GENDER PAY GAP
REPORT 2025

OUR VISION AND COMMITMENT

At AllSaints, we are driven by the bold ambition to be the most inclusive fashion brand on the planet.

We fundamentally believe fashion is a force for empowerment, enabling every individual to show
up as their true, authentic self - unapologetically, without fear or compromise. Inclusion is not just
integral to our culture, it powers our creativity and drives our commercial decisions.

We are actively building a global community where diversity is not only celebrated but powers new
ideas, innovation, and continuous progress. Every voice matters, every story adds value, and every
lived experience is a source of inspiration. We are determined to deliver real, lasting impact

by acting with transparency, integrity and purpose, and in line with our core brand values.

While we celebrate the significant progress of the past year, we are focused on the journey
ahead. We want to be faster, bolder and smarter in our commitment to expand opportunities
for progression and representation, ensuring the future is one of true equity.

I confirm the information within this report is accurate as of the 5" April 2025

Alex Didymiotis
Chief People Officer

OUR CULTURE

Our culture is shaped by our four core values: The customer is the boss - creating effortless
experiences; One team - winning together; We are responsible - caring for our people, partners,
communities, and planet; and We do what we say we will - delivering with pace and precision.
These values guide how we show up every day and how we interact with our colleagues and
customers, building an inclusive culture where we move forward as one. Empowering every voice
and embracing every contribution, strengthening collaboration, and driving meaningful progress
with shared purpose. We see this as our collective obligation to create good feelings.

THE CUSTOMER WE DO WHAT
IS THE BOSS WE SAY WE WILL
We are determined to make it as easy as We pay attention to detail and we work
possible for our customers to enjoy our brand. with pace to deliver our goal.
ONE TEAM WE ARE
RESPONSIBLE
#WEAREALLSAINTS and we win by We step up to look after each other,
winning together. our customers, our suppliers and partners,

our communities and our planet.



GENDER PAY GAP REPORT 2025 ALLSAINTS SPITALFIELDS

OUR PROGRESS

We are proud to report that 63% of our UK employee population are female. 66.6% of our
Senior Leadership Team are also female, and 66.66% of all internal promotions globally
during the snapshot period were women.

As part of our commitment to gender equality we continue to offer hybrid working and core
hours, whilst a lot of our industry peers have returned to the office full time. We also offer
part time and flexible working arrangements to our retail colleagues, including those

in management roles, to enable them to work around commitments outside of work whilst
still developing their career. We received 10 flexible working requests and we accommodated
100% of these flexible working requests in 2025.

We recognise there is still plenty of work to be done, but thanks to the contributions
of our employee advocacy communities, the commitment of our leadership team and the
enthusiasm of our colleagues, we are confident that meaningful progress is being made.

OUR PEOPLE

At AllSaints we celebrate individuality, self expression and the freedom to be who we are,
not what society dictates. Our brand is built on inclusivity that empowers people to embrace
their identity, however they define it. Gender pay gap legislation requires us to divide our
workforce into ‘female’ and ‘male’ categories, but we recognise and respect that not all

of our employees identify with these labels or wish to be categorised this way.

Globally, we employ 1941 employees and 61% of us are female as well as 1% of us who identify
as non-binary. AllSaints in the UK employs 1020 employees and that makes us 63% female,
36% male, with 1% of us who identify as non-binary.

HEADCOUNT

1940 1020

Global UK

GLOBAL

61% 38% 1%

Female Male Trans, Non-Binary
UK

63% 36% 1%

Female Male Trans, Non-Binary
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HOW IS THE PAY GAP CALCULATED?

MEDIAN PAY GAP

If all of our female colleagues stood beside each other in a line in order of salary and all

of our male colleagues did the same thing and we then selected the salary of the person
in the middle of each group, this is the median pay. By then comparing the median female
pay with the median male pay, we are shown our median pay gap.

MEAN PAY GAP

The mean pay gap is worked out by calculating the average pay for each gender and then
finding the difference between these two averages. To find the average pay, total earnings
for all male colleagues are divided by the number of male colleagues, and total earnings
for all female colleagues are divided by the number of female colleagues.

UNDERSTANDING OUR GENDER PAY GAP

GENDER BALANCE IN SENIOR
LEADERSHIP ROLES

On the snapshot date (5 April 2025), 66.6% of our
Senior Leadership Team were female - a notable
contrast to the fashion retail industry average

of 38%. We are also proud that 66.6% of our head
of level roles recruited in the UK during the

2025 snapshot period were female colleagues,
building a strong pipeline for more female senior
leadership roles in the future.

MORE WOMEN IN PART-TIME POSITIONS

38.92% of our UK-based roles are part-time with
67.51% of these roles filled by women. The bonus
gap calculation takes into account the overall
bonus amount paid but doesn’t make allowances
for hours worked. With more of our part-time
colleagues being women, their total bonus amounts
are lower due to their hours worked being less.

