
SUSTAINABILITY 
PROGRESS REPORT 2012

PERFORMANCE COUNTS

NEVER
STOP…
Athletes never stop trying to improve  
their performance. The same goes  
for the adidas Group. We constantly  
review our performance as we  
aim for our 2015 targets and  
set ourselves new milestones  
each year – because performance counts.
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CEO STATEMENT

The adidas Group CEO Herbert Hainer reflects on 
the past year’s achievements and acknowledges 
there is more to do as he introduces our 2012 
Sustainability Progress Report. 

Dear all,

Thank you for taking the time to read through the adidas 
Group’s 2012 Sustainability Progress Report.

We are aware that you and many of our consumers and 
stakeholders have high expectations of successful global 
corporations like ours when it comes to their sustainability 
efforts – and you should. I am proud that the adidas Group, 
spearheaded by a dedicated and passionate Social and 
Environmental Affairs team, led the way in our industry in 
sustainable business practices again last year. We take 
responsibility for our employees, the people that produce our 
products, the environment and the communities we operate in. 
In fact, we received positive feedback on our work from many 
of our stakeholders. For example, in Germany we won the SAM 
Gold Class and Sector Leader Award for Sustainability, we 
were included into the Dow Jones Sustainability Indexes for 
the 13th time in a row and named industry leader for the 9th 
time, while our Olympic collection for London 2012 was the 
most sustainable adidas collection ever produced.

I am equally proud that we are very transparent about our 
progress. We started to publish our social and environmental 
ambitions, projects and results in the year 2000. Ever since, 
we have updated you and everyone who is interested in our 
initiatives annually via our sustainability report and every day 
in real time via our corporate website www.adidas-Group.com/
sustainability. When reading through our report, I hope you will 
agree with me that this is not just another glossy brochure that 
uses flowery words to describe all the good things that we 
aspire to do. While we highlight our successes we also give you 
all the facts about those areas where we still have more to do.

 
There were challenges in 2012 and there will of 
course be some in 2013 as well. The important thing, 
however, is that we are committed to tackling these 
challenges and that they spur us on to reach our  
sustainability goals. 

So is everything perfect in the world of the adidas Group?

Of course, it is not.

When you go on a multi-year journey as we do, you should expect 
some bumps and bruises on the way. Our strategic business 
plan – called Route 2015 – sets out ambitious targets for the 
growth of the adidas Group up to 2015. At the same time, we 
want to fulfil demanding social and environmental objectives 
to make sure that we grow our business in a sustainable way. 
And yes, there were challenges in 2012 and there will of course 
be some in 2013 as well. The important thing, however, is that 
we are committed to tackling these challenges and that they 
spur us on to reach our sustainability goals.

This year’s report title ‘Never Stop’ is therefore emblematic  
of our continuous efforts to ensure fair, safe and healthy 
conditions for workers in our supply chain, to minimise our 
environmental footprint, to support our employees and to 
contribute positively to the communities where we operate.

It is my pleasure to invite you to follow us on our journey and  
I am looking forward to continuing our constructive dialogue 
with you via sustainability@adidas-Group.com.

Thank you.

Herbert Hainer 
Chief Executive Officer 
adidas Group
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QUESTIONS & ANSWERS

Frank Henke, Global Director Social and 
Environmental Affairs, answers questions 
about our overall approach to sustainability 
and what we have been working on in 2012.

For our business profile and more details 
about our programme, click here1.

FIRST OF ALL, FRANK, HOW DO YOU IDENTIFY THE 
MOST RELEVANT SUSTAINABILITY ISSUES FOR THE 
ADIDAS GROUP TO ADDRESS?
We consider several factors that help us determine where 
to focus our resources starting with our mission and values: 
the adidas Group’s mission is to be the global leader in the 
sporting goods industry, and the corresponding business 
strategy and our values are passion, performance, integrity 
and diversity.

We look at issues that may have a reputational impact or may 
pose a risk to the company in the short, medium or long term. 
Issues that are of high importance to our stakeholders, such 
as non-governmental organisations (NGOs) and consumers, 
matter to us. And there are legal and regulatory drivers and 
industry-wide norms for sustainability in our sector that we 
need to consider, too.

We also look to be innovative – a quality embedded in our 
DNA from our founder Adi Dassler. So we actively explore 
innovations and opportunities that will benefit the 
environment, our supply chain, customers and other 
stakeholders.

HOW WOULD YOU DESCRIBE THE ADIDAS GROUP 
APPROACH TO MANAGING ITS SUSTAINABILITY 
PROGRAMME?
One core aspect is about striking the balance between 
business needs and social and environmental demands. This 
requires integrating sustainability into our business strategy 
and our day-to-day operations.

Furthermore, it is crucial to tackle issues on the ground, to be 
connected to these issues and the people – our employees, 
customers, workers in our suppliers’ factories and our 
stakeholders – to understand their concerns and to find ways 
to address them effectively.

Finally, it is also about being innovative – developing solutions 
that have a measurable impact and are scalable.

We aim to apply this approach to all the work streams in our 
sustainability strategy:

•	 Achieving environmental sustainability and managing 
scarce resources;

•	 Respecting human rights and driving social compliance  
in our supply chain;

•	 Engaging stakeholders;

•	 Developing our employees; and

•	 Supporting people in local communities.

 

OUR APPROACH

1 http://www.adidas-group.com/en/sustainability/Our_Programme/default.aspx

ACHIEVING ENVIRONMENTAL SUSTAINABILITYMISSION:
TO BE THE BEST SPORTING GOODS 
COMPANY IN THE WORLD

OUR VALUES:
PERFORMANCE, PASSION, INTEGRITY, DIVERSITY

PROTECTING WORKERS’ RIGHTS

ENGAGING STAKEHOLDERS

DEVELOPING OUR EMPLOYEES

CONTRIBUTING TO LOCAL COMMUNITIES
}
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WHAT PRECISELY DO YOU MEAN BY ‘INTEGRATING 
SUSTAINABILITY INTO THE BUSINESS STRATEGY’?
Since 2010, the adidas Group has followed its Route 2015 
Strategic Business Plan, which details how we aim to achieve 
qualitative and sustainable growth. The Business Plan 
contains ambitious targets to operate in a smarter way and 
to be more efficient, both of which have direct links with our 
approach to sustainability.

So, for example, introducing virtualisation technologies for 
showcasing new products has streamlined the sell-in process 
and saved resources by reducing the number of samples by 
20% since 2010. And in our supply chain, it makes good 
business sense to consolidate our purchasing with the best 
suppliers, those who comply with our ‘Workplace Standards’.

Integration is about putting sustainability thinking into practice 
every day.

HOW CAN YOU PROVE THAT THE APPROACH WORKS?
We have set 2015 targets and annual milestones for our 
sustainability work streams. This enables us to stay focused 
and to track progress. We publicly report back on our 
achievements and openly communicate where we have met 
targets and when we have fallen short. This gives us – and our 
stakeholders – an accurate picture of our actual performance 
and a roadmap to close the gaps when we miss the targets.

In particular, we apply this approach through the 
environmental strategy that is targeted to substantially 
improve the Group’s environmental footprint by changing our 
processes across every part of our value chain. Thinking in this 
integrated and holistic way means we look at everything from 
innovation and product design to manufacturing operations as 
well as our own stores and other sales channels.

CAN YOU GIVE US SOME EXAMPLES?
I am happy to. In 2012, we were the first company to launch  
a product line that was dyed with a technology we call adidas 
DryDye. This innovative fabric dyeing technology uses no  
water and also halves the waste and emissions compared  
with normal dyeing.

As well as using new green technologies, we also look for 
innovations in the materials we use. At the London 2012 
Olympic Games, the majority of products contained some 
sustainability element. For example, we used 100% recycled 
polyester in parts of the volunteer, torchbearer and 
presentation outfits. Where technically possible, we also 
included sustainable materials into some of the athlete 
products without sacrificing performance standards.

And closer to home, our Green Company initiative has helped 
us to make significant energy savings at our own sites and  
we are on track to meet our target of 30% relative reduction  
in carbon emissions by 2015.

HUNDREDS OF THOUSANDS OF WORKERS MAKE 
PRODUCTS FOR THE ADIDAS GROUP. HOW CAN  
YOU MAKE SURE THAT THEIR RIGHTS ARE RESPECTED 
AND THEY ARE TREATED FAIRLY?
This is a fundamental – and challenging – part of our 
sustainability programme.

Apparel is an entry-level employment sector most often found 
in developing economies. Factory owners employ low-skilled 
workforces and, in many supply-chain countries, the standards 
of governance and regulation are poor. That means we have a 
responsibility to support those workers as best we can. Indeed, 
it was concern for their welfare and rights that led us to write 
our ‘Workplace Standards’ and to establish a compliance 
management system embedded in all the brands in the 
adidas Group.

We have a team of 65 experts that regularly check workplace 
conditions and work closely with our suppliers to meet and 
improve compliance with our Standards. Through our 
participation in the Fair Labor Association (FLA) we commit  
to independent factory audits in our supplier factories by 
FLA-accredited inspectors.

As well as checking on our suppliers, it is crucial to build 
awareness, capacity and knowledge of laws and rights among 
factory management and workers. So, we partner with leading 
providers such as the EHS Academy in China and the ILO 
Better Work Initiative that run broad training programmes  
for factories across our industry.

