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Vastuullisuudesta on tullut yhä isompi trendi, niin 
kuluttajakäyttäytymisessä kuin liiketoiminnassa. Eri-
tyisesti vaatteiden osalta kansalaisjärjestöjen ja kulut-
tajien painostus on saanut aikaan positiivista muutosta 
ja yritykset ovat lisänneet vastuullisuustyönsä läpinä-
kyvyyttä. 

Muiden kulutustuotteiden, kuten elektroniikan, 
osalta tietoa on saatavilla huomattavasti vähemmän, 
vaikka elektroniikkaa tuotetaan ja ostetaan yhä enem-
män. Samalla kun laitteet parantavat elämänlaatuamme, 
kulutuksen lisääntyminen aiheuttaa ongelmia tuotanto-
ketjun eri vaiheissa. Negatiiviset vaikutukset kohdistu-
vat niin ilmastoon, ympäristöön kuin arvoketjun kai-
kissa vaiheissa työskenteleviin ihmisiin.

Tässä selvityksessä tarkastellaan kahdeksan suo-
malaisen pienelektroniikkaa, kuten älylaitteita, kuu-
lokkeita ja kannettavia kaiuttimia, tuottavan brändin 
vastuullisuustyötä. Selvityksestä ilmenee, että elekt-
roniikkabrändien vastuullisuustyössä on paljon paran-
nettavaa.

Elektroniikan tuotantoketjut ovat pitkiä ja yhteen 
laitteeseen voidaan käyttää mineraaleja ja komponent-
teja eri puolilta maailmaa. Tämä tekee vastuullisuuden 
arvioimisesta kuluttajalle hankalaa. Siinä missä vaa-
teyritykset ovat kampanjoinnin tuloksena ryhtyneet 
avaamaan tuotantoketjujaan yhä läpinäkyvämmin, tut-
kitut elektroniikkayritykset raportoivat tuotannostaan 
niukasti, jos lainkaan.

Kuten vaateteollisuudessa, myös elektroniikan tuo-
tannossa suurimmat ympäristö- ja ihmisoikeusriskit 
kätkeytyvät syvälle arvoketjuun. Sekä laitteiden valmis-
tus että tarvittavien raaka-aineiden louhinta tapahtu-
vat usein riskimaissa, joissa työolot ovat usein heikot ja 
ihmisoikeusrikkomuksia tapahtuu säännöllisesti.

 Suurin osa elektroniikkalaitteiden ilmastopäästöistä 
ja negatiivisista ympäristövaikutuksista syntyy niiden 

tuotantovaiheessa. Siksi laitteiden elinkaaren pidentä-
minen ja kierrätysmateriaalien käyttö olisi ensisijaisen 
tärkeää. Selvityksessä arvioitiin yritysten ilmastotoi-
mien rinnalla muun muassa käytettyjen kierrätysmate-
riaalien määrää ja sitä, mihin toimiin yritykset ovat ryh-
tyneet laitteiden käyttöiän pidentämiseksi. Näitä ovat 
esimerkiksi korjauspalvelun, varaosien ja päivitysten 
saatavuus.

Eetti on julkaissut aiemmin kolme Ränkkää brändi 
-vertailua; kaksi suomalaisista vaatebrändeistä (2019, 
2020) ja yhden kansainvälisistä kenkämerkeistä (2021). 
Vertailujen myötä yritysten vastuullisuustyö ja sen 
raportointi ovat kehittyneet ja sitä kauttaa pisteet 
parantuneet. Tässä selvityksessä käytettiin aiemmista 
vertailuista poiketen hieman suppeampaa kriteeristöä, 
sillä suomalaisten pienelektroniikkabrändien vastuulli-
suustyö on vasta alussa.

Eetin selvityksissä käydään läpi yritysten vastuulli-
suusviestintää ja sen selkeyttä. Vastuullisuustyötä arvi-
oidaan konkreettisten lukujen ja toiminnan raportoin-
nin pohjalta - mielikuvia, suunnitelmia tai lupauksia ei 
arvioida. Arvioinnissa myös katsotaan kokonaiskuvaa 
eikä esimerkiksi yksittäisen laitteen raaka-aineita tai 
päästöjä. Eetti kannustaa yrityksiä tuomaan tiedot vas-
tuullisuustyöstään kaikkien saataville, ymmärrettävästi 
ja vertailukelpoisesti.

Vastuullisia valintoja suosivat kuluttajat etsivät täs-
mällistä tietoa ympäripyöreiden lupausten sijaan. Ver-
tailussa käytettyjä kysymyksiä voi käyttää työkaluna 
myös muiden elektroniikka- ja kulutustavarabrändien 
arvioimiseen. 

Elektroniikkabrändien vastuullisuustyössä riittää 
parannettavaa. Suuri osa brändeistä ei julkaise mitään 
tietoa tuotteidensa vastuullisuudesta tai tuotanto-olo-
suhteista. Arvioiduista brändeistä vain JoyActor, Polar 
ja Suunto saivat pisteitä.

Suomalaiset elektroniikkabrändit eivät 
menestyneet vastuullisuusvertailussa
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Yhteensä arvioitiin kahdeksan suomalaista elektroniik-
kabrändiä, jotka valmistavat pienelektroniikkaa, kuten 
älylaitteita, kuulokkeita ja kannettavia kaiuttimia.  
Kesällä 2021 arviointiin valituille yrityksille järjestet-
tiin infotilaisuus arvioinnin sisällöstä. Sen jälkeen yri-
tysten verkkosivut sekä julkisesti saatavilla olevat vas-
tuullisuusraportit ja -katsaukset käytiin läpi. 

Kunkin merkin osalta täytettiin neljäntoista kysy-
myksen arviointitaulukot (liitteenä), jotka lähetettiin 
yrityksille tarkistettavaksi elokuun alussa. Yrityksillä oli 
kolme viikkoa aikaa tarkistaa esitäytetyt tiedot ja päivit-
tää uutta tietoa nettisivuilleen, sekä kysyä tarkennuksia 
Eetin asiantuntijoilta. Neljä yritystä kävi dialogia Eetin 
asiantuntijoiden kanssa. Brändeistä JoyActor, Polar ja 
Suunto lisäsivät uutta tietoa vastuullisuustyöstään sel-
vityksen aikana. 

Arvioinnin lähtökohtana on, että tiedon pitäisi olla 
helposti tarjolla kiinnostuneelle kuluttajalle ja muille 
sidosryhmille. Selvityksessä ei oteta huomioon yritysten 
sähköpostitse tai puhelimitse kertomia lisätietoja, mikäli 
yritys ei ole valmis kertomaan niitä julkisesti. Arvioin-
nissa tarkastellaan brändejä kokonaisten yritysten sijaan. 
Mikäli brändin sivuilla ei ole tarjolla vastuullisuustietoja, 
tarkistetaan myös omistajayrityksen julkiset lähteet. 

Brändit jaettiin niiden saamien pisteiden (0-14) 
mukaan viiteen kategoriaan (A-E). Kaikki yritykset 
jäivät kahteen matalimpaan kategoriaan. Brändeistä 
JoyActor ja Suunto sijoittuivat kategoriaan D. Oura, 
QuietOn, Polar, Kuura, Valco ja WestendXFi jäivät 
alimpaan kategoriaan.

