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About the report.

With this report, we at Peak Performance  
aim to give our consumer, business partners   
and employees an understanding of our sustain- 
ability work, the progress we made since last 
year and where we are heading on this path 
going forward. The report has been prepared 
in accordance with the GRI Standards: Core 
Option. For any questions related to the report, 
please feel free to reach out to our Sustain- 
ability & Quality Manager, Åsa Andersson,  
asa.andersson@peakperformance.com. 
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LETTER FROM 
OUR BRAND PRESIDENT

Nothing in 2020 was easy or close to what we 
expected, and once again, Togetherhood has 
proven to be a powerful word for us! 

Another year of great work has  been con-
cluded, and we are finally ready to share it 
with you, our consumers, and stakeholders. 
As I write this letter, we continue to navigate 
a global pandemic that challenges the world, 
us, and our partners every day. The current 
circumstances  demand new solutions and 
ways of doing things to stay on top of the situa-
tion. It requires us to constantly deliver on our 
promises and to engage with our employees, 
partners, and consumers in a valuable way. 

The demand on us as a brand has significant-
ly increased during 2020, and the further we 
progress, the more we enjoy it. Our consumers 
and employees are increasingly becoming more 
engaged in climate, purpose, and value-related 
topics. We embrace it and develop as a brand as 
we are challenged on these topics that matter 
to them, every day.

Since the start of 1986, sustainability-related 
questions have always been a significant  part 

of how we do things. We put a lot of pride and 
effort into developing new solutions and lever-
aging the power of our employee’s ideas. 2020 
came with many challenges, limitations, and 
many things we needed to understand better 
and quickly adapt to. Now, after a few months 
into 2021, I can see how we have adjusted 
to the new ways of working. We came closer 
to our suppliers during the year, although 
we could not meet up in person by solving 
complex supply chain topics together. We are 
closer to our industry peers than ever as we 
have had a more open and honest conversation 
during the past year navigating, exploring, and 
collaborating together. We also came closer to 
our consumers, working even harder on our 
sustainability topics, and moving faster on 
our promises. Last but not least, we certainly 
did not lose sight of our employees; we shared 
everything we could with our teams, trying to 
engage and respect the circumstances that life, 
during a pandemic, meant to all of us.

Today, we have more to share than ever befo-
re. To keep our consumers and stakeholders en-

gaged and educated on the topics that matter to 
us, we will share our progress in this report and 
more consistent and frequently on peakperfor-
mance.com going forward. This will allow us to 
openly share our progress and impact strategies 
as climate change, solving transparency issues 
and working increasingly with circular business 
models are on top of our agenda. 

Our core value Togetherhood continues to 
be our guiding star when we make decisions, 
engage with each other, and develop our brand 
for the future.

I want to take this opportunity to thank  
all of our partners for supporting us during 
2020 and especially say thank you to the whole 
Peak Performance team around the globe for 
your support and tremendous efforts during 
the past year. It was not an easy one, but one 
for the record of true Passion, Winning Spirit 
and Togetherhood! 

Sara Molnar
Brand President, Peak Performance 
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Our mission:

TO EMPOWER EVERYDAY  
ADVENTURES THAT WITHSTAND  

THE TEST OF TIME.
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Born in the mountains out of a love for skiing 
in remote, untouched terrain. Our passion 
for adventure and nature runs deep. Peak 
Performance is for like-minded souls with 
an urge to explore wild and beautiful places, 
both near and far, from the mountains to the 
city. Together with friends or alone, to clear 
our heads and reconnect with nature, com-
muting to work or simply hanging out. As for 
our products, they all have the same purpose 
– empower the freedom to be adventurous 

and live everyday life to the fullest, 365 days 
a year. Whether horizontally or vertically, on 
skis, bikes or your own two feet, they offer 
the optimal balance of progressive style and 
performance. We call it life quality products. 
Our Scandinavian heritage is present in 
everything we do. Our commitment to doing 
better things in a better way is our never-
ending responsibility for memories, stories, 
products and adventures that will withstand 
the test of time.

MISSION
STATEMENT
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>  We are a part of Amer Sports

>  Headquarter location: Stockholm, Sweden  

>  Total number of employees: 521  

>  Gender split: 65% Female, 35% Male  

>  Brand stores: 35 stores in 8 markets  

>  Partner stores: 25 stores in 6 markets  

>  Outlet stores: 10 outlets in 7 markets  

>  Wholesale partners: 1600 partners in  

    25 countries 

ABOUT US
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The industry chatter is intense – can the apparel industry become 
sustainable? The short answer is no. The second you produce anything, you 
leave a mark. But the long answer is a different story. It includes a powerful

 set of company-wide goals – sanctioned and sworn by throughout the brand. 
Goals that aim to lower our climate impact by 50% by 2030, a plan for every item  

we make, and that push us to convince you to think twice before buying that  
fantastic new product. So, is Peak Performance ready to lift our weight to keep  

the future open for adventure? Big yes. Nothing is more critical than  
safeguarding nature for generations of shredders to come.
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OUR PROMISE
Climate. 
We are committed to reduce our impact with 
50% by 2030 and to be Climate neutral by 2050.

Transparency. 
We will ensure full value chain transparency, 
with a plan for every product. 100% transpa-
rency for all materials and suppliers by 2030.

Longevity. 
We are devoted to reaching 30% circular  
products by 2023 and 100% by 2030.

Relationships. 
We will become a truly diverse and equitable 
company, centered around our togetherhood, 
fairness and respect. 
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Nature has been our playground since we 
started our brand in 1986. We design clothes for 
consumers that love an active lifestyle, often 
practiced outdoors in nature. To continue doing 
this, we commit to reduce our impact on the 
environment to secure that future generations 
can enjoy the same joy doing sports, hanging 
out together in nature.  

As resources are scares, negative impact from 
environmental challenges increasing we are 
committed to evaluate our strategies conti-
nuously and adjust to higher targets according-
ly. During 2021 we will be ready to adjust our 
materiality impact strategy to the new require-
ments. Until then, we continued our work and 
focuses according to our earlier set risk assess-
ment. All materiality mapping is structured, 
clear KPI’s set and according to risk we added 
our mitigation strategies. 

We follow a value chain approach for our 
sustainability work, focusing on reducing our 

impact from where the biggest negative impact 
arises – which for us certainly is in the produc-
tion and making of raw materials and ready-ma-
de products including how consumers use and 
dispose our products. Dividing our value chain 
approach into Brand, Product and Partners hel-
ps us additionally structure our work and have 
clarity around correlations of these parts. None 
of the materialities can be seen isolated, often 
they are interlinked or depend on each other. 
Thus, approaching one often means to also 
work with another one. Complex but rewarding 
when we see progress on all of them.

We are using the UN Global Compact and the 
17 Sustainable Development Goals (SDGs) to 
further structure and guide our work. Making 
it also possible to liaise with partners, competi-
tors, and NGO’s on the same topics. 

Please find more information about our mate-
rialities in our sustainability report 2018.

 

OUR APPROACH TO  
SUSTAINABILITY AND 
MATERIALITIES 
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OUR 
MATERIALITIES
Business that lasts.
07  |  Profitability and sustainability business

08  |  Communication and transparency 

09  |  Responsible marketing

10  |  Stakeholder dialogues

11  |  Responsible sales planning

12  |  Responsible development process

13  |  Innovation and knowledge-sharing

14  |  Anti-corruption

Products that last.
15  |  Longevity – Making high quality 

and long-lasting products

16  |  Material / Fibres

17  |  Material / Animal Welfare

18  |  Material / Efficiency energy, 

water and waste

20 |  End of use 

21  |  User phase – care / repair

A planet that lasts.
05  |  Capacity building
06  |  Reduce our climate impact
19   |  Chemicals
24  |  Environmental performance, 

 supply chain
25  |  Innovation

Relations that last.
01   |   Living the brand
02  |  Employer of choice 
03  |  Diversity and equality
22  |  Social compliance – FLA, Accord, SAC
04 & 23  |  Capacity building
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OUR PRIORITIES 
WITHIN THE 17 SGDs.
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HIGHLIGHTS OF THE YEAR  
– KEY ACHIEVEMENTS

We established a  
clear understanding  

and we measured our  
CO2e emissions in  
Scope 1, 2 and 3.

Completed the Higg Brand &  
Retail Module and raised our  

overall performance.

Implementing the circular  
design principles.

We further improved our  
material processes.

We mapped all our products into  
our own created Circular Levels,  
having 84% of them following one  

or more circular principles.

We joined the circular project in Bangladesh  
with the Global Fashion Agenda focusing on finding  

solutions for raw material waste, from production and  
dead stock, to be recycle into new fibres and improve  

processes for circularity. Two of our four suppliers  
in Bangladesh joined successfully.

THE CIRCULAR PROJECT. 

CIRCULAR LEVELS. 
CO2e.

We reduced 56% of our  
physical samples as we exchanged 

it with 3D samples.

We signed off our Material Strategy 3.0 
guiding us for the next years. 

Defined our own Sustainability grading  
and targets to guide consumers.

54% of all our fibres in use  
are now more sustainable  

options instead of virgin and  
 conventional choices.

TWO OF OUR PARTNER  
SUPPLIERS JOINED THE VIETNAM  

SOLAR PANEL PROJECT.

54%
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BUSINESS THAT LASTS 



We are here to stay. Creating a future business that is 
supporting people and the planet is our biggest priority.  
We have come far and are now approaching a state where 
growth must be accompanied with doing good in a much 
more specific and concrete way. We will continuously
share and show progress to our stakeholders.

Goal:
>  To reduce our climate impact by 50% by

2030 and to be climate neutral by 2050.

Key achievements:
>  We completed the Higg Brand & 

retail Module and raised our overall 
performance.

>  Implementing our circular principles. 

>  Defined our own sustainability grading
and targets to guide consumers. Having 
84% of our products following  one or 
more of the circular principles.
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Our business model is built on selling goods 
in our own physical and E-com stores, to our 
business-to-business wholesales partners and 
via our outlet stores. Most of our business is 
planned to demand. We are continuously wor-
king to improve our processes, we ensure that 
our supply of products is linked to a predicted 
and forecasted maximum demand. Certainly, 
there are always fluctuations; thus, one of our 
priorities is not to overproduce or encourage 
unnecessary consumption. Innovation is critical 

to our brand. We are constantly striving to find 
new ways of working, new technical solutions 
and new sustainable materials. We work closely 
with our suppliers to share what we know, and 
we use their knowledge to improve our perfor-
mance. We will only reach our sustainability 
goals by being open to innovative ideas and 
concepts and by sharing those openly whenever 
we find and learn something new. We are very 
proud of how we conduct business and cooperate 
with our stakeholders, customers and partners. 

OUR  
BUSINESS 
MODEL
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At an early stage of our sustainability work we 
realised that we would never reach our goals 
on our own. Sustainable Development Goal 
No17 might be one of the most important goals 
for us, and below, you can find some of the 
partners that we have aligned with to keep a 
high level of our work and progress together.

