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To Our Carter’s Family,

For over 160 years, families have trusted Carter’s as a leader in
providing high-quality apparel and related products for babies
and young children, from first days home to first days of school.
We are honored to play a role in those memories, and we take
seriously the responsibility that comes with that trust. Generations
of parents and caregivers have grown up with Carter’s, and what
keeps them coming back is straightforward: a family of brands
they trust, a multichannel business model that meets them
wherever they shop, and products built on safety, durability, and
sustainability. Our commitment extends beyond the products
themselves to doing right by the world our children will inherit.

We know how much is being asked of young families right now.
Rising costs and economic uncertainty are creating real pressure
on household budgets. Despite these challenges, families continue
to gravitate toward brands that lead with purpose, and that is
exactly where Carter’s stands. Our Little Planet brand, for
example, built around organically grown cotton and sustainable
materials for families seeking a more conscious choice in baby and
toddler apparel, surpassed $S100M in sales in 2025, proof that
families will choose sustainable products when they are made

well and priced fairly for the value they provide.

Responsible product design shows up across our portfolio in
different ways. OshKosh B’gosh continued its work on responsible
manufacturing in 2025, expanding the use of ozone washing
technology for our World’s Best Overalls™ and reducing water
usage by more than 20% per garment. Our Skip Hop brand,
offering baby and toddler essentials built around the promise of
must-haves made better, extends value by designing products
that adapt as children grow, reducing the need for families to
replace items at every stage and extending the life of what

they buy.

Ninety-nine percent of our apparel products, those that we
source directly, meet the OEKO-TEX® Standard 100 (OEKO-

TEX) certification, confirming they have been tested to be free
from thousands of harmful substances.

This is the work that our corporate responsibility strategy, Raise
the Future, is built to support. Now in its fourth year, the strategy
is organized around three pillars—Product, Planet, and People—
and 2025 was a year of meaningful progress across all three.

Product:

+ More than 86% of our cotton was sustainably sourced
through Better Cotton Initiative™ (BCI™) Cotton or
organically grown cotton.

+ More than 60% of our 2025 sales were supported by
responsible cotton sourcing through BCl Cotton or came
from our Little Planet and PurelySoft™ collections made
with organically grown cotton or viscose from responsibly
managed forests.

Planet:

 We reduced virgin plastic packaging by 90% in 2025
compared to our 2022 baseline, with 90% of our total
plastic packaging now made from recycled content.

« We advanced product circularity through pre-consumer
textile recycling pilots and expansion of KIDCYCLE™, our
in-store clothing takeback program, giving families a
responsible way to recycle clothing that would otherwise

be discarded.

People:

« Since 2021, we have invested approximately $42.1M in
communities through our corporate philanthropy programs,
supporting families and children across the country and
around the world.

+ In 2025, our employees contributed 24,300 hours of volunteer
time, and we invested more than $8.05M in monetary and
in-kind donations, showing up for the communities where
we live and work.

Sharing this progress also means being clear about the work
ahead. Families who grow with Carter’s—through a first baby,
a second, a third—are the clearest measure of whether we are
getting this right. In uncertain times, families turn to brands
they trust. We stay focused on showing up for today’s parents
by listening closely, making responsible choices, and continuing
to meet the needs of families.

Our responsibility work is guided by our purpose: to embrace

the wonder of childhood and uplift those shaping the future.

The children in Carter’s today will be the parents and decision-
makers of tomorrow, and that long view shapes every commitment
in this report. None of this progress would be possible without

our more than 15,000 global employees around the world, whose
dedication to our mission and to the families we serve drives
everything we do.

The work continues, and we are glad you are with us for it.

Sincerely,

Ty

! N,
SHARON PRICE JOHN { R N
Chief Executive Officer
& President
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our brands

carter’s

Parents have trusted Carter’s

to create innovative, feature-
focused clothing and accessories
for over 160 years, and we’re
committed to inspiring the

next generation of caregivers

as a new chapter begins.

! Carter’s has three exclusive brands:
Carter’s Just One You at Target, Carter’s
Child of Mine at Walmart, and Simple Joys
by Carter’s at Amazon.

An American icon with nostalgic
appeal, OshKosh B’gosh is rooted
in denim with an enduring cool.

Our designers match timeless
looks with modern vibes for
styles that are always on trend.

ittle planet

by carter’s

Little Planet by Carter’s

is a return to simplicity,
offering responsibly made,
sustainably sourced, heirloom-
worthy essentials designed

to be passed down through
generations. Find thoughtful,
versatile styles made with the
organically grown cotton.

Our iconic brands' have been trusted for generations
and are focused on embracing the wonder of childhood
while uplifting those shaping the future.

SKIPxHOP.

A go-to for baby’s first year
(and beyond!), Skip Hop prides
itself on developing award-
winning, grow-with-baby
essentials. From play time

to snack time to bath time,

our must-haves are designed
to make parenting easier.

2025 Impact Report



@ carter’s at a glance
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financial highlights
@ carter’s’ is the #1 baby apparel brand.’ consolidated net sales’

FY 2024 FY 2025
product As North America’s largest and most-enduring apparel company exclusively for babies and
young children, Carter’s reaches a broad range of consumers around the world through our $2.8B $2. gB
planet multichannel global business model that includes retail stores, eCommerce, and wholesale
channels, as well as omnichannel capabilities in the U.S. and Canada. We are a publicly
people traded company on the New York Stock Exchange listed under ticker symbol “CRI.” For operating margin

more information on our financial results, please see our 2025 Annual Report. 0 0
indexes 9 /0 5 /0

For more information on these topics,

a culture Of please see our related materials linked

at the bottom of our report webpage:

integrity . Code of Ethics

o e e, - Supply Chain Disclosure Report for Canada,
At Carter’s, integrity isn’t UK, and California ® -

just a value we promote;
it’s the foundation of our
operations and a standard

by which we measure our « Corporate Social Responsibility Policy
success. + Environmental Policy $3706M $110M 4

- Privacy Policy

diluted earnings per share

- Canadian Due Diligence Report

. Conflict Minerals Policy

Our commitment to conducting
business with high ethical - Restricted Substances List
standards is strengthened through » Vendor Code of Ethics
comprehensive policies, rigorous . ZDHC Manufacturing Restricted 000 6
training, and robust governance Substances List G-G-Dm $8.0M

frameworks that support

global income taxes paid® incremental tariffs paid®

total giving’
accountability at all levels. :

2 Carter’s = Carter’s, Little Planet, Carter’s Just One You, Carter’s Child of Mine, Simple Joys by Carter’s, Otter Avenue. ‘ > 2 '4,000

3 Carter’s is the #1 baby apparel brand (ages 0-12 months) at 33% of the market. Source: Circana, Consumer Tracking

Service, U.S. apparel dollar sales, 12 months ending December 2025. employee volunteer hours
45 Corresponds to fiscal year 2025.
87 Includes ~4.6M donated from the Carter’s Charitable Foundation, Inc.

6 2025 Impact Report
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our global value chain

Our value chain starts with the people and
businesses involved in the production and
distribution of our products and ends with our
customers and the communities where we operate.
Without owning raw materials or manufacturing
facilities, we rely on a global network of third-party
suppliers, primarily in Asia, to source our garments

and other products. Our remaining suppliers are
in North America, Central America, and Africa. *

To optimize efficiency and manage manufacturing
volume in Asia, our sourcing operations are based
in Hong Kong, with additional support in Vietnam,
Cambodia, India, and Bangladesh. A full list of
our Tier 1 suppliers can be found in the footer on

our website. *

During fiscal year 2025,
approximately 71% of our product
was sourced from Vietnam,
Cambodia, Bangladesh, and

India. Approximately 97% of carter,s Value Chain

major sourcing
locations

@ Vietnam
@ Combodia
@ Bongladesh
@ Indic

® Brazil

. Australia

@ us

the cotton fiber that was used

in the manufacturing of our
products during fiscal year 2025
was sourced from India, Brazil,

cmﬁs Q

0 B

o)

Australia, and the U.S. Sixteen
percent of this total was sourced
in the U.S.

raw materials
Provide the fibers

used in our products,

such as cotton and
polyester.

mills & manufacturers

Process raw materials
and combine components
into final products
families know and love.

transport

Drive, fly, and ship
our products from our
manufacturers to our

distribution centers.

