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TEAM TALK
Listening to what people are concerned  
about is at the heart of being a  
responsible company.
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ABOUT OUR PROGRAMME

The adidas Group is a truly global business in the sporting 
goods industry. As such, we are continually confronted 
with many challenges. We are committed to striking the 
balance between shareholder interests and the needs and 
concerns of our employees, the workers in our supply 
chain and the environment. In short, to becoming a 
sustainable company. To meet this aim, we have designed 
strategies to:
• Drive innovative thinking in product creation 

and development.
• Help our suppliers tackle employment, health and safety 

issues in their factories.
• Improve the environmental footprint at our own 

operations and in our supply chain.
• Develop and retain our employees and create a secure, 

stimulating work environment and a performance 
culture.

• Maintain an open interaction with communities and 
stakeholders whose feedback inspires us each day  
to do better.

MAJOR LOCATIONS 
The adidas Group sells products in 
virtually every country around the 
world. As of December 31, 2009,  
the Group has over 170 subsidiaries 
worldwide with our headquarters 
located in Herzogenaurach, 
Germany. It is also home to  
the adidas brand. Reebok 
Headquarters are located in Canton, 
Massachusetts. TaylorMade-adidas 
Golf is based in California.

OWN EMPLOYEES 
On December 31, 2009, the Group had 
39,596 employees, which represents 
an increase of 2% versus 38,982 in 
the previous year. In the workforce 
we have an equal share of male and 
female employees.

MANAGING  
ENVIRONMENTAL ISSUES 
We help our suppliers to apply 
environmental best practice. Since 
1999 our athletic footwear suppliers 
have reduced average solvent 
emissions per pair of shoes by more 
than 80% with our support.

SUPPLIER SITES 
On December 31, 2009, we worked 
with more than 1,120 independent 
factories (excluding factories of our 
licensees) who manufacture adidas 
Group products in 68 countries.  
69% of the factories are located  
in Asia, 15% in the Americas and  
16% in Europe, Middle East and 
Africa (EMEA).

MONITORING OUR SUPPLIERS 
During 2009, 1,592 factory visits 
(including 1,448 audits) involving 
management and worker interviews, 
document review, facility inspections 
and trainings were conducted at 
different levels in our supply chain. 
There was a total of 483 Initial 
Assessments, resulting in 18.4%  
of candidate factories rejected.

TRAINING AND CAPACITY BUILDING
To build capacity in our supply chain 
and within the adidas Group, the SEA 
team conducted 216 training sessions 
and workshops for suppliers, 
licensees, workers and adidas Group 
employees. Included in this number 
are 91 group session trainings.
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WHAT SUSTAINABILITY MEANS TO US

To avoid sustainability being just another buzzword,  
it needs to speak to the company’s fundamental beliefs  
and values and become part of how we do business every 
day. And for that, everyone needs to be clear what it means 
to us. So we have explained how the adidas Group sees  
it in this Sustainability Statement.

PERFORMANCE PASSION  INTEGRITY DIVERSITY
These are the adidas Group values.

They help us to create brands that our customers believe 
in and they commit us to playing by the rules that society 
expects of a responsible company.

Unlike sport, society’s rules are not always written down. 
We discover them by engaging with the people that our 
business touches, learning above all that companies are 
expected to be accountable for their actions. So we are 
committed to reporting publicly on the steps we take to 
have a more positive impact on society and the planet.

For the adidas Group, this means designing products  
that are environmentally sound, and reducing the 
environmental impacts of our day-to-day operations  
and in our supply chain.

It is about setting workplace standards for our suppliers  
to meet and helping them to ensure fair, safe and healthy 
conditions in their factories.

Importantly, it also means looking after the wellbeing and 
careers of our employees – the company’s biggest asset 
– and making a positive contribution to the communities 
where we operate.

Adhering to all applicable laws, directives and guidelines  
is a business imperative. But that is not enough. We are 
continuously striving to improve our performance and our 
standing in society. We set ourselves targets that stretch 
us, regularly review our progress and set ourselves new 
goals. That is what the world’s leading athletes do, and it  
is what we must do as a global leader in the sporting  
goods industry.

PERFORMANCE, PASSION, 
INTEGRITY AND DIVERSITY.
Our core values help us to create 
brands our customers believe in. 
They run deep through the business 
and ensure we deliver what society 
expects of a responsible company. 
We maintain standards by...

ENGAGING WITH THE PEOPLE  
THAT OUR BUSINESS TOUCHES
Listening to people inside and outside 
the company gives us a clear 
indication of their concerns and  
their level of trust in us. It also helps 
us to further shape our programme.

DESIGNING PRODUCTS THAT ARE 
ENVIRONMENTALLY SOUND
We research and choose 
environmentally-friendly materials. 
And we change our processes so they 
are cleaner and create less waste.

SETTING WORKPLACE STANDARDS 
FOR OUR SUPPLIERS
Our suppliers must meet our 
standards on health and safety, 
labour rights and environmental 
protection. We monitor how well  
they comply.

LOOKING AFTER THE WELLBEING 
AND CAREERS OF OUR EMPLOYEES
If we help our people to realise their 
potential, then we will achieve our 
goal to be the global leader in the 
sporting goods industry.

MAKING A POSITIVE CONTRIBUTION 
TO COMMUNITIES
We volunteer, we donate and we  
run programmes in an effort to  
make a difference to people’s lives.

SET OURSELVES TARGETS
Passionate about performance,  
we set ourselves targets that move 
us towards becoming a sustainable 
company. We publish these targets 
for all to see.

REVIEWING PROGRESS
We regularly track our efforts  
and actions. We review our  
progress and report honestly  
about our achievements.
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VIEW FROM THE TOP

CEO HERBERT HAINER GIVES US HIS VIEW OF THE YEAR
In sport, before and after any big match a team talk is held. 
Questions are asked and answered, winning strategies  
are proposed and on-the-field performances are reviewed. 
Here in this annual review of our sustainability performance, 
we are doing much the same. We are responding to the 
questions our stakeholders have asked us, reviewing our 
social and environmental performance over the past year 
and presenting our strategies for successfully managing 
the issues. Just as team talks are straightforward affairs, 
so have we tried to be especially clear and direct in our 
reporting this year. We want to connect with the consumer 
as well as the analyst.

A challenging year
2009 has been a challenging year for the adidas Group in 
manoeuvring through a difficult business environment.  
We rationalised and drove efficiency across the business  
to manage our costs and we reorganised to keep the 
company successful and sustainable over the years ahead.

The financial crisis, as well as everyone’s shared concern 
over climate change and the threat facing our planet has 
reinforced our responsibilities to:
• Consider those impacted by our business operations
• Manage our business in a resource-efficient 

way fulfilling our role to contribute to a low  
carbon economy.

Positive steps taken in 2009
In 2009, we have made further progress in driving our 
sustainability agenda, be it through the creation of new 
products, remodelling business processes or making 
improvements in our supply chain operations. Some 
examples that illustrate our pragmatic approach are  
listed here:
• We have set short and longer-term social and 

environmental goals as benchmarks for those suppliers 
who wish to qualify as strategic partners  
for our core footwear and apparel business.

• We provided intensive support to those suppliers 
who were forced to downsize their factory operations as 
a consequence of the financial crisis. We counselled 
factory owners on how they should properly look after 
their workforce.

• Under both the adidas and Reebok brands we have 
launched new ranges where the products are made  
of environmentally-improved materials such as organic 
cotton, recycled polyester and reused rubber.

• Based on rigorous environmental assessments we 
set Group-wide targets to reduce the company’s own 
environmental footprint by 2015. We have targets  
for energy consumption, carbon emissions, water, 
waste and travel.

• Through the Green Company Initiative we have further 
inspired our employees to act as green ambassadors 
and drive green thinking.

External recognition
Our continued efforts and achievements in improving  
our social and environmental footprint have been 
recognised by many of our stakeholders. For the tenth 
consecutive time, the company has been selected to join 
the Dow Jones Sustainability Index (DJSI), the world’s  
first global sustainability index family that tracks the 
performance of the leading sustainability-driven 
companies worldwide. In the ‘Clothing, Accessories  
& Footwear’ category, the adidas Group was rated as  
the industry leader in sustainability issues and corporate 
responsibility for the seventh successive time.

Looking forward
This is a great recognition of our efforts but it does not 
blind us to the significant challenges lying ahead as we 
address our material social and environmental issues. 
While we have been able to commit to a demanding target 
for 2015 of relatively reducing carbon emissions from our 
own operations by 30%, we are conscious that other areas 
of our business, such as the manufacture and transport  
of our products, also give rise to carbon dioxide emissions.

In any good team talk, several voices will be heard. So too 
in this review, where we hear from several people around 
the business who have made a real difference to our social 
or environmental performance in 2009. Reading their 
stories I am more confident than ever that the passion and 
dedication of our people will help us rise to the challenges 
ahead as we continue on our journey to becoming a truly 
sustainable business.

04



SUSTAINABILITY REVIEW 2009

HERBERT HAINER 
Chief Executive Officer, adidas Group

Becoming a sustainable business is a 
marathon and not a sprint. It requires 
hard work, dedication and long-term 
commitment. Building on our track 
record, and with our continued focus, 
passion and team spirit I am confident 
we will meet the challenges in the 
years ahead and continue to be an 
industry leader in sustainability and 
social responsibility.

GLENN BENNETT 
Member of the Executive Board, 
responsible for Global Operations

With a major stake of the Group’s 
social and environmental footprint in 
our supply chain, we have embedded 
sustainability performance criteria 
into our supplier programmes.  
They have targets to meet and  
we measure their progress through 
key performance indicators.

ROBIN STALKER 
Member of the Executive Board, 
responsible for Finance

Through transparent reporting about 
our sound policies and effective 
systems for controlling risks and 
managing the business responsibly, 
we strive to build trust and engage 
openly with our stakeholders.

ERICH STAMMINGER 
Member of the Executive Board, 
responsible for Global Brands

We are constantly improving the 
sustainability of our products 
based on extensive research  
and development into new materials  
and innovative design techniques. 
Our R&D departments do have 
sustainability as a clear focus  
going forward.
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ROADMAP TO SUSTAINABILITY

No company becomes sustainable overnight. Individual 
people can be inspired in a moment to take action or  
to engage in the debate. But for a company as a whole,  
it is a long journey. Along the way it is useful to recall 
milestones that have been passed (please see on the right).  
And it is even more important to set targets for the future. 
To plot out the next steps on the road to sustainability.

Looking further ahead allows us to identify the key ‘step 
changes’ we need to make, rather than more incremental 
one-year targets. So we have a strategy for 2015 that has 
targets attached to it. For more than ten years we have 
been working with our suppliers to ensure they comply 
with our Workplace Standards. This experience allows  
us to set robust goals for 2015 in the social compliance 
area of our work.

Setting targets to improve our environmental performance 
across every link in our value chain is not so easy. In some 
areas, we are still carrying out assessments of the scale  
of our impact and understanding how we can reduce it.  
So some of our 2015 environmental targets will not be  
set until the end of 2010.

1997: 
The adidas Group develops a  
supplier code and establishes  
a compliance team.

1998: 
The adidas Group introduces a rigid 
restricted substances policy for 
materials used in products and 
implements control measures.

1999: 
adidas and Reebok join the Fair  
Labor Association and commit to 
independent factory inspections.

2001: 
The adidas Group starts publicly 
reporting its social and 
environmental performance 
annually. The first sports  
goods company to do so.

2005: 
The Fair Labor Association accredits  
the adidas Group social compliance 
programme.

2006: 
The adidas Group joins the Fair 
Factories Clearinghouse, a system 
for recording compliance data,  
so setting the scene for sharing  
of data with other brands.

2007: 
The adidas Group makes its global 
supplier list public.

2008: 
adidas starts launching product  
lines that contain organic and 
recycled materials.

2009:
Following in-depth environmental 
assessments, the adidas Group 
launches the ambitious Green 
Company Initiative that sets Group-
wide targets for carbon reduction.

2015: 
Strategy 2015 targets include a 
relative 30% reduction in carbon 
emissions for own operations.
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2015 TARGETS

CORE AREAS 2015 TARGETS  
(AGAINST A BASELINE OF  
2008 UNLESS SPECIFIED) 

Environment
Own operations

• 20% relative reduction 
in energy consumption

• 30% relative reduction 
in carbon emissions

• 20% water savings/employee
• 25% waste reduction/employee

Social Compliance 
Labour/ 
Health & Safety 

• 80% of direct supplier factories 
to meet ‘3C’ (good) or better under 
our social compliance KPI rating 
(currently 50% of the direct 
suppliers meet this rating).

• 25% of direct suppliers are in a 
self-governance compliance model 
(where they take responsibility  
for their own performance) that 
includes reporting of key social  
and health and safety indicators.

• Common industry-wide 
monitoring platform used to  
check workplace conditions.

• Top 10 publicly listed suppliers 
are independently producing 
sustainability reports.

Employees • To ensure succession readiness 
on all key leadership positions, 80% 
of senior management positions  
to be filled by internal employees.

• To be a World Class Recruiter 
(in terms of quality, cost,  
speed, ranking) with a strong 
internal focus.

• To be a Top 10 employer in every 
key market and for our employees 
(based on market surveys and 
employee engagement scores).
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2009 HIGHLIGHTS

SOCIAL COMPLIANCE
• With golf apparel and accessories manufacturer 

Ashworth now part of the adidas Group, its  
supplier factories become part of our factory  
monitoring programme.

• Distribution of the ‘Layoffs and Downsizing Guidelines’ 
to all sourcing entities and suppliers in Asia.

 To read more go to Labour issues on page 30.
• On behalf of major sports brands the adidas Group 

coordinates the arrangement of the Play Fair 
Conference in Indonesia involving international  
pressure groups, local unions and suppliers.

 To read more go to Labour issues on page 30.

ENVIRONMENT
• Environmental workshops with key suppliers in Asia.
• Energy-saving programme kick-off with suppliers 

in North China.
• Following the launch of the Greenpeace report 

“Slaughtering the Amazon”, the adidas Group hosts  
a meeting in Germany assembling representatives  
from Greenpeace, major footwear brands and  
cattle companies to discuss joint measures  
against future deforestation.

 To read more go to Leather on page 17.
• The adidas Group Green Company Initiative to reduce 

the environmental footprint of our own sites kicks off  
at our Headquarters at Herzogenaurach in Germany.

 To read more go to Green Company on page 13.

• Launch of Green Company targets for 2015.
 To read more go to Green Company on page 13.

ENGAGEMENTS
• Joint letter from the adidas Group and other brands is 

sent to US Secretary of State Hillary Clinton requesting 
the restoration of democracy in Honduras.

 To read more go to Labour issues on page 30.

• Launch of the ninth Social and Environmental Report 
of the adidas Group.

• The adidas Group formally writes to the US State 
department stating its concern over the US 
Government’s potential suspension of trade for 
Malagasy exports. Concerns are related to the likely 
downsizing and possible closure of factories that will 
lead to widespread loss of employment for workers in 
the garment industry in Madagascar.

 To read more go to Labour issues on page 30.
• The adidas Group ranks top in an assessment by 

nine European consumer organisations evaluating 
working conditions in running shoes and athletic 
footwear factories.

• adidas AG again ranked ‘Industry Leader’ and 
‘Global Supersector Leader’ in the Dow Jones 
Sustainability Index.
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ABOUT THIS REVIEW

WHY WE REPORT
We report on our social and environmental performance 
every year because people want to know how we are doing. 
Increasingly, consumers are wondering if the company 
whose products they buy is a ‘good’ company or not. 
Pressure groups want to know if we are responding to  
their particular concerns. Financial analysts want to  
know if we would be a good investment.

This interest in how we do business is partly because  
we are made up of a collection of very visible brands.  
It means we are in the spotlight when ethical business 
issues are raised. That is a challenge but one we accept. 
Our response is to produce a review of how we have been 
moving forward in the last year, tackling the issues.  
We hope this review answers the questions people have.

WHAT THIS REVIEW COVERS
The review describes the efforts we made in 2009 to 
address the key social and environmental challenges our 
business faces. We defined the issues relevant to include  
if they were significant concerns of our stakeholders that 
also had the potential to have an impact on our business.

We have included some of our stakeholders’ voices in this 
year’s review including:
• A piece from Greenpeace on our response to 

deforestation of the Amazon rainforest caused by  
cattle farming.

• A view from the London Organising Committee for the 
Olympic Games and Paralympic Games (LOCOG) on how 
we are helping to make the London Olympics be the first 
truly sustainable games.

• Employees’ stories: what it is like to conduct a 
factory audit, the approach taken in developing a  
green strategy, how they have implemented our Green 
Company Initiative or have found innovative solutions  
in product development.

MORE ON THE ENVIRONMENT
The focus of our work in recent years has been on 
addressing people’s concerns about workplace conditions 
at our suppliers’ factories. In 2009, we responded to 
growing climate change and other environmental issues 
with a big push on our environmental programme. This 
included the launch of our Green Company Initiative and 
further innovation in green products. Those developments 
are reflected in an extended environmental section in this 
year’s review.

PERFORMANCE DATA AND PROGRESS AGAINST TARGETS
See pages 42 and 68 for our performance data and our 
progress against our 2009 targets. This information can 
also be found on our corporate website.

The performance data covers all the brands in the adidas 
Group for the calendar year 2009, unless otherwise stated.

LISTENING TO FEEDBACK
We are always keen to hear what readers think about  
our reports so we can improve them. Last year’s report 
was reviewed in industry journals and we also gathered 
general feedback.

As well as that, students from across Asia reviewed our 
2008 report as part of a conference on corporate social 
responsibility in Singapore, where our Head of Social and 
Environmental Affairs in Asia was invited to be a judge.  
The students’ feedback centred on ways we could make 
our reports more relevant to young people, by making  
our online presence more exciting and engaging.

We have taken on board all this feedback in this  
year’s review.
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ENVIRONMENT
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ENVIRONMENT

Products have environmental impacts at all stages of their 
life cycle. By looking carefully at each stage of the cycle, 
we can establish what those impacts are and what we can 
do about them.

Our most significant impacts result from the use of  
energy, water, materials and chemicals when the  
products are being manufactured. We help our suppliers 
find ways to reduce the impact of the production process.  
We also recognise that we have the opportunity to  
innovate and create better products at the design and 
development stages.

MARKETING
Marketing is about creating innovative concepts and 
determining how to make our products successful in  
the marketplace. When we are creating products for our 
consumers we have the opportunity to demonstrate our 
environmental credentials. We have introduced special 
ranges of more sustainable products, which have been 
made with recycled materials and with the lowest possible 
environmental impact.

DESIGN
Our designers aim to design a product to meet our 
customers’ needs, both in terms of how the product 
performs and how it looks. The decisions our designers 
make can significantly affect the environmental impact  
of later stages in the process. For example, the simpler 
and more standardised we can make our patterns,  
the less waste and fewer emissions there will be in  
the production stage.

Find out more about Product Creation on page 15.

DEVELOPMENT
Our developers liaise with our manufacturing partners  
to ensure the product is made to our standards. They 
produce detailed technical specifications and consider 
issues such as the environmental impacts associated  
with different materials.

