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Suomalaiset vaatebrandit ovat parantaneet
vastuullisuustyotaan ja siita viestimista

Kuluttajien kiinnostus vaatteiden alkuperii kohtaan on
viime vuosina kasvanut ja vastuullisuudesta on tullut yhi
isompi trendj, jota yritykset kdyttivit hyvikseen mark-
kinoinnissa. Vaikka vaatetuotannon vastuullisuuden
lisiantyminen on tirkedd sekd ympiriston ettd tyonte-
kijoiden nikokulmasta, on kasvava vastuullisuustrendi
tuonut mukanaan myos haasteita. Samalla kun yhi
useampi yritys julistautuu vastuulliseksi, jada kuluttajan
harteille mahdoton tehtivi: vastuullisuuslupausten kriit-
tinen tarkastelu ja vertailu.

Miten suomalaiset vaateyritykset ottavat toiminnas-
saan huomioon ilmaston, ympdristn ja ihmisoikeudet?
Entd miten paljon ja kuinka avoimesti tehdysté vastuul-
lisuustyosti kerrotaan? Niihin kysymyksiin vastaamme
tdssd raportissa.

Huhtikuussa 2019 julkaistussa raportissa Rank a
Brand - suomalaisten vaatebrindien ilmasto-, ympi-
risto- ja ihmisoikeusty6n lapinakyvyys yksikéddn vaateb-
randi ei padssyt A-kategoriaan ja vain yksi brindi nousi
B-kategoriaan.

Seurantaraportissa tarkastellaan, millaista kehitystd on
tapahtunut vajaan puolentoista vuoden aikana. Rapor-
tista selvidd, ettd suomalaiset vaatebrindit ovat kdynnis-
tineet ilmastotyonsd, minka lisiksi monet ovat lisinneet
verkkosivuilleen tiasmillistd tietoa vastuullisuustydstddn
ja arvoketjustaan. Tistd positiivisesta kehityksestd huo-
limatta, liikkevaihdoltaan suurimmat yritykset eivit ole
merkittdvisti parantaneet tulostaan viime vuodesta.

Vastuullisuustietojen pitdisi olla helposti saatavilla,
jotta kuluttajilla on mahdollisuus tehdd vastuullisia
valintoja. Rank a Brand tarjoaa suomalaisille vaatebrin-
deille puolueettoman tydkalun vastuullisuustyon kehit-
tdmiseen ja siitd viestimiseen.

Vuonna 2020 suomalaisista brindeistd nelja nousi
A-kategoriaan: FRENN, Globe Hope, PaaPii ja Papu.
Arvioiduista yrityksistd 11 ylsi B-kategoriaan, C-kate-
goriasta 16ytyy 4 yritystd, D-kategoriasta 10 ja E-kate-
goriasta 6.

Parhaat pisteet saaneita yrityksid yhdistdd se, ettd
niiden valmistus tapahtuu pelkistiin Suomessa ja/tai
maissa, joissa on matala ihmisoikeusloukkausten riski
sekd vahva ympiristolainsdddinto ja -valvonta. Yrityk-
set kertovat tismillisesti missi niiden tuotteet valmiste-
taan, mitd materiaaleja niihin kéytetddn sekd mitd muita
konkreettisia vastuullisuustoimenpiteiti yritys tekee.

Kriittinen kuluttaja, joita on yhd enenevissid méirin,
osaa kaivata tdsmaillistd tietoa ympiripyoreiden lupaus-
ten sijaan. Kuten timin raportin tuloksista kdy ilmi, suo-
malaisbrindien vililld on suuria eroja sekd vastuullisuus-
tyOssd ettd siitd viestimisessd.

Erityisesti riskimaissa tuottavien yritysten tulisi kehit-
t4d lapindkyvid konkreettisia toimia ja mittareita muun
muassa tyoolojen parantamiseksi ja eldmiseen riittivien
palkkojen edistimiseksi. Vastuullisuustyostd pitdd myos
kertoa avoimesti, jotta sen luotettavuutta voidaan arvi-
oida ja seurata.
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Papu (22)

Sail&Ski (16), Vimma (14)

BYPIAS (10), Noom (9), Lindex (7),
Marimekko (7), House (6), mywear (6),
NOSH (6), R-Collection (6)

Halti (3), Reima (3), Nanso (2), Pola (2), Sasta (1),
Peak Performance (1), Gugguu (0), Luhta (0),
Makia (0), Rukka (0), Torstai (0), Your Face (0)

FRENN (29), Globe Hope (26),
PaaPii (25), Papu (25)

R/H (24), Aarre (23), Vimma (22), BYPIAS (21),
Uhana (21), Very Nice (20), Sail&Ski (20),
Alpa (19), NOSH (19), Gugguu (19), Samuji (19)
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Marimekko (15), Pure Waste (14), Halti (14),
R-Collection (12)

NOOM (10), Lindex (9), Pola (8), House (8),
Ivana Helsinki (7), Makia (7), mywear (7),
Nanso (7), Sasta (10), Sidoste (10)

Reima (4), Billebeino (3), Rukka (0),
Your Face (0), Torstai (0), Luhta (0)
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Nain arviointi tehtiin

Suomalaisten vaateyritysten vastuullisuutta arvioi-
tiin riippumattoman Rank a Brand -jirjeston kehitti-
milli kriteeristolld. Rank a Brand -arvioinnissa brandit
jakautuvat vastuullisuustydstddn saamiensa pisteiden
mukaan viiteen kategoriaan (A-E).

Arviointiin valittiin liikevaihdoltaan merkittdvim-
mit suomalaiset briandit sekd liuta pienempii Eetin
someseuraajien toiveiden pohjalta. Yhteensi arvioitiin
35 brindii ulkoilu- lasten- ja aikuisten vaatteita valmis-
tavilta yrityksiltd. Viime vuonna arvioidut 23 brindii
olivat kaikki mukana tinikin vuonna, lukuunottamatta
Peak Performancea, joka ei enii ole suomalaisomistuk-
sessa.

Syksyn 2019 aikana kymmenen Eetin nuorta vapaa-
ehtoista sai koulutuksen Rank a Brand -kriteeristosti.
Helmikuussa 2020 vertailuun valituille yrityksille jirjes-
tettiin infotilaisuus, jossa esiteltiin kriteerit ja tyon aika-
taulu. Eetin vastuullisuusasiantuntijan tuella aktiiviset
vapaaehtoiset kivivit ldpi yritysten verkkosivut ja jul-
kisesti saatavilla olevat vastuullisuuraportit ja -katsauk-
set kevidn 2020 aikana, tdyttden kunkin yrityksen koh-
dalla 34 kysymyksen arviointitaulukon.

Yrityksille lihetettiin alustavat arviot toukokuun
lopulla. T4dmin jilkeen yrityksilld on ollut mahdolli-
suus kysy4d neuvoja tismillisen vastuullisuusviestinnin
tekemiseen ja pdivittdd lisitietoa nettisivuilleen. Viime
vuonna arvioiduista brindeistd kahdeksantoista sai nyt
enemmin pisteiti. Ensimmiistd kertaa arvioiduista
kolmestatoista brindistdi kymmenen paransi tulostaan
alustavasta arviosta.

Rank a Brand -arviointisivusto sulautui alkuvuodesta
2020 osaksi toista verkkosivustoa (Good on You), eiki
ole enii sellaisenaan olemassa. Vuosien 2019 ja 2020
arvioinneissa kiytettiin kuitenkin samaa arviointikri-
teeristdd, jotta tulokset olisivat keskeniin vertailukel-
poisia.

Arvioinnin ldhtékohtana on, etti tiedon pitiisi olla
helposti tarjolla kiinnostuneelle kuluttajalle ja muille
sidosryhmille, mink3 vuoksi emme ottaneet huomioon
yritysten meille sihkopostitse tai puhelimitse kertomia
lisdtietoja, mikali yritys ei ollut valmis kertomaan n#ité
tietoja julkisesti.

Rank a Brand vertailee nimenomaan brindeji koko-
naisten yritysten sijaan. S-Ryhm3, Kesko, Stockmann
ja Tokmanni ovat isoja toimijoita, joiden liiketoimin-
nassa vaatetuotanto on pienessi osassa. Kaikki kertovat
vastuullisuustyostddn laajasti, mutta kuluttajan niko-
kulmasta tietoa erityisesti omien vaatebrindien tuotan-
nosta on tarjolla melko niukasti.

Tulokset

Yritykset saivat pisteiti kolmessa kategoriassa. Vasta-
ukset on pisteytetty seuraavalla tavalla: kysymykseen
16ytyy selked vastaus = 1 piste, vastaus on episelvi,
puutteellinen tai selkeisti kielteinen = O pistettd (mer-
kitty vastaustaulukkoon kysymysmerkilld). Episelvisti
vastauksista ei saa pisteitd. Kaikkien brindien tulokset
lihdelinkkeineen 16ytyvit timin raportin lopusta.
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Yrityksen ilmastotoimet
(maks. 6 pistettd)

[Imasto-osiossa huomioidaan yrityksen hiilijalanjélki:
yrityksen suorat pdistot, muualta ostettu sihko seki
muut episuorat paistot. Osiossa kysytdidn esimerkiksi
yrityksen kiyttimastd sahkostd ja pisteitd saa uusiutu-
van energian kiytostd. Tieto siité, ettd yrityksen kiyt-
timi sdhko on kokonaan uusiutuvaa energiaa, ei sellai-
senaan riitd. Saadakseen pisteitd uusiutuvan energian
kidytostd, yrityksen pitdisi prosenttiosuuksien lisiksi
kertoa sihkon lihteet.

Uusiutuviin energianlihteisiin hyviksytddn Rank a
Brand -kriteeriston mukaan aurinko- ja tuulivoiman
lisdksi esimerkiksi ekosertifioitu vesivoima, jossa huo-
mioidaan kalankulku, vesien virtaama ja jokien elinym-
péristot. Joidenkin yritysten julkaisema sihkontoimit-
tajan tarjoama alkuperitakuu (Guarantee of Origin)

I LMASTO (MAX 6 PISTETTA)

Globe Hope

___EEN

Sail&Ski

Marimekko

House (S-ryhma) Ivana Helsinki

Billebeino

Aarre BYPIAS

[ITTTT]

Uhana

NOOM (Stockmann) Pola (Tokmanni) Sasta

takaa energian uusiutuvuuden, mutta ei sen ympéris-
toarvoja. Vesivoiman osalta edellytetiin ympiristo-
merkkid kuten Suomen luonnonsuojeluliiton EKOe-
nergia tai vastaava.

Kaupparyhmit olivat vuoden 2019 arvioinnin ainoat
yritykset, jotka saivat pisteitd ilmastovaikutustensa
raportoinnista. Vuonna 2020 kahdeksantoista yritysti
sai pisteitd ilmasto-osiosta. Useat yritykset myos kertoi-
vat aloittaneensa ilmastovaikutusten arvioinnin ja aset-
tavansa tavoitteet sen pienentimiseksi vuoden 2020
aikana.

Saadakseen pisteen tavoitteesta pyrkid hiilineutraa-
liksi, on bréindilld oltava laskelma hiilijalanjiljestd ja sen
on esitettivi aikataulu sekd toimenpiteet, joilla se aikoo
pidstd tavoitteeseensa. S-Ryhmi, Kesko ja Tokmanni
ovat asettaneet kansainvilisen Science Based Targets
-aloitteen mukaiset tavoitteet. Lisdksi pisteen saivat
Alpa, FRENN, By Pia’s ja Halti.

Gugguu

[TTTTT]

Very Nice

WmIl[[]

Pure Waste

R-Collection

[ITTTT]

Lindex (Stockmann) Makia

__HEEN

mywear (Kesko) Nanso

Sidoste

Rukka (Luhta) Torstai (Luhta) Your Face (Luhta)




Yrityksen ymparistotoimet
(maks. 12 pistetta)

Tiéssd osiossa brindeille on tarjolla pisteitd vastuul-
lisesti tuotetuista raaka-aineista (esim. luomupuu-
villa, -hamppu ja -pellava, kierrityskuidut, Tencel,
Lyocell), haitallisten kemikaalien kiyttokiellosta ja kiel-
lon seurannasta, kiytetyistd pakkausmateriaaleista, pie-
nentyneen jitejalanjiljen raportoimisesta ja toimista
vaatteiden elinkaaren pidentdmiseksi tai kierrityksen
parantamiseksi.

Osa brindeistd kertoo kiyttivinsi vastuullisesti tuo-
tettuja raaka-aineita, mutta ei kerro niiden osuutta kai-
kista kiytetyistd raaka-aineista. Pisteiden saamisen
edellytyksend on avoimuus vastuullisten raaka-ainei-
den osuudesta koko tuotannosta (pisteiti saa porraste-
tusti sen mukaan onko vastuullisia raaka-aineita vihin-
tidn 5 %, 10 %, 25 %, 50 %, 75 % tai 90 %).

Kysymyksen pisteytyksessi otetaan huomioon kun-
kin yrityksen kokonaishankinnat, eikéd yhdestd ekomal-
listosta siis vilttimittd heltid pisteitd, ellei sen osuutta
raaka-aineiden kokonaishankinnasta kerrota.

Esimerkiksi S-Ryhmi on julkaissut tavoitteen kiyt-
tdd pelkdstidn vastuullisempaa puuvillaa vuoteen 2025

YM PAR I STO (MAX 12 PISTETTA)

Globe Hope

BYPIAS

Il

Uhana

Marimekko

House (S-ryhma) Ivana Helsinki

Pure Waste

Lindex (Stockmann) Makia

mennessid, mutta ei kerro miki osuus sen tekstiilihan-
kinnoista on puuvillaa, kierritettyi, Reilua kauppaa tai
BClI-puuvillaa (Better Cotton Initiative). Marimekko
tdsmensi viestintddnsd viime vuodesta jolloin se ker-
toi, ettd 53 % kiytetystd puuvillasta oli BCI-puuvil-
laa, mutta yrityksen raportista ei kiynyt ilmi miki sen
osuus oli kaikesta raaka-aineesta. Nyt Marimekko ker-
too, etti 66 % sen materiaalien kokonaisméiiristi on
BCI-puuvillaa, minki ansioista sen pisteet nousivat nel-
jalla.

Kemikaaleihin liittyvin raportoinnin osalta pisteitd
saivat yritykset, joiden vaatetuotanto tapahtuu matalan
riskin maissa sekd raportointiaan parantaneet Halti ja
Marimekko. EU:n REACH-lainsd4didnto6n tai kulutta-
jien tuoteturvallisuuteen vetoaminen ei riiti, silld arvi-
ointikriteeristé edellyttdid myos kemikaalien valvon-
taa tuotannon osalta nk. riskimaissa. Pelkki kieltolista
(RSL - restricted substance list) ei riitd varmistamaan
koko tuotantoketjun lipdisevidd valvontaa ja suojele-
maan ympiristod sekd tyontekijoiti.

Osiossa kysytddn myos yrityksen kdyttdmistd pakka-
usmateriaaleista, sen tuottamasta jitem#iristi ja jite-
jalanjdljen pienentimisestd, sekd yrityksen toimista
vaatteiden elinkaaren pidentimisen (keriiminen, kier-
rittiminen, korjaaminen) osalta.

Gugguu

I

Very Nice

R-Collection

mywear (Kesko)
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NOOM (Stockmann) Pola (Tokmanni) Sasta

[T

Billebeino

Sidoste

LTI

Rukka (Luhta) Torstai (Luhta) Your Face (Luhta)



Tyoelama- ja ihmisoikeudet
(maks. 16 pistetta)

Arvioinnin eniten pisteitd sisdltdvddn osioon sisiltyy
yrityksen eettinen ohjeistus, sen toteutumisen seuranta
jakorjaavista toimenpiteistd raportoiminen, valitusme-
kanismin olemassaolo ja seuranta, hyviksytyn vastuul-
lisuusjdrjestelmén jisenyys, tuotannon monitorointi,
tehdaslistojen julkaiseminen, tyontekijéiden oikeus eld-
miseen riittdvidn palkkaan seki alihankintasuhteiden
keskittaminen ja niiden pituus.

Eettinen ohjeistus (Code of Conduct) ei yksin riitd
takaamaan hyvid tyboloja tai ihmisoikeuksien toteu-
tumista, vaan se tarvitsee tuekseen pitkéjinteistd kehit-
tdmistd ja valvontaa, joista on hyvi kertoa mahdolli-
simman avoimesti ja yksityiskohtaisesti. Eettiselld
ohjeistuksella vastuullinen yritys mairittelee oman toi-
mintansa pelisidnndét, joiden toteutumista se seuraa ja
valvoo lépi tuotantoketjun.

Moni arvioiduista brindeistd tuottaa vaatteita riski-
maissa, miké edellyttdid toimia hyvien ty6olojen ja eld-

IHMISOIKEUDET .xcrsrerm

Globe Hope

miseen riittdvien palkkojen turvaamiseksi. Pisteitd voi
saada porrastetusti, riippuen siiti kuinka suuri osa tuo-
tannosta tapahtuu matalan riskin maissa, kuten Suo-
messa, Virossa, Liettuassa ja Portugalissa. Yrityksille
voi tulla yllitykseni, ettd Euroopassakin on niin kutsut-
tuja kohonneen riskin maita tekstiiliteollisuuden ty6-
olojen osalta. Esimerkiksi Italia luokitellaan kohonneen
riskin maaksi Verisk Maplecroftin riskimaalistauksessa.