We also collaborate with other brands and buyers and promote 
systems such as the Fair Factories Clearinghouse database 
that allows us to share information with each other and work 
more efficiently on addressing issues when they arise.

We have established confidential 24-hour worker hotlines to 
be connected with workers and to understand their concerns, 
and recently we began rolling out a new hotline service that 
workers can use via their mobile phones.

While we will give underperforming suppliers the chance to 
improve their employment, health, safety and environmental 
practices, we will stop sourcing from them if they do not meet 
our Standards. We believe that this holistic approach of 
auditing performance, training to build capacity, and 
collaboratively driving changes across industry practices,  
is a meaningful effort to respect and protect workers’ rights.
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WHAT ARE YOU HOPING TO ACHIEVE WITH  
YOUR SUPPLIER PROGRAMME?
It is our ultimate goal to work with suppliers who have strong 
and effective governance and management systems in place, 
who are monitored by local regulators and who, through their 
self-governance practices, do not need us to inspect their 
sites. In 2012, we were able to increase the number of our 
self-governance suppliers from 11% in 2011 to 15% of all our 
direct suppliers.

BUT WE OFTEN HEAR FROM CRITICAL VOICES, 
PARTICULARLY AROUND MAJOR SPORTING EVENTS, 
THAT THE ADIDAS GROUP IS NOT DOING ENOUGH TO 
SAFEGUARD WORKERS’ RIGHTS.
Let us look at the London 2012 Olympic Games. We fully 
complied with the principles of the London Olympics Sourcing 
Code and we publicly disclosed all supplier factories that 
manufactured licensed Olympic products. In addition, we 
actively engaged with the labour rights community and 
explained what we were doing. We knew that these groups 
would issue reports and campaign against us. We carefully 
investigated all the claims and allegations raised and then we 
commissioned third parties to independently review these 
claims. We transparently reported on the actions we took once 
the allegations had been substantiated. While a number of the 
claims raised in these reports turned out to be unfounded or 
inaccurate, a few were real and we acted to resolve them.

A long-running issue that continued in 2012 was about a 
factory closure in Indonesia. The factory, PT Kizone, was 
making sportswear for the US college sports market. This is a 
complex case which confronts the challenges of displaced 
workers left without severance pay and the accountability of 
who should pay when the employer flees the country. Twice in 
2012, we funded a substantial amount of humanitarian aid for 
those displaced PT Kizone workers.

A REOCCURRING DEMAND IS THAT YOU SHOULD PAY 
BETTER WAGES TO WORKERS. WHAT IS YOUR 
POSITION ON THIS?
While it sounds like a very simple demand, establishing  
the level of a ‘fair wage’ is actually far from straightforward. 
Yes, basic pay should be benchmarked at a level higher than 
the local minimum wage or the industry wage, and should 
acknowledge and reward workers for productivity gains. It 
should also take into account data on the general cost of living 
and needs of the workforce, and wages should of course meet 
all legally mandated benefits. And, wage-setting should be a 
transparent process and have been developed with the direct 
input of workers, ideally through collective bargaining.

But there is more to this question; a question we first looked  
at with academics a decade ago. The latest thinking identifies 
12 dimensions of wages that contribute to a fair wage. These 
dimensions evaluate compliance with legal wage provisions, 
performance with wage levelling and wage adjustments, the 
quality of pay systems, their fairness and efficiency, and the 
strength of communication and social dialogue around wages. 
The findings from the evaluations of the 12 dimensions set a 
series of wage policy recommendations that, if executed, will 
pay workers a fair wage.

In 2012, we engaged with the Fair Wage Network who ran ‘fair 
wage assessments’ to see how this methodology compares 
with the reality at the factory level. We are continuing with that 
research to refine our approach in helping our suppliers to 
include fair wage dimensions into their management systems. 
This is an important issue for our sector and we are committed 
to moving it forward.
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DESPITE OPERATING IN A HIGHLY COMPETITIVE 
MARKET, DOES THE ADIDAS GROUP FEEL THERE IS A 
SAFE SPACE FOR CROSS-BRAND COLLABORATION THAT 
ADDRESSES INDUSTRY-WIDE CHALLENGES?
Yes, and it is an integral part of our strategy. While we are  
a major player in the industry, our buying volume is not big 
enough to secure change on our own. The further you go down 
the supply chain, the less influence you have as an individual 
brand. In many cases, we share suppliers with other brands 
and buyers, so it makes sense to collaborate with them. We 
take part in several industry-wide initiatives including:

•	 Fair Labor Association

•	 Fair Factories Clearinghouse

•	 ILO Better Work Programme

•	 Sustainable Apparel Coalition

•	 Zero Discharge of Hazardous Chemicals Group

•	 AFIRM Working Group.

Over time, we hope these initiatives will make a real difference 
to the overall performance of our industry and, in particular, 
to the lives of people working in our supply chain.

AND FINALLY, ARE YOU PLANNING ANY CHANGES 
TO YOUR PROGRAMME IN THE COMING YEAR?
Like any other function in a business organisation, we review 
our progress and refine our approach based on what has 
worked and what has not worked in the previous year. We 
include an assessment of upcoming issues.

In short, any change is all about making us more effective. For 
the environment, we are setting targets that will drive more 
progress and intensifying our research into those areas where 
we think we can make the most difference, particularly around 
chemicals in the textile industry. With our employees, we are 
rolling out new tools and processes that help our senior 
managers develop their leadership skills and help individuals 
achieve their targets.

With our suppliers, we will strengthen our policies and 
procedures for managing compliance by our licensees’ and 
agents’ supply chains by applying more rigid assessment and 
scoring systems. And by working ever more effectively with 
suppliers and other buyers, we free up resources to participate 
more diligently with industry-wide initiatives that are 
addressing critical social and environmental challenges. 
We will then adopt these emerging standards into our own 
business processes and drive ever greater cohesion in 
our industry.

FRANK, THANK YOU FOR THIS INTERVIEW.

ABOUT THIS REPORT

We have a strong track record and legacy in sustainability 
reporting. For 13 years we have published an annual report  
on our social and environmental achievements and this report 
updates our progress since our 2011 report.

This report covers our sustainability performance for the 
calendar year 2012. It focuses on the sustainability issues 
most relevant to our business and details how we address the 
material challenges we face. Performance counts so we have 
framed the report around our progress towards our 2015 
sustainability targets and the 2012 milestones we set for 
ourselves. To complement the report, our corporate website 
includes more details on our overall approach to sustainability: 
www.adidas-Group.com. Together the two sites represent our 
reporting on sustainability.

The data presented covers the social and environmental 
impacts of all our brands and offices, except where specified. 
We also address the social compliance statistics for our 
suppliers and include supplier environmental data as well.

The report in particular is targeted at sustainability experts 
such as the ethical investment and rating community, 
academics and non-governmental organisations, but it  
also responds to the growing interests of employees  
and consumers.

The Global Reporting Initiative guidelines are the leading 
international benchmark for sustainability reporting. As  
the information supplied in both this report and on our 
corporate website are interconnected, we have applied  
the GRI guidelines version 3.1 to the content on both sites.  
A GRI Content Index is available on our corporate website and 
indicates precisely where we have applied the GRI guidelines.
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SUPPLIERS

NEVER STOP ...RISING TO THE CHALLENGE
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58
2011 2012

39%

% 15
2011 2012

11%

%86%

2012

INCREASE IN THE 
NUMBER OF 
FACTORIES WITH A 
3C-RATING (GOOD) 
OR BETTER

STRATEGIC 
SUPPLIERS THAT 
ARE NOW AT 
3C-RATING OR 
BETTER

INCREASE IN 
THE NUMBER OF 
OUR SELF-
GOVERNANCE 
SUPPLIERS (4C 
OR 5C)

In 2012, we managed to substantially increase the number of 
factories with a 3C-rating (good) or better – from 39% in 2011 
to 58% in 2012 – a 19% increase. We were also able to increase 
the number of our self-governance suppliers (4C or 5C), from 
11% in 2011 to 15% in 2012. These are suppliers who are 
sufficiently motivated and knowledgeable to proactively 
manage their own social and environmental performance.

For our core suppliers, who  
are managed under strategic 
supplier programmes for 
footwear, apparel and 
accessories, the numbers are 
even better – 86% of our strategic suppliers are now at 
3C-rating or better, and 37% are at 4C-rating or better. For 
this supplier group we exceeded the 2012 milestones and 
goals set for 2015.

In 2013, we will review this positive development and revise 
the 2015 goals for our strategic suppliers.

58%
of all direct suppliers 
are rated good or better

IMPROVING PERFORMANCE TARGET 2015

80% OF STRATEGIC TIER 1 SUPPLIERS TO 
MEET 3C (GOOD) OR BETTER UNDER OUR 
SOCIAL COMPLIANCE KPI RATING. 

25% OF OUR STRATEGIC TIER 1 SUPPLIERS 
TO BE IN A SELF-GOVERNANCE 
COMPLIANCE MODEL (WHERE THEY TAKE 
RESPONSIBILITY FOR THEIR OWN 
PERFORMANCE) THAT INCLUDES 
REPORTING OF KEY SOCIAL AND HEALTH 
& SAFETY INDICATORS. 