We assess the environmental impact of materials we use. 
This includes looking at the resources used to grow the 
crops for our materials and we aim to choose those that 
use the fewest resources. We encourage the use of 
recycled materials.

For a footwear developer’s view, turn to page 18.

Also see Parksports: Sustainable clothing range on  
page 19.

SOURCING & MANUFACTURING
Most of our environmental impacts occur in the 
manufacturing phase. And almost all our manufacturing  
is done by independent suppliers, not by us. The use of 
resources such as energy contributes to climate change 
and the process can create waste.

We help our suppliers to reduce the impacts associated 
with different production processes – for example for 
footwear and apparel. Our suppliers know that we measure 
and track their environmental work and that their progress 
is important for our business relationship with them.

For further information see Greening the supply chain on 
page 21.

OWN OPERATIONS
Our nearly 40,000 employees are based at one of our  
170+ subsidiaries around the world. These include  
offices and a small number of our own factories and 
warehouses. At these facilities we use energy, water and 
other resources such as paper, and we create waste.

We have set ourselves targets – for example to reduce  
our relative energy use by 20% by 2015 – and we have 
established Green Teams of employees to help mobilise 
everyone to do their bit.

For further information see our Own sites on page 13.

TRANSPORT
The fuel used to transport goods to market creates carbon 
dioxide emissions, a major contributor to climate change. 
To reduce the environmental impact of transporting  
goods, we typically ship most of our cargo by sea.  
Only in emergencies, or in times of high market demand, 
for example during global sporting events, do we choose  
to air-freight our products.

We aim to limit the amount of goods we air-freight through 
monitoring our production planning.

For more on Transport turn to page 22.

USE AND END-OF-LIFE
When products that have come to the end of their useful 
life are disposed of, they contribute to society’s growing 
waste problem. How used products are disposed of 
depends on local conditions and regulations. We are 
reducing waste by building in more recyclable parts into 
our shoes. We are pushing ourselves to do more on this 
topic and on all environmental issues in our Strategy 2015.

For more on our Environment Strategy 2015, go to page 12. 
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STRATEGY 2015

 “As a global company we have a significant environmental 
footprint. The key to setting a good strategy is to look at 
each part of the business, understand where the key 
impacts are and then create a plan for tackling them”,  
says Karin Ekberg, Head of Environmental Services at the 
adidas Group, and makes it sound very straightforward. 
“Sound environmental practice is about becoming more 
thoughtful and efficient in using natural resources like 
energy or water which also help reduce operational costs.”

Karin points to the opportunities in the marketplace as 
well. “This company has a fabulous history of innovation 
and we have been building on this in developing new 
sustainable product concepts.”

ASSESSING ALL THE FACTORS
Through assessing each part of the business – or value 
chain as Karin calls it – three key principles have  
been defined:
• Use resources sustainably.
• Reduce our emissions.
• Limit risks and chemical hazards.

So the focus is on energy and climate change, water 
(conservation and discharge), waste and chemicals.

WHAT’S THE GOAL?
The overall goal is to continuously reduce the company’s 
environmental footprint. Karin explains how: “We aim to 
achieve this by applying environmental best practice in our 
daily work. And we are asking our suppliers to do the 
same. For our own business operations we have already 
set ambitious targets for 2015. But we want to go further 
and set measurable and effective targets for the entire 
value chain. These will encompass all brands, functions 
and regions as well as our global supply chain. While this  
is a challenging exercise, we want to have achieved this by 
the end of 2010.”

TACKLING EACH PART OF THE BUSINESS
Karin is not leaving things to chance. Each part of the 
business will be addressed. So for example, the innovation 
function will consider environmental issues. And the teams 
will have targets for the number of styles that are to have 
environmental features. Design for Environment (DfE) 

guidelines will help the innovation and product creation 
teams to design environmentally sound products without 
compromising performance.

To read more go to Product Creation on page 15.

OUR OWN OPERATIONS
When it comes to the company’s own operations, there  
are targets which are part of the Green Company Initiative, 
launched in 2008. A key one is to reduce relative energy 
use by 20%. On top of that, using green sources of energy 
will account for a further 10% cut in carbon emissions. This 
is aligned with our overall carbon strategy that prioritises:
1. Lower energy consumption and intensity.
2. Energy sources with lower carbon emissions.
3. Consideration of carbon offsetting mechanisms.
To read more go to Green Company on page 13.

IN OUR SUPPLY CHAIN
It is perhaps in the supply chain where the biggest 
challenge lies because the company can only partly 
influence what its suppliers do – and this is where most  
of the environmental impacts are.

Our environmental supply chain strategy encompasses:
• Risk management – focusing on the environmental 

risks related to specific manufacturing processes and 
suppliers, applying risk assessment and audit tools.

• Building a high-performance supply chain – working 
with our suppliers to deliver continuous improvements 
in their operations. We do this through guidance and 
training and success is measured by annual targets.

• Increasing leverage through partnerships – building 
partnerships wherever they help to improve the 
performance of the entire industry.

To read more go to Greening the supply chain on page 21.

USE AND END-OF-LIFE
We use some recycled materials in our products. When  
it comes to the recycling of our used products, we have to 
work closely with local waste authorities and others. Our 
approach is to promote different partnerships, depending 
on their technical and environmental feasibility.

NEXT STEPS
Other areas, such as transport and our retail business,  
will also be looked at in more detail in the future. In 2010,  
a group of experts from all the company’s core functions 
will work out the exact targets and priorities for each  
part of the business. These targets will inform our 
environmental roadmap 2015.

To find out more about our Green Company Initiative,  
go to page 13.
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GREEN COMPANY

A zero-emission company. That is the bold vision of our 
Green Company Initiative, which we launched in October 
2008. It is all about reducing the environmental impact  
of our own operations – at the local site level, in our 
offices, our warehouses and at our own production sites.

It is not about reinventing the wheel as a lot is already 
being done in our brands and at our locations around the 
world. But Green Company brings all these initiatives 
together under one roof, and can build on our successes  
to date.

Our strategy is to become a zero-emission company by:
• Embedding environmental best practice in everything 

we do
• Maximising environmental efficiency gains
• Supporting and harnessing our people’s passion for 

a greener planet.

THE FIRST STEPS
So what steps did we take in 2009 – the first full year of  
the initiative? It began with agreeing that an environmental 
management systems (EMS) approach made the most 
sense for our five core administrative sites:
• In the USA at Canton, Massachusetts, Carlsbad, 

California and Portland, Oregon
• In Montreal, Canada
• At the head office in Herzogenaurach, Germany.

All of these should have an EMS that is certified to the 
international ISO 14001 standard by the beginning of 2011. 
This EMS approach is all about measuring and managing: 
understanding where the environmental impacts are, 
addressing the most significant ones and committing  
to a process of continuous improvement.

So we conducted environmental assessments at our major 
administrative sites. We also did them at our production 
sites and a few significant warehouses – 24 locations in 
total. We were able to gather a substantial amount of data 
and use it to establish how we will be measuring our 
performance and what the targets will be for each site.

SETTING TARGETS TO DRIVE IMPROVEMENT
We have also set overall targets for the whole Group. 
These are focused on the year 2015. Some of the key  
ones are to:
• Cut our relative energy use by 20%
• Make a total relative cut of 30% in our carbon emissions 

by also sourcing green energy
• Reduce paper use by 50%, all on a per employee basis.

Each individual site will contribute to meeting the overall 
Group target. We know this cannot be done without the 
active involvement of our people. In September 2009 we 
launched the Green Team concept. Green Teams are 

dedicated members of staff who propose and help to  
lead environmental initiatives at their workplaces. Many  
of our locations already have a Green Team and we are 
encouraging all sites to have one in place before the end  
of 2010.

For details on what we have been doing at some of our 
sites please see below.

Download our key Green Company targets for 2015  
at www.adidas-Group.com/en/SER2009

For more about recent environmental performance  
turn to page 59.

OUR OWN SITES

 “Support from the top is always great”, says Tim Glackin. 
 “So Green Company is really helping to reinforce all our 
efforts here.”

Tim is facilities director at adidas in Portland, Oregon 
where he and his team have been making environmental 
improvements on the site since they moved in nine years 
ago. But Tim says Green Company has given all the 
initiatives a real boost.

REDUCING ENERGY USE
 “We had already replaced two old boilers and put in a whole 
new energy management system. But with Green 
Company, we have been able to go further. Like the lighting 
control system, which sweeps the building and shuts lights 
off when areas are unoccupied.”

Over on the east coast of the USA at the Reebok 
headquarter site in Canton, Massachusetts, Doug Noonan, 
who is Head of Group Corporate Real Estate, agrees with 
Tim’s assessment.

 “The Green Company approach gives us the opportunity to 
focus on what will give us the best wins. It helps us to think 
about these issues with a new appreciation that this is how 
we want to live everyday. And that change in mindset 
allows us to make a much greater difference to our 
environmental impact.”

The Canton site is about twice the size of the Portland one 
at 65,000 square metres. But it faces similar issues.

 “Energy, water, paper use and waste. These are the areas 
where the potential for improvement exists and where we 
can align business and sustainability goals.”
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LESS IS MORE
Doug and his colleagues at Canton have been tackling 
waste as well, with all the cardboard packaging now 
recycled, as well as the bottles and cans from the  
staff canteen.

In Portland, the team has reduced total waste by 25% in 
the last two years. The plastic liners have gone from the 
waste bins, saving the equivalent of nearly 180,000 plastic 
bags a year. Instead, the bins are cleaned with an 
environmentally-friendly disinfectant.

And with the help of the active Green Team, there has been 
something of a revolution in the 30 kitchens and two 
cafeterias on campus. About 90% of the disposable paper 
cups and plates are gone, replaced with ceramic mugs or 
stainless steel take-away cups. The ‘no-disposable’ 
kitchens were promoted with a movie shown on all the 
campus TVs and new ‘Kitchen rules’ posters.

At the Reebok distribution centre in Montreal, Canada, 
facilities manager Joel Gosselin has also got staff drinking 
from reusable mugs, so they are no longer throwing away 
50,000 styrofoam cups a year.

GREEN TEAMS CAN MAKE THE DIFFERENCE
Getting rid of all the disposable crockery and utensils in 
the cafeteria is one of Doug’s challenges for 2010. And  
he will be looking to the Green Team at the Canton site  
for help. “The Green Team is key to a solution here.  
At the moment, we have about one-third of meals taken 
away from the cafeteria. China plates would never get 
cleaned. So it’s a knotty one. What I do know is it’s all  
about engaging lots of people on campus, and that’s  
where the Green Team can really help us.”

Tim Glackin agrees. “I meet with the Green Team every 
month, and we review our progress against our calendar  
of targets. It’s quite simple: I wouldn’t be hitting those 
targets without the Green Team. They are instrumental  
in moving initiatives forward.”

The Green Company approach is working well so far.  
With the help of the active Green Teams on the sites,  
there is real confidence that, despite the challenges,  
the Group will continue to take significant strides  
towards its zero-emission goal.

FINDING THE WIN-WINS
Doug’s building management system now changes light 
levels for different floors depending on the time of day  
and the season. So while this was a significant five-figure 
investment, the reduction in energy bills means a payback 
period of less than two years. These are the kind of 
win-wins that Doug is looking for.

As a civil and environmental engineer with a background  
in regulated industries, Doug is keen to see how initiatives 
benefit the business before committing to them.

 “When Green Company started, and it promoted the 
environmental management system approach, calling  
for all that documentation, frankly I thought it might be a 
waste of time and money. But I was wrong. You can identify 
where you can make a difference because the process 
ensures you get all the numbers you need, and it keeps 
pushing you forward.”

That is certainly the case at the Group’s German facilities. 
A new electronic energy control system, which measures 
energy use at 500 separate points, has been introduced.  
It covers the head office at Herzogenaurach, the factory  
in Scheinfeld as well as the distribution centre in 
Uffenheim. All that data means that the settings for 
heating and cooling the building can be based on a  
detailed analysis of requirements, which ensures the 
maximum possible efficiency.

OUR FIRST CARBON OFFSETTING INITIATIVE
Detlev Reckert, Head of Facilities and Services in  
Germany, explains the first adidas Group initiative  
on carbon offsetting:

 “We have been able to calculate that our gas consumption  
in Herzogenaurach, the factory in Scheinfeld and the 
distribution centre in Uffenheim result in annual emissions 
of 1,400 tonnes of carbon dioxide (CO2), which we have 
decided to offset.

We have gone for a type of offsetting that was approved by 
the Kyoto Protocol on climate change. It works by investing 
in ventures that reduce the same volume of CO2 emissions 
in developing countries instead of making the more 
expensive emissions reductions at the adidas Group  
sites in Germany.

One of the projects we are investing in is the CAMIL Itaqui 
Biomass Electricity Generation Project in Itaqui City,  
Rio Grande do Sul State, Brazil. Generating electricity  
by burning biomass (wood or plants) is considered to  
have no net emissions compared with burning fossil fuels 
– hence the saving. This is because new biomass can be 
grown in a relatively short period of time and these new 
plants or trees will absorb the same amount of CO2 
released by burning.”
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PRODUCT CREATION

DESIGN FOR ENVIRONMENT
Design for Environment (DfE) is an approach that ensures 
environmental considerations are part of the product 
creation process, which is when the product is designed 
and developed. We apply a DfE approach to our product 
creation process. We ask ourselves questions like:
• What impacts are due to the origin of the material?
• How can we use fewer resources?
• What about minimising emissions?
• Will the final product be safe and only contain 

non-hazardous materials?

ORIGIN OF THE MATERIAL
Is the material made from oil – a non-renewable resource? 
If it comes from a crop, how was the crop farmed? Does 
the crop compete with crops that are being grown for food?

RESOURCE CONSERVATION
Is the material renewable, recycled, recyclable?  
Is it possible to minimise the amount of materials  
used or to use a waste by-product rather than virgin 
materials? Can the same material be used in several 
different products? Can we standardise a pattern and  
use less material?

MINIMISING EMISSIONS
We design our products to minimise greenhouse gas 
emissions and waste from the production process.  
We aim to design the product so it is easily recyclable  
as well as being high-quality and durable.

SAFE AND NON-HAZARDOUS PRODUCTS
We strive to minimise the use of chemicals and ensure  
that no hazardous chemicals are used or remain in the 
final product. We apply the strictest local standards 
globally, asking our suppliers to ensure that:
• Materials are non-toxic in use and disposal
• Used materials do not cause toxic emissions during 

the manufacturing process.

We update our standards and policies on restricted 
substances (the “A-01 Requirements”) annually.  
We also adjusted our policies and internal processes  
to meet new legal requirements, such as the US  
Consumer Product Safety Improvement Act (CPSIA)  
and the EU system for Registration, Evaluation and 
Authorization of Chemicals (REACH).

You can download the updated A-01 Requirements from 
our corporate website.

GREENER COMPUTING

The Global IT department has significantly reduced the 
energy used by the adidas Group’s computer servers, most 
of which are housed in a new data centre at our head office 
in Herzogenaurach.

When planning this initiative, the team identified that it 
aimed to:
• Contribute to the company’s efforts to be more 

sustainable.
• Be more efficient.
• Reduce the need for fossil fuel-based energy resources.
• Reduce operational expenditure.

So the team conducted an audit of all its equipment and 
operations and implemented some cutting-edge thinking in 
greener computing.

Steps taken include specially arranging the server racks in 
the new data centre to keep hot and cold air separate and 
constantly measuring the air temperature in the server 
rooms. With thermal mapping of the servers, all these 
measures have helped to reduce the amount of cooled air 
that needs to be pumped into the server room. Less 
cooling means less energy and lower fuel bills.

MAKING THE ENERGY-EFFICIENT CHOICE
When buying new servers, Global IT bought from the first 
vendor to be backed by the US Government’s Energy Star 
programme, which promotes energy efficient products. 
The team reduced power needs by 18% by choosing 
energy-efficient servers that are now our standard server 
of choice. And by constantly tracking the power the servers 
use, Global IT can spot where hardware is coming to the 
end of its useful life and needs to be replaced.

TRANSFORMING BUSINESS PROCESSES
As well as managing the energy used at the data centre, 
technology can play a part in greening other business 
processes. For example, by generating digital prototypes 
of new products, the company does not need to send 
physical samples all over the world, so reducing our 
carbon footprint.

For further details on Virtual product creation turn to page 
19.
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We commissioned the first so-called ‘life cycle 
assessment’ of recycled polyester to quantify its 
environmental benefits over virgin polyester. We 
discovered that, depending on the method applied, savings 
of 40-85% on non-renewable energy use and global 
warming potential savings of 25-75% can be achieved.

ORGANIC COTTON
Organic cotton is grown without synthetic pesticides or 
fertilizers and from seeds that are not genetically modified 
or treated. To obtain an organic certification, a farm must 
have been inspected by an accredited certification 
organisation using strict international standards. It takes a 
minimum of three years for a farm to go from conventional 
to certified organic farming.

We have set up a tracking system which is based on the 
Organic Exchange blended standard. All our organic cotton 
can now be tracked from the product back to the field to 
prove the organic origin of the material. This gives us the 
option to label our products ‘made with organically grown 
cotton’.

Find out more about Organic Exchange at  
http://organicexchange.org/oecms/

BETTER COTTON INITIATIVE (BCI)
The adidas Group’s goal is to secure more sustainable 
cotton sources, and therefore we are also following the 
Better Cotton Initiative closely, a project we co-funded.

The Better Cotton Initiative (BCI) aims to improve the 
environmental conditions in the mainstream cotton 
industry. The primary focus is on reducing water 
consumption and pesticide use in cotton farming. The BCI 
aims to meet its goals by providing cotton farmers with 
training in efficient farming techniques that do not add 
costs to the cotton growing process.

For more about the Better Cotton Initiative go to  
http://www.bettercotton.org

LEATHER
Hides go through a tanning process before they are usable 
as leather. The adidas Group has long been concerned with 
the environmental impact of leather tanning, and was a 
founding member of the Leather Working Group.

Read more about Leather on page 17.

MATERIALS OVERVIEW

The Design for Environment approach is about innovating 
to reduce the overall environmental impact of materials 
used to develop our products. The approach considers the 
environmental impact of the material throughout its life 
cycle. What materials can we use that will reduce waste or 
have less of an impact? Where can we use recycled and 
sustainable materials? What about our processes and how 
can they be more sustainable?

SUSTAINABLE MATERIALS
Sustainable materials are materials that have a lower 
overall environmental impact during their life cycle than 
conventional ones. Currently, we look at several factors 
when considering if a material is sustainable or not, such 
as land used for the crop, energy and water use. We are 
improving our own Guidelines on Sustainable Materials, 
which we are continuously adding to as materials based  
on new technologies become available. We are refining 
how we define an “environmentally preferred material” to 
ensure our assessment process is as robust as possible.

The most commonly used materials are recycled polyester, 
organic cotton, Better Cotton as a future development, 
Polylactic acid (PLA), Tencel (a fibre made from wood 
pulp), non-mulesed wool for apparel and leather. Some  
of these are described briefly below.

