
BJÖRN BORG’S 
 OVERARCHING VIEW OF 
ITS RESPONSIBILITY 

One of Björn Borg’s fundamental corporate values is 
to	be	Responsible. An important aspect of this is 
Sustainability, i.e., using resources – whether raw 
materials, energy or people – as wisely and sustain-
ably as possible, and in a way that does not limit the 
choices of future generations. 

Björn Borg tries to be a good corporate citizen that 
takes responsibility. This responsibility spans a 
number of areas: responsibility for the people who 
work for and with the company, responsibility for the 
impact of Björn Borg’s operations on the environment, 
responsibility for how the customer is affected and 
their impact from using Björn Borg’s products, and 
responsibility for operating ethically. This means 
ensuring that the products are safe, of high quality 
and manufactured sustainably, that individuals who 
directly or indirectly work for Björn Borg are treated 
with respect and work under reasonable conditions, 
and that efforts are made to minimize environmental 
impacts, e.g., through lower CO2 emissions. 

This shall be reflected in business decisions and the way 
operations are conducted. Ultimately it is a question of 
ensuring that everyone who works for Björn Borg takes 
responsibility for the impact of their decisions. It also 
involves encouraging partners, especially manufacturers 
and licensees but also distributors, to work sustainably. 

APPROACH

Björn Borg’s corporate responsibility work shall be 
carried out in a conscientious and structured way, 
with transparency and openness, and by gradually, 
over time, raising the level of ambition of the CSR 
work and the measures taken. 

The President has the ultimate responsibility for 
corporate responsibility issues. The Group also has a 

BJÖRN BORG’S CORPORATE 
RESPONSIBILITY

person with ties to the management team who has overarching responsibility 
for these issues and another person with responsibility at the operating 
level. This work includes the control and monitoring of manufacturers and 
other partners to ensure that they comply with established requirements 
and to provide information and training. Björn Borg’s product department, 
which works with design, product development and sourcing, also plays a 
key role in the practical aspects of this work. 

STAKEHOLDERS
Björn Borg has identified the following stakeholders for its corporate 
responsibility work:

Stakeholder(s)	Comment

Customers Consumers (end customers) trust that Björn Borg’s products 
 are safe and that the company takes responsibility for its 
 impact on people and the environment. Björn Borg wants to 
 earn this trust. Commercial customers such as retailers expect 
 the same, in addition to often making their own concrete CSR 
 requirements that Björn Borg as a company must fulfill.

Employees Many employees expect their employer to take corporate 
 social responsibility and want to be proud of where they work. 
 It is important for Björn Borg to meet such expectations and 
 be an employer that offers a positive, stimulating working 
 environment.

Shareholders CSR work creates value and minimizes risk. Shareholders are 
 concerned about the value of the company and the brand and 
 expect the company to be transparent about its CSR work. 

Authorities  The role of authorities and NGOs is to ensure that
and NGOs Björn Borg complies with current laws and requirements. 
 The company tries to maintain an open dialogue with these 
 stakeholders to better understand the requirements it faces 
 and share information.

Media The role of the media is to monitor the company’s actions, 
 including various negative impacts. Björn Borg tries to 
 respond openly and transparently to queries from the media 
 on CSR issues. 

By openly sharing its CSR work in the annual report, on the web site, 
through direct queries and in other ways, Björn Borg meets the information 
needs of these stakeholders.
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OVERARCHING	GOALS	AND	RISKS
Björn Borg has formulated the following overarching goals for its CSR work:

Goals	 Status/comment

All manufacturers of Björn Borg’s own production* follow the  All manufacturers of Björn Borg’s own production have signed the
company’s code of conduct and at least 2/3 of total purchasing  company’s code of conduct and around 90 percent (total purchasing
volumes come from production units that have been  volume 2012) have achieved at least BSCI level 1. See below under
BSCI-audited  and achieved at least level 1 (of 2). Responsible production.