Riskimaissa vaatteita tuottavan yrityksen tulisi sitou-
tua eldmiseen riittdvidn palkkaan julkisesti, luoda toi-
mintamalleja timin saavuttamiseksi ja raportoida edis-
tyksestd avoimesti. Ni4itd voidaan valvoa esimerkiksi
eri sidosryhmi# osallistavan valvontajirjestelmén ja sen
auditointien kautta.

Sosiaalisen vastuun valvontajirjestelmd Amfori
BSCI, johon 13 arvioiduista suomalaisbrandistd kuuluu,
ei tdytd vaatimusta kansalaisyhteiskuntaa osallistavan
vastuullisuusjdrjestelmin jasenyydestd. Kansalaisjirjes-
tot ovat toistuvasti nostaneet esiin puutteita esimerkiksi
Amfori BSCL:n auditointikdytantoihin liittyen, eiké pel-
kastddn kyseisen jdrjestelmin jasenyydelld saa pisteitd
ty6eldimi- ja ihmisoikeusosiosta.

Aarre BYPIAS

Sail&Ski Uhana

I

Marimekko Pure Waste R-Collection

I LTI

Nanso

House (S-ryhmad) Ivana Helsinki Lindex (Stockmann) Makia

I ITTTTTTTT) AT

NOOM (Stockmann) Pola (Tokmanni) Sasta Sidoste

mywear (Kesko)

Billebeino Rukka (Luhta) Torstai (Luhta) Your Face (Luhta)




On myonteistd, ettd yhd useampi suomalainen vaate-
alan yritys julkaisee tietoa kdyttdmistdsn tehtaista. Arvi-

oiduista yrityksistd 25 julkaisee vihintddn ensimmaiisen
portaan tuottajansa, osa myos kaikki kangastoimitta-
jansa. Tehdaslistojen julkaiseminen on lipindkyvin
tuotannon lihtSkohta ja olisi toivottavaa, ettd yrityk-
setjatkossa julkaisisivat tietoa myds tavarantoimittajien
alihankkijoista. Viime vuoteen verrattuna esimerkiksi

Tokmanni on julkaissut tinid vuonna Pola-brindinsi
ensimmiisen portaan toimittajat, minki ansiosta sen
pisteet nousivat kahdella.

Matalan riskin maissa ihmis- ja tydoikeudet toteutu-
vat paremmin lainsddddnnon ja viranomaisvalvonnan
puitteissa. Vastuullinen yritys noudattaa huolellisuutta,
vaikka ensimmiisen ja toisen portaan toimijat sijaitsisi-
vat matalan riskin maissa.

Suositukset:




Brand Owner
Head Office Location
Brand

Pirkkala
Aarre

Aarrelabel / Pumpkin Design Oy

Result: B (19-24): Suunta on oikea 23 out of 34

Climate/ Carbon Emissions Answer

1 Has the brand (owner) disclosed the annual Yes
absolute climate footprint of its 'own opera-
tions',and has it accomplished an overall abso-
lute climate footprint reduction compared to
the result of the previous reporting year?

2 Is at least 50% of the electricity used by the Yes
brand (company) generated from renewable
resources, such as wind or solar energy?

3 Is all the electricity used by the brand (com- Yes
pany) generated from renewable resources,
such as wind or solar energy

4 Has the brand (owner) disclosed the annual ?
absolute climate footprint of its supply chain
that is 'beyond own operations'?

5 Has the brand (owner) accomplished a reduc- ?
tion of this annual absolute climate footprint
'beyond own operations’ compared to the
result of the previous reporting year?

6 Has the brand (owner) set a target to make at ?
least its own operations fully climate neutral
by 2030, and is the brand on track to achieve
this target?

Environment

1 Does the brand (company) use environmen- Yes
tally 'preferred’ raw materials for more than 5%
of its volume?

2 Does the brand (company) use environmen- Yes
tally 'preferred’ raw materials for more than
10% of its volume?

E Does the brand (company) use environmen- Yes
tally 'preferred’ raw materials for more than
25% of its volume?

4 Does the brand (company) use environmen- Yes
tally 'preferred’ raw materials for more than
50% of its volume?

Remark

Aarrelabel/ Black Moda Oy pub-
lishes climate footprint of 5 941.5 CO2
tonnes in 2019 and reports a reduc-
tion of 2 955 tonnes from previous
reporting year.

Aarrelabel reports using 100% renew-
able energy of total electricity con-
sumption (EKOenergy wind) in 2019.

See remark Climate Q2.

Aarrelabel publishes an overall cli-
mate footprint for 2019, however it
does not provide clear Scope 3 calcu-
lations.

See remark Climate Q2.

Aarrelabel takes several measures to
become carbon neutral by 2030, such
as use of 100% renewable energy for
its own operations, yet emissions
have grown from the last reporting
year due to growth in operations.

Aarrelabel uses environmentally pre-
ferred fibre (organic cotton, BCI cot-
ton etc.) in 84,8 % of its production.

See remark Environment Ql.

See remark Environment Q.

See remark Environment QI.

Hyperlink

p. 7 https://aarrela-
bel.com/wp-con-
tent/uploads/2020/07/
aarre-vastuullisuus-

raportti-2019-2.pdf

p. 7 https://aarrela-
bel.com/wp-con-
tent/uploads/2020/07/
aarre-vastuullisuus-

raportti-2019-2.pdf

p. 8 https://aarrela-

bel.com/wp-con-
tent/uploads/2020/04/
aarre-vastuullisuus-

raportti-2019.pdf

p. 7, 34 https://aarre-
label.com/wp-con-
tent/uploads/2020/07/
aarre-vastuullisuus-

raportti-2019-2.pdf

p. 35 https://aarre-
label.com/wp-con-
tent/uploads/2020/08/
aarre-vastuullisuus-

raportti-2019.pdf
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Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
75% of its volume?

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
90% of its volume?

Is there a policy for the brand (company) to
eliminate all hazardous chemicals from the
whole lifecycle and all production procedures
to make the apparel?

Has the brand (company) eliminated at least
one suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Has the brand (company) eliminated at least
three suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Does the brand (owner) report what percent-
age of its shipping packaging and carrier are
renewable or made from recycled materials,
and does the brand implement best prac-
tices or concrete policies which have reduced
the environmental impact of these packaging
materials?

Does the brand (owner) publish its absolute
waste materials footprint and implement con-
crete policies to minimize waste, by reducing,
re-using and recycling, thereby decreasing
its waste footprint compared to the previous
reporting year?

Does the brand encourage the return or re-use
of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code
of Conduct (CoC) which includes all the basic
standards to ensure workers' rights such as no
child labour, no bonded labour, a safe work-
place and no excessive overwork? And is there
at least a progress report once every two years
on implementation of this Code of Conduct?

Does the brand (owner) have a policy to make
sure there is a proper grievance mechanism in
place for factory workers and are at least 25% of
workers informed about their rights regarding
this mechanism (e.g. through training)?

Does the brand (owner) have a published list
of direct suppliers, that have collectively con-
tributed to more than 90% of the purchase vol-
ume?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Environment Q1.

See remark Environment Ql.

All products are made in EU-coun-
tries: Portugal (85.5%) and Italy (14.5
%) where high environmental stand-
ards are enforced by law.

See remark Environment Q7.

See remark Environment Q7.

Aarrelabel reports some informa-
tion per factory/product category, but
does not report on the overall perfor-
mance.

Aarre reports absolute waste materi-
als footprint per factory, but does not
report the overall performance.

Aarrelabel provides a mending ser-
vice and encourages its customers to
take good care of the garments.

Aarrelabel has published a Code of
Conduct but does not report on the
progress on its implementation.

90% of Aarrelabel products are man-
ufactured in Portugal, which is a
low risk country where labor human
rights are enforced by law. 10% of the
production comes from a factory in
Northern Italy. Italy is a medium risk
country.

Aarre has published a complete list
of its suppliers, including the full
addresses / products made in each
factory.

m

https://aarrelabel.com/

vastuullisuus/

p. 16, 21 https://aarre-

label.com/wp-con-
tent/uploads/2020/04/
aarre-vastuullisuus-

raportti-2019.pdf

https://aarrelabel.
com/verkkokauppa/
https://aarrelabel.com/

hoito-ohjeet/

p. 16 https://aarre-

label.com/wp-con-
tent/uploads/2020/04/
aarre-vastuullisuus-

raportti-2019.pdf

p. 12 https://aarre-
label.com/wp-con-
tent/uploads/2020/04/
aarre-vastuullisuus-

raportti-2019.pdf
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Is this supplier list specific? Are e.g. the
addresses of direct suppliers included, and/or
are the specific products mentioned per fac-
tory?

Is the list of direct suppliers extended with
suppliers further down the supply chain, with
a minimum of 40% more in number compared
to the direct suppliers?

Is the brand (owner) a member of a collec-
tive initiative that aims to improve labor con-
ditions, in which civil society organizations like
NGOs and labor unions have a decisive voice,
or does the brand purchase at least 50% from
certified manufacturers with improved labor
conditions?

Does this initiative require clear minimum per-
formance levels for member brands (i.e. are
memberships terminated when brands do not
meet the minimum requirements)?

Is at least 25% of the total production volume
at direct suppliers verified under monitoring?

Is at least 50% of the total production volume
at direct suppliers verified under monitoring?

Is at least 75% of the total production volume
at direct suppliers verified under monitoring?

Is at least 95% of the total production volume
at direct suppliers verified under monitoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for the
semi-finished products such as yarns, fabrics
and leather, including a reasonable overview
of number and region of workplaces covered
by the policy in relation to the total produc-
tion volume?

Does the brand (owner) publicly commmit to a
living wage benchmark with defined wages
per production region or factory?

Does the brand (owner) set a target to estab-
lish the payment of living wages at its apparel
manufacturers, and is the brand on track to
achieve this target?

Has the brand (owner) realised payment of liv-
ing wages for at least 10% of its production vol-
ume?

Does the brand (owner) adhere to buying
practices that enable living wages and good
labour conditions, such as long term relations
with factories, and concentrating production
at limited number of factories?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Labour Q3.

Aarre publishes one Tier 3 supplier
which produces 73.9 % of used mate-
rial.

90% of Aarrelabel production comes
from Portugal which is a low risk
country where high labour standards
are enforced by law.

See remark Labour Q6.

90% of Aarrelabel production volume
is made in Portugal which is a low risk
country where high labor standards
are enforced by law.

See remark Labour Q8.

See remark Labour Q8.

See remark Labour Q8.

739 % of fabrics are manufactured
in Portugal which is a low risk coun-
try where high labor standards are
enforced by law.

Aarrelabel has made a commitment
to a living wage but does not pro-
vide bencmark for Italy nor progress
report.

See remark Labour Q13.

90% of Aarrelabel production volume
is made in Portugal which is a low risk
country.

Aarrelabel coommunicates that 72.9 %
of the purchase value is from suppli-
ers with whom the business relation-
ship has lasted for at least 5 years.
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p. 10 https://aarre-

label.com/wp-con-
tent/uploads/2020/08/

aarre-vastuullisuus-
raportti-2019.pdf

p. 12 https://aarre-
label.com/wp-con-
tent/uploads/2020/04/

aarre-vastuullisuus-
raportti-2019.pdf

p. 9 https://aarrela-

bel.com/wp-con-
tent/uploads/2020/08/
aarre-vastuullisuus-

raportti-2019.pdf

p. 12 https://aarre-
label.com/wp-con-
tent/uploads/2020/04/

aarre-vastuullisuus-
raportti-2019.pdf
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Brand Owner
Head Office Location
Brand

Alpa Finlandia Oy

Jyvaskyla
Alpa

Result: B (19-24): Suunta on oikea 19 out of 34

Climate/ Carbon Emissions Answer

1 Has the brand (owner) disclosed the annual ?
absolute climate footprint of its 'own oper-
ations’, and has it accomplished an overall
absolute climate footprint reduction com-
pared to the result of the previous reporting
year?

2 Is at least 50% of the electricity used by the ?
brand (company) generated from renewable
resources, such as wind or solar energy?

& Is all the electricity used by the brand (com- ?
pany) generated from renewable resources,
such as wind or solar energy

4 Has the brand (owner) disclosed the annual Yes
absolute climate footprint of its supply chain
that is 'beyond own operations'?

5 Has the brand (owner) accomplished a reduc- ?
tion of this annual absolute climate footprint
'beyond own operations’ compared to the
result of the previous reporting year?

6 Has the brand (owner) set a target to make at Yes
least its own operations fully climate neutral
by 2030, and is the brand on track to achieve
this target?

Environment

1 Does the brand (company) use environmen- ?
tally 'preferred’ raw materials for more than
5% of its volume?

2 Does the brand (company) use environmen- ?
tally 'preferred’ raw materials for more than
10% of its volume?

3 Does the brand (company) use environmen- ?
tally 'preferred’ raw materials for more than
25% of its volume?

4 Does the brand (company) use environmen- ?
tally 'preferred’ raw materials for more than
50% of its volume?

S Does the brand (company) use environmen- ?
tally 'preferred’ raw materials for more than
75% of its volume?

Remark

Alpa reports that its Scope 1 emis-
sions were O and Scope 2 emis-
sions were 12% [13 414 kg] of the
total footprint, compared to 8% in
2018. Alpa’s total carbon footprint
is reported as 112 041 kg CO2 (2019).

Alpa communicates that they are
moving to renewable electricity
but there are no concrete results
yet.

See remark Climate Q2.

Alpa reports Scope 3 emissions of
98 627kg CO2 in 2019 and 71 611kg
CO2 in 2018, as well as a relative
reduction of 18.1 %.

See remark Climate Q4.

Alpa has se a target to make its
own operations climate neutral by
2025: the company will achieve cli-
mate neutrality by using 100% sus-
tainable/renewable energy starting
in 2021.

Alpa uses mainly alpaca wool,
which is not classified as environ-
mentally preferred raw material by
Rank a Brand.

See remark Environment Ql.

See remark Environment Ql.

See remark Environment Ql.

See remark Environment Ql.
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Hyperlink

https://s3-eu-north-l.ama-
zonaws.com/bgh-word-
press-cdn/alpa/wp-content/
uploads/2019/12/24104812/
Alpa-Vastuullisuus-

raportti_2018.pdf See link,
page 21.

p. 33 https://alpafi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p.26-27:https:/

alpa.fi/wp-content/
uploads/2020/07/Alpa-Vas-
tuullisuusraportti_2019.pdf

p.33 https://alpafi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p.1  https://alpa.fi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf



https://s3-eu-north-1.amazonaws.com/bgh-wordpress-cdn/alpa/wp-content/uploads/2019/12/24104812/Alpa-Vastuullisuusraportti_2018.pdf
https://s3-eu-north-1.amazonaws.com/bgh-wordpress-cdn/alpa/wp-content/uploads/2019/12/24104812/Alpa-Vastuullisuusraportti_2018.pdf
https://s3-eu-north-1.amazonaws.com/bgh-wordpress-cdn/alpa/wp-content/uploads/2019/12/24104812/Alpa-Vastuullisuusraportti_2018.pdf
https://s3-eu-north-1.amazonaws.com/bgh-wordpress-cdn/alpa/wp-content/uploads/2019/12/24104812/Alpa-Vastuullisuusraportti_2018.pdf
https://s3-eu-north-1.amazonaws.com/bgh-wordpress-cdn/alpa/wp-content/uploads/2019/12/24104812/Alpa-Vastuullisuusraportti_2018.pdf
https://s3-eu-north-1.amazonaws.com/bgh-wordpress-cdn/alpa/wp-content/uploads/2019/12/24104812/Alpa-Vastuullisuusraportti_2018.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf
https://alpa.fi/wp-content/uploads/2020/07/Alpa-Vastuullisuusraportti_2019.pdf

1

12

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
90% of its volume?

Is there a policy for the brand (company) to
eliminate all hazardous chemicals from the
whole lifecycle and all production procedures
to make the apparel?

Has the brand (company) eliminated at least
one suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Has the brand (company) eliminated at least
three suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Does the brand (owner) report what percent-
age of its shipping packaging and carrier are
renewable or made from recycled materials,
and does the brand implement best prac-
tices or concrete policies which have reduced
the environmental impact of these packag-
ing materials?

Does the brand (owner) publish its abso-
lute waste materials footprint and imple-
ment concrete policies to minimize waste,
by reducing, re-using and recycling, thereby
decreasing its waste footprint compared to
the previous reporting year?

Does the brand encourage the return or
re-use of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code
of Conduct (CoC) which includes all the basic
standards to ensure workers' rights such as
no child labour, no bonded labour, a safe
workplace and no excessive overwork? And
is there at least a progress report once every
two years on implementation of this Code of
Conduct?

Does the brand (owner) have a policy to make
sure there is a proper grievance mechanism
in place for factory workers and are at least
25% of workers informed about their rights
regarding this mechanism (e.g. through
training)?

Does the brand (owner) have a published list
of direct suppliers, that have collectively con-
tributed to more than 90% of the purchase
volume?

Is this supplier list specific? Are e.g. the
addresses of direct suppliers included, and/
or are the specific products mentioned per
factory?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Environment Ql.

Alpa communicates that hazard-
ous chemical are not used in the
production of its garments.

See remark Environment Q7.

See remark Environment Q7.

Alpa reports using only recy-
clable packaging materials and
has increased the percentage of
renewable and recycled materials
from 54% in 2018 to 92% in 2019.

Alpa implements several measures
to reduce its annual absolute waste
footprint, such as utlizing all mate-
rial from prototype or failed prod-
ucts. Alpa reports the annual waste
by type, weight and way of disposal
and has reduced its annual abso-
lute waste footprint to 340kg in
2019, compared with 379.4kg in
2018.