RECYCLED MATERIALS
We source various recycled materials such as inlay  
soles, textiles, metals, plastics, packaging, and rubber. 
Using recycled materials prevents waste, reduces the 
consumption of fresh raw materials, and lowers the  
total amount of energy required to make products.

One example is how we incorporate recycled materials  
into our shoe bottom parts. There are two different 
approaches: one is using injected components or blockers 
that produce zero waste, and the other is where the 
production waste is ground and put back as recycled 
content. The same recycling approach can be used for  
sock liners in shoes. Recycling, however, requires both 
energy and reprocessing that can strain a material.  
That’s why we check to make sure the recycled materials 
we do approve both use less energy and resources 
compared to their virgin counterparts and can still  
perform to our high standards.

RECYCLED POLYESTER (PES)
Recycled polyester is a synthetic fibre based on  
post-consumer waste, such as plastic bottles and used 
garments. The raw material is reprocessed and spun  
into fibres. Recycled PES helps us reduce our dependency 
on petroleum, allows us to discharge less waste and 
reduces toxic emissions from incinerators.
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LEATHER TANNERIES NEED TO PASS  
ENVIRONMENTAL AUDITS
Tanning is the process of making leather from the skins  
of animals, the hides. The tanning process uses chemicals 
and considerable amounts of water. So we have been 
working with a group of companies, researchers and 
brands – the BLC Leather Working Group – on guidelines 
for how our leather suppliers should measure the 
environmental performance of their tanneries. We insist 
that our leather suppliers use these guidelines, known  
as an ‘audit protocol’, and achieve BLC compliance.

For our latest statements on leather, visit our  
corporate website.

Find out more about the BLC Leather Working Group at 
http://www.blcleathertech.com/blc_Leather_Working_
Group.aspx

GREENPEACE VIEW
Here Oliver Salge and Tobias Riedl from Greenpeace 
Germany report on the Greenpeace investigation into 
leather that comes from cattle raised on illegally 
deforested Amazon rainforest.

The Amazon rainforest is crucial to mankind for many 
reasons: it is one of the richest places for biodiversity,  
it is home to indigenous people and it is crucial in saving 
our global climate. Three-quarters of all greenhouse  
gas emissions in Brazil comes from deforestation, which 
makes Brazil the fourth biggest climate polluter in the 
world. An area about double the size of Germany –  
74 million hectares – has already been destroyed. The 
main reason is cattle ranching: about 80% of all deforested 
land in the Amazon is used as new pastures for cattle.

Leather from illegally deforested Amazon rainforest
A three-year investigation by Greenpeace, summarised  
in the report “Slaughtering the Amazon”, uncovered how 
major cattle companies operating in Brazil are involved  
in illegal deforestation of the Amazon rainforest, the 
occupation of indigenous land and slave labour. Meat and 
leather from cattle raised on new and illegally deforested 
areas within the pristine Amazon rainforest was regularly 
showing up at tanneries and meat processing plants. The 
report also revealed how global brands such as adidas are 
linked to this deforestation through the supply of leather 
hides from these cattle companies. Leather shoes worn  
by millions of people can be linked to the destruction of  
the Amazon rainforest.

Greenpeace asked major footwear companies including 
adidas to support an end to rainforest destruction.  
If the footwear brands sent clear signals to their  
suppliers that they do not want to source leather hides 
involved in Amazon deforestation, then there would be  
a huge incentive for the cattle companies to change  
their ranching practices.

LEATHER

Read about what the adidas Group is doing to reduce the 
impacts of its leather suppliers and also see the piece 
from Greenpeace on their campaign to highlight the links 
between leather and Amazon rainforest destruction.

REDUCING THE IMPACT OF LEATHER
The adidas Group uses processed leather material 
primarily in footwear products. To explain the leather 
supply chain for adidas Group products:
• Animal husbandry includes cattle ranching and feedlots, 

which are responsible for raising cattle for meat 
production and distribution.

• Meat packing suppliers purchase cattle for slaughter 
and then to distribute meat products. The animal hide is 
a by-product of this activity and as such represents only 
a small fraction of the value of cattle. The meat packers 
sell the raw hides to leather materials suppliers.

• Leather suppliers purchase leather hides and finish the 
leather for use in shoe production. The leather material 
suppliers are tanneries.

• The shoe factories are adidas Group manufacturing 
partners who use finished leather from the leather 
material supplier in accordance with the material 
specifications defined by adidas Group design and 
development teams.

• adidas Group brands purchase finished shoes from our 
contract manufacturing partners.

Various environmental impacts occur at the different 
stages in the leather supply chain. For example, extended 
cattle ranching can cause deforestation and tanning uses 
significant quantities of water and chemicals. The adidas 
Group takes steps to address these impacts.

WE CAREFULLY SELECT NATURAL MATERIALS
The company does not source raw materials from any 
endangered or threatened species, as defined by the 
International Union for Conservation of Nature and Natural 
Resources (IUCN) in its red list. The policy also prohibits 
using leathers from animals that have been inhumanely 
treated, whether these animals are wild or farmed.

WE SAY NO TO DEFORESTATION OF THE AMAZON 
RAINFOREST
Through a report issued by Greenpeace in 2009 we were 
made aware of the level of illegal deforestation in the 
Amazon rainforest caused by the increasing expansion of 
the cattle sector. We have been engaging with Greenpeace 
and our leather suppliers and have discussed the report 
findings. As a result, accompanied by a number of other 
international brands, we have called for a moratorium on 
cutting down the Brazilian rainforest. We have asked our 
suppliers to support this goal and have set them a range  
of requirements. The key one is that the cattle and meat 
industry develops a traceable and transparent system to 
provide credible assurances that leather used in adidas 
Group products is only from cattle raised on ranches that 
have not been recently deforested.
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 “One big impact was a simple change of shape. We made 
the adiPrene cushioning compound in the heel square, 
which meant there was no waste. And as most models in 
the range use that compound, that saving was multiplied 
across thousands of shoes.”

Initially the team was concerned that using sustainable 
materials would compromise quality, which would be 
unacceptable. With some solid research, this turned out 
not to be an issue.

 “When the rubber outsole is made, we were able to mix 
back in 5% recycled rubber that otherwise would have 
been waste. We researched it and discovered that we  
could go as high as 5% without the heel wearing down  
any more quickly.”

WORKING IN PARTNERSHIP
Another key element to the success of the project was 
working in partnership with the material suppliers.

 “We said to our suppliers: here’s our challenge, we want  
it to be your challenge too. And they really responded.  
If we suggested a material that wasn’t quite right, they 
would propose a more sustainable alternative. And that’s 
how we got to our current recycled polyester laces.  
In fact as of Spring Summer 2010, all running shoes  
will be using them.”

When the prototypes were ready, Andrew and his 
colleagues tested them against a traditional model and 
there was no loss of performance at all, which gave  
them confidence for the rest of the development process. 
Running had created its newest top performance shoe,  
and earned the Better Place label at the same time.

 “Sustainability can sometimes be seen as a burden,” says 
Andrew. ‘But in fact, we experienced lots of day-to-day 
benefits: we were able to speed up some processes, it 
made us design smarter and in some areas you spend  
a bit more, while in others you save. The benefits definitely 
outweighed the costs.”

That view seems to be shared outside of the company too: 
in autumn 2009, the adiZero XT won the Runner’s World 
Editor’s Choice award.

HOW THE DESIGN, DEVELOPMENT AND MARKETING 
TEAMS MADE THE DIFFERENCE
• Increased pattern efficiency and eliminated parts 

by 15%.
• Reduced outsole parts and colours, saving 100g 

of rubber on each pair.
• Reduced waste by 45% with pre-mould blockers.
• Maximised use of recycled materials, such as 5% 

of reground rubber in the outsole and recycled  
uppers and laces.

• Used non-solvent based synthetics on the uppers.
• Used materials from renewable sources where possible, 

for example the Torsion bar.
• Simplified construction.

Footwear companies push ranchers to change
On the day a handful of Greenpeace activists delivered  
the report of the investigation to adidas headquarters  
in Herzogenaurach, adidas entered into a dialogue with 
Greenpeace, which continues to this day. Within weeks 
adidas and other footwear companies drafted new 
purchasing policies demanding their leather suppliers  
end Amazon deforestation and set up a system 
guaranteeing the supplied leather products do not 
originate from cattle raised at new pastures within the 
Amazon rainforest. This move in turn encouraged the 
cattle companies to enter negotiations with Greenpeace 
about a moratorium on deforestation.

This pressure from the footwear sector, together with the 
demands from leading supermarkets and a prosecution 
case brought against one of the cattle companies led to a 
breakthrough. On October 5th, 2009 the four main cattle 
companies agreed with Greenpeace about the so-called 
‘Zero deforestation’ criteria, which, if implemented, will 
bring an end to Amazon deforestation for cattle ranching 
from now on.

Fully implementing this commitment to ensure zero 
deforestation will be a big step and it won’t happen without 
continued engagement between Greenpeace and the 
brands. We call on adidas to build on the progress  
so far and encourage their Brazilian suppliers to bring 
deforestation to an end.

To read the full report, go to http://www.greenpeace.org/
international/press/reports/slaughtering-the-amazon

A FOOTWEAR DEVELOPER’S VIEW

With a commitment to deliver sustainable performance, 
product managers, designers, and developers have 
remained consistently proactive in finding unique  
new ways to green their products.

 “The big breakthrough was when we realised we could  
save money as well as the environment,” says footwear 
developer Andrew Barr. Andrew recalls how he and  
his colleagues in the Business Unit Running were  
challenging themselves to create the first high-level 
performance running shoe made from sustainable 
materials. The idea was to make a new adiZero XT a 
performance success while meeting the criteria of the 
adidas Better Place programme.
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VIRTUAL PRODUCT CREATION

It was back in 2004 that a team of experts at the adidas 
Group came up with a new and innovative way of 
showcasing products using virtual technology. The first 
trials were conducted in 2005. Customers in our key 
markets could not believe how realistic the images were 
and how easy they were to use. The images are so realistic 
and easy to change in real time that what started as a 
small research project is now a company-wide initiative 
that involves people from sales, brand and product 
marketing, project management, sourcing and global IT.

This virtualisation process has revolutionised the way  
we do sampling and selling-in of new products. In the 
traditional 18-month new product development process, 
there were several product review points, and new 
prototype samples were needed repeatedly. This was  
slow, expensive and wasteful.

Now we have started to replace physical prototypes and 
sales samples with virtual 3D files. And being digital,  
it means we can reuse the files in different applications 
including the selling-in phase, in catalogues and in our 
retail stores. The new product development timeline  
has so far been reduced to 12 months.

Ultimately, we want to move towards a seamless process 
from design to sell-in that starts with the creation of a 3D 
model by design and concludes in a virtual sell-in process 
that features not only the product but also an experience 
for our retailers and consumers.

PARKSPORTS: A SUSTAINABLE CLOTHING RANGE

Here is an example of how one of our divisions –  
the Men’s Training team – designed a new range  
of clothing with strong environmental credentials.

A recent example of changing lifestyles is the growing 
urban trend of fixed-gear cycling. With the tough, athletic 
demands of city biking, fixed-gear cyclists embody the 
adventurous, urban athlete who cares about the 
environmental impact of their sport.

Men’s Training wanted to develop a range that addressed 
their desires – in terms of both functionality and the 
environment. Thus the priority was to make it a fully Better 
Place range.

Starting with sustainable materials, Men’s Training used 
high quality blends of 100% organic cotton and 100% 
recycled polyester. To ensure comfort and style, they used 
the adidas “Climalite”-Cotton technology which wicks 
moisture away from the skin. Finally, with ventilation 
details, colourblocks, water-based prints, recycled trims, 
and recycled polyester mesh inserts, Men’s Training was 
able to create a range of stylish, comfortable, 
environmentally-friendly clothes.

The result was a win-win. The urban fixed-gear enthusiast 
gets to wear great-looking clothes and feel good about 
themselves and their choices.

adidas Men’s Training had committed to sustainability from 
the beginning, and as a core adidas business, wanted to 
make a significant impact through its product choices. 
Men’s Training has built on the success of the urban cycling 
range and expanded it further. What started in the City 
Sports area in 2008 has now also been implemented in the 
2010 gym ranges and will be further expanded into London 
Olympic products in 2012 and beyond.

For more information on Materials go to page 16.

For more information on adidas Better Place go to page 20.
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BENEFITS OF VIRTUALISATION
• Speed – Virtualisation cuts product creation timelines 

– by a third so far. It allows for product changes ‘on the 
fly’ without adding costs or delays.

• Efficiency – In times when we all need to think about 
innovative ways to manage our business, virtualisation 
helps us to reduce costs, increase efficiency and 
significantly reduce rework.

• Innovation – As a company we are challenged by 
tough market conditions and more demanding 
customers. Visualisation streamlines our processes, 
brings us closer to the consumer and provides adidas 
with a unique, groundbreaking first for the sporting 
goods industry.

• Savings – The savings potential both in terms of time 
and money is substantial. Not only are we able to 
significantly reduce physical pre-sell and sales samples, 
we will also save on transportation costs, duty and 
distribution costs. By reducing the amount of samples 
that have to be flown around the globe, we are also 
reducing our carbon emissions.

GREEN PRODUCTS

Here we describe how we have brought together our 
environmental efforts and developed them into  
consumer-facing products.

ADIDAS BETTER PLACE
Did you ever ask yourself, what could I do to make the 
world a better place? Well, several product managers  
at adidas asked themselves how they could make their 
products more sustainable. From this, adidas Better  
Place was born.

adidas Better Place creates what we call “sustainable 
performance” products. These products are a part of  
the normal product range offerings within our different 
categories (such as running or football), but they meet  
all the requirements of the adidas Better Place Guidelines. 
The Guidelines were first created from a thorough 
assessment of best practice in the industry, and we  
have been updating them ever since with everything  
we have learnt through innovating on new products.

The Better Place Guidelines specify actions throughout  
the products’ creation to simplify designs, improve 
efficiency, reduce waste and use more environmentally-
friendly materials.

Though many adidas products already meet major parts  
of the design, construction, or sustainable materials 
requirements, not all are labelled as Better Place.  
Only if a product meets all of the requirements can it be 
labelled Better Place and carry the corresponding logo.

To improve the environmental footprint of Better Place 
products, adidas collaborates with material suppliers, 
universities, and scientific institutes to strengthen the 
guidelines through ongoing research into more 
environmentally preferable materials, new designs, and 
improved manufacturing technologies. One recent such 
study was the in-depth life cycle assessment about 
recycled polyester.

Better Place also works as an in-house laboratory to  
test and perfect new sustainability technologies and 
practices. As adidas finds ways to make the innovation 
scalable, it then broadens the sustainability technology  
or manufacturing method out to the rest of the brand  
as new standard product creation techniques.

Consumer communication
Better Place products are identified in stores by a special 
hangtag or shoebox, both of which are made from 100% 
recycled paper and free of glues. Further information 
about this concept is provided through a dedicated  
Better Place website at www.adidas.com/Better-Place.  
It features a gallery of recent Better Place products, 
explains more about product materials, as well as  
provides stories and testimonials.

Every season the Better Place concept is integrated  
into more sports categories and more products. It is  
our target that by 2012 100% of adidas athletic footwear 
products and 20% of adidas apparel products will have 
some sustainable content.

For more information go to Material innovation on page 16.

REEBOK GREEN EASY
In January 2010, the Reebok Kid’s group launched the 
Green Easy Collection of toddler and infant footwear.  
This collection was designed with both comfort and the 
environment in mind. The Green Easy collection takes 
small steps towards addressing environmental concerns 
by using eco-friendly materials.

The Green Easy signature green footprint icon can be  
found on all sock liners in the collection, as well as on the 
soleplate of the infant shoe and the packaging components 
– hangtag and shoebox. This footprint symbolises the 
small steps we are taking towards being more 
environmentally-friendly.
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USING SUSTAINABLE MATERIALS
Some of the more sustainable materials used on  
the uppers of the shoes include textiles made from 
recycled PET (plastic water/soda bottles), recycled  
canvas, and organic cotton.

The outsoles are made from a compound of rubber  
mixed with 10% cork, which would otherwise go to  
waste. This reduces the amount of chemical rubber  
in these outsoles by 10%.

All sock liners used in this collection are also eco-friendly. 
The sock liner foam-backing is made from 70% WinPad, 
which is made from recycled polyurethane scraps. The 
sock liner cover textiles are made from a material that 
uses 70% recycled PET.

In addition, all the packaging in this collection is made 
from 100% post-consumer recycled fibres, is 100% 
recyclable, and is printed using soy-based inks.

MARKETING THE COLLECTION
This collection will have new models and styles available  
in fall/winter 2010, using similar materials and packaging. 
In spring/summer 2011, we are looking to add one infant 
shoe made from scraps of left-over leather, and another 
made from new biodegradable materials.

This collection was conceptualised and designed with the 
environment in mind. We believe this is a way to attract 
new consumers, who are increasingly buying products for 
their children that are made with eco-friendly materials. 
For toddlers and infants, the target consumers are the 
parents, grandparents, aunts, uncles – any adult in this 
child’s life. These people want to know exactly what 
substances or materials are coming into contact with their 
child’s body. They are environmentally conscious, and in 
most cases, are willing to spend more money on these 
products.

The Green Easy collection is a new step for Reebok.  
We hope it will help establish our brand as one that  
cares about the environment, especially for these kids  
who are future brand ambassadors.

GREENING THE SUPPLY CHAIN

BEING A PARTNER FOR CHANGE
At the adidas Group, we have long adopted a partnering 
approach to working with our key suppliers resulting in 
greater cooperation, transparency and support. We do not 
simply insist on ever higher standards; we help our 
suppliers perform better by producing guidance and 
training materials, arranging technical advice and making 
sure best practice is shared among suppliers.

Part of this approach is to hold regular meetings with 
suppliers’ representatives in so-called ‘stakeholder 
engagements’. These are themed meetings with a frank 
and honest exchange of views, where suppliers can share 
their concerns with us. Listening to them guides how we 
move forward. Topics covered in these meetings include:
• Energy and resource management
• Capacity building needs
• Environmental strategy
• Community engagement

For more information about the Stakeholder workshop in 
2009 visit our corporate website.

WORKING WITH OUR SOURCING COLLEAGUES
We are also working closely with our sourcing organisation 
to find ways to improve our environmental footprint in the 
supply chain. For example, Sourcing is increasingly moving 
towards a localised sourcing model whereby 
manufacturing suppliers source from local material 
suppliers to cut down on shipping costs and delivery time. 
During the supplier selection process, our Sourcing 
organisation is increasingly looking at the supplier’s 
environmental performance alongside price, quality and 
other factors.

ASSESSING SUPPLIERS
Over the last 18 months, the adidas Group has worked with 
nominated key suppliers to participate in environmental 
assessments. These are used to benchmark suppliers in 
the same sector (footwear, apparel and accessories & 
gear) and identify key issues to tackle. As part of our 
strategy, we have developed:

• A new set of Environmental Guidelines, which was 
released in early 2010. This outlines the environmental 
issues that they should be addressing in their day-to-day 
business operations.