60% OF ALL DIRECT SUPPLIERS TO MEET 
3C (GOOD) OR BETTER. 

NEW: RAISE THE OVERALL 
UNDERSTANDING AND AWARENESS OF 
HEALTH & SAFETY ISSUES SPECIFIC TO 
THE MANUFACTURING PROCESS WITH THE 
SUPPLY CHAIN. 

NEW: 100% ENROLMENT OF NOMINATED 
TIER 2 APPAREL MATERIAL SUPPLIERS 
INTO THE OCCUPATIONAL HEALTH & 
SAFETY OFFICER PROGRAMME (OHSO) OR 
LOCAL EQUIVALENT PROGRAMME.
About 80% of all the products we have manufactured are made 
by our direct suppliers. They are suppliers with whom we have 
direct contractual relationships and who are supervised by our 
Sourcing team. To improve the overall quality of our supply 
chain, we have focused on providing target-focused training to 
these suppliers.

DIRECT SUPPLIERS
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DEVELOPING OUR APPROACH
We are continuously evaluating our approach to managing 
compliance in our supply chain. It was our internal review of 
the direct supply chain compliance performance over the years 
that led us to focus more resources than ever before in 2012 
on training and building capacity with our suppliers. Overall, 
in 2012, we conducted 172 training sessions on different topics 
for more than 3,000 people.

One aspect of this focus was our efforts to drive a more 
common approach and methodology in developing and 
executing the training programme for suppliers. This included:

•	 Needs assessment: defining the target suppliers and the 
training subjects more accurately.

•	 Execution: strengthening the sharing of training materials 
between regions. Using external experts and consultants 
for certain subjects, such as HR management systems or 
safety officer training.

•	 Best practice sharing: inviting factories that already operate 
at the self-governance level to share their experiences, 
knowledge and success stories.

•	 Progress review: giving suppliers assignments after the 
training to ensure they put into practice what they have 
learnt.

The improvements in the KPI C-ratings we achieved this year 
not only reflect better compliance by suppliers, they also 
represent the improvements we have made in organising and 
managing our programme.

STRIVING FOR MORE
Despite this year’s achievements, we have identified an urgent 
need to drive more consistency in our capacity building 
programme across regions and countries. This is imperative 
to sustain the continuous improvement in our suppliers’ 
performance. For this reason, the Social and Environmental 
Affairs (SEA) team created a new function that will begin work 
in 2013. The ‘Capacity Building and Development’ team will 
primarily develop a unified and comprehensive capacity-
building programme for our global supply chain. With the 
creation of this new function within the SEA team, we will be 
able to provide the best possible support to our suppliers in 
their efforts to continuously improving workplace conditions 
and the welfare of their workers.

FOCUSED ON TARGETED IMPROVEMENTS
In 2012, we concentrated on:

•	 Helping the 2C-rated factories to improve their 
management systems and the overall business 
organisation to achieve a 3C-rating.

•	 Bringing more factories into the self-governance cluster 
(4C or 5C) by helping 3C-rated factories to improve the 
effectiveness of their management systems in both Human 
Resources (HR) and health, safety and environment (HSE).

•	 Providing basic know-how to new factories so that they can 
quickly achieve the minimum KPI requirement of 2C.

 
Our participation in the adidas Group capacity-
building programme in Indonesia was a great help 
for us. We received knowledge and practical 
guidance in improving the compliance programme  
in our factory. As a result, in 2012, we managed  
to improve our KPI rating from 3C into 4C, and 
achieved our long-standing goal to become a  
self-governance factory. 
Roger Tan, Compliance Manager at PT Glostar Indonesia

WORKING HAND-IN-HAND WITH OUR  
SOURCING TEAM
The only way we can make progress with social compliance in 
our supply chain is to work closely with our Sourcing team. 
Our KPI C-rating continues to be an integral part of the overall 
performance evaluation that the Sourcing team conducts of a 
supplier’s factory. In addition, they have helped ensure that 
suppliers dedicated resources both to the training programme 
and to implementing the strategic compliance plan.
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MILESTONES 2013

65% of all direct suppliers to meet 3C (good) or better.

20% of direct suppliers to be self-governing 4C or better.

90% of strategic supplier factories to meet 3C (good) or 
better.

Limited rollout of the Social Compliance Initiative (SCI) 
tool in six key suppliers which will inform the plan of 
broader rollout in the direct supply chain.

Integrate the SMS hotline into worker grievance and 
communication systems by implementing it with four 
more suppliers in Indonesia and one pilot factory in 
Vietnam (see SMS worker hotline story on the next page).

Develop a comprehensive Occupational Health & Safety 
(OHS) strategy to address the incidence of vibration 
exposure in golf club production.

Review training needs and effectiveness of Occupational 
Health & Safety Officer training programmes.

MILESTONES 2012

68% of strategic Tier 1 supplier factories to meet 3C 
(good) or better.

Target was achieved through more systematic and 
effective training programmes and strong support from 
the Sourcing team. In fact, 86% of our strategic suppliers 
met 3C or better.

 FULLY ACHIEVED

15% of our strategic Tier 1 suppliers to meet 4C or 
better (self-governance model).

Target was achieved through more systematic and 
effective training programmes and sharing best practice 
with peer suppliers. In fact, 37% of our strategic 
suppliers met 4C or better.

 FULLY ACHIEVED

45% of all direct suppliers to meet 3C (good) or better.

Target was achieved through more systematic and 
effective training programmes.

 FULLY ACHIEVED

Target newly approved suppliers to help them achieve a 
minimum 2C-rating.

Milestone was only partly achieved because some new 
factories had limited resources which hindered them 
making the necessary improvements.

 PARTLY ACHIEVED

Provide ongoing training and consultation for existing 
suppliers to improve their KPI rating to the next level.

Target was fully achieved by strategically integrating 
training programmes for suppliers into our work plans.

 FULLY ACHIEVED
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GOOD COMMUNICATION IS VITAL
We know how important it is that we are able to successfully 
communicate our Workplace Standards to our suppliers’ 
workers and to understand their concerns. We currently put 
posters on factory walls and our compliance staff hand out 
their business cards but we are aware that these are of limited 
value in educating workers about their rights.

Inspired by an ILO Better  
Work project in Indonesia,  
we decided to test mobile 
communication as an 
alternative way to improve 
communication with workers. Recent research by Better Work1 
reveals that nearly, if not all, factory workers in Indonesia 
nowadays have mobile phones and they are active users. We 
believe that mobile phone technology can not only be used by 
workers to air grievances, it can also be used to improve 
communications with workers.

TESTING THE SYSTEM
The pilot project is looking at the potential of the short 
messaging system (SMS) texting service in the first instance. 
This is because SMS texting is simple and cheap to use and 
the system requires only very modest investment up front.

One of our main footwear suppliers in Indonesia agreed to 
participate in the pilot project, which included a consultant 
conducting training, installing some devices, introducing the 
concept to workers and union representatives as well as a 
short survey to gain worker feedback. Workers only participate 
if they want to share their mobile phone numbers – it is 
entirely up to them.

79%
of the texts sent in were 
grievances

SMS WORKER HOTLINES

CONNECTED TO WORKERS: 
STRENGTHENING COMMUNICATION 
THROUGH SMS TEXTING
We continually look for new and innovative ways to connect 
directly with our suppliers’ workers, and we are now piloting 
the use of mobile phones – and SMS texting in particular – in 
a number of factories in Indonesia.

In its first month of operation, workers mainly shared 
grievances on HR-related issues such as staff reductions, 
working hours and insurance. According to the factory’s HR 
team the system has helped them to detect issues early and 
address them quickly before they became a major concern 
for workers and the union.

THREE WAYS TEXTING IS USED

1 http://betterwork.org/global/?p=199
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BUILDING ON A SUCCESSFUL START
The results of the pilot are very encouraging so far as shown 
by the positive response from both workers and management. 
In the first month after launch, factory management received 
three times more grievances and suggestions from workers 
than before. As the system allows for direct, personal and easy 
communication, factory management has been fairly quick in 
responding to the workers’ grievances.

We are hopeful that if the factory can maintain their level of 
responsiveness, the workers will trust the system more, which 
will lead to better worker-management communication.

The success of the project so far has encouraged us to extend 
the programme and manage it as part of our overall workplan 
to improve performance in our suppliers’ factories. In 2013 we 
will replicate the system in four other factories in Indonesia 
and begin a pilot in a factory in Vietnam.

Workers can send texts to hotline services if they have a 
grievance. The texts are cheap for them to send and they can 
do it from almost anywhere. A filtering system is used to 
prioritise grievances based on severity and regularity.

The adidas Group has access to the incoming grievances data. 
So we can monitor and track how factory management 
handles workers’ grievances and can see immediately if there 
are any critical issues in a factory.

In turn, factory managers can send SMS texts to workers’ 
mobile phones from the factory’s computer system. The theory 
is that through these texts, workers and managers can enjoy 
better communication, which is crucial for a well-run facility.

And finally the adidas Group can also share information with 
workers by text. Each worker who shared his/her mobile 
phone number will periodically receive a text on a new topic. 
The idea here is that this will help improve their understanding 
of our Workplace Standards.