L { -
O)=(O
distribution centers

Store and distribute our
products to stores or
customers through fulfilling
eCommerce orders.

I
ape

stores & wholesalers

Carry our products so
customers can find the right
styles, fit, and accessories
for their families.

153

o—0o

customers

Buy our products that align
with their needs, style,
and values.

2025 Impact Report
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awards & rankings

* WAk«

AMERICA’S
MOST
RESPONSIBLE
COMPANIES

2026

N |

WORLD'S MOST

SUSTAINABLE
COMPANIES

statistazm 2025

awards & recognition

* *** *
e AMERICA’S
TRUSTWORTHY GREATEST
clor:j PANIES WORKPLAGES
d 2025

i***t

Newsweek

pant- S0
INSIGHTS GROUP
e

Forbes

AMERICA’S

BEST EMPLOYERS
FOR WOMEN

ke Wkw
AMERICAS.

GREATEST
WORKPLACES
FOR
PARENTS
& FAMILIES
2025

statista

87

BEST
Adoption-Friendly
Workplace™

) SEPA
_‘GREEN

POWER
‘HPARTNER

esg rankings
& ratings

CDP score

B

ISS ESG
corporate rating

C

MSCI

AA

S&P global

46

Sustainalytics
ESG risk rating

14.9 low

2025 Impact Report
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memberships & trade associations

5 000 A X .
LR bR )

\

Carter’s believes that collaborative effort is essential
for creating lasting positive change. Our strategic
partnerships and industry associations enable us to
drive innovation, influence policy, and collaborate on
solutions to complex industry challenges, particularly
in sustainability and responsible business practices.

American Apparel & Footwear Association
(AAFA)

Member since 1970

Our membership provides Carter’s a seat at the table in
navigating the industry’s complex regulatory landscape. Carter’s
Chief Supply Chain Officer, Karen Smith, was an AAFA Board
Member in 2025.

Cascale (formerly Sustainable Apparel
Coalition)

Member since 2021

Through our membership, we gain insights on how to best
manage environmental resources in the manufacturing of our
products and continue to challenge ourselves to create a more

sustainable future.

National Retail Federation (NRF)

Member since 2023

Carter’s membership allows us to benefit from NRF’s intelligence
sharing community and platform. Carter’s Chief Information

Security Officer, Kemper Seay, is a member of the CISO Council.

Nirapon
Member since 2021

Carter’s membership helps our suppliers’ factories create a
sustainable culture of safety by providing guided and supported

maintenance, monitoring, and reporting processes.

Retail Industry Leaders Association (RILA)

Member since 2017

Through collaboration and thought leadership, the group advances
ideas that foster free markets, competition, economic growth,

and sustainability. Carter’s Chief Administrative and Compliance
Officer, Antonio Robinson, is a member of RILA’s ESG

Executive Committee.

Additionally, our Chief Retail and Digital Officer, Allison Peterson,
is a member of RILA’s Chief Store Officer Council.

.

Vi

\

2025 Impact Report




carter’s esg roles & responsibilities

esg governance

contents Board of Directors
Nominating & Corporate Governance Committee

management oversight

Our Chief Administrative and Compliance
Officer reports directly to our CEO and has

board oversight

Our Board of Directors provides oversight of the
management team and our business. As of the

Oversees the Company’s ESG initiatives through
quarterly reviews of climate plans and other key issues

product publication of this report, eight out of nine of the responsibility for the Company’s ESG, HR, D&,
members of our Board were independent. The and Compliance programs.
planet Nominating and Corporate Governance Committee CEO
provides oversight of the Company’s environmental, Reviews and approves ESG goals, plans, and progress
people social, and governance (ESG) initiatives through
quarterly or more frequent progress reviews. These oo
indexes reviews include assessments of ongoing efforts AI Chief Administrative & Compliqnce Officer,
related to topics such as climate change management, —_— Corporqte Secretary
regulatory compliance, global supply chain compliance, . . S
diversity and inclusion (D&l), and sustainability. Leads ESG, Inclusion, and Compliance initiatives
board of di artificial intelligence
card o Irectors Our Board of Directors, which includes our ESG . D&l Ste_e”ng Compllgnce
Audit Committee, provides oversight of Council Committee Committee
risks related to artificial intelligence (Al) Formulates and Provides business Supports ethical
44% and periodically reviews those risks. oversees ESG insights and operations in
women We commit to emp|oying Al in a manner goql-setting and key initiatives that accordance
that respects human dignity, rights, and initiatives through support our D& with applicable
freedoms. Our use of Al fully complies cross-functional strategy laws, rules, and
with applicable legal authorities and with collaboration regulations
policies and procedures that protect (including proactive
privacy, civil rights, and civil liberties. monitoring)
We employ governance mechanisms to
\ 18% define re5|c'>c.>nsibi|ities and provide .
ethnically :ﬁ:;r;zb!:g IZL:P;::;S:? ; ?;ilsti o Sustainability & CSR departments
diverse identify and mitigate bias. Manage and implement ESG strategies and programs, work across the
organization to develop strategies and goals approved by the
ESG Council, and oversee priority ESG initiatives
10 2025 Impact Report
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raise the future: our esg strategy

Carter’s is dedicated to contributing to a world where all
families with young children can grow and thrive. Our Raise
the Future strategy reflects our commitments to provide more
sustainable product offerings, reduce our environmental
footprint, and uplift our workers and communities.

In partnership with a third-party firm, Carter’s conducted its
biennial, ESG-focused materiality assessment that concluded
in 2026. Through surveys and interviews, we engaged
internal and external stakeholders to help us refine priorities
and advance progress toward our strategic ESG pillars of
Product, Planet, and People. Our holistic approach drives
value by reducing risk, increasing efficiency, and enhancing
resilience.

We promise
to better
our world.

The following priority topics surfaced from our latest
materiality assessment:

O & @

product

grow our

planet

reduce our

people

uplift our workers

sustainable offerings

environmental footprint and communities

7]
+ Business ethics and integrity E TRANSITIONING ENHANCING REDUCING DIVERSIFYING FOSTERING
« Product quality and safety 5 to more sustainable our responsible climate-related our consumers an engaged
- Data privacy, cybersecurity, and digital trust o materials sourcing capabilities risks and workforce workplace culture
¢ Human rights and labor standards in the supply chain
« Employee health, safety, and well-being
» Supply chain resilience and continuity
« Responsible marketing and consumer engagement "
-
= .
% oppr::t:IJ(:itties mqnc:::ment R re?er:::ce il I
0
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2025 progress highlights®

product planet

GOAL: Use 100% sustainable GOAL: Continue growth of GOAL: Reduce absolute Scope 1 GOAL: Achieve 50% reduction in
cotton by 2030 Little Planet brand and 2 greenhouse gas emissions virgin plastic packaging from a 2022
50% from 2019 baseline by 2030 baseline by 2030

and achieve net zero in our direct

/_Q_\ operations by 2040
ONA

36%
o

1 o O M reduction of Scope

1 and 2 emissions

since 2019

86%

of our cotton
was sustainably
sourced’®

90%

reduction in virgin
plastic packaging
from the 2022
baseline in 2025
in sales in 2025

GOAL: Become the U.S. market leader GOAL: Divert 80% of waste GOAL: Require 77% of our purchased
of sustainable children’s apparel from landfill goods and services suppliers (by

spend) to have science-based targets
by 2027

more than

=) 60%

° 61%

of waste diverted

from landfill

69%

of these suppliers
(by spend) and 65%
by number have
set science-based
targets

of our 2025 sales were either supported by responsible cotton
sourcing (through BCI Cotton) or came from our Little Planet and
PurelySoft collections, utilizing either organically grown cotton or
viscose sourced from responsibly managed forests

® This page includes progress as of December 31, 2025 for a selection of our goals. All goals can be found in their respective sections of this report.