• Specific tools to help audit suppliers and improve their 
environmental performance. These have been piloted 
and will be rolled out to key suppliers during 2010.

• A set of generic environmental parameters that we 
will ask a selected group of suppliers to report against, 
with the ambition that they use the data to effect change 
over time.

REDUCING VOCS IN FOOTWEAR FACTORIES
One of the main impacts of making shoes is the emission  
of volatile organic compounds (VOC) which are solvents 
that can cause breathing difficulties and other health 
complaints.

For nearly 10 years the adidas Group has  
had a programme in place that helps footwear supplier 
factories reduce the amount of VOCs through the use of 
alternative and more environmentally-friendly materials 
like water-based cements.
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Since the year 1999 the average emissions of VOCs  
per pair of shoes has been reduced by more than 80% 
(2009: 22.6 grams/pair).

See our performance data on page 42.

ENERGY WORKSHOPS FOR SUPPLIERS
We have arranged tailored energy efficiency management 
training for groups of suppliers in China and Indonesia. 
Training was delivered by experts in the field who were 
also on hand to provide technical review and advice to 
suppliers on their individual project plans for 
environmental improvements. In 2009 a total of 52 
suppliers in China and Indonesia attended the workshops. 
The suppliers submitted the results of their completed 
projects at the end of 2009 so that best practice could be 
recognised and shared with the wider supply chain.

BEST PRACTICE: REDUCED ENERGY USE AT ADVANCED 
SPORTING GOODS FACTORY
After completing an adidas Group-led energy management 
training workshop in Guangzhou in 2008, the senior 
management of Advanced Sporting Goods (Dongguan) Ltd., 
a manufacturer of iron golf heads and metal wood golf 
heads, committed themselves to at least 10% energy 
savings in 2008.
This was to be achieved by executing an energy reduction 
plan and monitoring progress on a regular basis. 
Advanced assessed their production premises for  
energy use to identify opportunities for savings.  
By implementing the first phase of their energy 
management programme, Advanced has exceeded  
their original target in several areas:
• Using equipment more efficiently reduced energy 

use 2,700 EURO/month saving.
• Turning equipment off when not in use 5,600 EURO.
• Installing energy-efficient lamps in the workshop 

3,400 EURO.
• New solar hot water systems reduced diesel use 

600 EURO.
• Using gas control devices to reduce gas use 

15,400 EURO.

In total, all of these measures saved 27,700 EURO/month 
or 14.4% of the company’s energy bill.

Find out more about our guidelines for suppliers on our 
corporate website.

TRANSPORT

When evaluating the carbon emissions associated  
with sourcing our products we need to look at how  
goods are transported from where they are made to  
where they are sold.

We plan to ship products by ocean freight. Only when the 
product is needed faster than planned, for example during 
sporting events, we consider other modes of transport 
such as air freight – and then only on a case-by-case basis.

The company is aiming to reduce its carbon emissions so 
the first step for our Transport and Logistics department 
was to gain a clearer picture of the carbon emissions 
associated with the different ways we transport our 
products. Historically we have had to rely on estimates 
because real data has not been available for some parts  
of a product’s journey. It made sense therefore to set up  
a pilot project with one of our logistics service providers  
to see if we could fill the gaps in our data.

THE CLEARER PICTURE
The pilot study set out to calculate and compare the CO2 
emissions for air and ocean freight services for one adidas 
product, the adidas Superstar II, when transported from 
the factory where it is produced near Dongguan, China to 
an adidas store in Nuremberg, Germany.

The project team collected all the relevant transportation 
data from the pick-up at the factory right through to the 
final product delivery. We were able to calculate both the 
overall carbon emissions as well as identifying which steps 
in the journey contributed the most carbon emissions.

THE RESULTS
Shipping the pair of Superstars by air freight results in 
nearly 14 times the carbon emissions of sending them by 
ocean freight. By air, the emissions were 5.4 kg CO2 and by 
sea only 0.36 kg CO2. To put this figure in context, a single 
person’s CO2 emissions for a flight from London to New 
York are about 900 kg.

NEXT STEPS
The results from the pilot help us in our ongoing efforts  
to optimise product routing and distribution channels.
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SUPPLIERS  
& WORKERS
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SUPPLIERS AND WORKERS

There are more than 1,100 independent factories 
employing hundreds of thousands of workers producing 
goods for the adidas Group. Our Workplace Standards  
aim to ensure that those workplaces are fair, safe and 
healthy. We check how well our suppliers comply with  
our standards and help them to improve.

DIRECT SUPPLIERS
These are suppliers that have a direct contractual 
relationship with the adidas Group, mostly for the supply  
of products.

INDIRECT SUPPLIERS
These can be factories that produce for our licensees  
or for agents. Licensees manage the design, production 
and distribution of specific products, under license to  
the adidas Group. Agents are independent companies  
that act as intermediaries and determine where products 
are manufactured, manage the manufacturing processes, 
and sell finished products to the Group.

GLOBAL 
1,128 supplier  
production sites

More than 1,100 
independent factories 
manufacture products  
in 68 countries for the 
adidas Group.

69% of the factories are 
located in Asia, 15% in  
the Americas and 16%  
in Europe, Middle East  
and Africa (EMEA).

More than 60% of these 
active suppliers were 
audited by the internal  
SEA team and external 
monitors in 2009.

ASIA 
775 supplier  
production sites

Almost 70% of our 1,128 
independent factories  
are located in 21 Asian 
countries. More than  
300 production sites are 
located in China which 
represents 27% of the  
total factory number.

Top 5:
China – 308
India – 77
Indonesia – 64
Vietnam – 63
Japan – 63

AMERICAS 
168 supplier  
production sites

15% of our 1,128 
independent factories  
are located in 15 American 
countries. More than half  
of them (93) are located  
in North America  
(Canada and USA). 

Top 5:
USA – 61
Canada – 32
Brazil – 27
Argentina – 13
Mexico – 12

EMEA 
185 supplier  
production sites 

16% of our 1,128 
independent factories  
are located in 32 countries 
in Europe, Middle East  
and Africa.

Top 5:
Italy – 24
Germany – 19
South Africa – 19
UK – 19
Turkey – 16
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TAKING ACTION OVER POOR PERFORMANCE
When we check and find that the factory is not treating 
their workers fairly or if they don’t have a safe and healthy 
workplace, we take action. We issue warning letters asking 
that the problems we have found be fixed. If the problems 
are not fixed after the first letter, we send a second letter 
to stop orders and by the third we ask our Sourcing team to 
stop working with them. If we find very serious issues at a 
factory, such as life-threatening safety issues, we may 
immediately end our business relationship and write to the 
local government and ask for their help to fix the issues 
that we have found. This whole process is called 
enforcement.

WORKING WITH LICENSEES
The adidas Group continues to grow and one way it grows 
is by making agreements with other smaller businesses to 
make, sell or distribute our products. This is what we call 
licensing. Because of licensing and the use of agents, the 
adidas Group also has many indirect suppliers. These are 
factories working not directly for us, but for others. To 
manage this part of our supply chain we ask the agents and 
licensees to copy our approach and have people check the 
factories and help them stay true to our rules. In many 
cases the companies managing our indirect suppliers use 
consultancy firms to do the checking. We call these 
consultants external monitors. 

Read about a day in the life of one of our field staff on  
page 26.

WORKING TO STANDARDS

Our company has a set of rules that supplier factories have 
to follow, to make sure that workers have a fair, safe and 
healthy workplace. Our rules also ask the factories not to 
pollute the environment. We call these rules our 
Workplace Standards.

Find out more about the Workplace Standards on our 
corporate website.

CHECKING THE RULES ARE FOLLOWED
We check these rules through factory visits. We have a 
team of experts that control new factories proposed by our 
Sourcing managers, to ensure that they meet our 
Standards and that there are no high-risk issues, which we 
call threshold issues. These experts work in our Social and 
Environmental Affairs team. If factories do not meet our 
Standards then we reject them, but if the issues are ones 
that can be fixed we give them three months and go back 
and check again to see if they have improved. If they have 
improved, they are approved.

PROVIDING INFORMATION FOR WORKERS
An approved factory has to place a poster on the wall that 
tells workers that it is now making products for the adidas 
Group. The poster also informs workers that we will help 
them find solutions to factory issues. And it gives them 
local numbers to call and addresses to write to. In some 
cases the telephone hotlines that we use are run by 
non-profit organisations and in other cases our own field 
staff take the calls and respond to the workers’ concerns. 
A lot of our time is spent checking factories because we 
have received calls or requests from workers for hard-to-
fix issues, such as the wrong salary payment, working too 
many hours, or being unfairly let go.

Read more about Worker hotlines on page 31.

REWARDING GOOD PERFORMANCE
Once a factory is approved we continue to check. For those 
suppliers who manufacture directly for the adidas Group, 
we regularly check how the factory is performing: is it 
continuing to make an effort to improve, to provide training 
and to meet our expectations about the fair treatment of 
the workers and safety in the workplace? At the end of 
each year the factory gets a score and that score is given to 
our Sourcing managers, who add it to their own scores for 
quality and delivery, etc. They then decide how many 
orders it should receive in the future. We want our 
factories to know that if they do well and are meeting our 
Standards they will remain our partner and continue to 
receive orders. This is a carrot. We also have a stick.
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4:30am Got up to go to the airport and fly to Konya, 
800km away.

8:10am 

Arrived at Konya airport and drove the hour and 
a half to the factory. Last time we audited them 
six months before, there had been a few issues, 
mostly around forced, unpaid overtime. Had 
advised them they needed to improve their 
systems and do some of their own auditing.

Straight into the opening meeting to find out  
how they had got on with the action plan we 
agreed with them last time.

10-11am 

Good news. They could show me which actions 
from the plan they had taken to improve things. 
As well as that, they had done some internal 
auditing, which had uncovered some areas  
which could be improved and they had taken 
steps to address those too.

11am-
2:30pm 

Factory tour next. With 900 workers across six 
buildings, this took a while. Important to check  
if what the managers had told me was true.

Did some informal interviewing of workers as  
I went around. Just five minute chats to give 
them the chance to tell me anything they might 
have on their mind.

3pm Grabbed a quick lunch.

3:30-6pm 

Conducted more interviews, making 46 in total. 
These were more in-depth. Asked specific 
questions about the supervisors, whether  
they were being paid for overtime now, etc.

6-8:30pm 

Back to the factory’s office to look over various 
documents: the compliance file, the training  
and payroll records, etc. Important to check  
the paperwork to spot discrepancies.

Found only minor non-compliances: a missed 
fire drill and some of the kitchen workers were 
overdue for their health check.

8:30pm Left the factory for the hotel.

The next day 

More documents to check and then the closing 
meeting with the factory managers. Agreed what 
they had to do about the minor breaches. Urged 
them to push on with improving their systems 
– it’s the best way to ensure they comply with  
our standards over the long term.

Left for the airport at 8pm, not home until  
after midnight. Tired, but feeling positive:  
real improvements over last time.

A DAY IN THE LIFE OF AN AUDITOR

Here Enes Un, a Social and Environmental Affairs team 
manager, based in Istanbul, Turkey, describes a visit to an 
apparel factory that makes sweatshirts, t-shirts, etc for 
adidas. He was doing what we call a ‘performance audit’ 
– checking how well the factory was complying with our 
Workplace Standards and local and international laws. As 
the factory is located in a remote area Enes had a long 
journey by plane and car.
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HEADING TOWARDS THE LONDON 2012 OLYMPICS

In 2008, adidas UK became the official Sportswear Partner 
of the London 2012 Olympic Games.

The London Organising Committee for the Olympic Games 
and Paralympic Games (LOCOG) has issued a Sustainable 
Sourcing Code to its partners. The code clearly outlines four 
key principles for commercial partners to follow. These are: 
responsible sourcing, using secondary materials, 
minimising embodied impacts and healthy materials.

Read the article about the LOCOG requirements by LOCOG 
Sustainability Manager Phil Cumming and then read about 
our approach.

LONDON 2012 OLYMPIC GAMES AND PARALYMPIC 
GAMES: TOWARDS A ONE PLANET 2012
Phil Cumming, Corporate Sustainability Manager of the 
London Organising Committee for the Olympic Games  
and Paralympic Games (LOCOG) explains the role of UK 
commercial partners such as adidas in helping London 
2012 achieve its sustainability goals. All partners have to 
adopt or further develop practices based on four principles 
and LOCOG recognises that we are committed to meeting 
these responsibilities.

‘The first sustainable Olympic and Paralympic Games.’ 
This was the vision and promise made to the IOC by the 
London 2012 Games bid in 2005. Sustainability underpins 
the entire London 2012 programme. By showing how 
changes in the way we build, live, play, work, do business 
and travel could help us to live happy and healthy lives, 
within the resources available to us, the 2012 Games will 
set an example for how sustainable events and urban 
planning take place around the world in future.

Everyone has an important role to play in delivering this 
vision, but London 2012 commercial partners like adidas 
have a particularly significant role to play given their 
products are a crucial and a very visible part of the Games.

To help London 2012 achieve its sustainability objectives 
for the Games, its commercial partners, suppliers and 
licensees are being challenged to adopt, or further 
develop, practices based on the following four principles:

• Responsible sourcing – ensuring that products and 
services are sourced and produced under a set of 
internationally acceptable environmental, social, and 
ethical guidelines and standards.

• Use of secondary materials – maximising the use of 
materials with reused and recycled content, minimising 
packaging and designing products that can either be 
reused or recycled.

• Minimising embodied impacts¹ – maximising resource 
and energy efficiency in the manufacturing and supply 
process in order to minimise environmental impacts.

• Healthy materials – ensuring that appropriate 
substances and materials are used in order to protect 
human health and the environment.

THE FUTURE OF STANDARDS

One of the biggest challenges our industry and our 
suppliers face is something we call audit fatigue. Everyone 
is tired from being checked and re-checked by lots of 
different brands who share the same factory. Now we are 
working with other brands to share information, to reduce 
the number of times we have to visit suppliers and to 
develop common sets of questions to check against. This is 
better for everyone: it saves time and it saves money.

ADDRESSING COMMON CHALLENGES
Brands and suppliers face many common challenges. 
When we are auditing factories, we come across falsified 
records and workers who have been coached to say ‘the 
right thing’. We encounter a high turnover of staff in senior 
positions in factories, which means our efforts to train 
people have been wasted or that efforts to fix problems 
will not last. And we face the problem of a lack of time and 
resources to get around all our factories and 
inconsistencies in the quality of the monitoring.

DEVELOPING SHARED MONITORING
Late in 2008, the adidas Group, seven other brands and the 
Fair Labor Association – a not-for-profit organisation 
dedicated to promoting safe and fair workplaces – formed 
the Sustainable Compliance Initiative (SCI) steering 
committee. The goal was to develop an online monitoring 
system that would address many of these common 
challenges. It would work to one set of shared standards 
and approaches that would be common to all the brands, 
monitors and suppliers. But it would also be flexible 
enough to use on different types of audits. And it would 
record the monitoring results.

The SCI approach focuses not only on identifying where 
factories are failing to meet standards, but also why and 
how. So it will be able to provide a roadmap for how 
factories can improve and ways to measure their progress 
over time. In short, the SCI approach should provide more 
useful monitoring results for suppliers, as well as help 
brands close the gaps in their monitoring coverage.

NEXT STEPS
During 2009, the steering committee crafted the 
monitoring questions and field-testing of the new system 
began. This will continue into 2010 when the recording 
function will also be completed.

Read more about the Fair Labor Association at  
http://www.fairlabor.org
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OUR APPROACH
In 2009 we set out the steps we need to take in the run-up 
to the London Olympics so we comply with the four 
principles of the LOCOG code, beginning in 2010 with the 
launch of the LOCOG products.

RESPONSIBLE SOURCING

Ensuring that products and services are sourced and 
produced under a set of internationally acceptable 
environmental, social, and ethical guidelines and 
standards.

All direct suppliers and  
sewing subcontractors selected  
to manufacture LOCOG  
licensed products: 2010 2011 2012

Have been clearly briefed on their 
obligations as a supplier for LOCOG 
licensed products * * *
Are required to meet the adidas 
Group Workplace Standards * * *
Are fully registered with the Sedex 
system (Supplier Ethical Data 
Exchange) * * *
Are subject to regular labour, health 
and safety compliance inspections by 
adidas Group staff * * *
Meet a defined Key Performance 
Indicator (KPI) which rates factories’ 
compliance performance * * *
Have a management plan in place 
that details the factory’s compliance 
programme and future targets * * *

These principles are reflected in LOCOG’s Sustainable 
Sourcing Code and all commercial partners are 
contractually bound to abide by its policies and 
requirements. This includes disclosing to LOCOG the 
locations of factories used to produce London 2012 
products. It also means registering those factory premises 
on the Supplier Ethical Data Exchange (Sedex), which 
allows companies to share ethical performance data with 
each other.

As a UK commercial partner and licensee of LOCOG, 
adidas is committed to supporting LOCOG to achieve its 
sustainability goals and has also committed to providing 
products with sustainable content for the Games. All 
adidas products supplied to the Games including up to 
70,000 workforce uniforms plus licensed London 2012 
products will have some sustainable content, drawing from 
approved materials under its Better Place programme.

 ’’adidas has worked extremely hard to demonstrate that 
they have high supply chain standards in place, including 
labour and workplace standards. adidas agreed to 
challenging key performance indicators for suppliers and 
sewing subcontractors selected to manufacture London 
2012 products. In fact through its association with London 
2012, adidas is taking every opportunity to further its 
sustainability credentials. If London 2012 is the catalyst for 
it to become recognised as the most sustainable 
sportswear provider globally, then this is yet another 
example of where we have used the power of the Games to 
inspire change.’’

¹  Embodied impacts are all the impacts inherent in making and distributing 
a product up to its point of use. These include the energy and water used 
to grow or extract the raw materials needed to make the product, and the 
waste and emissions from its manufacture and distribution.
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MINIMISING EMBODIED IMPACTS

Maximising resource and energy efficiency in the 
manufacturing and supply process in order to minimise 
environmental impacts.

2010 2011 2012

All direct suppliers selected to 
manufacture adidas-branded  
LOCOG licensed products and their 
major materials suppliers to 
undergo in-depth environmental 
assessments of their sites. 
Assessments are used to develop 
individual factory improvement 
programmes. Factories’ progress 
will be tracked regularly. 

* * *

adidas will endeavour to reduce  
the embodied impact of its  
products by choosing materials  
and patterns carefully. 

* * *
HEALTHY MATERIALS

Ensuring that appropriate substances and materials  
are used in order to protect human health and  
the environment.

2010 2011 2012

LOCOG licensed products to comply 
with the adidas Group restricted 
substances list and be in compliance 
with standards listed in the LOCOG 
Sourcing Code. 

* * *
 
Find out more about how we consider the environment 
when we make our products on page 15.

USE OF SECONDARY MATERIALS

Maximising the use of materials with reused and recycled 
content, minimising packaging and designing products that 
can either be reused or recycled.