Björn Borg will maintain good control over chemical use in  All manufacturers of Björn Borg’s own production have committed to 
its own production and sampletesting will be performed at all  comply with Björn Borg’s chemical requirements, and chemical tests 
manufacturers of Björn Borg’s own production each season. are conducted at manufacturers of Björn Borg’s own production 
 each season. While Björn Borg considers its chemical control 
 satisfactory, routines and requirements are reviewed  continuously. 
 See below under Chemicals.

CO2 emissions will be factored into the choice of shipping alter- In 2013 Björn Borg will formulate a measurement and follow-up
natives, and the one with the least adverse environmental impact  model for climate impact, of which transports will probably form an
will be chosen unless there are strong reasons otherwise. important part. See below under Environmental responsibility.

* “Björn Borg’s own production” refers to factories contracted by Björn Borg, excluding factories contracted by the company’s licensees  
(e.g., footwear, bags & luggage and sportswear).

EXAMPLES	OF	ACTIVITIES	
CONDUCTED	IN	2012

•  Review of routines and 
processes for chemical test-
ing and implementation of 
extended testing. 

•  Review of routines for pre-
screening new manufacturers 
and monitoring working condi-
tions at the production level 
parallel to formal audits.

•  Training and information acti vi-
ties, primarily for employees, 
but also in the network of 
licensees and distributors.

•  Began measuring and 
monitoring transports of own 
production.

EXAMPLES	OF	ACTIVITIES	
PLANNED	IN	2013

•  Develop model to measure 
and follow up on climate 
impact with the goal of 
 reporting specified goals 
from 2014. 

•  Implement structured  evalua- 
tion scheme for  manufacturers 
of Björn Borg’s own production. 

•  Thorough training in sustain-
able fashion for Björn Borg’s 
own employees through Sus-
tainable Fashion Academy.

BJÖRN	BORG’S		
PARTNERS

Björn Borg collaborates with 
a number of partners in the 
area of corporate responsibility, 
including:
•  Business Social Compliance 

Initiative (BSCI)
•  The Textile Importers’ 

 Association in Sweden
•  Swerea IVF
•  Sustainable Fashion Academy
•  Social Initiative
•  Mathare Youth Sports 

 Association MYSA

Björn Borg’s licensed products in areas other than underwear, e.g., footwear 
and bags & luggage, are designed and sourced by Björn Borg’s external 
licensees. The licensees contract their own manufacturers, dialogue with 
them and monitor working conditions and chemicals, among other things. 
However, Björn Borg places concrete CSR requirements on its licensees. 
Björn Borg and the licensees coordinate their actions and support each 
other in various ways, including by identifying and implementing best practices 

everyone can benefit from. Björn Borg also continu-
ously monitors and controls its licensees’ CSR work.

Björn Borg also works continuously to raise under-
standing and knowledge of CSR issues in its network 
of distributors and among employees, including 
through information and training.
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CHALLENGES
Björn Borg has identified the following special challenges in the area of corporate responsibility:

Challenge	 Björn	Borg’s	approach

Production involves long chains of suppliers at various  Björn Borg cooperates with a limited number of manufacturers, tries to work as
levels, which complicates transparency, control and  closely with them as possible to implement and monitor CSR requirements and
oversight, including terms of working conditions and   requires its manufacturers to place corresponding requirements backwards in 
chemicals.  the supply chain.

Commercial interests may conflict with CSR interests. A serious discussion is needed about the conflicts that can arise between 
 various interests, e.g., that sustainable materials can be a more expensive 
 alternative in a market facing tough economic conditions and margin pressure, 
 that short delivery times can increase overtime in factories, and that products 
 sometimes have to be flown in to meet a deadline. At the same time sustain-
 ability improvements can be cost-effective by optimizing shipments or through 
 various types of energy efficiencies.

It can be difficult for manufacturers and employees  Björn Borg continuously gathers information about the market and provides
to fully comprehend current laws and regulations,  various types of training to keep employees properly informed and knowledge-
not least in the chemical area.  able. The company also cooperates with and receives support from external 
 parties in each area.

