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Our community affairs programmes are as diverse as the 
different countries where we operate. In this section we 
outline our approach to working with the community and 
explain how we manage community affairs. We describe our 
Group initiatives as well as the key initiatives of our brands 
adidas, Reebok and TaylorMade.

Our approach

In managing our community affairs programme, the  
adidas Group has adopted a largely decentralised and 
brand-oriented model for community involvement practices, 
recognising that people in our subsidiaries and Group entities 
best understand the needs and cultural sensitivities of their 
local communities.

Pillars of the programme
The adidas Group community affairs programme is built on 
three complementary pillars: community involvement, 
employee involvement and corporate giving.

Community involvement
Community involvement for us ranges from conventional 
community projects and cause-related marketing initiatives 
to immediate relief efforts for people in need.

Cause-related marketing initiatives
The adidas Group joins with charities or good causes to 
market products that make a positive impact on key social 
issues while achieving business objectives.

Relief efforts
We respond to natural disasters around the globe, for 
example the flooding in Indonesia and India, Hurricane 
Katrina in the US and the earthquake victims in Peru.

Employee involvement
Employee involvement supports the company’s community 
affairs goals and objectives by providing meaningful 
opportunities for our colleagues to engage with the 
communities where they work, and may also live.

Corporate giving
Donations at the adidas Group can take the form of financial 
contributions, product contributions, know-how and services.

In each community, the specific design of these three pillars 
is determined by local cultural, economic and social factors. 
The nature of our business – sports – provides us with a 
unique platform to address the key concerns of the 
communities in which we do business.

Brand programmes
Initiatives that derive from the brand’s individual identities 
may vary in form, but are all aimed at supporting children 
and young adults.

Group activities
At Group level we engage with the local community at the 
adidas HQ and fund good causes around the world. We also 
support our suppliers’ communities, as well as make 
contributions to organisations that promote sustainable 
development practices within the industry.

We are selective and support projects that show sustainable 
benefits to the communities in which we live and work.

Corporate 
giving

Community
involvement

Employee
involvement

Our work in the communities

Brand / Group initiatives
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conducted at supplier factories in Vietnam in the first quarter 
of 2004, a broad-scale project aimed at addressing the 
fundamental sexual and reproductive health of workers was 
developed.

As a result, in 2005, the implementation phase of the Vietnam 
programme started, with the establishment of a permanent 
reproductive health clinic to serve workers and the 
surrounding communities. Since then, a mobile team has 
been travelling out from the clinic to the factories to provide 
a range of services including training factory clinic staff, 
basic reproductive clinical services, distribution of 
information and educational materials, and direct training  
of volunteer workers as peer-group leaders.

The project in 2007
In 2007, both the permanent community clinic and the mobile 
clinical services have grown in size and reputation. Both are 
operating to their full capacity, with workers from adidas 
Group suppliers and members of the general community 
making full use of the range of services. At the same time, 
regular meetings have been held with supplier management, 
government health officials and other local health service 
providers with the aim of ensuring that the activities continue 
once the formal project comes to an end in early 2009.  
This outreach has also increased and improved the rate of 
cross-referrals between the MSI clinic and other clinics, 
hospitals and pharmacies in the greater Ho Chi Minh City area.

Looking ahead
In terms of the ongoing sustainability of the project, the 
permanent clinic shall be completely self-sufficient by the 
end of 2008. All adidas Group suppliers in Vietnam are now 
reviewing the critical needs of their workers and those 
aspects of the programme, such as peer education and 
mobile services, they wish to continue with into 2009 and 
beyond. The feedback has been excellent with all key existing 
suppliers working on tailor-made packages for their facilities 
and creating a budget line for this. Some suppliers are 
looking at how to support the establishment of new MSI 
clinics adjacent to their factories; and MSI has begun to 
promote the programme and its services to a wider range of 
suppliers outside the adidas Group. Clinic services, operating 
times and information will be posted in those new factories 
and workers will be encouraged to visit the permanent clinic.

Independent evaluation
Lastly, MSI and factory management welcome a third-party 
evaluation of the programme that will be conducted in the 
first part of 2008. These results will be fed back into the 
individual factory plans being made with MSI, as well as 
being used for an overall review of the partnership between 
the adidas Group and MSI, as we consider the next steps in 
this type of community involvement.

MSI China programme
In 2004, the Chinese authorities fully acknowledged the 
growing impact of HIV/AIDS. Given the growing support for 
programmes that address the mounting health risks for 
China’s urban workforce, the MSI China programme will 
identify the best methods for protecting workers against this 

Managing community affairs

The community affairs function at the Group’s Headquarters 
is part of the Social and Environmental Affairs Team and 
responsible for developing a direction and strategy for 
corporate giving and other community involvement practices.

Community affairs works with a network of people from 
adidas Group entities around the world who are driving social 
improvements in their local communities.

We provide support and assistance to them, in particular in 
the selection and execution of projects. Another key task is 
the development and management of comprehensive 
reporting mechanisms so we can form a clear view of 
activities at the local level, and better analyse and report  
on them.

While we have enhanced the quality and comprehensiveness 
of our reporting about our global community affairs practices 
in recent years, we see further potential improvements in 
detailing our reporting practices. This will again be in the 
focus of our work in 2008.

In 2007, we reviewed our community affairs strategy. We 
increased the emphasis on our brand-oriented model while 
also laying the groundwork to further build on existing 
community and social programmes in the countries where 
our suppliers are based.

Group initiatives

We support our suppliers’ communities with projects that 
apply solutions in a local context to address global problems 
such as health issues or education.

We also run programmes that involve our employees in 
making a difference to local communities around our 
facilities or in corporate giving projects.

Read about:

• �The reproductive health/HIV-AIDS programme with Marie 
Stopes International in Vietnam and China

• �Education and Infrastructure Programme with Sudhaar  
in Pakistan

• �Employee involvement projects

• �Corporate giving projects.

Reproductive Health/HIV-AIDS programme 
with Marie Stopes International in Vietnam 
and China
The project’s beginnings
In 2003, we reported on our developing partnership with the 
international health care provider Marie Stopes International 
(MSI). Based on the research and survey work that was 
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The programme’s impact
Sudhaar aims to build awareness in society about the value 
of education and the negative impact of child labour. The 
organisation has successfully motivated parents to keep 
their children in school, developed model schools, provided 
teacher training, and carried out educational planning for the 
district government.

As of 1 September 2007, 19,266 pupils in more than 125 
government schools directly benefit from improved school 
facilities and access to better education. This includes the 
children of football stitchers, who make up 20% of the rural 
population in the areas where these schools are situated. 
The programme also has a strong capacity building 
component: strengthening the education provided by local 
government and fostering the involvement of parents and 
rural communities.

Employee involvement projects
Kids’ Sport Fun Day, Germany
Evolving from collaboration between Community Affairs and 
Human Resources, the apprentices at the adidas Group were, 
for the second time in 2007, given the opportunity to organise 
a charitable event.

The aim of this venture was to allow underprivileged children 
from the region to take part in an exciting sports day at the 
company’s Headquarters and to give the apprentices the 
opportunity to plan and implement a project by themselves. 
The Kids’ Sport Fun Day will be repeated in 2008.

After the success of the project, Community Affairs and 
Human Resources are working together closely on a similar 
event which will be organised by our ReBound students –  
a pool of best-in-class interns. This will take place in 2008.

Business@School, Germany
The project business@school, an educational initiative of the 
Boston Consulting Group (BCG), aims to build bridges 
between business and schools in different countries. It will 
help 1,900 students in Germany, Austria, Italy, Singapore  
and Switzerland to acquire real-life business know-how and 
key skills.

The adidas Group has partnered with the Boston Consulting 
Group and the local high school in Herzogenaurach, 
Germany, to support this project with six ‘coaches’ –  
three volunteers from the adidas Group and three  
BCG consultants.

Facts and methodology Students and teachers benefit 
equally from business@school. Besides conveying both 
business facts and methodology, a competition helps 
students with career planning and gives them the 
opportunity to practise key skills such as teamwork, 
presentation and research techniques. Teachers and 
students alike experience new forms of instruction and 
learning. Schools can make useful contacts with the  
adidas Group while gaining an insight into the sporting  
goods industry.

disease and poor reproductive health in general. Underpinning 
the programme is the concept of personal responsibility.

At relatively minimal cost to factory management, a 
significant number of workers can effectively be taught  
how to protect themselves and improve their overall health 
and well-being.

From workshop to proposal
During the course of 2005, MSI was heavily involved in the 
roll-out of several critical projects relating to HIV/AIDS in 
Yunnan, one of the provinces in China with the highest rate of 
infection, as well as the opening and development of its new 
China MSI clinics. A workshop at the adidas Group offices in 
Guangzhou was held, facilitated by MSI, to bring the relevant 
stakeholders together for the purpose of reviewing the  
needs assessment conducted at two different suppliers. We 
received feedback from the factories, the Guangdong Bureau 
of Health, the Family Planning Association, the China Centre 
for Disease Control and Prevention, and experts from the 
Migrant Labour Research and Service Centre of Zhongshan 
University and the Guangdong Women’s College.

Following the workshop, both MSI and the adidas Group 
conducted outreach with a number of different organisations 
to secure their participation, in order to make this a truly 
multi-sectoral, private-public engagement. A proposal has 
been submitted by MSI for a programme covering the needs 
of workers in Guangzhou and Dongguan, with the potential to 
reach thousands of factories and hundreds of thousands of 
workers. There is a possibility that the programme may be 
pursued under the umbrella of the China Health Alliance, 
through the efforts of the Global Health Initiative.

We will report back on progress in next year’s report.

Education and Infrastructure Programme 
with Sudhaar in Pakistan
For more than 30 years, the adidas Group has sourced 
footballs from Pakistan.

Sialkot is the centre of the football stitching industry in 
Pakistan, which has in the past employed under-age 
workers. To discourage this, an industry-wide initiative – 
supported by the International Labour Organization, FIFA  
and UNICEF – resulted in an independent and self-governing 
committee to monitor the prohibition of child labour.

To address the issues causing child labour – which are 
poverty, unemployment and a lack of education – standards 
of education and access to schooling have had to be  
improved in rural communities in the area. That is what the 
local NGO Sudhaar has done with its Education and School 
Infrastructure Programme, which the adidas Group has  
fully funded since 2002.
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Bolivia is currently the poorest country in South America 
with two thirds of the population living in poverty. This 
affects the health and life expectancy of Bolivian children.  
In order to support the ongoing work of Save the Children, 
the adidas Group has provided the funds to vaccinate all  
the children in a school in Bolivia.

Humanitarian aid work
We have developed relationships with selected humanitarian 
organisations to maximise the impact of our product 
donations. In 2007, around 900,000 units of product were 
donated to good causes.

Our most important partners in this area are the Global Aid 
Network, ‘Goldene Lilien Mission’ and ‘Luftfahrt ohne 
Grenzen e.V.’ (the Aviation without borders association). With 
the help of these organisations, several humanitarian aid 
convoys have delivered supplies that include adidas Group 
products over the past two years.

adidas initiatives

adidas brand initiatives are either supported by the  
Adi Dassler Fund or are local programmes managed by  
our country offices.