>  Sustainable Apparel Coalition:
www.apparelcoalition.org

> Amfori/BSCI:
www.amfori.org/content/amfori-bsci  

>  FLA – Fair Labor Association:
www.fairlabor.org 

>  The Bangladesh Accord:
www.bangladeshaccord.org  

> The Swedish Chemical Group:
www.ri.se/sv/vad-vi-gor/natverk/natverket-kemikaliegruppen  

> TEKO:
www.teko.se 

> STICA:
www.sustainablefashionacademy.org/STICA 

> UNFCCC – UN Fashion Charter For Climate Action:
www.unfccc.int/climate-action/sectoral-engagement/global-climate
-action-in-fashion/about-the-fashion-industry-charter-for-climate-action   

> Scandinavian Outdoor Group:
www.scandinavianoutdoorgroup.com

> Blue Sign:
www.bluesign.com/en  

> Better Cotton Initiative:
www.bettercotton.org 

ORGANISATIONS 
THAT WE ARE  
WORKING WITH
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OUR APPROACH 
TO CIRCULAR  
ECONOMY AND 
DESIGN
A circular economy is a systemic approach  
to economic development designed to benefit 
businesses, society, and the environment.  
In contrast to the linear model, with a cradle- 
to-grave approach, a circular economy has an 
aim to decouple growth from the consumption 
of finite resources. During 2019 we defined 
what circular economy and design is for Peak 
Performance and how we can implement it in 
our design and product development process. 
In 2020, this work has been intensified.  

We conducted a series of workshops with desig-
ners, product developers and pattern makers to 
create and establish what we call a fast, steady, 
slow approach.

A categorisation of each product showing 
a pathway of circular opportunities. We have 
also worked with the tailor we use in Åre to 
identify how to design our products for easier 
repair, as well as, design them to last longer.

Sustainability Performance Report 2020  /  17  



Fast products.
Focus areas for fast products are main material and com-
ponents such as print technique, labels, neck trims and 
even sewing thread. These products are made with less 
components and can be designed for recycling. 

> Materials: Few

> Components: Few

> Wear and Wash: Frequent 

> Product Lifecycle: 2–5 years 

> Examples of products: Baselayers, light jersey,  
   tops & bottoms.

Steady products.
Focus areas for steady product are the mix of materials 
and creative ways to justify the product ś purpose. Key 
words are multifunctionality and modularity and the 
products should be designed for repair and recycling.

> Materials: Several 

> Components: Several

> Wear and Wash: Moderate

> Product Lifecycle: 5–10 years 

> Examples of products: Midlayers, hybrids ,  
   heavy jersey, light jackets, pe & casual pants.

Slow products.
Focus areas for slow products are to make the products 
even more long lasting through innovation, workmans-
hip, emotional durability, and repair services. These pro-
ducts are made with more components and are designed 
for a longer life with repair, 2nd hand and recycling as 
part of the lifespan. 

> Materials: Multiple 

> Components: Multiple

> Wear and Wash: Seasonal

> Product Lifecycle: 10+ years 

> Examples of products: Shell & padded jackets  
   (all categories) ski & adventure pants.
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THE LONG
VIEW

Longevity has always been important to us.  
We built our brand on high-quality products 
that last, and we often meet consumers who 
still use products from our first collections.  
Of course, this makes us proud, but it also sets 
an extremely high expectation when it comes 
to quality and design. We always have consu-
mers in mind when we develop products, with 
a clear promise to exceed their expectations. 

The material we use is a key component for 
longevity. We make sure to work with high  
quality material and trims suppliers, and most 
of our materials are defined down to the source  
and nominated to specific partners. This reduces 
risks and gives us the possibility to impact the 

results and reach our goals. As we are com-
mitted to reduce our climate impact by 50% 
by 2030 and since we know that our biggest 
impact comes from the production of our pro-
ducts – this is where we need to start making 
a change. We need to have a circular plan for 
each product we put on the market already 
from the start. 

That is why we have created three different 
circular levels and mapped all our products 
according to this scheme.
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All circular products must be designed for a 
purpose and Longevity. 84% of our products 
are already covered in level 1 or 2.

Level 1.
We have started to implement more 
sustainable fibres according to our 
material strategy or implement pro-

cesses that reduce energy, water scarcity or 
chemicals or designed the product for repair, 
disassembly, or recycling. To earn this first level, 
we need to cover at least 1 of our principles.

Level 2.
We cover all main fabrics, insulations, 
and linings with more sustainable 
options and/or cover the same with 

processes that reduce water scarcity,  energy, 
and chemicals and/or have designed the product 
for a low marker efficiency and/ or designed for 
repair or disassembly or cyclability. To earn this 
level, we need to tick at least 2 of our principles.

Level 3.
To earn this level, all circular prin-
ciples, have to be covered. We have a  
complete plan  for our product, from 

beginning to end of life.  All Circular products 
must be designed for a purpose and designed 
for Longevity. 

OUR OWN SUSTAINABILITY 
GRADING
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OUR CIRCULAR  
PRINCIPLES 
1  |  Product Lifecycle.

Design with a purpose, all products are 
made to serve with a clear purpose. 

2  |  Resource Efficiency.
Material choices are key for circularity 
and for longevity, the use of chemicals 
and for securing the right processes . 
Focusing on waste and marker efficiency 
in production is a key element to control 
wastage and efficiency.

3  |  Durability and Repair.
Design for longevity is a perfect 
sustainability contribution. Learning 
more about the use, the repair together 
with our repair services workshops is 
key for us to gain insights and to develop 
our products further. 

4  |  Business Models. 
Transforming the linear business model 
to a circular business model will be the key 
to reach out climate goals.

5  |  End of Use.
Securing that after use a product is 
resource efficient. 
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MATERIALITY NO 7.
PROFITABLE AND  
SUSTAINABLE BUSINESS.
What to achieve.
Integrate a sustainable approach for making 
a profitable business both for us, stakeholders 
and for our partners. Secure that our footprint 
is shifting from a negative to a positive one 
over time. 

Long term goal. 
>  Shifting from linear to circular economy 

with focus areas: Product Lifecycle, Resource 
Efficiency, Durability & Repair, Business 
Models and End of Use solutions. 

>  Sustainable growth plan. We will meet our 
end-consumer expectations for responsible 
business practices and continuously promote 
responsible consumption.

Progress 2020. 
> We measured our impact as a company 

of Scope 1, Scope 2, and Scope 3. We are 
preparing for our commitment and setting 
of the Science Based Targets.

>  We implemented the circular principles with 
all our product teams. We ran workshops in 
Åre and held various meetings to share 
progress and work. 

> We mapped all our products according 
to our own created circular levels, which 
we implemented during the year. 

> We started working on the launch of our 
recommerce platform – launch 2021. 

 > We joined the Circular Fashion Project 
with Global Fashion Agenda to explore and 
learn how to recycle waste from production 
and support sharing good examples of 
how to utilise deadstock in the future.

> We contributed to the Giving People 
foundation with monetary and product 
donations. Giving People’s vision is that no 
child in Sweden should live in exclusion or 
poverty. Supporting such an organisation 
we believe the future generation of young 
children can be educated towards a long-
term sustainable thinking and continue 
progress for a positive impact.

SDG.
8  |  Decent work and economic growth.
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What to achieve.

> Promote a responsible marketing from an 
ethical and environmental perspective for 
our stakeholders. 

> Communicate frequently and communi-
cate transparently about our progress and 
our business impact. 

> Secure framework and process for 
communication so we can be understood
and compared to our peers. 

Long term goal. 

> We will be responsible and transparent 
in our marketing and communication of 
our business, our sustainability progress, 
and our impact.

Progress 2020. 

> We increased communication on social 
media around our sustainable work and our 
sustainable products. We continued sharing 
progress on PP.com.

> We openly share T1 supplier list together 
with our owners, Amer Sports. We are 
preparing for the launch of Sourcemap, 
where we will be able to share our T1 and 
T2 supplier information with the 
connection to our products.

> We once again completed the HIGG score 
on brand and product modules during 2020. 
We are proud to reflect our work utilising 
standardised ways of  reporting where we 
can be measured against our peers.

SDG
12  |  Responsible production and consumption.
17  |  Partnership for the goals.

Materiality No8 and No9. 
Responsible Marketing together with 
Communication and Transparency.

What to achieve.

Understand in depth the expectations  
from our various stakeholders, such as end- 
consumers, customers, and our shareholders.  

SDG

17  |  Partnership for the goals.

Materiality No10. 
Stakeholder Dialogues.

Progress 2020. 

We increased the positive dialogue with 
our wholesale/retail partners. We shared in 
depth product information with customers, 
such as Zalando and Sport Schuster to 
support their reporting towards the 
end-consumer.  

Long term goal. 

> We will connect closely with our 
stakeholders to learn more about their 
sustainability expectations. 

> We will collaborate with competitors, 
partners, and consumers to achieve 
positive impact together. 
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What to achieve.

> Understanding how different business 
decisions impact the responsible way of 
doing business and how we can influence 
positive development by our decisions.

Long term goal. 

> Improve our sales and product launch 
planning to increase efficiency and reduce 
the overuse or waste of resources. 

> Ultimately, we will only produce to meet 
demand and only work with sustainable 
material choices.

Progress 2020. 

> Efficiently handled the negative impact 
due to COVID-19 business disruptions in 
close cooperation with our partners during 
2020. Allowing us to manage over-
production efficiently. 

> We rolled out and updated our New Product 
Development process to ensure consumer 
needs are secured early in the process to 
avoid production of unwanted stock. 

> We implemented our new Product 
Lifecycle Management system (Centric 8) 
in 2020, allowing us full transparency of 
our material decisions all along  the value 
and creation chain.

SDG
12  |  Responsible production and consumption.

Materiality No11 and No12. 
Responsible Sales Planning and 
Responsible Development Process.

Materiality No14. 
Anti-Corruption.

What to achieve.

> Actively preventing corruption within 
our brand and our supply chain. 

Long term goal. 

>  Ensure zero tolerance for any kind of 
corruption and bribery at all times 

Progress 2020. 

> Anti-corruption training is a big part of 
our social compliance program and we ran 
trainings with our supply chain employees
to further understand the implications of 
their decisions and how to act in an 
ethical way.

SDG
16  |  Peace, justice and strong institutions.
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Materiality No13. 
Innovation & Knowledge Sharing.

SDG
9  |  Industry innovation and infrastructure.

What to achieve.

> Securing that innovation through 
sustainable thinking and the use of 
more sustainable thinking creates 
positive business impact. 

Long term goal. 

> Utilise innovation around sustainability as 
a positive business driver and stay ahead 
and lead through innovation. 

Progress 2020. 

> We started using 3D design to streamline 
and reduce the amount of sales and mar-
keting sample production. We partnered 
up with The Fabricant creating avatars 
and 3D products and we shared progress 
with industry peers to promote 3D 
production instead of physical samples. 

> The POPFREE research program has 
been finalised. We researched within the 
field of non-fluoridated alternatives for 
our products. Being part of this project is 
essential to our journey to phasing out 
PFAS from our durable water repellent 
treatments. Our biggest achievement 
within the project was the new commit-
ment of the ski wax industry to ban all  
PFAS in ski waxes from the season
2021/2022 onwards. 

> We have been part of the MinShed 
research program that aims to minimise 
microplastic emissions from textiles. 
This project has been finalised and new 
methods for measuring microplastics have 
been found and standardsation work and 
a proposal for a CEN standard has been 
kicked off. All learnings will continue and 
be implemented in our work. 
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PRODUCTS THAT LAST 



We design and develop products that last. The core of Peak Performance  
is timeless design paired with prolonging the product life cycle throughout  
the time a product is in use. Additionally, to have a solution for the product 
when the end of life is reached. To support this thinking, during 2020 we  
have increased our focus on circular design, quality and solutions to further 
enabling repairs, as well as, initiated a second-hand recommerce business  
model which you will hear more about in the coming months. 

Goal:
>  100% Sustainable material 2026.

>  30% Circular products by 2023 
and 100% by 2030.

Key achievements:
>  We signed off our Material Strategy

3.0 guiding us for the next years. 

