-affected areas

M Management of the supply chain to avoid contributig to conflict through purchasing decisions
and practices :

The COP describes local stakeholder engagement arstrategic social investment
activities of the company in high-risk or conflictaffected areas :

I Approaches to_stakeholder engagement involving dhsociety, international organizations, etc. :

1 115).
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