Adi Dassler Fund programmes
• �Right to Play

• �PeacePlayers International

• �Coaching for Hope, Burkina Faso

• �Diambars Institute, Senegal

Local programmes
• �Various youth education and sports initiatives, USA

• �Terry Fox cause-related marketing project, Canada

• �Special Olympics, Japan

• �Good Neighbors International, Korea

Adi Dassler Fund programmes
The Adi Dassler Fund supports organisations that connect 
children with coaches and programmes to teach life values  
in addition to sport. These organisations use sport to teach 
self-confidence, respect and teamwork that can break down 
barriers and allow people to live healthier, happier lives.  
The Fund receives assistance from the adidas Brand and its 
employees around the world.

Right To Play
Right To Play uses specially-designed sport and play 
programmes to improve health, build life skills and foster 
peace for children and communities affected by war,  
poverty and disease. Working in both the humanitarian and 
development contexts, Right To Play has projects in more 
than 20 countries in Africa, Asia and the Middle East.

Corporate giving projects
Terre des Hommes’ relief efforts in Bihar, India
Around 15 million people in Bihar were displaced by severe 
floods in 2007 with almost one million people living in relief 
camps, tents or under nominal shelters such as plastic or 
canvas roofs.

Food remained a major problem as cooking was not  
possible and all grain supplies were washed away or rotted 
in the water. Only meagre provisions from relief measures 
were available.

Therefore, the adidas Group committed to support the work 
of Terre des Hommes e.V. and made a significant cash 
donation to the organisation.

In this catastrophe, medicine, food and shelter continue to  
be the affected population’s most vital needs and the adidas 
Group’s donation was used to provide them.

SOS Children’s Village in South Africa
‘6 villages for 2006’ was officially launched by SOS Children’s 
Villages and FIFA in 2004, with the aim of raising funds to 
construct six new SOS Children’s Villages. The adidas Group 
financed the construction of one family house of the SOS 
Children’s Village in Rustenburg, South Africa.

SOS focuses on supporting children affected by HIV/AIDS 
through its Social Centres and Children’s Villages. The 
adidas Group helped to build the new SOS Children’s Village 
in Rustenburg, in the north west of the country. The city  
has 53,000 inhabitants and is located in one of the fastest-
growing regions of South Africa. However, rapid growth has 
its negative side: the number of people in need of help, and 
especially children, is rising quickly.

In the SOS Children’s Village in Rustenburg, children who  
are on their own and in need will receive family oriented, 
long-term care. This will give them the chance of a positive 
future and the opportunity to grow up with a sense of 
security. In order to provide a better future to the children in 
South Africa and address the consequences of HIV/AIDS, the 
adidas Group has decided to support the family house with its 
annual ongoing expenses for the next few years.

Save the Children vaccination programme
Building on our relationship with the NGO Save the Children, 
the adidas Group was able to support the organisation in its 
effort to vaccinate children worldwide.

Six million children could be saved from death each year 
through widely available and inexpensive means. Many 
children from birth to age five die from diseases such as 
measles, polio or pneumonia, which are no longer a threat  
in the developed world. The main cause for most of these 
diseases is simply poverty. Even where medical care is 
available, the average family often cannot obtain or afford it. 
Save the Children is distributing a vaccine to protect children 
from these entirely preventable diseases.
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The Adi Dassler Fund supports PeacePlayers in its Middle 
East project with financial and product donations. This helps 
to provide:

• �Twinned Basketball Clubs, a network that includes groups 
from Israeli Jewish, Israeli Arab and Palestinian children 
under the guidance of a diverse group of coaches

• �A Leadership Development Programme, which equips 
youths from all factions with skills needed to make a 
positive difference in their communities

• �Grass Roots Hoops, West Bank, which works to build 
capacity and infrastructure in underprivileged areas,  
along with weekly practice sessions for at-risk children

• �BasketPal Camps, where mixed teams compete in 
basketball and take part in team building and peace 
education workshops.

As well as supporting these programmes in the Middle East, 
the Adi Dassler Fund worked closely with PeacePlayers on  
a new project in New Orleans. PeacePlayers was sent to 
assess the need for youth development and sports 
programmes in a post-Hurricane Katrina area. The 
overwhelming area of need to be addressed was literacy.  
The goal for the first year of implementation is to have 2,000 
participants in PPI programmes in the area.

Coaching for Hope, Burkina Faso
Coaching for Hope uses football to empower disadvantaged 
young people in the developing world and help make them 
aware of the dangers of HIV/AIDS. This is done by training 
local coaches and educators to provide football and HIV/AIDS 
education to vulnerable children in their communities.  
The local educators take part in intensive courses where 
they receive training in HIV/AIDS education as well as expert 
coaching tuition from UK Championship and Premiership 
football coaches. Once the schools finish they receive 
ongoing top-up training and support from UK coaches and 
Coaching for Hope field staff to help them put what they 
learned into practice. Over time the local educators are 
trained to run their own Coaching for Hope schools.

Coaching for Hope currently runs programmes in West 
Africa and South Africa.

adidas started its partnership with Coaching for Hope’s 
programme in Burkina Faso in 2007. During the course of  
the year various fundraising events were held, involving 
employees, but also customers and adidas athletes. More 
than 120 employees from the UK, Benelux and Ireland 
participated in a fundraising football tournament; over 170 
attended a fundraising celebration in Stockport, Greater 
Manchester. The funds raised were used to support Coaching 
for Hope in their work in Burkina Faso as well as the 
Association Managre Nooma for the Protection of Orphans 
(AMPO) orphanage in Ouagadougou. Employees also support 
Coaching for Hope through in-kind donations of items such 
as shoes and clothes.

Right To Play is the only global-scale implementer of Sport 
for Development and Peace programmes and takes an active 
role in driving research and policy development in this area.

Right To Play focuses on four strategic programme areas:

• Basic education and child development

• Health promotion and disease prevention

• Conflict resolution and peace education

• Community development and participation.

Working with partners, funders and local communities, Right 
To Play tailors every programme to meet identified needs.

The principles of the Convention on the Rights of the Child 
underpin everything Right To Play does. The organisation 
ensures that our programmes benefit the most marginalised 
children, including street children, former child combatants, 
refugees and children affected by HIV and AIDS.

The Adi Dassler Fund, adidas and Right To Play conceived the 
‘Red Ball Campaign’ in 2007. There were two primary 
objectives. The first was to provide products and financial 
support to Right To Play programmes around the world. The 
second was to raise awareness for the Right To Play cause, 
illustrating the power that sports can have on changing the 
lives of children.

To accomplish this, adidas supplied 100,000 full-size 
footballs for Right To Play to use in its programmes around 
the world; it also had a retail campaign in adidas own retail 
and factory outlet stores (more than 400 locations around 
the world). The campaign featured Right To Play and its 
programmes in the prime locations where adidas stores are 
located, such as Oxford Street in London. The product sold 
was a red mini-football, and all proceeds from sales of the 
ball were donated to Right To Play. Events where Right To 
Play and adidas partners could be combined, such as at a 
media event in Athens with footballer Zinedine Zidane, also 
heightened the awareness for Right To Play’s cause and 
programmes. The plan is to run this campaign for one month 
a year in each of the next four years.

PeacePlayers International
PeacePlayers International (PPI) is a global organisation  
that uses sport to unite and educate young people in  
divided communities.

PPI believes that, ‘children who play together can learn to 
live together’. Its current programmes in Northern Ireland, 
South Africa, Cyprus and the Middle East bring together 
thousands of children to form positive relationships, develop 
leadership skills and improve their futures. Over the past six 
years, the organisation has worked with more than 45,000 
children. PeacePlayers International is led by a global 
network of youth leaders who work together as coaches, 
mentors and facilitators.



Corporate responsibility report • 52

We continuously evaluate how best to address the needs of 
the community and to develop programmes and initiatives 
that can make a difference. Our employees recognise the 
importance of helping with issues in their community and 
play a major part in making our programmes successful by 
giving their time, financial contributions and other donations.

Terry Fox cause-related marketing project, Canada
adidas Canada and the Terry Fox Foundation partnered to 
introduce the iconic indigo blue shoe, the adidas Orion TF.  
All profits are donated to the Terry Fox Foundation.

Terry Fox was a young Canadian who lost a leg to cancer. He 
set out to raise money for cancer research by running across 
Canada, calling his journey the ‘Marathon of Hope’. During 
his run, Fox wore his favourite running shoe, the 1979 adidas 
Orion, which adidas provided him with in 1980. Having 
completed more than 3,000 miles, Fox was forced to quit 
after 143 days of running when his cancer returned. However, 
along the way he raised millions of dollars and the 
awareness of people around the world.

Today, the Terry Fox Foundation remains true to Terry Fox’s 
vision and principles while raising money for cancer 
research through the annual Terry Fox Run, donations and 
planned gifts. This is the first time the Terry Fox Foundation 
has partnered with a corporate organisation.

On an annual basis, adidas Canada will explore with the  
Terry Fox Foundation initiatives that:

• �Raise awareness for the Terry Fox Foundation

• �Increase participation in the annual run

• �Raise funds for the Foundation.

Special Olympics, Japan
The Special Olympics is an international organisation that 
offers children and adults with intellectual disabilities the 
opportunity to participate in society through sport.

We feel that the Special Olympics conveys adidas’ values  
of passion, authenticity and honesty in sport. adidas feels 
that funding money is important, but the volunteer spirit of 
adidas staff is even more crucial for successful community 
programmes. Therefore, since 2005, adidas employees have 
supported the event through volunteering activities.

In 2007, 23 employees volunteered for two days each at the 
event itself. Our support also included product supply and 
publicity activities within adidas Japan.

Good Neighbors International, Korea
Good Neighbors International (GNI) is an international 
humanitarian and development organisation from Korea. 
Formed in 1991, it became the first international NGO  
in Korea to receive General Consultative Status, the  
highest status level, with the United Nations Economic  
and Social Council.

Diambars Institute, Senegal
Founded in 2003 by professional footballers Jimmy Adjovi-
Boco, Saer Seck, Bernard Lama and Patrick Vieira, the 
Diambars Institute offers promising young players a fulfilling 
environment where education, football training and life skills 
come together in a unique learning experience.

Diambars is an educational platform not only for training 
high-level footballers, but also individuals, role models, 
conscious of the responsibility they have in society.

adidas France has supported Diambars financially since 2003 
and has committed to do so until 2010. A strong relationship 
has evolved between the Diambars children and adidas 
France employees. They correspond throughout the year, 
and during their annual summer trip to France, Diambars 
children spend a couple of days at employees’ homes.

Local programmes
Various youth education and sports initiatives, USA
Helping young people reach their potential is at the core of 
our US community affairs activities. Our education and 
sports initiatives provide opportunities to youth who are 
disadvantaged or who face challenging circumstances.

Examples of how we achieve this goal:

• �The adidas Earn Your Stripes Scholarship Program 
provides financial awards to graduating high school seniors 
who demonstrate achievement in community service, 
academics and athletics.

• �In partnership with local non-profit Schoolhouse Supplies, 
adidas provides backpacks and school supplies to 
underprivileged students. adidas employees donate 
supplies and help to fill and deliver the packs at the start of 
the school year.

• �In summer 2007 adidas held the first adidas Sports Camp 
at the adidas North America HQ in Portland. Together with 
Portland Public Schools, we reached out to local children 
who otherwise would not have the opportunity to attend 
this kind of sports camp. During the week-long football and 
basketball camp, employee volunteers and community 
coaches taught sport skills and values such as teamwork, 
commitment, and self-confidence. The success of this 
year’s camp will become the foundation for the 
development of an expanded sports programme with 
Portland Public Schools planned for 2008.