>  54% of all our fibers in use are now
more sustainable options instead of
virgin and conventional choices.

> We joined the circular project
in Bangladesh with the Global
Fashion Agenda.
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OUR IMPACT AND  
PRODUCT STRATEGY
The importance of acting.
Globally, the apparel industry is estimated to 
be responsible for between 2% and 10% of Gre-
enhouse Gas Emissions. The Ellen MacArthur 
Foundation (EMF) predicts that if our industry 
continues on its current growth and impact 
trajectory, it would be responsible for 26% of 
the global carbon budget by 2050.  
A ‘business-as-usual’ approach isn’t just irre-
sponsible, it’s incredibly short-sighted. Accor-
ding to McKinsey & Co. Fashion on Climate 
(2020) the fashion industry will miss the 1.5 
degree pathway if 50% continues on the same 
trajectory. It is therefore imperative that our 
industry acts to reduce its climate impact for 
the long term dramatically. 

100% sustainable materials by 2026.
To do this, we must tackle the areas of our value 
chain with the greatest impact. Most of the 
apparel industry’s GHG emissions are generated 
during raw material production, supply chain 
processing and assembly, transportation, and 
customer product care and disposal. We can see 
that this part has a share of 97% of our total emis-
sions.  Therefore we put a great effort into these 
areas in our sustainability work. We set a bold 
goal to buy 100% sustainable materials by 2026 – 
the year Peak Performance turns 40. To achieve 
this goal, we need to have a plan from each pro-
duct and work with our circular principles.

Fibre footprint calculations.
From 2015 to 2019, we calculated our fibre  
footprint on the products in CO2 emissions, 
water consumption and waste using a Life  
Cycle Assessment (LCA) tool and following  
the guiding principles of ISO 14040, GHG 
protocol, PAS 2050 and the Water Footprint 
Network Global Water Footprinting method. 
This was calculated using the approach of  
calculating the total weight of the product  
and only the main fabric used.
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The approach of  how we  
identify sustainable materials.

Processes. 

> Water-saving drying processes like 

CO2 dying, solution dye, spin dye, 

avitera production are made by using 

renewable energy.

> Blue Sign certification.

> Responsible Wool Standard RWS.

> Responsible Down Standard RDS.

Chemicals. 

> Blue sign certification

> Ökotex certification

> PFC free DWR

> No antibacterial treatments

> Compliance to our Restricted 

Substance List and REACH

Fibres.

>  Organic cotton

>  Better Cotton Initiative

>  Recycled polyester

>  Recycled polyamide

>  Biobased polyamide

>  Tencel / Lyocell

>  Organic wool

>  Hemp

New approach for 2020.
For 2020 we changed our approach. We calcu-
lated our impact on actual weight on all used 
materials: all textile, insulation materials and 
trims. We used the Higg MSI tool for the cal-
culations, where 62% of the material covered  
in weight has been custom created according  
to the data we have in our fabric datasheets.
The rest of the material and trims have been 
calculated as a mix of generic data from the 
MSI and our own specific data. 

The MSI tool uses a  “cradle to gate” app-
roach covering raw material, yarn and textile 
construction, colouring and any finishing of 
the material. The data received covers global 
warming, water consumption, eutrophication, 
chemistry and fossil fuel. For the assembly of 
the products, we asked all our Tier 1 suppliers 
to complete the Higg FEM index as well as 
supporting us with the actual use of energy 
and water information from their facilities.

Adjusting our material strategy.
During 2020 we updated our material strategy 
to cover annual goals for each year until 2026. 
High focus on fibres, processes and innova-
tions and together with our circular principles, 
we think that we have good opportunities to 
succeed with our final goal of buying 100% sus-
tainable materials by 2026. To be classified as a 
sustainable material, it has to have a sustainable 
fibre, not contain any harmful chemicals, and 
must be produced with a process that reduces 
water and energy consumption. 
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MATERIAL USED 
2020

*  The % is based upon the total volume 
that we have produced during the year, 
calculated in pcs / initiative divided with 
total pcs of all bought Bluesign (as an 
example). 

  Fiber improvements   2015  2016  2017  2018  2019  2020      | Goal 2020       | Goal 2022       | Goal 2026

  Recycled Polyester   9%  9%  12%  37%  47%  43,8%   50%    100%

  Recycled / Biobased Polyamide  25%  22%  2%  34%  40%  20,2%   50%     100%

  Better Cotton    0%  0%  23%  70%  93%  99,4%   100%   65%   100%

  Organic Cotton    0%   0%  0%  0%  3%  0,6%    35%

  RDS Down    0%  0%  90%  99%  99%  100%   100%   100%   100%

  PFC free DWR    10%  10%  54%  81%  86%  91%   85%   100%   100%   

 Blue Sign        39%

  Avitera         41% 

      Materials used.

●  Cotton 22,6%   (251,8 t)

●  Polyester 44,2%  (491,7 t)

●  Polyamid 12,4%  (137 t)

●  Wool 2,1%  (23,3 t)

●  Elastan 3,0%  (33,7 t)

●  Acryl 0,4%  (4 t)

●  Viscose / Lyocell 0%  (0,3 t)

●  Down 4,5%  (50,2 t)

●  Other fibers 4,3%  (45,7 t)

●  Trims 6,8%   (76,1 t)

      Insulation.

●  Recycled PES 26,4% 

●  Virgin PES 31% 

●  Down 42,5% 

The progress of fibre  
improvements and goals.
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Global Fashion Agenda invited us for a circular project in Bangladesh 
in December 2020. This is a project together with Reverse Resources, 
BGMEA, P4G, fibre recyclers and 20+ brands investigated the possibilities 
of collecting scrap from production and recycling into new fibres and 
looking into finding good opportunities for deadstock. Research recently 
found that the total waste of textile in Bangladesh is approximately 577 
thousand tons, and this, of course, has a value. 

The project aims to collaborate, track all the collected fibres using a 
digital tool, share learnings, and see the opportunities for being more 
circular.  We have 4 suppliers in Bangladesh, standing for almost 30%  
of our total production, and we have 2 of them joining the project. 

The project will run until the end of 2021 and hopefully learnings  
can  be implemented in other countries. 

CIRCULAR 
FASHION PROJECT 
IN BANGLADESH
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REDUCING OUR IMPACT:  
THE FROST JACKET 
Showcasing one example of how we work with our impact strategy  
taking the Frost Jacket, one of our most selling products, and the  
improvements we have done to lower our impact on material level.  
The impact in CO2e is calculated using the Higg MSI Index 3.1 

Impact: 
By changing main materials we reduce  
our finished material Global Warming  
Potential by 6,2%. For 2020 this means  
thatwe have lowered our Global Warming  
Potential impact with in total 116t CO2e  
for all the main material used in the Frost  
jackets produced during the year. 

From: 
Virgin Polyamide.

To: 
100 % recycled Polyamide, derived 
from industry waste.

Impact: 
By changing to RDS and traceable down 
we support the ethical sourcing of down. 
Today all our down is BlueSign certified, 
RDS certified and traceable for the end 
consumer.

From: 

100% duck down, non- 
sustainably sourced. 

To:
100 % sustainably sourced duck 
down according to Responsible 
Down Standard.

Impact: 
By substituting the perfluorocarbons in 
DWR’s we eliminate harmful substances 
for humans, animals and  nature.

From:
Durable Water Repellant  
containing Perfluorocarbon.

To:
Durable Water Repellant treatment. 
free of Perfluorocarbons’. 
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MATERIALITY NO 15. 
LONGEVITY.
What to achieve.
Exceeding the consumers expectations
making high quality products that last.  

Long term goal. 
Make products that last. Through  timeless de-
sign, high-quality manufacture and a care and 
repair service, we make our products last even 
longer.  We measure longevity of our products 
by monitoring  the amount of quality claims and 
warranty cases. Our long term target is zero, 
which we acknowledge is a long way.

Progress 2020. 
>  No product re-calls due to quality claims in 

2020. We reached our goal with a claim level 
below  0,2% for measured wholesale sales.

>  New reporting in place for follow up from 
all our channels, B2B, retail and e-com 
(ready in 2021) is in place.

>  We set our circular principles and implemen-
tation within product development as ongoing. 

>  Mapping for 2020 shows that 58% of our 
products are reaching level 1 and 26% level 2, 
16% still sit outside the measures. 

>  We continue offering repair services to our 
consumers. We offer free repair services 
to our most loyal consumers through our 
membership program.  

SDG.
12  |  Responsible consumption and production.
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MATERIALITY NO 16. 
MATERIAL & FIBRES.

What to achieve.
Sustainable materials fully implemented  
and sustainable processes to reduce our  
negative impact.  

Long term goal. 
>  A material strategy that focuses on 

sustainable fibres and processes and is open
to innovation and new technologies. 

>  Our focus is on material efficiency and to 
design for circularity.

> 100% sustainable fibres and processes 
of materials by 2026.

Progress 2020. 
>  2020 we bought 54% sustainable fibers, 

see graphs for details. 

> We calculated all bought material including 
insulations and trims according to actual 
weight. We bought a total of 1112 tons of 
material in 2020.  

SDG.
12  |  Responsible consumption and production
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MATERIALITY NO 18.
WATER / ENERGY / WASTE.

What to achieve.
Utilising less water and energy to become  
more resource efficient and reduce our  
negative impact.

Long term goal. 
>  Low impact materials and processes are 

our focus. Designing for easy repair and 
recyclability to support strategy. 

>  Establish a CO2e budget per product and 
measure impact through the Higg MSI 
Product Module, securing systematic 
reduction of impact through such processes. 

>  100% sustainable fibres and processes 
of materials by 2026.

>  30% circular design for our products 
by 2023.

Progress 2020. 
>  39% of all synthetic material bought is 

BlueSign certified.

> 41% of all bought cotton dyed with 
a process that saved almost 700 m3 of 
water (Avitera). 

> By buying 97% Better Cotton scheme 
cotton instead of conventional cotton we
saved 25.018 m3 of water.

> We reduced the production of salesmen 
samples by replacing them with 3D rende- 
rings. Average saving of such we estimate 
at 220 t CO2 for 2020.

> We started our packaging project to be 
fully implemented by 2022. 50% of our 
impact will be improved through the idea of 
changing our packaging instructions by:

-  Utilising recycled plastic for polybags.
-  Reducing the size of polybags through 

innovative folding methods.
-  Updating guidelines for recycling in 

warehouse and stores.

> We calculated the total CO2e emissions 
for all bought material, 15.607 t CO2. Total 
water scarcity for all bought material 
is 35 306 661 m3.  

SDG.
12  |  Responsible consumption and production.
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What to achieve. 
Making long lasting products for the con- 
scious end consumer and support them in 
closing the loop.  

Long term goal.

> Offering services to the end consumer 
to prolong the life of products by offering 
repair, excellent care guides and business 
models to support take back and re-use. 

> 100% circularity of products by 2030. 

Progress. 

> We worked with our circular principles and 
implemented “design for repair” principles 
to support product longevity.

> We re-worked our care guides which will be 
launched with our new website Q3/2021. 

> We started our first recommerce project 
offering our end consumer a 2nd hand 
platform and take back system. The launch 
is planned  for June 2021. 

> We joined the Global Fashion Agenda for a 
circular project in Bangladesh. The aim is 
to take control of deadstock and waste to 
secure circularity of raw materials back 
into the value chain. 

> We continue working with CleverCare, 
simple but powerful measures to reduce the 
impact by showing consumers how to treat 
the products when in use. 

