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BJÖRN BORG’S 
  RESPONSIBILITY

OUR  OVERARCHING VIEW 
OF RESPONSIBILITY
It is important for Björn Borg to take responsibility for 
managing risks and various types of adverse impacts that 
arise in operations. We have actively embraced our 
responsibilities for years, and every year we increase our 
understanding, improve the way we work and raise our 
goals and get more concrete. We call the way we handle 
our corporate responsibilities “sustainability.” 

To make it easier to structure and plan our sustainability 
work, we divide it into four parts, as explained below. In 
practice, however, the various parts overlap, which is why 
we look at sustainability as a whole. Our goal is to apply a 
holistic approach to taking responsibility for adverse 
impacts that can arise in our operations and our other 
responsibilities, which include looking at impacts through 
the entire product lifecycle (see below).

Product – Our products shall be of high quality, so that 
they will last. The input materials we select and other 
decisions we face in the product development process must 
be consistent with our overall environmental objectives. 
Products may not contain any hazardous chemicals.

People – The individuals who work for Björn Borg – our 
own employees and workers in our product suppliers’ 
factories – must be treated with respect and have reasonable 
working conditions. We also donate money or products to 
charities, e.g., supporting the homeless or children with 
cancer, or participating in other types of social projects. 

Environment – It is about understanding, and reducing, 
impacts on the environment from our operations, e.g., 
through lower CO2 emissions, more efficient water 
consumption, better waste management and the like. It 
also means using packaging that can be easily recycled 
and inputs for products and packaging that are better for 
the environment. 

Business ethics – We run our business ethically. We 
have the routines and knowledge to prevent corruption 
and other irregularities and to discourage discrimination 
while promoting diversity. 

APPROACH
We have formulated the following overarching sustain
ability goals: 
• Sustainability will be integrated in our strategy and our 

daytoday operations;
• The work will be done in a structured way with 

concrete sustainability goals; 
• We will measurably improve our sustainability results 

over time; and
• Our sustainability work will be done openly and 

transparently.

We know that our stakeholders expect us to set concrete, 
measurable sustainability goals, and that we openly report 
our performance and that they are not satisfied with only 
general formulations and vague commitments.

To create structure in our sustainability work and 
successfully integrate it into the business as a whole, we 
formulate annual targets and concrete activities to achieve our 
longterm goals. These targets and activities are cascaded 
down to the department and individual level within the 
organization. In this way, we are able to achieve the goals and 
establish a structure to monitor our performance. Another 
important aspect is ensuring that there are working interfaces 
and open communication internally on these issues.

The goal is that every person at Björn Borg will under
stand their individual responsibilities and take responsibility 
for their decisions and actions, and in this way help to 
improve our overall sustainability performance. Because 
Björn Borg’s Sustainability Director is a member of the 
management team, sustainability remains on management’s 
agenda and is integrated in the company’s strategy.
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We want our sustainability work to reflect the 
 transparency and openness our stakeholders – consumers, 
customers, employees, the stock market and others – 
 expect. Our sustainability report, which is published  
once a year, is an important tool, as is the website  
(www.bjornborg.com). We maintain an open, honest 
dialogue with everyone who contacts us on sustainability 
issues, whether in academic studies or industry surveys, in 
response to consumer queries, when discussing our work 
with sustainability analysts, or when dialoguing with 
authorities and various types of organizations. Everyone 
who contacts Björn Borg, regardless of the issue, should 
feel that we provide the information they want and listen 
to their suggested improvements.

An important part of sustainability work is keeping our 
employees knowledgeable. In recent years we have put 
considerable effort into this, including through various 
types of training and workshops. To deal sensibly with 
sustainability issues, our employees have to understand the 
impact of what we do. The product department within Björn 
Borg, which works with design, product development and 
sourcing, plays a central role. A buyer, for example, may have 
to understand that price pressure could force the manufac
turer to cut their costs by lowering wages or hiring younger 
or less trained workers, and that demands for short lead 
times can lead to factory overtime. Or a product developer 
and designer may have to understand that a certain material 
offers greater environmental benefits than another, and 
must have the necessary knowledge of chemicals.
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Goals Status/comment

At least 67% f the total volume purchased for Björn Borg’s own 
production will come from factories that have been approved through 
BSCI audits or similar standards, or which otherwise have widely 
accepted certificates such as SA8000 or WRAP.