• �In 2007, wildfires ravaged communities in Southern 
California destroying the homes, property and lives of 
thousands of families. Through a partnership with the 
non-profit Soles4Souls and humanitarian aid organisation 
Assist International, adidas donated apparel products to 
help those affected by the fires.
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Reach
Through the Reebok Reach programme, the brand empowers 
and encourages Reebok employees around the world to 
become involved and make a positive difference in their 
communities. Through modest financial Reach grants made 
available to Reebok’s full-time employees for qualified, 
non-profit organisations, the company invites its employees 
to ‘reach’ beyond their own personal means to support a 
cause that is important to them and their families.

Reebok has established Reach volunteer employee 
committees in key markets around the world, including  
the USA, Canada, Mexico, Amsterdam and Hong Kong.  
In addition to reviewing the grant requests from employees, 
Reach committee members in the US also coordinate, 
manage and participate in employee volunteer programmes 
and fundraising activities in their local communities.

Community Relations Reebok Recognition 
Program
This programme acknowledges individuals who make a 
positive difference in the lives of young people, either 
through their chosen professions or volunteer activities. 
Reebok invites groups of individuals who work with youth  
to visit the Reebok Headquarters during a designated week 
to shop at the company’s corporate store in Canton, 
Massachusetts at a significant discount.

The Reebok Foundation
The Reebok Foundation was formed in 1986 to focus and 
expand its commitment to socially responsible action.  
The Foundation has worked with hundreds of non-profit 
organisations and donated millions of dollars in grants.

The Reebok Foundation focuses its philanthropy in 
communities where Reebok offices are located. The 
Foundation promotes social and economic equality by 
funding non-profit organisations that support underserved 
groups and help empower youth to fulfil their potential and 
lead healthy, happy and active lives.

Reebok also encourages its US employees to make 
charitable contributions through the Foundation’s Matching 
Gift Program which doubles an employee’s gift by up to 
$1,500 annually.

Peace Games, Inc.
The Reebok Foundation continues to support a conflict 
resolution programme working to prevent violence in the 
public school systems. Peace Games has launched an effort 
to help decrease the current surge of violence in Boston, 
USA. Peace Games empowers children to create their own 
safe classrooms and communities by forming partnerships 
with elementary schools, families, young adult volunteers 
and community partners.

Over the next three years, the Reebok Foundation grant will 
allow Peace Games to:

• �Bring their programmes to 20% of Boston elementary 
schools

GNI focuses on helping children and youth suffering from 
poverty and discrimination and runs 60 welfare facilities  
in Korea.

Having taken the Children’s Day as inspiration, adidas Korea 
donated footballs to the GNI welfare facilities.

Around 2,000 underprivileged children in the welfare 
facilities started to play football after receiving adidas balls. 
This contributed to the children’s physical strength and the 
development of a team spirit among the children.

Reebok initiatives

Reebok believes that a strong and consistent presence in 
communities around the world is an imperative. Reebok is 
committed to supporting community and philanthropic 
programmes that make a positive difference in the lives of 
youth and the underserved.

Key Reebok projects are:

• �Community relations

• �Reebok 4 Real

• �Reach

• �Community Relations Reebok Recognition Program

• �The Reebok Foundation

• �Peace Games, Inc.

• �Bridge Over Troubled Waters

Community relations
In 2007, Reebok introduced its Global Corporate Citizenship 
platform, a series of programmes designed to support 
underserved communities and groups and provide 
underprivileged youth around the world with the tools they 
need to fulfil their potential and lead healthy, happy and 
active lives. The platform currently consists of Reebok 4 
Real, Reach, Community Relations Reebok Recognition 
Program and The Reebok Foundation.

Reebok 4 Real
As the primary pillar of Reebok’s Global Corporate 
Citizenship platform, Reebok 4 Real serves as the catalyst 
for realising the brand purpose: empowering global youth  
to fulfil its potential. Although Reebok 4 Real is an evolution 
of the world-renowned Reebok Human Rights Award 
programme, it is broader in both its scope and reach.  
By engaging and activating a network of empowerment – 
Reebok employees, athletes, artists and retailers – to benefit 
youth, Reebok strengthens its resolve to be a leading 
corporate citizen committed to supporting youth around  
the world.
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Global Sports Alliance, Japan
The Global Sports Alliance (GSA) was started in 1999 by 
sport enthusiasts who wanted to enjoy sport while helping 
secure a healthy environment for future generations. They 
created the Ecoflag Movement, a global initiative that uses 
sport to increase environmental awareness and action.

TMaG held two golf events in collaboration with GSA to raise 
awareness of nature conservation.

Focus 2007: Interview with Marie Stopes 
International

We interviewed Nguyen Bich Hang, Country Representative 
of Marie Stopes International Vietnam (MSIVN), who gave  
us her view of the Reproductive Health / HIV-AIDS project  
in Vietnam.

What is the clinic’s direct impact on the 
community?
There are not many health care facilities in Binh Duong, so 
workers and the general population still have limited access 
to Family Planning and Reproductive Health services.

With its focus on education and training, clients visiting the 
MSI Binh Duong clinic receive information about sensitive 
subjects such as HIV/AIDS. So the clinic’s innovative 
approach is really making a difference.

What feedback have you been receiving from 
the community?
MSI Binh Duong and MSIVN have sought feedback in different 
ways. We conducted client exit interviews, mystery shoppers, 
questionnaires and had a comment box. In order to gain 
feedback, the MSI Binh Duong clinic manager and MSI 
Southern Vietnam programme manager spoke to random 
clients, to peer educators, peers and steering committees  
of the factories involved.

Most of the community members feel that they are 
respected, their privacy and confidentiality are safeguarded 
and they enjoyed receiving services in a friendly and very 
clean physical environment. Most workers recognise that  
the pricing policy they are offered at the clinic makes it  
very accessible.

Where do you see potential for improvement 
with respect to the collaboration with the 
adidas Group?
MSIVN has enjoyed a great collaboration with the adidas 
Group so far. The people involved in the project are 
supportive and dynamic, which makes our work at the 
factories much easier. MSIVN would like to look at further 
opportunities with the adidas Group to expand the coverage 
of our services and activities to locations in Vietnam other 
than Binh Duong and Ho Chi Minh City.

• �Reach an additional 300,000 children by training more than 
500 educators and youth workers

• �Launch a public awareness campaign highlighting the 
innovative work that young people in Boston are doing.

Bridge Over Troubled Waters
The Reebok Foundation supports Bridge Over Troubled 
Waters, an organisation that helps abandoned and abused 
children turn their lives around. The organisation serves 
thousands of runaways and homeless youth each year, many 
of whom had been living in homes characterised by violence, 
abuse and neglect, often the result of alcohol or drug use.

Through counselling, medical and dental care, education, 
pre-employment programmes, streetwork, family 
intervention and operating temporary residences, Bridge 
empowers children to break the cycles of poverty, abuse,  
and neglect and build secure and independent lives.

TaylorMade initiatives

TaylorMade-adidas Golf’s (TMaG) community relations 
strategy aims to promote brand awareness through 
partnerships with non-profit organisations, while improving 
the quality of life for the people and the programmes these 
agencies represent. TMaG supports local charitable 
organisations that champion youth, golf and those less 
fortunate in all ages.

Key TMaG projects are:

• �Charitable Contributions Program, USA

• �Global Sports Alliance, Japan

Charitable Contributions Program, USA
TMaG has developed the ‘Charitable Contributions Program’ 
to handle the approximately 3,000 donation requests we 
receive each year.

Along with donating products, the programme offers the sale 
of TMaG products to qualified charities at a discounted fee. A 
portion of the profit generated by the sale is donated back to 
the charity in the form of additional products. The remaining 
profit is applied to the cost of running the programme, 
including wages and benefits for two full-time employees 
and one part-time employee, with the remaining balance 
contributed to TMaG at year-end.

The result is a totally self-funding programme designed to 
create a win-win proposition for everyone. The charities are 
able to raffle, auction or use the product they’ve purchased 
to raise funds that easily eclipse the price charged by 
TaylorMade and the charity programme has completely 
covered all of its costs.
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Do you feel the adidas Group supports this 
project with real engagement or is it just  
to improve its image?
We have witnessed a strategic approach to corporate 
responsibility on the part of the adidas Group’s project team 
and a sense of deep empathy to the life and health of the 
workers in general, not just those who work for adidas Group 
supplier factories.

What was the learning for you through  
the collaboration with the adidas Group?
We have learnt a lot. We now have a better understanding of 
how leading companies see their social responsibilities and 
how powerful it is – for the workforce and the community in 
general – when they partner with the right civil society 
partner to tackle important social issues such as health.

What was the impact on Marie Stopes’ work 
through the collaboration?
Marie Stopes International is very proud to have MSIVN as 
part of the initiative with the adidas Group, working with 
migrant youths, one of the most vulnerable population 
groups in Vietnam. As a learning organisation, the 
experience and lessons learnt from MSIVN have been  
shared with other partners both inside and outside the  
MSI Partnership. The initiative between the adidas Group  
and MSIVN has been recognised by Business for Social 
Responsibility as the only best practice seen in Vietnam when 
they visited the programme in early 2006. By working with 
the adidas Group, MSI/MSIVN has been recognised as a 
pioneer in partnering with the private sector to bring about 
social benefits to the community. We have learnt how to work 
with the private sector, and we understand how powerful the 
NGO-private sector partnership can be in improving the 
economic and social welfare of not only the individuals, but 
also the company involved.

What is your ideal future scenario with  
this project?
For the factories to have ongoing capacity to disseminate 
sexual and reproductive health information and services to 
the workers, right at the factories, in a respectful, non-
judgmental manner.

Most of the workers are very young, dynamic and dedicated. 
Once they see their organisations really care about them, 
they will take responsibility for their own lives and for the 
success of their organisations.
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Our people are crucial to our success. Achieving our goal  
to be the global leader in the sporting goods industry 
depends on the talents, enthusiasm and engagement of  
our employees.

In this section we define our HR functions and goals, and our 
HR programme. We also outline how we ensure worker-
management communications through employee 
involvement in decision-making.

Employees have a responsibility to adhere to the Employee 
Code of Conduct; and as an employer we have the 
responsibility to ensure their health and safety. This includes 
preventive and precautionary measures covered by our 
Group policies. The way we reward our staff has to be fair 
and related to our, and their, achievements.

We aim to develop staff with opportunities for career 
progression, while striving to create a climate that 
celebrates diversity. And we look after our employees by 
promoting global mobility, helping staff achieve a healthy 
work-life balance, and offering access to a wide range of 
company sports activities.

HR functions and goals

HR management is a core function within the Group’s global 
organisation. Group HR is responsible for:

• �HR management of all Group functions and brands

• �Recruitment

• �Development and training

• �Talent and succession management

• �Performance management

• �Rewards, including reward and mobility management

• �Emerging employee programmes and related HR 
marketing

• �Company sports programme and work-life balance 
initiatives in Germany.

The head of Group HR is the Chief HR Officer, who reports to 
the CEO.

Group HR has three major strategic pillars that all worldwide 
initiatives support:

• �To create a working environment that stimulates team 
spirit, passion, engagement and achievement

• �To instil a performance culture based upon strong 
leadership

• �To make the adidas Group the employer of choice.

As an industry leader, the adidas Group strives to be:

• �A champion in leadership and talent management

• �A world-class recruiter

• �A top ten employer in every key market we operate.