2010 2011 2012

All adidas on-field and licensed 
Olympic products will contain 
environmentally-friendly materials, 
i.e. they will be drawn from the list of 
materials which have undergone an 
in-depth environmental assessment. 
Preferred materials are organic, 
recycled and recyclable materials. 

*

In the years leading up to the Games, 
adidas will use materials that have 
had positive environmental 
assessments in an increasing 
number of products. 

* * *
Continuous efforts are being made  
to both reduce and improve the 
environmental impact of packaging 
leading up to the London Games. As 
part of this effort, all shoe boxes for 
London 2012 will use 100% recycled 
content, soy-based inks and no glue. 
All shipping cartons to be made of 
predominantly recycled content. We 
are exploring various possible ways 
to ship multiple products in single 
packaging safely. We are also 
investigating viable environmentally-
friendly alternatives to the adidas 
garment shipping bag. 

*

29



SUSTAINABILITY REVIEW 2009

that positive democratic progress was being made in 
Madagascar. However in December, the US Government 
did suspend Madagascar from AGOA after the interim 
president barred opposition leaders from the country.

To read the full text of both letters please visit our 
corporate website.

WORKSHOPS WITH PRESSURE GROUPS
While sometimes we are defending ourselves in the  
media against accusations from pressure groups,  
we also directly engage with them to see where we  
can agree to take action.

In 2002 several international trade union federations and 
labour rights organisations formed the Play Fair Alliance 
to ask the sporting goods industry to improve working 
conditions in factories. To highlight their concerns the 
Alliance ran public campaigns and produced reports, 
setting out ways brands could improve the lives of 
workers. In December 2007, Play Fair and the major 
sporting goods companies met in Hong Kong to discuss 
workers’ wages and working conditions. It was agreed in 
that meeting that the discussion needed to move from a 
high level to the practical ‘what will work on the ground’ in 
a particular country. Indonesia was chosen for a follow-up 
workshop, which was held in November 2009.

Trade unions set the agenda
The two-day workshop in Jakarta was facilitated by a 
rights activist, nominated by the local trade unions.  
The local trade unions also set out the main agenda  
points, which spoke to their three main concerns:

• The need for brands to secure freedom for unions 
to carry out their union activities

• To reduce the number of workers employed on 
short term contracts, in favour of more permanent 
employees, and for brands to push and pay factories 
more to ensure workers receive a fair wage, based  
on their marital status.

Meeting in the middle
The brands and suppliers present in the workshop did not 
agree to all of the unions’ requests, but they did commit to 
delivering improvements in the exercise of freedom of 
association, including the development of a joint protocol 
between unions, brands and suppliers that would better 
define the activities of unions in the workplace. The brands 
also agreed to support the reduction in the use of contract 
labour by their suppliers and to investigate and develop 
approaches to improving pay.

At the end of the workshop an action plan was drawn up to 
carry forward the areas of agreement and to deliver 
change in the factories making products for the adidas 
Group and for the other sporting goods brands.

LABOUR ISSUES

GOVERNMENTS, WORKERS AND THE ADIDAS GROUP
When we are concerned about political developments  
in countries where we have suppliers, we will reach  
out to governments in an effort to ensure workers’  
rights are protected.

Writing to US Secretary of State Hillary Clinton  
about Honduras
In June 2009 the elected President of Honduras was 
deposed. As a company that buys products made in 
Honduras, we were concerned about the consequences  
of this action. We understood that there were serious 
disagreements between the elected President,  
Congress and the Supreme Court, but we believe these 
disagreements should be resolved through peaceful  
and democratic dialogue, rather than military action.

While we did not endorse the position of any party in this 
internal dispute, we did join Nike, Gap and Knights Apparel 
in signing a letter that called for the restoration of 
democracy in Honduras. This followed similar messages 
from the President of the United States, the governments 
of countries throughout the Americas, the Organization of 
American States, the UN General Assembly and the 
European Union. The letter, sent on July 27 to US Secretary 
of State Hillary Clinton, urged an immediate resolution to 
the crisis and the respect of all civil liberties including two 
– freedom of movement and freedom of association – that 
most directly impacted workers.

Writing to the US Government about Madagascar
In late 2009, the US Government conducted its annual 
review of Madagascar’s eligibility for preferential trade 
status under the African Growth and Opportunity Act 
(AGOA). The US Administration was inclined to suspend 
Madagascar from AGOA due to the interim government’s 
lack of progress in returning to a constitutional democracy. 
We went on a fact-finding mission to the capital of 
Madagascar for consultations with the American Chamber 
of Commerce, the local Manufacturer’s Association and  
the US Embassy. We concluded that the withdrawal of 
Madagascar’s duty-free status would lead to layoffs and 
factory closures, consequential impacts on materials  
and fabric suppliers in Mauritius, Lesotho and Swaziland, 
and further destabilise a fragile economy. Additionally,  
we concluded that the political landscape was shifting  
– albeit on a slower timeline than ideal – towards  
elections that would put democratic institutions back  
in full working order.

In October, we submitted a letter to the US State 
Department explaining the broader consequences of 
suspending Madagascar from AGOA and co-signed a 
similar letter from a coalition of US business and 
manufacturing companies. The US Government recognised 
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In December 2009, we held a workshop about this project 
to which we invited other suppliers in Indonesia. We hope 
that they will have learnt from the success of the Tung 
Mung cooperative and are encouraged to establish worker 
cooperatives at their own factories.

Visit our corporate website to download our Worker 
Cooperative Guidelines.

WORKER HOTLINES
Listening to workers’ voices
Our SEA team is tasked with protecting the rights of the 
workers who make adidas Group products. It would not be 
possible for us to do this job unless we know, first hand, 
workers’ concerns. Sometimes we directly engage with 
them when inspecting factories and we often speak to 
them in interviews, either at work or when they have time 
off. These interviews provide them with an opportunity to 
confidentially report their concerns and views on the 
workplace conditions and their pay and benefits.

To safeguard against any form of retaliation, SEA field staff 
leave workers with their business cards and contact 
telephone numbers and encourage workers to call if they 
have any issue. It is not uncommon for SEA field staff to 
receive calls and SMS messages from workers, as well as 
trade union officials who want to report factory issues.

Working with independent hotline partners
To complement the discussions that take place during 
factory visits, SEA has also established worker hotlines. 
These hotline numbers are advertised on posters in the 
factories. The worker hotlines allow workers to call with 
complaints and concerns regarding their working lives. We 
manage some of these hotlines in-house, but in some 
countries, such as China, we have given this responsibility 
to an independent third party.

There China Labour Support Network (CLSN), which had 
built a good reputation as a not-for-profit group that helps 
workers resolve labour and health and safety issues, 
screens the calls to the hotline. They provide immediate 
advice and guidance and refer the most serious cases to 
SEA for further investigation and follow-up.

Our partner’s view of the China hotline
Juliana So from CLSN believes that the hotline service in 
China has succeeded because of the commitment of CLSN 
and their partnership with the SEA field staff in resolving 
hard-to-fix problems, including some that had remained 
unresolved despite lengthy legal procedures. According to 
Juliana, other reasons for the hotline’s success include 
providing early interventions to reduce the need for legal 
action between workers and factories, as well as providing 
workers with basic information and advice on their rights.

Read our response to the Play Fair Alliance’s report 
“Clearing the Hurdles” and their specific recommendations 
on our corporate website.

WORKERS’ COOPERATIVES
Worker Cooperative Project in Indonesia
Worker cooperatives have long been identified as a way to 
improve workers’ living standards in the factory. By joining 
together, workers can access cheaper goods and services 
and save money. This year we have helped establish a 
successful cooperative on the edge of Jakarta, which we 
hope will encourage other new cooperatives in Indonesia.

Having previously produced guidelines on establishing a 
worker cooperative in 2004, we decided, in late 2008, to 
push the initiative further. We commissioned a not-for-
profit group, Dompet Dhuafa, to lead a pilot project 
establishing a worker cooperative in an apparel factory in 
Indonesia, Tung Mung. The factory is located in Tangerang 
on the outskirts of Jakarta and employs around 1,300 
workers. It was chosen because we saw strong interest 
from workers, labour union and management, who were 
all keen but did not know how and where to start.

Hard work is worth it
With the professional guidance from the not-for-profit 
organisation and active participation from a group of highly 
motivated workers, this project has gone smoothly and has 
been successful. Workers and management had to grapple 
with issues such as electing administrators, legal 
compliance and registration and undergo lots of training, 
as well as develop systems and procedures. After a lot of 
hard work, Tung Mung factory workers have a cooperative 
that is working well, run by properly trained 
administrators.

The cooperative has gone from strength to strength. It 
started with 350 worker members and initial capital of IDR 
48 million – about US$ 5,000 – which came from members’ 
savings and a loan from management. Now it has 750 
members, operates a grocery store and offers its 
members both loans and savings. And with the help of a 
commercial bank, assets have grown seven-fold, reaching 
IDR 350 million (about US$ 37,500) in less than a year.

Next steps
Not surprisingly there is overwhelming support and 
appreciation from workers. They can now buy goods at a 
cheaper rate with flexible payment options and have 
access to loans at a far lower rate, than the loan sharks 
used to charge them. The plans for 2010 include 
encouraging all workers to become members and to 
extend the range of services.
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But Juliana also sees areas for further improvement, 
including the need to promote the hotline services better, 
reduce response times and letting workers know about  
the scope of services and support available to them. 
Juliana also feels the company should be more critical  
of suppliers whose actions or practices consistently  
breach workers’ rights.

PROVIDING SUPPORT IN THE DOWNTURN
As the global economic crisis unfolded and as consumer 
markets began to dip we knew that there would be 
challenges ahead for workers employed in the footwear 
and apparel factories. To help our business partners 
through the crisis we concentrated our orders on the best 
performing suppliers and those with the greatest 
dependence on us. This helped maintain their financial 
viability and created greater job security for the workers  
in those factories. But it also meant fewer orders flowed  
to other suppliers, which resulted in some closures.

Guidelines for suppliers on factory closures
We already had internal policies that spelt out our role  
in factory closures, but we felt that we needed something 
more. So in February 2009 we prepared and issued a set  
of Guidelines on Managing Layoffs and Downsizing. The 
guidelines explained what we expected suppliers to do and 
what information they should share to allow us to check 
that workers were fairly treated during layoffs.

Since issuing the guidelines we have been asking factories 
to share with us their plans for staff reductions and/or 
closures. This allows us to track the developing situations 
closely, engaging when we can with the workers and trade 
unions to ascertain if the factory has informed everyone in 
advance and has paid workers in full, as per the law.

Most closures handled properly
In the majority of cases closures and layoffs have been 
handled properly and responsibly by our suppliers. We 
have, however, had situations where workers were not 
properly informed or fully paid and this has led to strikes 
and protests. In these situations we have stepped in to help 
the workers, and where necessary we have reached out to 
governments asking them to help the workers claim back 
the monies owed to them.

To download our Guidelines on Managing Layoffs and 
Downsizing visit our corporate website.
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EMPLOYEES

33



SUSTAINABILITY REVIEW 2009

EMPLOYEES

We operate with more than 170 subsidiaries and employ 
nearly 40,000 people. We have to have robust processes in 
place to ensure they are well looked after, that they follow 
rules when they need to and that they are committed to the 
adidas Group.

ETHICS AT WORK

Here Frank Dassler, adidas Group General Counsel, 
explains how the company manages business risks 
through good corporate management.

FRANK, WHAT DOES GOOD CORPORATE  
MANAGEMENT MEAN FOR THE ADIDAS GROUP?
As a company we do not operate in isolation. We are part  
of a global economy and society and have to follow various 
legal rules. But we do not leave it there. We have set 
ourselves standards of ethical behaviour. These reflect our 
values, our corporate culture and good business practice.

COULD YOU TELL US A LITTLE MORE ABOUT  
YOUR STANDARDS?
One of the adidas Group’s core values is Integrity. For us 
this means acting according to our values with all our 
stakeholders. So we have an Employee Code of Conduct, 
rules around protecting our customers’ data and the 
Group’s Workplace Standards for our suppliers.

The adidas Group Code of Conduct is the cornerstone of 
ethical behaviour for our employees in their day-to-day 
work. It covers issues such as how to treat business 
partners, handling information, complaints and also 
special rules for dealing with financial matters.

HOW DO YOU MAKE SURE THAT ALL EMPLOYEES  
ARE AWARE OF THIS CODE AND ADHERE TO IT?
The Code of Conduct is supported with mandatory online 
training available in 10 languages. This ongoing training is 
aimed at raising awareness of ethical and social behaviour 
as well as promoting compliance with data protection 
requirements and other policies. We received very positive 
comments on the code of conduct training from our people 
around the world. By the end of 2009 more than 80% of the 
global workforce had been trained in the code.

ARE YOU TRACKING COMPLAINTS OR CASES  
OF NON-COMPLIANCE WITH THE CODE?
Yes, we are. We have compliance managers worldwide  
and the works council at our headquarters is also involved. 
A whistle-blowing system allows employees to submit 
complaints anonymously, which is important because  
they must trust the system fully. Otherwise it won’t work.

FRANK, YOU SAID THAT DATA PROTECTION IS AN 
IMPORTANT ELEMENT OF THE GROUP’S COMPLIANCE 
PROGRAMME. WHAT DOES THIS MEAN?
Ensuring privacy around data is very important. Our data 
protection system aims to ensure personal information  
is handled, stored and processed according to applicable 
laws and internal policies globally.

We provide online training on the Do’s and Don’ts to all 
employees and special training to departments that 
manage sensitive data, such as marketing departments.

FRANK, LAST QUESTION: WHAT ARE THE NEXT  
STEPS FOR THE COMPLIANCE PROGRAMME?
We will be expanding our whistle-blowing programme  
by reaching out to every employee – especially in our own 
retail business, which is our direct face to the consumer.

And to keep track of complaints we are developing a 
system within our global intranet to address, manage  
and follow up claims.
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EMPLOYER OF CHOICE

Chief Human Resources Officer Matthias Malessa explains 
how asking employees to come up with ways the company 
can engage them better is a fundamental part of the HR 
programme at the adidas Group.

We know that our people are crucial to our success.  
To become the global leader in the sporting goods industry 
depends on the performance, potential, enthusiasm and 
dedication of our employees. We strive to create a working 
environment that stimulates team spirit, passion, 
engagement and achievement. As we always say in the  
HR team: Satisfaction drives commitment, commitment 
drives engagement, engagement drives performance.

In short, if we can be the employer of choice for the best 
employees – both those who are with us already and those 
who are not – then we can meet our business goals

ENGAGEMENT DRIVES PERFORMANCE

So we need to check how we are doing by asking our 
employees what will get them really engaged in the 
company and where do we – as their employer – need  
to do better. We ran some questionnaires and the results 
created an engagement score for each business unit and 
each department. While the feedback differs between 
divisions, three areas of improvement – what we call 
‘engagement opportunities’ – consistently come out on top: 
career opportunities, senior leadership and recognition.

But how do we improve these ‘engagement opportunities’ 
in a way that works for those business units? Well, each  
of them nominates what we call a ‘Result to Action’ team, 
which is tasked with coming up with things that we as a 
company can do to improve our performance in those three 
key areas. Each team is effectively designing the solutions 
that will work best for them, which should mean they 
respond well when they are implemented. And each 
department head is responsible for moving their 
engagement score up over time.

Developing this system has been a big focus of our work  
in 2009. In 2010 we will be launching our first truly global 
engagement survey so every single business unit around 
the world will have the chance to tell us how we are doing 
and how we can engage them more in the company and 
their work. More engagement, better performance!
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COMMUNITY

Sport can break down barriers and bring people together. 
It can improve self-confidence and give people direction. 
All around the world in the communities where we operate, 
our brands work with local charities using sport to make a 
difference to people’s lives. In the following we describe a 
few examples of projects we supported in 2009.

ADIDAS: THE ADI DASSLER FUND

The Adi Dassler Fund is the brand adidas charitable 
project. It makes financial and product donations, and 
employees also volunteer their time to support projects 
that use sport to help young people. The projects are run 
by our charity partners, including the organisations Right 
To Play and PeacePlayers International.

The Adi Dassler Fund also has projects supported by  
local offices around the world. With the FIFA World Cup™ 
taking place in 2010, this year’s review focuses on projects 
in Africa. In addition, two projects from Latin America  
are included.

SCORE – SOUTH AFRICA, ZAMBIA, NAMIBIA 
SCORE (Sports Coaches Reach Out) is a South African 
non-profit organisation that uses sport and physical 
activity as a way to develop leaders. SCORE works in 
disadvantaged communities where children have little 
opportunity for sport and play. Local youth are trained  
and empowered to coach sport and teach life skills  
in their communities and at the same time become positive 
role models. South African and international volunteers 
are implementing SCORE’s sports and life skills 
programmes in over 30 communities across South Africa.

SCORE receives financial and employee support from the 
Adi Dassler Fund. In addition to a significant contribution  
to help run SCORE programmes, adidas employees 
volunteer their time, knowledge and skills to support 
SCORE including organising fundraising activities. 

Selected volunteering activities with SCORE include:

• In February 2009, a group of ten employees from adidas 
Europe, Middle East and Africa (EMEA) Headquarters  
and adidas South Africa built the foundations for a  
multi-purpose sports court in the Khayelitsha township 
outside Cape Town. adidas staff also ran sport and play 
training sessions for local township kids together with  
the SCORE youth leaders.

• Now in its second year, adidas South Africa employees 
organised and financed a Christmas party for the  
children of Baphumelele Children’s Home, an orphanage  
in Khayelitsha.

• In April/May 2009 adidas employees invited two SCORE 
staff members to a three-week internship at the adidas 
EMEA Headquarters. Employees volunteered their time 
training the SCORE staff so they could improve their own 
skills, and learn some tools and processes that they  
could take back to help enhance the work of the SCORE 
organisation. On the adidas side, the employees clearly 
gained from the cultural exposure of hosting and 
training the two South African staff members.

For more about SCORE go to http://www.score.org.za/

COACHING FOR HOPE IN MALI,  
BURKINA FASO AND SOUTH AFRICA 
Coaching for Hope is an innovative programme which  
uses football to make a positive difference to the lives  
of disadvantaged children in West and Southern Africa. 
Coaching for Hope organises courses where professional 
coaches from the UK train local youth workers to Football 
Association standards. At the same time, the local coaches 
learn how to deliver HIV sessions to young people in their 
communities. So far over 30,000 children have benefited 
from football and HIV awareness sessions and 700 coaches 
have been through the courses. 

adidas financial aid has funded the creation of three adidas 
football leagues in South Africa, Mali and Burkina Faso, 
which adidas staff have since visited. The funding has also 
enabled Coaching for Hope to set up the first disability 
coaching course in Mali which promotes the development 
of football among a neglected group in the community. 

To read more about Coaching for Hope go to  
www.coachingforhope.org
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TSIMBA CHILDREN’S HOME /  
MWANGAZE VISIONARY SCHOOL, KENYA
Hilfe zur Selbsthilfe e.V. is a German non-profit 
organisation that finances and operates a small orphanage 
in Kwale near Mombasa, Kenya. adidas employees 
financially support more than half the children in the  
home. In its second year, a group of adidas employees from 
adidas Area Central travelled to Kwale to build a football 
and basketball court for the orphanage and an adventure 
playground for the children. They also painted the home. 
Employees also helped teach the children to play flute  
and ran painting sessions.