> We sent 630 kg of textile to Human Bridge 
as a donation. Those donations consist of 
old products, samples, and items consumers 
bring back to us. If a consumer brings us a 
product that is so well-used it is simply 
beyond repair, we offer them a discount of 
20% to buy themselves a replacement.

SDG.
4   |  Quality education
12 |  Responsible consumption and production

MATERIALITY NO20 AND NO21.
USER PHASE AND END OF USE.
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What to achieve. 
Transparency within our material supply 
chain to understand and improve our 
sourcing and be able to address animal 
and  human rights issues. 

Long term goal. 

> To use 100% ethically sourced materials, 
those that are of animal orgin (e.g. wool and 
down), as well for those of natural origin 
(e.g. cotton). 

> 100% compliance certifications in place 
for all materials by 2024.

Progress 2020. 

> We sourced 100% Responsible Down 
Standard for our down.

>  We secured that we follow Amer Sports 
compliance policies which does not tolerate 
forced labor in any form, and through the 
Ethical Policy is clearly prohibited ensuring 
continues communication and monitoring 
through our compliance work. 

> We conducted our yearly Responsible 
Down Certification Audit through Control
Union, passed  without remarks. 

SDG.
15  |  Life on land.

Materiality NO17.
Human and animal welfare.
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A PLANET  THAT LASTS 



We are working hard to improve our overall environmental 
performance and minimise the impact of the use of energy, 
materials and chemicals, and our waste creation. Reducing 
our climate impact increasingly guides all our decisions. 
Climate change is a threat we are facing, and we are com-
mitted as a brand and employer to do outmost to reverse or 
at least slow down the negative development of the global 
warming of the past years.

Goal:
> To reduce our impact by 50% by 2030

and climate neutral by 2050.

Key achivements:
>  We established a clear understanding 

and we measured our CO2e emissions 
in Scope 1, 2 and 3.

>  We reduced 56% of our physical samples 
as we exchange it with 3D samples.

> Two of our partner suppliers joined 
the Vietnam solar panel project.
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MEASURING 
OUR CO2e 
EMISSIONS

  Scope 3 item. 2020 data (tCo2e)     Percentage % 

  Business travel 64,33    0,32% 

  Capital goods 35,12    0,17%  

  Downstream transportation (e-com payer by consumer) 9,98    0,05% 

  Franchises 403,20     1,89% 

  Employee commuting 466,20    2,29% 

  Fuel- and energy related activities 39,58    0,19% 

  Upstream transportation (from supplier to store) 855,30    4,19%

  Purchased goods and services (material and packaging) 18 069,47    88,58% 

  Waste 179,46    0,88%

  End of life time treatment of sold products 277,15    1,36%

Total: 20 399,78    100%

* The biggest part is the Purchased goods and
services, production of material and products.
This has been calculated by using the actual

weight of all bought material and the Higg  
MSI tool for emission calculation and the real 
energy usage from all our garment suppliers.

* Emission data for Scope 2 is for this year including all stores and offices, 2019 it was
only the offices and 1 store in each country.

   Emissions tCO2 2018. 2019. 2020. 

    Scope 1. 196 312 290 

    Scope 2.  89 233  347 

    Scope 3. 30 194 29 474 20 399,78 

    Total emissions: 30 479 30 019 21 036,78 

We are calculating our emissions to the Green- 
house Gas Protocol (revisededition, 2004) and 
ISO 14064 1 (2006). The GHG principles are 
applied and the quality check of our data has been 
performed by the South Pole. The global warming 
potential used is the Fourth Assessment Report 
2007 and the choice of assumptions and emission 
factors has followed a conservative approach and 
we have calculated all our emissions in tCO2e.

Direct  |  Scope 1.
> Direct GHG emissions occur from

sources that are opreated by the company.

> Company operate cars and
refrigerant leakage.

Indirect  |  Scope 2.
> GHG emissions from the generation of

purchased energy by the company.

> Electricity consumption and district
heating for offices and stores.

Supplemental  |  Scope 3.
> Indirect GHG emissions that occur in

the value chain of the company.

> Emissions for business travel and employee
commuting , upstream and downstream
transportation, emissions related to the
production of our products, waste and end
of life treatment.
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In 2020, we started working together with The Fabricant, a digital 
Fashion House, to start replacing physical samples with 3D samples. 
Through this partnership, we managed to digitise 56% of the saleman 
samples in 2020. By taking this approach, we have been able to reduce 
resources in regards to time, costs, energy and water scarcity. This 
way of working will enable us to iterate quickly on core styles, make 
stronger decisions earlier in the processes on color, fit and features. 
To communicate better with our supply chain and create exciting 
new digital designs using these assets as base.

INTRODUCING 
3D SAMPLES 

56%
Digitalized samples
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SOLAR PANEL 
PROJECT IN VIETNAM
Our biggest impact is made using non-renewa-
ble energy, burning of coal and oil to generate 
energy for production. The energy that we use 
in our own operation stands for around 1,6% of 
the total, while the part from material and pro-
duct production stands for more than 89%.
During 2020 Arc’teryx invited us and Lulule-
mon to be part of a project in Vietnam driven 
by the Clean Energy Investment Accelerator 
(CEIA). Together we invited five suppliers in 

Vietnam to join the project. Two of our part-
ner suppliers joined the initiative by now. The 
goal is to make sure each participating manu-
facturing supplier uses CEIA’s and the brands 
support to secure a cost-effective, operationally 
safe rooftop solar solution for at least one of 
their factories. This great initiative will support 
us and the suppliers on the overall goal reducing 
the use of fossil fuel to generate energy for our 
productions and by such reducing our impact.
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In December 2018, we became a founding 
member of the Swedish Textile Initiative for 
Climate Action (STICA). This means we are 
part of driving change in the Swedish textile 
industry. We are grateful for the opportunity 
to show leadership even though we still have a 
lot of work to do. Being a small company with 
limited resources teaming up with others is 
the most efficient and fastest way forward, 
learning as we go.

One learning for this year is the calculations 
of our impact in Scope 3. Instead of using the 
product weight and volume, as we have been 
doing in the past, for the calculations we are 
calculating the total weight of materials and 
adding the impact from our ready-made  
suppliers as well. 

STICA is a learning network for brands at 
different stages of their climate work. During 
2020, the work of STICA continued, and 
throughout the year, we ran four workshops 
(webinars) to increase the knowledge about 

emissions calculations and target setting for 
all members. We also started four different 
working groups - Reporting and Tools, Raw 
Material, Renewable Energy, Decarbonisation 
and User Phase. The reason for engaging our 
members in working groups is to collectively 
do the work together instead of each brand 
doing so. Each working group has deliverables 
for 2021.

All companies within STICA are encouraged 
to report Scope 1 and 2 emissions, see the first 
STICA report for 2019 here: www.sustaina-
ble-fashionacademy.org/sites/default/files/
stica_re-port_1.0_210323.pdf 

For 2020 the aim is that all STICA members 
should report their full Scope 3 emissions.  
The group has also taken the lead in stake- 
holder engagement and industry action round-
tables, being present at the Fashion Week in 
Stockholm. So far, the initiative has engaged 
45 brands in Sweden.

SWEDISH TEXTILE  
INITIATIVE FOR  
CLIMATE ACTION
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MATERIALITY NO 6.
REDUCE OUR CLIMATE IMPACT.

What to achieve.
Working actively to reduce our climate impact. 

Long term goal. 
>  We commit to addressing our use of energy,  

water and waste, and to set clear goals 
for each step of the way. 

>  We will reduce our overall environmental 
impact by 50% by 2030. We will work with 
our full value chain, including all three scopes.

Progress 2020. 
>  We established a clear understanding and 

we measured our CO2e emissions in scope 
1, 2 and 3. We will set clear goals for our 
organization and commit to Science Based 
Targets in 2021.

>  We used the Higg MSI Index as the tool for 
measuring our impact on bought material. 
The calculations also cover eutrophication, 
fossil fuel, chemicals and water scarcity.

>  To be able to commit to the Science-Based 
Targets we increased our scope of impact to 
measure. We added emissions on employee 
commuting, outbound transportation, end 
of life treatment of products and the impact 
from our partner franchise stores. 75% of the 
data is from actual data and 25% is calculated 
according to assumptions.

>  We worked in the STICA initiative as part 
of the steering committee and UN Fashion 
Charter, to settle our climate work and road
map against a reduction of 50% until 2030 
with other brands and stakeholders. 

>  We participated in monthly meetings in the 
raw material working group of the UN 
Fashion Charter for Climate Action. 
The working group delivered the first report 
and pledged for the use of recycled polyester 
together with Textile Exchange. 134 brands 
and organisations have signed the charter. 

>  We started our packaging efficiency 
program – fully implemented by 2022. 

SDG.
13  |  Climate Change.
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MATERIALITY NO 24.
ENVIRONMENTAL  
PERFORMANCE  
SUPPLY CHAIN.

What to achieve.
Secure alignment and engagement with  
our suppliers on performance and sustain- 
ability targets to support our targets on  
climate change.  

Long term goal. 
>  Encouraging our suppliers to do the HIGG 

index and together set common environ-
mental goals in line with the 1,5 degree goal. 

>  We will require our suppliers to verify their
Facility Environmental Module and set goals 
with all our partner suppliers.

Progress 2020. 
>  We enrolled the Facility Environmental

Module of HIGG Index to our suppliers su
cessfully. Those suppliers represent 88% of
our product volume, 26 factories are covered. 

>  We started a rooftop solar panel project 
with two of our partner suppliers together 
with CEIA in Vietnam. The goal is to have 
both of them installing solar panels on their 
rooftops, to be finalized in 2021. 

SDG.
13  |  Climate action.
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Materiality NO 5.
Capacity Building.

What to achieve.

Training to build knowledge and to  
develop as a brand and industry. 

SDG.
4  |  Quality education.

Progress 2020. 

Due to the business impact and circum-
stances during the pandemic we have not 
invested in external training in 2020 but 
internally held various capacity building 
workshops such as, for example circular 
design principles training. 

Long term goal. 

We will provide sustainability education inter-
nally and externally to promote knowledge 
and work for a more sustainable future.

Materiality NO 19.
Chemicals.

What it means.

Control the chemical use within our  
supply chain.  

Long term goal. 

> No use of harmful chemicals in our supply
chain and zero failed chemical tests

> Constantly staying updated and on top of 
regulations and new harmful chemicals and 
conducting and acting on risk assessments.

Progress 2020. 

> We set a goal of buying 100% BlueSign 
synthetic material by 2025, 2020 we cover 
39% already.

> We aligned our approach with the Amer 
Sports groups own material compliance 
processes ensuring further standardisation 
within our shared supply chain. 

> We conducted chemical risk assessment on 
all products and made 44 follow up tests 
during 2020. We had 11 failed tests, and 
found Lead, Bisphenol A, APEO, Carbon 
disulphide, and extractable heavy metals. 
As part of our risk assessment and due dili-
gence we have kept track of all submitted 
tests since 2012.

> All fails are followed up with a 
Corrective Action Plan.

SDG.
12  |  Responsible consumption and production.
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RELATIONS THAT LAST 



Collaboration is the biggest lever for 
us and our stakeholders to progress 
on sustainability challenges together. 
The good thing is, we love to collabo-
rate, and one of our company values is 
Togetherhood. We do things together, 
and we enjoy making progress to-
gether. And, the longer we collaborate, 
the better we know each other and 
build upon our relations to achieve 
great results. That’s why we call it 
Relations that last.