Tulokset ja pisteytys

Brändit saivat pisteitä kolmessa kategoriassa: ilmasto, 
ympäristö ja ihmisoikeudet. Vastaukset on pisteytetty 
seuraavalla tavalla: kysymykseen löytyy selkeä myöntei-
nen vastaus = 1 piste (merkitty taulukkoon “Yes”). Jos 
vastaus on epäselvä, puutteellinen tai selkeästi kieltei-
nen = 0 pistettä (merkitty taulukkoon kysymysmerkillä 
tai “No”). Tulokset lähdelinkkeineen löytyvät tämän 
raportin lopusta. 

Näin arviointi tehtiin

Yrityksen ilmastotoimet 
(maks. 5 pistettä)

Ilmasto-osiossa huomioidaan yrityksen hiilijalanjälki: 
yrityksen suorat päästöt ja muualta ostettu sähkö (Scope 
1 ja 2). Lisäksi huomioidaan niin sanotut epäsuorat 
päästöt eli esimerkiksi laitteiden valmistuksessa synty-
vät päästöt (Scope 3). Suurin osa elektroniikkateollisuu-
den päästöistä tapahtuu yleensä tuotannon alkupäässä. 
Yksikään brändeistä ei julkaise koko arvoketjunsa pääs-
töjä. Ainoastaan Suunto oli julkaissut oman toimintansa 
päästöt (Scope 1 ja 2) ja vähentänyt niitä edelliseen vuo-
teen verrattuna. 

Kokonaispäästöjen kompensoinnista selvityksessä 
oli tarjolla yksi piste, mutta yksikään arvioiduista brän-

D: Ensiaskeleet otettu, pitää tehdä enemmän

A: Osta pois

B: Suunta on oikea

C: Kohtuullinen, vielä on petrattavaa

E: Pidä lompakko vielä taskussa

12-14

9-11

6-8

3-5

0-2

TULOKSET

BRÄNDI  PISTEET 

Suunto   4   

JoyActor   3  

Polar   2  

Oura   0  

QuietOn   0  

Kuura   0  

WestendXFi  0  
Valco   0
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deistä ei saanut kompensaatiopistettä. Käytetyn kom-
pensoinnin täytyy olla laadukasta ja perustua pääs-
tölaskelmiin. Määritelmänä vertailussa käytettiin 
Finnwatchin laadukkaan kompensaation kriteerejä.

Osiossa tarkasteltiin myös yrityksen käyttämän säh-
kön alkuperää. Tieto siitä, että yrityksen käyttämä 
sähkö on uusiutuvaa energiaa, ei sellaisenaan riitä. 
Uusiutuviin energianlähteisiin lasketaan tässä vertai-
lussa aurinko- ja tuulivoiman lisäksi esimerkiksi eko-
sertifioitu vesivoima, jossa huomioidaan kalankulku, 
vesien virtaama ja jokien elinympäristöt. Vesivoiman 
osalta edellytetään ympäristömerkkiä, kuten kansainvä-
listä EKOenergiaa tai vastaavaa. Brändeistä Suunto ker-
toi käyttävänsä tuulivoimaa. 

 
Yrityksen ympäristötoimet 
(maks. 5 pistettä) 

Tässä osiossa brändeille on tarjolla pisteitä kierrätysma-
teriaalien käytöstä (esim. kierrätetyn muovin, alumii-
nin, kullan tai pakkausmateriaalien käytöstä). Pisteiden 
saamisen edellytyksenä on tieto kierrätettyjen raaka-ai-
neiden osuudesta tuoteryhmäkohtaisesti tai koko tuo-
tannosta. Pisteytys tapahtuu porrastetusti sen mukaan 
ilmoittaako yritys vähintään yhden, kahden tai kolmen 
materiaalin kierrätysosuuden. Brändeistä WestendXFi 
kertoi verkkosivuillaan käyttävänsä kierrätettyä alumii-
nia ja JoyActor käyttävänsä kierrätettyjä komponent-
teja. Brändit eivät kuitenkaan kertoneet kierrätysmate-
riaalien tarkkoja osuuksia.

Pienelektroniikan osalta tuotteiden elinkaaren 
pidentäminen on tehokkain tapa pienentää laitteiden 
ilmasto- ja ympäristöjalanjälkeä. Selvityksessä arvio-
tiin laitteiden korjattavuutta ja pitkäikäisyyttä. Pisteen 

sai täyttämällä vähintään kaksi neljästä pitkäikäisyys-
kriteeristä; a) brändi sitoutuu toimittamaan päivityk-
siä laitteelle ainakin kolme vuotta laitteen valmistuksen 
päätyttyä, b) brändi viestii tuotteidensa olevan korjatta-
via tarjoamalla tuotteisiinsa varaosia, korjauspalveluita 
tai korjausmanuaaleja, c) brändi käyttää latureissaan 
universaaleja latauspäitä, kuten micro-USB tai USB-C 
portteja, tai toimittaa laturit valinnaisina tuotteina ja/
tai d) brändi tarjoaa tuotteilleen pidennetyn kolmen 
vuoden takuuajan. 

Erilaisten latausjohtojen suuri määrä on kuluttajan 
hermojen lisäksi taakka myös ympäristölle. Universaa-
leja latauspäitä voidaan käyttää monissa eri laitteissa ja 
niiden käytön yleistyminen vähentäisi turhan elekt-
roniikkajätteen kertymistä. 

EU:ssa hankittuja laitteita koskee kahden vuoden 
lakisääteinen takuuaika (virhevastuu). Se kattaa kaikki 
viat, joiden voidaan olettaa olleen tuotteessa jo toimi-
tushetkellä, ja jotka havaitaan kahden vuoden kuluessa. 
Lisäksi yritys voi tarjota tuotteilleen kaupallisen takuun, 
jonka ehdot voivat olla kuluttajalle edullisemmat.

Yrityksen omaehtoisesti tarjoama pidennetty takuu 
viestii halusta tehdä kestäviä tuotteita. Tässä selvityk-
sessä pisteen sai vähintään kolmen vuoden takuusta. 
Brändeistä ainoastaan JoyActor sai pisteen tarjoamalla 
tuotteilleen kolmen vuoden takuun.

 

Työelämä- ja ihmisoikeudet 
(maks. 4 pistettä)

Kolmanteen osioon sisältyy tuotantoketjun läpinäky-
vyys ja ihmisoikeuksien huomioiminen. YK:n ohjaavien 
periaatteiden mukaan yrityksillä on vastuu kunnioittaa 
ihmisoikeuksia ja vastuu ulottuu myös liikesuhteisiin.

PISTEYTYS

BRÄNDI  PISTEET 

Suunto   2   

JoyActor   0  

Polar   0  

Oura   0  

QuietOn   0  

Kuura   0  

WestendXFi  0  
Valco   0

PISTEYTYS

BRÄNDI  PISTEET 

Suunto   0   

JoyActor   1  

Polar   1  

Oura   0  

QuietOn   0  

Kuura   0  

WestendXFi  0  
Valco   0

https://finnwatch.org/images/reports_pdf/Anekauppaa_vai_ilmastotekoja_small_size.pdf
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Yritysten edellytetään täyttävän niin kutsutun huo-
lellisuusvelvoitteen (due diligence) varmistaessaan, 
ettei niiden toiminnassa loukata ihmisoikeuksia. Ihmis-
oikeuksien kunnioittamiseen sitoutuminen on vasta 
ensimmäinen askel työssä, jota elektroniikkabrändeiltä 
edellytetään. Ihmisoikeusvastuun toteutuminen glo-
baaleissa arvoketjuissa vaatii pitkäjänteistä työtä, josta 
yritysten pitää raportoida läpinäkyvästi. Vain kolme 
arvioiduista yrityksistä on julkisesti sitoutunut kun-
nioittamaan ihmisoikeuksia.