Alpa offers a repair service for its
customers and provides a second
hand service.

Alpa mentions that it is going to
create a Code of Conduct for sup-
pliers.

Alpa does not report on a griev-
ance mechanism but 95% of the
production, knitwear and bean-
ies, are made in low risk countries
(Lithuania and Finland).

Alpa provides a complete list of its
suppliers (Tier 1and 2).

See remark Labour Q3.

p. 1 https://alpa.fi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p.14-15: https://alpa.
fi/wp-content/
uploads/2020/07/Alpa-Vas-
tuullisuusraportti_2019.pdf

p. 13: https://alpa.fi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p. 8: https://alpafi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p.17
https:/alpa.fi/wp-content/
uploads/2020/07/Alpa-Vas-
tuullisuusraportti_2019.pdf

p. 19 https://alpafi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p. 40 https:/alpa.fi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf
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Is the list of direct suppliers extended with
suppliers further down the supply chain, with
a minimum of 40% more in number com-
pared to the direct suppliers?

Is the brand (owner) a member of a collective
initiative that aims to improve labor condi-
tions, in which civil society organizations like
NGOs and labor unions have a decisive voice,
or does the brand purchase at least 50% from
certified manufacturers with improved labor
conditions?

Does this initiative require clear minimum
performance levels for member brands (i.e.
are memberships terminated when brands
do not meet the minimum requirements)?

Is at least 25% of the total production volume
at direct suppliers verified under monitoring?

Is at least 50% of the total production volume
at direct suppliers verified under monitoring?

Is at least 75% of the total production volume
at direct suppliers verified under monitoring?

Is at least 95% of the total production volume
at direct suppliers verified under monitoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for the
semi-finished products such as yarns, fabrics
and leather, including a reasonable overview
of number and region of workplaces covered
by the policy in relation to the total produc-
tion volume?

Does the brand (owner) publicly commit to a
living wage benchmark with defined wages
per production region or factory?

Does the brand (owner) set a target to estab-
lish the payment of living wages at its apparel
manufacturers, and is the brand on track to
achieve this target?

Has the brand (owner) realised payment of
living wages for at least 10% of its production
volume?

Does the brand (owner) adhere to buying
practices that enable living wages and good
labour conditions, such as long term relations
with factories, and concentrating production
at limited number of factories?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Labour Q3.

95% of Alpa production takes place
in low risk countries, where high
labor standards are enforced by
law.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

Alpa does not publicly report clear
results of measures implemented
to improve labor conditions at its
fabric manufacturers.

Alpa has not published any com-
mitment to a living wage bench-
mark.

Alpa does not provide concrete
information about measures
implemented to establish the pay-
ment of living wages at its apparel
manufacturers.

95% of Alpa’s production takes
place in low risk countries, where
high labor standards are enforced
by law.

Alpa is committed to long term
relationships with factories and
focuses on functionable and fair
process and quality.
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p. 22 https://alpa.fi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p. 22 https://alpa.fi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf

p. 40: https://alpafi/wp-con-
tent/uploads/2020/07/
Alpa-Vastuullisuus-
raportti_2019.pdf
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Brand Owner
Head Office Location
Brand

BilleBeino Clothing and Accessories Oy
Helsinki
BilleBeino

Result: Pida lompakko viela taskussa 3 out of 34

Climate/ Carbon Emissions Answer Remark Hyperlink

Has the brand (owner) disclosed the annual abso- ? Billebeino does not publish the cli- https:/mwww.

lute climate footprint of its ‘own operations’, and has mate footprint of its own operations. impactreport.

it accomplished an overall absolute climate foot- app/billebeino/

print reduction compared to the result of the previ- areyou/index.htm-

ous reporting year? [?view=Planet

Is at least 50% of the electricity used by the brand ? BilleBeino does not communicate its https://mwww.

(company) generated from renewable resources, renewable energy policy. impactreport.

such as wind or solar energy? app/billebeino/
areyou/index.htm-
[?view=Planet

Is all the electricity used by the brand (company) ? See remark Climate Q2.

generated from renewable resources, such as wind

or solar energy

Has the brand (owner) disclosed the annual absolute ? BilleBeino has not published any cli- https:/mwww.

climate footprint of its supply chain that is ‘beyond mate footprint of its supply chain. impactreport.

own operations'? app/billebeino/
areyou/index.ntm-
[?view=Planet

Has the brand (owner) accomplished a reduction of ? See remark Climate Q4.

this annual absolute climate footprint ‘beyond own

operations’ compared to the result of the previous

reporting year?

Has the brand (owner) set a target to make at least ? No information is given or no climate https:/AMww.

its own operations fully climate neutral by 2030, and neutralty target is mentioned. impactreport.

is the brand on track to achieve this target? app/billebeino/
areyou/index.htm-
[?view=Planet

Environment

Does the brand (company) use environmentally Yes BilleBeino reports that 40% of its https:/mwww.

‘preferred’ raw materials for more than 5% of its vol- products are made of recycled mate- impactreport.

ume? rials. app/billebeino/
areyou/index.htm-
[?view=X1

Does the brand (company) use environmentally Yes See remark Environment QI.

‘preferred’ raw materials for more than 10% of its vol-

ume?

Does the brand (company) use environmentally Yes See remark Environment Ql.

‘preferred’ raw materials for more than 25% of its

volume?

Does the brand (company) use environmentally ? See remark Environment QI.

‘preferred’ raw materials for more than 50% of its

volume?

Does the brand (company) use environmentally ? See remark Environment QI.

‘preferred’ raw materials for more than 75% of its

volume?
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Does the brand (company) use environmentally
‘preferred’ raw materials for more than 90% of its
volume?

Is there a policy for the brand (company) to elimi-
nate all hazardous chemicals from the whole life-
cycle and all production procedures to make the
apparel?

Has the brand (company) eliminated at least one
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Has the brand (company) eliminated at least three
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Does the brand (owner) report what percentage of
its shipping packaging and carrier are renewable or
made from recycled materials, and does the brand
implement best practices or concrete policies which
have reduced the environmental impact of these
packaging materials?

Does the brand (owner) publish its absolute waste
materials footprint and implement concrete policies
to minimize waste, by reducing, re-using and recy-
cling, thereby decreasing its waste footprint com-
pared to the previous reporting year?

Does the brand encourage the return or re-use of
garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code of Con-
duct (CoC) which includes all the basic standards to
ensure workers' rights such as no child labour, no
bonded labour, a safe workplace and no excessive
overwork? And is there at least a progress report
once every two years on implementation of this
Code of Conduct?

Does the brand (owner) have a policy to make sure
there is a proper grievance mechanism in place
for factory workers and are at least 25% of workers
informed about their rights regarding this mecha-
nism (e.g. through training)?

Does the brand (owner) have a published list of
direct suppliers, that have collectively contributed
to more than 90% of the purchase volume?

Is this supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the specific
products mentioned per factory?

See remark Environment QI.

BilleBeino does not provide informa-
tion of its own policies to eliminate
hazardous chemicals.

See remark Environment Q7.

See remark Environment Q7.

BilleBeino does not report the per-
centage of recycled or renewable
materials used for its consumer pack-
aging, nor annual reductions or best
practices regarding its packaging
materials.

BilleBeino does not communicate
any information regarding its waste
generation.

BilleBeino does not report whether
the return or re-use of garments by
its customers is encouraged.

BilleBeino has not published a sup-
plier Code of Conduct (CoC).

BilleBeino does not report on a griev-
ance mechanism.

BilleBeino does not provide a list of
direct suppliers.

See the remark Labour Q3.
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Is the list of direct suppliers extended with suppliers
further down the supply chain, with a minimum of
40% more in number compared to the direct sup-
pliers?

Is the brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and labor
unions have a decisive voice, or does the brand pur-
chase at least 50% from certified manufacturers
with improved labor conditions?

Does this initiative require clear minimum perfor-
mance levels for member brands (i.e. are member-
ships terminated when brands do not meet the
minimum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Does the brand (owner) annually report on the
results of its labor conditions policy for the semi-fin-
ished products such as yarns, fabrics and leather,
including a reasonable overview of number and
region of workplaces covered by the policy in rela-
tion to the total production volume?

Does the brand (owner) publicly commit to a living
wage benchmark with defined wages per produc-
tion region or factory?

Does the brand (owner) set a target to establish the
payment of living wages at its apparel manufactur-
ers, and is the brand on track to achieve this target?

Has the brand (owner) realised payment of living
wages for at least 10% of its production volume?

Does the brand (owner) adhere to buying practices
that enable living wages and good labour condi-
tions, such as long term relations with factories, and
concentrating production at limited number of fac-
tories?

See the remark Labour Q3.

BilleBeino does not communicate
any information about being part of
a collective initiative or purchasing
from an accredited supplier.

See the remark Labour Q6.

See the remark Labour Q6.

See the remark Labour Q6.

See the remark Labour Q6.

See the remark Labour Q6.

BilleBeino does not publicly report
results of measures implemented to
improve labor conditions at its fabric
manufacturers.

BilleBeino has not published any
commitment to a living wage bench-
mark.

BilleBeino doesn not provide informa-
tion about measures implemented to
establish the payment of living wage.

See remark Labour Q13.

BilleBeino does not report on the
duration of business relationships
with suppliers, nor on strategy to con-
centrate production at a limited num-
ber of factories.
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Brand Owner By Pia’s
Head Office Location Espoo
Brand BYPIAS NATURAL LINEN COLLECTIONS

Result: Result: B (19-24): Suunta on oikea 21 out of 34

Climate/ Carbon Emissions

Has the brand (owner) disclosed the annual abso-
lute climate footprint of its 'own operations’, and has
it accomplished an overall absolute climate foot-
print reduction compared to the result of the previ-
ous reporting year?

Is at least 50% of the electricity used by the brand
(company) generated from renewable resources,
such as wind or solar energy?

Is all the electricity used by the brand (company)
generated from renewable resources, such as wind
or solar energy

Has the brand (owner) disclosed the annual absolute
climate footprint of its supply chain that is 'beyond
own operations'?

Has the brand (owner) accomplished a reduction of
this annual absolute climate footprint 'beyond own
operations’ compared to the result of the previous
reporting year?

Has the brand (owner) set a target to make at least
its own operations fully climate neutral by 2030, and
is the brand on track to achieve this target?

Environment

Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 5% of its volume?

Does the brand (company) use environmentally 'pre-
ferred’' raw materials for more than 10% of its volume?

Does the brand (company) use environmentally 'pre-
ferred' raw materials for more than 25% of its vol-
ume?

Answer

Yes

Yes

Yes

Yes

Yes

Yes
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Remark

By Pia’s publishes the climate footprint
of its own operations (Scope 1 and 2)
for 2018 and 2019 and has reduced its
absolute climate footprint from 59 424
tons of CO2e to 41 562 tons of CO2e.

By Pia's reports using 100% wind
energy of total electricity consumption
for 2020.

See remark Climate Q2.

By Pia’s publishes the climate footprint
of its supply chain for 2019, reporting an
emissions figure of 87 417 tons of CO2.

By Pia’s publishes the climate footprint
of its supply chain for 2018 and 2019,
and has reduced the absolute climate
footprint from 471 591 tons of CO2e to
387 417 tons of CO2e.

By Pia's aims to achieve climate neu-
trality by 2030 by systematically reduc-
ing and compensating its emissions
using several practices mentioned on
its website. It also communicates a
timetable to achieve it.

Raw materials used by By Pia’s, such
as linen and bamboo, are not consid-
ered eligible for a positive assessment.
Brand also mentions recycled kash-
mir wool and organic linen which are
environmentally preferred fibers, but
the overall proportion of these materi-
als is not communicated. By Pia’s has
defined a sustainable fiber strategy for
future to increase the share of more
sustainable fibers such as organinc
linen and recycled wool.

See remark Environment QI.

See remark Environment QI.

Hyperlink

https://mwww.

bypias.com/vas-

tuullisuus-taulu-
kot.php

bypias.com/vas-

tuullisuus-ekos-
ertifikaatti.ohp

https:/mwww.
bypias.com/vas-

tuullisuus-taulu-
kot.php

https:/mwww.
bypias.com/vas-

tuullisuus-taulu-
kot.ohp

https:/mww.
bypias.com/vas-

tuullisuus-cli-
mate.php

p. 6-7
https:/mww.
bypias.com/vas-

tuullisuus2020.
php
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Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 50% of its vol-
ume?

Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 75% of its vol-
ume?

Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 90% of its vol-
ume?

Is there a policy for the brand (company) to eliminate
all hazardous chemicals from the whole lifecycle and
all production procedures to make the apparel?

Has the brand (company) eliminated at least one
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Has the brand (company) eliminated at least three
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Does the brand (owner) report what percentage of
its shipping packaging and carrier are renewable or
made from recycled materials, and does the brand
implement best practices or concrete policies which
have reduced the environmental impact of these
packaging materials?

Does the brand (owner) publish its absolute waste
materials footprint and implement concrete policies
to minimize waste, by reducing, re-using and recy-
cling, thereby decreasing its waste footprint com-
pared to the previous reporting year?

Yes

Yes

Yes

Yes

Yes
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See remark Environment QI.

See remark Environment Ql.

See remark Environment Ql.

All products are made in EU-countries
where environmental standards are
enforced by law.

See remark Environment Q7.

See remark Environment Q7.

By Pia’s breaks down all of its packag-
ing materials (both transport and con-
sumer packages) by whether they are
recycled or renewable. The total rate for
recycled packaging material was 90%
in 2018 and 99% in 2019. Brand also
reports that its overall use of packag-
ing materials has reduced from year
2018 to 2019 despite of the increase in
items sold.

By Pia’s reports the annual waste by
type, weight and way of disposal and
has reduced its annual absolute waste
footprint in 2019 compared with 2018.

p. 5-6 https:/
www.byp-
ias.com/vas-
tuullisuus2020.
php

https:/mww.
bypias.com/vas-
tuullisuus-sup-
pliers.ohp

p. 2-3 https:/
www.byp-
ias.com/vas-
tuullisuus2020.
php
https:/mww.
bypias.com/vas-
tuullisuus-pak-
kaus.php

p. 3 https://www.
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php


https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-suppliers.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php  https://www.bypias.com/vastuullisuus-pakkaus.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php
https://www.bypias.com/vastuullisuus2020.php https://www.bypias.com/vastuullisuus-jate.php

12

1l

Does the brand encourage the return or re-use of
garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code of Con-
duct (CoC) which includes all the basic standards to
ensure workers' rights such as no child labour, no
bonded labour, a safe workplace and no excessive
overwork? And is there at least a progress report
once every two years on implementation of this
Code of Conduct?

Does the brand (owner) have a policy to make sure
there is a proper grievance mechanism in place
for factory workers and are at least 25% of workers
informed about their rights regarding this mecha-
nism (e.g. through training)?

Does the brand (owner) have a published list of
direct suppliers, that have collectively contributed to
more than 90% of the purchase volume?

Is this supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the specific
products mentioned per factory?

Is the list of direct suppliers extended with suppliers
further down the supply chain, with a minimum of
40% more in number compared to the direct sup-
pliers?

Is the brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and labor
unions have a decisive voice, or does the brand pur-
chase at least 50% from certified manufacturers
with improved labor conditions?

Does this initiative require clear minimum perfor-
mance levels for member brands (i.e. are member-
ships terminated when brands do not meet the min-
imum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes
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By Pia's provides its customers the
opportunity to re-use and recycle the
brand’s products by moderating By
Pia's Second hand Facebook -group. It
also receives old By Pia’s -textiles some-
one wants to dispose of - regardless of
quality or condition.

By Pia’s provides a supplier Code of
Conduct (CoC), but suppliers are only
encouraged to comply with it. There
is no implementation or analysing
method described nor progress report
published. Brand also has production
in Italy, that is definied as a medium
risk country by Maplecroft.

By Pia’'s does not report on a grievance
mechanism and not all products are
made in low risk countries.

By Pia’s has published a list of direct
suppliers covering 91.5 % of total pro-
duction.

See remark Labour Q3.

By Pia’'s publishes two Tier 2 suppliers
accounting for more than 40 % com-
pared to direct suppliers.

79.4 % of By Pia's -products are made in
Estonia and Finland, which are low risk
countries; 20.1 % in medium risk coun-
try Italy and remaining 0.5 % consists
of accessories made in ltaly, other EU
countries, India and Indonesia.

See remark Labour Q6.

79.4 % of By Pia’s production volume is
made in Estonia and Finland, which are
low risk countries defined by Maplec-
roft.

See remark Labour Q8.

See remark Labour Q8.