We have many partnerships, many 
friends and stakeholders within our 
business. Some of the highlights of 
these relations we will share in this 
section. Some relations are very close, 

like those with our employees, ath-
letes, suppliers, and consumers. As 
a company, we put great effort and 
value in engaging often, share mutual 
respect and joy, and encourage a feed-
back culture. Developing our employ-
ees, living according to our mission 
statement, and encouraging an active 
lifestyle is essential for building our 
company values. Those values also 
play an important part when talking 
to our partners and consumers. We 
strongly believe that all sustainability 
work needs strong collaboration, and 
therefore we partner up with the best 
as this enables us to influence and 
have a positive impact.  

Goal:
>  To have full transparency through-

out or value chain, with a plan for 
every product. 100% transparency for 
all materials and suppliers by 2030.

>  We will become a truly diverse and 
equitable company, centered around 
our togetherhood, fairness and respect.

Key Achievements 
for supply chain:

> We managed the crisis during the initial 
phase as well as the continuation of the 
pandemic fully in line with our brand 
values and social policies.

>  Amer Sports started a partnership with 
FLA (Fair Labor Association) which 
enabled us as a brand to follow the same 
standards as many other global brands 
with more closely managed measures 
on social compliances.

Key Achievements 
for our employees:

> We achieved a 50/50 gender split 
within the management team for the 
first time in the company’s history

>  We reduced short and long-term 
sick leaves by 69% to previous year
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The COVID-19 pandemic has created unpre-
cedented challenges for many people and 
organisations around the world, including our 
supply chain. We have worked hard to secure 
the continuity of our business and to protect all 
people working in our value chain. We assured 
the below in close dialogues with our partners.

>  Pay committed orders in full.

We paid all purchase orders that have been 
shipped, completed or in production. Any 
reduction of orders was in dialogue with supp-
liers and all material liabilities were paid in full. 

>  Comply with legal regulations.

We have through Amer Sports group set-up 
secured that all local legal regulations were 
followed throughout our supply chain. 

>  Ensure health and safety.

We have shared health and safety best 
practices from the World Health Organiza-
tion (WHO) with our suppliers and requested 
them to implement the recommended health 
and safety practices at the factory floor to 
protect the health of the workers. 

>  Support ILO Call for Action.

We endorsed the ILO Call to Action to 
protect garment workers’ income, health and 
employment and to support manufacturers 
to survive the economic disruption caused 
by the COVID-19 pandemic together with 
the AMER compliance teams. 

During 2020 we continued to build on the 
strong strategic supplier management program 
that has guided us already for many years. 
With a focus on maintaining long-lasting and 
genuine relationships we have been able to suc-
cessfully continue all our dialogues and work 
although the pandemic required a different 
approach to many well-established routines. 

Three levels of  
supplier partnerships.

>  Partners. 

These are long term partnerships with 
long term business plans in place. Today 
we have 12 partner suppliers, which repre
sent 84% of our total spend for 2020. Some 
of our partners have been with us for 
more than 15 years.

>  Preferred Suppliers. 

With these suppliers we maintain good 
relations and they are evolving to become 
strategic partners over time. Today, we have 
16 preferred suppliers, which represent 
around 10% of our total spend for 2020. 
Some of our preferred suppliers have been 
with us for more than 15 years.

>  New suppliers are constantly evaluated 
and together we explore future partnerships
if values and practices, as well as product
requirements, matches.

●   Bangladesh 29%

●   China 18%

●   Myanmar 6%

●   Thailand 3%

●   Vietnam 21%

●   Turkey 18%

●  Rest of Europe  
      consolidated 4%

(Europe 22%, Asia 78%)

Our global 
supplier footprint.

OUR SUPPLY CHAIN PARTNERS
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SOCIAL COMPLIANCE AND 
WORK IN OUR SUPPLY CHAIN 

During 2020 we work with 36 suppliers with  
42 facilities in 12 different countries. Close to 
100% of our production takes place in countries 
outside Sweden. Many of those countries qua-
lify as risk countries if they score poorly in the 
Worldwide Governance Indicators’ following 
six metrics:

1  |  Voice and Accountability

2  |  Political Stability and Absence 
 of Violence/Terrorism

3  |  Government Effectiveness

4  |  Regulatory Quality

5  |  Rule of Law

6  |  Control of Corruption

As all these metrics are important to us, we 
carefully track our global suppliers to maintain 
a high standard on those topics. Consequently, 
we are working with a well-diversified geo-
graphic mix of production countries to control 
and mitigate any risks. In recent years, this has 
required cost-effective reallocation initiatives 
that we completed without compromising on 
quality or with allowing any social compli-

ance issues. Our goal is always to protect the 
workers’ rights, mitigate all critical risks on 
compliance topics and to make sure that we 
have a mechanism for grievance. 

To manage this, we have a dedicated team 
located in Hong Kong that is continuously 
monitoring the performance of our suppliers 
regarding labor, workplace conditions and 
environmental issue. We are dedicated to only 
engage in business with factories that meet our 
standards for ethical operations and comply 
with the applicable laws and regulations for 
labor, workplace conditions and environmental 
compliance as defined in Amer Sports’ Ethical 
Policy.  The Ethical Policy can be found here: 
www.amersports.com/responsibility/guideli-
nes-and-policies/ethical-policy and more infor-
mation on the compliance work can be found 
on Amer Sports website. 

Our compliance team in Hong Kong are trained 
on the SA8000 social and environmental ma-
nagement system program, which has equip-
ped them with the necessary skills to work 
with suppliers on the social audit programs and 
to comply with the company’s Ethical Policy.
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OUR NETWORKING PARTNERS  
AND ASSOCIATIONS TO COMPLY  
WITH SOCIAL STANDARDS

Amfori/BSCI – Business Social  
Compliance Initiative. 

The Amfori/BSCI is a leading supply chain 
management system that supports companies 
to drive social compliance and improvements 
within the factories in their global supply 
chains. The BSCI implements internatio-
nal labour standards that protect workers’ 
rights. Through their supply chain mana-
gement, the BSCI unites over 1300 compa-
nies around one common Code of Conduct and 
supported us since 2007 in our efforts towards 
building an ethical supply chain and protecting 
workers’ rights. In the end of 2020, we termi-
nated our agreement with BSCI to move all our 
work, improvements of processes and monito-
ring to Amer Sports, our owners that success-
fully have established their own compliance 
mechanics that we want to build upon. 

Fair Labor Association.

In 2020 Amer Sports became a Participating 
Company in the Fair Labor Association, com-
mitting to uphold the FLA Workplace Code of 
Conduct and Principles of Fair Labor and Re-
sponsible Sourcing throughout our entire supp-
ly chain. This means that our Ethical Code is 
updated to FLA standards and Amer Sports has 
a program in place to start the work to become 
accredited by FLA.

Fair Labor Association (FLA) is comprised 
of social labor experts from universities, civil 
society organizations and companies. Through 
the collaboration with FLA, we can review and 
improve the effectiveness of our vendors social 
labor program to ensure that the workers’ 
rights are protected. Additionally, via FLA we 
can access a forum of different stakeholders 
with shared values to discuss, collaborate 
and improve factory working conditions and 
protect the workers’ rights. Click here to learn 
more about FLA www.fairlabor.org

The Bangladesh Accord.

The Bangladesh Accord is an independent, 
legally binding agreement between brands and 
trade unions to work towards a safe and healt-
hy garment and textile industry in Bangladesh. 
We have been part of the Accord since 2013. 
During 2020 the agreement has been active 
and our four suppliers in Bangladesh have been 
monitored and audited through these stan-
dards without critical findings. While writing 
this report a discussion is taking place to repla-
ce the first agreement through different bodies 
and set-ups in the future. We are engaging in 
this discussion with stakeholders and will sha-
re the findings when progress has been made. 

SAC – Sustainable Apparel Coalition. 

The SAC is a trade organisation comprised of 
brands, retailers, manufactures, government and 
non-governmental organisations, and academic 
experts. Its members represent more than a third 
of the global apparel and footwear market, and 
each of them is working to reduce the environ-
mental and social impacts of their products. 

The SAC developed the HIGG Index, a stan-
dardised set of tools that measures environme-
ntal and social labour impacts across the value 
chain. Participants can use the HIGG Index 
tools to address inefficiencies, resolve dama-
ging practices and achieve the environmental 
and social transparency consumers are deman-
ding. By joining forces in a coalition, it becomes 
easier to address the urgent, systemic challeng-
es that are impossible to change on our own. 

We have been a member of the SAC since 
2012. This is also when we started using the 
HIGG Index self-assessment tools helping us 
as a brand to develop our practices further and 
liaise with many fellow brands. 
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MATERIALITY NO 24.
SOCIAL COMPLIANCE 
IN SUPPLY CHAIN.

What to achieve.
Social compliance in our supply chain.  

Long term goal. 
> Achieve full transparency of our supply 

chain, including tier 1, 2, 3 and 4 suppliers. 

>  Improve wages of the workers in our 
supply chain through establishing programs 
for better wages with our industry peers. 

>  Supporting and implementing one stan-
dard on social compliance by promoting 
HIGG Facility Social and Labor Module, 
FSLM with our suppliers. 

Progress 2020. 
>  Established further transparency in 

our supply chain with T1 and T2. Focus
 on environmental and social status 
during mapping.  

>  Terminated our partnership with amfori/
BSCI and integrated to Amer Sports Vendor 
Social and Labor program according to FLA 
set up. Joined as a group the FLA (Fair Labor 
Association). Established the plan and roll-
out roadmap for our suppliers. 

> Three different programs were approved 
for social auditing – Amer Sports Vendor 
Social and Labor program, amfori/BSCI and 
SA8000. 14 audits were conducted with eight 
partner suppliers and 6 preferred suppliers 
covering 50% of our total spend. During 
these audits we found eight critical issues, 
with corrective action plans in place and 
solved with compliance. 

>  Included our T2 suppliers to our social 
compliance program using the HIGG 
FSLM. Six T1 suppliers participated into 
FSLM from HIGG parallel to the groups
standard procedure. 

>  Supported the transition work of the 
Bangladesh Accord – all our four suppliers 
and their facilities have during 2020 been 
monitored in the Transition Accord, four 
suppliers went through five inspections.
One supplier concluded at 100% progress 
rate, two above 90% and one above 80%.

>  We started work with Sourcemap to 
further enhance transparency in our supply 
chain. We will launch the map in 2021 
showing product connected production 
footprints. 

SDG.
3  |   Good health and well-being
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Materiality No 23.
Capacity building in supply chain.

What to achieve.

Capacity building and sharing knowledge on 
different topics in developing countries. 

Long term goal. 

We build capacity and knowledge and  
empower people in production and our  
supply chain. Most of our workforce in  
production is female.

Progress 2020. 

>  We conducted social compliance training 
with our suppliers, covering 85% of our 
supplier base.

>  We e-met our suppliers and shared pro-
gress and business topics actively during 
the pandemic. Due to the pandemic we 
postponed our annual supplier summit 
to 2021, which will be held online due to 
ongoing travel restrictions. 

SDG.
4  |  Quality education
5  |  Gender equality
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OUR 
EMPLOYEES 

At Peak Performance, everybody is somebody 
and we believe in bringing people together who 
have a passion for outdoor activities and live an 
active lifestyle. We love unique personalities 
and abilities because everyone’s contribution 
creates our success. Our employees are key to 
creating the best solutions for our products and 
our planet. We believe in growing every day.