? We define “sustainably sourced” cotton as BCl Cotton or organically grown cotton.

people

GOAL: Improve the well-being of GOAL: Improve the well-being of
at least 1 million workers within our at least 10 million lives by 2030
global value chain by 2030

®)

3
1.IM

lives improved in 2025

~80%

>797,400 workers
positively impacted
since 2021

GOAL: Invest more than $50 million ~ GOAL: Volunteer over 200,000
toward improving the lives of hours in our communities by 2030

children by 2030

‘YL

N\

42.1M 116,900

in monetary and in-kind volunteer hours contributed
donations since 2021 since 2021

2025 Impact Report
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carter’s our prOduCt Stl' ategy

contents
At Carter’s, our highest priority continues to be
about meeting or exceeding industry standards for the . )
safety and quality of our products. Our approach safe for kids: from fabrics to snaps,
m combines rigorous testing protocols, industry-leading safe from harmful substances
certifications, and strategic supplier partnerships to Delivering the quality that parents trust, our
planet deliver prc.Jduc.t? that meet high stand.qrds of safety apparel and accessories are certified clean and
and.s.uston.‘\qblllty. Our produc.ts provide value to safe from over 1,000+ harmful substances with
people families raising future generations through three OEKO-TEX. Tested under strict requirements, we
core pillars of safety, durability, and sustainability. aim to ensure every little detail is safe and
indexes Our goal is to ensure that consumers understand the gentle on their delicate skin.
value our products provide to them and their families.
To enhanf:e consumer eng';age.n?ent and trqnsparency, tough for play: made with durable
our goal is to make sustainability more visible and fabri I h af h
accessible across all consumer touchpoints. This aprics to last wash atter was
includes enhanced communication of the sustainable Our iconic denim and play-all-day styles are
attributes of our products that aim to help consumers crafted to withstand more—more fun, more
understand and appreciate the impact of their choices. wear. When consumers shop our family of
brands, they can trust that these styles are made
high—quality, safe product commitment to last so kids can wear longer and play harder.
We review every product we develop for potential )
health and safety risks and implement appropriate sustainably made: mindfully sourced
mitigation measures. Our process includes rigorous for a more sustainable future
testing aimed at ensuring that our products are ) o )
safe and well-made. Our testing complies with all We use the follo.wmg Cel"tlfICCltI(?nS to guide
relevant international, federal, and state regulations, the mqnuf'qcturl‘ng of our SU.St(?mqbly made
including those of the Consumer Product Safety produc.ts, mc!udmg but not limited tO:.QIOb.GI
Commission, as well as our own proprietary testing Organic Textile St(T::nd.qrd (GOTS) CertIfICGtI-Oh,
protocols. If a product does not meet quality standards, LENZING Ecovero VI.SCOSG, rerCIEd mate.rlfuls,
we take prompt action to correct the issue and Forest Stewardship Council (FSC)-certified
wood. If products are certified, they are
labeled accordingly.
14 2025 Impact Report
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our sustainable
materials journey

We aim to reduce the environmental impact of our core fabric portfolio while maintaining

the exceptional quality and safety standards that families expect from Carter’s. Cotton
remains our primary fabric, accounting for almost 70% of our fiber usage, so we are focusing
our sustainable materials efforts on where we believe we can make the most impact. As
such, we’ve made a commitment to use 100% sustainably sourced cotton fibers by 2030.

GOAL
Use 100% sustainable cotton fibers by 2030

2025 PROGRESS

86% of our cotton was
sustainably sourced

in 2025

86%

We define sustainable fibers as those that have a
lower negative environmental impact over their life
cycles than conventional counterparts. We define

sustainably sourced cotton as BCl Cotton or organically

grown cotton.

2025 Impact Report
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our sustainable materials journey

materials certifications

We demonstrate our ongoing commitment to sourcing

sustainable materials through a comprehensive fiber portfolio 2025 fiber usage

strategy. We actively prioritize and continue to increase our
use of independently verified sustainable fibers, including:

GOTS-certified products

We prioritize GOTS-certified products for our
Little Planet brand, which encompasses:

—® 68% COTTON

® 29% POLYESTER
Envi . . FY 2025
« Environmentally responsible processing fibers ® 2% VISCOSE

 Organic farming practices

o Ethical labor conditions

Verified recycled content

0.8% ELASTANE
® 0.3% OTHER

Some of our products incorporate materials certified
via the Global Recycled Standard (GRS) and the
Recycled Content Standard (RCS), validating:

+ Recycled content claims

* Responsible social practices (GRS only)

+ Environmental standards (GRS only)

+ Chemical safety protocols (GRS only) ® 14% CONVENTIONAL
COTTON
Materials with verified environmental benefits
. . . .- . . ® 86% SUSTAINABLE
We partner with recognized sustainability leaders, including:
COTTON
« BCI: Supporting more sustainable cotton farming . 84% BCI COTTON

practices and improved farmer livelihoods . 29% ORGANICALLY

« LENZING ECOVERO Viscose: Using fibers produced GROWN COTTON
with significantly lower environmental impact through
responsible wood sourcing and closed-loop processing

2025 Impact Report
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better cotton initiative

Sourcing cotton through the BCl represents the foundation of Carter’s sustainable materials
strategy. Through its implementing partners, BCl supports farmers to use water efficiently, care
for soil health and natural habitats, reduce use of the most harmful chemicals, and respect
workers’ rights and well-being. BCI continues to be our primary pathway to achievement of our
cotton commitment.

We are committed to sourcing 100% of our cotton more sustainably by 2030, primarily through
BCI Cotton under the mass balance chain of custody. Mass balance BCI Cotton is not physically
traceable to end products, however, BCl farmers benefit from the demand for BCI Cotton in
equivalent volumes to those we “source.”

BCI Cotton sourcing goal

2022 2023 2024 2030
10% 25% 50% 100%

2025 29,304 bci

member

2024
2023
2022
2021 56,900
| | | | | | |
0 10,000 20,000 30,000 40,000 50,000 60,000
Total cotton consumed BCI Cotton consumed
(metric tons) (metric tons)

We made significant progress in
2025 and sourced approximately
84% of our cotton through

BCI Cotton.

BCI licensed farmer:
PUNAMCHAND JALELA

“l became a BCl licensed farmer in 2016.
For the last three years, | have only
used natural bio-pesticides. | decided
to transition from chemical pesticides
to natural pesticides to improve my soil
health. In my community, around 15
other farmers transitioned to natural farming methods

Photo credit:
BCl/Morgan Ferrar

after seeing my results. Since only using natural Location: Bhavnagar
9 0O . . . district Gujarat,
pesticides, my income has increased. My yields are India. 2019

better and | spend less money on inputs. | have used
the additional income to purchase more land and on
my children’s education [books etc]. On my farm,
| grow cotton, peanuts, mango and sandalwood.”

— Punamchand Jalela, BCl licensed farmer

*The stories and outcomes featured here reflect the experiences of individual BCl licensed farmers in
specific regions. Results may vary by country due to differences in local conditions and other contextual
factors. These stories do not represent the outcomes of all BCl licensed farms.

2025 Impact Report



== sustainable apparel & goods
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o3 P *“"'ﬁt’
about ) 1o \ ! GOAL: Become the U.S. market leader of sustainable
-y 5 children’s apparel
| 0 o mooress
planet Little Planet and PurelySoft account
e for 5% of our overall sales
people
index More than 60% of our 2025 sales are

either supported by responsible cotton
sourcing through BCI Cotton, or come
\ from our Little Planet and PurelySoft
collections, utilizing either organically
grown cotton or viscose sourced

Carter’s commitment to sustainable apparel and .
from responsibly managed forests

goods continues to be led by our Little Planet and
Skip Hop brands, along with targeted collections
under our Carter’s brand, like PurelySoft. Our
approach combines innovative design, materials
that have a reduced environmental impact,

and strategic distribution to create lasting
value for our customers and our business.

GOAL: Continue growth of Little Planet brand

Our sustainable product offerings continue to
evolve. Rising demand for sustainable products 2025 PROGRESS

co.nnects us with new'oudl'e'nces. This consumer- Over $100M in sales in 2025, and
driven focus on sustainability also supports our . . ) .
it remains Carter’s fastest-growing

brand, with 34% more consumers
shopping the brand year over year

global expansion, as markets worldwide embrace
responsible fashion choices. Throughout this
evolution, we maintain our commitment to product
innovation, quality, and safety—principles that
have defined Carter’s for nearly 160 years, while
adapting to the changing needs of families today.