In the second year, the field activities concentrated on the 
Kwale community Mwangaze Visionary school, where the 
adidas employees built a multi-purpose sports court as 
well as ran ‘train the trainer’ education sessions for the 
sports teachers at the school. 

Find out more about Hilfe zur Selbsthilfe e.V. at  
http://www.hilfezurselbsthilfe.org/

POTREROS, ARGENTINA 
In 2007, adidas Argentina started to regenerate potreros  
– areas of common land – in low-income neighbourhoods 
around the country. By the end of 2009, 13 potreros had 
been reclaimed.

The focus in 2009 was on investing in existing potreros by 
connecting with the organisations that were using them. 
Near the adidas Argentina office is the potrero in San 
Isidro, where the local not-for-profit group UASI La Cava 
works with over 300 children from the underprivileged 
neighbourhood. UASI La Cava engages children through 
sport and promotes education and local leadership. adidas 
employees have supported sports training and started a 
study and homework group for the children there, donating 
over 500 books. They have also given money, which was 
used to provide gear and school supplies for over 125 
children from La Cava.

adidas Argentina supports the potreros which are further 
from Buenos Aires by funding sports-related events and 
workshops, the first of which took place in Salta on  
August 15, 2009.

AAIH, EMBÜ/SÃO PAULO, BRAZIL
AAIH (Associação Internacional de Interesses da 
Humanidade) is a neighbourhood association taking care  
of over 500 children and youth, involving them in sports 
and educational activities. It is located close to the adidas 
warehouse in Embü, a suburb of São Paulo. 

To begin with, adidas Brazil helped refurbish the AAIH 
sports ground (an empty lot), building a multi-sports  
court suitable for football, basketball and volleyball.  
The court was inaugurated on November 7, 2009 with a 
celebration event.

About 2,000 children, neighbours and members  
of the community, as well as many employee volunteers 
from adidas Brazil who helped organise the activities  
on the day attended. Initiatives planned for the future 
include employee volunteering, donations and improving 
infrastructure.
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In 2009, Reebok hosted the Wellness Village at the Reebok 
World Headquarters in Canton, Massachusetts. Reebok 
employees came together to form ‘Team Reebok’ which 
consisted of walk participants, Wellness Village volunteers 
and finish line greeters. The Team Reebok walkers raised 
over $20,000 to donate to the Avon Foundation for Women 
and more than 300 Team Reebok greeters welcomed 
walkers to the campus and cheered them to the finish line.

The Reebok ‘Pink Ribbon’ line
All Avon events are linked by the Global Connection Ribbon, 
which is the symbolic emotional component that connects 
breast cancer survivors and participants across the  
world. Reebok developed an exclusive line of ‘Pink Ribbon’ 
footwear, apparel and accessories sold through selected 
retail outlets around the world. A portion of the revenues 
generated by sales of Reebok Pink Ribbon products are 
donated to Avon affiliated breast cancer organisations  
in the countries where the products are sold.

For more on the Avon Walk Around The World, visit  
http://www.avonwalk.org/

HUMAN RIGHTS STUDENT ADVOCATE PROGRAM
The Human Rights Student Advocate Program was 
designed to inspire students to become empowered and 
knowledgeable human rights advocates. The programme 
partnered Reebok employees with students from five 
Boston, Massachusetts high schools. They worked 
together to create an awareness and fundraising campaign 
for children in Africa who lacked access to water. The 
funds raised were used to install a PlayPump water system 
in Swaziland, Africa. The PlayPump is a child’s merry- 
go-round attached to a water pump that provides clean 
drinking water and means children can stay in school.  
In addition to learning about human rights issues,  
by working with Reebok employees from various 
departments, students developed critical business, 
teamwork and leadership skills

CELEBRATING INDIVIDUALITY
Reebok also believes in celebrating the individuality  
of our employees and giving them the opportunity to  
give back to causes that impact their lives personally. 
Employees are given the option to take time off to volunteer 
at local charities of their choosing and can have donations 
of up to US$1,500 matched by the Reebok Foundation 
annually. Reebok is proud of the many significant 
contributions made by its employees.

REEBOK

Commitment to Corporate Responsibility is an important 
legacy and hallmark of the Reebok brand. Grounded in our 
brand values and our history of supporting human rights 
programmes, we believe that we have the opportunity  
to achieve our full potential as a corporate citizen while 
striving to meet the expectations of our employees, 
stakeholders and consumers. Reebok believes that we  
can have an impact at the global, local and individual 
employee levels.

AVON WALK AROUND THE WORLD FOR BREAST CANCER
Reebok serves as the exclusive footwear and apparel 
sponsor of the Avon Walk Around The World for Breast 
Cancer Series that is run and owned by the Avon 
Foundation For Women. The mission of the Avon 
Foundation For Women, to improve the lives of women and 
families, aligns with Reebok’s longstanding commitment 
towards empowering women. Since the global series of 
events began, nearly 1.8 million people have raised more 
than $6.4 million for the breast cancer cause. Reebok has 
donated over $500,000 through sales of special ‘Pink 
Ribbon’ footwear and apparel.

The unique Avon events series encompasses an array  
of activities in 51 countries around the world including: 
walking and running events, patient and research 
conferences, art and fashion shows, public awareness 
events, concerts and galas. Funds raised support local 
breast cancer programmes.

Hosting a ‘Wellness Village’
In the US, the Avon Walks are non-competitive weekend 
fundraising walks for all fitness levels. At the end of  
the first day, walkers and volunteer crews spend Saturday 
night at ‘Wellness Village’ – a ‘tent city’ complete  
with two-person tents, hot showers, prepared meals, 
entertainment and recreational activities. Reebok supports 
each of the events by outfitting all volunteers and staff and 
by participating in each Wellness Village.
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Teams were rotated to multiple stations positioned 
throughout the TaylorMade campus where they were 
assigned various tasks to complete within a specific 
timeframe in order to win points. Once teams completed 
their final competitive challenge they returned to their 
staging areas and began building the required five bicycles. 
As each team’s bikes were completed and passed a safety 
quality control check, they were wheeled to the stage  
in front of the main lobby. Team captains turned in  
their results to officials and points were tabulated.  
As employees gathered around the stage, Mark King 
expressed his appreciation to everyone for their 
participation and announced the winning team.

Giving the gift of a bike
King then made the surprise announcement that children 
from the Oceanside School District and Vista Assembly  
had been waiting inside the main lobby during the 
competition. The lobby doors opened and to everyone’s 
delight, 50 children came streaming out, eager to claim a 
newly built bike as their very own, along with a new helmet 
donated by Bell. It was a heart-warming scene to see the 
smiles on their faces and the satisfaction of those who  
had helped build the bikes.

On July 25 a group of TaylorMade employees delivered the 
remaining 50 bicycles to the Military Outreach Ministry 
based at Camp Pendleton Marine Base in Oceanside and 
distributed the bicycles to the children who attended their 
Christmas in July event.

TAYLORMADE-ADIDAS GOLF

In 2001, TaylorMade-adidas Golf (TMaG) established the 
Charitable Contributions Program in response to the 
thousands of donation requests received annually from 
non-profit organisations in communities throughout the 
United States. The programme provides product donations 
to qualified charities, as well as offering TMaG products for 
sale at a significant discount.

Since the programme was launched, TMaG has 
significantly impacted hundreds of organisations through 
these partnerships, enabling them to increase profits 
generated from their fundraising events and surpass their 
goals. As these agencies gain a broader reach in their 
communities through the funds they raise, they are able  
to better provide the critical services needed for those  
less fortunate who rely on them for assistance.

TMaG is proud of the impact the company has made in 
assisting hundreds of non-profit organisations in 
communities throughout the United States.

EMPLOYEE BIKE BUILD
On July 17, 2009, employees of TaylorMade-adidas Golf 
came together to build 100 bicycles for children in the 
company’s community of North San Diego County, 
California who could not afford their own bike.

Team-building through bike-building
The bike build was made into a competitive team-building 
event with seventeen cross-departmental teams 
competing against each other for the opportunity to win a 
half-day off work and a celebratory lunch with TaylorMade 
CEO, Mark King.
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The Boys & Girls Clubs of Carlsbad has been serving the 
community of Carlsbad since 1952, teaching positive life 
skills to area children through after-school activities and 
experiences that inspire and enrich their lives. While 
providing a safe environment and positive adult guidance, 
the club offers a full spectrum of educational and arts 
activities, as well as recreation and leadership 
development opportunities, enabling each child to  
reach his or her full potential.

SUPPORTING THE BOYS AND GIRLS OF CARLSBAD
For the past ten years, Carlsbad-based TaylorMade-adidas 
Golf has been the Presenting Sponsor of the Boys & Girls 
Clubs of Carlsbad’s annual golf tournament. Attended by 
business leaders in the community, this year’s tournament 
raised nearly $100,000 to underwrite the costs associated 
in providing quality, after-school programmes to the more 
than 200 local children who attend the club on a daily 
basis. A portion of the proceeds will assist in the 
construction costs of their new clubhouse being built to 
serve the children in south Carlsbad.

Donating funds and products
The TaylorMade annual sponsorship commitment includes 
a $10,000 cash contribution for initial tournament 
expenses and player’s gift bags containing TaylorMade golf 
balls and adidas golf shirts, customised with the club’s 
logo. TMAX Gear also partners with the club by donating 
TaylorMade hats which are included in the player’s gift 
bags. During a live auction, a complete set of clubs was 
sold to the highest bidder, along with a gift certificate for  
a custom fitting at TaylorMade Performance Labs.

At the evening’s 2009 awards ceremony, TMaG golf 
equipment was awarded for all levels of team prizes as 
well as miscellaneous contest prizes. “It’s not surprising 
that a foursome from TaylorMade recorded the best score 
at the tournament. After all, that’s what they do”, said club 
spokeswoman, Pat Maldi. The TaylorMade group graciously 
stepped aside when it came time for awards, allowing the 
next highest scoring team to receive the top prize of a set 
of TaylorMade irons.

A history of supporting children
The initiative for TaylorMade to become involved in the 
club’s annual major fundraising event came in 2000 from 
Jan Strickland, one of the original six employees of the 
company. With each succeeding year, TaylorMade has 
continued its partnership with the club and remains 
committed to the success, growth and character of 
Carlsbad’s youth.
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PERFORMANCE 
DATA 2009
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SUPPLY CHAIN

NUMBER OF SUPPLIERS AND OUR OWN FACTORIES1

On December 31, 2009, we worked with more than 1,120 independent factories (excluding factories of our licensees)  
who manufacture adidas Group products in 68 countries. 69% of the factories are located in Asia, 15% in the Americas 
and 16% in Europe, Middle East and Africa (EMEA). 27% of all these factories are in China.

The total number of supplier factories is higher than the number reported in 2008. Reasons for this are:

1.  The supply chain disclosure by business entities increased.

2.  The number of business entities within the Group contracted and expanded, resulting in a moving supplier  
and factory count.

There was a notable movement of factories. The data we are reporting here is a snapshot in time, a static point  
capturing the situation at the end of 12 months of these movements.

REGION

NO. OF SUPPLIERS  
(EXCLUDING OWN FACTORIES) NO. OF OWN FACTORIES TOTAL
2007 2008 2009 2007 2008 2009 2007 2008 2009

Asia 727 707 775 2 2 2 729 709 777

Americas 179 180 168 9 8 8 188 188 176

EMEA 168 164 185 3 3 3 171 167 188

Total 1,074 1,051 1,128 14 13 13 1,088 1,064 1,141

1 Supplier production sites of the adidas Group excluding licensee factories
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NUMBER OF SUPPLIER FACTORIES PER COUNTRY1

COUNTRY
TOTAL NUMBER OF FACTORIES

2007 2008 2009

Australia 14 9 10

Bangladesh 9 8 9

Cambodia 8 9 8

China 264 268 308

Hong Kong 3 3 2

India 52 59 77

Indonesia 48 50 64

Japan 63 62 63

Korea 62 61 52

Macao 1 1 2

Madagascar – 1 2

Malaysia 10 10 7

Mauritius – – 1

New Zealand 6 4 5

Pakistan 7 7 8

Philippines 19 17 17

Singapore 4 1 1

Sri Lanka 16 11 8

Taiwan 30 28 27

Thailand 45 35 41

Vietnam 66 63 63

Total Asia 713 698 775
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COUNTRY
TOTAL NUMBER OF FACTORIES

2007 2008 2009

Argentina 9 9 13

Brazil 31 27 27

Canada 35 38 32

Chile 1 1 1

Colombia 3 3 2

Costa Rica 2 2 2

Dominican Republic 1 1 1

Ecuador 1 – –

El Salvador 7 8 3

Guatemala 3 3 3

Honduras 8 7 5

Mexico 18 17 12

Nicaragua – 1 1

Paraguay – 1 1

Peru 4 4 4

United States 55 58 61

Uruguay 1 – –

Total Americas 179 180 168
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COUNTRY
TOTAL NUMBER OF FACTORIES

2007 2008 2009

Albania 1 1 –

Belarus 4 1 1

Bosnia and Herzegovina 1 1 1

Bulgaria 4 1 1

Czech Republic 3 3 3

Denmark – – 1

Egypt 3 2 3

Finland – – 1

France 3 3 3

Germany 4 13 19

Greece 5 5 4

Hungary 1 – –

Israel 2 1 2

Italy 24 23 24

Jordan 1 – 1

Latvia 2 1 –

Lesotho 1 1 2

Lithuania 1 1 2

Macedonia – 1 1

Moldova – 1 1

Morocco 1 – –

Poland 4 3 8

Portugal 9 8 9

Romania 2 1 3

Russia 16 10 7

Slovakia 1 1 –
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Slovenia 1 1 3

South Africa 17 18 19

Spain 18 16 15

Swaziland 1 1 2

Sweden 4 5 7

Switzerland 1 1 1

Tunisia 5 3 3

Turkey 24 22 16

Ukraine 2 2 2

United Kingdom 2 13 19

Zimbabwe – – 1

Total EMEA 162 161 185

COUNTRY
TOTAL NUMBER OF FACTORIES

2007 2008 2009

Total Asia 727 707 775

Total Americas 179 180 168

Total EMEA 168 164 185

Total Global 1,074 1,051 1,128

1 Independent supplier production sites of the adidas Group, excluding licensee factories and own production sites
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ADIDAS GROUP LICENSEES1

In 2009, the adidas Group worked with 41 licensees whose suppliers manufactured products in 288 factories in  
44 countries.

The total number of licensee factories is higher than the number reported in 2008. Reasons for this are:

1. The supply chain disclosure by licensees/business entities increased.

2.  The number of business entities within the Group contracted and expanded, resulting in a moving supplier and  
factory count.

There was a notable movement of factories. The data we are reporting here is a snapshot in time, a static point  
capturing the situation at the end of 12 months of these movements.

PRODUCT 
RANGE 

TOTAL NO. OF LICENSEES
TOTAL NO. OF FACTORIES 

PRODUCING FOR LICENSEES
NO. OF COUNTRIES WHERE 

PRODUCTION IS PLACED
2007 2008 2009 2007 2008 2009 2007 2008 2009

Apparel 20 23 22 129 169 169 26 29 28

Hardware2 19 12 13 85 43 74 12 8 16

Footwear 1 1 2 2 3 10 1 1 2

Watches 1 1 1 6 3 7 3 1 1

Glasses 2 2 2 18 18 21 7 9 9

Cosmetics 1 1 1 8 11 7 6 9 6

44 40 41 2483 2474 2885

1 This might include factories which produce both for the adidas Group directly as well as for licensees/agents
2 Accessories and gear
3 In 2007, 44 licensees sourced products from 248 factories in 38 different countries
4 In 2008, 40 licensees sourced products from 247 factories in 42 different countries
5 In 2009, 41 licensees sourced products from 288 factories in 44 different countries
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AUDITS & TRAINING

NUMBER OF FACTORY AUDITS/VISITS AND TRAININGS

During 2009, 1,592 factory visits (including 1,448 factory audits) involving management and worker interviews, document 
review, facility inspections and trainings were conducted at different levels in our supply chain. The SEA team conducted 
216 training sessions and workshops for suppliers, licensees, workers and adidas Group employees.

YEAR 2009 2008 2007 2006 20052

Visits  
(incl. Audits)1 1,592 1,323 1,007 1,101 916

Trainings 216 251 267 173 225

1  Including multiple audits/visits in the same factory conducted by the adidas Group SEA team and external monitors, but excluding FLA audits.
Including audits in licensee factories; visits involving management and worker interviews, document review, facility inspections and trainings on-site

2 Figures for 2005 do not include the Reebok business.
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NUMBER OF TRAINING SESSIONS DIVIDED BY REGION AND TYPE1

For 2009, the training numbers are lower than in the previous two years. Compared to 2008, the fundamental and 
performance trainings have gone down whereas the sustainability trainings slightly increased. Although the total  
number is lower, the number of participants has remained almost the same.

Reasons for this are:

1.  Fewer individual but more group training sessions (with more than one supplier) were held

2.  Due to longer business relationships, the need for fundamental training sessions is decreasing whereas the need  
for sustainability sessions is increasing.

TYPE AND NUMBER OF TRAINING
FUNDAMENTAL2 PERFORMANCE3 SUSTAINABILITY4 TOTAL

REGION 2007 2008 2009 2007 2008 2009 2007 2008 2009 2007 2008 20095

Asia 98 80 47 58 68 48 34 11 32 190 159 127

Americas 35 51 53 1 11 13 6 4 1 42 66 67

EMEA 24 24 19 2 0 0 9 2 3 35 26 22

Total 157 155 119 61 79 61 49 17 36 267 251 2166

1 Trainings conducted for suppliers, workers, licensees, agents and adidas Group employees
2 Fundamental training covers: Workplace Standards & SEA introduction; FFC training; SEA policies & SOPs
3 Performance training covers: Specific labour, health, safety and environmental issues
4 Sustainability training covers: Sustainable compliance guideline & KPI improvement; Factory Self-Audits (factory internal audits)
5 In 2009 more than 2,380 people took part in these training sessions
6 Including 91 group training sessions, i.e. trainings with participation of more than one supplier
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NUMBER OF AUDITS DIVIDED BY REGION AND TYPE

In 2009, there was again an increased number of monitoring activities with factories. The SEA team conducted  
1,448 audits (including external monitoring audits). In addition to these audits, the SEA team visited suppliers’ sites 
severalfold to meet 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 2009, particularly  
in Asia. There was a total of 483 Initial Assessments, resulting in 18.4% of candidate factories rejected.

Performance audits are only recorded as such since the beginning of 2008, so that no comparable data is available for 
this audit type in 2007. The further development and rollout of Sustainability Assessments was put on hold in late 2008 
since we have been participating in the Sustainable Compliance Initiative of the Fair Labor Association. This initiative 
aims at developing an industry-wide harmonised monitoring tool that integrates some features of the Sustainability 
Assessment Tool.