All manufacturers of Björn Borg’s own production* will sign the 
company’s code of conduct. Unless another BSCI participant has 
already done so, we will formally take ownership (so-called RSP, 
concept of responsibility) of all our key producers, which means that we 
will meet the BSCI requirements on RSP holders at any given time in 
terms of implementing audits, among other things. At present about 
85% of our products are manufactured at approved factories.

No chemicals prohibited by the EU’s REACH regulation will be used in 
our products, and we will phase out so-called Substances of Very High 
Concern (SVHC) from our production.

All manufacturers of Björn Borg’s own production will comply with Björn 
Borg’s chemical requirements. Chemical tests will be conducted at all 
manufacturers of Björn Borg’s own production each season.

The Björn Borg Group’s CO2 emissions per SEK of sales will be reduced 
by 40% between 2013 and 2019.

Climate reporting according to the GHG protocol was introduced for 
Group operations in 2013. Annual goals and activities to reduce CO2 
emissions are formulated and monitored.

We will significantly increase the share of sustainable materials in our 
core underwear offering by 2019.

In 2015 we will launch a limited underwear collection in organic cotton, 
which will reach stores in the fall.

We will take concrete measures in every stage of the product lifecycle 
to improve our environmental impact.

In 2015 we will conduct a concrete, comprehensive product lifecycle 
analysis, which will include identifying possible measures at different 
stages of the product lifecycle.

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

LICENSED PRODUCTS

Björn Borg’s licensed products in areas other than 
underwear, such as footwear and bags, are designed and 
sourced by external licensees, who contract their own 
manufacturers, dialogue with them and monitor working 
conditions and chemicals, among other things. We place 
concrete sustainability requirements on our licensees, 
however, coordinate actions and support each other in 
various ways, including by identifying and implementing 
best practices everyone can benefit from. We also 
monitor our licensees’ sustainability work. Björn Borg’s 
licensees for footwear and bags also participate in the 
Business Social Compliance Initiative (BSCI) and apply 
BSCI’s code of conduct.

GENERAL TARGETS
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STAKEHOLDERS
Björn Borg has identified the following stakeholders for its 
sustainability work:

By openly reporting sustainability work in the annual 
report, on the website, through direct queries and in other 
ways, Björn Borg meets the information needs of these 
stakeholders. 

Stakeholders Status/comment

Consumers Consumers (end customers) trust that Björn Borg’s products are safe and that the company takes responsibility for its 
impacts on people and the environment. We want to earn this trust. 

Commercial customers Commercial customers such as retailers often set their own concrete sustainability requirements that Björn Borg as a 
company must meet.

Employees More and more employees expect their employer to take corporate responsibility and want to be proud of where they 
work. It is important for Björn Borg to meet these expectations, and we see our sustainability work as a way to create 
employee engagement and build our employer brand. We also want to be an employer that offers a positive, stimulating 
working environment – with diversity and without discrimination, where people can speak their minds and expose 
irregularities without the risk of negative consequences.

Stock market Sustainability work creates value and minimizes risk. Shareholders are concerned about the value of the company and 
the brand and expect us to be transparent about our sustainability work. 

Authorities and  
interest groups

The role of authorities and NGOs is to ensure that companies comply with current laws and regulations. Björn Borg 
tries to maintain an open dialogue with them to better understand their expectations and to provide the information 
they request.

Media The media’s role is to report on the company’s actions, including negative impacts. We actively monitor the issues 
being covered and debated in the media and address them in our sustainability work. These types of discussions 
reflect the world we live in and the expectations on us as a company.