Our brand values: Togetherhood, Passion and a 
Winning Spirit daily shape our culture and are 
the foundation to our employee engagement 
and performance. We aim for a top-class wor-
king environment built on effective workflow, 
cross-functional collaboration, and work-life 
balance. For us, our culture and collaboration 

are fundamental in what we do and how we do 
things. 2020 has, with the ongoing pandemic, 
challenged us in many ways. Working from 
home, running digital meetings, and challen-
ging business conditions has put a strain on 
everyone. We adopted our routines and proces-
ses fast and found new ways of collaborating to 
reach our business goals. Taking care of each 
other and enhancing our togetherhood was im-
portant to keep track of each other’s well being. 

We still saw great engagement from our 
employees although the conditions were tough. 
Together with the company initiatives focused 
on team activities, sports, fun and collaboration 
we have been able to keep our strong culture 
and engagement throughout the year.
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Passion. 
We do things for real. Or not at all. We do what we believe in and we do 
it to make a difference. We are simply obsessed with doing exceptional 
things. This dedication is what makes our hearts beat and our adrenaline 
rush. It’s what drives us and makes us push limits. It’s addictive and it’s 
contagious, and it’s at the core of everything we do. It’s the most powerful 
emotion of them all.  – It’s true Passion.

Togetherhood.
Anyone who interacts with us will notice that we have something special. 
We are more than just a group of individuals that work together. We’re 
more like good friends, like family. We watch out for each other. We work 
hard together, but also play and have fun together. We believe in each 
other and value one another. We treat everyone we meet with respect and 
always aim to leave a positive impression. – We call it Togetherhood.

Winning spirit.
We go above and beyond the pursuit of perfection. We know where to go 
and what it takes to get there. We lead the way and never give up. We take 
on challenges and aim to win. We win because we believe we can win.  
It’s something that comes from within. – It’s a winning spirit.

OUR VALUES
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MATERIALITY NO 1.
LIVING THE BRAND THROUGH  
PEAK PERFORMANCE VALUES.

What to achieve.
Being a true Peak Performer living the  
lifestyle the brand and our culture stands for.

Long term goal. 
We will further enhance our strong company 
culture and empowerment of everyday adven-
tures through supporting an active lifestyle as 
we grow to become a global company. 

Progress 2020. 
> We performed two team training

challenges (done remotely) which em-
powered togetherhood and workouts 
throughout the company. With our 
support and encouragement, most of 
our employees either trained or play sports 
as a natural part of their weekly routines. 

>  Sick leave rate has gone down during 
2020 with lower short term and long-term 
sick leave. We believe that part of this drop 
is explained by our employees working from 
home, ensuring a better work life balance 
and less commuting.  

SDG.
3  |   Good health and well-being
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MATERIALITY NO 3.
LIVING THE BRAND THROUGH  
DIVERSITY AND EQUALITY.
What to achieve.
Working for a culture and brand that  
support diversity and equality.

Long term goal. 
We will become a truly diverse and  
equitable company that mirrors our target 
group and consumer.

Progress 2020. 
>  We reached a 50/50 gender split in our 

management team, for the first time in 
our history. We increased the number of 
manager positions held by women, now 
with a higher female share than men. 

>  We, according to Swedish legislation, 
minimized unexplained salary differences 
between male and female employees. 
We will continue this work in 2021.

SDG.
5  |   Diversity and equality
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Materiality No 2.
Living the brand to attract.

What to achieve.

Being a true Peak Performer living the  
lifestyle the brand and our culture stand for. 

Long term goal. 

> We aim to be an industry leader and 
employer of choice within the sporting 
goods industry. 

> We will mirror our target group and 
become an inclusive organisation that 
represents our global consumer.  

Progress 2020. 

>  We offered gym and exercise classes (yoga, 
running and CrossFit) online during the 
year and delivered personal effectiveness 
training to our employees to support work-
flow and to reduce stress.  

>  We reached 100% participation rate in 
our performance management tool. Over 
150 employees now have individual goals 
that support our long-term company 
strategy and enable short term results. 

SDG.

3  |   Good health and well-being

Materiality No 4.
Capacity building.

What to achieve.

Support with training to build the right 
knowledge and experiences for our 
employees to enable company growth. 

Long term goal. 

We will build capabilities to support long-
term growth and expansion plans together 
with individual development plans for all 
our employees. To develop employees and 
the brand further as a global player.

Progress 2020. 

>  Our “Lead to Empower” development 
program started in 2019, continued in 
2020 and goes on to 2021. It is a vital 
part of our success. Individual leadership 
coaching, manager webinars, group 
development and collaboration workshops
are some of the actions we did during 2020. 
In 2021 we will focus on self-leadership 
activities and culture work. 

>  During 2020 we asked our employees 
for feedback on how we as an organisation 
work within strategy clarity, leadership, 
culture & communication and ways of 
working. We use this input to form our 
strategies to become an even better 
employer and strengthen our internal 
communication. 

SDG.
4  |   Quality education 
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APPENDIX



Tier 1 Partner suppliers

Tier 1 suppliers

HQ

HQ

Supplier Supplier since Facilities

Hong Kong Charming Enterprises Limited 1995 Vietnam, China

Hong Kong Fibra Limited 2016 Bangladesh

Hong Kong Janning Limited 2003 China, Myanmar, Vietnam

Hong Kong Kadena Industries Limited 2016 Bangladesh

Hong Kong Lei Tak Fung Textile and Garment Limited 2013 Bangladesh

Denmark LTP Vietnam Co., Ltd 2002 Vietnam

Thailand Nanyang Garment Co., Ltd 2006 Thailand

South Korea Pan Pacific Co., Ltd 2012 Vietnam

South Korea Poong Shin Co., Ltd 2015 Vietnam

Turkey Promar Tarim Ve Tekstil Urunleri Istanbul 2004 Turkey

Denmark UAB LTP 2002 Lithuania

South Korea Wondo Apparel Corporation 2009 China

Supplier Supplier since Facilities

China Asian Sourcing International Ltd 2011 China

Hong Kong Everbest Development Ltd 1998 China

Slovenia Intersocks D.O.O 2013 Italy, Turkey  

Portugal J. Caetano E Filhas 2019 Portugal  

Hong Kong Kit Man Industrial Co., Ltd 2000 China

China Nanjing Dison Apparel And Accessories Co., Ltd 2011 China

Taiwan Palace Industry Co., Ltd 2011 Vietnam

Sweden R.Scandinavia AB 2011 China  

Romania RCC-Interimex SRL 2013 Romania  

Sweden Sätila of Sweden 2013 Poland, Estonia, Sweden  

Hong Kong South Ocean Knitters Limited 2002 China

Turkey Stil Giyim Sanayi Ve Ticaret Anonim Sirketi 2005 Turkey

South Korea Sungjin Inc., Co. 2019 Vietnam

China True Alliance International Limited 2009 China

China Zhejiang Xingnuo Importandexport Co., Ltd 2010 China

Dubai ZXY International DMCC 2017 Bangladesh

*Full supplier information is available at Open Apparel Registry under Amer Sports



Tier 2 Partner suppliers

Tier 2 Preferred suppliers

HQ

HQ

Supplier Supplier since Facilities

SA Allied Feather and Down Corp. 2010 China

Taiwan Laka Enterprise Co., Ltd 2012 Taiwan

Taiwan Maxland Sportswear Industrial Co., Ltd 2015 Taiwan

Japan Pertex 2010 Japan, China, Taiwan  

Taiwan Evertex Fabrinology Limited 2014 Taiwan

USA W.L. Gore & Associates 1986 China, Taiwan, USA, Germany

Supplier Supplier since Facilities

Turkey Almodo Altunlar Tekstil San. Ve Tic. A.S. 2019 Turkey

Greece Anezoulakis Bros ”Fieratex SA” 2019 Greece

Hong Kong Burltex Plus Knitting Industrial Ltd. 2011 China

Vietnam Carvico Vietnam/Hung Yen 2016 Vietnam

Belgium Concordia Pacific Ltd. 2016 China

USA Dimension-Polyant, GmbH Prior to 2010 USA

Italy Eurojersey Spa 2013 Italy  

Taiwan Everest Textile Co,. Ltd Prior to 2010 Thailand

Taiwan Formosa Taffeta Co., Ltd 2012 Taiwan

Taiwan Hui-Seng Enterprise Co., Ltd. 2012 Taiwan

Hong Kong Hong Kong Non-Woven Fabric Ind. Co. Ltd 2013 China

Taiwan Kingwhale Corporation 2009 Taiwan

Italy Lanificio Becagli 1998 Italy  

South Korea Leejo Textile Co., Ltd 2017 South Korea

Taiwan Yaw Liamy Enterprise Co., Ltd. 2018 Taiwan

Taiwan Paltex Company Ltd. 2007 Taiwan

China Pinneco 2016 China  

Italy Pontetorto SPA 2000 Italy  

Taiwan Raco Textile Corporation 2005 Taiwan

Canada Rentex Mills Inc. 1999 Canada  

China Shaoxing Donjing Textile Co,. Ltd 2017 China

Taiwan Shinkong Textile Co., Ltd 2012 Taiwan

Japan Teijin Frontier 2007 Japan  

South Korea Texone Family Co., Ltd 2013 South Korea

Hong Kong Thermore Thermal Insulation 2017 Thailand, Hong Kong  

Japan Toray Industries Inc. 2013 Japan

Sweden We aRe SpinDye WRSD AB 2017 China
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General Disclosure

Peak Performance Production AB

Stockholm, Sweden102-3 Location of HQ

Peak Performance is Scandinavia´s largest brand of technical sports and 
fashion wear. All our products are designed and developed at our head office 
in Stockholm. We primarily produce them in Asia with a strong supplier base 
of trusted, long-time partners. The products of Peak Performance are sold 
through five channels; wholesale, retail, franchise, outlet and e-commerce. Bulk 
of products produced and sold are soft goods including sports clothing, casual 
clothing and accessories.

Headquarters in Sweden. Sourcing & Production team in Hong Kong Amer Sports. 
Local sales rep. and customer service teams in Canada, Norway, Denmark, 
Finland, Austria, Germany, Belgium, Holland & Switzerland.

Peak Performance Production AB is limited company fully owned by Finish 
sporting goods company Amer Sports Group Oy..

We sell our products through 35 brand stores in 8 markets (Sweden, Norway, 
Austria, Denmark, France, Germany, Finland & Switzerland), 25 partner stores in 6 
markets (Germany, Austria, Switzerland, Holland, Belgium, Canada), 10 outlets in 
7 markets (Sweden, Norway, Finland, Denmark, Germany, Switzerland & Austria) 
and through 1600 wholesale partners in 25 countries. Consumer goods sector, 
BTB partners and end consumers.

Part of Amer Sports Group Oy.

Number of full time employees:  236
Net sale:   119 M Euro

Total number of employees: 521 employees — Female 65 %, Male 35%.
Total number of employees by employment type (full-time and part-time) 521, by 
gender: Female 337, Male 184.

Total number of employees, by region:
Austria:  30 Belgium: 1
Canada: 5 Denmark: 33
Finland: 25 France: 6
Germany: 45 Netherland:3
Norway: 66 Sweden: 291
Switzerland: 16.

The data has been inventoried 31st of December 2020.

102-2 Activities, brands, Products and services

102-4 Location of operations

102-5 Ownership and legal form

102-6 Markets served

102-7 Scale of the organization

102-8 Information on employees and other workers

102-1 Name of the OrganizationGRI 102 - General Disclosure
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General Disclosure

Supply chain for textile business starts with sourcing of raw material at Tier 
4 suppliers. Tier 3 suppliers are the one making the yarn and fabric, Tier 2 is 
normally the converters and the one selling the ready material to us. Tier 1, the 
garment suppliers are engaged with the cut and sew of our products. We know all 
our Tier 1 and T2 suppliers.
We also have an impact with the transportation of products. We need to make 
sure that we have a low negative impact along this value chain and this can 
be done in different ways. Mainly we use rail and truck for the majority of our 
transportation to importing countries.