18
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sustainable apparel & goods

Little PICIne't by Carter’s

Little Planet is our most prominent showcase of
sustainable materials and practices, which helps
to inform our broader organizational approach
to providing sustainably made, high-quality
products. After initially launching the brand in
2017, we relaunched it in 2021 as a primarily
organically grown cotton apparel brand. The
assortment of products includes beautiful,
heirloom-quality baby and toddler products

and apparel ranging from sleepwear, swimwear,
outerwear, bedding, accessories, and toys.

The brand’s unique positioning combines GOTS-
certified products and recycled fabrics with
gender-neutral, timeless designs that resonate
across varied consumer segments.

Little Planet achieved significant growth in
2025 through:

distribution expansion

« Little Planet displays featured in over
700 U.S. retail stores, and ~1,500
wholesale partner locations

 Full presence across our entire Canadian
retail portfolio (190 locations)

« Expanded presence in Mexico, including
our first Little Planet standalone store

farm

GOTS audit framework

GOTS is a leading global textile processing
standard for organic cotton fibers.

)7 M [pn

planet- factory
friendly « No forced labor

Less energy and water ¢ Better working

process

QOIS

Organic cotton grown
without the use of
hazardous pesticides

or no child labor

Reductions to greenhouse conditions for

gas emissions by
removing carbon dioxide
and creating oxygen

workers

/ \
N . L (]
distribution center
W ¢ Protect product from
contamination

¢ Train workers on
GOTS standards

e Track Distribution center
environmental data
and procedures

Annual inspections occur at all stages of the supply chain.

PurelySoft

Building on the success and learnings from Little
Planet, PurelySoft represents our strategic
expansion of using more innovative, certified,
and sustainable materials. Since its launch in 2023,
this collection has combined comfort with
environmental responsibility through its use of
wood-based fibers sourced from sustainably
managed forests. The collection exemplifies our
commitment to making more sustainable options
accessible at scale while maintaining the quality
and performance our customers expect.

PurelySoft continued to build strong momentum

as a direct-to-consumer offering, delivering
significant growth and high customer satisfaction.
The collection consistently demonstrates sustained
demand and strong brand resonance with consumers
seeking both comfort and sustainability.

In 2025, PurelySoft:
o« Grew 90% in sales

« Attained 90% five-star ratings across
1,000+ reviews

Complementing this growth, our ComfySoft™
products, PurelySoft’s offering to key wholesale
partners, continues to expand our presence in mass
retail. Further scaling is planned in the next year
with an additional ComfySoft line for department
stores and broader wholesale channels. Together,
PurelySoft and ComfySoft drive sustainable
innovation by enhancing quality, performance,

and the use of responsible materials across

our products.
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sustainable apparel & goods

Skip Hop

Skip Hop continues to lead through innovation in children’s products with its
Must-Haves Made Better® brand promise. The brand’s commitment to sustainability
is demonstrated, in part, through its designated “grow-with-me” products, which
extend a product’s life cycle and reduce the need for parents to buy multiple items—
reducing environmental impact and providing enhanced value to parents through
products that grow with their children.

In 2025, we launched seven products that are each intended to be used
through various stages of childhood because of their grow-with-me
features that promote longevity and versatility.

+ All Seasons Car Seat Cover ¢ Tub-to-Table Swirl &
« Geometric Wonders Play Gym Splash Lemonade

+ Tub-to-Table Plant & Splash * Tub-to-Table Prep &
+ Tub-to-Table Bubble & Foam Serve Salad

» Seascape Activity Ball Drop

2025 award-winning
“grow-with-me” products

Discoverosity 3-in-1
Sensory Table

Early sensory exploration begins Wave 4-in-1 Baby B

Designed to make bath
easier for parents, it g

with floor play then converts to
sensory table and play table as

toddler grows with baby in four stages—

. ' from infant to toddler

Skip Hop continues to focus on
improving its product packaging by
reducing virgin plastics. In 2025, these
efforts resulted in the usage of 40
fewer tons of virgin plastic, which was
a 13% reduction compared to 2024.

reducing our footprint

In 2025, Skip Hop continued
transitioning conventional plastic
straw bottles to be made with
Tritan™ Renew from Eastman,
which uses 50% certified
recycled content.

This initiative has:

Diverted nearly
% 15,189 pounds
of waste, equal

to over 668,889
single-use
plastic bottles,
from landfills

Reduced carbon
emissions by over
12,759 pounds

of CO,e"®

" Calculation is based on the assumption of a 25%
GHG reduction for Tritan Renew materials compared
to conventional counterparts.
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responsible sourcing

responsible sourcing as a business enabler

building a
trusted supply
chain

Our responsible sourcing program
begins with a comprehensive
supplier onboarding process
designed to ensure alignment with
our Vendor Code of Ethics and
Corporate Social Responsibility
Policy. This structured life cycle
approach enables us to identify
risks early, build supplier
capabilities, and maintain strong
labor and operational standards
across our value chain.

supplier

onboarding &

monitoring

Responsible sourcing is integral to our business strategy and our
ability to operate and grow in an increasingly complex regulatory
environment. In 2025, we strengthened supply chain transparency,
enhanced traceability capabilities, and expanded worker well-being
initiatives to build a more resilient and responsible value chain.
These efforts directly support key business priorities, including

market access, revenue protection, and operational efficiency.

11O

identification

We evaluate country
conditions and review
supplier credentials to
identify any misalignment
with our business policies.

=1
v —_
v —_
v —_
v -

qualification

3

activation

Our enhanced traceability capabilities alone safeguarded more
than $1billion in transported goods in 2025, reinforcing the role
of responsible sourcing as a driver of enterprise value.

To further our commitment to transparency and accountability,
our factory list is publicly available on our website.

4 | Q

monitoring

Suppliers undergo extensive
reputation screening and
third-party audits covering
product safety, social
compliance, and security
requirements.

Once onboarded,
suppliers participate in
product planning, annual
assessments, and targeted
training. Where needed,
corrective action plans are
implemented to ensure
continued compliance.

Following onboarding,
suppliers are subject

to ongoing monitoring,
including annual compliance
assessments and continuous
engagement to maintain
labor standards and support
responsible growth.

2025 Impact Report
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responsible sourcing

protecting market access
through traceability

Our enhanced traceability capabilities strengthen collaboration

with supply chain partners and reduce the risk of forced labor in raw
materials sourcing and production. We maintain ongoing monitoring
of evolving global regulations and support suppliers in meeting
increasingly stringent transparency requirements.

In addition to in-person training, we require an online traceability
course for all suppliers. This digital training standardizes knowledge
across our supply base and emphasizes:

+ Regulatory requirements and compliance expectations
« Documentation protocols and verification procedures
« Organizational structures needed for managing traceability

+ Best practices for supply chain mapping and validation

1

In 2025, we expanded cotton
isotopic testing to provide
scientific verification of material
country-of-origin. Testing
results demonstrated full
compliance across evaluated
materials, reinforcing the
integrity of our supply chain
controls.

2 3

traceability
program
components

Comprehensive
supplier onboarding
and reputational
screening

4

Product
admissibility
readiness

Social compliance
audits including
ongoing monitoring

5

Mock audits to
validate material
tracing capabilities

Factory training
and capability
building

6

Science-based
testing to verify
cotton country-

of-origin

driving accountability across
the value chain

As consumer expectations and regulatory requirements
evolve, comprehensive supply chain oversight is critical

to mitigating risk and upholding responsible practices. In
2025, we expanded systematic monitoring of trim suppliers
reflecting our commitment to transparency across all levels
of our value chain.

supplier compliance auditing

2023" 2024" 2025"°
numb.er of active 85 278 279
suppliers
numb(.ar of active 126" 393 666
factories
chtcfrles with 125 391 657
passing score
chto.rles below 1 2 9
passing score
unannounced 21 59 29

audits conducted

™2 Figures include Tier 1 (direct suppliers) and Tier 2 (mills). Excludes Tier 3 (Trims suppliers and factories).
B Figures include Tier 1 (direct suppliers), Tier 2 (mills), and Tier 3 (Trims suppliers and factories).

% Includes 60 wholesale factories with scores converted from external audit reports.