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’ Associa-

tion in Sweden
•  Swerea IVF
•  Sweden Textile Water Initiative 

(STWI)
•  Tricorona
•  Cotton Connect
•  Numerous charity organizations

EXAMPLES OF ACTIVITIES 
CONDUCTED IN 2014

•  Fully implemented climate 
reporting (based on CO2 
emissions) in our operations.

•  Implemented structured 
sustainability evaluation scheme 
for manufacturers of Björn Borg’s 
own production. 

•  Conducted review of Supplier 
Guide, including implementation 
of BSCI’s new code of conduct 
and environmental requirements 
for suppliers.

•  Collected worn-out clothing in 
stores under the banner of 
“Chain Reaction of Love.”

•  Campaign to support the 
organization Love Commando, 
which is dedicated to helping 
Indian couples who want to 
marry for love.

EXAMPLES OF ACTIVITIES 
PLANNED IN 2015

•  Launch underwear in organic 
cotton and formulate overarching 
plan for further roll-out in order 
to reach a significantly higher 
share of sustainable materials 
by 2019.

•  Structured analysis of product 
lifecycle to identify measures to 
reduce environmental impacts at 
different stages of the product 
lifecycle.

•  Continue training on BSCI 2.0 
(new code of conduct and 
approach) and sustainable 
materials.
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CHALLENGES
Björn Borg has identified the following special challenges 
in the area of sustainability:

sustainability, have good knowledge and understanding 
and are used to working with customers with sustain
ability requirements, while others do not fully understand 
or prioritize sustainability. These different conditions 
require different approaches, but the common denomi
nator in our supplier control program is a desire to improve 
the sustainability performance of all our principal 
manufacturers, with an emphasis on socalled key 
manufacturers. Our key manufacturers typically produce 
a large share of our total production and/or products that 
are otherwise important to what we offer, where BSCI is 
an important element.

Our goal is to establish and maintain an open dialogue 
with our manufacturers to get them to understand why 
sustainability is important to us and how it can be integrated 
in their operations in order to improve their performance. 
As more and more customers demand fair working condi
tions from factories, it becomes obvious to more and more 
manufacturers that fair working conditions are essential in 
order to keep the customers and increase sales. It has proved 
valuable for us to work with just  a few producers and we 
have worked with many of them for a long time. Several of 
these producers are smaller, local family run companies. 

Challenge Comment

Production involves long chains of suppliers at various 
levels, which complicates transparency, control and 
oversight of working conditions and chemicals, for example. 

We try to work as closely as possible with a limited number of manufacturers to 
implement and monitor sustainability requirements, and require them to place 
similar requirements backwards in the supply chain.

Commercial interests sometimes conflict with 
 sustainability interests.

An open discussion is needed internally on the conflicts that can arise between 
stakeholders, e.g., that sustainable materials can be a more expensive alternative 
in a market with margin pressure or that compressed delivery schedules can 
increase the amount of overtime in factories or number of shipments by air. At the 
same time sustainability improvements can be cost-effective, for example, if they 
optimize shipments or lead to energy savings.

It can be difficult for manufacturers and the company’s 
own employees to fully comprehend current laws and 
regulations, especially involving chemicals. 

We continuously gather information on changes and developments over time and 
provide various types of training to keep employees properly informed and knowledge-
able. We also cooperate with and receive support from external parties in each area.

Design and production of footwear and bags, for example, 
are handled by third-party licensees outside the company’s 
organization and control.

We place concrete requirements on our licensees, coordinate sustainability policies 
and monitor licensees’ sustainability work.

Shipping decisions are often made by Björn Borg’s 
distributors, not the Group.

Björn Borg designs its sourcing process in a way that leaves enough time to choose 
environmentally friendlier shipping alternatives than air freight, while also 
encouraging distributors to choose better alternatives.

RESPONSIBLE 
 PRODUCTION
NUMBER OF MANUFACTURERS AND GEOGRAPHICAL 
 DISTRIBUTION
In 2014 Björn Borg outsourced production to a total of 12 
manufacturers with production at 16 factories. China 
accounted for just over 80 percent of Björn Borg’s total 
production, followed by Turkey (17 percent) and India 
(less than 1 percent). The large part of Björn Borg’s 
production is in Guangdong province (southern China) 
and Fujian province (eastern China). In recent years some 
production has been shifted to Europe, primarily Turkey, 
which means shorter shipments and greater control.