PT CHING LUH – MONTHLY GRIEVANCE REPORT (JANUARY)
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The RC process is very transparent, too. The SEA team 
completes the RC, which measures how effectively the 
business entities have internalised compliance into their daily 
operations, and then discusses the scores in detail with the 
business entity to identify improvement opportunities and 
areas where the SEA team can support them.

Low scores indicate that the business entity’s management 
systems and processes are not sufficient to meet the adidas 
Group’s standards for suppliers. In such cases, the SEA team 
meets with these low-scoring business entities more 
frequently to help them improve their compliance systems 
internally and in their supply chain.

On the other hand, business entities with high scores, in 
particular those who already have a well-established and 
functioning compliance programme including an internal audit 
team, can operate in a self-governance mode.

* In 2012, we revised the RC template to increase the scoring weight in six areas which we 
believe deserve more attention. Although this might have resulted in lower scores, we 
anticipate that the overall scores will eventually increase by focusing on these critical areas 
of compliance.

MILESTONES 2012

Report Cards reviewed and updated for 90% of our 
business units and licensees with final scores mutually 
agreed.

Report Cards were finalised in a mutually agreed way for 
80% of these business entities.

 PARTLY ACHIEVED

MILESTONES 2013

Report Cards prepared for 92% of our eligible business 
entities; support them achieving an average performance 
rating of 67% or higher.

Complete the selection of a Single Service Provider to 
manage the indirect suppliers and launch the 
programme.

IMPROVING REPORT CARD SCORES TARGET 2015

REPORT CARDS FOR ALL ELIGIBLE 
BUSINESS ENTITIES MANAGING OUR 
INDIRECT SUPPLIERS TO ACHIEVE AN 
AVERAGE PERFORMANCE RATING OF 70% 
OR HIGHER
As well as monitoring and training our direct suppliers,  
we also check on the performance of our indirect suppliers, 
which are sourced by licensees and agents used by our 
business entities.

We started developing  
Strategic Compliance Plans 
(SCP) in 2008 for the  
licensees and business  
entities that source through 
agents. A Report Card (RC) 
section was added to the SCP in late 2010. As of today, we 
have covered 90% of all eligible business entities – ones that 
have five or more suppliers in high risk countries. In 2012 they 
scored an average performance rating of 63%*.

The compliance plan with its report card helps us track and 
evaluate the commitment and effectiveness of the business 
entities’ management in ensuring sound compliance practices. 
All business entities have to integrate compliance into their 
operational and sourcing practices from when they find a new 
factory until the end of the business relationship.

HOW DOES THE SYSTEM WORK?
The SCP focuses on the management systems that the 
business entities have in order to manage compliance within 
their organisation and in their supply chain. After a business 
entity develops its SCP, the adidas Group’s Social and 
Environmental Affairs (SEA) team, together with the business 
entity’s management, review it and identify gaps in the plan 
and/or its implementation which are then reported back into 
the strategic action plan.

63%
is the average Report 
Card score of the 
business entities in 2012

INDIRECT SUPPLIERS AND 
BUSINESS ENTITIES
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INDUSTRY-WIDE TOOLS TARGET 2015

ESTABLISH COMMON INDUSTRY-WIDE 
MONITORING PLATFORM, METHODOLOGY 
AND TOOLS TO CHECK AND MEASURE FAIR, 
HEALTHY AND SAFE WORKPLACE 
CONDITIONS
The question of calculating and paying fair wages is complex 
but one that the apparel industry needs to tackle. The adidas 
Group has been looking at the issue since 2002 and we 
continue to explore possible solutions that the whole industry 
might adopt.

25 FAIR WAGE ASSESSMENTS IN EIGHT COUNTRIES: 
PHILIPPINES, INDONESIA, MEXICO, BRAZIL, VIETNAM, 
CHINA, EL SALVADOR AND THAILAND

During 2011 and 2012, 25 adidas Group suppliers in eight 
countries completed Fair Wage self-assessment 
questionnaires and four factories received full Fair Wage 
assessments, where workers are surveyed in addition to 
the management self-assessments. The countries were 
Philippines, Indonesia, Mexico, Brazil, Vietnam, China, 
El Salvador and Thailand. The assessments aim to identify 
what management practices are required for a Fair Wage.

The Fair Wage model proposes a more holistic consideration 
of the wage issue than simply paying the minimum wage or 
a living wage. The assessments do evaluate compliance with 
legal wage provisions, wage levels and adjustments, but they 
also look at wider wage issues. These include the quality of 
pay systems, their fairness and efficiency, as well as the 
strength of communication and dialogue.

MIXED INITIAL FINDINGS
The findings from these first pilot assessments are mixed. 
The suppliers were found to be strongest in practices related 
to making regular payments, paying the prevailing wage, 
and communication and dialogue. There is rather low wage 
disparity and discrimination, and no dramatic reduction of 
wage costs in total production costs was reported.

Issues where the suppliers were less fair were the 
underpayment of working hours, wage systems not being 
linked to skill sets or to the economic performance of the 
company, a high frequency of ‘piece rate’ pay, and rather weak 
pay systems performance.

 
… the Fair Wage methodology focuses on processes 
along a series of benchmarks rather than on 
absolute numbers; it also tries to incorporate  
both the social (workers) and economic  
(employers) aspects.  
Daniel Vaughan-Whitehead, specialist for wage policies at the International 
Labour Organization and co-chair of the Fair Wage Network. 
Source: University of Washington Fair Wages Workshop PDF, p.4.

Once the Fair Wage assessment reports are finalised, the 
suppliers will engage with representatives of the Fair Labor 
Association1 (FLA) and the Fair Wage organisation2 on 
recommended actions and remedial processes.

LESSONS LEARNED
The Fair Wage assessments have helped us improve the way 
we monitor compensation and pay issues. We have integrated 
the Fair Wage idea into our supplier training on Human 
Resources Management Systems (HRMS). This has helped to 
clarify where gaps existed in monitoring and measuring wage 
performance and what sustainable remediation practices 
might look like. The Fair Wage model complements our 
initiatives promoting manufacturing excellence and 
responsible buying practices.

SYSTEMS AND GUIDELINES

1 http://www.fairlabor.org/
2 http://www.fair-wage.com/
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MILESTONES 2012

Participate in the Sustainable Apparel Coalition (SAC), 
the Global Social Compliance Programme (GSCP), the 
Fair Labor Association (FLA) and the World Federation 
of the Sporting Goods Industry (WFSGI) forums to 
promote the use of the Fair Factories Clearinghouse 
(FFC) as a sharing platform for compliance data.

The adidas Group influenced FFC membership and 
membership consideration by several brands and 
multi-stakeholder initiatives.

 FULLY ACHIEVED

Integrate the Social Compliance Initiative (SCI) 
methodology into current monitoring tools; apply the 
tools from 2013 onwards.

Together with two other brands, the adidas Group 
completed the development of the SCI core question set. 
Other companies are being recruited to adopt this audit 
tool, significantly improving industry-wide collaboration.

 PARTLY ACHIEVED

Deliver 25 full and self-assessments using the Fair  
Wage tool.

25 factories in eight countries completed the assessment.

 FULLY ACHIEVED

Start applying the Global Social Compliance Programme 
Equivalence Assessment.

The registration and application for self-assessment were 
completed for all five reference and benchmarking tools.

 FULLY ACHIEVED

MILESTONES 2013

Integrate SCI methodology: support the development of 
the tool in the FFC; pilot the SCI core questions in the 
direct supply chain.

Continue expansion of Fair Wage assessments in same 
countries and publish findings; review current positions 
on wages based on findings.

Benchmark the adidas Group’s sustainability 
performance and practices against industry peers using 
the Equivalence Process of the Global Social Compliance 
Programme (GSCP) and review findings.

DEVELOPING THE RESEARCH FURTHER
In 2013, we will commission three qualitative case studies, 
more worker surveys in the factories where management has 
already completed self-assessments, and a new set of 
management self-assessments and full assessments. The 
research will also examine the 2012 findings in more detail for 
best practice in the areas of minimum wage and overtime 
payment, living wage and pay systems. The work will remain 
within the eight original target countries.

Read more about the topic of Fair Wages on the Fair Wages 
Network website at fair-wage.com.

FAIR WAGE FRAMEWORK:

PAY SYSTEMS
Ensure Blanced Pay Systems

CSR ON WAGES

LEGAL COMPLIANCE

WAGE ADJUSTMENTS
Ensure Fair “Wage Adjustments”

WAGE LEVELS
Ensure Fair “Wage Levels”

LEGAL REGULATION ON WAGES
Ensure Full Compliance

FAIR WAGE
COMMUNICATION &
SOCIAL DIALOGUE }+



18NEVER STOP  /  Sustainability Progress Report 2012

CEO STATEMENT 3

OUR APPROACH 4

SUPPLIERS 9

ENVIRONMENT 20

EMPLOYEES 53

TARGETS OVERVIEW 60

PERFORMANCE 79

typical of major sporting events, we saw a spike in the 
campaigning activities by labour rights groups – some held 
protests, others submitted petitions and a few staged stunts  
to take their message to the media and the public. Poverty  
and living wages featured prominently in the campaigns, as  
did freedom of association and working conditions in global 
supply chains.