See remark Labour Q8.
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12 Does the brand (owner) annually report on the ? By Pia's communicates about yarn and p. 6-8 https:/
results of its labor conditions policy for the semi-fin- fabric suppliers who operate in low risk www.byp-
ished products such as yarns, fabrics and leather, countries (France, Estonia and Lith- ias.com/vas-
including a reasonable overview of number and uania) but also uses other fabrics of tuullisuus2020.
region of workplaces covered by the policy in rela- unknown origin. php
tion to the total production volume?
https:/Mww.
bypias.com/vas-
tuullisuus-sup-
pliers.ohp
https://mwww.byp-
ias.com/kauppa.
php
13 Does the brand (owner) publicly commit to a living ? Part of the production comes from https:/mwww.
wage benchmark with defined wages per produc- Italy, @ medium risk country defined by bypias.com/vas-
tion region or factory? Maplecroft. By Pia “s has not published tuullisuus-co-
any commitment to a living wage deofconduct.php
benchmark.
14 Does the brand (owner) set a target to establish the ? See remark Labour Q13.
payment of living wages at its apparel manufactur-
ers, and is the brand on track to achieve this target?
15 Has the brand (owner) realised payment of living Yes By Pia’s reports that 79.4 % of its pro- https:/Mwww.
wages for at least 10% of its production volume? duction is in low risk countries. bypias.com/vas-
tuullisuus2020.
php
16 Does the brand (owner) adhere to buying practices Yes By Pia’s reports long lasting business https:/Mww.

that enable living wages and good labour condi-
tions, such as long term relations with factories, and
concentrating production at limited number of fac-
tories?
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relationships for its 1 Tier suppliers.
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Brand Owner Frenn Helsinki Oy

FRENN

Head Office Location | Helsinki
Brand FRENN
HELSINKI
Result: A (25-34): Osta pois 29 out of 34
Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the annual Yes FRENN publishes the climate footprint of https://frennhel-
absolute climate footprint of its 'own operations’, its own operations for 2018-2019 and has sinki.com/pages/
and has it accomplished an overall absolute cli- reduced its absolute climate footprint waste-recy-
mate footprint reduction compared to the result from 3.89 tonnes of CO2e to 1.55 tonnes cling-carbonfoot-
of the previous reporting year? of CO2e. print

2 Is at least 50% of the electricity used by the Yes 100% of FRENN's electricity consumption https://frennhel-
brand (company) generated from renewable in its own premises is renewable (EKOen- sinki.com/pages/
resources, such as wind or solar energy? ergy certified wind and bioenergy). sustainability

) Is all the electricity used by the brand (company) Yes See remark Climate Q2.
generated from renewable resources, such as
wind or solar energy

4 Has the brand (owner) disclosed the annual Yes FRENN states it has started calculation https://frennhel-
absolute climate footprint of its supply chain work for its climate footprint. FRENN sinki.com/pages/
that is 'beyond own operations'? publishes the climate footprint beyond waste-recy-

its own operations for 2018 [34.5 tonnes cling-carbonfoot-
CO2] and 2019 [26.91 tonnes CO2] and has print
reduced its emissions.

S Has the brand (owner) accomplished a reduc- Yes See remark Climate Q4.
tion of this annual absolute climate footprint
'beyond own operations’ compared to the result
of the previous reporting year?

6 Has the brand (owner) set a target to make at Yes FRENN has reduced its annual green- https:/frennhel-
least its own operations fully climate neutral by house gas emissions to a minimum by sinki.com/pages/
2030, and is the brand on track to achieve this using renewable energy for all its own sustainability
target? operations. It has set a target to be cli-

mate neutral by 2030 at first by com-
pensation and in the long run by devel-
oping its core operations and processes
towards carbon neutrality.

Environment

1 Does the brand (company) use environmentally Yes FRENN lists all materials it uses. 36% of its https:/frennhel-
'preferred’ raw materials for more than 5% of its production volume is made of environ- sinki.com/pages/
volume? mentally preferred fibres: 32% of GOTS sustainability-infor-

certified cotton and 4% of recycled wool. mation
FRENN has set a goal to use only GOTS
certified cotton and to have at least 50%
of all materials of recycled origin by the
end of year 2021.
2 Does the brand (company) use environmentally Yes See remark Environment Ql.
'preferred’ raw materials for more than 10% of its
volume?
3 Does the brand (company) use environmentally Yes See remark Environment Ql.
'‘preferred’ raw materials for more than 25% of
its volume?
4 Does the brand (company) use environmentally ? See remark Environment Ql.
'‘preferred’ raw materials for more than 50% of
its volume?

23



https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/sustainability
https://frennhelsinki.com/pages/sustainability
https://frennhelsinki.com/pages/sustainability
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/waste-recycling-carbonfootprint
https://frennhelsinki.com/pages/sustainability
https://frennhelsinki.com/pages/sustainability
https://frennhelsinki.com/pages/sustainability
https://frennhelsinki.com/pages/sustainability-information
https://frennhelsinki.com/pages/sustainability-information
https://frennhelsinki.com/pages/sustainability-information
https://frennhelsinki.com/pages/sustainability-information

(0]

o

~

n

12

Does the brand (company) use environmentally
'preferred’ raw materials for more than 75% of
its volume?

Does the brand (company) use environmentally
'‘preferred’ raw materials for more than 90% of
its volume?

Isthere a policy for the brand (company) to elim-
inate all hazardous chemicals from the whole
lifecycle and all production procedures to make
the apparel?

Has the brand (company) eliminated at least
one suspect chemical group, such as Phthalates
or Per fluorinated chemicals from its entire gar-
ment production?

Has the brand (company) eliminated at least
three suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its entire
garment production?

Does the brand (owner) report what percentage
of its shipping packaging and carrier are renew-
able or made from recycled materials, and does
the brand implement best practices or concrete
policies which have reduced the environmental
impact of these packaging materials?

Does the brand (owner) publish its absolute
waste materials footprint and implement con-
crete policies to minimize waste, by reduc-
ing, re-using and recycling, thereby decreasing
its waste footprint compared to the previous
reporting year?

Does the brand encourage the return or re-use
of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code
of Conduct (CoC) which includes all the basic
standards to ensure workers’ rights such as no
child labour, no bonded labour, a safe workplace
and no excessive overwork? And is there at least
a progress report once every two years on imple-
mentation of this Code of Conduct?

Does the brand (owner) have a policy to make
sure there is a proper grievance mechanism in
place for factory workers and are at least 25% of
workers informed about their rights regarding
this mechanism (e.g. through training)?

Does the brand (owner) have a published list of
direct suppliers, that have collectively contrib-
uted to more than 90% of the purchase volume?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes
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See remark Environment QI.

See remark Environment Ql.

All products are made in EU-countries
Estonia, Latvia and Lithuania where high
environmental standards are enforced by
law.

See remark Environment Q7.

See remark Environment Q7.

FRENN reports that its consumer pack-
aging materials are 100% recyclable and
FSC certified paper bags or 100% recy-
cled and recyclable cardboard boxes and
reusable RePack shipping bags.

FRENN reports the annual waste by
type, weight and way of disposal and has
reduced its annual absolute waste foot-
print in 2019 [183kg] compared with 2018
[258kg].

FRENN offers all its customers a repair
service for free for the first year, and for
its Club members even after the first
year. It encourages customers to return
used garments to the store from where
they are sent for recycling.

FRENN publishes a supplier Code of Con-
duct regarding labour conditions but it
does not describe an appropriate imple-
mentation or analysing method for it.
There are no progress report available.
All FRENN's garment manufacturers are
located in low risk countries. However, all
material and trim manufacturers are not.

All  products are made in Esto-
nia, Latvia and Lithuania, which
are low risk countries where high
labor standards are enforced by law.

FRENN has published a complete list of
its Tier 1 and 2 suppliers including full
addresses.
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Isthis supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the spe-
cific products mentioned per factory?

Is the list of direct suppliers extended with sup-
pliers further down the supply chain, with a min-
imum of 40% more in number compared to the
direct suppliers?

Isthe brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and
labor unions have a decisive voice, or does the
brand purchase at least 50% from certified man-
ufacturers with improved labor conditions?

Does this initiative require clear minimum per-
formance levels for member brands (i.e. are
memberships terminated when brands do not
meet the minimum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for the
semi-finished products such as yarns, fabrics
and leather, including a reasonable overview of
number and region of workplaces covered by
the policy in relation to the total production vol-
ume?

Does the brand (owner) publicly commit to a liv-
ing wage benchmark with defined wages per
production region or factory?

Does the brand (owner) set a target to establish
the payment of living wages at its apparel man-
ufacturers, and is the brand on track to achieve
this target?

Has the brand (owner) realised payment of living
wages for at least 10% of its production volume?

Does the brand (owner) adhere to buying prac-
tices that enable living wages and good labour
conditions, such as long term relations with fac-
tories, and concentrating production at limited
number of factories?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Labour Q3.

FRENN has published a list of its mate-
rial and trim manufacturers which covers
99% of produced pieces.

All FRENN products are made in low risk
countries in Europe.

See remark Labour Q6.

All  products are made in Esto-
nia, Latvia and Lithuania, which
are low risk countries where high
labor standards are enforced by law.

See remark Labour Q8.

See remark Labour Q8.

See remark Labour Q8.

Not all of FRENN's Tier 2 and Tier 3 sup-
pliers are located in low risk countries.
FRENN does not publicly report clear
results of its implemented measures to
improve labor conditions at these man-
ufacturers.

FRENN has published a complete list of
the production countries and only pro-
duces in low risk countries.

See remark Labour Q13.

See remark Labour Q13.

FRENN communicates that 43% of the
purchase value is from suppliers where
the business relationship has lasted for
at least 5 years.
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Brand Owner
Head Office Location
Brand

Globe Hope Oy
Nummela
Globe Hope

GLOBE HOPE

Result: A (25-34): Osta pois 26 out of 34

Climate/ Carbon Emissions Answer

1 Has the brand (owner) disclosed the annual ?
absolute climate footprint of its 'own oper-
ations’, and has it accomplished an overall
absolute climate footprint reduction com-
pared to the result of the previous report-
ing year?

2 Is at least 50% of the electricity used by the Yes
brand (company) generated from renewa-
ble resources, such as wind or solar energy?

3 Is all the electricity used by the brand (com- Yes
pany) generated from renewable resources,
such as wind or solar energy?

4 Has the brand (owner) disclosed the annual ?
absolute climate footprint of its supply chain
that is 'beyond own operations'?

S Has the brand (owner) accomplished a ?
reduction of this annual absolute climate
footprint 'beyond own operations’ com-
pared to the result of the previous report-
ing year?

6 Has the brand (owner) set a target to make ?
at least its own operations fully climate neu-
tral by 2030, and is the brand on track to
achieve this target?

Environment

1 Does the brand (company) use environ- Yes
mentally 'preferred’ raw materials for more
than 5% of its volume?

2 Does the brand (company) use environ- Yes
mentally 'preferred’ raw materials for more
than 10% of its volume?

3 Does the brand (company) use environ- Yes
mentally 'preferred’ raw materials for more
than 25% of its volume?

4 Does the brand (company) use environ- Yes
mentally 'preferred’ raw materials for more
than 50% of its volume?

5 Does the brand (company) use environ- Yes
mentally 'preferred’ raw materials for more
than 75% of its volume?

Remark

Globe Hope published the first climate
footprint of its own operations for 2019; 15
tons of CO2.

Globe Hope uses renewable energy for
electricity in its own premises only. This
energy has an EKOEnergy label.

See remark Climate Q2.

Globe Hope has not published the climate

footprint of its supply chain for 2017-2019.

See remark Climate Q4.

Globe Hope has started the work to meas-
ure its carbon hand and footprints.

Globe Hope's clothes are made entirely
of recycled and surplus materials, such as
old army textiles, seat belts, leather, sails,
advertising materials and workwear.

See remark Environment QI.

See remark Environment Q.

See remark Environment Ql.

See remark Environment Ql.
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Hyperlink

https:/globehope.
kuvat.fi/kuvat/
VASTUULLISUUS
CODE+OF+CON-
DUCT/Kasvihuone-
kaasup%C3%A4%C3
WALt %C3I%B6t+Glo
bet+Hope+2019.pdf

https:/mwww.globe-

hope.com/index.

php?route=module/

kbm/article&kbm_
article_id=21

https:/mwww.globe-
hope.com/ymparis-
tovastuu

https://mwww.globe-
hope.com/tuotanto-
jamateriaalit
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Does the brand (company) use environ-
mentally 'preferred’ raw materials for more
than 90% of its volume?

Is there a policy for the brand (company) to
eliminate all hazardous chemicals from the
whole lifecycle and all production proce-
dures to make the apparel?

Has the brand (company) eliminated at least
one suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Has the brand (company) eliminated at
least three suspect chemical group, such
as Phthalates or Per fluorinated chemicals
from its entire garment production?

Does the brand (owner) report what per-
centage of its shipping packaging and car-
rier are renewable or made from recycled
materials, and does the brand implement
best practices or concrete policies which
have reduced the environmental impact of
these packaging materials?

Does the brand (owner) publish its abso-
lute waste materials footprint and imple-
ment concrete policies to minimize waste,
by reducing, re-using and recycling, thereby
decreasing its waste footprint compared to
the previous reporting year?

Does the brand encourage the return or
re-use of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier
Code of Conduct (CoC) which includes all
the basic standards to ensure workers'
rights such as no child labour, no bonded
labour, a safe workplace and no excessive
overwork? And is there at least a progress
report once every two years on implemen-
tation of this Code of Conduct?

Does the brand (owner) have a policy to
make sure there is a proper grievance
mechanism in place for factory workers and
are at least 25% of workers informed about
their rights regarding this mechanism (e.g.
through training)?

Does the brand (owner) have a published
list of direct suppliers, that have collectively
contributed to more than 90% of the pur-
chase volume?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Environment Q.

Globe Hope does not communicate any
information on an environmental policy
to eliminate all hazardous chemicals from
the whole lifecycle and all production pro-
cedures to make their procucts. However,
all its products are manufactured in Fin-
land and Estonia, which are low risk coun-
tries as high environmental standards are
enforced by law.

See remark Environment Q7.

See remark Environment Q7.

Globe Hope does not report the per-
centage of recycled or renewable mate-
rials used for its consumer packaging,
nor annual reductions or best practices
regarding its packaging materials.

Globe Hope implements several measures
to reduce its annual absolute waste foot-
print, such as using RePack-packages in
its online store. Concrete aggregate results
regarding its annual absolute waste foot-
print are not made public.

Globe Hope offers its customers a repair
service.

Globe Hope does not communicate any
information on a supplier Code of Conduct
(CoC) nor the progress report. However, all
production is in low risk countries (Finland
and Estonia).

Globe Hope does not report on a griev-
ance mechanism. However, all products
are made in Finland and Estonia, which are
low risk countries and high labor stand-
ards are enforced by law.

Globe Hope publishes a complete Tier 1
supplier list.
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https:/www.globe-

hope.com/index.

php?route=module/
kbm/article&kbm
article_id=19

https://mwww.globe-

hope.com/index.

php?route=module/
kbm/article&kbm
article_id=20

https:/mwww.globe-
hope.com/index.
php?route=informa-
tion/information&in-
formation_id=16

https://www.globe-
hope.com/index.
php?route=informa-
tion/information&in-
formation_id=44

https:/mwww.globe-
hope.com/index.
php?route=informa-
tion/information&in-
formation_id=44

https:/mwww.globe-

hope.com/lahit-

uotanto
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14

Is this supplier list specific? Are e.g. the
addresses of direct suppliers included, and/
or are the specific products mentioned per
factory?

Is the list of direct suppliers extended with
suppliers further down the supply chain,
with a minimum of 40% more in number
compared to the direct suppliers?

Is the brand (owner) a member of a collec-
tive initiative that aims to improve labor
conditions, in which civil society organi-
zations like NGOs and labor unions have a
decisive voice, or does the brand purchase
at least 50% from certified manufacturers
with improved labor conditions?

Does this initiative require clear minimum
performance levels for member brands (i.e.
are memberships terminated when brands
do not meet the minimum requirements)?

Is at least 25% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 50% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 75% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 95% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for
the semi-finished products such as yarns,
fabrics and leather, including a reasonable
overview of number and region of work-
places covered by the policy in relation to
the total production volume?

Does the brand (owner) publicly commit
to a living wage benchmark with defined
wages per production region or factory?

Does the brand (owner) set a target to
establish the payment of living wages at its
apparel manufacturers, and is the brand on
track to achieve this target?

Has the brand (owner) realised payment of
living wages for at least 10% of its produc-
tion volume?

Does the brand (owner) adhere to buying
practices that enable living wages and good
labour conditions, such as long term rela-
tions with factories, and concentrating pro-
duction at limited number of factories?

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

See remark Labour Q3.

Globe Hope publishes its Tier 3 supplier.

All products are made in Finland and Esto-
nia, which are low risk countries and high
labour standards are enforced by law.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

Most Globe Hope materials are recycled.
However, Globe Hope does not publicly
report clear results of imeasures imple-
mented to improve labor conditions of
its new materals eg. at its yarn and zipper
manufacturers.

Globe Hope has not published any com-
mitment to a living wage benchmark but
all apparel manufacturers are located in
low risk countries, Finland and Estonia,
where laws provide for a living wage.

See remark Labour Q13.

See remark Labour Q13.

Globe Hope reports that it has cooperated
for more than 10 years with 70% of its sup-
pliers.
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https:/mwww.globe-
hope.com/index.
php?route=informa-
tion/information&in-
formation_id=44
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tion/information&in-
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tion/information&in-
formation_id=44
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Brand Owner Gugguu Oy
Head Office Location | Oulu
Brand Gugguu

GuoGu

Result: B (19-24): Suunta on oikea 19 out of 34

Climate/ Carbon Emissions Answer

1 Has the brand (owner) disclosed the annual abso- ?
lute climate footprint of its 'own operations’, and has
it accomplished an overall absolute climate footprint
reduction compared to the result of the previous
reporting year?

2 Is at least 50% of the electricity used by the brand Yes
(company) generated from renewable resources,
such as wind or solar energy?

3 Is all the electricity used by the brand (company) ?
generated from renewable resources, such as wind
or solar energy

4 Has the brand (owner) disclosed the annual absolute ?
climate footprint of its supply chain that is 'beyond
own operations’?