Eettisellä ohjeistuksella (Code of Conduct) yritys 
määrittelee sosiaalisen vastuun kriteerit joihin se on 
sitoutunut ja joiden noudattamista se odottaa myös ali-
hankkijoiltaan. Tässä selvityksessä tarkasteltiin, onko 
yritys sitoutunut eettisessä ohjeistuksessaan ILO:n työ-
elämän perusoikeuksiin. Brändeistä JoyActor julkaisi 
eettisen ohjeistuksensa selvitystyön aikana.

Tehdaslistojen julkaiseminen on tärkeää tuotannon 
läpinäkyvyyden lisäämiseksi. Brändeistä Suunto ker-
too, että osa sen tuotteista oli koottu Vantaalla, ja Polar 
kertoo kokoavansa tuotteita omilla tehtaillaan Kiinassa 
ja Malesiassa. Mikään brändeistä ei kuitenkaan julkaise 
kattavasti tuotantonsa ensimmäiseen portaan tehtaita. 
Elektroniikkateollisuuden tuotanto on keskittynyt pit-
kälti riskimaihin, joten yritysten pitäisi noudattaa eri-
tyistä huolellisuutta ja läpinäkyvyyttä. 

Selvityksessä riskimaissa toimivilta brändeiltä odo-
tettiin myös kolmannen osapuolen auditointointeja. 
Mikään tarkasteltavista yrityksistä ei julkistanut tietoa 
auditoinneista. 

Elektroniikkabrändien vastuullisuustyössä riittää 
parannettavaa. Jatkossa Eetti tulee kiinnittämään huo-
miota myös valmistuksessa käytettäviin vaarallisiin 
kemikaaleihin, raaka-aineiden ihmisoikeus- ja ympäris-
tökysymyksiin, sekä elektroniikkateollisuuden keskei-
seen kipukohtaan eli elämiseen riittämättömiin palk-
koihin.

PISTEYTYS

BRÄNDI  PISTEET 

Suunto   2   

JoyActor   2  

Polar   1  

Oura   0  

QuietOn   0  

Kuura   0  

WestendXFi  0  
Valco   0
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Yritysten tulee

• Sitoutua kunnioittamaan ihmisoikeuksia.
•  Tehdä kattavaa ihmisoikeusvaikutusten arviointia 

YK:n liike-elämää ja ihmisoikeuksia koskevien ohjaa-
vien periaatteiden mukaisesti sekä raportoida havai-
tuista riskeistä ja toimista niiden minimoimiseksi. 

• Julkaista tehdaslistansa. 
•  Tuottaa pitkäikäisiä ja korjattavia tuotteita, joiden 

materiaalihankintojen vastuullisuuteen kiinnitetty 
huomiota.

•  Asettaa tavoitteet omien ilmasto- ja ympäristövaiku-
tustensa minimoimiseksi. 

Päättäjien tulee

•  Edistää yrityksiä sitovaa ihmisoikeuksia koskevaa yri-
tysvastuulakia Suomessa.

•  Varmistaa, että Suomi jatkaa kunnianhimoisen yritys-
vastuulainsäädännön edistämistä EU:ssa ja globaalisti. 

•  Luoda kannustimia hiilineutraaliudelle sekä laitteiden 
pitkäikäisyydelle ja kierrätettävyydelle.

Kuluttajana ja kansalaisena

•  Harkitse huolellisesti ennen kuin ostat uusia laitteita 
ja osta vain tarpeeseen.

• Jos mahdollista, suosi kierrätettyä elektroniikkaa.
•  Vaadi ostamillesi tuotteille pitkäikäisyyttä ja korjat-

tavuutta.
•  Pyydä yrityksiä kertomaan elektroniikan tuotan-

to-oloista.
• Tutustu yritysten vastuullisuustyöhön.
•  Kysy kansanedustajilta ja europarlamentaarikoilta, 

mitä he tekevät yritysvastuun edistämiseksi ja ilmaise 
tukesi yritysvastuulainsäädännölle.

•  Tue yritysten vastuullisuutta puolueettomasti arvioi-
via kansalaisjärjestöjä. 

Suositukset



9

Liitteet

Kysymykset

Climate / Carbon Emissions

1.  Has the brand (owner) disclosed the annual absolute 
climate footprint of its ‘own operations’ and has it 
accomplished an overall absolute climate footprint 
reduction by reducing its emissions compared to the 
result of the previous reporting year? 

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

3.  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?

4.  Does the brand (owner) compensate its emissions 
based on calculation of total emissions, and does it 
disclose specific information on its website regarding 
the compensation channels used? 

5.  Is all the electricity used by the brand (owner) gener-
ated from renewable resources, such as wind or solar 
energy?

Environment

6.  Does the brand (owner) disclose what percentage of 
its one main material is recycled (product groups or 
total volume of materials)? 

7.  Does the brand (owner) disclose what percentage of 
its two main materials are recycled materials (prod-
uct groups or total volume of materials)?

8.  Does the brand (company) source at least 50 % of 
the three main materials used from recycled streams 
(product groups or total volume of materials)? 

9.  Does the brand (owner) report what percentage of 
its consumer packaging materials are from recycled 
sources (minimum 50%) or has the brand reduced the 
total amount of package materials?

10.  Does the brand encourage longevity and repairabil-
ity of products by implementing at least 2 of the fol-
lowing: 
a.  Does the brand offer software updates for all 

products, for at least 3 years after end of the pro-
duction?

b.  Does the brand (company) only use universal 
plugs for chargers (where applicable) or offer the 
charger as an optional add-on to the products?

c.  Does the brand inform that it’s products are repair-
able and does it provide repair services, spare parts 
or online manuals for repair services for all prod-
ucts? 

d.  Does the brand offer an extended warranty on all 
products?

Labor conditions / Human 
rights

11.  Does the brand (owner) commit to respecting 
human rights across its operations? 

12.  Does the brand have a supplier Code of Conduct 
(CoC), which requires suppliers to respect the ILO 
core conventions?

13.  Has the brand (owner) published a specific list of 
direct suppliers (including name, address and owner 
company) that have collectively contributed to more 
than 90% of the purchase volume?

14.  Does the brand (owner) use third party social audits 
and disclose information on the results?
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Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the annual 
absolute climate footprint of its ‘own oper-
ations’ and has it accomplished an over-
all absolute climate footprint reduction by 
reducing its emissions compared to the 
result of the previous reporting year? 

No. JoyActor has not published the 
absolute climate footprint for its 
Scope 1 and 2 greenhouse gas 
emissions. 

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

No. JoyActor has not published the 
absolute climate footprint for the 
greenhouse gas emissions of its 
supply chain.
 

3 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?

? See remark for Q2

4 Does the brand (owner) compensate its 
emissions based on calculation of total emis-
sions, and does it disclose specific informa-
tion on its website regarding the compensa-
tion channels used? 

? JoyActor communicates compen-
sating 71 tCO2e annually but does 
not disclose how much that covers 
from its total emissions. 

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

Environment

6 Does the brand (owner) disclose what per-
centage of its one main material is recycled 
(product groups or total volume of materi-
als)? 