HR programme

Our people are critical to our continuing commercial 
success. With more than 31,000 employees working at more 
than 150 locations around the world, we need HR strategies 
that can be implemented globally. The first step is to identify 
the common challenges we face wherever we operate:

• �Talent management: identifying, recruiting and retaining 
the best people and developing career opportunities for 
them that meet company needs

• �Employee-oriented leadership: strengthening the 
alignment of management and employees by improving 
communication and enhancing employee feedback systems

• �Performance management: instilling a result-driven 
management culture that supports two-way performance 
feedback for continuous learning and improvement

• �Motivation: providing reward and incentive schemes in a 
working environment that promotes commitment, 
engagement and well-being
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council played a critical role in exercising its development 
support, feedback, consultation and approval function.

The works council paid special attention to the following 
initiatives:

• �Implementation and alignment of revised remuneration 
structures and bonus schemes

• �Roll-out and implementation of the new Employee Code  
of Conduct

• �Revised Personal Evaluation and Planning (PEP) system 
rolled out to all employees in 2007

• �HR tools for personnel planning and development

• �Alignment of relevant HR policies and agreements post 
Reebok integration.

In 2007, the Executive Management issued a formal note to 
Line Management to stress the important role and value of 
staff representatives for the company organisation.

Works Council Reebok Germany
The relocation of the German Reebok Sales Organisation 
(separate legal entity) from Unterhaching to Herzogenaurach 
required elections to ensure a full-size works council for this 
establishment. The elections were held at the end of 2007. 
Two members of the works council of Reebok Germany are 
also members of the adidas Group works council.

European Works Council
The European Works Council (EWC) currently consists of 
nine delegates from six European countries. Germany, as  
the country with the largest number of employees, has four 
delegates on the council, including one member from the 
works council Reebok Germany.

The fruitful collaboration between the European and HQ 
works council and the SEA team continued in 2007. Members 
of the HQ works council, the EWC and representatives of the 
Trade Unions are regularly updated on progress of the 
compliance programme.

At the annual EWC summit, the main topics discussed were:

• �Management updates on sales and staff development in the 
European region

• �Implementation status of global HR tools (Performance/
Compensation System)

• �Harmonisation of internal agreements

• �The management letter on recognition of staff 
representatives

• �The Employee Code of Conduct.

The European Works Council held elections in March 2007.

• �Communication: increased transparency and efficiency in 
all our communications.

Rising to these challenges can enhance the adidas Group’s 
business success.

Employee involvement

Employee empowerment and participation play an important 
role in managing employee relations within the adidas Group.

The Group has established works councils at adidas in 
Germany and other European subsidiaries. The members of 
the works councils are elected by the workforce.

Currently, three representatives of the works council are 
also members of the Supervisory Board. The Supervisory 
Board advises and supervises the Executive Board in the 
management of the adidas Group. It is involved in all 
decisions of fundamental importance to the Group and is 
responsible for appointing and dismissing members of the 
Executive Board. This so-called ‘co-determination’ structure 
is mandatory under German law.

Corporate Social Responsibility
Works council representatives participated in various local 
and international stakeholder meetings as well as in several 
conferences and seminars where the topic was largely 
’Corporate Social Responsibility’. Examples of these 
meetings are:

• �Regional meetings facilitated by Social and Environmental 
Affairs

• �adidas Group stakeholder dialogue in Hong Kong with 
Group representatives (SEA, Sourcing, Communication) 
and business partners (suppliers as well as transport and 
logistics service providers)

• �Meeting with representatives of the Hans-Böckler 
Foundation (affiliated to the German Trade Union 
Federation) to discuss general CSR-related topics; 
participants included adidas Group representatives from 
SEA, Corporate Communications and the Works Council

• �Seminar on CSR organised by the Hans-Böckler-
Foundation; participants included employee 
representatives of various companies and trade unions

• �Conference on CSR organised by the Hans-Böckler-
Foundation; participants included politicians, academic 
representatives, journalists, media (TV), employee 
representatives of various companies and trade unions.

Group Works Council Germany
This works council represents all our sites in Germany, 
including our Headquarters in Herzogenaurach.

In 2007, it was actively involved in a range of staff-related 
projects. Depending on the type and subject, the works 
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Developing our people

Leadership
excellence

Performance culture

Talent
management

Actual 
performance

Performance 
management

Core elements of the adidas Group performance culture.

We aim to identify, recruit and retain the best people by 
providing development and career opportunities on a 
Group-wide level. We achieve this through our strategic HR 
pillars that focus on:

• �Creating a positive work environment

• �Instilling a culture of performance

• �And being the employer of choice.

Go for Gold
Just like athletes, employees of the adidas Group need a 
training plan and a coach to build on their strengths, 
overcome their own challenges and improve their technique 
to achieve their goals. We ‘Go for Gold’ and base our efforts 
on the three success drivers of our performance culture: 
‘Leadership Excellence’, ‘Performance Management’ and 
‘Talent Management’.

Leadership Excellence
Leadership in what we do and how we do it is key to our 
success. Our executives and managers enforce Leadership 
Excellence and instil a culture of performance. They are the 
main drivers and sponsors of the company’s performance 
and talent management.

Performance Management
Performance Management is the platform of our success. 
Evaluation tools such as PEP (Performance Evaluation and 
Planning) measure an employee’s current performance 
based on job and competency requirements. Employee 
performance levels serve as an indicator for base salary 
development and variable compensation, supporting our goal 
of paying for performance. PEP also covers the setting of 

Employee participation outside Europe
Creating effective communication channels throughout  
the regions at Liaison Office (LO) and factory level is a 
constant challenge.

Our internet-based ‘Ask the Management’ forum gives 
employees throughout all regions an opportunity to raise 
concerns and post questions to top management.

More direct communications are being established in the 
sourcing offices throughout Asia. We are setting up employee 
committees who regularly meet with management to review 
staff issues. This initiative was piloted in the Guangzhou LO. 
Now in its fifth year, the committee has incorporated elected 
representatives from apparel, accessories and gear as well 
as the footwear sourcing department.

The committee has dealt with a number of issues, including:

• �Organising transport to our operations centres

• �Providing medical insurance for staff located in different 
cities

• �Improving the housing accumulation fund and social 
retirement fund coverage

• �Introducing flexible working hours in the LO

• �Choosing the venues and activities for company outings

• �Conducting sports matches for staff and proposing other 
activities.

In 2007, the committee held four representative meetings, 
one of which was without management participation. Ten 
employees were elected in May 2007 to represent 388 local 
adidas, Reebok and Rockport employees.

Our Hong Kong office has also set up a staff committee that 
discusses relevant topics for employees.
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Health and Safety

Everyone has the right to a safe working environment. This 
has been recognised the world over and as a global Group, 
our operations have to comply with a wide range of different 
legal and cultural imperatives. Naturally, practices and 
procedures will vary from one facility to another, but the core 
requirements remain the same.

These core requirements are fully explained in our Corporate 
Guidelines for Health, Safety and Environment, which are 
used by all our administrative offices. In addition, our larger 
administration facilities and the Group’s small number of 
production sites have comprehensive risk, health, safety and 
environmental management systems coordinated by local 
facility management.

The Group’s health and safety management also focuses on 
travel security as well as health, safety and precautionary 
measures related to communicable diseases such as avian 
flu and SARS.

Below are some recent health and safety initiatives within 
the adidas Group:

Major incident response
Our new Group-wide ‘major incident response’ policy sets 
out clear definitions, responsibilities, actions and the internal 
and external communications needed to handle major 
incidents effectively. Its purpose is to minimise risks towards 
our employees and our business at any level at any time.

HIV-AIDS policy
In 2006 the adidas Group launched a Group-wide HIV-AIDS 
policy which is available to all employees via the company’s 
intranet site. The policy is based on guidance from the 
International Labour Organization (ILO) and field testing by 
the adidas Group liaison office in Thailand. It contains:

• �General guidance on HIV-AIDS

• �An employee guide

• �Guidelines for HR managers on workplace care  
and support.

Online legal safety training
Under German labour safety law, our Headquarters in 
Herzogenaurach must train its employees at least yearly on 
workplace health hazards and safety measures. Department 
supervisors are responsible for implementing this training.

The adidas Group intranet now offers online courses on 
emergency procedures and fire safety measures as well as 
guidelines for office and monitor ergonomics. Each course 
takes only 30 minutes, and the programme is very flexible 
with regards to when and how much of it can be undertaken. 
Within one month of the launch of the training programme, 
we had already trained one third of the workforce on legal 
safety requirements.

individual business targets and the planning of training  
and development activities. For both individual and team 
performance improvement, we offer targeted support based 
on need; for example, skill training in team development, 
managing people and objectives as well as coaching and 
strategic management. All aiming for one goal: to train and 
develop our employees to be ‘Fit for Today’.

Talent Management
With our Talent Management tools and processes, we identify 
employees at all levels who have the potential to become 
leaders in the business – our talents. To prepare them for 
new and more complex future roles, they take part in 
targeted development programmes covering:

• �Innovative and state-of-the-art input in the area of 
management and leadership

• �Individual preparation for new competency requirements

• �Fostering of global networking

• �Knowledge transfer into the current and future business.

Actively managing internal succession is key to our 
competitive position.

Remuneration

Our Global Salary Management System (GSMS) sets 
employees’ salaries in a clear, understandable and 
measurable way. It relates to performance evaluation and 
uses a clearly defined system for setting salaries in line with 
market requirements and performance levels. Managers and 
the HR department can evaluate where each employee 
currently is within the system based on his/her current 
salary and where he/she should be.

The adidas Group also offers several attractive variable 
compensation components:

• �Pay for Performance bonus programme/Profit Sharing: 
More than 80% of all employees receive a variable salary 
component with an average of 20% of their remuneration 
linked directly to individual and/or Group performance.

• �Long-Term Incentive Programmes (LTIP): These include 
brand- or business-specific three-year plans for senior 
managers that are based on the achievement of financial as 
well as compliance targets.

• �Management Share Option Plan (MSOP): Beneficiaries of 
the MSOP (members of the Executive Board and senior 
management) may exercise stock options granted to them 
in five tranches since 1999 if at least one of two 
performance criteria is met.

• �Other benefits: These include our 401-K Pension Plans  
in the USA and the Pension Plans for our employees in 
Germany. In 2007, 1,396 employees participated in the 
latter, which represents an increase of 20.9% compared  
to the previous year.
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Work-life balance
Every employee’s quality of life should be improved by 
working for the adidas Group. So we have a responsibility  
to address work-life balance. We aim to harmonise the 
commercial interests of the adidas Group with the private 
and family needs of our employees, thereby assuring the 
mutual benefit of both. The programme includes family 
oriented services, flexible work time and place, people 
development and leadership competence related to  
work-life balance. More information about this topic can  
be found in the Employees section of our corporate website 
at www.adidas-Group.com/sustainability

Hertie Stiftung, the third largest private foundation in 
Germany, audited our programme to identify and initiate 
ways to improve family-oriented personnel management.  
We were re-audited in 2004 and awarded the official 
certificate as a Family-Friendly Employer.

Company sports
We offer our employees a wide range of sports activities at 
our major sites including team sports such as football and 
basketball, fun and fitness courses such as fencing and Tae 
Bo, and health and wellness courses such as yoga, healthy 
back, and swimming. Employees in Herzogenaurach, 
Portland and Canton have access to a company gym.