During the year we stopped working with 9 garment suppliers, mainly as collection 
structure has changed as well as we want to continue con-solidating our supplier 
base. This allows us a tighter relationship to our suppliers as well a continuous 
solid growth for them. We hereby also increase our quality assurance efficiency 
and can secure training for all them.

We follow the regulation of the Swedish law about Precautionary Principles 
and this applies on our work to make sure that we do not put any products on 
the market that contain any harmful chemicals. We do a risk assessment on 
all products and follow up with testing if necessary. We also have a Restricted 
Chemical Substance List that in some cases follows a lower accepted limit than 
the legislation allows. If we find any failure to regulation, this might result in recalls 
of products.

FLA principles for social compliance.
UN Global Compacts and SDG 17 for our CR framwork.

FLA - Fair Labor Association
The Bangladesh Accord
Sustainable Apparel Coalition
Sustainable Fashion Academy
Ginitex and Clevercare
The Swedish Chemical Group
TEKO
Better Cotton Initiative
Scandinavian Outdoor Group
Bluesign®
UN Fashion Charter for Climate Action
Swedish Textile Initiative for Climate Action

See page 3

102-9 Supply Chain
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102-12 External initiatives
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General Disclosure

During 2020 we started to implement the Ethical Codes of Amer Sports for our 
Supply Chain which follows the standards of FLA, all our suppliers need to sign 
and follow our guidances.

We also make sure to follow up with audits. Internally we work after our values: 
Passion, Togetherhood and Winning Spirit.

The Amer Sports’ brand companies have Sustainability Teams dedicated to the 
development of environmental issues, and there is a company-wide network 
of corporate responsibility specialists representing Amer Sports’ main brands, 
regions and categories. The Amer Sports sourcing, D&T and supply chain 
management are integrated and have a common organization that serves all of 
the brands as per their needs and focus areas within sourcing, transportation and 
supply chain management. Group focus on specifically sustainability aspects 
cover, environmental and social compliance topic with a group governance 
anchored in Amer Sports group functions.

Owner, suppliers, workers, employees, customers, end-consumers, students, 
NGO’s, unions, control organizations, research organizations, authorities, industry 
partners.

In Sweden, where the majority of our employees work we entered into a full 
collective agreement for our office employees (white collar employees) and retail 
employees (blue collar workers) during February 2020. This change didn’t imply 
any changes for our employees in terms of conditions (benefits, insurances etc) 
as we offered the same before. However, we see that this agreement and will be 
important going forward for the proactive employer/employee collaboration going 
for-ward – creating an even better work place together. Other countries follow the 
provisions of the collective agreements applicable for the specific country context 
and standards.

We have a constant dialogue with different stakeholders. From the business side 
we have a lot of questions and demands from our customers, B2B partners as 
well as from our end-consumers. We are also engaging with external stakeholders 
when we need to update ourselves on new information. During 2020 we did a 
bigger summary of the requests from our B2B in the DACH area.

Our business has many different stakeholders, internally and external-ly, 
upstream and downstream. We have written this report mainly to inform our 
business-to-business partners and end-consumers about our sustainability work. 
However, we are also here to speak to our employees and future employees 
about our sustainability achieve-ments and ambitions. Our suppliers are also our 
stakeholders, which includes our Tier 1 suppliers (mostly garment vendors) and 
our Tier 2 suppliers (mostly our material suppliers). The demand of reducing the 
total impact of the Textile Industry has clearly been picked up also in our supply 
chain where the interest of implementing re-newable ener-gy and show best 
practice has increased. We see our suppliers play-ing an important role in our 
sustainability work and to settle a program for increasing of our impact has to be 
done together with them.

102-16 Values, principles, standards, and norms of behavior

102-18 Governance structure

102-40 List of stakeholder groups

102-41 Collective bargaining agreements

102-42 Identifying and selecting stakeholders

102-43 Approach to stakeholder engagement
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General Disclosure

During 2020 there has been a high focus on climate change and the impact from 
the textile industry. Different reports are stating that between 2.8% and 8.1% of 
the global impact comes from the textile industry and we, as many others can’t 
continue business as usual.

We have therefore focused more on our climate impact and we have actively 
participated in the UN Fashion Charter for Climate Action and Swedish Textile 
Initiative for Climate Action.

We have also during 2020 focused on driving our business to a more circular 
business. See page 12 for key topics and highlights of the year.

This report is made only to cover the work within Peak Performance Production 
AB and all its entities.

We are working according to the UN Global Compacts and 10 guiding principles, 
People, Planet and Profit. We did our first materiality assessment in 2017 when we 
defined our 25 different materiality’s. This assessment was updated during 2018 
and will be updated again during 2021.

The materialities are also mapped according to the 17 Sustainable Developments 
Goals. The work is driven through strategy as a base.

Each materiality is explained in corresponding section, Business-, Product-, 
Planet- and Relations that last.

This is our third sustainability report, all data is calculated according to the 
boundaries mentioned in the report.

We have for 2020 reporting included more topics in our emission calculations. 
On Scope 3—Purchased goods, we have reported on actual bought weight 
of the material instead of on product volumes and used the HIGG MSI tool 
for calculation of our emissions and are including more actual data and less 
estimations.

2020-01-01 to 2020-12-31.

2019.

Follows our owners annual financial year reporting.

According to the GRI Standards - Core Option.

Sustainability: Åsa Andersson at asa.andersson@peakperformance.com
Business: Stina Göransson at stina.goransson@peakperformance.com

102-44 Key topics and concerns raised
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General Disclosure

This report is not externally assured. The report has been read and accepted by 
our Management team.

102-56 External assurance

Disclosure Comments

The index is shown on pages 63-74.102-55 GRI content index



Materiality

New hires, age:
18-25: 105 
26-35: 47
36-45: 17
46-55: 3 
55-: 0

New hires, gender:
Female: 116
Male: 56

New hires, employment:
White collar: 28
Blue collar (retail): 144

No differentiation of benefits if you are full time or temporary/part time. All benefits 
and insurances are given. Differentiation is done by white collar worker and blue 
collar worker (retail) instead.

Resignations, age
18-25: 106 
26-35: 50
36-45: 20
46-55: 5 
55-: 3

Resignations, gender:
Female: 109 
Male: 75

Resignations, employment:
White collar: 38
Blue collar (retail): 146

401-1 , 401-2 Employment

To achieve our business results we need a high-performing team. When having 
employees who is always willing to go the extra mile, we have a risk of them 
running too fast with a result of high stress and potential burn out.

To manage that we have created a People Strategy which helps nur-ture strong 
leadership, stretch goals, a culture of feedback and cross-functional collaboration.

401-3 Employment

Following our company policy regarding diversity and Swedish discrimination law 
to make sure we support job/private and equal possibilities. HR is respon-sible to 
make sure that we have a policy in place and secure clear communi-cation within 
our organization in this matter.

405-1 Diversity and equal opportunity

Each department should have a more diverse organization with both gender 
and ethnicity. Our ambition and goal is that everybody is some-body at Peak 
Performance. We want to bring in diverse competences with global experience.

405-2 Diversity and equal opportunity

Yearly assessment of salary levels from a gender perspective and implementation 
in our salary review process.

Employees entitled parental leave, by gender:
Female: 12
Male: 5

See disclosure 102-8

In general we are not yet on a fully equal salary on male/female. Role industry 
salary levels and experience within the company is affecting this. On senior 
positions we are on around 93 % ratio and on mid and professional roles we are 
closer to 99,7 %.

Absentee rate/Sick leave:
Total worked time, hours: 254 451
Total sick leave, hours:     3 906
Total sick leave, %:      1,53 %

No reported accidents during 2020.

Sick leave by gender:
Female: 3 155 hours, 1,98 %
Male: 751, 0,79 %

403-2 Occupational health and safety

We have a direct responsibility for the working environment at our offices and 
stores. We have an established HR department working with risk as-sessment, 
policies and guidelines, development plans and training programs to support a 
healthy organization that can drive our business forward and support an active 
lifestyle. We follow Swedish legislation.

People
1. Living the brand

Being a true Peak Performer and support the lifestyle the brand stands for.

2. Employer of choice

High ambitions to be an employer that attract new employees

3. Diversity & equality

High ambitions to be an employer that attract new employees

Company

Indicators - Management Approach And Boundaries Comments



The average hours of training during 2020 has been approximately 16 hours (2 
days) per year. Same level of hours for men and women. This is a decrease since 
2018 and 2019 and due to the Covid 19 related financial effects. Per category 
our managers have 26 hours, wholesale has 16 hours, marketing 16, product and 
design 16, support functions 8 and retail 8.

Leadership training has been conducted during the year (as part of Lead to 
empower program). In total 24 hours per employee (manager position).

No sustainability training through Sustainable Fashion Academy has been 
conducted during 2020 due to Covid-19 and reduced working hours.

Three circularity workshops have been conducted in smaller teams. In total 10 
persons, 8 female and 2 male. 15 hours per employee.

In addition to that two circularity workshops with the Sourcing, design and Hong-
Kong department were also conducted. 51 persons in total, 42 female and 9 male. 
4h per employee.

We have for 2020 measured our energy use in our own offices, stores and 
distribution centers. We have also included data on fuel for vehicles.

Direct energy consumption:

Non-renewable
Fuel oil for vehicles: 441000 kWh
Natural Gas: 866000 kWh

Indirect energy consumption
Electricity:  1812000 kWh
Heating:  459000 kWh

Total energy used: 3 578 000 kWh

404-1 Training and education

We have a direct impact on our employees, we want to let them grow every day to 
secure that we are able to fulfill our capability needs to enable short term results 
and long term sustainable growth.

Since 3 years we have established a development program involving all em-
ployees at our offices, including sustainability training.

302-1 Energy

We have a direct impact on energy used in our own operations cover-ing offices 
and retail stores (scope 1 and 2). The biggest impact in our value chain comes 
from the production of our products as well as from transportation of them from 
the garment vendors to our distribution center and out to stores and customers 
(scope 3).

By taking part of the STICA and UN fashion Charter for Climate Action we meet 
with the industry to measure our full impact and set goals how to reduce to hit the 
targets.

Peak Performance have policies for harassment and discrimina-tion, diversity and 
alcohol and drugs prevention. These policies are valid for all Peak Performance 
employees, worldwide. HR is responsible for following up on these policies 
proactively and retroactive if needed. To accomplish this we have implemented 
an ethical group during 2018 consisting of employees from the organization that 
together work with this, both with a risk focus and a proactive focus related to a 
more inclusive organization.

No reported discrimination cases during 2020.

406-1 Non Discrimination

We have a direct influence on, and a legislated responsibility for both proactive 
work to make sure that we have and including and respectful environment that 
does not discriminate or harass. But also to take fast action when it potentially 
happens.

4/5. Capacity building

Training to build knowledge and development

6. Reduce climate impact

Working actively to reduce our impact on climate.

Comments

People and planet

Planet
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We have for 2020 measured our waste in our own offices and stores. We can see 
the reduction as a result of that most of our offices and stores have been closed 
and/or seen reduced prescence during 2020 due to Covid-19.

   2019  2020
Recycling & Reuse:   95.6 ton  120 ton
Composting:   3.1 ton  0 ton
Incineration:   16.3 ton  6,2 ton
Landfill:    2873 ton  385 ton
Total amount:  2988 ton  511,2 ton

We have also been looking into bought material, see info under products and 
material.