? JoyActor communicates using 
recycled components in its pro-
duction but does not inform any 
concrete volumes from the total 
use.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

7 Does the brand (owner) disclose what per-
centage of its two main materials are recy-
cled materials (product groups or total vol-
ume of materials)?

? See remark for Q6

8 Does the brand (company) source at least 
50 % of the three main materials used from 
recycled streams (product groups or total 
volume of materials)?

? See remark for Q6

Brand Owner          Recycle Joy Finland Oy
Head Office Location       Helsinki, Hämeentie 68B
Brand           JoyActor

Brand Website
https://joyactor.fi/
CSR Report
https://joyactor.fi/vastuullisuus-ja-ilo/
Code of Coduct
https://joyactor.fi/wp-content/uploads/2021/09/Code-of-Conduct-english.pdf

Result: 3 out of 14

https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
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9 Does the brand (owner) report what per-
centage of its consumer packaging mate-
rials are from recycled sources (minimum 
50%) or has the brand reduced the total 
amount of package materials?

? JoyActor communicates using 
many practices to decrease packa-
ging materials but does not report 
annual reductions.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

10 Does the brand encourage longevity and 
repairability of products by implementing at 
least 2 of the following: 

Yes. JoyActor encourages longevity 
and repairability of products by 
several measures.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

10.a. Does the brand offer software updates for all 
products, for at least 3 years after end of the 
production?

-

10.b. Does the brand (company) only use univer-
sal plugs for chargers (where applicable) or 
offer the charger as an optional add-on to 
the products?

Yes. JoyActors uses universal plugs 
such as micro-USB, and USB-C.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

10.c. Does the brand inform that it’s products are 
repairable and does it provide repair services, 
spare parts or online manuals for repair ser-
vices for all products?

Yes. JoyActor reports its product to be 
repairable by offering spare parts 
for its products.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

10.d. Does the brand offer an extended warranty 
on all products?

Yes. JoyActor is offering commercial 
guarantee for 3   years for all pro
ducts.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

Labor conditions / Human rights

11 Does the brand (owner) commit to respect-
ing human rights across its operations?

Yes. JoyActor has made a public com-
mitment to respect human rights 
across all its operations. 

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

12 Does the brand have a supplier Code of 
Conduct (CoC), which requires suppliers to 
respect the ILO core conventions?

Yes. JoyActor has published Code of 
Conduct with a commitment to 
respect ILO core labour rights.

https://joyactor.fi/wpcon-
tent/uploads/2021/09/
Code-of-Conduct-english.
pdf

13 Has the brand (owner) published a spe-
cific list of direct suppliers (including name, 
address and owner company) that have col-
lectively contributed to more than 90% of 
the purchase volume?

No. JoyActor does not provide a signifi-
cant list of direct suppliers. 

14 Does the brand (owner) use third party 
social audits and disclose information on 
the results?

? JoyActor communicates that its 
partner companies follow amfori 
BSCI, however it does not clearly 
report on audit results.

https://joyactor.fi/vas-
tuullisuus-ja-ilo/

https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/wp-content/uploads/2021/09/Code-of-Conduct-english.pdf
https://joyactor.fi/wp-content/uploads/2021/09/Code-of-Conduct-english.pdf
https://joyactor.fi/wp-content/uploads/2021/09/Code-of-Conduct-english.pdf
https://joyactor.fi/wp-content/uploads/2021/09/Code-of-Conduct-english.pdf
https://joyactor.fi/vastuullisuus-ja-ilo/
https://joyactor.fi/vastuullisuus-ja-ilo/
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Brand Owner          IP-Agency Finland Oy
Head Office Location       Vantaa, Pavintie 2
Brand           Kuura

Brand Website
https://kuuraofficial.com/fi
CSR Report
-
Code of Coduct
-

Result: 0 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

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 by reducing its emissions com-
pared to the result of the previous reporting year? 

No. Kuura has not published the 
absolute climate footprint for 
its Scope 1 and 2 greenhouse 
gas emissions. 

2 Has the brand (owner) disclosed the annual abso-
lute climate footprint of its supply chain that is 
’beyond own operations’?

No. Kuura has not published the 
absolute climate footprint for 
the greenhouse gas emis-
sions of its supply chain.

3 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?

? See remark for Q2

4 Does the brand (owner) compensate its emissions 
based on calculation of total emissions, and does it 
disclose specific information on its website regard-
ing the compensation channels used? 

? Kuura does not communi-
cate using any compensa-
tion. 
 

5 Is all the electricity used by the brand (owner) gen-
erated from renewable resources, such as wind or 
solar energy?

? Kuura does not communi-
cate its renewable energy 
policy.

Environment

6 Does the brand (owner) disclose what percentage 
of its one main material is recycled (product groups 
or total volume of materials)? 

? Kuura does not communi-
cate using recycled materials. 

7 Does the brand (owner) disclose what percent-
age of its two main materials are recycled materi-
als (product groups or total volume of materials)?

? See remark for Q6

8 Does the brand (company) source at least 50 % 
of the three main materials used from recycled 
streams (product groups or total volume of mate-
rials)?

? See remark for Q6
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9 Does the brand (owner) report what percentage of 
its consumer packaging materials are from recy-
cled sources (minimum 50%) or has the brand 
reduced the total amount of package materials?

? Kuura does not report the 
percentage of recycled mate-
rials used for its consumer 
packaging, nor any annual 
reductions of its packaging 
materials.

10 Does the brand encourage longevity and repaira-
bility of products by implementing at least 2 of the 
following: 

? Kuura does not communicate 
of its measures to encourage 
longevity and repairability.

10.a. Does the brand offer software updates for all prod-
ucts, for at least 3 years after end of the production?

? Kuura does not communi-
cate how long it will offer soft-
ware updates.

10.b. Does the brand (company) only use universal plugs 
for chargers (where applicable) or offer the charger 
as an optional add-on to the products?

? Kuura does not communi-
cate whether it uses univer-
sal plugs.

10.c. Does the brand inform that it’s products are repair-
able and does it provide repair services, spare parts 
or online manuals for repair services for all prod-
ucts?

? Kuura does not communi-
cate offering repair services, 
spare parts nor online manu-
als for repair services. 

10.d. Does the brand offer an extended warranty on all 
products?

No. Kuura is offering a 1 year 
commercial guarantee for 
its products. This is not an 
extended warranty since 
under EU consumer rules 
consumers have a right to a 
2 year legal guarantee at no 
cost.

https://kuuraof-
ficial.com/fi//
search?q=takuu*

Labor conditions / Human rights

11 Does the brand (owner) commit to respecting 
human rights across its operations?

? Kuura does not have a pub-
lic commitment to respect 
human rights across all its 
activities. 

12 Does the brand have a supplier Code of Conduct 
(CoC), which requires suppliers to respect the ILO 
core conventions?

? Kuura has not published a 
supplier Code of Conduct 
(CoC). 

13 Has the brand (owner) published a specific list 
of direct suppliers (including name, address and 
owner company) that have collectively contributed 
to more than 90% of the purchase volume?

No. Kuura does not provide a  list 
of direct suppliers. 

14 Does the brand (owner) use third party social audits 
and disclose information on the results?

? Kuura does not communi-
cate whether it uses third 
party social audits. 

https://kuuraofficial.com/fi//search?q=takuu
https://kuuraofficial.com/fi//search?q=takuu
https://kuuraofficial.com/fi//search?q=takuu
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Brand Owner          Oura Health Oy
Head Office Location       Oulu, elektroniikkatie 10
Brand            Oura

Brand Website
https://ouraring.com/
CSR Report 
-
Code of Coduct 
-

Result: 0 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the 
annual absolute climate footprint of 
its ‘own operations’ and has it accom-
plished an overall absolute climate foot-
print reduction by reducing its emis-
sions compared to the result of the 
previous reporting year? 