Our Company Sports department in Herzogenaurach also 
organises several sports events such as mountain biking, 
horseback riding, kayaking, skiing and ski tours and biathlon. 
Special events such as a one-week sports camp for 
employees’ children, trans-alpine mountain bike tours, and 
the yearly Berlin marathon weekend (with a suitable training 
programme prior to the event) are also available. In 2007,  
the Company Sports department offered about 130 courses  
and more than 30 events which were attended by more than 
2,800 participants.

Employee Code of Conduct

We have a Group-wide Employee Code of Conduct in place  
to help strengthen general governance. The code serves  
as the cornerstone of ethical and social behaviour in  
day-to-day operations, and is aligned with the core values  
of the company.

The code is part of a Global Compliance Programme and is 
implemented by compliance managers worldwide, with the 
involvement of the works council.

The code covers key issues such as:

• �How to treat business partners and third parties (including 
conflicts of interest)

• �Handling information

• �Complaints

• �Special rules for dealing with financial matters.

Production safety training
Together with the Textile and Clothing Trade Association,  
22 senior managers from our Scheinfeld production site  
and the warehouse in Uffenheim, Germany, were trained  
on their special responsibilities for safety at work in a 
one-day workshop. Topics included:

• �The legal safety obligations of a supervisor

• �How to draft a hazard analysis

• �Effective training of production employees.

Practical exercises in small groups completed the workshop.

Safety Day
Every two years, a Safety Day takes place at all German 
locations. The day is organised by the Labour Safety 
Committee together with the police, the trade association, 
the health insurance and local businesses. For this year’s 
Safety Day, we supported the prevention campaign ’Skin 
Care’, and the day’s events centred on healthy eating and 
road safety.

With more and more employees cycling to work, ‘Pimp my 
Bike’ was this year’s main topic. A bicycle obstacle course 
was set up so that people could test their cycling skills. The 
police demonstrated how to deter bike theft, and explained 
the importance of having safe brakes and proper lights and 
wearing the right protective equipment.

The day’s programme closed with practical examples about 
the hazards of multi-outlet power strips (common in most 
office kitchens) and with obligatory fire-fighting drills.

Looking after our people

Global mobility
Global presence and success in worldwide markets require  
a workforce willing and able to work around the world.  
For those employees who are interested in working in 
different countries, we have a programme of international 
assignments to worldwide locations within the adidas Group. 
Most of these take place between Germany, USA, China, 
Hong Kong and the Netherlands. The adidas Group provides 
training and cultural preparation to familiarise the relocating 
professionals and their families with their new living and 
working environments. In brief:

• �The Headquarters of the adidas Group employs more than 
500 international employees from 50 countries

• �Between 100 and 150 international assignments at various 
locations begin annually

• �About 450 employees are currently on international 
assignments.
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We also have a web-based scheme – ‘Ask the Management’ 
– that allows employees to post questions to senior 
management. There are six different ‘Ask the Management’ 
forums across the Group, with the Global Operations one 
being the most used, often with 50-60 questions posted  
each month.

And more of our main locations are hosting ’All-employee 
meetings’, where senior management address topics of 
interest and answer questions. There were more than ten 
such meetings organised across all brands, Group functions 
and regions in 2007.

We encourage employees to use any or all of these channels 
to voice their concerns, questions or suggestions. The more 
feedback we receive, the more we are able to improve our 
practices and be a better employer.

All line managers must ensure compliance with the code. 
Employees who violate the Code of Conduct while conducting 
Group business will be subject to disciplinary measures, and 
may have their employment terminated. All employees are 
trained to apply the code through a global e-Learning tool 
which was launched at the end of 2007.

Diversity

Over the years, the adidas Group workforce has evolved to 
reflect the growing diversity of our communities, our varied 
fields of activity as well as our truly global marketplace.  
We will remain committed to understanding, valuing and 
incorporating this diversity into the corporate culture of the 
adidas Group.

We believe that diversity helps us to sustain a competitive 
advantage, to foster motivation and to ensure organisational 
success and stability. Our approach to diversity is to:

• �Acknowledge the richness of commonalities and 
differences we share; the intrinsic worth of each unique 
employee; that our products and our contribution to sports 
and the athletes who compete therein are enhanced 
through these multiple and different perspectives.

• �Aspire to create respect for and appreciation of each other; 
to further increase diversity within the adidas Group and to 
foster a spirit of openness and partnership among our 
employees and within our communities.

• �Act to assure an environment that welcomes, respects and 
embraces diversity; to capitalise on the value of a diverse 
workforce; and to achieve excellence through our products 
and our people.

While our recruitment is not quota based, we do have 
gender-balanced recruitment of trainees and apprentices. 
Over the past three years, the adidas Group has moved its 
global male/female ratio in management positions from 
79/21 to a 70/30 ratio. Our overall male/female ratio globally 
has remained fairly constant over this period at about 52/48.

Focus 2007: Employee engagement

A fundamental part of our HR strategy is to create an 
environment that stimulates team spirit, passion and 
engagement. Engaging employees is crucial to our success: 
we know that companies with high employee engagement 
levels outperform their markets.

We are conducting online engagement surveys so employees 
can give anonymous feedback to management, be it 
appreciative or critical. In 2007, we covered Europe and Asia 
as well as some global Group functions. Although we are on 
average scoring in the ’Performance sector’, we analyse the 
feedback carefully per country, division and department and 
work with line management to address areas of improvement.
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We are committed to being transparent about both our 
achievements and our shortcomings. Here we present data 
about our performance during 2007.

Most of the data included here is about our suppliers. It 
includes data on the size of our supply chain as well as the 
number of audits we conducted, and those conducted by 
independent monitors. Details of the training sessions we 
ran are also included.

The environment data section covers management system 
certifications obtained by footwear suppliers, water and 
energy consumption as well as waste accumulation at our 
own sites, VOC levels in athletic footwear factories and what 
freight method was used to ship our products.

Key statistics about our employees and community affairs 
activities complete our presentation of data.

You can see performance data for 2005 and 2006 in the 
Performance data section of our corporate website at  
www.adidas-Group.com/sustainability

Supply chain overview

NUMBER OF SUPPLIER factories AND OUR OWN 
FACTORIES1

On December 31, 2007, we worked with more than 1,070 
independent factories (excluding factories of our licensees) 
who manufacture our products in 67 countries.

67% of our factories are located in Asia, 17% in the Americas 
and 16% in Europe and Africa. 24% of all these factories are 
in China.

Asia Americas EMEA Total

No. of supplier 
factories 
(excluding own 
factories)

727 179 168 1,074

No. of own 
factories 2 9 3 14

Total 729 188 171 1,088

1 �Supplier production sites of the adidas Group as of 31 December 2007, 
excluding licensee factories

Number of supplier factories per country1

Asia

Country Total number of factories

Australia 14

Bangladesh 9

Cambodia 8

China 264

Hong Kong 3

India 52

Indonesia 48

Japan 63

Korea 62

Macao 1

Malaysia 10

New Zealand 6

Pakistan 7

Philippines 19

Singapore 4

Sri Lanka 16

Taiwan 30

Thailand 45

Vietnam 66

Total Asia 727

1 �Supplier production sites of the adidas Group as of 31 December 2007, 
excluding licensee factories and own production sites
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Americas

Country Total number of factories

Argentina 9

Brazil 31

Canada 35

Chile 1

Colombia 3

Costa Rica 2

Dominican Republic 1

Ecuador 1

El Salvador 7

Guatemala 3

Honduras 8

Mexico 18

Peru 4

United States 55

Uruguay 1

Total Americas 179

Global

Region Total number of factories

Total Asia 727

Total EMEA 168

Total Americas 179

Total Global 1,074

1 �Supplier production sites of the adidas Group as of 31 December 2007, 
excluding licensee factories and own production sites

EMEA

Country Total number of factories

Albania 1

Belarus 4

Bosnia and Herzegovina 1

Bulgaria 4

Czech Republic 3

Egypt 3

France 3

Germany 4

Greece 5

Hungary 1

Israel 2

Italy 24

Jordan 1

Latvia 2

Lesotho 1

Lithuania 1

Morocco 1

Poland 4

Portugal 9

Romania 2

Russia 16

Slovakia 1

Slovenia 1

South Africa 17

Spain 18

Swaziland 1

Sweden 4

Switzerland 1

Tunisia 5

Turkey 24

Ukraine 2

United Kingdom 2

Total EMEA 168
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NUMBER OF Training sessions divided 
by region and type1

In 2007, we continued our intensive efforts to provide training 
for our suppliers as well as for the SEA team, licensees and 
employees from the adidas Group.

To build capacity in our supply chain and within the adidas 
Group, the SEA team conducted 267 training sessions for 
more than 3,500 participants. Included in this number are 
123 group session trainings.

Type and number of training

Region Fundamental2 Performance3 Sustainability4 Total

Asia 98 58 34 190

Americas 35 1 6 42

EMEA 24 2 9 35

Total 157 61 49 2675

1 �Trainings conducted for suppliers, workers, licensees, agents and 
adidas Group employees; more than 3,500 people participated in  
these trainings

2 �Fundamental training covers: introduction to Workplace Standards; 
FFC training; new factory approval process; operating guidelines

3 �Performance training covers: specific labour, health, safety and 
environmental issues; Initial Assessment training

4 �Sustainability training covers: KPIs and rating tools; sustainable 
compliance planning; factory self-assessments

5 �Including 123 group training sessions, i.e. trainings with participation 
of more than one supplier

adidas Group licensees
In 2007, the adidas Group worked with 44 licensees  
whose suppliers manufactured products in 248 factories  
in 38 countries.

Product range
Total no.  

of licensees

Total no.  
of factories 

producing  
for licensees

No. of 
countries 

where 
production  

is placed

Apparel 20 129 26

Hardware1 19 85 12

Footwear 1 2 1

Watches 1 6 3

Glasses 2 18 7

Cosmetics 1 8 6

  44 248 2

1 �Accessories and gear
2 �44 licensees source products from 248 factories in 38 different countries

Audits and training

Number of factory audits/visits 
and trainings1

During 2007, 1,007 factory visits involving management and 
worker interviews, document review, facility inspections and 
trainings were conducted at different levels in our supply 
chain. The SEA team conducted 267 training sessions and 
workshops for suppliers, licensees, workers and adidas 
Group employees.

2007 2006 2005

Audits/visits2 1.007 1.101 916

Trainings 267 173 225

1 �Excluding FLA audits; includes multiple visits in the same factory
2 �Involving management and worker interviews, document review, 

facility inspections and trainings on-site
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Independent FLA Audits1

Since joining the FLA, more than 200 Independent External 
Monitoring (IEM) audits and verification visits have been 
conducted at adidas Group suppliers. In 2007, the adidas 
Group, including the adidas and Reebok brands, assumed  
the role of one single FLA participating company. As part  
of the 2007 obligations, external FLA-accredited independent 
monitors conducted 12 monitoring audits (2006: 35) and 3 
independent external verification visits (2006: 8) at adidas 
Group supplier factories.

FLA Year Period No. of audits2

4th Jan – Dec 2005 30

5th Jan – Dec 2006 43

6th Jan – Dec 2007 15

1 �As part of the FLA membership; the numbers include Independent 
External Verification audits

2 Including audits conducted at Reebok supplier factories

Enforcement data

Number of warning letters issued to adidas 
group suppliers in 2007
We issue warning letters when we see an ongoing serious 
lack of management commitment to improving compliance 
with our Standards. In 2007, we issued a total of 54  
warning letters.