In May 2012, the Play Fair Campaign, a civil society alliance, 
published a report called Fair Games? Human Rights of 
Workers in Olympic 2012 Supplier Factories2 highlighting 
issues and concerns over workplace conditions, stretching 
from Sri Lanka to the Philippines. Aided by our transparency 
in disclosing the locations of the factories making products  
for the London 2012 Olympic Games, the report featured  
many of our suppliers. Some of the issues raised in the report 
were subsequently used to form the grounds for complaints 
lodged under LOCOG’s grievance mechanism. The complaint 
mechanism drew us into more in-depth and specific 
engagements with the TUC, ITGLWF, Labour Behind the Label, 
government agencies and other organisations in China and the 
Philippines.

 
The media also played an active part in our engagement 
around the London Olympics, running stories on working 
conditions and wages in Bangladesh, Cambodia and Indonesia. 
Newspaper allegations over working conditions in Indonesia 
prompted an independent investigation by LOCOG, which 
reached very similar conclusions to our own findings. The 
feedback showed that there were weaknesses in our worker 
hotline system, which has encouraged us to find additional 
ways to capture the workers’ voice directly.

RESPONDING TO STAKEHOLDERS TARGET 2015

MANAGE AND RESPOND TO STAKEHOLDER 
EXPECTATIONS, CAMPAIGNS AND CRISES 
AROUND MAJOR SPORTING EVENTS

LONDON 2012
Labelled as the world’s  
first Sustainable Olympics,  
London 2012 presented  
new challenges as well as 
opportunities for the adidas 
Group to showcase its  
product development 
capabilities. Recycled  
polyester was, for example, used where possible on all types 
of products including 100% recycled polyester in parts of the 
volunteer, torch bearer and presentation wear kits.

THE SUSTAINABLE OLYMPICS
It was the first Games to include a mandatory Sustainable 
Sourcing Code and a third-party complaint mechanism1 for 
companies supplying goods to the London Organising 
Committee of the Olympic and Paralympic Games (LOCOG). 
Building on our outreach from 2011, we continued to engage 
with key interest groups, including the UK’s Trades Union 
Congress (TUC) and the International Textile, Garment and 
Leather Workers Federation (ITGLWF), among others. As is 

11
labour rights groups and 
trade unions that the 
adidas Group engaged 
with intensely during the 
London Olympics

STAKEHOLDER ENGAGEMENT

1  http://www.london2012.com/mm/Document/Documents/General/01/25/41/28/description-
of-complaint-process-faqs_Neutral.pdf

 2 http://www.tuc.org.uk/tucfiles/291.pdf
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MILESTONES 2012

To share the findings from a stakeholder dialogue with 
sports events organisers to raise the sustainability bar 
for future events where the adidas Group is a sponsor.

The international football federation FIFA and the Local 
Organising Committee (LOC) have developed a 
sustainability strategy for the 2014 FIFA World Cup 
Brazil™. They reached out to their official partners to 
conduct a materiality assessment. In this process we 
have shared with FIFA the findings and conclusions from 
our engagement with stakeholders prior and during the 
London Olympics. In addition, we have committed to 
continue our disclosure practices as established for 
major sports events.

 FULLY ACHIEVED

To further promote transparent reporting practices 
about our suppliers’ sustainability performance, we will 
identify key jurisdiction where public listed supplier 
companies are required to conduct non-financial (ESG) 
reporting; we will start engagements with partners who 
are listed in those markets.

We reached out to key suppliers who, as listed companies 
in Asia, had already taken the initiative to report publicly 
on non-financial data. We did so to understand the drivers 
for these actions and how this can be applied to other 
suppliers. We have linked the future need for ESG 
reporting to our efforts to promote environmental data 
captured by our suppliers, particularly their energy and 
water usage.

 PARTLY ACHIEVED

MILESTONES 2013

Deliver on commitments as a follow-up on issues raised 
through the London Olympics Complaint Mechanism.

Manage and respond to stakeholder expectations related 
to the 2014 FIFA World Cup Brazil™; disclose World Cup 
production facilities in advance of the event.

Brief suppliers and internal business units on the 
development of the SAC Higg Index and the expectations 
on the Zero Discharge of Hazardous Chemicals (ZDHC) 
Roadmap.

 
We set out with a huge promise to the world: to 
deliver the most sustainable Olympic and Paralympic 
Games of Modern Times and that is exactly what we 
achieved. We would not have been able to accomplish 
this without the support and commitment of 
Partners like adidas.

It is significant that adidas chose to use their 
association with the Games as the catalyst for them 
to become recognised as the most sustainable 
sportswear provider in the world. They saw this 
opportunity, and they acted on it – I believe that they 
are well on track to deliver on this goal and is  
yet another example of lasting positive change  
long after London 2012.  
Phil Cumming, Corporate Sustainability Manager, LOCOG

PT KIZONE FACTORY, INDONESIA
Indonesia also featured prominently in another international 
campaign by labour rights groups calling for the adidas Group 
to pay outstanding severance owed to workers, following the 
bankruptcy of an apparel supplier, PT Kizone in 2011. Our last 
orders were shipped five months prior to the factory’s closure. 
Nevertheless, the NGO Worker Rights Consortium argued that 
as a supplier of US-collegiate licensed products the adidas 
Group bore responsibility to pay what was owed to the 
workers. The international campaign surrounding the adidas 
Group’s refusal to assume these liabilities shaped much of our 
engagement in 2012 in North America and Europe. Please visit 
our corporate website1 to read our official statement.

WORKING TOGETHER WITH OUR INDUSTRY 
COLLEAGUES
Cross-industry collaboration remained a feature of our 
engagement particularly in the environmental sphere. In 2012, 
additional brands joined the Zero Discharge of Hazardous 
Chemicals (ZDHC)2 industry initiative. ZDHC came about in 
2011, when a group of major apparel and footwear brands and 
retailers made a shared commitment to help lead the industry 
towards zero discharge of hazardous chemicals by 2020.

Our work on chemical management and reduction 
complements another initiative in which the adidas Group  
has been an active partner, contributor and leader – the 
Sustainable Apparel Coalition (SAC)3. Formed in 2010, the SAC 
is an industry-wide group of over 60 apparel and footwear 
brands, retailers, suppliers, non-profits and NGOs working to 
reduce the environmental and social impacts of apparel and 
footwear products around the world.

See more in the Environment section.
1 http://www.adidas-group.com/en/sustainability/welcome.aspx
2 http://www.roadmaptozero.com/about-zdhc.php
3 http://www.apparelcoalition.org/
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ENVIRONMENT

NEVER STOP ...SEEKING THE NEXT INNOVATION
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MANAGEMENT SYSTEM TARGET 2015

DEVELOP A MANAGEMENT SYSTEM  
THAT ENSURES SUCCESSFUL STRATEGY 
IMPLEMENTATION AND EFFECTIVE 
MANAGEMENT OF ENVIRONMENTAL 
IMPACTS, RISKS AND OPPORTUNITIES.
Any story about our Environmental Strategy 2015 is a story 
about collaboration. To have a significant impact, we have 
structured the Environmental Strategy to cover the entire 
adidas Group and value chain. Our approach strives to 
integrate environmental considerations throughout the value 
chain and our daily business practices.

We start with the sourcing of  
raw materials – for example,  
our commitment to use 100% 
sustainable cotton by 2018 –  
and continue by including 
environmental considerations  
into innovation and design. We engage with our suppliers and 
help them to achieve significant improvements, through 
training, targets and environmental audits. To ensure a robust 
programme within our own company, we work on our direct 
environmental impact as well: at our own sites, and through 
functions such as Retail, IT and HR.

 
Across our business, we have a strong portfolio of 
initiatives that reduce complexity, waste and energy 
consumption and aim to revolutionise our product 
creation and manufacturing processes. 
Sustainability is not just the right thing to do, it can 
also boost innovation and profitable growth. This  
is why we clearly see it as a key differentiator  
and a competitive advantage. 
Glenn Bennett,  
Member of the Executive Board, responsible for Global Operations

100%
integration into business 
operations is key

As part of our internal collaboration, over 70 representatives 
from across the different brands, functions and world-wide 
locations came together in Herzogenaurach for a global 
environmental strategy meeting to align environmental 
initiatives within the Group and define the road ahead.

COLLABORATING WITH OUR PEERS
The adidas Group is also active in several industry 
collaborations, such as the Sustainable Apparel Coalition1 
(SAC). Through multi-stakeholder engagement, the SAC seeks 
to lead the industry toward a shared vision of sustainability. 
For this purpose, the coalition developed, and continues to 
develop, a common approach for measuring and evaluating 
apparel and footwear product sustainability performance that 
will highlight priorities for action and opportunities for 
technological innovation. At the moment, the focus of SAC’s 
work is on developing, piloting and encouraging a broad 
adoption of the Higg Index, a tool for measuring the 
environmental and social performance of apparel products. 
Please read more about the SAC and the Higg Index2 on our 
corporate blog.

 
2012 was an important year for the SAC; the 80+ 
members decided to formalise the coalition’s 
organisational structure and turn it into an 
independent non-profit industry association with 
a dedicated staff.