Audits conducted by external monitors were commissioned by adidas Group entities, including licensees with indirect 
sourcing models. In total, there was an audit coverage of 62% of all active suppliers. Countries such as China, India, 
Indonesia, Philippines, Thailand, Vietnam, Mexico, South Africa and Turkey all have an audit coverage of more than 75%.

REGION

TYPE AND NUMBER OF AUDIT
INITIAL ASSESSMENT1

SEA TEAM EXTERNAL MONITOR TOTAL
2007 2008 2009 2007 2008 2009 2007 2008 2009

Asia 205 207 124 147 308 282 352 515 406

Americas 38 60 38 10 10 11 48 70 49

EMEA 13 9 1 28 32 27 41 41 28

Total 256 276 163 185 350 320 441 626 483

REGION

TYPE AND NUMBER OF AUDIT
PERFORMANCE AUDIT2

SEA TEAM EXTERNAL MONITOR TOTAL
2007 2008 2009 2007 2008 2009 2007 2008 2009

Asia 0 461 709 0 35 146 0 496 853

Americas 0 65 62 0 0 1 0 65 63

EMEA 0 13 14 0 15 33 0 28 47

Total 0 539 785 0 50 180 0 589 963

REGION

TYPE AND NUMBER OF AUDIT
SUSTAINABILITY ASSESSMENT

SEA TEAM EXTERNAL MONITOR TOTAL
2007 2008 2009 2007 2008 2009 2007 2008 2009

Asia 240 39 0 2 0 0 242 39 0

Americas 13 6 0 0 0 0 13 6 0

EMEA 28 1 0 4 0 0 32 1 0

Total 281 46 0 6 0 0 287 46 0
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REGION

TYPE AND NUMBER OF AUDIT
TOTAL

SEA TEAM EXTERNAL MONITOR TOTAL
2007 2008 2009 2007 2008 2009 2007 2008 2009

Asia 445 707 833 149 343 428 594 1,050 1,261

Americas 51 131 100 10 10 12 61 141 112

EMEA 41 23 15 32 47 60 73 70 75

Total 537 861 948 191 400 500 728 1,2613 1,4484

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
3 Including 181 audits conducted in licensee factories by external monitors and the SEA team
4 Including 273 audits conducted in licensee factories by external monitors and the SEA team

NUMBER OF AUDITS CONDUCTED IN LICENSEE FACTORIES BY EXTERNAL  
MONITORS AND THE SEA TEAM DIVIDED BY REGION AND TYPE IN 20091

The increased number of audits from 181 in 2008 to 273 in 2009 reflects the increased participation of licensees in the 
SEA approved external monitoring system as well as an increased level of audit disclosure in the FFC platform.

REGION

TYPE AND NUMBER OF AUDIT
INITIAL ASSESSMENT2

SEA TEAM EXTERNAL MONITOR TOTAL
2008 2009 2008 2009 2008 2009

Asia 8 6 98 91 106 97

Americas 9 2 4 5 13 7

EMEA 0 0 3 5 3 5

Total 17 8 105 101 122 109

REGION

TYPE AND NUMBER OF AUDIT
PERFORMANCE AUDIT3

SEA TEAM EXTERNAL MONITOR TOTAL
2008 2009 2008 2009 2008 2009

Asia 28 84 16 67 44 151

Americas 2 7 0 1 2 8

EMEA 0 0 6 5 6 5

Total 30 91 22 73 52 164
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REGION

TYPE AND NUMBER OF AUDIT
SUSTAINABILITY ASSESSMENT

SEA TEAM EXTERNAL MONITOR TOTAL
2008 2009 2008 2009 2008 2009

Asia 5 0 2 0 7 0

Americas 0 0 0 0 0 0

EMEA 0 0 0 0 0 0

Total 5 0 2 0 7 0

REGION

TYPE AND NUMBER OF AUDIT
TOTAL

SEA TEAM EXTERNAL MONITOR TOTAL
2008 2009 2008 2009 2008 2009

Asia 41 90 116 158 157 248

Americas 11 9 4 6 15 15

EMEA 0 0 9 10 9 10

Total 52 99 129 174 181 273

1 This might include factories which produce both, for the adidas Group directly as well as for licensees/agents
2 Every new factory has to pass an Initial Assessment to prove compliance with the Workplace Standards prior to order placement
3 Audits conducted in approved factories

KPI ASSESSMENT AND C-RATING

We audit our suppliers against our Standards and rate them according to their performance. We use an innovative way  
to rate the supplier on its ability to deliver fair, healthy and environmentally sound workplace conditions in an effective 
manner. The table on the left shows the average audit score by unit of measure for those active core suppliers that were 
rated against the six units of measure in the KPI to date. The one on the right provides an overview indicating the 
percentage of factories per C-Rating.

KPI UNIT OF MEASURE
AVERAGE SCORE IN %

C-RATING
% OF FACTORIES

2007 2008 2009 2008 2009

Management commitment 
and responsiveness 64 40.12 43.43 0-C 0.75% 2.31%

Management systems 45 48.74 47.59 1-C 7.52% 8.36%

Worker-management 
communication and 
industrial relations

64 65.44 64.04 2-C 54.51% 49.28%

Compliance training for 
workers and management 55 58.80 59.25 3-C 28.57% 29.68%

Transparency  
in communication  
and reporting

74 71.79 70.46 4-C 8.65% 9.22%

Compliance performance 60 59.04 57.63 5-C 0% 1.15%

KPI Cumulative Score – 47.79 47.41 Total 100% 100%
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NUMBER OF STRATEGIC COMPLIANCE PLANS UPLOADED INTO FFC

The SEA Strategic Compliance Plan (SCP) is a three-year roadmap for a supplier’s compliance activities. It is developed 
by SEA and the supplier, and is reviewed annually. The SCP is the direct link between the supplier’s activities and their 
compliance score. Successfully completing all the SCP activities will result in an improvement to the supplier’s Key 
Performance Indicator (its ‘report card’).

There are six activity chapters in the Strategic Compliance Plan. The first defines the supplier’s management 
commitment to fair, healthy and safe working conditions. The second looks at the management systems for Human 
Resources (“HR”) and Health, Safety & Environment (“HSE”). The third focuses on communications between workers and 
managers. The fourth defines the compliance training for workers and management. The fifth looks at the clarity and 
honesty of the supplier’s reporting to SEA, and the final chapter defines the timeliness and effort by the supplier in 
completing corrective action plans.

There are more than 160 adidas Group suppliers who are working on Strategic Compliance Plans. 80% of these suppliers 
are in four strategic sourcing countries: China, Indonesia, Vietnam and Thailand.

REGION COUNTRY 2009

Asia

Bangladesh 1

Cambodia 1

China 72

India 7

Indonesia 25

Philippines 1

Singapore 1

Sri Lanka 1

Taiwan 1

Thailand 12

Vietnam 23

Americas

Argentina 2

Brazil 2

Canada 1

Mexico 2

EMEA
Tunisia 3

Turkey 9

Global 164
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INDEPENDENT FLA AUDITS1

Since joining the FLA in 1999, more than 240 Independent External Monitoring (IEM) audits and verification visits have 
been conducted at adidas Group suppliers. The number of conventional independent monitoring visits conducted by FLA 
accredited monitors has gone down for two reasons. The first is that the number of audits due to be carried out is 
calculated as a percentage of the number of suppliers disclosed to the FLA. This number decreased in the past years. 
The second is that, because of the adidas Group’s accreditation to the FLA programme, we have been able to redirect 
some audits to more value-added FLA projects.

In 2009, FLA activities included 4 independent external monitoring visits. 4 factories participated in FLA 3.0 exercises 
and 1 factory received an external verification visit. Seven factories participated in four FLA special projects in Asia, 
EMEA and Central America. These so-called redirected audits are FLA participating company engagements in specific 
project work that addresses resolution of chronic compliance issues in the global workplace. Re-directs are substituted 
for independent external monitoring visits to factories. This substitution option is only available to FLA-accredited 
programmes. The term derives from the ‘redirection’ of IEM fees to support financially specific project work by the FLA 
to address chronic compliance issues.

FLA YEAR PERIOD NO. OF AUDITS

4th2 Jan – Dec 2005 30

5th Jan – Dec 2006 43

6th Jan – Dec 2007 15

7th Jan – Dec 2008 19

8th Jan – Aug 2009 16

1 As part of the FLA membership; the numbers include Independent External Verification audits
2 Including audits conducted for Reebok before it was acquired by the adidas Group in 2006
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ENFORCEMENT

NUMBER OF WARNING LETTERS ISSUED TO ADIDAS GROUP SUPPLIERS1

Warning letters are an essential part of our enforcement efforts and are triggered when we find ongoing serious  
non-compliance issues that need to be addressed by our suppliers. In 2009 we issued a total of 38 warning letters  
across 11 countries. The general trend for the past two years has been a stable number of warning letters,  
both in total and by category. The largest number of warning letters continued to be issued in Asia, where we have  
the greatest concentration of adidas Group suppliers.

COUNTRY
1ST WARNING 2ND WARNING

3RD AND FINAL WARNING 
-> RECOMMENDED 

TERMINATION
TOTAL  

WARNING LETTERS
2007 2008 2009 2007 2008 2009 2007 2008 2009 2007 20081 20091

Argentina – – 1 – – – – – – – – 1

Bangladesh – 1 1 1 – – – – – 1 1 1

Brazil – 1 – – – – – – – – 1 0

Cambodia 1 1 1 – – – – – – 1 1 1

China 20 11 10 3 1 2 4 – – 27 12 12

Guatemala – – 1 – – – – – – – – 1

India – 3 7 – 1 2 – – – – 4 9

Indonesia 8 1 2 2 1 – – – – 10 2 2

Korea – 1 – – – – – – – – 1 0

Mexico – 1 – – – – – 1 – – 2 0

Peru – – 1 – – – – – – – – 1

Philippines – 2 4 – – – 1 – – 1 2 4

Thailand 3 2 1 – 1 – 1 – – 4 3 1

Turkey 4 1 – – 1 – – – – 4 2 0

Vietnam 3 6 5 – – – – – – 3 6 5

Total 39 31 34 6 5 4 6 1 0 51 37 38

1 Includes warning letters issued by licensees and agents
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WARNING LETTERS
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NUMBER OF BUSINESS RELATIONSHIP TERMINATIONS / REJECTIONS AFTER INITIAL ASSESSMENT 
DUE TO COMPLIANCE PROBLEMS

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 2009 we terminated agreements  
with nine suppliers for compliance reasons.

We also work closely with Global Operations to pre-screen potential new suppliers. Our so-called initial assessments  
are uncovering threshold or zero tolerance issues. In total 483 initial assessments were conducted with 89 of  
them resulting in a rejection, which means a rejection rate of 18.4% of potential new supplier factories. This shows  
that non-compliances with our Workplace Standards are still common in our potential supply chain.

REGION Country
NO. OF TERMINATIONS PER COUNTRY NO. OF REJECTIONS AFTER IA PER COUNTRY

2007 2008 2009 2007 2008 2009

Asia

Bangladesh – – 1 – 4 6

Cambodia – – – 2 5 3

China 3 – 7 56 54 49

India – – – 8 12 1

Indonesia – – – 7 2 4

Korea – – – 2 1 2

Laos – – – – 1 –

Malaysia – – – 1 – 1

Pakistan – – – 3 5 –

Sri Lanka – – – 1 – 2

Taiwan – – – – 1 –

Thailand – – – 1 3 1

Vietnam – 1 – 6 15 8
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Americas

Brazil – – 1 4 1 1

Canada – – – – – 2

El Salvador – – – 1 – 1

Mexico – 1 – 2 6 1

Peru – – – – 1

EMEA

Albania – – – 1 1 –

Egypt – – – 2 1 3

Israel – – – – 1 –

Jordan 1 – – – 1 1

South Africa – – – 1 2 2

Turkey – – – 3 3 –

Zimbabwe – – – – 1 1

Global 4 2 9 106 121 89
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ENVIRONMENT

CERTIFICATIONS OBTAINED BY ATHLETIC FOOTWEAR SUPPLIER  
SITES PRODUCING FOR THE INTERNATIONAL MARKET1

We have limited control over the direct environmental impacts of the manufacturing process and how our suppliers act. 
The best way to influence the environmental impacts at our suppliers’ factories is to encourage the introduction of an 
environmental management system, and we have made implementing such a system mandatory for all our core 
suppliers. Achieving certification to a management system requires factory managers to plan, manage and review their 
own environmental performance.

In 2009, 19 athletic footwear suppliers were certified in accordance with the international environmental management 
standard ISO 14001 and the workplace health and safety management standard OHSAS 18001. These suppliers produced 
around 82% of the adidas Group’s global athletic footwear sourcing volume.

COUNTRY
NUMBER OF FW SUPPLIERS ISO 14001 OHSAS 18001

2007 2008 2009 2007 2008 2009 2007 2008 2009

Argentina 2 1 2 – – – – – –

Brazil 3 2 2 – – – – – –

China 12 11 7 12 9 7 12 9 7

Germany 1 1 1 1 1 1 1 1 1

India 1 1 1 – – 1 – – 1

Indonesia 6 8 6 3 4 3 3 4 3

Italy 1 1 1 – – – – – –

Korea 1 – – 1 – – – – –

Philippines – 1 1 – – – – – –

Thailand 1 1 1 – – – – – –

Vietnam 7 11 10 5 6 7 4 6 7

TOTAL 35 38 32 22 20 19 20 20 19

1 Excluding factories from the Rockport business segment and licensee factories
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FREIGHT TYPES USED TO SHIP ADIDAS PRODUCTS1

% OF PRODUCT SHIPPED 2009 2008 2007

Apparel

Truck 14 17 18

Sea freight 81 77 74

Air freight 4 6 7

Sea and air freight 1 1 1

Hardware2

Truck 1 2 3

Sea freight 97 96 94

Air freight 2 2 3

Sea and air freight 0 0 0

Footwear

Truck 2 2 8

Sea freight 97 96 89

Air freight 1 2 3

Sea and air freight 0 0 0

1 Figures expressed as a percentage of the total number of products transported
2 Accessories and gear

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 130 grams/pair in 1999 to 22.6 grams/pair in 2009, which includes 
nearly all adidas Group athletic footwear factories. The slight increase compared to 2008 is due to the fact that for the 
first time vulcanisation facilities are included.

REDUCTION OF VOC EXPOSURE IN GRAMS/PAIR OF SPORTS SHOES
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CO2 EMISSIONS PER EMPLOYEE CAUSED BY AIR TRAVEL

As a global business, with many locations worldwide and a global supplier base, air travel is widely used by adidas  
Group employees. To obtain a better understanding of the environmental footprint caused by air travelling, the air  
travel managed through our in-house travel agency has been regularly recorded since 2006. In our 2008 report  
we reported incorrect figures of travel emissions caused by adidas Group employees for the years 2006 to 2008.  
These numbers had not included all adidas Group countries. In 2009 the absolute amount of carbon dioxide (25,500 
metric tonnes) was reduced by 2,400 metric tonnes compared to 2008 (27,900 metric tonnes). In relative terms the  
ratio of CO2 emissions per employee in 2009 has declined by 10% compared 2008 and by 26% compared to 2007.

CO2 EMISSIONS PER EMPLOYEE CAUSED BY AIR TRAVEL
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ENVIRONMENTAL DATA FOR OUR MAIN ADMINISTRATION OFFICES,  
PRODUCTION SITES AND DISTRIBUTION CENTRES

The adidas Group operates many sites around the world. They vary in size and structure. Some of them are directly 
owned by the Group, others are leased or rented. Since 2006 major adidas Group sites have been reporting key 
environmental data.

The first phase of the Green Company Initiative roll-out in 2008 and 2009 saw in-depth environmental assessments 
conducted at 24 core sites. The sites included Group and brand headquarters, our own production facilities and some 
distribution centres, representing a significant proportion of the total environmental footprint of the Group’s own 
operations. Additional Group sites will be included in the assessment programme over the next few years. 

The environmental assessments required sites to follow revised data reporting standards, which has meant that some  
of the data reported in our 2008 Sustainability Review has had to be restated. Consistent data sets are reported for  
the years 2008 and 2009 in the table below.

OUR MAIN 
ADMINISTRATION 
OFFICES

TOTAL ENERGY 
(MWH)

TOTAL GHG 
EMISSIONS (TONNE)

TOTAL WATER 
CONSUMPTION 

(M3)
TOTAL WASTE  

(TONNE)

TOTAL PAPER 
CONSUMPTION  

(TONNE)
2009 2008 2009 2008 2009 2008 2009 2008 2009 2008

HQ of the adidas 
Group, 
Herzogenaurach, 
Germany

25,700 22,800 11,500 10,100 33,000 34,000 523 622 83 101

adidas America 
Inc., Portland, 
USA 

7,800 7,900 4,000 4,050 43,000 36,000 16 57 16 16

Reebok-CCM 
Hockey, HQ  
and Distribution 
Centre, Montreal, 
Canada

10,300 10,900 2,000 2,100 25,000 28,000 323 162 16 19

Reebok HQ, 
Canton, USA 26,700 25,900 9,100 8,600 35,000 35,000 397 554 62 48

TaylorMade-
adidas Golf HQ, 
Carlsbad, USA1

4,900 5,200 2,300 2,400 40,000 43,000 460 641 11 17

TaylorMade-
adidas Golf, Office, 
Japan

250 260 80 80 not 
reported 0 not 

reported
not 

reported 4 0

adidas Group, 
Administrative 
Service Building 3, 
Spartanburg, SC, 
USA

1,020 650 520 340 5,000 3,000 17 16 16 15

adidas Group, 
Office, Shanghai, 
China

790 not 
reported 790 not 

reported
not 

reported
not 

reported
not 

reported
not 

reported 5 not 
reported
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OUR OWN 
PRODUCTION 
SITES

TOTAL ENERGY 
(MWH)

TOTAL GHG 
EMISSIONS (TONNE)

TOTAL WATER 
CONSUMPTION 

(M3)
TOTAL WASTE  

(TONNE)

TOTAL PAPER 
CONSUMPTION  

(TONNE)
2009 2008 2009 2008 2009 2008 2009 2008 2009 2008

adidas Footwear 
Factory, 
Scheinfeld, 
Germany

5,050 6,050 1,430 1,670 1,000 2,000 59 44 1 2

adidas Apparel 
Factory, Suzhou, 
China 

420 430 420 430 1,000 1,000 29 4 3 3

adidas Canada 
Assembly Factory, 
Brantford, Canada

720 600 140 120 1,000 not 
reported 15 14 28 27

Reebok-CCM 
Hockey Factory, 
St. Hyacinthe, 
Canada

2,700 3,000 530 580 5,000 5,000 38 25 26 not 
reported

Reebok-CCM 
Hockey Factory, 
St. Jean, Canada

6,160 5,800 1,200 1,140 4,000 2,000 61 72 2 2

Reebok-CCM 
Hockey Factory, 
Edmundston, 
Canada

960 1,200 190 240 1,000 2,000 39 56 1 1

Reebok-CCM 
Hockey Factory, 
Tammela, Finland

2,200 2,500 570 640 1,000 1,000 113 457 3 3

Reebok-CCM 
Hockey Factory, 
Malung, Sweden

not 
reported

not 
reported

not 
reported

not 
reported 8,000 6,000 1 1 10 10

Sports Licensed 
Division, Factory, 
Indianapolis, USA

19,600 19,700 7,700 7,800 22,000 22,000 323 464 323 not 
reported

Sports Licensed 
Division, Factory, 
Mattapoisett, USA

1,200 1,200 610 620 not 
reported

not 
reported 121 150 8 8

Sports Licensed 
Division, Factory, 
Cedar Rapids, USA

4,700 5,300 1,400 1,620 3,000 3,000 152 329 3 7

TaylorMade 
Assembly Factory, 
Togane-Shi, Japan

310 460 90 140 1,000 1,000 57 77 1 2
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OUR 
DISTRIBUTION 
CENTRES

TOTAL ENERGY 
(MWH)

TOTAL GHG 
EMISSIONS (TONNE)

TOTAL WATER 
CONSUMPTION 

(M3)
TOTAL WASTE  

(TONNE)

TOTAL PAPER 
CONSUMPTION  

(TONNE)
2009 2008 2009 2008 2009 2008 2009 2008 2009 2008

adidas Group, 
Distribution 
Centre 1 (Apparel), 
Spartanburg,  
SC, USA

12,700 2,900 6,500 1,500 8,000 1,000 98 117 16 8

adidas Group, 
Distribution 
Centre 2 
(Footwear), 
Spartanburg,  
SC, USA2

7,300
not 

applicable
3,700

not 
applicable

9,000
not 

applicable
45

not 
applicable

16
not 

applicable

adidas America, 
Office/Distribution 
Centre 4 
(Footwear), 
Spartanburg,  
SC, USA

3,800 6,900 2,000 3,500 1,000 13,000 15 87 5 23

adidas Group 
Distribution 
Centre, Suzhou, 
China 

2,080 2,300 2,100 2,300 20,000 19,000 5 4 5 4

Total 147,360 131,950 58,870 49,970 267,000 257,000 2,907 3,953 664 316

1 Figures cover TaylorMade HQ and assembly factory
2 Site started operating in 2009
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COMMUNITY INVOLVEMENT

COMMUNITY AFFAIRS STATISTICS1

In 2009, the number of donation requests submitted to the adidas Group increased by nearly 50%. Donation requests 
significantly varied in nature and purpose. All requests were carefully reviewed on the basis of the adidas Group 
Corporate Giving Guidelines. In particular, we supported those which were in line with our policy. Compared to 2008, 
many funding requests did not meet our requirements and so the number of supported projects decreased. The amount 
of product donations increased in 2009, in particular to support requests from aid organisations for product shipments 
that were used for relief efforts.