WORKING CONDITIONS IN PRODUCTION FACILITIES
Björn Borg does not own the factories that produce the 
products, but takes various steps to ensure that the people 
who work in these factories have acceptable conditions. 

We have a structured suppy chain control system to 
identify sustainability challenges and risks. Some 
manufacturers have made more progress in terms of 
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Our manufacturers commit in writing to comply with the 
Code of Conduct and compliance is controlled. BSCI’s Code 
of Conduct draws on the International Labour Organization 
(ILO) conventions, the UN declaration on human rights and 
the UN Convention on the Rights of the Child. The code 
is an integral part of Björn Borg’s supplier control program.

Our supplier control program provides insight on what 
we have to do to help our manufacturers improve their 
sustainability performance along with us. It could mean 
formally introducing a manufacturer to BSCI’s monitoring 
program or encouraging them to raise their skill level or 
improve routines. An important aspect of BSCI is the 
audits, which are conducted by participating companies, 
and where participants who buy merchandise from the 
same manufacturers can benefit from each other’s audits and 
monitoring. Björn Borg’s goal is that 67 percent of the total 
volume it purchases for its own production will come from 
factories that have undergone BSCI audits and received at 
least an acceptable score (currently level 1 of 2) or other
wise have a recognized certificate or certification, e.g., 
SA8000 and WRAP. If any of our key manufacturers has not 
already been introduced to the program by another BSCI 
participant, we will do so. Any noncompliance with the 
Code of Conduct detected during an audit is addressed 
through an action plan, after which a reaudit is conducted 
to verify that the discrepancies have been alleviated. 

An important part of our supplier control program is the 
internal evaluation system, which we use for quarterly 
progress reports on our manufacturers. The system looks at 
various Key Performance Indicators (KPI) in the sustain
ability area, in addition to other factors such as price, quality 
and reliability. The results of BSCI audits are part of this, 
and other factors weigh in as well, such as other certificates 
or certifications, environmental certificates or documented 
efforts to reduce CO2 emissions or better understand 
sustainable materials, as well as the manufacturer’s 
commitment and willingness to develop. Each manufacturer 
receives a total score in the evaluation, and those who pass 
and develop over time have the chance to receive more 
orders from us and grow their business.

In 2014 nearly 85 percent of the total volume of sourced 
products came from factories that have reached at least 
Level 1 within BSCI (approved level, but needing improve
ment). The company’s four largest manufacturers, which 
account over 70 percent of Björn Borg’s production, have all 
reached Level 2 (Approved), the highest level within BSCI. 
One of them has an SA8000 certificate, an internationally 
recognized certification standard for decent workplaces. In 
2014 we initiated a total of five audits among our suppliers. 
(Several were audited by other BSCI participants.)  Only one 
of our external factories, which accounts for less than 4 percent 
of Björn Borg’s own production, did not reach Level 1, 
which was due to noncompliance linked to insufficient 
documentation, e.g., with regard to payroll, time reporting 
and employment terms, as well as noncompliance regard
ing maximum working hours. Björn Borg does not have 
responsibility (RSP) for this factory and buys such small 
volumes from it that at present there is no question of taking 
over RSP for the manufacturer in the BSCI system. If the 

PRINCIPLES OF BSCI’S CODE OF CONDUCT

•  The rights of freedom of association and collective 
bargaining

•  No discrimination
•  Fair remuneration
•  Decent working hours
•  Occupational health and safety 
•  No child labor 
•  Special protection for young workers
•  No precarious employment
•  No bonded labor
•  Protection of the environment
•  Ethical business behavior

An important part of our supply chain control system is 
Business Social Compliance Initiative (BSCI). We have 
participated since 2008 in the Business Social Compliance 
Initiative (BSCI) and apply its Code of Conduct, which 
includes requirements in the following areas:



factory does not improve despite our demands, we will 
consider terminating our production there. Noncompliance 
on working hours and employment and wage documentation 
is unfortunately fairly common in audits. In reality, 
insufficient documentation does not always mean that 
employment terms or conditions are substandard, though it 
can be an indication that it is.