Also, in 2012, a group of over 130 professionals from 
brands, suppliers, and NGOs worked intensively 
together to create a version of the Higg Index that 
addresses the unique sustainability considerations 
inherent in the footwear life cycle. At the end of 2012, 
we kicked off the SAC footwear pilot, which adidas 
will support by testing this tool on several products.

We will continue our commitment to the SAC and 
Higg Index in the future, and invite all industry 
members to join us.  
Karin Ekberg, Head of Environmental Services and Alexis Olans,  
Senior Programme Manager Better Place at adidas

MANAGEMENT PROCESSES

1 http://www.apparelcoalition.org/
2 http://blog.adidas-group.com/2012/07/sustainable-apparel-coalition-launches-higg-index/
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Brand adidas took the lead in mapping the requirements of the 
Product module of the Index against the adidas IT 
environment. With this exercise, we identified the relevant data 
sources needed to implement the Index, and evaluated to what 
extent the necessary data is readily available.

We use these mapping results to agree and align on our key 
focus areas for 2013, and continue to integrate the SAC Index 
into our overall Environmental Strategy work.

Another important external collaboration is the Roadmap to 
Zero Discharge of Hazardous Chemicals1 (ZDHC), where we 
pool efforts with other major players in the sports and fashion 
industry to help lead the industry towards zero discharge of 
hazardous chemicals by 2020. See more on the next page.

Our commitment to the SAC was acknowledged with the 
election of the adidas Group Head of Environmental services 
as chair of the SAC Board. As part of our contribution, several 
representatives of the adidas Group are actively engaged in the 
different working groups, such as co-chairing the Footwear 
Index working group. Our brand adidas team will test the pilot 
footwear tool on several products in the Performance and 
Style divisions.

WORKING WITH THE HIGG INDEX
We are also actively working with the Higg Index to benchmark 
our environmental efforts against the Higg indicators, and to 
implement and integrate it as a core part of our Environmental 
Strategy work.

In 2012, we conducted mappings of the Brand and Product 
modules to identify the as-is status and do a gap analysis 
against the Higg Index V1. We score very well in many areas, 
such as supplier tracking, chemical responsibility, materials 
selection and approval processes. There are other areas where 
we still could improve our environmental performance, for 
example, end-of-life or product care.

1 http://www.roadmaptozero.com/

IMPACTS ALONG THE VALUE CHAIN

ENVIRONMENTAL IMPACT CATEGORIES

INNOVATION

Energy efficiency & 
climate change

DESIGN

SUSTAINABLE RESOURCE USE EMISSIONS HAZARDS & RISKS

MARKETING DEVELOPMENT SOURCING OWN OPERATIONS SALES USE & END OF LIFE

Water discharge

Water conservation

Materials

Waste

Air emissions

Chemicals

Soils & groundwater
contamination
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MILESTONES 2013

Continue internal SAC Index implementation and 
alignment with our overall Environmental Strategy 
priorities.

Develop related templates, tools and guidelines for key 
focus areas.

Continue to fulfil our commitments within the Zero 
Discharge of Hazardous Chemicals (ZDHC) Roadmap.

Align and integrate our ZDHC work with our overall 
Environmental Strategy priorities.

HAZARDOUS CHEMICALS TARGET 2015

ZERO DISCHARGE OF HAZARDOUS 
CHEMICALS (ZDHC) BY 2020 – DRIVE 
SOLUTIONS FOR SOUND CHEMICAL 
MANAGEMENT IN GLOBAL SUPPLY CHAINS
Chemicals are widely used in the global textile and apparel 
supply chains: from the cotton fields, to the mills and dye 
houses that make the fabric and the garment production. It is 
our goal to work with our suppliers and the chemical industry 
to eliminate and to reduce the discharge of hazardous 
chemicals in our sphere of influence as far as possible.

ZERO DISCHARGE OF HAZARDOUS CHEMICALS 
BY 2020
In August 2011, the adidas Group committed itself to the goal 
of Zero Discharge of Hazardous Chemicals from its supply 
chain via all pathways, with a 2020 deadline.

The scale and complexity of this endeavour make this a very 
challenging task, which we work on through an open and 
informed dialogue with our stakeholders. If we are to deliver 
lasting solutions, our actions need to be guided by 
transparency and fact-based decision-making while being 
based on a preventative, precautionary and integrated 
approach to chemicals management.

MILESTONES 2012

Develop a manual for the entire governance framework 
that strengthens the uptake of the strategy by the global 
organisation.

The manual has been developed. A final internal feedback 
round in 2013 will be conducted to ensure full support 
from all stakeholders.

 LARGELY ACHIEVED

Develop a general set of templates for guidelines, 
toolboxes and tools based on existing templates and 
tools, and introduce them Groupwide.

A new online collaboration platform includes tools and 
templates for project management, ongoing reporting 
and KPI tracking for use by all functions and brands.

 LARGELY ACHIEVED

Develop specific guidelines and tools for specific 
brands, business functions or targets.

Some function-specific tools have been developed as best 
practice models, such as Design for Environment 
guidelines.

 PARTLY ACHIEVED

Mature and develop quantitative and/or qualitative  
KPIs for all business functions engaged with the 
Environmental Strategy 2015; ensure that KPIs are 
meaningful and practical.

KPIs are tracked for several targets and projects related 
to the Environmental Strategy 2015. But not all of the 
business functions are included so far, as not all of the 
functions’ commitments can be meaningfully tracked via 
relevant KPIs.

 PARTLY ACHIEVED

Develop a Group-level Index Guideline.

In 2012, we trialed the SAC Higg Index and conducted 
mappings to identify the as-is status and do a gap 
analysis. We will continue to integrate the SAC Index into 
our overall Environmental Strategy work.

 PARTLY ACHIEVED
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SYSTEMS APPROACH
To succeed in our goals the inclusion and integration of key 
players of our supply chain as well as regulators is critical. 
This is necessary to appropriately deal with the complexity.  
So a systems map has been put together that helps identify 
the interdependencies between players and issues. More 
importantly, we continued to reach out to key stakeholders to 
achieve success. There is more information about the system 
map on www.roadmaptozero.com1.

HEADING TOWARDS ZERO
To reach zero we need to have solid data on the chemicals 
used in all the manufacturing processes for our products. 
We have reached out to our suppliers but still face some 
issues with data quality and intellectual rights protection.

One area we know we need to address is finding alternatives  
to perfluorinated chemicals used in high performance outdoor 
product lines. Working with colleagues, textile experts and 
suppliers we have produced a research report exploring the 
options and we will be taking this work forward in 2013.

Read more about our approach on managing chemicals on 
our website4.

As this is a new 2015 target, no 2012 milestones were set.

MILESTONES 2013

TOGETHER WITH THE MEMBERS WITHIN THE 
ZDHC COLLABORATION:
•	 Develop the next version of the Roadmap, which aims 

to be a management framework that includes all 
projects and ensures measurable targets and results.

•	 Continue strengthening stakeholder engagement 
including outreach to NGOs and communicating 
progress.

•	 Help lead the collaboration through our contributions 
to the Executive Committee and the Management 
Board of ZDHC.

INDIVIDUAL MILESTONES FOR THE ADIDAS 
GROUP:
•	 Align and integrate our ZDHC work with our overall 

Environmental Strategy 2015 priorities, as well as with 
our strong engagement within the Sustainable Apparel 
Coalition.

•	 Further build out and strengthen the internal 
structures to support and drive the ZDHC work.

•	 Support the development of a harmonised and holistic 
environmental audit protocol which also addresses 
sound chemical management in supplier factories.

Wastewater treatment at one of our suppliers.

In November 2011, we published the Joint Roadmap1 together 
with fellow brands that committed to undertake the same 
endeavour with us. The initiative’s website includes quarterly 
reports on our Roadmap work and progress during the 
year 2012.

WORKING TOGETHER WITH COMMITTED BRANDS
In 2012, 11 brands have worked closely together on the 
Roadmap. To coordinate the joint initiative and keep moving 
forward, a governance system with an external service 
provider was established. Member brands and retailers, 
signatory and on-boarding members invested significant 
resources into the programme and project teams have been 
established. Several stakeholder sessions were held with the 
purpose of aligning and accommodating, learning and sharing, 
as well as finding the best approaches.

 
We have just begun this journey, but it is another 
important game changer for our industry. When we 
have reached our goals, we will have made probably 
the most substantial difference to our industry’s 
impact on the environment than anything else  
we’ve ever done. 
Molly Claiborne-Iskorkutan, Director Sourcing Apparel, Materials

We have also supported outreach and alignment with other 
external groups, such as the Sustainable Apparel Coalition2 
(SAC), and the Global Social Compliance Programme3 (GSCP).

We feel confident that the collaboration among the brands will 
pay off through gaining greater leverage for sound chemical 
management across the entire industry.

1 http://www.roadmaptozero.com/
2 http://www.apparelcoalition.org/
3 http://www.gscpnet.com/ 
4 http://www.adidas-group.com/en/sustainability/welcome.aspx
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GREEN THINKING IN INNOVATION TARGET 2015

ALL FUTURE PRODUCT INNOVATION 
PROJECTS WILL CONTAIN SOME 
ENVIRONMENTAL ELEMENTS
The choice of materials and how components are made are 
the two main ways that our innovation teams can influence the 
environmental footprint of our products. Avoiding oil-based 
plastic helps reduce carbon emissions. Thinner or lighter 
materials mean less waste and less embedded carbon. 
Dry-dyeing clothes saves water, chemicals and energy. 
Approaching the innovation challenge from an environmental 
perspective help us make products that are better for 
consumers and better for the planet too.