As part of our oversight, we hold suppliers
accountable for maintaining compliance with our
programs and policies. In 2025, we terminated
relationships with nine suppliers that were
unable to demonstrate sustained improvement.
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worker well-being
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We believe lasting positive change requires collaboration
with organizations that share our commitment to worker
well-being. In 2025, we expanded partnerships and
launched initiatives designed to empower workers and
strengthen communities across our supply chain.

WELL Worker Survey

In 2025, we funded the WELL (Wellbeing, Engagement, and
Livelihood) survey across 16 factories in multiple countries.
More than 63,000 workers participated, generating
actionable insights to strengthen well-being, reduce risk,
and support more resilient supply chain operations.

This initiative strengthens worker voice, enhances
transparency, and enables proactive identification and
remediation of workplace issues.

RISE: Reimagining Industry to Support
Equality

Our partnership with RISE remains a cornerstone of our worker
empowerment strategy. In 2025, we co-funded four RISE
projects, which positively impacted more than 5,000

workers, including:

« Two financial health programs in Indonesia

- Provided training on budgeting, saving, responsible
borrowing, and long-term financial planning, helping
reduce vulnerability to debt and economic hardship.

« Two respect programs in India

- Promoted communication, gender equity, and safe
workplaces, supporting worker-manager engagement
and empowering women to participate more fully in
the workplace.

GOAL 2025 PROGRESS

Improve the well-being of at >797,400 workers

least 1 million workers within positively impacted
our global value chain by 2030 since 2021

community partnerships

Planet Water Foundation

We sponsored a new AquaTower filtration system at
an elementary school in Vietnam, providing clean
water access to approximately 1,800 children and
community members in Hung Yen Province.

WaterAid

Through our partnership in Cambodia, we supported

efforts to expand access to safe, piped water systems,
positively impacting approximately 4,000 people.

2025 Impact Report
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chemicals

management

At Carter’s, prioritizing product safety through effective
chemicals management is essential for customer trust and
protecting the children who wear our clothes. Our
comprehensive approach combines rigorous standards,
third-party certifications, and proactive testing protocols
to uphold our commitment to safe, quality products.

product safety

Our commitment to third-party certification through
OEKO-TEX demonstrates our leadership in product safety.
This certification assures consumers that our products meet
strict safety standards. It is one of the world’s best-known
certifications for textiles tested for over 1,000 harmful
substances. Ninety-nine percent of our products, which

we source directly, and 100% of the manufacturing facilities
we use are OEKO-TEX certified. The certification excludes
products that we do not source directly.

Looking ahead, we expect to maintain certification for
approximately 99% of eligible products and recognize that
certain product categories and low-volume specialty items
may remain outside certification scope.” Starting in Fall
2025, we expanded our certification program to include
Little Planet products, building on their existing use of
GOTS-certified products, and further strengthening our
chemical safety commitment across our brand portfolio.

5 Carter’s defines in-scope items as those apparel items which we source directly.

99% of our products, which we source
directly, are now OEKO-TEX certified and
100% of the manufacturing facilities we use
are OEKO-TEX certified.

restricted substances list (RSL)

We utilize the AFIRM RSL, which is developed by the Apparel and

Footwear International RSL Management group and is widely

acknowledged as an industry-leading restricted substances list.

A restricted substances list is a tool used by manufacturers,
suppliers, and regulatory authorities to manage the use of
chemicals and other materials in products. With over 99%
of in-scope vendor styles now OEKO-TEX certified, we use
OEKO-TEX as the testing method to track that suppliers are
compliant with the AFIRM RSL.

99%
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manufacturing restricted substances list (MRSL) per- and polyfluoroalkyl
about substances (PFAS)

An MRSL bans the intentional use of specific chemicals in the production of raw materials and

m finished goods, even if those chemicals wash off or are no longer present when the product is We maintained our proactive stance on PFAS

tested. The Zero Discharge of Hazardous Chemicals Manufacturing Restricted Substances List management in 2025 by upholding the stricter

planet (ZDHC MRSL) is a widely adopted industry standard, and we met our goal of 80% adoption of standards we set in 2024. Per our MRSL, we
the ZDHC MRSL by the end of 2025 across our supply chain. do not intentionally add PFAS to our apparel
people or accessory products, and we expanded the
scope of product categories we test, outside of
indexes products we claim to be water or stain resistant.

Our risk-based testing strategy encompasses
products that are subject to heightened scrutiny,
including outerwear and bath-related items. This
comprehensive approach provides multiple layers
of protection against PFAS presence in our products.

fabric yards

produced came
93 o/ from Tier 2 suppliers
o engaged with

the ZDHC MRSL

wash & laundry We have also enhanced our testing protocols by:
8 6 O/ facilities used . F:onducting total fluorine testing-for Carter’s
(o) engaged with in-scope sourced apparel and Skip Hop products
the ZDHC MRSL « Expanding the scope of testing beyond water-

or stain-resistant claims
+ Enhancing documentation requirements for
E.U. market compliance

 Strengthening supplier engagement to
increase PFAS awareness

adoption across
supply chain

of the ZDHC MRSL
by the end of 2025
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energy & emissions

Climate action plays a crucial role in addressing our
approach to priority initiatives, such as raw material sourcing
and supply chain resilience. The efforts we are taking to
mitigate climate change support our human rights and
responsible sourcing initiatives. As such, our approach to
emissions reduction spans our operations, supply chain,

and product life cycle. We set targets validated by the
Science Based Targets initiative (SBTi) to reduce absolute
Scope 1 and 2 greenhouse gas (GHG) emissions 50% by
2030 versus a 2019 baseline, while also requiring 77% of
our purchased goods and services vendors (by spend) to

set their own science-based targets by 2027. To strengthen
accountability, we prioritize gathering primary GHG data
and obtain third-party limited assurance for our Scope 1 and
2 emissions, water usage, and waste volume disclosures.

In 2025, we continued to prepare for increasingly stringent
regulatory requirements and growing stakeholder
expectations around emissions transparency.

total emissions® (metric tons CO.e)

972,399

805,832 789,443

2023 2024 2025

* Values for total emissions reflect RECs purchased for the respective

calendar years 2023-2025.

carter’s emissions sources by scope

SCOPE 1
DIRECT

SCOPE 2 SCOPE 3
INDIRECT INDIRECT

@.0C
@&

upstream and downstream
value chain emissions”

[t1

purchased
electricity usage

fuel combustion,
fugitive emissions

stores, distribution centers, and corporate offices controlled by carter’s

7 Value chain emissions include purchased goods and services, fuel and energy-related activities, upstream transportation, processing of waste disposal, business travel,
employee commuting, and end-of life treatment of sold products.

2025 Impact Report
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carters Sco e l & z GOAL 2025 PROGRESS
Reduce absolute Scope 1and 2 36% reduction of

contents o o GHG emissions 50% by 2030 Scope 1and 2 3 6 O/
from a 2019 baseline and emissions since 2019 o
about emISSIOHS achieve net zero in our direct
operations by 2040
product Our approach to reducing direct emissions focuses on operational

efficiency, renewable energy credits (RECs), and technologies across

m our retail locations, distribution centers, and corporate offices. HiStOI‘ical & expected Scope 1 & 2

We believe in order to achieve our 2030 emissions reduction target, o o

people our strategy should balance quick-win efficiency improvements with GHG €missions through 2030
long-term structural changes, designed to maintain business

indexes momentum while progressively decarbonizing our operations. 70,000

In 2025, Scope 1 and 2 emissions decreased by 36% from a 2019

baseline, through direct reduction initiatives such as:
60,000

50,000 \
Business as usual (

40,000 N e eeeeesennnenneet

« Completing LED lighting retrofits for over 30 stores

+ Upgrading HVAC equipment in our largest distribution center,
a 1.IM square-foot facility in Braselton, Georgia, which is
expected to reduce our energy usage further in 2026

1.6% YOY increase)

 Maintaining Leadership in Energy and Environmental Design

(LEED) Gold certifications for key facilities, including our Atlanta
headquarters and Hong Kong and Vietnam sourcing offices

As a member of the EPA Green Power Partnership for the past three 30,000
years, we strategically use RECs to complement our direct reduction

efforts. Our REC strategy:

scope 1& 2 emissions (metric tons CO»e)