5 Has the brand (owner) accomplished a reduction of ?
this annual absolute climate footprint 'beyond own
operations’ compared to the result of the previous
reporting year?

6 Has the brand (owner) set a target to make at least ?
its own operations fully climate neutral by 2030, and
is the brand on track to achieve this target?

Environment

1 Does the brand (company) use environmentally 'pre- Yes
ferred’ raw materials for more than 5% of its volume?

2 Does the brand (company) use environmentally 'pre- Yes
ferred’ raw materials for more than 10% of its volume?

g Does the brand (company) use environmentally 'pre- ?
ferred’ raw materials for more than 25% of its volume?
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Remark

Gugguu Oy has not published the cli-
mate footprint of its own operations
for 2018-2020.

Gugguu Oy reports that in 2019 it
used 85% renewable energy of its
own operations. This was produced
by geothermal heat and certified
hydro energy.

Gugguu Oy reports that in 2019, it
used 85 % renewable energy of its
own operations. This was produced by
geothermal heat and water energy.

Gugguu Oy has not published the
climate footprint of its supply chain
from 2018 to 2020.

See remark Climate Q4.

Gugguu Oy does not communicate
any information on its climate foot-
print towards a climate neutrality
goal for its own operations.

Gugguu Oy communicates that in
2019, 42% of Gugguu Qy's entire col-
lection was made in GOTS-certi-
fied garment factories.The overall
proportion of environmentally pre-
ferred raw materials is not commu-
nicated. A share higher than 10%
can be considered certain, however.

See remark Environment Ql.

See remark Environment Ql.

Hyperlink

(p.23) https://issuu.
com/gugguukids-
fashion/docs/vas-
tuullisuusraportti
gugguu?2019

(p. 8-9)
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
quu2019

https://

(p. 8-9) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-

gquu2019

https://en.gugguu.
com

(p. 22-23) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
quu2019

(p.12,16-17)
https://issuu.com
gugguukidsfash-
ion/docs/vas-
tuullisuusraportti
gugguu?2019
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Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 50% of its vol-
ume?

Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 75% of its volume?

Does the brand (company) use environmentally 'pre-
ferred’ raw materials for more than 90% of its vol-
ume?

Is there a policy for the brand (company) to eliminate
all hazardous chemicals from the whole lifecycle and
all production procedures to make the apparel?

Has the brand (company) eliminated at least one
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Has the brand (company) eliminated at least three
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Does the brand (owner) report what percentage of
its shipping packaging and carrier are renewable or
made from recycled materials, and does the brand
implement best practices or concrete policies which
have reduced the environmental impact of these
packaging materials?

Does the brand (owner) publish its absolute waste
materials footprint and implement concrete policies
to minimize waste, by reducing, re-using and recy-
cling, thereby decreasing its waste footprint com-
pared to the previous reporting year?

Does the brand encourage the return or re-use of
garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code of Con-
duct (CoC) which includes all the basic standards
to ensure workers' rights such as no child labour,
no bonded labour, a safe workplace and no exces-
sive overwork? And is there at least a progress report
once every two years on implementation of this Code
of Conduct?

Yes

Yes

Yes

Yes

Yes
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See remark Environment Ql.

See remark Environment Ql.

See remark Environment Q.

42 % of Gugguu Oy's clothing is
GOTS-certified. 9% of Gugguu Oy's
entire collection is Bluesign certified.
In addition, 99 % of the products are
made in EU countries with high envi-
ronmental standards.

Gugguu Oy communicates that Per-
fluorinated chemicals, Phthalates
and PTFE chemicals are not used in
the production of all its garments.

See remark Environment Ql.

Gugguu Oy reports that in 2019, 58%
of its products were packed in bio-
degradable plastic bags, 26% in bags
made of recycled bags and 16% in
paper bags. In 2020 Gugguu is replac-
ing paper bags used in delivieries
with recycled paper bags.

Gugguu Oy implements several
measures to reduce its annual abso-
lute waste footprint, such as reus-
ing clipping [leikkuujate] for the 2019
Halloween collection and donating
clippings to the schools and kinder-
gartens. Concrete aggregate results
regarding its annual absolute waste
footprint are not made public.

Gugguu Oy actively encourages con-
sumers to recycle clothes through
a cooperation with the secon-hand
online store Emmy Secondhand. The
cooperation started in 2019.

Gugguu Oy published their first CSR
report in 2020, covering year 2019. The
report does not describe corrective
actions or results regarding labour
conditions at suppliers.

(p.12) https://issuu.
com/gugguukids-
fashion/docs/vas-
tuullisuusraportti
gugguu2019

(P.19) https://issuu.

com/gugguukids-
fashion/docs/vas-
tuullisuusraportti
gugguu?2019

(p.19) https://issuu.

com/gugguukids-
fashion/docs/vas-
tuullisuusraportti_
gugguu2019

(p. 18-19) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
quu2019

(p.19) https://issuu.

com/gugguukids-
fashion/docs/vas-
tuullisuusraportti_
gugguu2019

(p. 22-28) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
quu2019
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Does the brand (owner) have a policy to make sure
there is a proper grievance mechanism in place
for factory workers and are at least 25% of workers
informed about their rights regarding this mecha-
nism (e.g. through training)?

Does the brand (owner) have a published list of direct
suppliers, that have collectively contributed to more
than 90% of the purchase volume?

Is this supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the specific
products mentioned per factory?

Is the list of direct suppliers extended with suppli-
ers further down the supply chain, with a minimum
of 40% more in number compared to the direct sup-
pliers?

Is the brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and labor
unions have a decisive voice, or does the brand pur-
chase at least 50% from certified manufacturers with
improved labor conditions?

Does this initiative require clear minimum perfor-
mance levels for member brands (i.e. are member-
ships terminated when brands do not meet the min-
imum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Does the brand (owner) annually report on the results
of its labor conditions policy for the semi-finished
products such as yarns, fabrics and leather, includ-
ing a reasonable overview of number and region of
workplaces covered by the policy in relation to the
total production volume?

Yes

Yes

Yes

Yes

Yes

Yes

Yes
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99% of products are made in Finland,
Estonia and Portugal, which are low
risk countries and high labor stand-
ards are enforced by law.

Gugguu Oy has published an over-
view of sourcing countries, but does
not provide a significant list of direct
suppliers. Sourcing countries are all
in Europe: 68% in Estonia (low risk),
28% in Finland (low risk), 3% in Latvia
(low risk) and 1% in Poland (medium
risk). Material suppliers are in Nether-
lands 32% (low risk), Estonia 32% (low
risk), Italy 12% (medium risk, SA8000
standard), Finland 11% (low risk), Ger-
many 9% (low risk), Switzerland 1%
(low risk) and other countries 3%.

See remark Labour Q3.

See remark Labour Q3.

More than 50 % of Gugguu prod-
ucts are made in low risk countries in
Europe.

See remark Labour Q6.

Gugguu Oy reports its sourcing coun-
tries are only in Europe: 68% in Esto-
nia (low risk), 28% in Finland (low
risk), 3% in Latvia (low risk) and 1% in
Poland (medium risk). Based on this
break-down, 99% of Gugguu Oy's pro-
duction is in low risk countries.

See remark Labour Q8.

See remark Labour Q8.

See remark Labour Q8.

Gugguu reports that at least 85%
of its material production is in low
risk countries, but does not pub-
licly report clear results of measures
implemented to improve labor condi-
tions at its fabric manufacturers.

(p. 22-28) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
guu2019

(p. 12-13) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
quu2019

(p. 12-13) https:/
issuu.com/
gugguukids-
fashion/docs/
vastuullisuus-
raportti_gug-
quu2019

(P13)
https://issuu.com
gugguukidsfash-
ion/docs/vas-
tuullisuusraportti
gugguu2019

(p.12) https://issuu.
com/gugguukids-
fashion/docs/vas-
tuullisuusraportti_
gugguu2019
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13 Does the brand (owner) publicly commit to a living Yes 99% of Gugguu Oy's garment produc- (p.12) https://issuu.
wage benchmark with defined wages per produc- tion and at least 85% of its material com/gugguukids-
tion region or factory? production is in low risk countries in fashion/docs/vas-

the EU, where laws provide for a living tuullisuusraportti
wage. We recommend starting a due gugguu2019
diligence especially with medium

risk country Poland where the brand

started a collaboration in 2019.

14 Does the brand (owner) set a target to establish the Yes See remark Labour Q13.
payment of living wages at its apparel manufactur-
ers, and is the brand on track to achieve this target?

15 Has the brand (owner) realised payment of living Yes Gugguu reports that at least 85% of (p.12) https://issuu.
wages for at least 10% of its production volume? its production of materials is in low com/gugguukids-

risk countries. fashion/docs/vas-
tuullisuusraportti
gugguu2019

16 Does the brand (owner) adhere to buying practices Yes 96% of Gugguu Oy's business rela- https:/mwww.gug-
that enable living wages and good labour conditions, tionships have started in 2015 or ear- guu.com/pages/

such as long term relations with factories, and con-
centrating production at limited number of facto-
ries?
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lier.
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Brand Owner Halti Oy
Head Office Location Soderkulla HA L I I
Brand Halti

Result: C (12-18): Kohtuullinen, viela on petrattavaa 14 out of 34

Climate/ Carbon Emissions

Has the brand (owner) disclosed the annual
absolute climate footprint of its 'own oper-
ations’, and has it accomplished an overall
absolute climate footprint reduction com-
pared to the result of the previous reporting
year?

Is at least 50% of the electricity used by the
brand (company) generated from renewa-
ble resources, such as wind or solar energy?

Is all the electricity used by the brand (com-
pany) generated from renewable resources,
such as wind or solar energy

Has the brand (owner) disclosed the annual
absolute climate footprint of its supply chain
that is 'beyond own operations'?

Has the brand (owner) accomplished a
reduction of this annual absolute climate
footprint 'beyond own operations’ compared
to the result of the previous reporting year?

Has the brand (owner) set a target to make at
least its own operations fully climate neutral
by 2030, and is the brand on track to achieve
this target?

Environment

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
5% of its volume?

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
10% of its volume?

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
25% of its volume?

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
50% of its volume?

Answer

Yes

Yes

Yes

Yes

Yes

Remark

Halti published the climate footprint of own
its operations for 2018- 2019. However, Halti
reports their emissions grew from 2018
[712572kg CO2] to 2019 [813172kg] due to
growth in business.

Halti reports its HQ uses 100% renewable
hydroenergy and in addition solar pan-
els are producing 33% of energy used. It is
unclear if the hydroenergy is certified and
meets high environmental standards.

See remark Climate Q2.

Halti Oy has started to calculate the cli-
mate footprint of its supply chain; calculat-
ing logistics and travel, but excluding man-
ufacturing.

See remark Climate Q4.

Halti takes several measures to become
carbon neutral by 2022, such as using
100% renewable energy for its own opera-
tions (hydro and solar) and provides a clear
roadmap and timetable for reaching the
goal.

Halti uses environmentally preferred fibres,
such as organic cotton, recycled nylon and
recycled polyester. And reports that 51,2 % of
its coming winter and summer collections
are made from more sustainabale materi-
als such as recycled polyester and organic
cotton.

See remark Environment Ql.

See remark Environment QI.

See remark Environment Ql.
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Hyperlink

https:/www.haltifi/
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pages/our-responsi-
bilities

https://halti.com/
pages/our-responsi-
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Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
75% of its volume?

Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
90% of its volume?

Is there a policy for the brand (company) to
eliminate all hazardous chemicals from the
whole lifecycle and all production proce-
dures to make the apparel?

Has the brand (company) eliminated at least
one suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Has the brand (company) eliminated at
least three suspect chemical group, such as
Phthalates or Per fluorinated chemicals from
its entire garment production?

Does the brand (owner) report what percent-
age of its shipping packaging and carrier are
renewable or made from recycled mate-
rials, and does the brand implement best
practices or concrete policies which have
reduced the environmental impact of these
packaging materials?

Does the brand (owner) publish its abso-
lute waste materials footprint and imple-
ment concrete policies to minimize waste,
by reducing, re-using and recycling, thereby
decreasing its waste footprint compared to
the previous reporting year?

Does the brand encourage the return or
re-use of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code
of Conduct (CoC) which includes all the basic
standards to ensure workers' rights such as
no child labour, no bonded labour, a safe
workplace and no excessive overwork? And
is there at least a progress report once every
two years on implementation of this Code of
Conduct?

Does the brand (owner) have a policy to
make sure there is a proper grievance mech-
anism in place for factory workers and are
at least 25% of workers informed about
their rights regarding this mechanism (e.g.
through training)?

Yes

Yes

Yes

Yes

Yes

See remark Environment QI.

See remark Environment Ql.

Halti Oy is a bluesign system partner and
is increasing the use of bluesign®-certified
materials from 29% [winter 2019/2020] to
50% [winter 2020/2021] in the Halti outdoor
collection.

Halti Oy mentions that it aims to find PFC-
free solutions for its products and, since
the autumn and winter of 2019, most of the
clothing with a durable water repellency
(DWR) treatment are PFC-free. Starting
from the summer of 2020, all DWR-treated
clothes will be fully PFC-free. All shoes are
fully PFC-free.

See remark Environment Q7 and Q8.

Halti Oy reports using 95% of recycled
materials and that it has changed polybags
to recycled plastic.

Halti reports the annual waste by type,
weight and way of disposal and has reduced
its annual absolute waste footprint in 2019
compared with 2018.

Halti actively encourages consumers to
take care of and mend products as well
as to recycle unusable products. Halti
also offers its customers a repair service.
The company is also investigating the
opportunity to open a second-hand shop
for used, high-quality Halti clothes still in
good condition.

Halti Oy is a member of amfori BSCI but has
not published any progress report.

Halti Oy does not report on a grievance
mechanism.
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Does the brand (owner) have a published list
of direct suppliers, that have collectively con-
tributed to more than 90% of the purchase
volume?

Is this supplier list specific? Are e.g. the
addresses of direct suppliers included, and/
or are the specific products mentioned per
factory?

Is the list of direct suppliers extended with
suppliers further down the supply chain,
with a minimum of 40% more in number
compared to the direct suppliers?

Isthe brand (owner) a member of a collective
initiative that aims to improve labor condi-
tions, in which civil society organizations like
NGOs and labor unions have a decisive voice,
or does the brand purchase at least 50%
from certified manufacturers with improved
labor conditions?

Does this initiative require clear minimum
performance levels for member brands (i.e.
are memberships terminated when brands
do not meet the minimum requirements)?

Is at least 25% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 50% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 75% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 95% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for
the semi-finished products such as yarns,
fabrics and leather, including a reasona-
ble overview of number and region of work-
places covered by the policy in relation to the
total production volume?

Does the brand (owner) publicly commmit to a
living wage benchmark with defined wages
per production region or factory?

Does the brand (owner) set a target to
establish the payment of living wages at its
apparel manufacturers, and is the brand on
track to achieve this target?

Has the brand (owner) realised payment of
living wages for at least 10% of its production
volume?

Yes

Yes

Yes

Halti has published a list of all suppliers (Tier
1,2 and 3) effective 2019, including products
that were made in each factory and the year
the cooperation with each factory started.

See remark Labour Q3.

See remark Labour Q3.

Halti Oy is a member of amfori BSCI. It, how-
ever is not a Multi Stakeholder Initiative
where independent civil society organiza-
tions incl. labor unions would have a deci-
sive voice in.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

See remark Labour Q6.

Halti Oy does not publicly report clear
results of measures implemented to
improve labor conditions at its fabric man-
ufacturers.

Halti Oy has not published any commit-
ment to a living wage benchmark.

Halti Oy does not provide concrete infor-
mation about measures implemented to
establish the payment of living wages at its
apparel manufacturers.

Halti Oy does not provide concrete infor-
mation about measures implemented to
establish the payment of living wages at its
apparel manufacturers.
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Does the brand (owner) adhere to buying
practices that enable living wages and good
labour conditions, such as long term rela-
tions with factories, and concentrating pro-
duction at limited number of factories?