BSCI is in the process of reviewing its requirements for 
participants. For example, it will replace its previous 
model that required participants to buy at least 2/3 of their 
volume from manufacturers that have reached at least 
Level 1 with a new commitment formula that has not yet 
been finalized. BSCI will also replace the current 02 scale 
with a more diversified scale (AE).

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.

Björn Borg takes measures to control that 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 hazardous chemicals. The company’s 
chemical control program is a key element in the sustain
ability work. Since all manufacturing is outsourced, a 
continuous dialogue is needed with manufacturers on the 
production methods and chemicals they use to ensure a 
safe product and safe working environment. Additional 
controls are required as well. Producers commit in writing 
to comply with 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 undertake to ensure that certain 
potentially hazardous chemicals are not used in Björn Borg’s 
products. Chemical tests (sample testing) are continuously 
conducted on Björn Borg’s products to verify that the 
stated requirements are being met. We now require our 
manufacturers to phase out socalled Substances of Very 
High Concern (SVHC) from our production, even though 
they are not yet prohibited by law.

THE FOLLOWING PROCESS IS APPLIED WHEN CONTRACTING NEW MANUFACTURERS AND IN PRODUCT PURCHASES:

Activity Process

Evaluation of potential manufacturers Before Björn Borg decides to outsource to a new manufacturer, it must complete a prescreening 
according to criteria formulated for this purpose. We consider, among other things, whether the 
manufacturer in question has received recognized certification (e.g., SA8000 or WRAP), undergoes 
BSCI audits, or for other reasons can show that it meets our requirements or has the essential 
elements (resources, willingness and on) to meet them, with the company’s support, within the 
foreseeable future. Normally we conduct a special audit before we contract a manufacturer.

Contracting of manufacturers When we contract a new manufacturer, we require it to sign our code of conduct, which is based on 
BSCI’s code, and pledge to comply with our other requirements, e.g., concerning chemicals. 

Monitoring of manufacturers Our most important manufacturers, so-called key manufacturers, are introduced into the BSCI 
system by us if they have not already been introduced by another buyer, and are monitored 
continuously through formal BSCI audits and our internal monitoring system. In addition, a 
continuous dialogue is maintained with manufacturers on working conditions. This is done most 
actively, and successfully, through product managers, as part of the day-to-day cooperation, e.g., in 
connection with on-site visits in the country of production. Manufacturers are also graded on 
concrete sustainability KPIs as part of our overall monitoring of suppliers.

Training We encourage our manufacturers to participate in various forms of training such as BSCI workshops. 
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Björn Borg also requires its manufacturers to apply 
generally accepted safety routines in terms of protective 
clothing as well as storage and use of chemicals in their 
production facilities. Regular visits to factories facilitate 
our own controls. 

Björn Borg requires its licensees to follow appropriate 
legal requirements as pertain to chemicals. Licensees in 
footwear and bags 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 chemical issues and 

with the global services company Underwriters Laborato
ries (UL) on product testing. Björn Borg 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 uptodate information 
on new or amended rules and alternative chemicals and 
methods with less environmental impact. Skills training is 
provided on a continuous basis to give product developers 
and buyers the knowhow and tools to create and buy 
attractive and safe products.
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ENVIRONMENTAL 
 RESPONSIBILITY
There is much discussion in the fashion industry about 
environmental challenges. Production, transportation and 
consumption of clothing impact the environment, and we 
in the industry are expected to take greater responsibility 
for the adverse impacts we cause directly or indirectly. 
Production of raw materials such as cotton involves the use 
of pesticides and fairly large amounts of water, while fabric 
dying entails the use of chemicals. Products are transported 
from the country of manufacture far away to markets 
where they are sold. Washing by the consumer also 
impacts the environment. There are many challenges that 
have to be addressed.

