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IMPORTANT EVENTS 2016

BJÖRN BORG SUSTAINABILITY ROADMAP 2016-2019 
– FIRST IMPLEMENTATION STEPS OF OUR 
LONG-TERM PLAN 
In the end of 2015 we set our Sustainability Roadmap for 2016-2019 and 
2016 has been the first year of implementation. The Roadmap includes 
targets and actions for each year, aiming to ensure concrete progress over 
time and ability to meet our long-term targets by committing to a step-
by-step action plan year-on-year. We have seen clear progress during 
the year. In 2016 the actions and targets of our Sustainability Roadmap, 
have been further integrated into both department level and individual 
level plans and targets. This kind of integration is key to enable full 
implementation of the Sustainability Roadmap, which has a holistic 
approach, covering all parts of the business.  

SUSTAINABLE MATERIAL ROLL-OUT 
– IMPORTANT FIRST STEPS IN INCREASING SHARE OF SUSTAINABLE FIBRE 
In 2016, we finalized our Sustainable Material Roll-out Plan, describing the Action Plan, including both overall 
direction and indicative action steps, for meeting our long-term target on having a substantial part of our range carry 
sustainable fibres. The roll-out plan reflects a step-by-step approach to increasing the share of sustainable fibre, 
taking us towards the long-term target of having 70 % of the range carry better fibre. On that journey we both need 
to build our internal capacity in this area and make sure our suppliers have necessary capacity for supporting us in 
this shift. During the year, we have focused both on internal training on sustainable material for relevant parts of 
our team and on capacity baselining of current suppliers. The roll-out plan is now being integrated into colletion 
planning and sourcing. During the year, we developed our first collections with a substantially increased share of 
sustainable fibres, the Autumn/Winter 2017 and X-max 2017 collections, where around 15-20 percent of the total 
range will carry better fibres. This is a big step forward, and represents the start of the roll-out.  
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FIRST AUDITS UNDER BSCI 2.0 
– APPROACHING SOCIAL COMPLIANCE 
IN THE SUPPLY CHAIN DIFFERENTLY 
In 2016, the full implementation of BSCI 2.0 was finalized. 
BSCI 2.0 is the second generation framework of the social 
compliance program of the Business Social Compliance 
Initiative - where we participate since 2008. The new 
framework includes an updated Code of Conduct and a 
whole new approch to working with improving working 
conditions in the supply chain. During the year, we 
performed the first full audits under BSCI 2.0 and kept 
building our, and our suppliers’, capacity and knowledge 
under the new framework. The audits performed during 
the year have principally set a new starting point for us, 
a new baseline, in working with our factories to improve 
further under the updated BSCI framework. The new 
framework involves several new requirements compared 
to the previous framework. Going forward, our focus will 
increasingly be on development over time and close, 
continuous dialogue, rather than just have suppliers pass 
“control check points” every now and then. This reflects 
an important shift in how to approach social compliance in 
the supply chain.   

A SUCCESFUL STWI PROJECT AT 
A WET PROCESSING UNIT 
– FIRST IMPORTANT STEP IN 
ADDRESSING WATER FOOTPRINT 
As a meber of the Sweden Textile Water 
Initiative (STWI), we have committed 
to implement STWI’s Guidelines on 
sustainable water and waste water 
management in supply chains. In 2016, 
we participated in a second STWI project, 
following up on the one performed in 
2015. This year’s project was carried out 
at a sub-contractor of one of our factories 
in China with wet processing, enabling us 
to effectively address water footprint in 
our production, in addition to energy and 
chemicals. This was an important next step 
for us in our strive to work more actively 

with our water footprint. 
The continued efforts 
in this area in 2017 will 
focus on building our 
internal understanding 
and knowledge about wet 
processing techniques 
and on increasing the 
transparency in our supply 
chain. The overall target 
is to set a concrete plan 
on how to measurably 
improve the water 
footprint of our production.  

INTEGRATION OF SPORTS APPAREL INTO 
SUSTAINABILITY PROGRAM 
In 2016, our sports apparel business, including all sourcing, was 
fully integrated into the Björn Borg sustainability program. The 
business was previously run by our licensee, Björn Borg Sport B.V. 
An important focus for the year has been to incorporate this part 
of the business into the overall sustainability program at the Björn 
Borg headquarter, including with respect to working conditions 
in factories (BSCI), chemical management and environmental 
footprint. The sports apparel suppliers for example have been part 
of the supplier baselining performed during the year, increasing 
our understanding of these suppliers’ development areas.  
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SUSTAINABLE DEVELOPMENT FOR BJÖRN BORG 
WE TAKE RESPONSIBILITY
At Björn Borg we embrace our responsibility for how people 
and the environment are affected by our business and take 
actions to reduce our negative impacts. We apply a holistic 
approach, including also to have production partners and 
consumers see their role and change their behavior. The 
challenges of reduced access to essential raw materials and 
the negative impact on the environment and our climate 
from current business models and practices are a reality, and 
the problem accelerates as the earth’s population grows, 
along with global consumption. As part of an industry with a 
substantial environmental impact, we have a role to play in 
reducing that impact. This responsibility is the starting 
point for our sustainability work. We acknowledge that, over 
time, we need to transition into more sustainable ways to 
develop, manufacture and transport our products and also 
need to approach consumption, product use and  product 
waste differently than before. Driving us is a conviction that 
we can make a difference. Our overall vision is that someday 
in the future, sustainable ways to develop, manufacture, 
transport, consume and use products will be the new 
normal, the new norm. Through our Sustainability 
Roadmap, and the actions we take in implementing that 
roadmap, we take one step at a time to transition Björn Borg 
into a more sustainable company and brand. 

STARTING POINT IN PRODUCT LIFECYCLE
The natural starting point for our sustainability programs is 
the product lifecycle – the various stages involved in 
developing, producing, transporting, selling and using 
products. The product lifecycle describes our operations 
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based on which stakeholders are affected and the impacts on 
the environment and society through the value chain. 

Some years back we did a lifecycle assessment (LCA) of 
a pair of underwear to identify the biggest environmental 
impacts over the product life cycle. The assessment focused 
on air emissions and water pollution from greenhouse, 
acidifying and ozone-depleting gases as well as hazardous 
waste and was conducted according to the ISO 14040 
standard. The conclusion was that the biggest impacts are in 
the production and user phases. 

Based on these conclusions and other insights gained 
throughout the years, we have designed our sustainability 
program to minimize negative impacts throughout the 
product lifecycle, including in phases of the life cycle 
influenced mainly by our external production partners 
or the consumer. With our holistic approach, covering the 
entire life cycle, to succeed we must interact with and 
engage our production partners and our consumers to 
improve the overall footprint. 

IMPACT IN THE PRODUCTION PHASE IS KEY
The LCA showed that about 37 percent of the total 
environmental impact is in the production phase, which 
includes several steps in the process stretching from 
retrieving fibers to making finished garment. This part of 
the lifecycle lies with external parties and is not within our 
direct sphere of influence. However, we use a relatively small, 
manageable number of factories, which facilitates dialogue 
and monitoring. We have production at a total of fourteen 
external factories (2016), the majority in China and a few in 

Turkey and Lithuania. Behind the factories contracted by 
Björn Borg directly lies a chain of subcontractors that includes 
cotton growers, spinners, weavers and dyeing and printing 
houses. Our LCA showed that as much as 67 percent of the 
total impact in the production phase is in the first steps of the 
process, meaning in the fibre and fabric manufacturing. 
We currently do not have any direct contractual relationships 
at this level, but our long-term target is to find effective ways 
to address impacts in these earlier stages of the production 
chain as well. In order to succeed with this, we need to better 
understand who the different sub-contrators in our supply 
chain are, where they are located and what processes and 
practices they use for our products. Only with insight and 
knowledge about this can we identify and implement the 
right measures to improve the sustainability footprint in this 
part of the production phase. 