Yes

Halti states that it has established
long-standing and stable relationships of
more than 40 years with partner factories
and has added the information on the start
date of business relations in its factory list.
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Brand Owner S-ryhma
Head Office Location | Helsinki
Brand House HOUSE
Result: D (6-11): Ensiaskeleet otettu, pitaa tehda enemman 8 out of 34
Climate/ Carbon Emissions Answer Remark Hyperlink
Has the brand (owner) disclosed the annual Yes S Group publishes the climate foot- p. 42-43
absolute climate footprint of its 'own oper- print of its own operations for 2018 https://assets.ctfassets.
ations’, and has it accomplished an overall and 2019, and has reduced its abso- net/8122zj5k3sy9/7Ige-
absolute climate footprint reduction com- lute climate footprint from 295 600 Jzhm2SgnYUWOGzB-
pared to the result of the previous report- tons of CO2e to 150 000 tons of OKN/3f931e5bf85730d38c0f-
ing year? CO2e. cdc97c6bl4c5/S-ryhma__n_
vuosi_ja_vastuullisuus_2019
Fl.odf#fpage=46
Is at least 50% of the electricity used by the Yes For 2019, S Group reports to have p. 40
brand (company) generated from renewa- used 60 % wind energy of total elec- https://assets.ctfassets.
ble resources, such as wind or solar energy? tricity consumption. The remaining net/8122zj5k3sy9/7lge-
40 % has a certificate of origin but it Jzhm2SgnYUWOGZzB-
is unclear if it comes from sources OKN/3f931e5bf85730d38c0f-
recognized renewable by Rank a cdc97c6bl4c5/S-ryhma__n_
Brand. vuosi_ja_vastuullisuus_2019,
Fl.odf#fpage=46
Is all the electricity used by the brand (com- ? See remark Climate Q2.
pany) generated from renewable resources,
such as wind or solar energy
Has the brand (owner) disclosed the annual Yes S Group publishes the climate foot- p. 39 https://assets.ctfas-
absolute climate footprint of its supply print of its supply chain for 2019, sets.net/8122zj5k3sy9/7Ige-
chain that is 'beyond own operations'? reporting an emissions figure of 8 Jzhm2SgnYUWOGzB-
386 000 tons of CO2. OKN/3f931e5bf85730d38c0f-
cdc97c6bl4c5/S-ryhma_ n
vuosi_ja_vastuullisuus_2019
Fl.odf#tpage=46
Has the brand (owner) accomplished a Yes Scope 3 emission reduced from p. 42-43 https://assets.ctfas-
reduction of this annual absolute climate 2018 (8 876 100) to 2019 (8 386 000) sets.net/81227j5k3sy9/7Ige-
footprint 'beyond own operations’ com- 6 %. Jzhm2SgnYUWOGZzB-
pared to the result of the previous report- OKN/3f931e5bf85730d38c0f-
ing year? cdc97c6bl4c5/S-ryhma_ n
vuosi_ja vastuullisuus 2019
Fl.odf#fpage=46
Has the brand (owner) set a target to make Yes S Group has set target to climate p. 39-43 https://assets.ctfas-
at least its own operations fully climate neu- neutral in own operations by 2025 sets.net/81227j5k3sy9/7Ige-
tral by 2030, and is the brand on track to and has reduced own emissions by Jzhm2SgnYUWOGzB-
achieve this target? 39 % from previous reporting year. OKN/3f931e5bf85730d38c0f-
S Group provides a timetable and cdc97c6bl4c5/S-ryhma_ n
is on schedule to reach this target. vuosi_ja_vastuullisuus_2019,
Fl.odf#tpage=46
Environment
Does the brand (company) use environ- Yes S Group communicates their pol- https://s-ryhmafi/vas-
mentally 'preferred’ raw materials for more icy to source all cotton fromm more tuullisuus/eettinen-toi-
than 5% of its volume? responsible sources by 2025 and mintatapa/tekstiilituotteet
reports that a fith of its collection is https://s-ryhma.fi/uuti-
organic cotton but does not report nen/s-ryhma-kehit-
specific results on the use of envi- taa-maaratietoisesti-tek-
ronmentally preferred raw mate- stiilien-vast/4rrdrynV1Ug-
rials. However it is likely that more bT1g8LI04NX
than 5 % of the materials is environ-
mentally preferred.
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Does the brand (company) use environ-
mentally 'preferred’ raw materials for more
than 10% of its volume?

Does the brand (company) use environ-
mentally 'preferred’ raw materials for more
than 25% of its volume?

Does the brand (company) use environ-
mentally 'preferred’ raw materials for more
than 50% of its volume?

Does the brand (company) use environ-
mentally 'preferred’ raw materials for more
than 75% of its volume?

Does the brand (company) use environ-
mentally 'preferred’ raw materials for more
than 90% of its volume?

Is there a policy for the brand (company) to
eliminate all hazardous chemicals from the
whole lifecycle and all production proce-
dures to make the apparel?

Has the brand (company) eliminated at
least one suspect chemical group, such as
Phthalates or Per fluorinated chemicals
from its entire garment production?

Has the brand (company) eliminated at
least three suspect chemical group, such
as Phthalates or Per fluorinated chemicals
from its entire garment production?

Does the brand (owner) report what per-
centage of its shipping packaging and car-
rier are renewable or made from recycled
materials, and does the brand implement
best practices or concrete policies which
have reduced the environmental impact of
these packaging materials?

Does the brand (owner) publish its abso-
lute waste materials footprint and imple-
ment concrete policies to minimize waste,
by reducing, re-using and recycling, thereby
decreasing its waste footprint compared to
the previous reporting year?

Does the brand encourage the return or
re-use of garments?

Yes

See remark Environment Q1.

See remark Environment Ql.

See remark Environment Ql.

See remark Environment Ql.

See remark Environment QI.

S Group does not report on their
policy about hazardous chemicals.

See remark Environment Q7.

See remark Environment Q7.

S Group does not report the per-
centage of renewable/recycled
shipping packaging but 98 % their
own brand packaging is renew-
able. Use of reusable IFCO heavy
boxes has increased by 22 per-
cent in 2019, compared to the pre-
vious year. Share of recycled mate-
rial used in (plastic?) bags was 63%
in 2019. S Group also reports on
several measures to reduce the
amount of plastic.

S Group reports the annual waste
by type, weight and way of dis-
posal, but has increased its annual
absolute waste footprint from 107
900 tons in 2018 to 111 600 in 2019.

For used textiles S Group expanded
the use of Emmy clothing collec-
tion boxes in Sokos department
stores. In addition, 280 Rinki eco-
points include textile collection.
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https://assets.ctfassets.
net/8122zj5k3sy9/7Ige-
Jzhm2SgnYUWOGzB-
OKN/3f931e5bf85730d38c0f-
cdc97c6bl4c5/S-ryhma__n
vuosi_ja_vastuullisuus_2019
Fl.odf#tpage=46

p. 49-50 https://assets.ctfas-
sets.net/81227j5k3sy9/7Ige-
Jzhm2SgnYUWOGzB-
OKN/3f931e5bf85730d38c0f-
cdc97c6bl4c5/S-ryhma__n
Vuosi_ja_vastuullisuus_2019_
Fl.odf#tpage=46

https://s-ryhmafi/uutinen/
reilusti-yli-100-tonnia-va-
hemman-muovia-vuodes-
sa-s/2re7y5dPdoTuSXaWsS-
drOM

p. 46-47 https://assets.ctfas-
sets.net/8122zj5k3sy9/7Ige-
Jzhm2SgnYUWOGzB-
OKN/3f931e5bf85730d38c0f-
cdc97c6bl4c5/S-ryhma_ n
vuosi_ja_vastuullisuus_2019
Fl.odf#tpage=46

p. 46 https://assets.ctfas-
sets.net/81227j5k3sy9/7Ige-

Jzhm2SgnYUWOGzB-
OKN/3f931e5bf85730d38c0f-
cdc97c6bl4c5/S-ryhma_ n
vuosi_ja_vastuullisuus_2019
Fl.odf#tpage=46
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Labour conditions / Human rights

Does the brand (owner) have a supplier
Code of Conduct (CoC) which includes all
the basic standards to ensure workers’
rights such as no child labour, no bonded
labour, a safe workplace and no excessive
overwork? And is there at least a progress
report once every two years on implemen-
tation of this Code of Conduct?

Does the brand (owner) have a policy to
make sure there is a proper grievance
mechanism in place for factory workers and
are at least 25% of workers informed about
their rights regarding this mechanism (e.g.
through training)?

Does the brand (owner) have a published
list of direct suppliers, that have collectively
contributed to more than 90% of the pur-
chase volume?

Is this supplier list specific? Are e.g. the
addresses of direct suppliers included, and/
or are the specific products mentioned per
factory?

Is the list of direct suppliers extended with
suppliers further down the supply chain,
with a minimum of 40% more in number
compared to the direct suppliers?

Is the brand (owner) a member of a collec-
tive initiative that aims to improve labor
conditions, in which civil society organi-
zations like NGOs and labor unions have a
decisive voice, or does the brand purchase
at least 50% from certified manufacturers
with improved labor conditions?

Does this initiative require clear minimum
performance levels for member brands (i.e.
are memberships terminated when brands
do not meet the minimum requirements)?

Is at least 25% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 50% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Is at least 75% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

Yes

S Group has a code of conduct and
it has published a CSR report, but
regarding labour conditions at S
Group clothes suppliers, it does
not describe corrective actions and
results.

S Group is a member of amfori BSCI
which requires a complaints mech-
anism to be active within factories
but does not report on a grievance
mechanism.

S Group has published a list of
Tier 1 suppliers that are likely to
cover 90% of its total production. S
Group reports it has included fac-
tory information on each piece of
garment, however the list does not
comply with recommended Trans-
parency Pledge.

See remark Labour Q2.

See remark Labour Q2.

S Group is a is a member of amfori
BSCI. However, this is not a Multi
Stakeholder initiative where inde-
pendent civil society organizations
incl. labor unions would have a
decisive voice in and therefore not
eligible for this question.

See remark Labour Q6.

The company is a member of
amfori BSCI but independent civil
society organizations do not have a
decisive voice in BSCI. S Group pub-
lishes overall results on BSCI audits.

See remark Labour Q8.

See remark Labour Q8.
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n

Is at least 95% of the total production vol-
ume at direct suppliers verified under mon-
itoring?

See remark Labour Q8.

12 Does the brand (owner) annually report on S Group does not publicly report https://assets.ctfassets.
the results of its labor conditions policy for clear results of the implemented net/8122zj5k3sy9/7lge-
the semi-finished products such as yarns, measures to improve labor condi- Jzhm2SgnYUWOGZzB-
fabrics and leather, including a reasonable tions at its fabric manufacturers OKN/3f931e5bf85730d38c0f-
overview of number and region of work- cdc97c6bl4c5/S-ryhma__n_
places covered by the policy in relation to vuosi_ja_vastuullisuus_2019,
the total production volume? Fl.pdf#fpage=46
13 Does the brand (owner) publicly commit S Group has not published any p. 46 https://assets.
to a living wage benchmark with defined commitment to a living wage ctfassets.net/81227j5k-
wages per production region or factory? benchmark. 3sy9/7lgedzhm2SgnYUW-
0GzBOKN/3f931e5bf85730d-
38c0fcdc97c6bl4c5/S-ry-
hma n vuosi ja vas-
tuullisuus_2019_Fl.pdf#
https:/s-ryhma fi/vas-
tuullisuus/eettinen-toimint-
atapa/tekstiilituotteet
14 Does the brand (owner) set a target to See remark Labour Q13.
establish the payment of living wages at its
apparel manufacturers, and is the brand on
track to achieve this target?
1S Has the brand (owner) realised payment of S Group does not report on its pay- https://assets.ctfassets.
living wages for at least 10% of its produc- ment of living wages. net/8122zj5k3sy9/7lge-
tion volume? Jzhm2SgnYUWOGzB-
OKN/3f931e5bf85730d38c0f-
cdc97c6bl4c5/S-ryhma_ n
vuosi_ja_vastuullisuus_2019,
El.odff#fpage=46
16 Does the brand (owner) adhere to buying S Group does not report on the p. 54

practices that enable living wages and good
labour conditions, such as long term rela-
tions with factories, and concentrating pro-
duction at limited number of factories?

duration of business relationships
with suppliers, or on a strategy to
concentrate production at a lim-
ited number of suppliers.
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Brand Owner
Head Office Location
Brand

Markkinointi P. Suhonen Oy
Helsinki
Ivana Helsinki

IvanaHelsinki

PaolaSuhonen

Result: D (6-11): Ensiaskeleet otettu, pitaa tehda enemman 7 out of 34

Climate/ Carbon Emissions Answer Remark Hyperlink

Has the brand (owner) disclosed the annual abso- ? Ivana Helsinki does not publish the cli- http:/ mww.

lute climate footprint of its ‘'own operations’,and has mate footprint of its own operations. ivanahelsinki.

it accomplished an overall absolute climate foot- com/about-iva-

print reduction compared to the result of the previ- na-helsinki

ous reporting year?

Is at least 50% of the electricity used by the brand ? Ivana Helsinki does not communicate http:/mwww.

(company) generated from renewable resources, its renewable energy policy. ivanahelsinki.

such as wind or solar energy? com/about-iva-
na-helsinki

Is all the electricity used by the brand (company) ? Ivana Helsinki does not communicate http:/mwww.

generated from renewable resources, such as wind its renewable energy policy. ivanahelsinki.

or solar energy com/about-iva-
na-helsinki

Has the brand (owner) disclosed the annual abso- ? Ivana Helsinki has not published the http:/mwww.

lute climate footprint of its supply chain that is annual climate footprint of its supply ivanahelsinki.

'beyond own operations'? chain. com/about-iva-
na-helsinki

Has the brand (owner) accomplished a reduction of ? See remark Climate Q4.

this annual absolute climate footprint 'beyond own

operations’ compared to the result of the previous

reporting year?

Has the brand (owner) set a target to make at least ? No information is given at all or no cli- http:/www.

its own operations fully climate neutral by 2030, and mate neutralty target is mentioned. ivanahelsinki.

is the brand on track to achieve this target? com/about-iva-
na-helsinki

Environment

Does the brand (company) use environmentally Yes Ivana Helsinki communicates they aim https://shop.iva-

'preferred’ raw materials for more than 5% of its vol- to use environmentally preferred mate- nahelsinki.com/

ume? rials. 36% of their SS20 collection was pages/sustaina-

organic cotton. bility

Does the brand (company) use environmentally Yes See remark Environment QI.

'‘preferred’ raw materials for more than 10% of its

volume?

Does the brand (company) use environmentally Yes See remark Environment Ql.

'preferred’ raw materials for more than 25% of its

volume?

Does the brand (company) use environmentally ? See remark Environment Ql.

'preferred’ raw materials for more than 50% of its

volume?

Does the brand (company) use environmentally ? See remark Environment Ql.

'preferred’ raw materials for more than 75% of its

volume?

Does the brand (company) use environmentally ? See remark Environment Ql.

'preferred’ raw materials for more than 90% of its

volume?
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Is there a policy for the brand (company) to elimi-
nate all hazardous chemicals from the whole life-
cycle and all production procedures to make the
apparel?

Has the brand (company) eliminated at least one
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Has the brand (company) eliminated at least three
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Does the brand (owner) report what percentage of
its shipping packaging and carrier are renewable or
made from recycled materials, and does the brand
implement best practices or concrete policies which
have reduced the environmental impact of these
packaging materials?

Does the brand (owner) publish its absolute waste
materials footprint and implement concrete policies
to minimize waste, by reducing, re-using and recy-
cling, thereby decreasing its waste footprint com-
pared to the previous reporting year?

Does the brand encourage the return or re-use of
garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code of
Conduct (CoC) which includes all the basic stand-
ards to ensure workers' rights such as no child
labour, no bonded labour, a safe workplace and no
excessive overwork? And is there at least a progress
report once every two years on implementation of
this Code of Conduct?

Does the brand (owner) have a policy to make sure
there is a proper grievance mechanism in place
for factory workers and are at least 25% of workers
informed about their rights regarding this mecha-
nism (e.g. through training)?

Does the brand (owner) have a published list of
direct suppliers, that have collectively contributed
to more than 90% of the purchase volume?

Is this supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the specific
products mentioned per factory?

Is the list of direct suppliers extended with suppliers
further down the supply chain, with a minimum of
40% more in number compared to the direct sup-
pliers?

Yes

Yes

Yes

Ivana Helsinki does not provide infor-
mation on its policies to eliminate haz-
ardous chemicals.

See remark Environment Q7.

See remark Environment Q7.

Ivana Helsinki does not report the per-
centage of recycled or renewable mate-
rials used for its consumer packaging,
nor any annual reductions or best prac-
tices regarding its packaging materials.

Ivana Helsinki does not communicate
any information regarding its waste
generation.

Ivana Helsinki maintains a second hand
group on Facebook.

Ivana Helsinki has not published a sup-
plier Code of Conduct (CoC).

Ivana Helsinki does not report on a
grievance mechanism.

Ivana Helsinki reports 95% of its produc-
tion comes from one long-term partner
factory and has published details of it.

See the remark Labour Q3

See the remark Labour Q3

https://shop.iva-
nahelsinki.com/
pages/sustaina-
bility

https://shop.iva-
nahelsinki.com/
pages/sustaina-
bility

https://shop.iva-
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pages/sustaina-
bility

https://shop.iva-
nahelsinki.com/
pages/sustaina-
bility

https://shop.iva-
nahelsinki.com/
pages/sustaina-
bility

https:/shop.iva-
nahelsinki.com/
pages/sustaina-
bility
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Is the brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and labor
unions have a decisive voice, or does the brand pur-
chase at least 50% from certified manufacturers
with improved labor conditions?

Does this initiative require clear minimum perfor-
mance levels for member brands (i.e. are member-
ships terminated when brands do not meet the
minimum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Does the brand (owner) annually report on the
results of its labor conditions policy for the semi-fin-
ished products such as yarns, fabrics and leather,
including a reasonable overview of number and
region of workplaces covered by the policy in rela-
tion to the total production volume?

Does the brand (owner) publicly commmit to a living
wage benchmark with defined wages per produc-
tion region or factory?

Does the brand (owner) set a target to establish the
payment of living wages at its apparel manufactur-
ers, and is the brand on track to achieve this target?

Has the brand (owner) realised payment of living
wages for at least 10% of its production volume?

Does the brand (owner) adhere to buying practices
that enable living wages and good labour condi-
tions, such as long term relations with factories, and
concentrating production at limited number of fac-
tories?

Yes

43

Ivana Helsinki does not communicate
any information about being part of a
collective initiative or purchasing from
an accredited supplier.

See the remark Labour Q6.

See the remark Labour Q6.

See the remark Labour Q6.

See the remark Labour Q6.

See the remark Labour Q6.

Ivana Helsinki does not publicly report
results of measures implemented to
improve labor conditions at its fabric
manufacturers.