BJÖRN BORG’S ENVIRONMENTAL IMPACT
The Björn Borg Group’s operations generate carbon 
dioxide (CO2) emissions, which contribute to global 
warming. As a company, we want to reduce our carbon 
footprint. We first have to understand how the things we 
do on a daily basis have an impact. Which choices and 
decisions we make result in more or less CO2 emissions? 
Which changes in behavior would do the most to reduce 
our footprint? To create a structured model to measure 
and monitor CO2 emissions, we have produced a climate 
report according to the GHG protocol since 2013. In this 
report we measure various aspects of our operations such 
as energy consumption, business travel and product 
transports to identify what we need to do to reduce CO2 
emissions. We have set a goal to reduce total CO2 emissions 
per SEK of sales by 40% between 2013 and 2019. Each 
year we introduce concrete targets and activities to reach 
our longterm goal. These targets and activities cascade 
down to each department.
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In our first complete comparative climate report, for 
2014, we concluded that our total CO2 emissions rose by 
about 1 percent. At the same time sales are up 9 percent. 
Measured in relation to sales, our total CO2 emissions are 
therefore declining by 8 percent (per SEK of sales). The 
decrease is due to less travel, lower electricity consump
tion and a transition to renewable energy in most of our 
operations, among other things. We also determined that 
the share of products shipped by air rose during the year, 
which is negative and something we have to address going 
forward. It may also be because we were better at reporting 
in 2014 than 2013. We will use the climate report for 2014 as 
a baseline to formulate improvements for 2015 and beyond. 

We are also looking at our environmental impact in a 
broader sense. We recycle office waste and factor the 
environment into RFPs and creative briefs for suppliers. 
We systematically turn every stone. At the same time we 
realize that the environmental impact of our operations 
is but a small part of our total environmental impact. 
This is why we also track our impact throughout the 
product lifecycle.

ENVIRONMENTAL IMPACTS DURING THE PRODUCT 
 LIFECYCLE
The true impact of our business extends far beyond what 
is reported in our climate report. In order to address the 
overall climate impact of our operations, we have to look 
more closely at the entire product lifecycle, e.g., from the 
cotton farm all the way until the product nears the end of 
its lifetime at the conclusion of the consumption phase. A 
lifecycle analysis (LCA) we conducted a few years ago 
using a pair of underwear provided valuable insight on the 
environmental impact at various phases of the product 
lifecycle. It showed that by far the biggest impacts were in 
the production phase and the user phase. The latter, 
which includes washing the garment, in fact accounted for 
nearly 60 percent.

The big challenge in the production and consumption 
phases is that they are outside our immediate control. To 
improve our environmental impact in these phases, we 
have to influence others to change their ways. In terms of 
our suppliers, we do so by weighing environmental factors 
in our evaluation, when contracting new manufacturers and 
when monitoring and evaluating existing ones. A supplier 
that performs well in environmental respects, e.g., which 
has an environmental certificate or otherwise has worked 
actively to improve their CO2 emissions, water consump
tion or chemical use, or has the knowledge and experience 
to buy sustainable materials, receives higher points in our 
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evaluation and thereby has a greater chance to receive 
more orders from us. We expect our key suppliers to 
develop along with us in the sustainability area.

With regard to environmental impacts in the user 
phase, we feel that consumers are generally becoming 
more aware of sustainability and are increasingly adjusting 
their buying and usage habits accordingly. More consum
ers want sustainable products, including products made 
with sustainable materials, and weigh sustainability more 
than earlier in their choice of brands. More and more 
people are also realizing that changes in their own 
behavior, including washing, make a difference. We are 
trying to make consumers better aware of what they can 
do to reduce their environmental footprint, such as 
washing clothes at lower temperatures or hanging them to 
dry rather than using a dryer. But it is also a question of 
people’s attitudes to clothing and consumption, e.g., the 
importance of buying highquality products that last 
longer and not perceiving clothes as easily disposable.