MAIN FOCUS AREAS FOR SUSTAINABILITY AT BJÖRN BORG 
Working conditions in factories have been a priority for 
Björn Borg for many years. We subcontract our production, 
meaning we do not own or run the factories ourselves. For 
that reason, we need to have a Supply Chain Management 
program enabling us to ensure that factory workers have 
acceptable and safe working conditions. We participate in 
the Business Social Compliance Initiative (BSCI) framework, 
since 2008, and apply the BSCI Code of Conduct. It is a well 
established and well known framework for working with 
social conditions in the supply chain and we have 
incorporated the BSCI approach into our overall dialogue 
and follow-up process with our suppliers.  
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In addition to the focus we place on social conditions, we 
have identified three specific focus areas for our sustaina-
bility program in coming years. The priorities have been 
determined based on where the negative impact is 
greatest (“Impact”) and on where we have the biggest 
sphere of influence (“Control”). 

• Product – A very large share of our impact is in the 
production phase, including in making the fibers 
and the fabrics. By committing to make a more 
sustainable product, we create a framework to map 
and address impacts related to for example design 
and the choice of materials and different textile 
process options. 

• Our own operations –  There is no doubt that we are 
responsible for our own business operations. This is 
also where we have the greatest influence in making 
a difference. We simply need to start with ourselves, 
looking ourselves in the mirror. Improving our own 
operations is also a strong sustainability engagement 
driver for our team. 

• Transparency – We want to be open about our sustaina- 
bility targets and our results over time. We also want to, 
and have committed to, gradually increase transparency 
in our production chain, with the target over time of 
obtaining insight into all stages of our supply chain, 
including the chain of subcontractors.  

GOVERNANCE AND INTEGRATION OF 
SUSTAINABILITY IN OPERATIONS
Sustainability acceleration is part of the Björn Borg 
Business Plan for 2015-2019. The business plan contains 
concrete yearly focus areas and targets, which are broken 
down every year into annual department targets and 
activities. In the end of 2015 we set a specific Sustainability 
Roadmap, outlining yearly sustainability commitments in 
the form of targets and activities. The Sustainability 
Roadmap thereby is a specification, a break-down, of the 
sustainability targets of our general long-term business plan. 
The plan is to gradually increase sustainability efforts and 
to increasingly integrate the sustainability work into the 
business, including into different departments within the 
Björn Borg Group. 
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SUSTAINABILITY ROADMAP 
APPROACH EXAMPLES OF POLICIES THAT GUIDE  

SUSTAINABILITY WORK:

• The Björn Borg Code of Conduct, including our 
anti-discrimination policy, anti-corruption policy and 
Diversity policy

• Gender equality plan
• Occupational health and safety policy
• Environmental Business travel policy 
• Responsible advertising policy

In 2016, our Board of Directors adopted an internal Code of 
Conduct expressing how Björn Borg takes responsibility as 
a corporate citizen in a global world, ensuring long-term 
value creation in society. This Code of Conducts reflected 
several of the express commitments of our Sustainability 
Roadmap. 

The person responsible for sustainability in the Björn Borg 
Group sits in the Group Management Team. Our Sustaina-
bility Roadmap further is factored into the yearly strategy 
implementation planning of the Management Team each 

fall, for the upcoming business year. For example, the 
Roadmap, its targets and activities, is integrated into the 
priority areas (top 10 prios) set for each year, where relevant. 
Further, the Sustainability Roadmap is integrated into the 
overall Performance Management Model applied within 
Björn Borg to set yearly targets and to follow up on business 
performance to meet those targets. In 2016, 57 percent of 
employees had sustainability targets as part of their targets 
for the year, compared to around 15 percent in 2015. For 
2017, estimate is that more than 70% of employees will have 
sustainability targets and activities. These targets are 

Lay the 
foundation 

Accelerate

Implement 

2016 2017 2018-2019



8

followed up on during the year. Just like for other areas, we 
use specific Key Performance Indicators (KPIs) to 
implement our sustainability program and to follow up on 
performance in this area. In addition to this, we have 
policies in place to guide employees and encourage them 
to embrace and move towards our different sustainability 
targets. Workshops are held each year with all departments 
on sustainability with the prupose of providing clarity on 
Björn Borg’s overall targets and action plans and to discuss 
with each team what role they play in transforming Björn 
Borg to a more sustainable company and brand. In the 
step-by-step approach we have it is about having everybody 

buy into the long-term aspirations and understand what 
they need to do differently tomorrow compared to 
yesterday in their role in the company. 

Key to successfully implement sustainability is building 
internal capacity, in terms of hands-on knowledge and 
understanding, including on more sustainable ways to carry 
out business in our industry. In 2016 for example we rolled 
out internal training on sustainable fibre, aligned with the 
sustainable fibre focus of our Roadmap for the year. In 
transitioning to better fibre, we need to ensure that our 
designers, product developers and sourcing team is up to 
speed and knowledgeable about what it takes to implement 
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the Roadmap. Strengthening know-how and understanding 
of sustainability internally is a continuous, important, 
process. Other important governance tools are the BSCI 
Code of Conduct for working conditions in factories, 
STWI’s Guidelines on Sustainable Water Use in 
Production and the Chemical Management Program 
(including our Restricted Substances List), which are all 
implemented in the supply chain. Compliance with these 
requirements is followed-up continuously and is integrated 
into our overall Supply Chain Management Program.

STAKEHOLDER DIALOGUE
We communicate and engage with our stakeholders in 
many different ways. We always aim at being transparent 
about our sustainability work and we welcome dialogue 
with stakeholders. We are convinced that an open dialogue 
makes us better, because it helps us understand the 
interests and expectations of our stakeholders and also 
challenges us to improve over time. At Björn Borg we 
are always up for a challenge.  
 
Consumers 
More and more consumers care about sustainability and 
many factor sustainability into purchasing decisions 
– increasingly preferring brands and retailers that offer a 
sustainable product and that take responsibility for 
negative impacts on people and the environment from their 
business. Our consumers expect that we take responsibility 
and improve over time. We want to earn this trust. In this 
sense, our sustainability efforts are key to stay relevant to 
our consumers. Each year in our consumer research we ask 
consumers how important sustainability is to them, to 
which extent they perceive us as a sustainable brand and 
what they think abour our sustainability performance. 
Conclusion is that our consumers think sustainability is 
important and also want to know more about what we do in 
this area and want to engage more with us on sustainability. 
This challenges us to  raise our level of engagemen with 
consumers going forward. 

Commercial customers 
Commercial customers, such as third party retailers, 
increasingly factor sustainability performance of suppliers 
into purchasing decisions, and many request us to meet 
concrete requirements in this area, relating to social 

compliance at factories and chemical management but also 
increasingly on sustainable fibres in collections and express 
animal welfare commitments. In 2016, we signed several 
codes of conduct and other requirements documents from 
customers and dialogued with customers on these issues. 
We expect these kinds of requirements to increase further 
in the future. This illustrates how sustainability 
performance is clearly a commercial success factor, also
in the business to business segment. 

Employees  
Sustainability is increasingly important for attracting 
talented people to join our team. More and more people, 
especially young people, are value driven and want to work 
for a company that takes corporate responsibility. They 
want to feel proud of where they work. In the yearly Björn 
Borg sustainability engagement survey for 2016,  95% of 
our team said sustainability is important for them as an 
individual (and actually no one says it is not important) and 
90% said it is a decisive factor when job hunting that the 
employer has a clear agenda in the sustainability area. 
In the same survey, we saw clear improvements compared 
to previous year on the share of staff who thinks that 
sustainability is clearly a prioritized issue for Björn Borg, 
82% thinks so. Because we have an engaged team still 
many want the company to do even more.  