Ivana Helsinki has not published any
commitment to a living wage bench-
mark.

Ivana Helsinki doesn not provide infor-
mation about measures implemented
to establish the payment of living wage.

See remark Labour Q13.

Ivana Helsinki reports 95% of its pro-
duction comes from one long-term
partner factory.

https://shop.iva-
nahelsinki.com/
pages/sustaina-
bility

https://shop.iva-
nahelsinki.com/
pages/sustaina-
bility

https://shop.iva-
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Brand Owner
Head Office Location
Brand

Helsinki
Lindex

Stockmann Qyj Abp

LINDEX

Climate/ Carbon Emissions

Has the brand (owner) disclosed the annual
absolute climate footprint of its 'own operations/,
and has it accomplished an overall absolute cli-
mate footprint reduction compared to the result
of the previous reporting year?

Is at least 50% of the electricity used by the brand
(company) generated from renewable resources,
such as wind or solar energy?

Is all the electricity used by the brand (company)
generated from renewable resources, such as
wind or solar energy

Has the brand (owner) disclosed the annual
absolute climate footprint of its supply chain that
is 'lbeyond own operations’?

Has the brand (owner) accomplished a reduction
of this annual absolute climate footprint 'beyond
own operations’ compared to the result of the
previous reporting year?

Has the brand (owner) set a target to make at
least its own operations fully climate neutral by
2030, and is the brand on track to achieve this
target?

Environment

Does the brand (company) use environmentally
'preferred’ raw materials for more than 5% of its
volume?

Does the brand (company) use environmentally
'preferred’ raw materials for more than 10% of its
volume?

Does the brand (company) use environmentally
'preferred’ raw materials for more than 25% of its
volume?

Does the brand (company) use environmentally
'preferred’ raw materials for more than 50% of its
volume?

Does the brand (company) use environmentally
'preferred’ raw materials for more than 75% of its
volume?

Answer

Yes

Yes

Yes

Yes

Yes
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Result: D (6-11): Ensiaskeleet otettu, pitaa tehda enemman 9 out of 34

Remark

Lindex reports that greenhouse gas
emissions decreased from 2017 to
2019 by 22 %.

Lindex reports that it is shifting to
renewable energy sources but does
not provide concrete results.

See remark Climate Q2.

Lindex does not specify climate foot-
print beyond own operations. It does
publish Scope 1and 2 emissions.

See remark Climate Q4.

Lindex has set a goal of climate neu-
trality in own operation by 2023 and
has reduced its emissions from 2017
by 22%. The company does not, how-
ever, provide a concrete timetable or
solutions for reaching the goal.

Lindex reports that 65% of its gar-
ments are made of recycled mate-
rials.

See remark Environment Ql.

See remark Environment Q.

See remark Environment Q1.

See remark Environment QI.

Hyperlink

p. 38-39 https://
about.lindex.com/
files/documents/lin-
dex-sustainability-re-

port-2019.pdf

p. 38-39 https://
about.lindex.com/
files/documents/lin-
dex-sustainability-re-

port-2019.pdf

p. 38-39 https://
about.lindex.com/
files/documents/lin-
dex-sustainability-re-

port-2019.pdf

p. 24, 38 https://
about.lindex.com/
files/documents/lin-
dex-sustainability-re-

port-2019.pdf

p.22,36,43, 44 https://
about.lindex.com/
files/documents/lin-
dex-sustainability-re-

port-2019.pdf
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Does the brand (company) use environmentally
'preferred’ raw materials for more than 90% of its
volume?

Is there a policy for the brand (company) to elimi-
nate all hazardous chemicals from the whole life-
cycle and all production procedures to make the
apparel?

Has the brand (company) eliminated at least one
suspect chemical group, such as Phthalates or
Per fluorinated chemicals from its entire gar-
ment production?

Has the brand (company) eliminated at least
three suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its entire
garment production?

Does the brand (owner) report what percentage
of its shipping packaging and carrier are renew-
able or made from recycled materials, and does
the brand implement best practices or concrete
policies which have reduced the environmental
impact of these packaging materials?

Does the brand (owner) publish its absolute
waste materials footprint and implement con-
crete policies to minimize waste, by reducing,
re-using and recycling, thereby decreasing its
waste footprint compared to the previous report-
ing year?

Does the brand encourage the return or re-use
of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code of
Conduct (CoC) which includes all the basic stand-
ards to ensure workers' rights such as no child
labour, no bonded labour, a safe workplace and
no excessive overwork? And is there at least a
progress report once every two years on imple-
mentation of this Code of Conduct?

Does the brand (owner) have a policy to make
sure there is a proper grievance mechanism in
place for factory workers and are at least 25% of
workers informed about their rights regarding
this mechanism (e.g. through training)?

Does the brand (owner) have a published list of
direct suppliers, that have collectively contrib-
uted to more than 90% of the purchase volume?

Is this supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the spe-
cific products mentioned per factory?

Yes

Yes

Yes

45

See remark Environment QI.

Lindex has a chemical strategy and
has published MRSL (Manufactur-
ing Restricted Substance List). The
report does not provide information
on whether all hazardous chemicals
have been eliminated.

See remark Environment Q7.

See remark Environment Q7.

Lindex reports using recycled and
recyclable materials and having
a target that all paper and plastic
packaging follows its circular strat-
egy. Lindex does not report over-
all data or percentages of recycled
material.

Annual results of its waste reduction
policy are not specified. Lindex men-
tions it is active in waste separation
and recycling.

Lindex offers a garment collection
system in all of its stores in Finland,
Sweden and Norway and the aim is
to offer textile collection in all Lindex
stores by 2020.

Lindex has published a CSR report,
but it does not describe production
country-specific results or corrective
actions regarding labour conditions
at suppliers’ factpries.

Lindex has been a member of amfori
BSCI which requires a complaints
mechanism to be active within fac-
tories but the company does not
report on a grievance mechanism or
progress report.

Lindex has published a list of direct
and indirect suppliers that is likely
to cover 90% of its total production,
effective March 2020, including the
full addresses / products made in
each factory.

See remark Labour Q2.

https://about.lin-

dex.com/files/docu-
ments/lindex-rs|-2016.
pdf

p 47 https://about.lin-
dex.com/files/docu-
ments/lindex-sustain-
ability-report-2019.
odf

p. 24, 42, 47. https://
about.lindex.com/
files/documents/lin-
dex-sustainability-re-

port-2019.pdf

p. 34. https://about.
lindex.com/files/
documents/lin-

dex-sustainability-re-
port-2019.pdf

p. 16, 29-31 https:/
about.lindex.com/

files/documents/lin-
dex-sustainability-re-

port-2019.pdf

16, 29-31 https://
about.lindex.com/

files/documents/lin-
dex-sustainability-re-

port-2019.pdf

https://about.lindex.

com/sustainability/
how-we-work/sup-
pliers-and-factories/
manufacturing-fac-

tories/
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Is the list of direct suppliers extended with sup-
pliers further down the supply chain, with a min-
imum of 40% more in number compared to the
direct suppliers?

Is the brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and
labor unions have a decisive voice, or does the
brand purchase at least 50% from certified man-
ufacturers with improved labor conditions?

Does this initiative require clear minimum perfor-
mance levels for member brands (i.e. are mem-
berships terminated when brands do not meet
the minimum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for the
semi-finished products such as yarns, fabrics and
leather, including a reasonable overview of num-
ber and region of workplaces covered by the pol-
icy in relation to the total production volume?

Does the brand (owner) publicly commit to a liv-
ing wage benchmark with defined wages per
production region or factory?

Does the brand (owner) set a target to establish
the payment of living wages at its apparel man-
ufacturers, and is the brand on track to achieve
this target?

Has the brand (owner) realised payment of living
wages for at least 10% of its production volume?

Does the brand (owner) adhere to buying prac-
tices that enable living wages and good labour
conditions, such as long term relations with fac-
tories, and concentrating production at limited
number of factories?

Yes
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Lindex has published a list of fabrics
and yarn producers which consists of
about 80% of the total volume at the
time of publishing (March 2020).

Lindex in member in BSR's HER-
healt but is leaving amfori BSCI. Lin-
dex also has signed several different
commitments that are not consid-
eret as MSils.

See remark Labour Q6

See remark Labour Q6

See remark Labour Q6

See remark Labour Q6

See remark Labour Q6

Lindex does not publicly report
clear results of the measures imple-
mented to improve labor conditions
at its fabric manufacturers.

Lindex has set a goal for the whole
value chain regarding living wages:
by 2025, Lindex suppliers who stand
for 80% of its production work
actively with a living wage pro-
gramme. It stays unclear what % of
workers are actually getting paid a
living wage.

See remark Labour Q13.

See remark Labour Q13.

Lindex does not report on the dura-
tion of business relationships with
suppliers, nor on a strategy to con-
centrate production at a limited
number of suppliers. Lindex reports
that it has consolidated its supply
chain and works with fewer suppli-
ers in long-term partnerships.

https://about.lindex.
com/sustainability/
how-we-work/sup-

pliers-and-factories/

tier-2-factories/

p. 16, 29-31 https:/
about.lindex.com/

files/documents/lin-
dex-sustainability-re-

port-2019.pdf

https://about.lin-
dex.com/files/docu-
ments/lindex-sustain-
ability-report-2019.
pdf

p. 56 https://about.lin-

dex.com/files/docu-
ments/lindex-sustain-
ability-report-2019.
pdf

p. 16 https://about.lin-
dex.com/files/docu-
ments/lindex-sustain-
ability-report-2019.
odf
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Brand Owner
Head Office Location
Brand

L Fashion Group Oy
Lahti
Luhta

oLUHTA

Result: E (0-5): Pida lompakko viela taskussa O out of 34

Climate/ Carbon Emissions Answer Remark Hyperlink
Has the brand (owner) disclosed the annual absolute ? Luhta does not publish the cli- http:/mwww.
climate footprint of its 'own operations’, and has it mate footprint of its own oper- luhtasportswearcom-
accomplished an overall absolute climate footprint ations. pany.fi/fen/responsibil-
reduction compared to the result of the previous ity/
reporting year?
Is at least 50% of the electricity used by the brand ? Luhta does not communicate its http://www.
(company) generated from renewable resources, renewable energy policy. luhtasportswearcom-
such as wind or solar energy? pany.fifen/responsibil-
ity/
Is all the electricity used by the brand (company) ? Luhta does not communicate its http://mwww.
generated from renewable resources, such as wind renewable energy policy. luhtasportswearcom-
or solar energy pany.fi/fen/responsibil-
ity/
Has the brand (owner) disclosed the annual absolute ? Luhta has not published any http://www.
climate footprint of its supply chain that is 'beyond climate footprint of its supply luhtasportswearcom-
own operations’? chain. pany.fi/fen/responsibil-
ity/
Has the brand (owner) accomplished a reduction of ? See remark Climate Q4
this annual absolute climate footprint 'beyond own
operations’ compared to the result of the previous
reporting year?
Has the brand (owner) set a target to make at least its ? No information is given or no cli- http://www.
own operations fully climate neutral by 2030, and is mate neutralty target is men- luhtasportswearcom-
the brand on track to achieve this target? tioned. pany.fi/fen/responsibil-
ity/
Environment
Does the brand (company) use environmentally 'pre- ? Luhta does not communi- http:/www.
ferred’ raw materials for more than 5% of its volume? cate about using environmen- luhtasportswearcom-
tally preferred raw materials. pany.fi/fen/responsibil-
However, Luhta reports it will ity/
increase sale of products made
from recycled materials up to
10% by 2022.
Does the brand (company) use environmentally 'pre- ? See remark Environment Ql
ferred’ raw materials for more than 10% of its volume?
Does the brand (company) use environmentally 'pre- ? See remark Environment Ql
ferred’ raw materials for more than 25% of its volume?
Does the brand (company) use environmentally 'pre- ? See remark Environment Q1
ferred’ raw materials for more than 50% of its vol-
ume?
Does the brand (company) use environmentally 'pre- ? See remark Environment QI
ferred’ raw materials for more than 75% of its volume?
Does the brand (company) use environmentally 'pre- ? See remark Environment QI
ferred’ raw materials for more than 90% of its vol-
ume?
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Is there a policy for the brand (company) to eliminate
all hazardous chemicals from the whole lifecycle and
all production procedures to make the apparel?

Has the brand (company) eliminated at least one
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Has the brand (company) eliminated at least three
suspect chemical group, such as Phthalates or Per
fluorinated chemicals from its entire garment pro-
duction?

Does the brand (owner) report what percentage of
its shipping packaging and carrier are renewable or
made from recycled materials, and does the brand
implement best practices or concrete policies which
have reduced the environmental impact of these
packaging materials?

Does the brand (owner) publish its absolute waste
materials footprint and implement concrete policies
to minimize waste, by reducing, re-using and recy-
cling, thereby decreasing its waste footprint com-
pared to the previous reporting year?

Does the brand encourage the return or re-use of
garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code of Con-
duct (CoC) which includes all the basic standards
to ensure workers' rights such as no child labour,
no bonded labour, a safe workplace and no exces-
sive overwork? And is there at least a progress report
once every two years on implementation of this Code
of Conduct?

Does the brand (owner) have a policy to make sure
there is a proper grievance mechanism in place
for factory workers and are at least 25% of workers
informed about their rights regarding this mecha-
nism (e.g. through training)?

Does the brand (owner) have a published list of direct
suppliers, that have collectively contributed to more
than 90% of the purchase volume?

Is this supplier list specific? Are e.g. the addresses
of direct suppliers included, and/or are the specific
products mentioned per factory?

Is the list of direct suppliers extended with suppli-
ers further down the supply chain, with a minimum
of 40% more in number compared to the direct sup-
pliers?

Luhta does not provide informa-
tion of its policies to eliminate
hazardous chemicals other than
REACH legislation.

See remark Environment Q7

See remark Environment Q7

Luhta does not report the share
of recycled or renewable materi-
als used for its consumer pack-
aging, nor annual reductions or
best practices regarding pack-
aging materials.

Luhta does not communicate
any information regarding its
waste generation.

Luhta does not report whether
the return or re-use of garments
is encouraged.

Luhta has not published a sup-
plier Code of Conduct (CoCQC).
Luhta is a member of amfori
BSCI but there are no progress
reports available.

Luhta does not report on a griev-
ance mechanism.

Luhta does not provide a list of
direct suppliers.

See the remark Labour Q3

See the remark Labour Q3

http:/www.
luhtasportswearcom-
pany.fi/fen/responsibil-

ity/

http:/mwww.
luhtasportswearcom-
pany.fifen/responsibil-

ity/

http://www.
luhtasportswearcom-
pany.fi/fen/responsibil-

ity/

http://www.
luhtasportswearcom-
pany.fifen/responsibil-

ity/

http:/www.
luhtasportswearcom-
pany.fi/fen/responsibil-

ity/

http://www.
luhtasportswearcom-
pany.fifen/responsibil-

ity/

http://www.
luhtasportswearcom-
pany.fi/fen/responsibil-

ity/



http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/
http://www.luhtasportswearcompany.fi/en/responsibility/

n

12

13

15

Is the brand (owner) a member of a collective ini-
tiative that aims to improve labor conditions, in
which civil society organizations like NGOs and labor
unions have a decisive voice, or does the brand pur-
chase at least 50% from certified manufacturers with
improved labor conditions?

Does this initiative require clear minimum perfor-
mance levels for member brands (i.e. are member-
ships terminated when brands do not meet the min-
imum requirements)?

Is at least 25% of the total production volume at
direct suppliers verified under monitoring?

Is at least 50% of the total production volume at
direct suppliers verified under monitoring?

Is at least 75% of the total production volume at
direct suppliers verified under monitoring?

Is at least 95% of the total production volume at
direct suppliers verified under monitoring?

Does the brand (owner) annually report on the results
of its labor conditions policy for the semi-finished
products such as yarns, fabrics and leather, includ-
ing a reasonable overview of number and region of
workplaces covered by the policy in relation to the
total production volume?

Does the brand (owner) publicly commit to a living
wage benchmark with defined wages per produc-
tion region or factory?

Does the brand (owner) set a target to establish the
payment of living wages at its apparel manufactur-
ers, and is the brand on track to achieve this target?

Has the brand (owner) realised payment of living
wages for at least 10% of its production volume?

Does the brand (owner) adhere to buying practices
that enable living wages and good labour conditions,
such as long term relations with factories, and con-
centrating production at limited number of facto-
ries?
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Luhta is a member of amfori
BSCIl which is not considered
a Multi Stakeholder Initiative
where independent civil society
organizations incl. labor unions
would have a decisive voice in.
Luhta does not communicate
auditing results or other pro-
gress.

See the remark Labour Q6

See the remark Labour Q6

See the remark Labour Q6

See the remark Labour Q6

See the remark Labour Q6

Luhta does not publicly report
on results of its measures imple-
mented to improve labor condi-
tions at its fabric manufacturers.

Luhta has not published any
commitment to a living wage
benchmark.

Luhta does not provide infor-
mation about measures imple-
mented to establish the pay-
ment of living wage.