Country
1st 

Warning
2nd 

Warning

3rd and final 
Warning – 

recommended 
termination

Total 
Warning 

letters

Bangladesh 0 1 0 1

Cambodia 1 0 0 1

China 20 3 4 27

Greece 1 0 0 1

Indonesia 8 2 0 10

Jordan 0 0 1 1

Macao 0 1 0 1

Philippines 0 0 1 1

Thailand 3 0 1 4

Turkey 4 0 0 4

Vietnam 3 0 0 3

Total 40 7 7 54

Number of audits divided by region and type
In 2007, the SEA team conducted 728 audits (including 
external monitoring audits) in more than 350 factories which 
result in an audit coverage of 33%. In addition to these audits, 
the SEA team visited suppliers’ sites on more than 270 
occasions to meet with factory management and discuss 
specific issues, to follow up project work or conduct  
training sessions.

Completing a high volume of initial assessments remained  
a challenge for the SEA team in 2007, particularly in Asia. 
There was a total of 441 Initial Assessments, resulting in  
24% of candidate factories rejected.

In total 191 factories were audited by external monitors in 
2007. These were commissioned by adidas Group entities, 
including licensees with indirect sourcing models.

Initial Assessment1

Region SEA Team
External 
Monitor Total

Asia 205 147 352

Americas 38 10 48

EMEA 13 28 41

Total 256 185 441

Sustainability Assessment2

Region SEA Team
External 
Monitor Total

Asia 240 2 242

Americas 13 0 13

EMEA 28 4 32

Total 281 6 287

Total

Region SEA Team
External 
Monitor Total

Asia 445 149 594

Americas 51 10 61

EMEA 41 32 73

Total 537 191 728

1 �Every new supplier factory has to pass an Initial Assessment to prove 
compliance with the Workplace Standards prior to order placement

2 Audits conducted in approved supplier factories
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Number of business relationship 
terminations / rejections  
after Initial Assessment due  
to compliance problems in 2007
We work closely with our suppliers to help them improve 
their performance. In situations of severe or repeat non-
compliance we will terminate our business relationship with 
suppliers. In 2007 we terminated agreements with four 
suppliers for compliance reasons.

We also work closely with Global Operations to pre-screen 
potential new suppliers. In total the SEA team conducted 441 
Initial Assessments, with 106 factories rejected, resulting in 
a 24% rejection rate.

Asia

Country
No. of terminations 

per country
No. of rejections 

after IA per country

Cambodia 2

China 3 56

India 8

Indonesia 7

Japan 1

Korea 2

Malaysia 1

Pakistan 3

Sri Lanka 1

Thailand 1

Vietnam 6

Americas

Country
No. of terminations 

per country
No. of rejections 

after IA per country

Canada 4

El Salvador 1

Guatemala 1

Honduras 1

Mexico 2

EMEA

Country
No. of terminations 

per country
No. of rejections 

after IA per country

Jordan 1

Albania 1

Egypt 2

South Africa 1

Turkey 3

United Arab 
Emirates 2

Global

Country
No. of terminations 

per country
No. of rejections 

after IA per country

Global 4 106
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Our main  
administration offices

Energy consumption 
– electricity (kWh/year)

Energy consumption 
– heating (kWh/year)

Water consumption 
(m³/year)

Waste  
(tonnes/year)

HQ of the adidas Group, 
Herzogenaurach, Germany 13,446,664 9,105,772 28,222 580.1

adidas America Inc.,  
Portland, USA 6,584,900 2,005,016 38,369 n/a

Reebok HQ, Canton, USA 13,841,735 486,913 13,789 602.8

TaylorMade-adidas Golf HQ, 
Carlsbad, USA1 4,809,906 26,211 45,372 604

Our own production sites
Energy consumption 

– electricity (kWh/year)
Energy consumption 
– heating (kWh/year)

Water consumption 
(m³/year)

Waste  
(tonnes/year)

adidas Footwear Factory, 
Scheinfeld, Germany 1,657,000 4,266,000 1,430 205.7

adidas Apparel Factory, 
Suzhou, China 411,416 0 1,096 4.4

adidas Canada Assembly 
Factory, Brantford, Canada2 n/a n/a n/a n/a

Reebok-CCM Hockey Factory, 
Cowansville, Canada 2,691,900 1,859,260 901 295.7

Reebok-CCM Hockey Factory, 
St. Hyacinthe, Canada 2,113,800 1,054,360 3,195 37.5

Reebok-CCM Hockey Factory, 
St. Jean, Canada 2,932,200 3,345,620 2,522 108.8

Reebok-CCM Hockey Factory, 
Edmundston, Canada 1,432,200 0 1,414 92.3

Reebok-CCM Hockey Factory, 
Tammela, Finland 1,630,280 1,708,000 1,104 296

Reebok-CCM Hockey Factory, 
Malung, Sweden3 n/a n/a n/a n/a

Sports Licensed Division, 
Factory, Indianapolis, USA 11,539,589 113,742 9,107 437

Sports Licensed Division, 
Factory, Mattapoisett, USA 700,979 508,678 n/a 177

Sports Licensed Division, 
Factory, Cedar Rapids, USA 1,712,461 3,459,334 4,553 67

TaylorMade Assembly Factory, 
Togane-Shi, Japan 486,717 710 1,429 14

1 Figures cover TaylorMade HQ and assembly factory
2 Figures are not available for 2007 because site was acquired in November 2007
3 Figures are not available for 2007 because site is externally leased

Environment

Environmental data for our main 
administration offices and own  
production sites
The below table illustrates the key environmental data of  
the adidas Group’s main administration offices and own 
production sites.
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Reducing VOCs in athletic  
footwear supplier factories
VOCs – volatile organic compounds – are found in solvents 
used in the manufacturing process. They can cause 
breathing difficulties and other health complaints. Our  
target is an average VOC emission of 20 grams/pair of  
shoes. The company’s footwear suppliers have reduced VOC 
emissions from 140 grams/pair in 2000 to 20.3 grams/pair  
in 2007, which includes nearly all new adidas Group athletic 
footwear factories.
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Reduction of VOC exposure in grams/pair of sports shoes

Certifications obtained by athletic  
footwear supplier sites1

We encourage our suppliers to implement health, safety  
and environmental management systems as the best way  
to internalise a process of continuous improvement against 
our standards.

In 2007, our Group’s supply base included 22 athletic 
footwear suppliers’ factories worldwide certified in 
accordance with OHSAS 18000 and/or ISO 14001. These 
suppliers were responsible for the production of around  
75% of our footwear sourcing volume.

Country
Number of  

FW suppliers ISO 14001 OHSAS 18001

Argentina 2 0 0

Brazil 3 0 0

China 12 12 12

Germany 1 1 1

India 1 0 0

Indonesia 6 3 3

Italy 1 0 0

Korea 1 1 0

Thailand 1 0 0

Vietnam 7 5 4

Total 35 22 20

1 �Excluding factories from the Rockport business segment and licensee 
factories
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Freight types used to ship adidas products1

Fuel used in transporting goods from where they are 
manufactured to the selling markets creates carbon dioxide 
emissions, which are a major contributor to global warming. 
We aim to minimise the environmental impact of transporting 
our goods by reducing our use of air freight, the form of 
transport that causes the greatest emissions of carbon dioxide.

Compared to previous years, increased air and truck 
shipments in 2007 were partly caused by order  
re-allocations to meet delivery deadlines.

Apparel

Freight type 2007 2006 2005

Truck 18% 21% 22%

Sea freight 74% 72% 73%

Air freight 7% 6% 4%

Sea and air freight 1% 1% 1%

Hardware2

Freight type 2007 2006 2005

Truck 3% 3% 4%

Sea freight 94% 95% 95%

Air freight 3% 2% 1%

Sea and air freight 0% 0% 0%

Footwear

Freight type 2007 2006 2005

Truck 8% 2% 3%

Sea freight 89% 97% 96%

Air freight 3% 1% 1%

Sea and air freight 0% 0% 0%

1 �Figures expressed as a percentage of the total number of products 
transported

2 Accessories and gear
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Index/reporting unit adidas Reebok
TaylorMade-

adidas Golf
Group 

functions1 Total

Total employees – Male (in %) 52% 54% 68% 44% 52%

Total employees – Female (in %) 48% 46% 32% 56% 48%

Management positions held – Male (in %) 67% 77% 84% 68% 70%

Management positions held – Female (in %) 33% 23% 16% 32% 30%

Average age of employees (in years)2 29.6 28.9 36.6 36.3 30.8

Employee turnover (in %)3 18.8% 45.2% 12.4% 22.3% 24.2%

Average tenure per employee (in years) 3.6 3.5 5 5.9 4

Annual training hours by employee 16.1 8.1 4.5 6.4 12.4

1 Global Marketing, Global Operations, Global Corporate Services (e.g. Legal, Finance, HR)
2 At year-end
3 Voluntary attrition

Employees

Key employee statistics
On December 31, 2007, the Group had 31,344 employees, 
which represents an increase of 19% versus the previous 
year’s level of 26,376. This development is primarily related 
to new employees in the adidas segment in emerging 
markets as well as own retail activities. At the end of 2007, 
48% of our total employees were women and 52% were men. 
Of the executive management positions, 30% were held by 
women and 70% were held by men.
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Health and Safety statistics for our main administration offices and own production sites

Our main administration offices No. of employees
Total no. of workplace 

accidents
Total no. of lost days  

due to accidents

HQ of the adidas Group, Herzogenaurach, Germany 2,395 9 n/a

adidas America Inc., Portland, USA 773 10 179

Reebok HQ, Canton, USA 1,237 3 13

TaylorMade-adidas Golf HQ, Carlsbad, USA1 850 19 38

Our own production sites No. of employees
Total no. of workplace 

accidents
Total no. of lost days  

due to accidents

adidas Apparel Factory, Suzhou, China 197 0 0

adidas Footwear Factory, Scheinfeld, Germany 150 3 n/a

adidas Canada Assembly Factory, Brantford, Canada2 n/a n/a n/a

Reebok-CCM Hockey Factory, Cowansville, Canada 102 1 5

Reebok-CCM Hockey Factory, St. Hyacinthe, Canada 200 5 137

Reebok-CCM Hockey Factory, St. Jean, Canada 175 18 82

Reebok-CCM Hockey Factory, Edmundston, Canada 78 7 70

Reebok-CCM Hockey Factory, Tammela, Finland 84 3 11

Reebok-CCM Hockey Factory, Malung, Sweden3 n/a n/a n/a

Sports Licensed Division, Factory, Indianapolis, USA 802 45 129

Sports Licensed Division, Factory, Mattapoisett, USA 124 6 36

Sports Licensed Division, Factory, Cedar Rapids, USA 175 19 15

TaylorMade Assembly Factory, Togane-Shi, Japan 150 0 0

1 Figures cover TaylorMade HQ and assembly factory
2 Figures are not available for 2007 because site was acquired in November 2007
3 Figures are not available for 2007 because site is externally leased

Community affairs

Community affairs statistics
In 2007, the adidas Group was involved in more than 1,450 
community projects and around 900,000 units of product 
were donated to good causes. The table below outlines the 
regions’ specific activities.