Stock market and rating institutes 
Shareholders expect value creation and risk management. 
Our sustainability program both creates value, in building 
the brand and ensuring we are competitive in the market, 
and minimizes risk for reputational damage. Shareholders 
expect transparency in this area. According to recent 
regulation, also, sustainability reporting, including specific 
areas to be covered, is mandatory for a listed company like 
Björn Borg. Further, we are sometimes rated by third party 
sustainability rating agencies and organizations. In 2016 we 
dialogued with both fund managers and rating agencies. 
This kind of dialogue helps us understand the expectations 
from financial investors or for example what it takes to 
qualify for ethical fund investments, and what kind of 
transparency (such as areas and level of detail) are generally 
expected. We welcome this kind of dialogue and think that 
third party ratings challenge us to improve and illustrate 
how our work in this area, and the information we give, 
is perceived from an outside perspective.
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TARGETS AND RESULTS
Our sustainability program is designed around concrete, 
measurable targets and is implemented through relevant 
activities to meet the targets. The targets have been set 
based on, among other things, our express focus areas 
Product and Own operations. Further, we are committed 

to openly report on our results, in line with the focus area 
Transparency. The target parameters are Impact and 
Control. The idea is to concentrate our efforts where the 
biggest positive effect can be achieved and where our 
sphere of influence is greatest.  

We have established the following concrete sustainability targets, which are also expressed in the Sustainability Roadmap:

Targets Status/comment 

By 2019, at least 70% of the range, for produts developed that year, will 
carry sustainable material, and conventional cotton will be phased out 
(own production*). 

In 2016, we continued to increase the share of sustainable fibre in 
collections. For collections developed during the year, which will be in 
store from the second half of 2017, an estimated 15-20 % of volume will 
carry sustainable fibre. Focus is on transitioning to better cotton, but 
we are also, among other things, moving to recycled polyester.

By 2019, at least 40% of range, for products developed that year, will be 
produced using better processes for water or chemicals (own produc-
tion*).  

During the year, we participated in a STWI project at a sub-contractor to 
one of our Chinese factories, with wet processing, enabling us to 
address water footprint at that particular entity. The project lead to 13% 
water savings. We also have detailed chemical requirements, including 
a ban for certain chemicals which are permitted by law but which are 
consideres “grey zone substances” (so called SVHCs). In 2017 we will 
start mapping current dyeing and printing processes of our supply chain 
to be able to set an action plan on addressing water and chemical 
footprint.

By 2020, plan is to have transparency in 80% of our supply chain, 
meaning that we will know the name and location of suppliers in all 
tiers of the production chain.  

Transparency is key to be able to properly address the production 
phase of the product life cycle, including the textile processing carried 
out by sub-contractors to the production partners which we contract 
with directly today. In order to be able to implement positive change we 
need transparency, giving us a better understanding of the processes 
used and what parties are involved. In 2017 we will start taking the first 
steps in a step-wise-mapping of the supply chain. 

Suppliers of at least 90% of total purchase volume (own production*) 
will i) be enrolled in the BSCI monitoring programme or meet equivalent 
standards or certification (such as SA8000), and ii) measurably 
improve over time towards meeting the long term targets set.  

In 2016 we did four BSCI audits, and have since then worked with our 
factories in helping them address the gap identified in those audits. 
Suppliers representing 99% of our purchase volume are now enrolled in 
BSCI and we hold RSP for (are ourselves responsible for follow-up of) 
supliers representing 86% of our total purchase volume. This means 
that we work actively with all our key suppliers on continous improve-
ment over time. 

There will be no Substances of Very High Concern (SVHC) in any of our 
products (own production*).

All manufacturers must sign off and adhere to our Chemical Require-
ments, including our Restricted Substances List (RSL), and we do 
chemical testing (random testing) at every factory at least once per 
collection. During the year, after our take-over of the sports apparel 
business, the appareal suppliers have been introduced into our 
Chemical Management Program too. In 2016 no non-compliance was 
identified in any chemical testing that we performed. 

The CO2 emissions of the Björn Borg Group, per SEK turnover, will be 
reduced by 40% between 2013 and 2019 and by 2019 a maximum of 2% 
of collections (own production*) will be shipped by air to our central 
warehouse. 

Between 2015 and 2016 CO2 emissions were reduced by 5% nominally 
and by 14% per SEK of turnover. Since 2013 CO2 emissions per SEK 
have been reduced by 39%, meaning we are now very close to reaching 
our long term target. The share of collections (no of pieces) shipped by 
air was reduced from 8% in 2015 to 5,1% in 2016. This is a reduction of 
almost 40%, but the share is still too high and the work to reduce air 
shipments will continue in 2017, with a focus on taking more preventive 
actions.  

* Own production refers to factories contracted by Björn Borg, excluding factories contracted by licensees (e.g., footwear and bags).
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BJÖRN BORGS FIBERMIX (2016)

Our target
Our target is that by 2019 at least 70% of our range, for 
products developed that year, will carry sustainable 
material, and that conventional cotton will be phased out. 

The target for 2016 was that for products in range 
developed at least 15 percent of underwear products and at 
least 10 percent of sports apparel would carry sustainable 
fibre. For collections developed in 2017 target is max at 
least 25 % of range, for all products developed during the 
year, will carry sustainable fibre. 

MEASURES AND RESULTS DURING THE 
PRODUCT LIFECYCLE
The Björn Borg sustainability program is structured around 
the product lifecycle, with our Sustainability Roadmap as 
the foundation. The specific issues we are addressing, the 
results achieved in 2016 and the priorities going forward are 
described below, per each phase of the product life cycle. 

DESIGN AND MATERIAL
It all starts in the design phase. 
Our sustainability performance is 
largely determined already in the 
planning stages in the product 
development. When collection 
work is kicked off and design 
work is initiated, many decisions 
are made that affect the sustain- 
ability impact of a garment over its 
lifecycle. The choice of materials and 
the quality and useful life of a garment are 
critical and are therefore high priorities for us. 

IMPACT OF CHOICE OF MATERIALS
Like most clothing companies, we use a lot of cotton. 
Cotton accounts for 86 percent of the fibers we use in our 
garments (based on number of units and percentage of 
cotton in them). Although widely popular with the 
consumers, conventional cotton as a fibre poses 
considerable sustainability challenges. Significant 
amounts of chemicals are used to cultivate cotton and 
to extract the fiber. In addition, large quantities of water 
are required to grow and process cotton.

Cotton, 86%

Elastane, 5%

Polyamide, 4%

Polyester, 4%

Modal, 0,5%

Other materials, 0.5%



14

In 2016 we also performed a capacity baselining of our 
current suppliers, mapping their ability to support us in our 
long-term efforts on moving to more sustainable material. 
It will be key for us to partner with the right production 
partners. From 2017 and onwards we will integrate the 
Sustainable Material Roll-out Plan into colletion planning 
and sourcing. For example, we will double source all new 
styles, in conventional and sustainable fibre respectively, 
and for each collection we will challenge ourselves on what 
measures may be necessary to enable a particular product 
or style to carry sustainable material. Our focus will remain 
on transitioning to better cotton alternatives, but also on 
increasingly replace for example virgin polyester with 
recycled polyester. In 2017 we will also start mapping 
sustainable trim options, to be able to set an improvement 
plan for more sustainable trims as well going forward. 
In January 2017 Björn Borg joined the Better Cotton 
Initiaitive (BCI) as members. We are very proud about 
joining, and being able to support, the Better Cotton 
Initiative. Starting with our Autumn Winter 17 collection, 
we will be sourcing cotton within the framework of the 
BCI system and going forward we envisage that BCI will 
be an important pillar of our Sustainable Material Roll-out 
Plan. In 2017 we will increasingly integrate the BCI 
approach into our sourcing. 