Another topic of growing debate in the garment industry 
is water consumption. The manufacture of clothing often 
requires large amounts of water, e.g., to irrigate cotton 
fields and dye fabrics, at the same time that water 
shortages are becoming more common around the world. 
More and more clothing companies have therefore begun 
monitoring and addressing their water footprint. Björn 
Borg is now a member of the Sweden Water Textile 
Initiative (SWTI) and requires its manufacturers to 
implement the STWI Guidelines on Sustainable Water 
Use in Textiles, where applicable. Our goal is to increas
ingly understand our water footprint and formulate 
measures to improve it over time.

In 2015 we are planning to conduct a thorough, 
structured analysis of our product lifecycle, based on our 
previous lifecycle analysis. The aim is to identify potential 
measures at various stages of the product lifecycle. The 
goal is to be able to take concrete action at every stage by 
2019 and in that way reduce our environmental impact. 
This work – especially implementation – will require the 
support of our production partners and consumers.

In 2015 we will also finalize our rollout plan to 
significantly increase the share of sustainable material 
used in our core underwear collection. We will also launch 
a limited line in organic cotton during the year. We are 
partnering with Cotton Connect, among others, to 
establish a plan going forward.

WASHING ADVICE

•  Wash less often
•  Wash in colder water
•  Use less detergent
•  Hang your garments to dry instead of tumble drying them
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WASTE AND PRODUCT 
RECYCLING
In 2014 Björn Borg partnered with Stadsmissionen, a 
Swedish humanitarian organization for the homeless. Under 
the banner “Chain Reaction of Love,” we encouraged our 
customers to donate old clothing to the charity at selected 
Björn Borg stores around the country. In return, the 
customer received a discount on a future purchase. All 
types of clothing, footwear, bags and underwear were 
accepted, including from other brands. The donated 
merchandise was a welcome addition for Stadsmissionen, 
while it also reminded customers that wornout clothing 
may in fact have more to give.

Björn Borg annually confiscates a large amount of 
counterfeit products. We have decided not to destroy 
these products and try instead to give them another life, 
though not with our brand name. We collaborate with His 
Church Charity in England, which masks our brand name, 
relabels the products and donates them to the needy in 
England and parts of Africa. Underwear in particular is 
often in short supply among the homeless. Many counter
feits, including those confiscated in the Benelux countries, 
are also sent to our partner React in the Netherlands, 
which has a recycling facility that reuses the textile fibers.

BJÖRN BORG AS A 
 WORKPLACE
Björn Borg wants to offer a positive, safe and healthy 
working environment where management and staff join 
together to create a sense of wellbeing and maintain a 
culture of mutual respect. We try to maintain a flat 
organization where personal initiative is encouraged and 
where everyone is free to say what they want and call 
attention to irregularities openly and honestly without 
negative repercussions. We expect employees to take 
responsibility for their actions and to be respectful and 
loyal in their relationships with others and with Björn Borg 
as a company. This includes not exploiting their position 
in the company or internal information in an illegal 
manner. Björn Borg does not accept discrimination based 
on race, skin color, ethnicity, age, religion, gender, sexual 
orientation or disability. This runs counter to the essence 
of our brand values.

We also aim for diversity. We apply a model for 
recruitment and promotion we call CPR. The model is 
based on Competence, Personality and Results and factors 
in our internal values as well as our brand values. In our 
experience this model leads to diversity: 66 percent of 
Björn Borg’s employees are women (2014). We know that 
women are an important target group, not only because they 
buy women’s products for themselves, but also because 
they buy men’s products as gifts for their sons, husbands 
and fathers. Half our management team are women and 
half men, and on our Board of Directors we have 40 percent 
women. In December 2014 our management team had as 
many as 67 percent women, thanks of which we were cited 
in the Allbright Foundation’s 2015 report. While it is 
ultimately the concrete criteria mentioned above that are 
the determining factor, we have an overarching goal that 
neither gender represent more than 60 percent of the 
members of the company’s governing bodies. In practice 
however the composition of our Board of Directors is 
addressed by our Nomination Committee
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PROUD SPONSOR OF PRIDE FESTIVAL IN 
 STOCKHOLM

Björn Borg was a proud sponsor in 2014 of the Pride 
Festival in Stockholm, which celebrates the rights and 
unalienable place of the LGBT community in society. We 
also produced the official Pride song.