See remark Labour Q13

Luhta does not report on the
duration of business relation-
ships with suppliers, nor on strat-
egy to concentrate production
at a limited number of factories.
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Brand Owner
Head Office Location
Brand

Makia Clothing Ltd.
Helsinki
Makia

PAMAKIA

Result: D (6-11): Ensiaskeleet otettu, pitdaa tehdd enemman 7 out of 34

Climate/ Carbon Emissions Answer Remark Hyperlink
Has the brand (owner) disclosed the annual ? Makia Clothing Ltd. does not pub- https://makia.com/respon-
absolute climate footprint of its 'own oper- lish the climate footprint of its own sibility-sustainability/
ations’, and has it accomplished an overall operations 2018-2020.
absolute climate footprint reduction com- https://mwww.impactreport.
pared to the result of the previous reporting app/makia/clothes/index.
year? html?view=TheMap
Is at least 50% of the electricity used by the ? Makia Clothing Ltd. does not clearly https://makia.com/respon-
brand (company) generated from renewable communicate its renewable energy sibility-sustainability/
resources, such as wind or solar energy? policy.
Is all the electricity used by the brand (com- ? See remark Climate Q2.
pany) generated from renewable resources,
such as wind or solar energy
Has the brand (owner) disclosed the annual ? Makia Clothing Ltd. has not pub-
absolute climate footprint of its supply chain lished a climate footprint of its sup-
that is 'beyond own operations'? ply chain 2018-2020.
Has the brand (owner) accomplished a reduc- ? See remark Climate Q4.
tion of this annual absolute climate footprint
'beyond own operations’ compared to the
result of the previous reporting year?
Has the brand (owner) set a target to make at ? Makia Clothing Ltd. does not com- https:/makia.com/respon-
least its own operations fully climate neutral municate information on its climate sibility-sustainability/
by 2030, and is the brand on track to achieve footprint towards a climate neutral-
this target? ity goal for its own operations.
Environment
Does the brand (company) use environmen- Yes In 2019, 18% of Makia Clothing Ltd.'s https://mwww.impactreport.
tally 'preferred’ raw materials for more than entire collection was made of envi- app/makia/clothes/index.
5% of its volume? ronmentally preferred fibres such html?view=Materials
as recycled cotton, recycled polyes-
ter, Tencel and organic cotton and in
2020, 64% is made of environmen-
tally preferred fibres.
Does the brand (company) use environmen- Yes See remark Environment Ql.
tally 'preferred’ raw materials for more than
10% of its volume?
Does the brand (company) use environmen- Yes See remark Environment Ql.
tally 'preferred’ raw materials for more than
25% of its volume?
Does the brand (company) use environmen- Yes See remark Environment QI.
tally 'preferred’ raw materials for more than
50% of its volume?
Does the brand (company) use environmen- ? See remark Environment Ql.
tally 'preferred’ raw materials for more than
75% of its volume?
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n
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Does the brand (company) use environmen-
tally 'preferred’ raw materials for more than
90% of its volume?

Is there a policy for the brand (company) to
eliminate all hazardous chemicals from the
whole lifecycle and all production procedures
to make the apparel?

Has the brand (company) eliminated at least
one suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Has the brand (company) eliminated at least
three suspect chemical group, such as Phtha-
lates or Per fluorinated chemicals from its
entire garment production?

Does the brand (owner) report what percent-
age of its shipping packaging and carrier are
renewable or made from recycled materials,
and does the brand implement best prac-
tices or concrete policies which have reduced
the environmental impact of these packag-
ing materials?

Does the brand (owner) publish its abso-
lute waste materials footprint and imple-
ment concrete policies to minimize waste,
by reducing, re-using and recycling, thereby
decreasing its waste footprint compared to
the previous reporting year?

Does the brand encourage the return or
re-use of garments?

Labour conditions / Human rights

Does the brand (owner) have a supplier Code
of Conduct (CoC) which includes all the basic
standards to ensure workers' rights such as
no child labour, no bonded labour, a safe
workplace and no excessive overwork? And
is there at least a progress report once every
two years on implementation of this Code of
Conduct?

Does the brand (owner) have a policy to make
sure there is a proper grievance mechanism
in place for factory workers and are at least
25% of workers informed about their rights
regarding this mechanism (e.g. through
training)?

Does the brand (owner) have a published list
of direct suppliers, that have collectively con-
tributed to more than 90% of the purchase
volume?

Yes

Yes

See remark Environment Ql.

Makia Clothing Ltd. refers to REACH
legislation. It is not a sufficient pol-
icy to target chemical pollution in
the production chain. Furthermore,
Makia Clothing Ltd. does not report
concrete results of its policy.

Makia Clothing Ltd. communicates
that phthalates and PVC are not
used in the production of all its gar-
ments.

See remark Environment Q8.

Makia Clothing Ltd. implements
several measures to minimize the
environmental impact of its pack-
aging, such as using RePack pack-
ages and testing biodegradable
polymeric packinging. However,
concrete aggregate results of
the packaging materials foot-
print are not publicly reported yet.

Makia Clothing Ltd. reports vari-
ous efforts to minimize packaging
waste but it does not report any
annual reduction.

Makia Clothing Ltd. does not have
a system to encourage re-use or
return of garments but it provides
information on taking care and
repairing garments.

Makia Clothing Oy states that it has
a code of conduct that is based on
BSCI guidelines, as well as ILO and
UN human rights regulations but
has not published a supplier Code of
Conduct (CoC) nor progress report.

Makia Clothing Oy does not report
on a grievance mechanism.

Makia Clothing Ltd. reports specific
products mentioned per factory but
does not provide a significant list of
direct suppliers.
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https://Mww.impactreport.

app/makia/clothes/index.
html?view=CaringforNa-
ture

https://mww.impactreport.

app/makia/clothes/index.
htmI?view=CodeOfCon-
duct

https:/makia.com/respon-
sibility-sustainability/

https:/makia.com/respon-
sibility-sustainability/
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Is this supplier list specific? Are e.g. the
addresses of direct suppliers included, and/
or are the specific products mentioned per
factory?

Is the list of direct suppliers extended with
suppliers further down the supply chain, with
a minimum of 40% more in number com-
pared to the direct suppliers?

Is the brand (owner) a member of a collective
initiative that aims to improve labor condi-
tions, in which civil society organizations like
NGOs and labor unions have a decisive voice,
or does the brand purchase at least 50% from
certified manufacturers with improved labor
conditions?

Does this initiative require clear minimum
performance levels for member brands (i.e.
are memberships terminated when brands
do not meet the minimum requirements)?

Is at least 25% of the total production volume
at direct suppliers verified under monitoring?

Is at least 50% of the total production volume
at direct suppliers verified under monitoring?

Is at least 75% of the total production volume
at direct suppliers verified under monitoring?

Is at least 95% of the total production volume
at direct suppliers verified under monitoring?

Does the brand (owner) annually report on
the results of its labor conditions policy for the
semi-finished products such as yarns, fabrics
and leather, including a reasonable overview
of number and region of workplaces covered
by the policy in relation to the total produc-
tion volume?

Does the brand (owner) publicly commit to a
living wage benchmark with defined wages
per production region or factory?

Does the brand (owner) set a target to estab-
lish the payment of living wages at its apparel
manufacturers, and is the brand on track to
achieve this target?

Has the brand (owner) realised payment of
living wages for at least 10% of its production
volume?

Makia Clothing Ltd. reports the spe-
cific products mentioned per fac-
tory but does not provide any a sig-
nificant list of direct suppliers.

See remark Labour Q3.

Makia Clothing Oy does not com-
municate any information about
being part of a collective initiative
or purchasing from an accredited
supplier.

See remark Labour Q6.

Makia Clothing Ltd. does not clearly
report if and how much production
volume is approved as socially com-
pliant by independent third parties.

See remark Labour Q8.

See remark Labour Q8.

See remark Labour Q8.

Makia Clothing Ltd. does not pub-
licly report clear results of measures
implemented to improve labor con-
ditions at its fabric manufacturers.

Makia Clothing Ltd. has not pub-
lished any commitment to a living
wage benchmark.

Makia Clothing Ltd. does not pro-
vide concrete information about
measures implemented to estab-
lish the payment of living wages at
its apparel manufacturers.

See remark Labour Ql4.
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16

Does the brand (owner) adhere to buying
practices that enable living wages and good
labour conditions, such as long term relations
with factories, and concentrating production
at limited number of factories?

Yes

Makia Clothing Ltd. reports 84% of
its production came from suppliers
that it has worked with for 5 years
or more.
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Brand Owner Marimekko .
Head Office Location Helsinki kk
Brand Marimekko marlme O

Result: C (12-18): Kohtuullinen, vield on petrattavaa 15 out of 34

Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the Yes Marimekko publishes the climate p 34-35 https://company.
annual absolute climate footprint of footprint of its own operations for marimekko.com/wp-con-
its 'own operations’, and has it accom- 2018 and 2019, and has reduced its tent/uploads/2019/05/mm _vas-
plished an overall absolute climate climate footprint for Scope 1and 2 tuullisuus_2018_FI_spreads.pdf
footprint reduction compared to the from 350 tons of CO2e to 244 tons p 76-77 https://[company.
result of the previous reporting year? of CO2e. marimekko.com/wp-content/

uploads/2020/03/Marimekko_tilin-
P%C3%A4%CI%A4t%C3%B6s_2019
FI_web.pdf

2 Is at least 50% of the electricity used Yes Marimekko states that the elec- p 34-35 https://company.marimekko.
by the brand (company) generated tricity used by its textile printing com/wp-content/uploads/2019/05/
from renewable resources, such as factory and head office was gen- mm_vastuullisuus_2018_F|_spreads.
wind or solar energy? erated from hydropower and that pdf

biogas (more than 50%) is used in
its printing factory. However, its
not clear whether the hydropower
is certified and if this covers all its
energy consumption and if not,
what is the total percentage share.
3 Is all the electricity used by the brand ? See remark Climate Q2.
(company) generated from renew-
able resources, such as wind or solar
energy
4 Has the brand (owner) disclosed the ? Marimekko has not published p 76 https://company.marime-
annual absolute climate footprint of the climate footprint of its sup- kko.com/wp-content/
its supply chain that is 'beyond own ply chain for 2017-2019. It men- uploads/2020/03/Marimekko_tilin-
operations'? tions that it has calculated carbon PRC3%A4%CI%A4t%C3%B6s_2019
footprint for internal and external Fl_web.pdf
logistics but the result is not avail-
able.
S Has the brand (owner) accomplished ? See remark Climate Q4.

a reduction of this annual absolute

climate footprint 'beyond own oper-

ations’ compared to the result of the

previous reporting year?

6 Has the brand (owner) set a target to ? Marimekko will publish its new p 37 https:;//company.marimekko.
make at least its own operations fully sustainability goals in 2020. com/wp-content/uploads/2019/05/
climate neutral by 2030, and is the mm_vastuullisuus_2018_FI|_spreads.
brand on track to achieve this target? pdf

Environment

1 Does the brand (company) use envi- Yes Marimekko is a member of Bet- p. 17 https://company.marimekko.
ronmentally 'preferred’ raw materials ter Cotton Initiative (BCI). In 2019, com/wp-content/uploads/2020/06/
for more than 5% of its volume? 66% of materials purchaced by mm_vastuullisuus_2019_FINAL.pdf

Marimekko were BCl-certified cot-
ton. Marimekko mentions that
recycled cotton and wool are sea-
sonally used.

2 Does the brand (company) use envi- Yes See remark Environment Ql.
ronmentally 'preferred’ raw materials
for more than 10% of its volume?
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Does the brand (company) use envi-
ronmentally 'preferred’ raw materials
for more than 25% of its volume?

Does the brand (company) use envi-
ronmentally 'preferred’ raw materials
for more than 50% of its volume?

Does the brand (company) use envi-
ronmentally 'preferred’ raw materials
for more than 75% of its volume?

Does the brand (company) use envi-
ronmentally 'preferred’ raw materials
for more than 90% of its volume?

Is there a policy for the brand (com-
pany) to eliminate all hazardous
chemicals from the whole lifecy-
cle and all production procedures to
make the apparel?

Has the brand (company) eliminated
at least one suspect chemical group,
such as Phthalates or Per fluorinated
chemicals from its entire garment
production?

Has the brand (company) eliminated
at least three suspect chemical group,
such as Phthalates or Per fluorinated
chemicals from its entire garment
production?

Does the brand (owner) report what
percentage of its shipping packaging
and carrier are renewable or made
from recycled materials, and does the
brand implement best practices or
concrete policies which have reduced
the environmental impact of these
packaging materials?

Does the brand (owner) publish its
absolute waste materials footprint
and implement concrete policies to
minimize waste, by reducing, re-using
and recycling, thereby decreasing its
waste footprint compared to the pre-
vious reporting year?

Does the brand encourage the return
or re-use of garments?

Yes

Yes

Yes

Yes

Yes

See remark Environment Q1.

See remark Environment Ql.

See remark Environment Q1.

See remark Environment Ql.

Marimekko implements several
measures to limit the use of haz-
ardous chemicals and reports
that PFC compounds and PVC are
not used in Marimekko products.
Marimekko publishes Restricted
Substances List (RSL). In addition
Marimekko mentions having the
Oeko-tex 100 standard for part of
its textiles. This standard however
is not eligible for this question
since it does not cover criteria to
chemical use during the produc-
tion stages.

Marimekko communicates that
perfluorinated compound (PFC)
has been successfully eliminated
from the production of all its gar-
ments, effective 7/2019.

Marimekko communicates it has
principles for chemical manage-
ment and a Restricted Substances
List (RSL), but does not report
whether at least three suspect
chemical groups, such as phtha-
lates or azo dye can be considered
as fully eliminated from its entire
production chain.

Marimekko reports having
replaced 3200kg of plastic pack-
aging with paper alternative and
using only FSC- or PEFC -certi-
fied paper. However, it does not
report the percentage of recycled
or renewable materials for its con-
sumer packaging.

Marimekko discloses a partial
waste footprint; it generated 110
tons of waste in Herttoniemi print-
ing factory and head office. Of that
amount, 96% was utilized as recy-
cled material and in energy gen-
eration.

Marimekko has offered a tempo-
rary garment collection service
in its stores as a part of a collab-
oration with a second hand shop
Vestis (previously WST We Started
This).
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p. 38 https://company.marimekko.

com/wp-content/uploads/2020/06,
mm_vastuullisuus_2019_FINAL.pdf
https://company.marimekko.com/fi/
vastuullisuus/ymparisto/

p. 38 https://company.marimekko.

com/wp-content/uploads/2020/06/
mm_vastuullisuus_2019_FINAL.pdf

p 16 https://company.marimekko.

com/wp-content/uploads/2019/05/
mm_vastuullisuus_2018_FI|_spreads.
pdf

https://company.marimekko.com/
wp-content/uploads/2019/03/
Marimekko-product-policies-Fl.pdf

p 34,36 https://company.marimekko.

com/wp-content/uploads/2019/05/
mm_vastuullisuus_2018_FI|_spreads.
pdf

https://company.marimekko.com/fi/
vastuullisuus/tuotteet/
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com/wp-content/uploads/2019/05/
mm_vastuullisuus_2018_FI|_spreads.
pdf
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Labour conditions / Human rights

Does the brand (owner) have a sup-
plier Code of Conduct (CoC) which
includes all the basic standards to
ensure workers' rights such as no child
labour, no bonded labour, a safe work-
place and no excessive overwork? And
isthere at least a progress report once
every two years on implementation of
this Code of Conduct?

Does the brand (owner) have a policy
to make sure there is a proper griev-
ance mechanism in place for fac-
tory workers and are at least 25% of
workers informed about their rights
regarding this mechanism (e.g.
through training)?

Does the brand (owner) have a pub-
lished list of direct suppliers, that have
collectively contributed to more than
90% of the purchase volume?

Is this supplier list specific? Are e.g. the
addresses of direct suppliers included,
and/or are the specific products men-
tioned per factory?

Is the list of direct suppliers extended
with suppliers further down the sup-
ply chain, with a minimum of 40%
more in number compared to the
direct suppliers?

Is the brand (owner) a member of
a collective initiative that aims to
improve labor conditions, in which
civil society organizations like NGOs
and labor unions have a decisive
voice, or does the brand purchase at
least 50% from certified manufactur-
ers with improved labor conditions?

Does this initiative require clear mini-
mum performance levels for member
brands (i.e. are memberships termi-
nated when brands do not meet the
minimum requirements)?

Yes

Yes

Marimekko is a member of BSCI
and has included BSCl's require-
ments to its Supplier Code of Con-
duct (CoC). All these standards are
mentioned in it and it has to be
signed by all partners. Marimekko
reports on the results of audits,
and mentions plans and monitor-
ing for corrective actions. However,
Marimekko should be more con-
crete and transparent with results
and corrective measures.

Marimekko is a member of BSCI,
which requires a grievance mech-
anism in factories, and includes a
grievance mechanism in its Sup-
plier CoC. It is unclear whether
the mechanism covers employees
outside its own operations.

Marimekko has published a list of
direct suppliers that cover 98% of
its total production, effective May
2020.

Marimekko has published a list of
its directs suppliers including the
full addresses and the starting
date of the business relationship.

See remark Labour Q4.

Marimekko is a member of amfori
BSCI. It however is not a Multi
Stakeholder Initiative where inde-
pendent civil society organizations
incl. labor unions would have a
decisive voice in. Marimekko is also
a member of Responsible Sourc-
ing Network (RSN), which is con-
sidered eligible neither .

See remark Labour Q6.
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p 74-75 https://company.

marimekko.com/wp-content/
uploads/2020/03/Marimekko_tilin-
PWC3%AL%CI%A41%C3I%B6s_2019_
Fl_web.pdf

p 26, 28-29, 31 https://com-

pany.marimekko.com/wp-con-
tent/uploads/2019/05/mm_vas-
tuullisuus_2018_FI_spreads.pdf

https://company.marimekko.com/
wp-content/uploads/2019/12/
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