QUALITY AND USEFUL LIFE
One of the big environmental challenges is global overcon- 
sumption of inexpensive clothing of poor quality. Our goal is 
to make high quality products that last and we are convinced 
that quality is really the backbone of sustainability. 

 
Our target
All our products shall be designed for a long useful life and 
must meet high, stringent quality requirements. Our 
products shall hold up after repeated use and extensive 
washing.

What we are doing to achieve our target
We have a rigorous quality assurance process to ensure a 
high quality level, consisting of several steps in a thorough 
provnt phase to ensure that the requirements are met. 
We also work hard in continuously improving our quality 
process over time. 

ANIMAL WELFARE
Animal products require special considerations in ensuring 
the fair treatment, and the protection of animals. In practice, 
we do not have much animal products in our collections, for 
example, we do not use fur from living animals in our 
products and, also, do not use down. In 2016 we launched a 
limited first layer collection in merino wool. The wool in the 
collection has been sourced from suppliers that do not use 
mulesing, a painful method to remove wool from sheep 
which is considered unethical. 

What we are doing to achieve our target
In 2016 – and building on the organic cotton men’s 
underwear collection in 2015 – we started our roll-out of 
sustainable fibre in our collections. During the year, we 
developed the Autumn/Winter 2017 collection and the 
X-mas 2017 collection carrying around 15-20% percent 
better fibres, meeting the target we set for the year, for 
both underwear and sports apparel.  During the year, we 
also finalized our Sustainable Material Roll-out Plan, 
specifying the Action Plan, including overall direction and 
action steps, for the continued roll out of better fibre to 
meet our long-term target of 70%. The plan reflects a 
step-by-step approach to increasing the share of sustainable 
fibre. Our definition of sustainable fibre is that it shall be 
Class A or B according to the Sustainable Fibre Benchmark 
of not for profit sustainability organization Made-By (see 
table above), which has become a widespread and generally 
accepted benchmark for better fibre classification.

Made-By’s fibre benchmark has been a natural starting 
point for us, especially since we have partnered with 
Made-By in developing our Sustainability Roadmap and 
our Sustainable Material Roll-out Plan. During the year, 
we held an internal training on sustainable materials for the 
design, product development and souring team together 
with Made-By. We need to be knowledgeable about 
different options and their implications to integrate 
sustainable fibre options naturally into design, product 
development and sourcing. 

BETTER COTTON INITIATIVE (BCI)

BCI takes a holistic approach to sustainable developme-

nt by training farmers to grow cotton in a more environ-

mentally, socially and economically responsible way. To 

bring benefits to the environment, BCI Farmers learn to 

use synthetic fertilisers and pesticides more efficiently, 

conserve water, maintain soil health and preserve 

natural habitats through responsible farming practices. 

To improve social conditions, BCI addresses the most 

pressing challenges in cotton production by training 

farmers to actively phase out human rights abuses, 

such as child labour, gender inequality, and health and 

safety risks.
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MANUFACTURE OF FABRICS
Significant amounts of chemicals 
and water are used in the 
traditional manufacture of 
fabrics. There are water 
shortages in many parts of the 
world, including in traditional 
production countries for 
textiles, and poor waste water 
management in the textile industry 
contributes to pollution of fertile 
land proving food to people in these areas. 
Chemicals can also be harmful for workers in the 
production. We do not currently have direct contractual 
relationships with these earlier parts of our supply 
chain, where the fabric is produced. But we nevertheless 
take action to have an impact in this part of the product 
life cycle, including cascading our Chemical 
Management requirements, our Guidelines on 
Sustainable Use of Water and our Code of Conduct 
on working conditions into this part of the supply chain 
too. A key focus for us going forward is finding ways to 
more directly influence impacts at this level. Water 
footprint and chemical footprint in textile production 
must often times be addressed together, since these two 
areas are closesly interlinked. Success in this area 
further requires increased transparency in the supply 
chain, into the levels of the product life cycle where there 
is processing involving water and chemicals. 

CHEMICALS
The manufacture of fabrics requires the use of chemicals, 
especially to dye and print threads and fabrics. Certain 
chemicals can be harmful to people that come into contact 
with them or for the environment, such as through 
emissions in production or from the consumer’s washing.  

SPINNING
Making yarn Making fabric Making garments

WEAVING/KNITTING CUT-OUT-TRIM

Preparation,
dyeing &
finishing

Preparation,
dyeing &
finishing

Washing

Printing Preparation,
dyeing &
finishing

Washing

Printing

MANUFACTURE OF FABICS
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In 2016 we participated in a STWI project at a 
subcontractor of one of our Chinese factories, addressing 
chemical efficiency specifically. Because of the project, 
this particular production unit was able to accomplish a 
10,5 percent saving of chemcials in its operations. At the 
end of the project, our production partner was even 
awarded STWI’s Best Chemical Reduction Award. This 
project is an example on how we can work hands-on with 
our production partners, helping them identify ways to 
improve operations by cutting down on and optimizing 
chemical use. Learnings, and best practices, from this 
project can be passed on to other production partners. 
Because chemicals are also expensive, chemical reductions 
help our production partners cut costs, which is also a 
good argument to persuade production partners to join 
these initiatives.  

In 2017 we will increasingly focus on process chemicals, 
to get a more in-depth understanding about what 
processes are used in our supply chain for pre-treatment, 
dyeing and printing of textiles. Based on such insights, 
we will set an Action Plan on improvements, to reach our 
long-term target of having 40 percent of the range carry 
more sustainable processes for chemicals or water use. 
A focus for 2017 is also to keep building the capacity of 
our team, mainly in the product development and sourcing 
department, to have sufficient knowledge and 
understanding about process chemicals and the 
implications of different options available. 

WATER
The clothing industry is the second largest user of water 
in the world, next to the oil industry, at a time when the 
global water shortage is growing. Traditional clothing 
production consumes a lot of water, especially to dye 
yarns, threads and fabrics. Some important issues involve 
water efficiency and water pollution prevention and waste 
water treatment. 

Our target
Our target is that by 2019, at least 40% of products 
developed will be produced using better production 
processes for water or chemicals. A specific target for 2017 
is to map current dyeing and printing methods to be able 
to set an improvement plan on more sustainable options, 
including better water footprint. As part of our sustainable 
material roll-out plan, the plan is also to gradually transition 
from conventional cotton into more sustainable options, 
which alone will significantly reduce our overall water 
footprint.  

Our target
Our target is that no so-called Substances of Very High 
Concern (SVHC) will be prevalent in our end products. 
Another target we have set is that by 2019, at least 40% 
of products developed will be produced using better 
production processes for water or chemicals. A specific 
target for 2017, as a first step in moving towards the 
long-term target, is to start mapping current dyeing and 
printing methods in our supply chain, to be equipped to 
set an improvement plan on more sustainable options. 

What we are doing to achieve our target
We have a thorough Chemical Management Program 
to ensure that our products do not contain harmful 
substances. We apply a Restricted Substances List (so 
called RSL) that all suppliers must sign off and adhere to. 
The list sets the maximum content levels for certain 
chemicals in products. The list we apply is based on the 
Swedish Textile Importers Association’s chemical guide 
and ultimately on the REACH regulation adopted within 
the EU. Our requirements are stricter than the REACH 
regulation, including a full ban on Substances of Very 
High Concern (SVHCs), which are considered as grey 
zone chemicals that could potentially be harmful, but are 
not yet proven to be so. Examples of chemicals we place 
extra attention on are phthalates, fluorocarbons and 
alkylphenol ethoxylates (including nonylphenol 
ethoxylate),  

Compliance to our Chemical Management Program 
is verified through testing at least once per collection 
and supplier. The chemical testing is conducted by 
experienced external partners. 