20,000

+ Bridges the gap between current emissions and reduction targets

WE ARE HERE

 Supports development of renewable energy markets

* Provides flexibility as we transition to more permanent solutions 10,000

We purchased 10,000 verified credits to supplement our 2025
emissions reduction efforts. Since 2023, we have purchased a l | | | | | | | | | | |

i °
total of 44,000 verified RECs. 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

calculated emissions intended SBTi goal pathway  expected emissions growth with business as usual

'® 44,000 RECs is equivalent to 17,315 MTCO,e per EPA’s Greenhouse Gas Equivalencies Calculator.
28 2025 Impact Report
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scope 3 emissions

Scope 3 emissions make up the bulk of our GHG emissions, so we have established a
supplier engagement target that requires 77% of our purchased goods and services
suppliers (by spend) to set science-based targets by 2027. In 2025, we worked with

our suppliers to increase data completeness and accuracy by tracking their progress
through Cascale’s Higg Facility Environmental Module (FEM). Currently, 69% of purchased
goods and services suppliers by spend and 65% of them by count have established such
targets, an increase of 11 and 13 percentage points respectively compared to 2024.

business
travel ) end-of-life
employee treatment for
commuting sold products
waste generated l
in operations
3
upstream purchased goods
transportation & services

& distribution

fuel & energy-
related activities

2025 Scope 3
emissions

752,982

(metric tons CO.e)

GOAL 2025 PROGRESS
Require 77% of our 69% of these suppliers
purchased goods and (by spend) and 65%
services suppliers (by by count have set
spend) to have science- = science-based targets

based targets by 2027

2025 Scope 3 emissions

@ purchased goods @ business travel
& services CATEGORY 6
CATEGORY 1 1,377 metric tons CO.e
591,763 metric tons CO.e
employee commuting
@ fuel & energy-related CATEGORY 7
activities 11,070 metric tons CO,e
CATEGORY 3
10,653 metric tons CO,e @ end-of-life treatment
of sold products
upstream transportation CATEGORY 12
& distribution 33,257 metric tons CO.e
CATEGORY 4

98,184 metric tons CO.e

waste generated

in operations
CATEGORY 5

6,679 metric tons CO.e

2025 Impact Report
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our suppliers

Collecting comprehensive and accurate supplier data is
fundamental to managing and reporting our Scope 3
emissions. Historically, we’ve collected data from our
suppliers through direct engagement and through industry
standard tools to create a holistic picture of our supply
chain emissions.

The majority of our Scope 3 emissions come from our
Tier 1 suppliers and logistics providers, from whom we are
able to collect primary data. This allows us to:

+ Track progress toward our science-based target
with increased accuracy

+ Identify potential opportunities for improvement
of data collection

+ Evaluate potential reduction initiatives and
improvements undertaken by our suppliers

Our logistics providers also share data and emissions
reduction opportunities, which can help guide our
transportation purchasing decisions. Also, through our
RFID technology, we can optimize shipment delivery
efficiency and enable real-time tracking and improved
inventory management.

In 2025, we leveraged the Higg FEM to assess supplier
environmental impacts, like energy and water consumption.
The Higg FEM also helps us identify ways we can support

our suppliers in developing their carbon reduction strategies.

In 2025, more than 99% of our Tier 1 and 96% of our
Tier 2 suppliers completed the Higg FEM, which included
information on their science-based emissions, water, and
waste reduction targets.

Additionally, our strategic supplier assessment framework
incorporates ESG criteria, including environmental initiatives,
worker empowerment programs, and public disclosure. This
framework is intended to inform supplier selection and
production allocation decisions.

supplier engagement

In 2025, we were pleased to take part in the Environmental
Defense Fund Climate Corps® fellowship program. Our
summer fellow identified opportunities for us to deepen our
engagement with suppliers and help meet our commitment
to having 77% of suppliers (by spend) adopt science-based
targets by 2027. The fellowship aimed to accelerate progress
toward this goal by improving supplier data accuracy,
adding sustainability metrics to our vendor onboarding and
performance reviews, creating an engagement framework
that rewards progress, and equipping sourcing teams with
guidance and training. Through this work, we have a path
toward strengthening our process for environmental data
collection, building a recognition and incentive program for
top suppliers, and designing a communications and training
plan to equip internal sourcing teams and external vendors
to reduce emissions, which we plan to implement in 2026.

2025 Impact Report
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We anticipate our goal to transition to 100% sustainably sourced cotton
product by 2030 will reduce GHG emissions from raw materials. To measure

this impact, we launched a cradle-to-gate life cycle assessment (LCA
m in 2023 on our best-selling product that year—the six-to-nine-mont
bodysuit five-pack. To expand our understanding, in 2024, we bega
additional LCA work on our top three best-selling products of the ye
girls’ cotton briefs, three-month bodysuit, and set of toddler pants.

people

indexes
In 2025, we piloted two LCA tools that could enable broader, deepe
and more timely assessment of our product portfolio. The pilot cove
more than 16 environmental impact categories, including climate chg
water use, and land use. We evaluated these impacts across varioug
stages of the chosen products’ life cycles, including raw materials
acquisition, manufacturing, distribution, use phase, and end-of-life
treatment. These efforts have provided visibility into which stages o
product’s life cycle may be most impactful by category, and we plan
develop targeted disclosure and reduction strategies going forward

Recognizing the importance of post-purchase
\Zf impacts in our emissions reduction journey, we
Wash Cold include cold-water wash instructions on all care

labels to minimize customer energy consumption
and its associated environmental impacts.

three-month bodys
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biodiversity

We believe it is our responsibility to protect and preserve the natural
environment that future generations will inherit. Our partnership with
the Arbor Day Foundation continues to demonstrate our commitment
to environmental stewardship and biodiversity conservation.

We acknowledge the interconnection of our business operations
with biodiversity and ecosystem health. Our collaboration with the
Arbor Day Foundation strategically addresses multiple priorities:

 Carbon sequestration to support emissions reduction
+ Water conservation in key manufacturing regions
« Biodiversity protection in critical ecosystems

« Employee engagement in environmental initiatives

Since the start of our partnership with
the Arbor Day Foundation in 2021,
Carter’s employees have funded the
planting of more than 67,400 trees
across projects in the US and India.

\

Through our contributions to the Arbor Day Foundation,

we helped:*

<%

Remove nearly 870
metric tons of CO,—equal
to taking nearly 200 cars
off the road for a year

O =

Prevent nearly 73,000 Eliminate 8 tons of air
gallons of runoff—enough pollutants—providing
water for 886 people a day a day of oxygen for

56,000+ people

While we've made significant
progress in our reforestation efforts,
we recognize the need for a more
comprehensive approach to biodiversity
protection. The apparel industry
faces unique challenges in measuring
and managing biodiversity impacts
throughout the supply chain, from
cotton cultivation to final product
distribution. We are exploring
additional ways to reduce our impact
on biodiversity and expect to disclose
progress in future reporting.

¥ These figures are estimated benefits over 40 years and were provided by the Arbor Day Foundation using the i-Tree Planting calculator, developed by the USDA Forest Service,

and the EPA’s Greenhouse Gas Equivalencies Calculator.
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waste

We continued working toward our goal to divert 80%
of our operational waste? from landfill by 2025, and
achieved an overall diversion rate of 61%, led by our
distribution centers which diverted 80% of their
waste from landfill.

We aim to replicate the success of our distribution
centers across all operations; however, data collection
and waste management capabilities vary across
locations, affecting our access to primary data. We
directly manage waste and can obtain primary data
from approximately 200 stores through a dedicated
waste services provider. The remaining retail locations
operate under landlord-managed waste systems.

For these locations, we estimate waste volumes by
extrapolating data from directly-managed stores
using an average per square foot of retail space.
Given these challenges, we were unable to meet our
80% diversion goal. However, we are reevaluating a
new waste goal pertaining to those operations that we
have more primary control over, and we will report our
progression in future updates. Detailed waste metrics
are third-party validated and can be found in our
disclosure indexes.

At the end of 2025, we also made a commitment

to reduce single-use plastics in our corporate
headquarters. We are reducing the use of plasticware
and water bottles and have gifted employees with
reusable cutlery. While this was a small change, it was
a meaningful step toward reducing our overall plastic
use and waste.