INTERNAL PROMOTIONS REPORTING

We are proud to report that during the snapshot
period, across our studios, distribution centres
and retail groups, 100 out of our 150 promotions
(66.66%) went to female colleagues, highlighting
the strength of women being supported

to progress their career with us.

FEMALE-ONLY US DC LEADERSHIP TEAM

Whilst not part of this reporting, we are proud
to note that our US-based distribution centre
is led by a female only leadership team, with our

Global Director of DC and Supply Chain Operations

also being a female. We are particularly proud
of this, as supply chain typically tends to be
a male dominated environment.
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GENDER PAY GAP

We are pleased to report that our median gap has decreased by ¢.39% in comparison to

last year. Just like with the mean calculation, the median has been influenced by the amount
of commission and bonus earned. Within our hourly paid colleague population, 66.58% are
female, many of whom work part-time and receive commission calculated on a pro rata basis
to hours worked. There is no provision within the current calculation, as directed by the
government, to differentiate between pro rata commission amounts for part time colleagues
and its full time equivalent. Our rates of pay, along with the commission and bonus terms,
apply to all colleagues irrespective of their gender.

5.66% 3.43%

2024 2025

GENDER DEMOGRAPHICS - PER QUARTILE

These charts show the gender split when we order hourly rate of pay from highest to lowest
and group the data into four equal quartiles.

The charts show that AllSaints has a higher percentage of women in all quartiles due
to a greater number of women in the brand overall.

UPPER
60.8% I 39.2%

UPPER-MIDDLE
60.8% NG 39.2%

LOWER-MIDDLE
60.8% I 39.2%

LOWER
60.8% I 39.2%
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OUR CULTURE & HERITAGE

61% 36% 32 23%

Women Men Average Parents or Carers
Employee Age

20% 18% 3% 47%

Neurodivergent, LGBT+ Identities Trans+ Identities *** Black, Indigenous or
Disabilities or Health People of Colour (BIPOC)
Conditions

ADVOCACY

The diversity of our team, with its broad range of heritage, background and lived experience,
is a major strength of our brand. It contributes towards the diversity of thought and creativity
that is core to what we do and what drives us forward. We are delighted to see broad
diversity representation across our global community, with our team self-identifying

as 23% parents or carers, 18% LGBTQ+, 47% BIPOC, 20% disabled or neurodivergent,

61% female, 36% male and 3% identify as trans+ (trans, non-binary, genderfluid or

gender non-conforming).

We are proud to have attracted more individuals who identify as BIPOC, trans+ and LGBTQ+,
disabled/neurodivergent to our brand. We are also delighted to have created our very first
Youth Advisory Board, hosted by our Senior Leadership Team. These communities continue
to be spaces for safe conversations, some of which continue to be sponsored by our senior
leaders and not only support cultural events across our global community calendar but also
provide perspective and insight on our brand strategic projects and initiatives.

2025 saw us relaunch our Community Spirit Fund, and deepen our long standing charity
partnerships with Not For Sale, Shelter, Kaleidoscope Trust and Retail Trust. For the first time,
we measured how many of our colleagues globally had supported their local community

or a brand charity partner, either individually or as a team. This has created an internal
benchmark of 49% of team members. We continue to empower our teams to make a tangible
impact in their local areas and in the communities that matter the most to them. To support
this we offer everyone paid time off to do charity and community work and we match any
funds raised through their activities, in addition to our charitable donations at a brand level.
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CLOSING THE GAP(S)

YOUTH ADVISORY BOARD
In 2025, we launched our very first Youth Advisory Board.

Referred to internally as ‘Nova Lab’, this initiative is aimed at our Gen-Z team members
across the brand, who at the time of our last survey in October 2025, represented

41% of our global team. Gen Z is expected to represent the majority of our global
workforce in the next two years.

Nova Lab sits alongside our Senior Leadership Team every 4-6 weeks, providing input into
strategic brand initiatives, some of which have already been successfully implemented.

As part of Nova Lab we also provide a reverse mentoring programme for our
Senior Leadership Team.

MENTORSHIP

Across the year, through partnership with the Early Careers Foundation, Fashion Minority
Report (FMR) and Fashion Retail Academy we enabled 20 of our team members to mentor
young people interested in a career in fashion. We were delighted to play our part in giving
each mentee, many of whom came from underrepresented backgrounds, further exposure
to the fashion industry and a helping hand with building their industry network.

Our Senior Leadership Team also participates in our internal mentoring programme, working
with colleagues across the brand to support their career development.

We also have an internal network of 20 mentors/reverse mentors available to support
our team’s learning goals.

STORE-TO-STUDIO PROGRAMME

In 2025, our Store-to-Studio programme provided an opportunity for store and distribution
centre colleagues to spend time in our London studio department of their choice.

The goal of the programme is for the colleagues to gain a deeper understanding

of the roles and responsibilities within each team and empower them to apply for studio
roles. Our aim is to recruit 50% of all global roles available internally and for all entry level
roles to be filled internally.