REGION
DONATION REQUESTS 

RECEIVED
TOTAL NUMBER OF 

PROJECTS SUPPORTED
UNITS OF PRODUCTS 

DONATED VOLUNTEER HOURS
2007 2008 2009 2007 2008 2009 2007 2008 2009 2007 2008 2009

EMEA 1,915 1,424 1,564 191 215 208 762,517 94,695 17,246 710 5,250 4,213

Latin 
America 304 46 150 73 7 3 53,495 549 29,000 30 400 1,020

North 
America 4,265 3,504 5,784 999 1,238 569 55,471 57,838 143,201 1,638 3,123 1,838

Asia 
Pacific 1,044 106 108 192 101 78 19,808 12,281 38,112 775 4,652 3,737

TOTAL 7,528 5,080 7,606 1,455 1,561 858 891,291 165,363 227,559 3,153 13,425 10,808

1 Numbers include brand adidas activities, corporate activities, Reebok Foundation and Adi Dassler Fund

EMPLOYEES

GLOBAL EMPLOYEE BASE CONTINUES TO GROW

On December 31, 2009, the Group had 39,596 employees, which represents an increase of 2% versus 38,982 in the 
previous year. This development is primarily related to new employees in the Retail segment, mainly on a part-time  
basis. On a full-time equivalent basis, our Group had 34,437 employees on December 31, 2009 (2008: 35,977). Due to  
the high share of employees working on a part-time basis in the Retail segment, this figure is lower than that reported  
on a headcount basis.

EMERGING MARKETS AND OWN RETAIL DRIVE EMPLOYEE GROWTH
The number of employees working in the Wholesale segment decreased 8% to 4,881 at the end of 2009 (2008: 5,303), 
mainly due to the effects of reorganisation initiatives and the implementation of a hiring freeze throughout the adidas 
Group. Staff in our Retail segment increased 11% due to the expansion of own-retail activities in emerging markets. 
Hence, the Retail segment comprised 19,599 employees at year-end (2008: 17,614). In Other Businesses, the number  
of employees decreased by 7% to 1,569 (2008: 1,694), primarily due to the effects of reorganisation initiatives at 
TaylorMade-adidas Golf. The number of employees working in our headquarters functions decreased by 6% to  
13,547 (2008: 14,370). This development reflects the implementation of a Group-wide hiring freeze in 2009.

At the end of 2009, 23% of our Group’s staff was employed in Western Europe (2008: 24%), 31% in European Emerging 
Markets (2008: 28%), 25% in North America (2008: 28%), 8% in Greater China (2008: 9%), 6% in Other Asian Markets 
(2008: 6%) and 7% in Latin America (2008: 6%).
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KEY EMPLOYEE STATISTICS

2007 2008 2009

Total number of employees 31,344 38,982 39,596

Total employees (in %)
Male 52 51 50

Female 48 49 50

Management positions (in %)
Male 70 72 69

Female 30 28 31

Average age of employees (in years)1 30.8 29 31

Employee turnover (in %)2 13 14.7 14.7

Average length of service (in years) 4 3.9 4.1

Annual training hours by employee (in hours) 12.4 10.8 7.3

1 At year-end
2 Excluding the retail sector

HEALTH & SAFETY STATISTICS FOR OUR MAIN ADMINISTRATION OFFICES,  
PRODUCTION SITES AND DISTRIBUTION CENTRES

OUR MAIN ADMINISTRATION OFFICES
NUMBER OF  
EMPLOYEES

NUMBER OF  
WORKPLACE ACCIDENTS

NUMBER OF LOST DAYS 
DUE TO ACCIDENTS

2009 2008 2009 2008 2009 2008

HQ of the adidas Group,  
Herzogenaurach, Germany 2,811 2,667 45 51 not 

disclosed
not 

disclosed

adidas America Inc., Portland, USA 850 688 10 5 112 20

Reebok HQ, Canton, USA 1,120 1,200 0 6 0 4

TaylorMade-adidas Golf HQ, Carlsbad, USA1 725 848 4 31 58 17

TaylorMade-adidas Golf, Office, Japan 145 188 1 0 27 0

adidas Group, Administrative Service Building 3, 
Spartanburg, SC, USA 180 180 0 0 0 0

adidas Group, Office, Shanghai, China 600 not reported not reported not reported not reported not reported

Reebok-CCM Hockey, HQ and Distribution 
Centre, Montreal, Canada 464 500 39 10 1,283 300
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NUMBER OF  
EMPLOYEES

NUMBER OF  
WORKPLACE ACCIDENTS

NUMBER OF LOST DAYS 
DUE TO ACCIDENTS

OUR OWN PRODUCTION SITES 2009 2008 2009 2008 2009 2008

adidas Footwear Factory, Scheinfeld, Germany 134 221 3 1 12 not 
disclosed

adidas Apparel Factory, Suzhou, China 264 230 0 0 0 0

adidas Canada Assembly Factory,  
Brantford, Canada 64 61 2 0 8 0

Reebok-CCM Hockey Factory,  
St. Hyacinthe, Canada 150 149 2 8 23 0

Reebok-CCM Hockey Factory, St. Jean, Canada 127 142 12 9 449 117

Reebok-CCM Hockey Factory,  
Edmundston, Canada 43 60 4 12 33 171

Reebok-CCM Hockey Factory, Tammela, Finland 64 99 2 2 7 10

Reebok-CCM Hockey Factory, Malung, Sweden 110 141 0 1 0 10

Sports Licensed Division, Factory,  
Indianapolis, USA 823 943 12 62 181 248

Sports Licensed Division, Factory,  
Mattapoisett, USA 106 124 0 4 0 2

Sports Licensed Division, Factory,  
Cedar Rapids, USA 108 173 2 23 141 6

TaylorMade Assembly Factory,  
Togane-Shi, Japan 147 144 0 0 0 0

NUMBER OF  
EMPLOYEES

NUMBER OF  
WORKPLACE ACCIDENTS

NUMBER OF LOST DAYS 
DUE TO ACCIDENTS

OUR DISTRIBUTION CENTRES 2009 2008 2009 2008 2009 2008

adidas Group, Distribution Centre 1  
(Apparel), Spartanburg, SC, USA 50 815 1 0 2 0

adidas Group, Distribution Centre 2  
(Footwear), Spartanburg, SC, USA2 50 not 

applicable 0 not 
applicable 0 not 

applicable

adidas America, Office/Distribution Centre 4 
(Footwear), Spartanburg, SC, USA 425 475 0 0 0 0

adidas Group Distribution Centre, Suzhou, China 485 569 8 14 54 172

Total 10,045 10,617 147 239 2,390 1,077

1 Figures cover TaylorMade HQ and assembly factory
2 Site started operating in 2009
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PROGRESS 
AND TARGETS
2009
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KEY TARGETS FOR 2010

Building on achievements to date and following our Sustainability Roadmap 2015 we will focus our 2010 efforts on the 
following core actions:

ENVIRONMENTAL SUSTAINABILITY

• Develop a Group environmental strategy 2015
•  Map and roughly calculate the environmental footprint of our whole value chain
• Launch the environmental supply chain programme
•  Achieve ISO 140011 certification for Group and brand headquarters sites
• Meet annual Green Company milestones for own sites
• Expand Green Team network globally.

SOCIAL COMPLIANCE IN THE SUPPLY CHAIN

 Systems and Guidelines
•  Enable a seamless transition to using the tools developed by the multi-brand Sustainable Compliance Initiative 
•  Complete and launch revised social compliance KPI
•  Drive forward partnership and collaboration with brands and other stakeholders.
 Direct Sourcing Model
•  Direct monitoring efforts to drive better supplier performance
• Drive efficiencies in monitoring coverage.
 Indirect Sourcing Model
•  Extend the range of service capabilities (action plan development, KPI assessments) of external monitoring providers
•  Drive business entities’ accountability for compliance through the expanded use of report cards.

ENGAGEMENTS

•  Continue dialogue with critical stakeholders and use the results to improve our programme.

1  ISO 14001 is an international standard for environmental management systems, which commits a company to seeking continuous improvements in its 
environmental performance. To become certified, a company’s environmental management system needs to be checked by accredited auditors.
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PROGRESS AGAINST 2009 TARGETS 

100% Target achieved
75% Target largely achieved
50% Target half achieved
25% Target partly achieved
0% Target not achieved

ENVIRONMENTAL SUSTAINABILITY – GROUP STRATEGY
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Review the current Group strategy on 
climate change and carbon emissions and 
publish the results on the corporate 
website in 2009.

100%
25%

Environmental targets/climate change 
strategy developed for own sites.

For the development of a Group-wide 
strategy covering the entire value chain.

ENVIRONMENTAL SUSTAINABILITY – PRODUCT
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Communicate and support across all 
adidas Group brands a harmonised 
definition and direction for environmentally 
optimised product materials; develop 
associated internal guidelines to support 
decisions on the selection of materials  
in 2009.

50%
Cross-brand working group  
established and assessment protocol  
for materials drafted, piloted internally  
and communicated.

Incorporate the findings from NGO  
review of our material selection policy  
into our internal tools and guidelines.

25%
Findings from NGO review lacked 
substance for further incorporation  
into material selection policy.

ENVIRONMENTAL SUSTAINABILITY – PRODUCTION (I.E. SUPPLY CHAIN)
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Continue to review critically our efforts  
to internalise the environmental metrics  
of core footwear suppliers and test 
mechanisms to drive improvements.

100%
A shorter set of key metrics has been 
defined which will be applied from  
2010 onwards.

Redesign training concepts based on a 
critical review of our 2008 training 
initiatives for energy efficiency.

100%
Review completed, new defined process  
in place for 2010 with stronger focus on 
results/commitments.

Review industry best practices for the 
management of water, energy and carbon 
emissions. Identify key partnership 
organisations that are providing leadership 
in these areas.

100% Ongoing process.

Complete Environmental Site Assessments 
and Profiles for all ‘Better Place’ suppliers 
and selected suppliers producing products 
licensed by the 2012 London Organising 
Committee of the Olympic Games (LOCOG).

100%
Around 50 suppliers under adidas  
Better Place have been assessed and 
reviewed. Some of those suppliers are  
also LOCOG suppliers.
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ENVIRONMENTAL SUSTAINABILITY – PROPERTIES 
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Launch internal Green Company Initiative 
to drive and promote environmental 
engagements and awareness among the 
adidas Group workforce.

100%

Use results from environmental 
assessments conducted at adidas Group 
core sites for setting Group-wide 
environmental targets.

100%

Review and update the in-house  
’Think Green Guide‘ and support online 
resources to drive energy and 
environmental improvements across  
all adidas Group offices.

100% The review concluded that the existing 
version satisfies current needs.

Establish/align environmental 
management systems at brands’ HQs  
and obtain ISO 14001 certification by  
end of 2010 for each.

50% On track – extensive briefing provided to 
sites to support implementation process.

SUPPLY CHAIN – SYSTEMS/GUIDELINES
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Enhance our participation in the Fair 
Factories Clearinghouse (FFC) Compliance 
Data Sharing Platform and continue to 
review critically the integrity of the data 
available from the FFC database system. 

100%

adidas Group is the FFC member with the 
highest number of shared documents in the 
FFC. Integrity and accuracy of the data in 
the FFC relies on more than a hundred 
users. This is an ongoing task.

Strengthen the application of SEA’s 
supplier key performance indicator  
(KPI) through an upgrade of Worker-
Management Communication and 
Management Systems units of  
measure (UOM).

50%
Completed the upgrade of Worker-
Management UOM in the KPI.

The upgrade of Management System UOM 
to be completed in 2010.

Replace our sustainable compliance 
monitoring methodology with a commonly 
used Sustainable Compliance Initiative 
(SCI) audit tool developed in collaboration 
with other brands.

50%

The SCI tool development is slightly behind 
schedule but the employment components 
were finished in 2009. The health and 
safety components and software tools are 
due to be finished in 2010.

Launch and roll out the revised and 
updated Guidelines for Employment,  
Health and Safety and the Environment.

100%
Employment Guidelines and Health and 
Safety Guidelines were updated.

A new version of the Environmental 
Guidelines was launched.

Publish our internal supplier termination 
policy online. 100% Policy posted on corporate website.
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SUPPLY CHAIN – DIRECT SOURCING MODEL
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Revisit our risk assessments for factory 
monitoring coverage and re-prioritise the 
annual auditing work plans.

100%
Completed in-depth review of factory  
risk assessment and its impact on  
auditing work plans. The upgrade  
factory risk rating finalised.

Identify and close gaps in KPI assessments 
and strategic compliance plans for 
factories that will manufacture products 
licensed by LOCOG.

100% Process on track and to be continued.

Support global apparel sourcing in 
developing compliance benchmarks for 
order allocation as part of the Global 
Apparel Strategic Alliance scheme.

100%
Sustainability benchmarks finalised  
and incorporated into strategic apparel 
supplier programme. Sustainability targets 
also set for core footwear suppliers.

SUPPLY CHAIN – INDIRECT SOURCING MODEL
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Extend the range of external  
monitors compliance services  
beyond initial assessments, to include 
action plan development and KPI 
assessment and scoring.

50%
Selected external monitors have started to 
develop action plans, but have yet to do KPI 
assessment using adidas Group 
assessment tools.

Ensure that all SEA policies, practices,  
and monitoring requirements are being 
extended and applied to the supply chains 
managed by sourcing agents and licensees.

100% Licensees and agents were given access to 
the relevant standard documents.

BUSINESS ENTITIES RELATIONSHIPS
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Internally verify ongoing disclosure of 
supply chain in the FFC. 100%
Drive direct accountability for compliance 
management by developing compliance 
report cards for adidas Group business 
entities (business units, subsidiaries, 
agents, licensees). Issue report card for 13 
business entities.

100% 21 report cards delivered against the 
planned 13.

Drive greater consistency in the application 
of the Group-wide restricted substances 
and product safety policy.

50%

Formalised regulatory monitoring and 
oversight for the US Consumer Product 
Safety Improvement Act.

Restricted substances policies fully 
updated. Progressively being adopted by 
licensees and internal business entities.
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GLOBAL ECONOMIC CRISIS
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Prioritise monitoring activities that track 
worker issues related to factory closures 
and layoffs as a consequence of the global 
financial crisis.

100%
Country profiles were updated to account 
for risk from supply chain consolidation 
and layoffs; task to be continued in 2010.

Offer guidance to all suppliers on ways to 
handle worker redundancies and layoffs in 
a fair and transparent way.

100%
Guidelines on layoffs and redundancies 
were issued and posted on the corporate 
website.

STAKEHOLDER ENGAGEMENTS – INTERNAL
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Review the inclusion of Better Cotton in the 
adidas Group material sourcing strategy 
together with marketing and sourcing 
departments.

50%
Broad acceptance of concept but no Better 
Cotton materials available for quality and 
performance testing.

STAKEHOLDER ENGAGEMENTS – EXTERNAL
TARGETS 2009 TARGET ACHIEVEMENT COMMENTS

Continue to engage with government and 
civil society to influence positive change in 
the regulatory environment and in 
particular, track and understand the 
implications of government policy changes 
on labour law and enforcement practices 
as a result of the global economic crisis.

100%
Critical engagements conducted with 
governments (Madagascar, El Salvador, 
Indonesia, US).

Constructively engage with and participate 
in a workshop run by the Play Fair Alliance 
in Indonesia.

100%

Active participation in key stakeholder 
dialogues:

–  Workshop on Lean Manufacturing and 
Labor Standards, MIT Sloan School of 
Management, Cambridge, October 2009

–  Play Fair’s Multi-Stakeholder Workshop, 
Jakarta, November 2009.

Continue to collaborate with other brands 
in the development and launch of an 
innovative harmonised audit tool 
methodology (SCI) and the FFC compliance 
data-sharing platform. 

100%

Collaboration with brands, suppliers  
and other industry actors on track. 
Field-testing is occurring regularly.  
The SCI data platform is scheduled  
to be operational in 2010.

Explore the strategic value of industry 
leadership initiatives and engage with 
scientific organisations to evaluate carbon 
management and labelling schemes.

100% Broad engagement completed to enable 
decision-making.

Host a Stakeholder Dialogue on 
Environmental Sustainability with selected 
Asia suppliers and report on their 
feedback.

100% Report on workshop has been posted  
on the corporate website.
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