Scope 1 290 tCO2e (1,4%)
Scope 2 347 tCO2e (1,6%)
Scope 3 20399,8 tCO2e (97%)

Scope 3 - Transportation calculated is from supplier to store. Total emissions for 
transports has been calculated to 865,28 tCO2e and is based on the data from 
logistic partners, e-commerce data included.

 By CO2e  By weight  By trips
Air: 35,6%  1,9%  16,1%
Rail 0,6%  0,8%  1,3%
Road 6,2%  10,1%  10,1%
Sea 57,6%  87,2%  73,5%

306-2 Effluents and waste

We have a direct impact on how much resources we use and how much of 
that we recycle. We have internal policies for recycling of pa-per, plastics, 
glass, electronics, metal and food, the outcome and weight varies due to local 
possibilities to recycle.

305-1, 305-2, 305-3 Emissions

Methodology followed: ISO 14064-1: 2006 (based on the GHG Protocol).

Included:
Scope 1: HQ, production office, all sales offices, DC’s and company cars.
Scope 2: Bought energy.
Scope 3: Business travel, employee commuting, capital goods, downstream & 
upstream transportation and distribution, franchises, fuel– and energy related 
activities, purchased goods and services, end-of-life treatment of sold products & 
waste generated in operations.

Comments

201-1 Economic performance

We are owned by Amer Sports and are reporting our financial figures as part of 
that group. Amer Sports are listed at the Finnish stock exchange during 2018 and 
have been delisted in 2019.

Netsale ~119 MEuro
Produced products ~2 376 000 pcs

We are part of the Amer Sports group and are reporting our financial figures as 
part of that group.

7. Profitable and sustainable business

Integrate sustainability as a core for making a profitable business both for us and 
for our partners.

Profit
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The last training was done during 2018 with our old owners with the following 
statistics: on a non-manager level 60 % of all employees (out of 121) did the 
complete training. On a man-ager level the participation where 53% (out of 28).

No reported incidents during 2020. We plan to run a new Ethical Code and anti-
corruption training for our employees during fall 2021.

205-2, 205-3 Anti-corruption

The risk of being exposed by different kind of corruption and bribery is biggest 
in our supply chain but can as well occur in the meetings with our B2B partners. 
We are working with education of all employees to increase their knowledge, and 
anti-corruption policies are part of our Code of Con-duct with our supply chain 
partners.

14. Anti-corruption

Prevent anti-corruption in brand and in supply chain.



Calculation of carbon, water and waste on all bought main fabrics:
   2017 2018 2019 2020
Carbon tCO2e/t textile  27,3  29,9  27,4  16,4
Water m3/t textile   3462,2  2826,5  2407  30155,2
Waste t/t textile  1,6 1,6 1,7 -

Our calculations of impact of material has from 2015-2019 been calculated 
within the European Clothing Action Plan using the product weight and fiber 
composition. This calculation refers to Tier 1 to Tier 4.

For 2020 we have calculated the emissions and water consumption using actual 
data on weight of all bought textile and trims. For emission data the Higg MSI 
3.1 tool has been used. Carbon emissions corresponds to Tier 1 to Tier 4 and 
water corresponds to Tier 2 to Tier 4. For 2020 the calculation includes trims and 
insulation.

The reduction in CO2 emissions and the big increase of water is due to the 
differences in the tools and the input of data. As of 2020 HIGGS MSI measures 
water scarcity (AWARE water scacity model) instead of water consumption. This is 
to align with the product Environmental Footprint methodology following the ISO 
water footprinting standard.

We have worked with 3 dying techniques that reduce water, energy and chemicals; 
Solution dye/Spin dye, CO2 dying and a nominated dyestuff for cotton.

We have for 2020 used 21,8% of recycled material instead of virgin. This is both 
post-consumer and industrial waste in regards of recycled Polyester, Polyamide 
and paper.

301-2, 302-3, 302-5, 303-1 Water, Emissions, Material

Our highest impact occurs during production of raw materials used in our 
products. We are trying to reduce the impact by working with material suppliers 
that we know many years and share our vision of lowering the impact. Additionally 
we track the materials that we buy and monitor con-stant reduction by using 
processes that use less water, less energy and less chemicals. We have a target of 
buying more recycled synthetic fibers like recycled Polyester and Polyamide.

Boundaries:
Calculations are based on purchased goods Tier 1-4. Calculations for Tier 2 - 4 
have been made using the Higg MSI 3.1 life-cycle assessment tool, where a cradle 
to gate methodology is used. The MSI is powered by peer-reviewed, science-
based life-cycle assessment data, including resources from the GaBi database. 
Tier 1 calculations have been made using the HIGG FEM module.

The input is all textile fibers and trims in total bought weight. The recycled content 
is calculated on all bought product related material by weight.

Comments

416-1, 416-2 Customer health and safety

A lot of chemicals are used production and we have a strict legisla-tion for 
Substances of High Concern in Europe, REACH. We also need to cover other 
legislations in different countries on our prod-ucts as local laws in all our markets 
need to be respected. We have a workflow for risk assessment and substitution of 
harmful chemicals in place for many years already.

301-3 Materials

Too much of textile ends up in landfill. By feeding the textiles back in the loop we 
contribute to reuse and to recycling of already used textiles. We have a take back 
program connected to our own retail stores.

We make a risk assessment on 100 % of our collection. Identifying highest risk 
according to volumes, country of origins, type of mate-rials, suppliers, and testing 
history of the material in question.

In 2020 we did 44 chemical tests. This includes both, full screening of products 
and composite tests of material. In total we have had 6 fails according to our own 
RSL or/end REACH legislation.

All fails have been corrected together with the suppliers before we produced and 
shipped the products.

No re-calls were done due to chemical issues in 2020.

We only collect our own products, old from end-consumers or claimed products.

Total amount in kg of take back products that has been donated to Human Bridge 
2020 was approx. 630 kg.

16. Material/fibers

Material used in our products. When working with new materials always ask for 
more sustainable options.

18. Material / water – energy – waste

Make sure to be cost and consumption efficient to secure less waste.

19. Chemicals

Control over supply chain from a chemical perspective.

20. End of use

Help the end consumer to close the loop.

Planet

Product
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Big part of our production takes part in risk countries and those are identified 
according to the Amfori/BSCI country risk classification.

Freedom of association and collective bargaining is an important part of the both 
the amfori/BSCI Code of Conduct and Amer Sports Ethical codes that we are 
working with.

28 factories have been through an social compliance audit which includes amfori/
BSCI, SA8000 and Amer Sports Vendor Social and Labor program.

No factory has shown low remarks on this topic, in general working hours is 
observed and that is usually due to overtime in working hours due to lack of 
control in capacity planning.

407-1 Freedom of association and collective bargaining

We have a big impact on all people working in our supply chain and our 
responsibility is to make sure that they are treated correctly according to 
the declarations on Human Rights. To make sure that we support equal and 
inalienable rights of all members of the human family we follow the foundation of 
freedom, justice and peace in the world.

Businesses should support and respect the protection of internationally 
proclaimed human rights; and make sure that they are not complicit in human 
rights abuses.

We are working with Amfori/BSCI to understand the impact, evaluating risks and 
conducting audits according to their principles and Code of Conduct.

General remarks during audits can be overtime and we are working with capacity 
planning in the beginning of each season to avoid urgent need of overtime work.

Comments

408-1 Child Labor

We have a zero tolerance policy to child labor and are aware that this is a risk in 
our supply chain and in specific countries .We try to have a visibility and regular 
presence in the factories to scan pres-ence of “young workers”.
Child labour is high focus during Amfori/BSCI audits.

409-1 Forced or compulsory labor

Forced labor is higher in the risk countries and it is difficult to control compliance. 
We follow up the audit reports from the Amfori/BSCI audits.

Forced or compulsory labor is a high focus area during Amfori/BSCI audits.

412-1 Human Rights Assessment, 414-1, 414-2 Supplier Social Assessment

We have a big impact on all people working in our supply chain and our 
repsonsibility is to make sure that they are treated correctly according to 
the declarations on Human Rights. To make sure that we support equal and 
inalienable rights of all members of the human family is the foundation of freedom, 
justice and peace in the world.

Each new supplier is screened according to risk country and compliance level 
according to our general supplier mapping.

Businesses should support and respect the protection of internationally 
proclaimed human rights; and make sure that they are not complicit in human 
rights abuses.

For 2020 we have slowly started to transfer our suppliers from amfori/
BSCI´program into the Amer Sports Vendor Social and Labor program. We have 
in end of 2020 8 suppliers that are now in the Amer Sports VSL program and 21 
suppliers covered by amfori/BSCI or SA8000.

Those 28 suppliers stand for 90% of our total volumes.

Following those programs in general means a follow up every 2nd or 3rd year 
depending on findings. During 2020 14 suppliers has been through an audit and 
and we have found 8 critical issues that all has been confirmed corrected.

During the year we onboarded one supplier. They are part of the BSCI program 
and have been audited during 2020.

None of the audits done during 2020 showed evidence of child labor.

None of the suppliers is found with forced labor in BSCI report.

22. Social compliance supply chain

Fair living wages, industrial relations, human rights.

People

Supplier
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During 2020, due to the Covid-19 pandemic, which resulted in economical 
restrictions and reduced working hours, we have not contributed to capacity 
building in local communities within our supply chain.

We have not onboarded any new suppliers to our environmental program during 
2020.

We are encouraging our suppliers to work with a self assessment in the Higg 
Index. This work has mostly been towards our Partners, both Tier 1 and Tier 2 
suppliers. Today we cover 80% of our production volumes with Tier 1 suppliers 
participating in the Higg Facility Environmental Module, that stands for in total 26 
suppliers out of 36.

We have also collected the energy and emission data from our Tier 1, Garment 
vendors.
  Facilities
Partner Suppliers  17
Preferred Suppliers  16 
Potential Suppliers  9 

Higg Covering
73%
6%
1%

Total spend
84%
11%
5%

GHG
81%
12%
7%

413-1 Local Communities

Knowledge is driving change and young people are the future. We are acting in 
developing countries as educational bodies. Knowledge on social compliance is 
usually low. This fact increases the risk of non compliance to the declarations on 
Human Rights.

308-1, 308-2 Supplier Environmental Assessment
302-1, 302-3 Energy and Emissions

Data shown in this section refers to Tier 1.

The impact occurs in the countries where we have our production of material 
and products, see mapping of our footprint. This impact is bigger than our own 
operations. We are working with our suppliers to raise knowledge and awareness 
and we do that through the work with the Sustainable Apparel Coalition and the 
Higg Index.

For 2020 we have asked all our Tier 1 suppliers to support us with their total 
energy use and Green House Gas Emissions as part of our total impact calculation 
for Scope 3 and Purchased Goods.

Comments

23. Capacity building

Build capacity and knowledge within our supply chain

24. Environmental performance

Supplier engagement and performance to support the brand targets on climate 
change

People

Planet
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For calculations on greenhouse gases we have compiled data from HIGG FEM 
and a questionaire, with HIGG FEM being the first choice. This was done to get 
a higher percentage primary data. Primary data accounts for 91% of production 
volume.

Total greenhouse gas (primary data):   1,590 tCO2e
Total greenhouse gas (primary + assumption):  1,745 tCO2e

Non-renewable
Petrol:  8,476 L
Natural Gas: 248,461 m3

Indirect energy consumption
Electricity:  2,671,975 kWh
Renewable energy: 227,186 kWh