No. Oura has not published the abso-
lute climate footprint for its Scope 
1 and 2 greenhouse gas emissions. 

2 Has the brand (owner) disclosed the 
annual absolute climate footprint of its 
supply chain that is ’beyond own oper-
ations’?

No. Oura has not published the abso-
lute climate footprint for the 
greenhouse gas emissions of its 
supply chain.

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

? See remark for Q2

4 Does the brand (owner) compensate its 
emissions based on calculation of total 
emissions, and does it disclose specific 
information on its website regarding the 
compensation channels used? 

? Oura does not communicate using 
any compensation. 

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

? Oura does not communicate its 
renewable energy policy.

Environment

6 Does the brand (owner) disclose what 
percentage of its one main material is 
recycled (product groups or total vol-
ume of materials)? 

? Oura does not communicate using 
recycled materials. 

7 Does the brand (owner) disclose what 
percentage of its two main materials are 
recycled materials (product groups or 
total volume of materials)?

? See remark for Q6
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8 Does the brand (company) source at 
least 50 % of the three main materials 
used from recycled streams (product 
groups or total volume of materials)?

? See remark for Q6

9 Does the brand (owner) report what 
percentage of its consumer packag-
ing materials are from recycled sources 
(minimum 50%) or has the brand 
reduced the total amount of package 
materials?

? Oura does not report the percent-
age of recycled materials used for 
its consumer packaging, nor any 
annual reductions of its packaging 
materials.

10 Does the brand encourage longevity 
and repairability of products by imple-
menting at least 2 of the following: 

? Oura does not communicate of its 
measures to encourage longevity 
and repairability.

10.a. Does the brand offer software updates 
for all products, for at least 3 years after 
end of the production?

? Oura does not report how long it 
will offer software updates.

https://support.ourar-
ing.com/hc/fi/arti-
cles/360025570013-Ohjelmis-
top%C3%A4ivitykset

10.b. Does the brand (company) only use uni-
versal plugs for chargers (where applica-
ble) or offer the charger as an optional 
add-on to the products?

No. Oura does not use universal plugs 
and chargers are included in the 
products.

https://ouraring.com/product/
charger-set/step1

10.c. Does the brand inform that it’s products 
are repairable and does it provide repair 
services, spare parts or online manuals 
for repair services for all products?

? Oura does not communicate offer-
ing repair services, spare parts nor 
online manuals for repair services.  

10.d. Does the brand offer an extended war-
ranty on all products?

No. Oura is offering a 2 year commer-
cial guarantee for its products. This 
is not an extended warranty since 
under EU consumer rules consum-
ers have a right to a 2 year legal 
guarantee at no cost. 

https://support.ourar-
ing.com/hc/en-us/arti-
cles/360025439534-Warran-
ty-FAQs

Labor conditions / Human rights

11 Does the brand (owner) commit to 
respecting human rights across its oper-
ations?

? Oura does not have a public com-
mitment to respect human rights 
across all its activities. 

12 Does the brand have a supplier Code of 
Conduct (CoC), which requires suppliers 
to respect the ILO core conventions?

? Oura has not published a supplier 
Code of Conduct (CoC). 

13 Has the brand (owner) published a spe-
cific list of direct suppliers (including 
name, address and owner company) 
that have collectively contributed to 
more than 90% of the purchase volume?

No. Oura does not provide a  list of 
direct suppliers. 

14 Does the brand (owner) use third party 
social audits and disclose information 
on the results?

? Oura does not communicate 
whether it uses third party social 
audits.

https://support.ouraring.com/hc/fi/articles/360025570013-Ohjelmistop%C3%A4ivitykset
https://support.ouraring.com/hc/fi/articles/360025570013-Ohjelmistop%C3%A4ivitykset
https://support.ouraring.com/hc/fi/articles/360025570013-Ohjelmistop%C3%A4ivitykset
https://support.ouraring.com/hc/fi/articles/360025570013-Ohjelmistop%C3%A4ivitykset
https://ouraring.com/product/charger-set/step1
https://ouraring.com/product/charger-set/step1
https://support.ouraring.com/hc/en-us/articles/360025439534-Warranty-FAQs
https://support.ouraring.com/hc/en-us/articles/360025439534-Warranty-FAQs
https://support.ouraring.com/hc/en-us/articles/360025439534-Warranty-FAQs
https://support.ouraring.com/hc/en-us/articles/360025439534-Warranty-FAQs
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Brand Owner          Polar Electro Oy
Head Office Location       Kempele, Professorinte 5
Brand            Polar

Brand Website
https://www.polar.com/fi
CSR Report
https://www.polar.com/fi/tietoa_polarista/keita_olemme/ymparisto
Code of Coduct
-

Result: 2 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

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

No. Polar has not published the absolute 
climate footprint for its Scope 1 and 2 
greenhouse gas emissions. 

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

No. Polar has not published the absolute 
climate footprint for the greenhouse 
gas emissions of its supply chain. 

3 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?

? See remark for Q2

4 Does the brand (owner) compensate its emis-
sions based on calculation of total emissions, 
and does it disclose specific information on its 
website regarding the compensation chan-
nels used? 

? Polar does not communicate using 
any compensation. 

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

? Polar does not communicate its 
renewable energy policy.

Environment

6 Does the brand (owner) disclose what per-
centage of its one main material is recycled 
(product groups or total volume of materials)? 

? Polar does not communicate using 
recycled materials. 

7 Does the brand (owner) disclose what per-
centage of its two main materials are recycled 
materials (product groups or total volume of 
materials)?

? See remark for Q6

8 Does the brand (company) source at least 50 
% of the three main materials used from recy-
cled streams (product groups or total volume 
of materials)?

? See remark for Q6
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9 Does the brand (owner) report what percent-
age of its consumer packaging materials are 
from recycled sources (minimum 50%) or has 
the brand reduced the total amount of pack-
age materials.?

? Polar does not report the percent-
age of recycled materials used for its 
consumer packaging, nor any annual 
reductions of its packaging materials.

10 Does the brand encourage longevity and 
repairability of products by implementing at 
least 2 of the following: 

Yes. Polar encourages longevity and 
repairability of products by several 
measures.

10.a. Does the brand offer software updates for all 
products, for at least 3 years after end of the 
production?

Yes. Polar reports offering software 
updates for at least 5 years.

https://www.polar.
com/en/sustainabil-
ity

10.b. Does the brand (company) only use universal 
plugs for chargers (where applicable) or offer 
the charger as an optional add-on to the prod-
ucts?

No. Polar does not use universal plugs and 
chargers are included in the products.

10.c. Does the brand inform that it’s products are 
repairable and does it provide repair services, 
spare parts or online manuals for repair ser-
vices for all products?

Yes. Polar  reports its product to be repair-
able by offering its customers repair 
services at Polar Electro repair centers 
and selling some spare parts.

https://www.polar.
com/en/sustainabil-
ity / 

https://support.
polar.com/fi/tuki/
huolto / 

10.d. Does the brand offer an extended warranty on 
all products?