Design and production of products other than under- Björn Borg places concrete requirements on its licensees, coordinates CSR
wear, e.g., footwear and bags & luggage, are handled  policies, and monitors licensees’ CSR work.
by thirdparty licensees outside the company’s  
organization and control.

Shipping decisions are often made by Björn Borg’s  Björn Borg designs its sourcing process in a way that leaves enough time to
distributors, not within the Group. choose shipping alternatives which are less environmentally harmful than air, 
 while also trying to encourage and influence its distributors to choose such 
 better alternatives.

RESPONSIBLE PRODUCTION

NUMBER	OF	MANUFACTURERS	AND	GEOGRAPHICAL	DISTRIBUTION
Björn Borg has a total of around 20 external manufacturers of its own production. 
China accounts for nearly 93 percent of Björn Borg’s total production, followed by 
Turkey, Bangladesh and India. The largest part of Björn Borg’s production is in 
southern and eastern China. 

WORKING	CONDITIONS	IN	PRODUCTION	FACILITIES
Björn Borg does not own the production facilities used for its own production, but 
feels responsible for ensuring that the people who make Björn Borg products have 
a safe working environment and reasonable working conditions. The company 
therefore places concrete requirements on its manufacturers in these respects. 
Björn Borg requires suppliers of its own production to sign and comply with the 
company’s code of conduct, which is part of the so-called Supplier Guide and also 
contains process descriptions and buying terms. Björn Borg’s code of conduct is 
based on BSCI’s code, which in turn is based on several important international 
conventions on human rights. See also next page. 

Björn Borg purposely works with a limited number of main suppliers to facilitate an 
open dialogue and monitoring, and maintains close relationships with its major 
manufacturers, in several cases dating back many years. The company is confident 
this gives it good insight into production conditions and fosters a constructive dialogue 
on CSR issues. Creating a dialogue, in Björn Borg’s experience, is more important 
than a one-sided, formal demand specification to achieve real, lasting improvements 
in working conditions. This is a long-term process that requires persistence.

QUALITY	AND	SUSTAINABILITY	

For Björn Borg, product quality is a 
core issue from a CSR perspective 
as well. When a consumer buys a 
product of high quality, it will last 
longer. If the product is something the 
buyer also values and enjoys, they 
will typically use it more often and 
for longer. A longer product life cycle 
can help to reduce environmental 
impacts. Björn Borg places great 
focus on ensuring the quality of its 
products and production processes. 
Specialists in each product area work 
continuously to improve every step 
of the manufacturing process, from 
design and choice of materials to 
production, to reach the right level of 
quality. The aim is that the customer 
will be able, and want, to use Björn 
Borg products for a long time. 
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BSCI	AND	CODE	OF	CONDUCT
Björn Borg has participated since 2008 in the Business Social Compliance 
Initiative, BSCI, which comprises a large number of retail, brand and importing 
companies (currently over 1,000) that are trying to improve working conditions 
in the supply chain. The idea behind BSCI is that companies, by joining 
together and placing the same standardized requirements on production 
conditions, can achieve real improvements over time. Through the BSCI 
system, participants can benefit from each other’s work in that customers 
that buy from the same producers can share the costs and responsibility for 
control and monitoring. Because so many buyers apply the same requirements, 
it also makes it easier for producers to understand and embrace them and 
means that they do not have to undergo similar inspections by multiple 
customers. 

Björn Borg therefore applies BSCI’s Code of Conduct, which is based on, 
among other things, the ILO’s Core Conventions, the UN Declaration of 
Human Rights and the UN’s Convention on the Rights of the Child. The code 
of conduct includes requirements in the following areas:
•	Legal compliance
•	Freedom of association and the right to collective bargaining
•	Prohibition of discrimination
•	Right to reasonable wages and benefits
•	Prohibition of child labor and forced labor
•	Limitations on overtime
•	Workplace health and safety 

BSCI members require their producers to comply with 
the code of conduct and submit to recurring audits to 
verify compliance. The audits grade producers on a 
three-point scale. Level 0 means that a supplier is 
non-compliant and must implement a number of 
improvements. Level 1 (“Improvements needed”) 
means that the producer has deviations that must be 
addressed, while Level 2 (“Good”) means that the 
producer has been approved. If a supplier reaches 
Level 2, a re-audit is not conducted for another three 
years. If the audit identifies areas of improvement, 
i.e., Level 1 or lower, a re-audit must be conducted the 
following year. BSCI requires Björn Borg to ensure, 
within approximately five years, that production units 
which supply 2/3 or more of its total production 
volume in so-called risk countries have been introduced 
into the BSCI system (by Björn Borg itself or another 
BSCI member) and have reached at least Level 1.