We also require our third party factories to maintain 
safety routines with respect to protective clothing and 
the storage and use of chemicals in production 
facilities. Through regular visits we can also conduct our 
own audits, and workplace safety, including chemicals 
management, is also addressed in our code of conduct 
on working condtions in factories and in audits under 
that code. 

Björn Borg is member of the Swerea IVF Chemical 
Group for Textile companies, along with a number 
of other Swedish clothing companies. Our product 
development and sourcing teams sometimes participate 
in training in the chemical area, to maintain an updated 
knowledge and understanding about chemicals used in 
textile processing and new research on what chemicals 
can be harmful to people and the environment. 

Our licensees in footwear and bags also work actively 
with chemical management in a similar way as we do.
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OTHER CLIMATE IMPACTS FROM MANUFACTURE  
OF FABRICS 
CO2 emissions in the manufacture of fabrics and 
other inputs used in our products, in the earlier stages 
of the manufacturing process, are significant. This 
was also supported by the Life Cycle Assessment we 
did some years back. Because we do not have direct 
contractual relationships with these stages of our 
production, we need to work with the garment 
making factories we contract with to make them in 
turn influence their subcontractors to reduce CO2 
emissions, for example by cascading our requirements 
in this area. 

Long term we want to have more direct influence. 
The projects that we have participated in through 
STWI is a good example of how we can accomplish 
this directly, influencing second tier production 
partners. The STWI project we participated in at a 
sub-contractor to one of our Chinese suppliers during 
2016 for example led to savings in electricity at the 
facility of 33 percent, which is a big improvement.  

What we are doing to achieve our target
Björn Borg is a member of the Sweden Water Textile 
Initiative (STWI) and implements STWI’s Guidelines on 
Sustainable Water use in the supply chain. In 2016 we 
participated in a STWI project, following up on the one 
we did in 2015. Whereas last year’s project focused 
mainly on energy improvements in a factory that produce 
finished garments, this year’s project was at a sub- 
contractor with wet processing and therefor could be 
extended to water footprint aspects as well. The project 
led to water savings for the particular entity of over 13%. 
The learnings from this project can be passed on to other 
entities in our supply chain.  

2017 will be the year when we increase our focus on 
textile processing, to get more in-depth understanding 
about what processes are used in our supply chain for 
pre-treatment, dyeing and printing of textiles. Based 
on such insights, we will set an Action Plan on 
improvements on water footprint, to reach our long- 
term target of having 40 percent of the range carry 
more sustainable processes for chemicals or water use. 

SWEDEN TEXTILE WATER INITIATIVE (STWI) 

Sweden Textile Water Initiative Projects vision is to catalyze a 

shift towards sustainable production in major production hubs. 

The objective is to build the environmental performance 

capacities of suppliers and sub-suppliers to Swedish brands in 

the areas of sustainable water use for textile and leather 

manufacturing processes. STWI has had a great impact. It has 

improved water efficiency in production processes for up to 160 

textile and leather manufacturers in major production hubs such 

as Bangladesh, China, Ethiopia, India, and Turkey. 

 

 Specific objectives are to:
 • Reduce environmental impact of the factories and   

  build their capacity to continue improving their   

  resource efficiency.

 • Build institutional capacities for improved    

  decision-making in industrial water governance at   

  the national/provincial level, through governance   

  and water risk assessments.

 • Raise the water profile in global processes    

  addressing the environmental impact of the textile   

  industry.

 • Create international benchmarks for sustainable 

  water use.

 • Contribute water knowledge to multi-stakeholder   

  global textile sector processes.

 • Continuously upgrade the Sweden Textile Water   

  Initiative Guidelines and increase their international   

  recognition.

 • Communicate the methods, results and cases   

  created through Sweden Textile Water 

  Initiative Projects.
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WORKING CONDITIONS IN THE MANUFACTURE OF FABRICS 
We work through our garment manufacturers, to influence 
the parties in the previous stages of the production chain on 
working conditions. We do this mainly by requesting that 
our suppliers cascade, meaning passes on, our requirements 
to their sub-contractors and take measures to follow up on 
their sub-contractors compliance. This is also in line with 
the cascading principles applied by the Business Social 
Compliance Initiative (BSCI). 

TRANSPARENCY
To be able to succeed in addressing our footprint in the 
processing of textiles in the earlier parts of our supply 
chain, including chemical and water footprint but also CO2 
emissions and working conditions, we must increase the 
transparency in our supply chain. This is a big challenge for 
any apparel company, with the complex supply chain 
involved in producing a garment, and must be broken down 
into manageable bits and pieces and be handled step by 
step. We work with just around 15 garment manufacturing 

factories, but still is is a complex and difficult task to gain 
transparency into all stages of the supply chain.  
 

Our target
By 2020, plan is to have transparency into 80% of our supply 
chain, meaning that we will know the name and location of 
suppliers in all tiers of the production chain.  
 

What we are doing to reach our target
In 2017 we will take the first steps in the step-wise mapping 
of our supply chain, including second tier. By increasing the 
transparency into our supply chain, beyond the garment 
manufacturers, we will better understand who the different 
parties throughout the supply chain are and what processes 
are used in our supply chain. This mapping, alongside 
continuing to build our internal capacity in better 
understanding the footprint from different options for textile 
processing, will be key to be able to set a relevant Action Plan 
in addressing our footprint, such as for chemicals and water, 
to meet our long-term target in this area.
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MANUFACTURE OF GARMENTS 
We take several measures to ensure 
that our suppliers improve their 
sustainability performance over 
time. This includes making sure 
that the factories meet our 
requirements regarding reasonable 
working conditions and safe working 
environment and also that they reduce 
their environmental impact over time. 
Our garment manufacturing partners are also key to be 
able to reach out to the second and third tier level of our 
production chain, their sub-contractors, in cascading our 
requirements further on to those levels of our production. 

OUR FACTORIES
We manufacture our products at a total of fourteen 
external factories (2016), most of which are in China 
and some are in Turkey and Lithuania. 

PRODUCTION COUNTRIES (2016)

WORKING CONDITIONS 
Björn Borg has been a member of the Business Social 
Compliance Initiative (BSCI) since 2008 and applies the 
BSCI Code of Conduct. All our suppliers must sign, 
and commit to comply with, the Code of Conduct, and 
compliane is verified through recurring audits. Our 
licensees for bags and footwear are also active participants 
in BSCI, working with their factories within the BSCI 
framework.

Our target
Our target is that suppliers of at least 90% of total 
purchase volume will i) be enrolled in the BSCI 
monitoring programme or meet equivalent standards or 
certification, such as SA8000, and ii) measurably improve 
over time towards meeting the long term targets set with 
each supplier. Where possible, further, we shall hold RSP 
over our key suppliers, meaning we shall be responsible 

for the follow-up of those suppliers in the BSCI platform. 
A key supplier is one that supplies a significant share of our 
total product volume (at least 10%) or products that are 
considered especially important to us for any reason.

What we are doing to achieve our target
We have a Supply Chain Management program to identify 
and address risks associated with sourcing products from 
third party suppliers. An important part of the program is 
social compliance, meaning to ensure that our suppliers 
meet our requirements for working conditions and safe 
working environment in factories. Based on the BSCI 
approach we make a “due diligence” assessment of our 
supply chain, mapping key risks in terms of geography, 
production processes and supplier characteristics and then 
design our Supply Chain Management program based on 
that risk assessment, to channel efforts to where they have 
most impact.