No. Polar is offering a 2 year commercial 
guarantee for most of its products. 
This is not an extended warranty since 
under EU consumer rules consumers 
have a right to a 2 year legal guaran-
tee at no cost.

https://support.
polar.com/fi/tuki/
takuutiedot

Labor conditions / Human rights

11 Does the brand (owner) commit to respecting 
human rights across its operations?

Yes. Polar has made a public commitment 
to respect human rights across all its 
operations. 

https://www.polar.
com/en/sustainabil-
ity

12 Does the brand have a supplier Code of Con-
duct (CoC), which requires suppliers to respect 
the ILO core conventions?

? Polar has not published a supplier 
Code of Conduct (CoC). 

13 Has the brand (owner) published a specific list 
of direct suppliers (including name, address 
and owner company) that have collectively 
contributed to more than 90% of the purchase 
volume?

No. Polar communicates having its own 
factory in China and Malaysia but 
does not publish a clear supplier list 
covering at least 90 % of its produc-
tion.

https://www.polar.
com/en/sustainabil-
ity

14 Does the brand (owner) use third party social 
audits and disclose information on the results?

? Polar communicates using WFSGI
plegde social audits in its factory in
China. Polar does not publish audit 
results and it is unclear if audits are 
conducted by a third party auditor.

https://www.polar.
com/en/sustainabil-
ity

https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability /
https://www.polar.com/en/sustainability /
https://www.polar.com/en/sustainability /
https://support.polar.com/fi/tuki/huolto / 
https://support.polar.com/fi/tuki/huolto / 
https://support.polar.com/fi/tuki/huolto / 
https://support.polar.com/fi/tuki/takuutiedot
https://support.polar.com/fi/tuki/takuutiedot
https://support.polar.com/fi/tuki/takuutiedot
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
https://www.polar.com/en/sustainability
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Brand Owner          QuietOn Oy
Head Office Location       Kempele, Hakamaantie 18
Brand            Quieton

Brand Website
https://quieton.com/
CSR Report
-
Code of Coduct
-

Result: 0 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the 
annual absolute climate footprint of its 
‘own operations’ and has it accomplished 
an overall absolute climate footprint 
reduction by reducing its emissions com-
pared to the result of the previous report-
ing year? 

No. QuietOn has not published the abso-
lute climate footprint for its Scope 1 and 
2 greenhouse gas emissions. 

2 Has the brand (owner) disclosed the 
annual absolute climate footprint of its 
supply chain that is ’beyond own opera-
tions’?

No. QuietOn has not published the abso-
lute climate footprint for the green-
house gas emissions of its supply chain. 

3 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?

? See remark for Q2

4 Does the brand (owner) compensate its 
emissions based on calculation of total 
emissions, and does it disclose specific 
information on its website regarding the 
compensation channels used? 

? QuietOn does not communicate using 
any compensation. 

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

? QuietOn does not communicate its 
renewable energy policy.

Environment

6 Does the brand (owner) disclose what 
percentage of its one main material is 
recycled (product groups or total volume 
of materials)? 

? QuietOn does not communicate using 
recycled materials. 

7 Does the brand (owner) disclose what 
percentage of its two main materials are 
recycled materials (product groups or 
total volume of materials)?

? See remark for Q6

8 Does the brand (company) source at least 
50 % of the three main materials used 
from recycled streams (product groups or 
total volume of materials)?

? See remark for Q6
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9 Does the brand (owner) report what per-
centage of its consumer packaging mate-
rials are from recycled sources (minimum 
50%) or has the brand reduced the total 
amount of package materials?

? QuietOn does not report the percent-
age of recycled materials used for its 
consumer packaging, nor any annual 
reductions of its packaging materials.

10 Does the brand encourage longevity and 
repairability of products by implementing 
at least 2 of the following: 

? QuietOn has taken some measures to 
encourage longevity and repairability.

10.a. Does the brand offer software updates for 
all products, for at least 3 years after end of 
the production?

-

10.b. Does the brand (company) only use uni-
versal plugs for chargers (where applica-
ble) or offer the charger as an optional 
add-on to the products?

Yes. QuietOn communicates that its prod-
ucts can be charged with universal 
micro-USB chargers.

https://quieton.
com/wp-content/
uploads/2020/03/ENG-
QuietOn-Sleep-user-
guide.pdf

10.c. Does the brand inform that it’s products 
are repairable and does it provide repair 
services, spare parts or online manuals for 
repair services for all products?

? QuietOn does not communicate offer-
ing repair services, spare parts nor 
online manuals for repair services.  

10.d. Does the brand offer an extended war-
ranty on all products?

No. QuietOn is offering guarantee for 2 
years in Eu countries and 1 year in other 
countries. This is not an extended war-
ranty since under EU consumer rules 
consumers have a right to a 2 year legal 
guarantee at no cost.

https://quieton.com/
terms-and-conditions/

Labor conditions / Human rights

11 Does the brand (owner) commit to 
respecting human rights across its oper-
ations?

? QuietOn does not have a public com-
mitment to respect human rights 
across all its activities. 

12 Does the brand have a supplier Code of 
Conduct (CoC), which requires suppliers 
to respect the ILO core conventions?

? QuietOn has not published a supplier 
Code of Conduct (CoC). 

13 Has the brand (owner) published a spe-
cific list of direct suppliers (including 
name, address and owner company) that 
have collectively contributed to more 
than 90% of the purchase volume?

? QuietOn does not provide a significant 
list of direct suppliers. 

14 Does the brand (owner) use third party 
social audits and disclose information on 
the results?

? QuietOn does not communicate 
whether it uses third party social audits.

https://quieton.com/wp-content/uploads/2020/03/ENG-QuietOn-Sleep-user-guide.pdf
https://quieton.com/wp-content/uploads/2020/03/ENG-QuietOn-Sleep-user-guide.pdf
https://quieton.com/wp-content/uploads/2020/03/ENG-QuietOn-Sleep-user-guide.pdf
https://quieton.com/wp-content/uploads/2020/03/ENG-QuietOn-Sleep-user-guide.pdf
https://quieton.com/wp-content/uploads/2020/03/ENG-QuietOn-Sleep-user-guide.pdf
https://quieton.com/terms-and-conditions/
https://quieton.com/terms-and-conditions/
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Brand Owner          Amer Sports Oy
Head Office Location       Vantaa, Tammiston kauppatie 7 A
Brand            Suunto

Brand Website
https://www.suunto.com/fi-fi/
CSR Report 
https://www.suunto.com/fi-fi/Tietoa-Suunnosta/Sustainability/
Code of Coduct 
https://www.amersports.com/sustainability/guidelines-and-policies/

Result: 0 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the 
annual absolute climate footprint of its 
‘own operations’ and has it accomplished 
an overall absolute climate footprint 
reduction by reducing its emissions com-
pared to the result of the previous report-
ing year? 

Yes. Suunto publishes a climate footprints 
from 2009 to 2020 and has reduced 
its climate footprint for its own opera-
tions 2019-2020 from 962  tons of CO2e 
to 833 tons of CO2e (market based 
data).

https://www.suunto.
com/globalassets/
about-suunto/sustain-
ability/suunto-ghg-
data-2009-2020-310821-01.
pdf

2 Has the brand (owner) disclosed the 
annual absolute climate footprint of its 
supply chain that is ’beyond own opera-
tions’?

? Suunto publishes the Scope 3 emis-
sions, however its supply chain emis-
sions are excluded from the calcula-
tions.

https://www.suunto.
com/globalassets/
about-suunto/sustain-
ability/suunto-ghg-
data-2009-2020-310821-01.
pdf

3 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?