After 3 years: After 5 years:

Source: BSCI

Björn Borg currently meets the above requirements. In 
2012 around 90 percent of its total production volume 
came from production units that have reached at least 
Level 1, several of which have reached Level 2. Björn 
Borg continuously decides whether to introduce 
additional producers into the BSCI system. Many of its 
producers are also formally audited by other buyers 
within BSCI. Moreover, several of Björn Borg’s producers 
have received certification such as SA8000, WRAP or 
Sedex, for example. Björn Borg’s licensees in the 
footwear and bags & luggage product categories are 
also members of, and active in, BSCI. The licensees 
meet BSCI’s requirements as well.

A priority in 2013 is to continue to support one of the 
company’s largest producers, which still has some 
improvements left, to finally reach Level 2. The 
remaining improvements for this particular producer 
mainly involve lack of documentation. A re-audit of 
this producer will be conducted in 2013. During the 
year Björn Borg plans to add at least one more 
producer to BSCI, including an initial audit.

The following process is applied when contracting new manufacturers 
and in product purchases:

Activity	 Process

Evaluation of  Before Björn Borg decides to outsource to a new
potential  manufacturer, a prescreening is made according to criteria
manufacturers formulated for this purpose. The company considers, 
 among other things, whether the manufacturer in 
 question has received any recognized certification (e.g., 
 SA8000 or WRAP), undergoes BSCI audits or, for other 
 reasons, can show that it meets Björn Borg’s require-
 ments or has the essential elements (resources, 
 willingness and on) to meet them, with the company’s 
 support, within the foreseeable future.

Contracting of  When contracting a new manufacturer, Björn Borg
manufacturers requires it to sign the company’s code of conduct, 
 which is based on BSCI’s code of conduct.

Monitoring of Björn Borg’s larger/more important manufacturers are
manufacturers introduced in to the BSCI system by Björn Borg if they 
 have not already been introduced by another buyer, 
 and are monitored continuously through formal BSCI 
 audits. In addition, a continuous dialogue is maintained 
 with manufacturers on working conditions, including 
 through product managers, as part of the day-to-day 
 cooperation, e.g., in connection with on-site visits in 
 the country of production.

Training Björn Borg encourages its manufacturers to participate 
 in various forms of training, such as BSCI workshops.
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CHEMICALS 

The use of various types of chemicals is unavoidable in the manufacture of 
apparel – e.g., to convert cotton to yarn and to dye fabrics. See illustration 
above. 

Björn Borg is careful to ensure that its products do not contain hazardous 
chemicals which could harm the user (end customer) and that those who work 
in the company’s production chain, such as factory workers, are not exposed 
to chemicals in a hazardous manner. The company’s chemical control program 
is therefore a key element in its CSR work. Since all manufacturing is 
outsourced, a continuous dialogue is needed with these producers on the 
production methods and chemicals they use to ensure a safe end product 
and working environment, complemented by additional controls. Producers 
must follow legal requirements as pertain to chemicals, including the EU’s 
REACH regulation. Björn Borg also sets its own, more extensive chemical 
requirements on its own production, based on the chemical guide issued by 
the Textile Importers’ Association in Sweden. In this way the producers 
commit to ensure that certain potentially hazardous chemicals are not used 
in their products, at least not exceeding the maximum permitted level, 
which represents a level where the substance in question generally is not 
harmful. Chemical tests (samples) are continuously conducted in Björn Borg’s 
own production to verify that the stated requirements are being met. 