The BSCI Code of Conduct forms an integral part of our 
Supply Chain Management program.  Our suppliers, 
including the factories, must sign the BSCI Code of 
Conduct and commit to adhere to the requirements of the 
Code. Compliance is monitored both through our internal 
follow-up prodgram and through audits carried out by third 
party auditors, initiated by us where we hold RSP (are 
responsible) or by other participants where we source from 
the same factory and that other participant holds RSP.

The BSCI Code of Conduct is based on the International 
Labour Organization’s (ILO) core conventions, the UN 
declaration on human rights and the UN Convention onhe 
Rights of the Child. BSCI’s main focus is on so called “risk 
countries”, such as China, Bangladesh and Turkey, but 
particpants are free to include suppliers in low risk 
countries too in the framework.  

In the revised BSCI approach, launched a couple of years 
ago, (BSCI 2.0) focus is placed on development over time 
and on close dialogue between the BSCI participant 
(Björn Borg) and each supplier, rather than just focusing on 
suppliers being approved in third party audits. Idea is that 
the areas of working conditions and workplace safety shall 
be addressed in a continous improvement process for the 
supplier and also become a natural part of the day-to-day 
co-operation and dialogue. 



21



22

where A and B are considered acceptable (and a follow up 
audit can wait three years) and C, D and E mean that there 
are so many improvements needed that the supplier must do 
a Remediation Plan and undergo a follow-up audit within one 
year’s time. 

In 2016, factories supplying 99 % of our total purchase 
volume of products were enrolled in BSCI and most, more 
than 90%, have now been audited under the updated Code of 
Conduct. During the year, 10 audits were carried out on our 
factories. We have taken RSP over several additional 
suppliers during the year, and now hold RSP over suppliers 
devliering over 86% of our production volume. By being the 
RSP holder over all key suppliers we are able to drive the 
development of our most important suppliers. 
Four of the audits performed in 2016 were done by us, all at 
suppliers that supply large product volumes to us. Details of 
the results from these audits are set out in the table below.

Factory
Share of 
production RSP Result

Factory 1, China 23% Yes C

Factory 2, China 33% Yes SA8000*

Factory 3, China 14% Yes C

Factory 4, Turkey 11% Yes D

Factory 5, Turkey 10% No Good**

Factory 6, China 6% Yes C

 * A supplier with SA 8000 certification is considered approved. 
** This supplier was audited, and approved, under the previous audit 
rating structure.

Because of the change in the assessment criteria, as described 
above, improvements needed were identified in all audits we 
performed during the year. The improvements needed 
identified were largely similar among the suppliers audited. 
The most common improvement areas involved too much 
overtime in peak season, insufficient management systems 
(including need to clarify roles and responsibilities and/or 
policies), and lacking ability to properly cascade the BSCI 
requirements on to sub-contractors. Many of the suppliers 
also had not yet defined express long-term targets on 
protection of workers or had calculated the local basic needs 
wage, which are both new requirement under the updated 
Code. Another remark raised in many audits was that there 

Besides ourselves maintaining a continuous, active dialogue 
with our suppliers on workplace issues covered by the Code, 
we also do third party audits. The purpose of such audits is to 
assess, based on a structured audit methodology, if the 
supplier meets the requirements of the Code of Conduct and, 
if not, what improvements need to be implemented. We are 
responsible for auditing suppliers for which we hold RSP in 
the BSCI platform. Where needs for improvements are 
identified, the supplier makes a Remediation Plan outlining 
what improvements will be made to remedy the deviations, 
including a time plan, allocataion of roles and responsibilities 
and possible investments for implementation. Once necess- 
ary measures have been taken, a follow-up audit is performed 
to again check the supplier’s compliance to the Code. Such 
follow-up audit must be done within one year of the first 
audit. 

2016 was the first year when audits had to be carried out 
under the updated Code of Conduct. The updated Code is 
different from the previous Code, including new assessment 
areas and assessment cretiera, and auditing is subject to a new 
rating grading. The new rating structure includes more layers, 
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was insufficient social insurance for workers. This issue is 
complex, since some workers do not want such insurance 
because part of the cost for it is deducted from their salary 
and they may have other alternative arrangements in place. 
Regarding excessive working hours, we discuss with the 
suppliers how our own purchasing behavior, and our planning 
capabilities, can influence the remediation of this problem. 
All improvement areas are addressed in the factory’s 
Remediation Plan. For the follow-up audit, our role is to 
support our suppliers with their work on the Remediation 
Plan, and improvement measures taken, including enrolling 
them in Capacity Building trainings arranged by the BSCI, 
covering relevant areas of development.

Principally we see the audits in 2016, under the updated 
Code of Conduct, as a new starting point for our Supply 
Chain Management Program, setting a new baseline for our 
suppliers’ performance and for working with developing 
our supliers in the coming years. This view also fits well 
with the recent integration of our sports apparel suppliers 
into the BSCI structure, after having incorporated this 
business (previously operated by a licensee) into our 
Sustainability program at the Björn Borg HQ. Focus now 
is on making sure that our suppliers fully understand the 
follow-up process under our Supply Chain Management 
Program in general and the new BSCI Code of Conduct 
in particular.  
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Two of our factories hold SA8000 certification, an interna-
tionally recognized workplace standard for factories, which 
also means that these factories are considered automatically 
approved in the BSCI platform. These factories are still part 
of our general Supply Chain Management program. 

As part of our overall program, we also do our own semi-
annual factory follow-ups. Once a year a more comprehensi-
ve evaluation of all producers is done as well.  In 
addition, in Q4 of 2016 we did a supplier baselining 
assessment, covering social aspects like working conditons 
and workplace safety alongside sustainable fibre capabilities 
and environmental footprint. We have also updated our 
supplier evaluation format during the year, to bring it more 
in line with the specific targets of our Sustainability 
Roadmap and the updated BSCI structure. 

CLIMATE IMPACT FROM MANUFACTURE OF GARMENTS 
CO2 emissions from third party factories that manufacture 
our products contribute to the environmental impact in the 
production phase. The energy used in our production 
countries are oftentimes not from renewable energy 
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sources and some production facilities may not have  
energy efficient equipment, because it is old or not 
regularly maintained. Because of this, the choice of 
country of manufacture also affects the total environ- 
mental footprint. In recent years, we have moved some 
production to Europe, such as to Turkey and Lithuania. 
At the same time China is one of the countries in the world 
that currently invests most in renewable energy. 

Our target
To address climate impacts in the production phase, we 
must take action to influence our third party factories. 
Our target is that the factories will reduce their energy 
consumption and other climate impacts too, such as from 
emissions or waste handling, and over time achieve 
measurable improvements.

What we are doing to achieve our target
We factor environmental performance into our supplier 
evaluation. Two times per year we do a supplier evalua-

tion, covering several performance areas of which 
sustainability is one. Supplier engagement and willingness 
to improve are evaluated as well. Each manufacturer 
receives a total score in our evaluation, and those with 
good scores, and particularly those that improve over time, 
have a chance to get more business (purchase volumes) 
from us. Our supplier baselining in Q4 of 2016 looked into 
type of energy used at the premises, efforts to reduce 
energy consumption, emissions handling, water handling, 
waste handling, chemical handling and existence of any 
environmental certificates or standards. Based on the 
baselining, we have a better understanding of the current 
performane level and development areas of our suppliers 
and have a basis to set priorities and focus areas for our 
efforts on improvements over the next years. We commu-
nicate our long-term sustainability targets to our suppliers, 
making them understand our commitment in reaching 
those targets and that we expect them to partner with us 
in reaching the targets of our Sustainability Roadmap. 
Long term plan is to set yearly, specific targets with each 
supplier, which will be followed up to track progress. 
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PACKAGING AND SHIPPING 
Packaging is another part of our total 
footprint in the product lifecycle – both 
the packaging used in logistics and the 
product packaging. Transporting 
products has a significant impact as 
well. In the carbon footprint from our 
own operations, shipping accounts for 
as much as 64 percent of total CO2 
emissions. Since this represents a large share 
of the impact we have direct control over, this 
presents great opportunity for improvements over time. 