? See remark for Q2

4 Does the brand (owner) compensate its 
emissions based on calculation of total 
emissions, and does it disclose specific 
information on its website regarding the 
compensation channels used? 

? Suunto does not communicate using 
any compensation. 

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

Yes. Suunto reports using 100 % wind 
energy of total electricity consump-
tion.

https://www.suunto.com/
fifi/TietoaSuunnosta/Sus-
tainability/

Environment

6 Does the brand (owner) disclose what 
percentage of its one main material is 
recycled (product groups or total volume 
of materials)? 

? Suunto does not communicate using 
recycled materials. 

7 Does the brand (owner) disclose what 
percentage of its two main materials are 
recycled materials (product groups or 
total volume of materials)?

? See remark for Q6

8 Does the brand (company) source at least 
50 % of the three main materials used 
from recycled streams (product groups 
or total volume of materials)?

? See remark for Q6

https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
https://www.suunto.com/globalassets/about-suunto/sustainability/suunto-ghg-data-2009-2020-310821-01.pdf
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9 Does the brand (owner) report what 
percentage of its consumer packaging 
materials are from recycled sources (min-
imum 50%) or has the brand reduced the 
total amount of package materials?

? Suunto does not report the percent-
age of recycled materials used for its 
consumer packaging, nor any annual 
reductions of its packaging materials.

10 Does the brand encourage longevity and 
repairability of products by implement-
ing at least 2 of the following: 

? Suunto has taken some measures to 
encourage longevity and repairability.

10.a. Does the brand offer software updates for 
all products, for at least 3 years after end 
of the production?

? Suunto does not report how long it 
will offer software updates.

10.b. Does the brand (company) only use uni-
versal plugs for chargers (where applica-
ble) or offer the charger as an optional 
add-on to the products?

No. Suunto does not use universal plugs 
and chargers are included in the prod-
ucts.

10.c. Does the brand inform that it’s products 
are repairable and does it provide repair 
services, spare parts or online manuals for 
repair services for all products?

Yes. Suunto reports its products to be 
repairable by offering repair services 
for all its products during the two-
year warranty period and selling some 
spare parts.

https://www.suunto.com/
fifi/Tuki/ServiceCenters/
Huoltopisteet/

https://www.suunto.com/
fifi/Hae/?q=varaosat 

https://www.suunto.com/
fifi/TietoaSuunnosta/Sus-
tainability/

10.d. Does the brand offer an extended war-
ranty on all products?

No. Suunto is offering a 2 year guaran-
tee for its products.  This is not an 
extended warranty since under EU 
consumer rules consumers have a 
right to a 2 year legal guarantee at no 
cost. Some Suunto products however 
have extended guarantee periods for 
specific components or topics.

https://www.suunto.
com/fifi/Tuki/Tuotetuki/
suunto_core/suunto_core/
ominaisuudet/takuu/

Labor conditions / Human rights

11 Does the brand (owner) commit to 
respecting human rights across its oper-
ations?

Yes. Brand owner Amer Sport has made a 
public commitment to respect human 
rights across all its operations. 

https://www.amersports.
com/sustainability/guide-
lines-and-policies/ethi-
cal-policy/

12 Does the brand have a supplier Code of 
Conduct (CoC), which requires suppliers 
to respect the ILO core conventions?

Yes. Brand owner Amer Sport oy has pub-
lished a Code of Conduct with a com-
mitment to respect ILO core labour 
rights.

https://www.amersports.
com/sustainability/guide-
lines-and-policies/

13 Has the brand (owner) published a spe-
cific list of direct suppliers (including 
name, address and owner company) that 
have collectively contributed to more 
than 90% of the purchase volume?

? Suunto has its own factory in Van-
taa where it produces all of its pre-
cision instruments, dive computers, 
mechanical compasses and approx. 
60 % of its sport watches, however the 
company does not publish a supplier 
list and it is unclear what percentage 
of production takes place in Finland.

https://www.suunto.com/
fifi/TietoaSuunnosta/Sus-
tainability/

14 Does the brand (owner) use third party 
social audits and disclose information on 
the results?

? Suunto does not communicate 
whether it uses third party social 
audits.

https://www.suunto.com/fi-fi/Tuki/Service-Centers/Huoltopisteet/
https://www.suunto.com/fi-fi/Tuki/Service-Centers/Huoltopisteet/
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Brand Owner          Valco oy
Head Office Location       Tampere, kirvestie 9a
Brand            Valco

Brand Website
https://www.valco.fi/
CSR Report
https://www.valco.fi/pages/yhteiskuntavastuun-periaatteet
Code of Coduct
-

Result: 0 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the 
annual absolute climate footprint of 
its ‘own operations’ and has it accom-
plished an overall absolute climate 
footprint reduction by reducing its 
emissions compared to the result of 
the previous reporting year? 

No. Valco has not published the abso-
lute climate footprint for its Scope 
1 and 2 greenhouse gas emissions. 

2 Has the brand (owner) disclosed the 
annual absolute climate footprint of its 
supply chain that is ’beyond own oper-
ations’?

No. Valco has not published the absolute 
climate footprint for the greenhouse 
gas emissions of its supply chain. 

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

? See remark for Q2

4 Does the brand (owner) compensate its 
emissions based on calculation of total 
emissions, and does it disclose specific 
information on its website regarding 
the compensation channels used? 

? Valco communicates compensat-
ing some of its emissions by plant-
ing trees, but the compensation 
used does not meet the criteria 
of high-quality compensation. In 
addition, Valco does not disclose 
how much that covers from its total 
emissions. 

https://www.valco.fi/pages/
valcon-viherpesukampanja

5 Is all the electricity used by the brand 
(owner) generated from renewa-
ble resources, such as wind or solar 
energy?

? Valco does not communicate its 
renewable energy policy.

Environment

6 Does the brand (owner) disclose what 
percentage of its one main material is 
recycled (product groups or total vol-
ume of materials)? 

? Valco does not communicate using 
recycled materials. 

7 Does the brand (owner) disclose what 
percentage of its two main materials 
are recycled materials (product groups 
or total volume of materials)?

? See remark for Q6

https://www.valco.fi/pages/valcon-viherpesukampanja
https://www.valco.fi/pages/valcon-viherpesukampanja
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8 Does the brand (company) source at 
least 50 % of the three main materials 
used from recycled streams (product 
groups or total volume of materials)?

? See remark for Q6

9 Does the brand (owner) report what 
percentage of its consumer packaging 
materials are from recycled sources 
(minimum 50%) or has the brand 
reduced the total amount of package 
materials?

? Valco does not report the percent-
age of recycled materials used for 
its consumer packaging, nor any 
annual reductions of its packaging 
materials.

10 Does the brand encourage longevity 
and repairability of products by imple-
menting at least 2 of the following: 

? Valco has taken some measures to 
encourage longevity and repaira-
bility.

10.a. Does the brand offer software updates 
for all products, for at least 3 years after 
end of the production?

-

10.b. Does the brand (company) only use 
universal plugs for chargers (where 
applicable) or offer the charger as an 
optional add-on to the products?