RAW	MATERIALS

PRINTING

AFTER	TREATMENT

CARDNING,	SPINNING

DYEING

CUTTING	AND	SEWING

KNITTING,	WEAVING

BLEACHING

FUNCTION,	APPEARANCE	AND	FEEL

TIPPING

PRETREATMENT

Björn Borg also requires its producers to apply generally 
accepted safety routines in terms of protective clothing 
and storage as well as chemical use in their production 
facilities. Regular visits to the facilities also facilitate 
Björn Borg’s own control. In 2012 Björn Borg provided 
concrete training and information to further raise the 
level of understanding of chemicals among employees, 
primarily in the product and design department. 

Björn Borg also requires its licensees to follow 
appropriate legal requirements as pertain to chemicals. 
The company’s licensees for footwear and bags & 
luggage also work actively with chemical controls in a 
similar way to Björn Borg (according to the above). 

Björn Borg has been working for several years with 
the research organization Swerea IVF on chemicals 
and product testing and participates in Swerea IVF’s 
chemical group for textile companies, which includes 
a number of Swedish apparel brands. Through this 
collaboration, Björn Borg receives valuable support in 
its work with chemical issues and up-to-date information 
on new or amended rules and alternative chemicals 
and methods with less impact on the environment. 
For example, employees from Björn Borg regularly 
participate in Swerea IVF’s workshops and seminars 
to raise the level of competence in this area. 

Source: Swerea IVF
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ENVIRONMENTAL RESPONSIBILITY 

ENVIRONMENTAL	IMPACTS	DURING	THE	PRODUCT	LIFECYCLE	
Over time Björn Borg wants to noticably reduce the environmental impact of 
its operations and, to meet this goal, strives to apply a lifecycle perspective that 
encompasses impacts during production and transport as well as at the 
user level.

A few years ago Björn Borg conducted a lifecycle analysis (LCA) of its 
underwear, which showed that the biggest environmental impact was from 
washing by the customer: nearly 60 percent when washed at 40°C. As a 
result, clearer washing instructions were provided for end users, including 
the washing label sewn inside the garment. Environmentally conscious 
consumers can limit their impacts, e.g., by filling their washing machine, 
washing at lower temperatures, using less detergent and hanging their 
clothes to dry rather than using a clothes dryer. 

Another impact in the product lifecycle is from shipping, including in the form 
of CO2 emissions, especially from air transports. Björn Borg’s products are 
rarely shipped by air. By far the majority of shipments are sent by sea, while 
deliveries within Europe are made by truck. The company’s policy is to factor 
CO2 emissions in its choice of shipping modes, i.e., to choose the method 
with the least adverse environmental impact unless there are strong reasons 
otherwise. Shipments normally go directly from the country of origin to 
distributors in each market. This means in practice that the choice of shipping 
mode is not always under the company’s control, although Björn Borg is 
taking measures to encourage distributors to use the alternative with the 
least adverse environmental impact, wherever possible, e.g., by designing 
and timing the sourcing process in a way that allows for shipments by sea. 
In 2013 Björn Borg plans to develop a system to measure and monitor 
climate impact with the goal of setting up specific goals from 2014.

ENVIRONMENTAL	IMPACTS	FROM	OWN	OPERATIONS	
When Björn Borg moved the head office to a new location in 2011, it signed 
a so-called green lease with the landlord, which commits both parties to 
work systematically and conscientiously to reduce energy consumption and 
CO2 emissions. This is in line with the company’s policy to reduce CO2 
emissions within its operations. All electricity used in the office is renewable, 
according to the criteria of the Swedish Society for Nature Conservation. 
Björn Borg also sorts its waste.

SUSTAINABLE	MATERIALS	AND	RECYCLING	
Cotton is a very popular material, especially for under- 
wear, but poses an environmental challenge in that a 
great deal of water and chemicals are needed to produce 
textiles from cotton. Björn Borg’s policy is that environ- 
mental aspects shall be a concrete factor in its choice 
of materials in the design and sourcing process. 