CLOTHING DONATIONS TO HUNGER PROJECT

In 2014 Björn Borg donated clothing to the Hunger 
Project’s “Style it Forward,” a fashion event to raise 
money to reduce global hunger and poverty. The 
campaign collected a total of over SEK 166,000 for the 
Hunger Project’s work with poor women in rural Africa.

ETHICS AT BJÖRN BORG
Björn Borg is against all forms of bribery and corruption, 
and we have a special internal policy on brides. We also 
try to foster a working climate where people can say what 
they think and expose problems and irregularities openly 
and honestly without risking sanctions.

We try to run our business openly and transparently, 
which in practice tends to lead to a climate where actions 
and decisions have to pass muster externally. As a publicly 
listed company, we at the same time work actively to 
protect potentially pricesensitive information and ensure 
that all investors are treated equally.

We also work actively to stop the sale of pirated copies 
– counterfeit copies of Björn Borg products – which are 
sold in tourist destinations, market stands and online. The 
problem with counterfeiting is that it is often part of a 
 wider criminal enterprise that may also involve the sale of 
drugs, prostitution and other shady businesses. We feel a 
responsibility to stop these sales and inform consumers of 
the downsides of buying counterfeit copies – namely, that 
they are supporting criminal enterprises.

BJÖRN BORG TAKES A 
STAND FOR MORE LOVE 
IN THE WORLD
Björn Borg as a brand is taking an active stand for more 
love in the world and the right to love whoever you want. 
This is a key part of our brand values. During the year it 
was reflected in a number of projects and campaigns, 
where we collected donations under this banner and took 
a number of other measures to try to make the world a 
little better, more loving place.

FIGHTING HIV IN COOPERATION WITH THE MTV 
STAYING ALIVE FOUNDATION

While we want to see more love in the world, we also feel 
a responsibility to stress the importance of protected 
sex. Our projects to fight HIV in cooperation with the MTV 
Staying Alive Foundation (SAF) were rolled out more 
extensively in 2014. We support the Chasing Zero project 
in England, which informs young people such as 
university students of the risks associated with HIV and 
AIDS by recruiting and working with local student 
ambassadors. The overarching goal is to eliminate 
AIDS-related deaths, new HIV infections and cases of 
discrimination against people who live with an HIV 
diagnosis. Björn Borg also supports SAF’s Sidasos 
project in Belgium, which is engaging young people in an 
active dialogue on HIV and sexually transmitted diseases 
in order to change sexual behaviors and attitudes toward 
sex and protection. The number of HIV cases in Belgium 
is increasing at the same time that young people have 
limited knowledge about the disease. A number of 
ambassadors/trainers have been trained as part of these 
projects and several information campaigns have been 
conducted. The project goals were surpassed in 2014. 
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SUPPORT FOR LOVE COMMANDOS

In 2014 we also supported the organization Love Comman-
dos, an Indian charity that offers protection and sanctuary 
to couples who want to marry for love. Upwards of 90 
percent of all marriages in India are arranged. Founded in 
2010, Love Commandos receives an average of 300 
phone calls a day from couples in distress. To date the 
organization has assisted around 23,000 people through 
its offices in Delhi and 200 other safe houses around the 
country. The money generated through a campaign called 
Unitthelovers.com, which was launched in early April, has 
provided 52,000 hours of protection by the organization.

PARTNERSHIP WITH PEACE PARKS

During the year we have collaborated with the organization 
Peace Parks as the first partner to launch their “print tax” 
concept in our stores during the year. Customers who buy 
articles with animal prints, e.g., leopard and zebra print 
underwear, have the option of rounding off their purchase 
by SEK 10, which we then match. The idea behind the 
project has been to give back a little to the animals that 
have inspired us in our designs through a special 
tongue-in-cheek “tax.” The donations go to Peace Parks’ 
efforts to protect endangered animals.
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