20 Operational waste includes waste disposed of at our offices, retail stores, and distribution centers.

GOAL 2025 PROGRESS

Divert 80% of 61% of waste (o]
operational waste diverted from 61 /o
from landfill by landfill

2025

waste from direct operations (tons)

@ recycling
@ landfill

electronic waste management

Carter’s headquarters in Atlanta, Georgia, has participated in

the building’s electronic waste recycling program for many years.
Through this program, we collect electronics that have reached the
end of their lives and provide them to our landlord. The landlord
works with a certified recycler who follows federal guidelines

to ensure they do not end up in landfills. Since 2023, we have
collected more than 20,000 pounds of electronics for recycling.

2025 Impact Report
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product circularity

A circular fashion economy promotes products designed
for regeneration by using safe, recycled, and renewable
materials to extend product lifespan. Carter’s is working
toward product circularity by first exploring more
sustainable alternatives to end-of-life solutions.

The children’s apparel sector presents unique opportunities
and challenges for circularity. The inherent “hand-me-down”
nature of children’s clothing aligns naturally with circular
principles, yet factors like fiber-to-fiber recycling technology
and the availability and cost of recycled textile inputs present
challenges. Through carefully designed programs and
partnerships, we are creating and seeking scalable solutions
that address these industry-specific challenges while meeting
our consumers’ increased demands for sustainable products.

pre-consumer
textile recycling

Pre-consumer textile recycling reclaims production waste
like factory overruns or garments with errors before they
are sold to consumers. Since these materials are clean and
pre-sorted, they are easy to process, helping to reduce
landfill waste and preserve resources. In 2025, we launched
a pilot with a materials collection and sorting provider.
Collected garments were either recycled or downcycled
through shredding to produce “shoddy,” which is then used
to make performance products like acoustical dampening
material, insulation, and athletic equipment filling material.

Nearly 17,000 pounds of mixed
fibers were repurposed or
downcycled, avoiding the
landfill, in 2025.

GV

post-consumer textile recycling

Our flagship circularity program, KIDCYCLE"™, continues

to demonstrate the potential for scaled textile recycling in

the children’s apparel sector. The original program allowed
customers to mail apparel that would otherwise be discarded, to
our partner, TerraCycle, for recycling at no cost. TerraCycle sorts,
shreds, and transforms the collected materials into items such as
insulation for mattresses, pet bedding, and sports equipment.

5

A

In 2025, we evolved our approach to KIDCYCLE™ to strengthen
our collection infrastructure while improving customer visibility
and accessibility to the program by offering in-store drop-off
locations at approximately 140 U.S. stores from May through
August. In half of these stores, we offered consumers a discount
toward a future purchase, and in the other half, we did not,

so that we could evaluate whether an incentive supported
consumer engagement with the drop-off bins. The total pounds
of apparel recycled in 2025 decreased compared to prior years,
due to the shorter collection period, but the overall results

from the new approach were positive and drove expansion

of in-store collection to nearly 700 retail stores in 2026.

KIDCYCLE™ recycling

@ pounds recycled
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The regulatory landscape for packaging and textile waste
planet is rapidly evolving, driven by new EPR laws emerging across
multiple jurisdictions where we operate. Through many of these
regulations, Carter’s is defined as a “producer” and is held
people responsible for the full life cycle of our packaging and textile
products, as applicable by these laws. This includes how these
indexes

items are disposed of at the end of life. While we currently
manage packaging EPR obligations in the U.S. and other
countries, the introduction of similar requirements in additional
jurisdictions and the inclusion of textile requirements will
expand our responsibilities.

We are actively preparing for increasing EPR regulations
through activities such as:

* Registering with compliant Producer Responsibility
Organizations

« Creating implementation plans for upcoming
state-specific requirements

« Developing comprehensive, internal packaging

data tracking systems

« Exploring expansion of eco-modulation opportunities
(product recycling, reuse, resale, etc.), including through
our KIDCYCLE™ program, to optimize future compliance costs
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packaging

Packaging is vital for product protection, from manufacturing to the customer’s home.

It also serves as a key first impression, whether via checking a tag or unboxing an
eCommerce order. To meet evolving regulations and consumer expectations, we are
refining our strategy to drive meaningful impact. Our approach focuses on serving
our customers while eliminating waste, maximizing recycled content, and enhancing
recyclability—without compromising the safety or integrity of our products.

elimination

Removing unnecessary

packaging

optimization
Improving packaging
efficiency and reducing

materials
innovation

Increasing recycled content

and testing new materials

2 Both types of hangers will be in circulation as we phase out our existing hanger inventory.

GOAL 2025 PROGRESS

Achieve 50%
reduction in virgin
plastic packaging
by 2030 compared to the
2022 baseline

Reduced the use
of virgin plastic

90% of our total
plastic packaging

was made of

recycled content

packaging by 90%

90%

I 50%

GOAL
—J SURPASSED

2025 packaging reduction efforts

® @ ©

distribution centers
* Maintained carton
reuse for shipping from
distribution centers
to retail stores, with
approximately 100% of
corrugate boxes reused

retail operations

+ Transitioned from plastic
to paper shopping bags
at select store locations

» Generated cardboard
recycling rebates

product packaging

+ Committed to transition
to 100% recycled content
hangers for Carter’s
brand retail stores and
non-exclusive wholesale
accounts by 2026

« Skip Hop continued using
100% recycled polybags
and printed retail
packaging across soft
goods lines
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water
Reduce water

usage in the
manufacturing and

managing our water impact

washing of our

At Carter’s, we recognize our responsibility to support Balancing consumer preferences for soft, products
adequate water access for future generations by comfortable clothing with water reduction goals

minimizing water consumption across our operations are part of this ongoing challenge. However, we

and supply chain, focusing particularly on our see these challenges as opportunities for innovation.

manufacturing processes where we have the greatest
opportunity for impact. This can be challenging due to
the nature of the textile industry, where manufacturing
processes are water intensive.

We have developed a two-pronged strategy that balances innovation
with practical optimization:

embracing technological innovation Over the last few years, we have reduced the nu
overall styles that require additional garment

In 2025, we expanded use of ozone washing technology for manufacturing process. While our overall sty,
a portion of our OshKosh brand—our World’s Best Overalls™ 2025, washed styles still represent only 14%
—and a portion of our denim production for Carter’s Since 2019, we have reduced the numbeg
playwear and Little Planet. This innovative wash approach additional garment washing by 6%.

marks a significant shift from conventional washing methods. .
To enhance accountability and to trd

implemented the Environmental Impact
reimogining design jprocesses software of Jeanologio—a comprehensive md

provides enhanced visibility into our washing proc®

Our design teams are pioneering new ways to achieve the
system scores each wash process based on water usagé

soft, comfortable feel parents expect from Carter’s products . . .
energy consumption, and chemical impact, helping us make

while minimizing water usage. We continue to explore . .. .
9 9 P data-driven decisions about our manufacturing processes. EIM

alternative fabric finishing techniques that create the same comalEems curuEo e e [l o fur e el weier

somy feel it nonit e andive wesriing [prodasss. usage in the manufacturing and washing of our products.
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climate risks & opportunities

Our annual climate risk assessments, aligned with the Task Force transition risks The failure to meet or properly report progress on our climate
on Climate-related Financial Disclosures (TCFD), evaluate physical targets, public expectations, or regulatory requirements

and transition risks across our stores, distribution centers, suppliers,  Policy, legal, technology, market, and reputation risks can impact may result in reputational damage or other adverse effects.
and cotton sourcing. Through these assessments, we gain insight our business in the short-, medium-, and long-term. For example, Public expectations for reductions in greenhouse gas

into the short-, medium-, and long-term adverse impacts that Carter’s could be impacted if global suppliers decide to pass emissions could also result in increased energy, transportation
climate change could have on our business and operations, along additional costs from current and emerging regulation related to and raw material costs, and may require us to make

with the potential strategic business opportunities. In 2024, we emissions reductions or global carbon tax schemes. Additionally, additional investments in facilities and equipment.

began working with industry experts to quantify these potential increasing consumer awareness of environmental issues has

impacts. Our 2024 risk assessment focused on modeling the sparked industry pressure for companies to offer more sustainable

financial impacts of previously identified risks and opportunities. products, allowing consumers to make conscious decisions.

time horizon:

S - short: O-1years (2025) M - medium: 2-10 years (2035) L - long: 11-25 years (2050) The potential financial impacts for all impact areas are discounted values in the year 2035.