The materials used in Björn Borg’s own production are 
currently distributed as follows*:
Material		 %	of	total	volume

95% cotton, 5% elastane  80
Synthetic blends 13
Other cotton blends 5
100% cotton  2

Total		 100
* Refers to products sold in 2012

Upcycling is a term that has been increasingly used in 
recent years to refer to a process of converting waste 
or unusable products into new materials or products 
with greater environmental value. In 2012 Björn Borg 
launched a collection born out of a desire to use 
production leftovers. Two leftover fabrics with different 
prints were combined into a new pair of underwear 
with its own unique design. Through this type of 
recycling Björn Borg can further reduce its impact on 
the environment. This venture has succeeded well, 
and the company is now looking at how it could 
become a recurring product.

Björn Borg’s collections from its own production are 
delivered in plastic and paper packaging with labels. 
A number of years ago Björn Borg introduced plastic 
packaging produced from a PVC-free material made 
from EVA plastic and polypropylene, both of which are 
recyclable.
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BJÖRN BORG AS AN 
 EMPLOYER 

As an employer, Björn Borg wants to offer a stimulating 
and pleasant environment where management and 
staff work together to create a sense of well-being 
and maintain a culture of mutual respect. The values 
that define Björn Borg can be summarized in five 
terms: Open, Innovative, Passionate, Business Smart 
and Responsible. 

Björn Borg seeks to maintain a flat organization where 
personal initiative is encouraged and where people 
are free to say what they want and call attention to 
irregularities openly and honestly without negative 
repercussions. Björn Borg expects its employees to take 
responsibility for their actions and to be respectful and 
loyal in their relationships with others. Björn Borg will 
not tolerate any form of harassment based on race, 
skin color, ethnic background, age, religion, gender, 
sexual orientation, disability or other characteristic. 

Of Björn Borg’s total of around 140 employees, about 
60 percent are women and 40 percent men. The 
 management team is comprised of two women and 
four men, while one woman and five men are 
represented on the Board of Directors. The company 
also tries to achieve a balance in terms of gender, 
ethnic background and age in its recruitments.

COMMUNITY ENGAGEMENT 

In an effort to give back to society, Björn Borg has since 2011 provided 
financial support to the Mathare Sports Association (MYSA), a self-help 
program that has worked with children and young adults in the slums of 
Nairobi, Kenya, for around 25 years. MYSA combines sports with leadership 
training by organizing activities to improve local environments, e.g., through 
cleanups. The organization currently serves around 27,000 children and 
young adults. In 2012 an additional SEK 750,000 was allocated from the 
funds collected through sale of Björn Borg Kids products to MYSA for 
specific projects. Björn Borg previously contributed in this way to a library 
and an AIDS information center. In 2012 Björn Borg’s support made it 
possible for MYSA to continue the process of decentralizing operations in 
order to reach more young people and others in the slums, while also 
contributing to sports activities around the Mathare slums. Donations will 
continue in 2013. Björn Borg’s partner, Social Initiative, conducts an annual 
follow-up to verify that established plans and budgets are being followed, 
that the support is reaching recipients and having an impact, and that the 
organization is producing positive results. 

Together with several other brands, Björn Borg also participated in 2012 in a 
fundraiser to support the Swedish charity Radiohjälpen. The donations will 
ensure that children receive healthcare, an education and a dignified future. 
The fundraiser generated a total of SEK 350,000. In 2012 the company also 
donated clothing to Stadsmissionen (a humanitarian organization helping 
the homeless), Unga Reumatiker (which supports young rheumatism 
sufferers) and the pediatric cancer ward at Astrid Lindgren Children’s 
Hospital in Stockholm. Further, Björn Borg supported Ung Cancer, an 
organization helping young cancer sufferers, in connection with a Facebook 
campaign during the year. Björn Borg also supported Movember, which 
raises awareness about men’s health issues and the fight against prostate 
cancer, including by helping to arrange a campaign launch and coproduce a 
promotional film. 

BORG	HIGHET	
WATTERFALL IN US, 

JAKOB
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