PACKAGING
Our target
Our target is that by 2019 all our product packaging will be 
FSC certified and/or be made from recycled material. The 
target was that already by the beginning of 2017, at least 80 
% of our underwear packaging would be FSC certified. 

What we are doing to achieve our target
During 2016 we rolled out packaging gradually increasing 
the share of FSC certified carton from responsibly managed 
forests. By early 2017 around 70 percent of underwear 
packaging were FSC certified, which meant we did not 
fully reach our target. 
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In addition, we are continuously looking for ways to 
reduce the amount of material used in packaging, 
since total environmental footprint decreases the 
less material is used. We challenge ourelves on 
whether a certain packaging material or otherpart 
or element is really necessary, such as for functional 
reasons.
 
Another important part of the environmental 
footprint is to ensure that packaging is sorted by 
the consumer and can be recycled as far as possible. 
When designing packaging, ease in separating 
materials so that the customer can sort them is 
factored into the equation. We encourage 
consumers to recycle packaging, and provide 
instructions on the packaging how to do so. 

FOREST STEWARDSHIP COUNCIL – FSC

The basis of FSC’s voluntary certification system is its 
global principles and criteria. Regional and national 
forestry standards are in place based on the global rules 
but adapted to the conditions in various countries or 
regions. Raw materials from FSC-certified forests must 
be traceable in the supply chain for a finished product to 
carry the FSC label. Each level in the chain leading up to 
the finished product must meet 
FSC’s chain of custody certification, 
which requires, among other things, 
that FSC-certified material is 
separated from uncertified material 
and that the material is handled in 
another, approved ways.
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CLIMATE IMPACT FROM SHIPPING FINISHED GARMENTS
Our target
Our target is to reduce emissions from the Group’s opera-
tions by 40 percent per SEK of turnover by 2019 compared 
with 2013. A large share of total CO2 emissions, about 
64 percent, is from transporting products. For that reason, 
we have set a specific target that by 2019 a maximum of 
2 % of total product shipments will be sent by air (based 
on number of units shipped). The target for 2016 was a 
maximum of 4 % air freight of total collection shipments 
to our central warehouse. This target remains for 2017. 

What we are doing to achieve our target
Each year we compile a climate report, according to the 
GHG protocol, to measure the carbon footprint of the 
Björn Borg group. Our carbon footprint decreased with 
five percent between 2015 and 2016. Air freight represented 
as much as 76 percent of the total climate impact from 
transports in 2016. 

LOGISTICS (TONS OF CO2e)

Air freight accounted for 5,1 percent of all transports to our 
local warehouse (collection units shipped) in 2016. 
Although we saw a big improvement compared to 2015, 
with 8 percent shipped by air, this means that we did not 
reach our target for 2016 of maximum 4 percent air 
shipments. The reason was that one large shipment got 
stuck in a customs control in China, delaying delivery 
substantially and in the end, to meet customer deadlines, 
we had to fly the products to Europe. In 2017 we plan to 
take more preventive action to ensure that we meet the 
target of 4 percent. A priority here is to improve the 
planning of shipments as well as internal discipline in 
complying with the policy. We have a specific approval 
process internally for all air shipments and follow up on 
share of air shipments for each collection during the year. 
In 2017 we will also pilot train shipments from Asia to 
Europe to evaluate if that could be an option.

Measures are also being taken to reduce air shipment of 
product samples during the product development process. 
We challenge ourselves on whether samples are necessary 
for a specific product and whether transports of samples 
can be better coordinated.

OUR OWN OPERATIONS 
In our own operations, the highest 
priority sustainability areas are 
climate impacts from operations, 
ethics and proper business 
conduct, working environment 
and employee engagement.

CLIMATE IMPACT FROM OUR 
OWN OPERATIONS
The negative impact is greater in other parts of the product 
lifecycle compared to the impact we have in our own 
operations. Nevertheless, we fully embrace responsibility 
to reduce the negative impacts in our own operations, 
which represents our day-to-day behavior as a business and 
a team, and which is also where we have the greatest sphere 
of influence. In addition to transports of products, business 
travel and energy consumption in our premises are 
addressed as part of the footprint from our own operations. 

What we are doing to achieve our target
We follow up our long-term climate targets and report our 
progress according to the GHG protocol – Scope 1, Scope 2 
and Scope 3 – comprising product transports from factory 
to markets for sale, business travel by employees and 
energy consumption in offices and stores. In 2016 the 
Björn Borg Group reduced carbon footprint per SEK of 
turnover by 14 percent and in absolute terms by 5 percent 
compared with 2015. We are now very close to meeting the 
long-term target of 40 percent reduction. From the starting 
year of 2013 through 2016 the total reduction per SEK of 
sales is 39 percent.
 
EMISSIONS PER SEK OF SALES 2013-2016  
(TONS OF CO2e/SEKm)
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EMISSIONS PER CATEGORY 2014-2016 (TONS OF CO2e)

Our product transports clearly have the biggest climate 
impact, nearly 64 percent of the total footprint, followed 
by business travel. 

CLIMATE FOOTPRINT 2016 (TONS OF CO2e)

Improvements were achieved in 2016. Flying on the job 
has a significant climate impact, accounting for no less 
than 75 percent of the total impact from business travel, 
as indicated below. In 2016 job travel by air was reduced 
by 18%. Our production is primarily in Asia and in the past 
years we have taken over local distribution ourselves 
instead of working with local third party distributors, 
increasingly becoming an international company group. 
Because of these two factors, some air travel will be 
necessary. Our policy however is to challenge whether a 
particular trip is really necessary, how many people really 
have to travel and whether visits to several business 
partners can be coordinated. This is reflected in our 
business travel policy. In 2016 we implemented Skype for 

Business and rolled out a video conferencing system for 
our conference rooms at the headquarters, improving our 
remote meeting capabilties. We are also implementing 
other new digital tools for interfacing business partners 
and team staff in other countries, including in our 
transition into cloud computing within the Group.

BUSINESS TRAVEL 2016 (TONS OF CO2e)

There was a noticeable improvement for premises 
between 2013 and 2014, when the electricity used in 
Sweden was replaced by renewable alternatives. In total, 
71 percent of the electricity that the Group buys comes 
from renewable sources, primarily hydroelectric power. 
But still the greatest impact comes from continuing to 
work with reducing air transports of products and business 
travel by air. 