e . oy time
transition risk  potential impacts . response
horizon
. * There is potential for a significant cost burden to Carter’s if global suppliers decide to pass the additional costs from current and . . . N
ohcy/lega] . . C . . . « Continuously monitor emerging legislation on a
p emerging regulation related to emissions reductions, utility/energy usage, etc., to their buyers .
. o . . . . global scale, such as from the E.U. and various
+ China’s Emissions Trading Scheme is set to expand and could have a waterfall effect on costs for suppliers and, thereby, increase raw S . . S
materials costs for Carter’s U.S. states, like California, to determine its impact
. . . . . . .. M on our business. This legislation includes, but is
« Potential carbon taxes around the globe could affect upstream operations, including the import of materials and finished goods not limited to. climate disclosure and extended
« Increasing and emerging regulation on extended producer responsibility for both packaging and textiles can increase regulatory fees L S
for Carter’s producer responsibility
- Potential Financial Impact: ~$2M-$5M
technolo M  Continuously evaluate alternative material options,
g8y * Improvements in technology may influence the viability of the use of alternative materials L using the principles of life cycle assessment to
inform decision-making
arket . . . . . . .  Continuously monitor consumer expectations and
marke . Increc‘Jsmg consumer awareness of envn:onment'cl. issues has spgrked a trend in the ln.dustr'y of offering more sus'tolnable prodL{cts, trends to inform decision-making
allowing customers to make more conscious decisions. Companies that do not recognize this trend may be perceived to be behind market S - . .
expectations M  Set ambitious climate and environmental goals
* Increased raw material costs for key fabrics such as cotton L ‘ E)ftend t.rqceability. of cotton to Ccrt‘etj’s fcxbric
- Potential Financial Impact: up to $60M mills by implementing country-of-origin testing
technology
reputation . ThOIeret|s ;?otedr.\tlall}/‘ a s;gmﬁ:ont positive or negative financial impact associated with reputational impacts based on climate inaction or - Evaluated industry peers’ climate change
industry-leading climate action . . .
commitments and reporting to better inform our
« Public expectations for reductions in greenhouse gas emissions could also result in increased energy, transportation, and raw material M . P &
costs L own climate strategy
« If Carter’s is not proactive in setting and achieving its climate targets, there could be a negative impact on consumers’ perception and a : Eleggﬁg to :ecome net zero in our own operc;ltlons
decreased ability to participate in the expanding low-carbon market y £070an set a near-term target approve
- Potential Financial Impact: $90-$150M by SBTi
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contents thSiCOI risks Frequent or unusually hequ or intense snowfall, flooding: hurricqnes,
) ) ) o heat stress, sea level rise, or other extreme weather conditions over an
b Our busmgss s susgephble to natural conditions and severe weqther extended period could cause our stores or distribution centers to close
about events, Wh_'Ch COUI.d influence cust'omer demcmd., consumer traffic, for a period of time or permanently. They also could make it difficult
ond.shopplng habits, as well as disrupt production along the supply . for our customers and employees to travel to our stores or to receive
product chain. For example, severe weather events and other acute and chronic products shipped to them, which in turn could negatively impact our
climate-related risks could affect timing and demcn'd for our products operating results. In addition, changes in weather patterns could result
m qnd, therebyj .hqve an adverse effect on our operational results, in decreased agricultural productivity in certain regions, which may
financial position, and cash flows. limit availability and/or increase the cost of certain key materials,
such as cotton.
people

time horizon:
S - short: O-1years (2025) M - medium: 2-10 years (2035) L - long: 11-25 years (2050)

The potential financial impacts for all impact areas are discounted values in the year 2035.

indexes

physical risk potential financial / operational impacts time horizon response
acute Includes extreme weather events, e.g., severe flooding, droughts.
 May disrupt production along the value chain (upstream, direct operations, and downstream)
« May negatively impact consumer discretionary spending and negatively impact our sales and results of S
opera‘tlons o ) . ) o M « Continue to monitor and evaluate corporate climate risk, complete our annual
* Flooding of high importance for retail stores due to potential merchandise damage and inability for L GHG inventory, and develop and manage an ambitious climate strategy
customers/employees to travel to affected locations . ’ . . . L. L
L C . . * Retail, Real Estate, and Sourcing teams to incorporate climate risks into criteria
« Could result in higher distribution expenses, revenue loss, and lower profit margins . . .
for opening new stores and onboarding new vendors, based on location
chronic Includes increased temperatures, extreme rainfall, sea level rise, water scarcity, etc.
+ May disrupt distribution activities in the southwest and southeast U.S., including retail and distribution L
centers
+ Could result in higher operating costs, supply disruption, and property damages
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climate risks & opportunities

opportunity

Climate change presents an opportunity to offer carbon-reduced or
carbon-neutral products which are growing in demand and expected

to continue to grow in demand as consumers become more climate-
conscious. Certain of our products (including Little Planet) are available
with climate-related designations for certain wholesalers, which
provides an opportunity to reach the growing customer segment

seeking environmentally friendly products. cares deeply about the environment.?

time horizon:
S - short: O-1years (2025) M - medium: 2-10 years (2035) L - long: 11-25 years (2050)

The potential financial impacts for all impact areas are discounted values in the year 2035.

These initiatives support Carter’s development and expansion of
product offerings that have sustainability attributes that resonate
with consumers’ shifting preferences. As Gen Z ages, they are rapidly
replacing Millennials as the dominant generation to be in the prime age
for becoming new parents. Fifty-eight percent of Gen Z are already
adults, and the oldest of Gen Z are now 27.%2 According to Deloitte,

this emerging generation of new parents prioritizes sustainability and

*

opportunities potential impacts time horizon response
resiliency « Strong climate action and target setting can create resilience, in part by meeting stakeholder expectations S « Set a science-based target to reduce 50% of Scope 1and 2
+ Could lead to indirect operating costs M emissions by 2030 from a 2019 base year and committed to
+ Could avoid increased indirect operating expenses L becoming net zero in our own operations by 2040
prod.ucts & « Set a goal to ensure 77% of our suppliers (by spend) covering
services purchased goods and services will have set their own science-based
+ Offering more sustainable products can help meet customer demand and trends targets by 2027
- Potential Financial Impact: ~$5-$15M S + Little Planet products are made with sustainable materials. The
+ Expanding supplier engagement through their GHG emissions reporting and climate targets would help M majority of styles include organically grown cotton, and recycled
develop more accurate accounting and transparency of our own products and supply chain L materials, which are used in certain products, such as swimwear
- Potential Financial Impact: $7-$110M * New PurelySoft sleep collection, which launched in 2023, offers
products that are made with wood-based fibers sourced from
sustainably-managed forests
resource . . S :
efficiency * Reduction of packaging M » Converted t.o 100% recycled content poly mailers across
- Potential Financial Impact: ~$10-$20M i U.S. operations

2 |nsider Intelligence, January 2023.
232023 Gen Z and Millennial Survey, Deloitte LLP, 2023.
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our culture

For nearly 160 years, Carter’s has been a family-first company—
from our products to our brands to our employees. We invest in
our teams to foster a work environment where our people are
respected, valued, and able to see the impact they make.

employee engagement

Our values-driven culture fosters an environment of high
employee engagement. It starts with our people, and we are
committed to cultivating a positive workplace culture where
our employees feel valued, supported, and empowered to
grow. To do this, we regularly gather employee feedback
and insights. We also prioritize training, development,

and a respectful work environment to help teams thrive
while delivering on our purpose to embrace the wonder

of childhood and uplift those shaping the future.

field engagement survey

In 2025, we deepened employee engagement efforts through
connectivity surveys across our North American retail stores,
call centers, and distribution centers, achieving exceptional
participation rates averaging 98%. Retail findings indicate

a strong and improving workplace culture, with employees
highlighting a collaborative, team-oriented environment,
effective district-level leadership, and a consistent focus on
integrity and high service standards. Targeted pulse surveys and
associate relations assessments within our distribution center
network focused on previously identified higher-risk areas,
and results showed strong progress in organizational culture,
teamwork, leadership effectiveness, and communication.

Overall, results reflect a healthy, well-connected

@ workforce with low organizational risk and
positive momentum across key engagement
drivers.
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