ADIDAS DRYDYE
DryDye technology is a  
polyester fabric dyeing  
process that uses no water,  
50% fewer chemicals and 50% 
less energy than the traditional 
fabric dyeing process1. Instead  
of using water as the dye medium, dye is injected into the 
fabric using compressed carbon dioxide. DryDye fabrics boast 
greater dye retention than traditionally dyed fabrics, ensuring 
higher uptake of dye in the garment. So the process is both 
eco-friendly and results in better dye performance.

adidas Brand used this technology in selected men’s,  
women’s and kid’s ranges in our Fall/Winter 2012 season,  
with over 50,000 t-shirts produced using the innovative 
technology. adidas will be expanding the use of DryDye fabric 
in future seasons.

This project was a collaboration between our materials, 
operations and marketing teams – together with our  
supplier – to find the most effective and appropriate use  
of DryDye technology.
1 Claims are based on a Life Cycle Assessment by DyeCoo Textile Systems BV.

50%
DryDye technology uses 
50% fewer chemicals 
and 50% less energy

 

IT TAKES 25 LITRES OF WATER TO COLOUR 1 SHIRT

=

drydye
= 0

DRYDYE USES 50% LESS ENERGY AND 50% FEWER 
CHEMICALS

drydyeenergy
consumption

chemical
consumption drydye

 
We produced a significant volume of DryDye 
materials in these first months. And not only did we 
realise huge environmental savings, we also further 
developed the technology. In the beginning we only 
had a few colours and one fabric; now we have a 
solid palette of materials and colours. So, we  
have created a strong platform for our future 
strategy of DryDye expansion.  
Philipp Meister, Sustainable Materials Manager

INNOVATION
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MILESTONES 2012

Most adidas branded products for the London 2012 
Olympic Games to contain sustainable innovations from 
on-field competition wear through to clothes and 
equipment for volunteers and the public.

Wherever possible, we incorporated sustainability into 
Olympic products, while ensuring that adidas’ strict 
performance guidelines were met.

 FULLY ACHIEVED

New product innovations to be quantitatively assessed 
for environmental performance.

All product innovations are briefed with sustainability 
from the concept phase. The adidas Innovation team 
meets regularly with the Better Place team to discuss 
new innovations. Although fully achieved in 2012, this is 
an ongoing goal.

 FULLY ACHIEVED

Integration of sustainability into 2014 FIFA World Cup™ 
projects.

We are working with local and global teams to 
incorporate sustainability into 2014 FIFA World Cup™ 
projects. This is an ongoing goal.

 PARTLY ACHIEVED

MILESTONES 2013

Integration of sustainability into 2014 FIFA World Cup™ 
projects.

New product innovations to be quantitatively assessed for 
environmental performance. 

THE SUSTAINABLE GAMES
As the official Sportswear Partner of the London 2012 Olympic 
Games and Paralympic Games, adidas was key in delivering 
the London Organising Committee of the Olympic Games and 
Paralympic Games’ (LOCOG’s) vision of ‘Sustainable Games’. 
All London 2012 adidas products were sourced and 
manufactured according to environmental, social, and ethical 
guidelines and standards specified by LOCOG, including the 
game maker uniforms. Going beyond this target, our designs 
meant 100% of volunteer kit and torch relay kit, and 96% of 
village wear and training wear featured sustainable content.

The Polo top for Game Makers was made of 100% recycled 
polyester. The Fluid Trainer shoe for Olympic volunteers was 
adidas’ most sustainable shoe to date, using many sustainable 
materials and boasting an upper pattern efficiency of more 
than 70%.

Because of performance criteria, not all on-field products 
could contain sustainable materials, but we are working to 
ensure this is not a barrier for future games.

Read more about the creation of the London 2012 Game Maker 
uniforms1 on our corporate blog.

Fluid trainer shoe for Olympic volunteers

 
London 2012 was by far our most sustainable global 
event. Every athlete who wore adidas at the  
Games has worn sustainable products. 
Simon Cartwright, adidas VP for Olympics

1  http://blog.adidas-group.com/2011/11/the-creation-of-the-london-2012-game-maker-
uniforms/
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COLOUR REDUCTION TARGET 2015

50% REDUCTION IN COLOURS USED WITHIN 
THE ADIDAS SPORTS PERFORMANCE 
DIVISION (EXCLUDING COLOURS REQUIRED 
BY CLUBS OR OTHERWISE OUTSIDE THE 
CONTROL OF DESIGN)
By requiring the design process to take the environment into 
account, we can minimise environmental impacts and increase 
the resource efficiency of our products. To understand the 
implications of design decisions, it is vital for designers to 
work with colleagues in different departments. For example, at 
the adidas Group, designers work closely with the Marketing 
and Global Operations teams to reduce the colour offering in 
both apparel and footwear.

We are consistently increasing  
efficiencies within our colour 
palette while still satisfying 
global and regional market 
demands. From Spring/Summer 
2012 to Spring/Summer 2014, through colour assessment  
and lab-dip analysis, we were able to reduce our colour palette 
by 19%.

DESIGNING FOR THE ENVIRONMENT
The Design for Environment approach is the systematic 
application of environmental and human health considerations 
at the product design stage. The approach aims to avoid or 
minimise significant environmental impacts and increase 
resource efficiency at all stages of a product’s 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?

19%
reduction in colour 
palette used in two years

Three key approaches shape the framework and practice of 
‘eco-design’:

•	 Life cycle thinking

•	 Decrease environmental impacts early in the design 
process

•	 Environment as an additional design requirement.

In Spring/Summer 2013, we will debut the Element Soul. This 
highly minimalised running shoe incorporates sustainable 
fabrics such as recycled polyester and soybean-based foams, 
a one-piece injection mid-sole and high pattern efficiency, 
resulting in a simplified yet high-performance running shoe.

 
For Fall/Winter 2013 an exciting sustainability project will see 
the light of day with the release of a line of clothes with 
extremely low fabric waste. The design team used innovative 
cut-lines and fabric selection and collaborated with the 
pattern and development teams to maximise the pattern 
efficiency of the products.

DESIGN
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Maintain the pace of reporting.

Reporting on colour and material complexity is now 
prepared in a systematic way by brand operations and 
routinely reviewed as part of product creation milestone 
meetings.

 FULLY ACHIEVED

Start check-and-reduce processes for emphasising 
compliance to targets, and addressing issues as they 
arise.

The Design team implemented new procedures to identify 
and address challenges within the team.

 FULLY ACHIEVED

Initiate IT-based governance process.

The Design team has initiated an IT-based governance 
process.

 FULLY ACHIEVED

MILESTONES 2013

Continue our efforts within design to increase product 
sustainability.

MILESTONES 2012

Revive the roadmap towards 2015 colour reduction 
targets:
•	 Consolidate colours by 20% in apparel and 40% in 

footwear.

As part of the Product Excellence programme, we 
launched a joint project between employees from 
Marketing and Global Operations. This cross-functional 
initiative has identified ways to improve colour efficiency, 
resulting in major reductions in both apparel and 
footwear colours.

 PARTLY ACHIEVED

Start sustainability round tables and workshops 
in Design:
•	 Run at least 12 round table meetings.

•	 Conduct sustainable design workshop for SS14 
designer days.

Six sustainability round tables took place in 2012. 

Instead of holding a separate sustainability workshop, 
sustainability was included as a major focus point for the 
Spring/Summer 14 designer days.

 LARGELY ACHIEVED

Design a sustainable shoe or one additional range of 
sustainable products.

In 2012 the Design team created a low-waste sustainable 
shoe to be debuted in 2013.

 FULLY ACHIEVED
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SUSTAINABLE CONTENT TARGET 2015

ENSURE ALL FOOTWEAR AND AN 
INCREASING AMOUNT OF APPAREL HAS 
MORE SUSTAINABLE CONTENT, TO QUALIFY 
FOR OUR BETTER PLACE PRODUCT RANGE.
We are constantly working to increase our sustainable apparel 
and footwear product range. Some of the ways include 
replacing conventional materials with more sustainable 
options such as organic cotton, “Better Cotton” and recycled 
polyester; and opting for environmentally friendlier dyeing 
processes such as DryDye.

In 2012, all of our footwear reached our minimum levels of 
environmental performance. This means that all of our 
footwear included sustainable content and were designed and 
developed with sustainability in mind. The business units took 
sustainability very seriously and worked collaboratively to 
achieve this target. This involved replacing conventional 
materials with environmentally preferred materials, 
simplifying shoes by removing unnecessary parts and 
switching to more sustainable, less wasteful packaging.

 
Sustainability is a strategic priority with the 
expectation that it will deliver long-term  
business benefit.  
Hermann Deininger, CMO Brand adidas

One breakthrough achievement this year was the Running 
team’s creation of a new, minimalist running shoe, the 
Element Soul. It was built using only essential items, resulting 
in a shoe with clean and simplified lines, and achieving the 
goal of ‘less between you and your run’. At about two-thirds 
the weight of a standard running shoe, this shoe was designed 
and developed using only essential materials which resulted in 
less waste.