During 2016 we have also accelerated our work with 
source separation recycling at our head office. We now 
have recycling containers for all kinds of materials, 
including food waste. In fact, in our lunch room we no 
longer have a container for “others”, meaning that 
everybody must take the time to put every single part of 
their garbage in the right bin. Behavioral change is 
difficult and we think that little extra push helps. For us, 
this kind of recycling intitiaives in our office is also an 
important symbol act, show casing each day to our staff 
that we must all take responsibility, and that everybody 
can contribute in the every day life in the office. When 
setting individual targets for 2017, also, all members of our 
staff have been asked to set a “green” target for the year, 
such as eating vegetarian food one day per week, 
commute by public transportation to work instead of 
taking the car or shift to renewable energy at home. We 
believe that this helps move perception and have sustain- 
ability top of mind, which will also spill over to work life 
and engagement in the working role within the company. 
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BJÖRN BORG AS A WORKPLACE
Our target
Our taget is to be the best workplace in the industry, with 
at least 90% employee engagement by 2019, as measured by 
a survey by third party research and analytics company 
Ennova. The target for 2016 was to reach 77 % engagement 
and the target for 2017 is to reach 80% engagement. In 
addition we have a target that neither gender shall represent 
over 60 percent of our key governing bodies, also expressed 
in our Code of Conduct adopted by the Board in 2016. 

What we are doing to achieve our target 
Employee engagement
We focus a lot on building engagement in our team. In fact, 
employee engagement is one of four Key Performance 
Indicators (KPIs) that we use to measure our overall business 
performance, and the second most important (next to the 
consumer KPI). In 2016, our employee engagement rose 
from 72 to 75 percent. We believe that inspiring leadership 
is important to capitalize on and develop employee 
engagement, which is why we have continued to offer 
leadership development training to the team in 2016. 
We did not quite meet our ambitious target on employee 
engagement for 2016, but continue to drive engagement to 
meet the updated, even more ambitious target for 2017. 

Well-being
We want to offer a positive and healthy working environment 
and a workplace where management and employees join 
together to create a sense of well-being and maintain a 
culture of winning attitude, passion and multiplying, the 
latter meaning that we challenge each other and ourselves to 
become the best version of ourselves. We invest heavily in 
the well-being of our employees based on a conviction that 
exercise and an active lifestyle are a key to better health, 
lower sick leave and higher performance. Every Friday we 
close down the office for a mandatory hour of exercise for all 
employees. All employees also do physical fitness tests and 
set yearly personal fitness and/or health goals, which are 
followed up together with a personal trainer. In 2016 
employee strength (both perceived and actual) improved 
by more than 300 percent, according to these tests.   

Ethics, Diversity and non-discrimination 
In 2016 our Board of Directors adopted a Code of Conduct 
with the purpose of laying down the principles applied 
within Björn Borg in ensuring high ethical standards in 
business operations and in taking responsibility, as a 
corporate citizen in a global world, ensuring long-term value 
creation in society. One of the guiding principles in the 
Code of Conduct is that we shall always conduct business 
with integrity and in an honest and transparent way.  

For example, we do not accept bribery or corruption. 
Employees shall not extend or receive gifts or the like to 
or from business partners, unless it is of modest value and 
can be justified given the context and nature of the 
cooperation.  Employees further may not use their position 
in the company, or use internal information or information 
received from any business partner, unduly or in an 
inappropriate way. Relevant employees receive training 
on corruption risks and how they can be managed. 

Key to creating an ethical business environment is a 
workplace where people are free to say what they want 
and point out irregularities without the risk of 
repercussions and that has a high degree of transparency, 
where various decisions and actions can pass muster 
externally. Fostering this kind of environment is 
important to us as a company. 

We aim for diversity. We think diversity is an 
opportunity to improve our ability to reach business 
targets and to remain relevant as a brand and as a 
business. Employees shall be recruited, evaluated and 
promoted on equal and transparent ground, regardless of 
race, ethnicity, age, religion, gender, sexual orientation 
or disability. Recruitment and promotion within Björn 
Borg is done using a model called CPR, for Competence, 
Personality and Results as determining criteria. In our 
experience, this model, when used correctly, tends to 
lead to diversity. 

Our goal further is that neither gender will make up 
over 60 percent of any of Björn Borg’s key governing 
bodies. Half of the management team is currently 
women and half men, and 40 percent of the Board of 
Directors are women. This means that we meet our 
target of no gender making up over 40 percent. In its 
latest report (March 2016), the AllBright Foundation 
included Björn Borg on its list of publicly listed 
companies with the highest gender equality. 
The mission of the AllBright Foundation is to identify 
and shape public opinion on gender equality in business 
with an emphasis on publicly listed companies. 
The composition of the Board of Directors is ultimately 
a question for the Nomination Committee and is 
decided by the shareholders at the Annual General 
Meeting (AGM), but gender equality is one of the 
criteria that the nomination committee factors into its 
proposal to the AGM.

As a listed company, we are also subject to certain 
compliance requirements and must report on our 
internal control procedures. Each year we publish a 
separate corporate governance report that describes, 
among other things, the Board’s risk control through 
internal financial control systems. 
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USER PHASE
Our target
Our target is that the users of our 
products – the consumers – will 
reduce their climate footprint too. 
They can do so in many different 
ways. One way is by taking care of 
garments, for example by mending 
them when broken, another is 
washing them responsibly, including 
washing in lower temparatures, using less detergent and 
hang drying instead of tumble drying. A target for 2017 is to 
implement improved information on our consumer web on use 
and durability and to engage more with our consumers on their 
role in our product life cycle. 

What we are doing to achieve our target
The lifecycle analysis we did on a pair of underwear some  
years back showed that nearly 60 percent of the total 
climate impact is in the user phase, mainly from washing. 
Our products, especially underwear and sports apparel, are 
washed often and usually at high temperatures. Frequent 
washing and high temperatures have a significant environ-

mental impact and also affect the useful life of the garment 
in that its color and quality can deteriorate more quickly. 
We therefore try in various ways to encourage consumers to 
handle garments in a way that reduces the environmental 
footprint and extends the useful life. We provide our 
customers with simple washing instructions on the label 
and in more detail on and in the product packaging.

We measure our ability to build sustainability 
engagement with our consumers in our yearly brand track.

END OF LIFE – CLOSING THE LOOP
Our target
We want to improve our environmental footprint in the 
final stage of the product lifecycle too, with the overall 
objective of creating or contributing to a circular process 
where products and/or materials in the products get a new 
life in some form, by being recycled or upcycled, or 
reused. Our target is that by 2019 we will have a product 
take-back system, or similar initiative, enabling us to close 
the loop for our products. 

What we are doing to achieve our target
An important task, and a challenge, for the clothing 

industry and society as a whole is to try to create a cyclical 
flow of the earth’s natural resources. Expressions such as 
“closing the loop” and “circular product lifecycle” are often 
used. The goal is to take material at the end of one 
lifecycle and begin a new lifecycle instead of throwing it in 
a landfill or burning it. A product can extend its life by 
being sold second hand or recycling the textile in some 
other form. 

We have product categories, underwear and sports 
apparel, that pose challenges for second hand selling. Many 
people do not donate those kinds of products because they 
doubt any one wants to buy or receive such products. Here 
is a gap that we as a brand could address, if we can find an 
efficient way to pick up and make something useful out of 
worn out underwear and sports apparel products. In 2017 
we will explore options around this further.  

We donate confiscated counterfeit products, and 
sometimes unsold past season items, to an organization 
called His Church Charity in the UK. They remove our 
branding, affixes their own branding “HIS” and donates 
the products to charity, such as to homeless and other 
people in need. This is a good example of how we can 
extend the lifetime of functional garments. 

In the past we have launched inititiaves such as using 
production waste to make upcycled products. By sewing 
together material from scrap from two different prints, a 
new, unique pair of underwear was created. Another 
intiaitive we have done earlier is take back products in our 
stores and donate them to charity purposes. 

Production waste from our factories is also in some cases 
channelled to industrial recycling, including for use as 
stuffing in car seats. 



35



36

We believe all humans carry the will to make a difference  
– for themselves, for someone else, or for the world.  
We believe that we all can be different and make things 
better.  Together we can change the game and break what  
is impossible.

TO MAKE A
DIFFERENCE