Region

Donation 
requests 
received

Total 
number of 

projects 
supported

Units of 
products 
donated

Volunteer 
hours

EMEA 1,915 191 762,517 710

Latin America 304 73 53,495 30

North America 4,265 999 55,471 1,638

Asia Pacific 1,044 192 19,808 775

Total 7,528 1,455 891,291 3,153
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Capacity building
Helping our business partners and others understand  
how to manage and improve workplace conditions,  
e.g. through training, producing guidance manuals,  
and sharing best practice.

Community Affairs
Corporate function which coordinates a network of 
employees managing corporate donations, volunteering 
programmes and community relations in the subsidiaries 
and other local entities of the adidas Group. This function  
has become part of the SEA team in 2005.

Corporate Social Responsibility (CSR)
Managing a company’s business processes in a way that 
creates economic value while also respecting people and 
communities and minimising environmental impact.

Dow Jones Sustainability Indexes (DJSI)
Launched in 1999, the Dow Jones Sustainability Indexes are 
the first global indexes tracking the financial performance  
of the leading sustainability-driven companies worldwide. 
Based on the cooperation of Dow Jones Indexes, STOXX 
Limited and Sustainable Asset Management (SAM) they 
provide asset managers with reliable and objective 
benchmarks to manage sustainability portfolios.

Eco-Management and Audit Scheme (EMAS)
System designed to improve a company’s environmental 
performance by ensuring that all environmental effects and 
impacts of a facility are recorded and documented.

Fair Factories Clearinghouse (FFC)
A collaborative industry effort involving retail and consumer 
brands and retail trade associations to create a system for 
managing and sharing social audit information.

Fair Labor Association (FLA)
Non-profit organisation working cooperatively with 
companies, NGOs and universities, to promote a workplace 
code of conduct based on International Labour Organization 
standards.

Flock transfer printing
Technology that allows structural and solid print designs.

FTSE4Good Index Series
The FTSE4Good Index Series has been designed to measure 
the performance of companies that meet globally recognised 
corporate responsibility standards, and to facilitate 
investment in those companies.

Global Operations
Group function which manages product development, 
commercialisation and distribution and also supervises the 
major part of manufacturing for the adidas, Reebok and 
TaylorMade-adidas Golf segments.

Global Reporting Initiative (GRI)
Independent institution developing a generally accepted 
framework for sustainability reporting.

International Labour Organization (ILO)
The ILO is the tripartite UN agency that brings together 
governments, employers and workers of its member states  
in common action to promote decent work throughout the 
world. Its main aims are to promote rights at work, encourage 
decent employment opportunities, enhance social protection 
and strengthen dialogue in handling work-related issues.

ISO 14000/1
Environmental management standard.

Key Performance Indicator (KPI)
Measures the effectiveness of actions taken by our suppliers 
to ensure compliance with the ‘Workplace Standards’.

Lean
Manufacturing efficiency programme promoted by the  
adidas Group to improve overall factory performance in 
terms of delivery, quality and cost.

Multi-Fibre Arrangement (MFA)
Introduced in 1974, establishing the rules for international 
trade in textiles and garments. Through the MFA, quotas 
were set limiting the amount of imports of textiles and 
clothing to the developed world. The MFA expired at the end 
of 2004.

Non-Governmental Organisations (NGOs)
Special interest groups, often not-for-profit, raising 
awareness of sustainable development issues in business.

Occupational Health and Safety Assessment  
Series 18001 (OHSAS)
Occupational health and safety standard.

Polyvinyl chloride (PVC)
Synthetic material used in the manufacture of sports apparel 
and hardware that we are striving to phase out because of its 
adverse health and environmental impacts.
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Social and Environmental Affairs (SEA)
Department of the adidas Group responsible for producing 
and developing sustainability policies and initiatives, and 
promoting social and environmental awareness throughout 
the company and its supply chain.

Socially Responsible Investment (SRI)
Investment that is made on the basis of the financial, 
environmental and social performance of a company.

Stakeholder
Person, community or organisation that affects, or is 
affected by, the operations of a company.

Sustainability
The ability to create economic, social and environmental 
value in the long term.

Volatile Organic Compounds (VOCs)
Solvents that can cause breathing and health problems. 
VOCs are by-products of the shoe manufacturing process.

Workplace Standards
The Group’s supply chain code of conduct, formerly known as 
the ‘Standards of Engagement’ (SOE). A set of labour, health 
and safety, and environmental principles designed as tools to 
help the adidas Group choose supply chain partners, monitor 
their performance and identify problems.
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We welcome your views about our efforts to become  
a more sustainable company.

You can contact us at:

adidas AG
Social & Environmental Affairs
World of Sports
Adi-Dassler-Straße 1
91074 Herzogenaurach
Germany

Phone: +49 (0) 9132-84-0
Fax: +49 (0) 9132-84-3242

For inquiries about our social and environmental programme 
please send an email to sustainability@adidas-Group.com

For media inquiries please send an email to  
corporate.press@adidas-Group.com

Complaints
We want to know if anyone has complaints about conditions 
in our suppliers’ factories.

If you have a complaint to make, you can contact us with the 
specific details of the case and we commit to taking your 
complaint seriously.

We appreciate that you may want to contact us anonymously. 
This does not change the seriousness we give your complaint 
although it does affect the process we follow:

1. �We investigate all complaints we receive.

2. �We will reply to you requesting further contact to establish 
the full details of your complaint. However, we understand 
if you wish to remain anonymous and do not wish to 
identify yourself.

3. �We speak to all the other parties involved to establish the 
full facts of the matter and determine if our supplier has a 
case to answer.

4. �If so, we inform the supplier and specify remedial action 
for the supplier to take in order to address the issue.

5. �Unless your complaint was anonymous, we will contact 
you to inform you of the results of our investigation and the 
steps we are taking.

Independent complaints process
We understand if you do not wish to complain to us about one 
of our suppliers. If this is the case, there is an independent 
process available to you through the Fair Labor Association 
(www.fairlabor.org), of which we are a member.
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The Global Reporting Initiative has comprehensively 
captured stakeholders’ views in an internationally consistent 
format that guides business on how to report about their 
sustainability performance. Its reporting guidelines help  
us to identify structure, prioritise, evaluate and present key 
issues that are relevant and meaningful to stakeholders. 

With the launch of the GRI G3 Guidelines an application 
scheme was introduced that allows companies to 
communicate how much of the Reporting Framework  
has been used in their reporting process.

We used the GRI G3 Application Level table to assess what 
information the adidas Group could report:

We concluded that we can report to Level C.

Why the adidas Group chose level C reporting
For the 2007 report we have chosen level C reporting for the 
following reasons: we have gone through a careful and 
rigorous self-critical process of analysis of where our report 
completely meets the relevant indicators; we acknowledge 
that there are still gaps in our reporting. However it is part  
of our approach to transparency and credible communication 
not to hide these gaps to our stakeholders by superficially 
addressing issues in the report, which are not backed by 
effective policies and programmes.

While the GRI guidelines are a useful benchmark for report 
readers, we believe they do not fully take into account the 
nature of the sporting goods industry, where the impacts  
of supply chain management and their specific challenges 
outweigh the direct social and environmental impacts of the 
companies themselves.

We are committed to continuously improve our efforts to 
transparency and to strive towards advanced levels of 
reporting in the coming years.

To make the gaps in our report clear to readers, we have 
highlighted them in the index below. Some of this information 
is covered in our Annual Report, or on our website at  
www.adidas-Group.com

For more about the GRI and its reporting guidelines, visit 
www.globalreporting.org

Ref Indicator according to GRI (G3) Location 

Profile

1. STRATEGY AND ANALYSIS

1.1 Statement from the CEO or Chairman of the  
Supervisory Board

Online Report/CEO Statement 

1.2 Description of key impacts, risks, and opportunities Online Report/Business and report overview/ 
Challenges and responses;

Annual Report, p104 et seq.

2. ORGANISATiONAL PROFILE

2.1 Name of the organisation Online Report/Homepage 

2.2 Primary brands, products, and/or services Online Report/Business and report overview/ 
Business profile;

Annual Report, p43 et seq., p157

2.3 Business areas and operational structure Online Report/Business and report overview/ 
Business profile;

Annual Report, p60 et seq., p194 et seq.

2.4 Location of organisation’s headquarters Online Report/Business and report overview/ 
Business profile; 

Annual Report, p60 et seq.

2.5 Number of countries where the organisation operates Online Report/Business and report overview/ 
Challenges and responses; 

Annual Report, p60 et seq., p194 et seq.



Corporate responsibility report • 76

Ref Indicator according to GRI (G3) Location 

2.6 Nature of ownership and legal form Online Report/Business and report overview/ 
Business profile 

2.7 Markets served Annual Report, p43 et seq., p60 et seq.

2.8 Scale of the reporting organisation Online Report/Business and report overview/ 
Business profile;

Annual Report, p43 et seq., p60 et seq.

2.9 Significant changes during the reporting period regarding 
size, structure, or ownership

Annual Report, p163

2.10 Awards received in the reporting period Corporate Website/Sustainability/Reporting/Awards

3. REPORT PARAMETERS

Report Profile

3.1 Reporting period Online Report/Business and report overview/ 
About this report 

3.2 Date of most recent previous report Corporate Website/Sustainability/Reporting

3.3 Reporting cycle Corporate Website/Sustainability/Reporting

3.4 Contact point for questions regarding the report Online Report/Contact us

Corporate website/Sustainability/Reporting

 Report Scope and Boundary  

3.5 Process for defining report content Online Report/Business and report overview/ 
About this report 

3.6 Boundary of the report Online Report/Business and report overview/ 
About this report 

3.7 Specific limitations on the scope or boundary of the report Online Report/Business and report overview/ 
About this report 

3.8 Basis for reporting on joint ventures, subsidiaries, leased 
facilities, outsourced operations, and other entities that can 
significantly affect comparability from period to period and/
or between organisations

Online Report/Business and report overview/ 
About this report 

3.9 Data measurement techniques and the bases  
of calculations

 

3.10 Explanation of the effect of any re-statements of 
information provided in earlier reports

Online Report/Business and report overview 

3.11 Significant changes from previous reporting periods in  
the scope, boundary, or measurement methods applied  
in the report

Online Report/Business and report overview 

 GRI Content Index  

3.12 Table identifying the location of the Standard Disclosures  
in the report

GRI Index

 Assurance  

3.13 External assurance statement Online Report/Business and report overview/ 
About this report 
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Ref Indicator according to GRI (G3) Location 

4. GOVERNANCE; COMMITMENTS AND ENGAGEMENT

Governance

4.1 Governance structure, including responsibility  
for sustainability

Online Report/Vision and governance/Managing  
our responsibilities/Corporate governance and  
risk management

4.2 Independence of the Supervisory Board Chairman Annual Report, p26 et seq.

4.3 Number of members of the highest governance body  
that are independent and/or non-executive members

 

4.4 Mechanisms for shareholders and employees to  
provide recommendations or direction to the highest 
governance body

Online Report/Our employees/Employee involvement;

Corporate Website/Investors

4.5 Linkage between compensation for members of the highest 
governance body, senior managers, and executives, and the 
organisation’s performance (including social and 
environmental performance)

 

4.6 Processes in place for the highest governance body to 
ensure conflicts of interest are avoided

Corporate Website/Corporate Governance/ 
Corporate governance principles

4.7 Process for determining the qualifications and expertise  
of the members of the highest governance body for guiding 
the organisation’s strategy on economic, environmental, 
and social topics

 

4.8 Mission statement, company values and codes of conduct Online Report/Vision and governance

4.9 Procedures of the highest governance body for overseeing 
the organisation’s identification and management of 
economic, environmental, and social performance, 
including relevant risks and opportunities, and adherence 
or compliance with internationally agreed standards, codes 
of conduct, and principles

Online Report/Vision and governance/Managing  
our responsibilities/Corporate governance and  
risk management

4.10 Processes for evaluating the highest governance body’s 
own performance, particularly with respect to economic, 
environmental, and social performance

 

 Commitments to External Initiatives

4.11 Implementation of the precautionary principle Online Report/Protecting the environment

4.12 Externally developed economic, environmental, and social 
charters, principles, or other initiatives to which the 
organisation subscribes or endorses

Online Report/Engaging our stakeholders/Partnerships

4.13 Memberships in associations and/or national/international 
advocacy organisations

Online Report/Engaging our stakeholders/Partnerships 

 Stakeholder Engagement

4.14 List of stakeholder groups engaged by the organisation Online Report/Engaging our stakeholders/Our stakeholders 

4.15 Basis for identification and selection of stakeholders Online Report/Engaging our stakeholders/Ways we engage 

4.16 Approaches to stakeholder engagement, including 
frequency of engagement by type and by stakeholder group

Online Report/Engaging our stakeholders/Ways we engage 

4.17 Statements on key concerns raised by stakeholders Online Report/Engaging our stakeholders/Ways we engage 
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Ref Indicator according to GRI (G3) Location 

5. PERFORMANCE INDICATORS

ECONOMIC

DMA Management Approach disclosures Annual Report, p12 et seq.