Yes. Valco communicates that its head-
phones can be charged with uni-
versal micro-USB or USB-C charg-
ers.

https://www.valco.fi/col-
lections/imatran-kaatopa-
ikka/products/valco-nor-
dell-mk3-ministereot
 ; 
https://www.valco.fi/collec-
tions/imatran-kaatopai-
kka/products/valco-vasta-
melukuulokkeet
 ;  
https://www.valco.fi/collec-
tions/imatran-kaatopaikka/
products/valco-sorsa-langat-
tomat-vastamelukuulokkeet

https://www.valco.fi/collec-
tions/imatran-kaatopaikka/
products/korvavalco-langat-
tomat-nappikuulokkeet

10.c. Does the brand inform that it’s prod-
ucts are repairable and does it provide 
repair services, spare parts or online 
manuals for repair services for all prod-
ucts?

? Valco does not communicate offer-
ing repair services, spare parts nor 
online manuals for repair services. 
They are however informing to pro-
vide spare parts for their noise-can-
celling headphones in the future.

https://www.valco.fi/collec-
tions/imatran-kaatopai-
kka/products/valco-vasta-
melukuulokkeet

10.d. Does the brand offer an extended war-
ranty on all products?

No. Valco reports offering commercial 
guarantee  for 1 year.  This is not an 
extended warranty since under EU 
consumer rules consumers have a 
right to a 2 year legal guarantee at 
no cost. 

https://www.valco.fi/collec-
tions/imatran-kaatopai-
kka/products/valco-vasta-
melukuulokkeet

https://www.valco.fi/col-
lections/imatran-kaatopa-
ikka/products/valco-nor-
dell-mk3-ministereot

https://www.valco.fi/collec-
tions/imatran-kaatopaikka/
products/valco-sorsa-langat-
tomat-vastamelukuulokkeet 

https://www.valco.fi/collec-
tions/imatran-kaatopaikka/
products/korvavalco-langat-
tomat-nappikuulokkeet 

Labor conditions / Human rights
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11 Does the brand (owner) commit to 
respecting human rights across its 
operations?

? Valco does not have a public com-
mitment to respect human rights 
across all its activities. 

https://www.valco.fi/pages/
yhteiskuntavastuun-periaat-
teet

12 Does the brand have a supplier Code 
of Conduct (CoC), which requires sup-
pliers to respect the ILO core conven-
tions?

? Valco has not published a supplier 
Code of Conduct (CoC). 

13 Has the brand (owner) published a spe-
cific list of direct suppliers (including 
name, address and owner company) 
that have collectively contributed to 
more than 90% of the purchase vol-
ume?

? Valco does not provide a significant 
list of direct suppliers. 

14 Does the brand (owner) use third party 
social audits and disclose information 
on the results?

? Valco does not communicate 
whether it uses third party social 
audits.

https://www.valco.fi/pages/yhteiskuntavastuun-periaatteet
https://www.valco.fi/pages/yhteiskuntavastuun-periaatteet
https://www.valco.fi/pages/yhteiskuntavastuun-periaatteet


25

Brand Owner          Westend Musical Instruments Ltd Oy
Head Office Location       Espoo, Rantamäki 1B
Brand            WestendXFi

Brand Website
https://westendxfi.com/
CSR Report
https://westendxfi.com/vastuullisuus/”
Code of Coduct
-

Result: 0 out of 14

Climate/ Carbon Emissions Answer Remark Hyperlink

1 Has the brand (owner) disclosed the annual 
absolute climate footprint of its ‘own oper-
ations’ and has it accomplished an over-
all absolute climate footprint reduction by 
reducing its emissions compared to the 
result of the previous reporting year? 

No. WestendXFi  has not published the 
absolute climate footprint for its Scope 
1 and 2 greenhouse gas emissions. 

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

No. WestendXFi has not published the 
absolute climate footprint for the green-
house gas emissions of its supply chain. 

3 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?

? See remark for Q2

4 Does the brand (owner) compensate its 
emissions based on calculation of total 
emissions, and does it disclose specific 
information on its website regarding the 
compensation channels used? 

? WestendXFi does not communicate 
using any compensation. 

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

? WestendXFi does not communicate its 
renewable energy policy.

Environment

6 Does the brand (owner) disclose what per-
centage of its one main material is recycled 
(product groups or total volume of materi-
als)? 

? WestendXFi uses recycled aluminum 
in Unbelievable speakers but does 
not report the percentage of recycled 
material from the total volume.

https://westendxfi.
com/vastuullisuus/

7 Does the brand (owner) disclose what per-
centage of its two main materials are recy-
cled materials (product groups or total vol-
ume of materials)?

? See remark for Q6

8 Does the brand (company) source at least 
50 % of the three main materials used from 
recycled streams (product groups or total 
volume of materials)?

? See remark for Q6

https://westendxfi.com/vastuullisuus/
https://westendxfi.com/vastuullisuus/
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9 Does the brand (owner) report what per-
centage of its consumer packaging mate-
rials are from recycled sources (minimum 
50%) or has the brand reduced the total 
amount of package materials?

? WestendXFi does not report the per-
centage of recycled materials used 
for its consumer packaging, nor any 
annual reductions of its packaging 
materials.

https://westendxfi.
com/vastuullisuus/

10 Does the brand encourage longevity and 
repairability of products by implementing 
at least 2 of the following: 

? WestendXFi has taken some measures 
to encourage longevity and repairabil-
ity.

10.a. Does the brand offer software updates for 
all products, for at least 3 years after end of 
the production?

-

10.b. Does the brand (company) only use univer-
sal plugs for chargers (where applicable) or 
offer the charger as an optional add-on to 
the products?

? WestendXFi communicates using 
USB-C in some of its products, but it is 
unclear if they are used in all the prod-
ucts.

https://westendxfi.
com/tuote/westendx-
ficoncertmasternap-
pikuulokkeet/

10.c. Does the brand inform that it’s products 
are repairable and does it provide repair 
services, spare parts or online manuals for 
repair services for all products?

? WestendXFi communicates its prod-
ucts to be repairable but does not 
communicate offering any repair ser-
vices, spare parts or online manual for 
repair services to prove the statement.  

https://westendxfi.
com/vastuullisuus/

10.d. Does the brand offer an extended warranty 
on all products?

? WestendXFi does not communicate 
the length of guarantee for its prod-
ucts. However, under EU consumer 
rules consumers have a right to a 2 
year legal guarantee at no cost.

Labor conditions / Human rights

11 Does the brand (owner) commit to respect-
ing human rights across its operations?

? WestendXFi does not have a public 
commitment to respect human rights 
across its activities. 

12 Does the brand have a supplier Code of 
Conduct (CoC), which requires suppliers to 
respect the ILO core conventions?

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

13 Has the brand (owner) published a spe-
cific list of direct suppliers (including name, 
address and owner company) that have col-
lectively contributed to more than 90% of 
the purchase volume?

No. WestendXFi does not provide a list of 
direct suppliers. 

14 Does the brand (owner) use third party 
social audits and disclose information on 
the results?

? WestendXFi does not communi-
cate whether it uses third party social 
audits.

https://westendxfi.com/vastuullisuus/
https://westendxfi.com/vastuullisuus/
https://westendxfi.com/tuote/westendxfi-concertmaster-nappikuulokkeet/
https://westendxfi.com/tuote/westendxfi-concertmaster-nappikuulokkeet/
https://westendxfi.com/tuote/westendxfi-concertmaster-nappikuulokkeet/
https://westendxfi.com/tuote/westendxfi-concertmaster-nappikuulokkeet/
https://westendxfi.com/vastuullisuus/
https://westendxfi.com/vastuullisuus/
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