Aspect: Economic Performance

EC1 Direct economic value generated and distributed Annual Report, Inside front cover, p78 et seq.;

Corporate Website/Investors/Key financial data

EC2 Financial implications and other risks and opportunities  
for the organisation’s activities due to climate change

 

EC3 Coverage of the organisation’s defined benefit  
plan obligations

 

EC4 Significant financial assistance received from government  

Aspect: Market Presence

EC5 Range of ratios of standard entry level wage compared to 
local minimum wage at significant locations of operation

EC6 Policy, practices, and proportion of spending on locally-
based suppliers

 

EC7 Procedures for local hiring and proportion of senior 
management hired from the local community at locations  
of significant operation

 

Aspect: Indirect Economic Impacts Core

EC8 Development and impact of infrastructure investments and 
services provided primarily for public benefit through 
commercial, in kind, or pro bono engagement

EC9 Understanding and describing significant indirect economic 
impacts, including the extent of impacts

ENVIRONMENTAL 

DMA Management Approach disclosures Online Report/Protecting the environment 

Aspect: Materials

EN1 Materials used by weight or volume

EN2 Percentage of materials used that are recycled  
input materials

Aspect: Energy

EN3 Direct energy consumption by primary energy source Online Report/Business and report overview/ 
Performance data/Environment

EN4 Indirect energy consumption by primary source

EN5 Energy saved due to conservation and efficiency 
improvements

EN6 Initiatives to provide energy-efficient or renewable energy 
based products and services, and reductions in energy 
requirements as a result of these initiatives

Online Report/Protecting the environment

EN7 Initiatives to reduce indirect energy consumption and 
reductions achieved 

Online Report/Protecting the environment

Aspect: Water

EN8 Total water withdrawal by source

EN9 Water sources significantly affected by withdrawal of water

EN10 Percentage and total volume of water recycled and reused
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Aspect: Biodiversity

EN11 Use of land in protected areas

EN12 Significant impacts of activities in protected areas 

EN13 Habitats protected or restored

EN14 Strategies, current actions, and future plans for managing 
impacts on biodiversity

EN15 Number of IUCN Red List species and national conservation 
list species with habitats in areas affected by operations,  
by level of extinction risk

Aspect: Emissions, Effluents, and Waste

EN16 Total direct and indirect greenhouse gas emissions  
by weight

 

EN17 Other relevant indirect greenhouse gas emissions by weight  

EN18 Initiatives to reduce greenhouse gas emissions and 
reductions achieved

Online Report/Protecting the environment/ 
Tackling pollution/CO2 emissions from transport

EN19 Emissions of ozone-depleting substances by weight Online Report/Protecting the environment/ 
Improving design and materials

EN20 NOx, SOx, and other significant air emissions by type  
and weight

 

EN21 Total water discharge by quality and destination  

EN22 Total weight of waste by type and disposal method  

EN23 Total number and volume of significant spills  

EN24 Weight of transported, imported, exported, or treated waste 
deemed hazardous under the terms of the Basel Convention 
Annex I, II, III, and VIII, and percentage of transported waste 
shipped internationally

EN25 Identity, size, protected status, and biodiversity value of 
water bodies and related habitats significantly affected by 
the reporting organisation’s discharges of water and runoff

Aspect: Products and Services

EN26 Initiatives to mitigate environmental impacts of products 
and services

Online Report/Protecting the environment/Product safety

EN27 Percentage of products sold and their packaging materials 
that are reclaimed by category

 

Aspect: Compliance

EN28 Monetary value of significant fines and total number  
of non-monetary sanctions for non-compliance with 
environmental laws and regulations

Online Report/Protecting the environment/Product safety

Aspect: Transport

EN29 Significant environmental impacts of transporting products 
and other goods and materials used for the organisation’s 
operations, and transporting members of the workforce

Online Report/Protecting the environment/ 
Tackling pollution/CO2 emissions from transport

Aspect: Overall

EN30 Total environmental protection expenditures and 
investments by type
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LABOUR PRACTICES AND DECENT WORK

DMA Management Approach disclosures Online Report/Managing our supply chain 

Aspect: Employment

LA1 Total workforce by employment type, employment contract, 
and region

Annual Report, p68 et seq.

LA2 Total number and rate of employee turnover by age group, 
gender, and region

Online Report/Business and report overview/ 
Performance data/Employees 

LA3 Benefits provided to full-time employees that are  
not provided to temporary or part-time employees,  
by major operations

Aspect: Labour/Management Relations

LA4 Percentage of employees covered by collective  
bargaining agreements

LA5 Minimum notice period(s) regarding operational changes

Aspect: Occupational Health and Safety

LA6 Percentage of total workforce represented in formal  
joint management–worker health and safety committees 
that help monitor and advice on occupational health and 
safety programmes

LA7 Rates of injury, occupational diseases, lost days,  
and absenteeism, and number of work related fatalities  
by region

Online Report/Business and report overview/ 
Performance data/Employees 

LA8 Education, training, counselling, prevention, and  
risk-control programmes in place to assist workforce 
members, their families, or community members  
regarding serious diseases

Online Report/Our employees/Health and safety 

LA9 Health and safety topics covered in formal agreements  
with trade unions

Aspect: Training and Education

LA10 Average hours of training per year per employee by 
employee category

Online Report/Business and report overview/ 
Performance data/Employees 

LA11 Programmes for skills management and lifelong learning 
that support the continued employability of employees and 
assist them in managing career endings

Online Report/Our employees/Developing our people

LA12 Percentage of employees receiving regular performance 
and career development reviews

Online Report/Our employees/Developing our people

Aspect: Diversity and Equal Opportunity

LA13 Diversity in senior management and employees structure Online Report/Business and report overview/ 
Performance data/Employees 

LA14 Ratio of basic salary of men to women by employee 
category

HUMAN RIGHTS

DMA Management Approach disclosures Online Report/Managing our supply chain 

Aspect: Investment and Procurement Practices

HR1 Investment agreements that include human rights clauses 
or that have undergone human rights screening

 

HR2 Percentage of suppliers and contractors that have 
undergone screening on human rights

Online Report/Business and report overview/ 
Performance data 



Corporate responsibility report • 81

Ref Indicator according to GRI (G3) Location 

HR3 Total hours of employee training on policies and procedures 
concerning aspects of human rights that are relevant to 
operations, including the percentage of employees trained

Online Report/Managing our supply chain/ 
Training our suppliers 

Aspect: Non-discrimination

HR4 Total number of incidents of discrimination and  
actions taken

Aspect: Freedom of Association and Collective Bargaining

HR5 Operations identified in which the right to exercise freedom 
of association and collective bargaining may be at 
significant risk, and actions taken to support these rights

Online Report/Business and report overview/ 
Business challenges;

Online Report/Managing our supply chain 

Aspect: Child Labour

HR6 Operations identified as having significant risk for incidents 
of child labour, and measures taken to contribute to the 
elimination of child labour

Online Report/Managing our supply chain 

Aspect: Forced and Compulsory Labour

HR7 Operations identified as having significant risk for incidents 
of forced or compulsory labour, and measures to contribute 
to the elimination of forced or compulsory labour

Online Report/Managing our supply chain

Aspect: Security Practices

HR8 Percentage of security personnel trained in the 
organisation’s policies or procedures concerning aspects  
of human rights that are relevant to operations

Aspect: Indigenous Rights

HR9 Total number of incidents of violations involving rights  
of indigenous people and actions taken.

SOCIETY

DMA Management Approach disclosures Online Report/Working with the community/ 
Managing community affairs

Aspect: Community

SO1 Nature, scope, and effectiveness of any programmes and 
practices that assess and manage the impacts of 
operations on communities, including entering, operating, 
and exiting

Aspect: Corruption

SO2 Percentage and total number of business units analysed  
for risks related to corruption

SO3 Percentage of employees trained in organisation’s  
anti-corruption policies and procedures

SO4 Actions taken in response to incidents of corruption

Aspect: Public Policy

SO5 Public policy positions and participation in public policy 
development and lobbying

SO6 Total value of financial and in-kind contributions to political 
parties, politicians, and related institutions by country

Corporate website/Sustainability/Community affairs/
Corporate giving

Aspect: Anti-Competitive Behaviour

SO7 Total number of legal actions for anticompetitive behaviour, 
anti-trust, and monopoly practices and their outcomes
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Aspect: Compliance

SO8 Fines/sanctions for non-compliance with laws  
and regulations

PRODUCT RESPONSIBILITY

DMA Management Approach disclosures Online Report/Protecting the environment/Product safety

Aspect: Customer Health and Safety

PR1 Life cycle stages in which health and safety impacts  
of products and services are assessed

Online Report/Protecting the environment/Improving 
design and materials/Restricted substances

PR2 Total number of incidents of non-compliance with 
regulations and voluntary codes concerning health and 
safety impacts of products and services during their life 
cycle, by type of outcomes

Online Report/Protecting the environment/Product safety

Aspect: Product and Service Labelling

PR3 Type of product and service information required by 
procedures and percentage of significant products and 
services subject to such information requirements

PR4 Total number of incidents of non-compliance with 
regulations and voluntary codes concerning product and 
service information and labelling, by type of outcomes

PR5 Practices related to customer satisfaction, including 
results of surveys measuring customer satisfaction

Aspect: Marketing Communications

PR6 Programmes for adherence to laws, standards, and 
voluntary codes related to marketing communications, 
including advertising, promotion, and sponsorship

PR7 Total number of incidents of non-compliance with 
regulations and voluntary codes concerning marketing 
communications, including advertising, promotion, and 
sponsorship by type of outcomes

Aspect: Customer Privacy

PR8 Total number of substantiated complaints regarding 
breaches of customer privacy and losses of customer data

Aspect: Compliance

PR9 Monetary value of significant fines for non-compliance with 
laws and regulations concerning the provision and use of 
products and services