Another way we are working towards our target is through our 
active membership in the Sustainable Apparel Coalition (SAC). 
The adidas Group is working with other companies to create a 
sustainability index for the global apparel industry. Read more 
about this in the Management processes1 section.

MILESTONES 2012

Continue integrating SAC Index principles into the 
adidas Better Place Guidelines system where feasible.

We continued to be an active member of the SAC working 
groups. At Brand and Group-level we worked to 
incorporate these principles where applicable. This 
project is ongoing.

 PARTLY ACHIEVED

Continue to develop and expand targets for greater 
growth of Better Place sustainable product programme.

Responsible colleagues attended individual team 
meetings to clarify and communicate Better Place goals 
and targets.

 PARTLY ACHIEVED

MILESTONES 2013

Ensure that relevant Sustainable Apparel Coalition topics 
are covered within internal Better Place tools.

Design-led innovation to reduce the environmental 
impact of products within focus categories.

MARKETING

1 See page 21.
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A RADICAL CHANGE
It was back in 2004 that a team of experts at the adidas 
brand came up with a new and innovative way of showcasing 
products using virtual technology. The first trials were 
introduced in 2005. The images were 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, 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 product development process, there were several 
product review points, and new prototype samples were 
needed repeatedly. This was slow, expensive and wasteful.

SPEED

CREATIVITY INNOVATION

SUSTAINA-
BILITY

COST
SAVINGS

 
Goals of virtualisation

Now the process starts with creating a 3D model and 
concludes in a virtual sell-in process that features not  
only the product but also an experience for our retailers  
and consumers.

In the past, we had to put together the customer ranges 
literally on the floor. Today, in a specially developed sell-in 
tool, the selection is displayed on a huge touchscreen where 
products can be displayed, merchandised, zoomed in and 
rotated. Our customers can make all the selections 
themselves and take home a print-out which includes all the 
range information and product images.

NUMBER OF RANGES TARGET 2015

REDUCE NUMBER OF RANGES AS A WHOLE 
BY 20% (ADIDAS SPORTS PERFORMANCE 
DIVISION)
adidas is continually working to create efficiencies in 
production which are beneficial to the environment, and this 
was the basis behind the aforementioned target. Our research 
has shown that reducing even one article produces efficiencies 
in water, energy and waste-savings. To best capitalise on 
these benefits, we have introduced company-wide goals for 
range optimisation and are currently tracking our progress on 
saving resources.

MILESTONES 2012

Continue reducing the number of ranges according 
to targets.

Progress has been made in finding efficiencies of scale 
and reducing avoidable diversity in our product ranges.

 PARTLY ACHIEVED

MILESTONES 2013

Continue reducing the number of ranges according 
to targets.

VIRTUAL SAMPLES TARGET 2015

VIRTUALISATION PROJECT TO DRIVE 
REDUCTION IN SAMPLES
At the adidas Group, we now  
increasingly use virtual 
technology to reduce the 
quantity of physical samples 
required to design and sell  
new products. Virtualising 
processes saves energy and materials, and reduces waste. 
In 2013, we are introducing a new 3D design tool, and continue 
to reduce the number of product samples we make. As of the 
end of 2012, all of Western Europe was selling-in virtually, 
which has resulted in a 20% reduction in adidas pre-sale and 
salesman samples, when comparing 2012 to 2010. Across 
those two years, 600,000 fewer samples have been made.

600,000
fewer samples made in 
2011 and 2012 compared 
to 2010
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PHYSICAL SAMPLES PRODUCED FOR THE LAST THREE 
ROCKPORT COLLECTIONS

UNITS

S/S12  F/W12  S/S13 S/S13 VS. 
S/S12

Total 58,742 66,888 36,119 -39%

MILESTONES 2012

Go virtual in design.

In 2012 the Design team continued their efforts to further 
incorporate virtualisation into the design process. At 
brand adidas we will introduce the 3D design tool to a 
selected group of designers in 2013 enabling them to 
design in 3D for New Colours (NC) and New Materials 
(NM). By 2014, we plan that all designers will be using 
the 3D tool for NC/NM. By 2015, the 3D tool should cover 
totally new products as well.

 PARTLY ACHIEVED

Continue expanding the range of products covered in 
terms of virtualisation.

In 2010, the total quantity of samples for apparel, 
hardware and footwear at brand adidas was almost 2.8 
million pieces/pairs. In 2012, the total quantity of samples 
was about 2.2 million pieces/pairs – a reduction of 20% 
compared to 2010.

 FULLY ACHIEVED

Virtual sell-in across all of western Europe in Spring/
Summer 2013.

All of western Europe is selling-in virtually brand adidas 
products.

 FULLY ACHIEVED

MILESTONES 2013

Virtualise the design process further.

MAKING SAVINGS
As well as being innovative, virtualisation is also quick and 
efficient. It helps us save resources and money by reducing 
material waste, transportation and distribution costs. And with 
fewer samples being flown around the globe, we are also 
reducing our carbon emissions.

THE FUTURE IS VIRTUAL
We are now selling-in virtually in more than half of our 
markets around the world. As not all factories are able to 
create 3D products yet, the plan is to continue to invest in 
software, hardware and training. By 2015, all our big suppliers 
should be delivering virtual samples covering all sports 
categories and we will be selling-in virtually in almost all 
our markets.

ROCKPORT SPRING 2013 COLLECTION
In 2012 Rockport conducted a new initiative to shorten the lead 
times for production on women’s product, which meant Sales 
teams had to focus on those styles most appropriate to their 
markets. As a consequence, fewer samples would be needed, 
starting with our Spring/Summer 2013 collection. There were 
over 58,000 physical samples made for the Rockport Spring/
Summer 2012 collection. When the Rockport Spring/Summer 
2013 collection was sold in, only 36,000 samples were made, 
a reduction of 39%. This represents savings in materials, 
waste, energy and transportation costs.

At Rockport we developed an innovative web-based catalogue/
lookbook to aid sales of products not represented by physical 
samples. This tool includes all relevant product information, 
as well as high-resolution product images at five angles, 
including zoom capability.
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PACKAGING SOLUTIONS TARGET 2015

OPTIMISE PACKAGING SOLUTIONS
In 2012, we ran two packaging projects, one on consolidating 
hangtag shapes and one introducing single-wall 
transportation cartons. Both projects were started in 2010, 
and have successfully contributed towards reducing costs, 
while maintaining quality.

CONSOLIDATING HANGTAGS TO SAVE COSTS
From the Spring/Summer 2012 collection onwards we have 
successfully consolidated hangtags across genders and all 
business units.

Previously, each business unit had their category insert in 
the hangtag. This led to unnecessary material waste and 
complexities in the process. The project plan was to consolidate 
the different hangtag shapes into one format and use standard 
inserts across genders and all business units. In achieving 
this, we completely eliminated the use of category inserts, 
including the category on the adidas barcode sticker instead.

The project was not without its  
challenges. Tight timelines for 
redesign, developing the 
solution in time for production 
with the hangtag supplier, 
negotiating on price and communicating the new references 
across all business units were some of the issues we faced. 
In addition, we asked our hangtag supplier to move to a more 
sustainable paper stock.

In the end, the project has reaped many benefits. We reduced 
the average number of hangtag references per style and have 
made significant cost savings too. We now have a standardised 
hangtag layout, which is simpler for all teams to work with.

1,102
tonnes of paper saved in 
2012 across both projects

SINGLE-WALL TRANSPORTATION CARTONS
In May 2010, we were contemplating ways to reduce the 
amount of paper needed for transportation cartons. The key 
consideration was the need to maintain the required quality 
and stability of our cartons for apparel garments. Our carton 
supplier suggested the use of a single-wall carton for 
packaging rather than the previously used double-wall quality, 
which is thicker and uses more paper.

DOUBLE-WALL CARTON SINGLE-WALL CARTON

Liner Medium layer

 
This shows how we can achieve strong results by 
integrating environmental projects into our business. 
It ties in perfectly with the packaging module of the 
Sustainable Apparel Coalition, which also focuses  
on practical aspects like choice of material.  
A sustainable solution to reduce costs.  
Karin Ekberg, Head of Environmental Services, adidas Group

To test the quality issues, we conducted several trials, shipping 
goods under various heat and humidity conditions from our 
Asian production facilities to our German warehouse in 
Uffenheim. The single-wall carton has come through the tests 
well and we aim to introduce its use in larger shipments soon.

GENERATED 
SAVINGS

 HANGTAGS 2012  CARTONS 2012

Paper 47 tonnes 1055 tonnes

DEVELOPMENT
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Colour reduction is one example of how ‘Product 
Excellence’ helps to reduce the amount of waste at 
our suppliers’ factories. The more colours offered 
for a specific midsole, the more changes in material 
colours needed at the machine. Each change 
requires a complete clean up of any colour remaining 
in the extruder screw and the blast pipe machine. 
Afterwards each machine needs to be re-adjusted to 
the correct parameters. Each colour setup results  
in 10 to 20 midsoles that cannot be used for  
actual shoe production and thus need to be  
disposed of. 
Markus Walther,  
Senior Project Manager Centre of Excellence for Brand Operations

Driving efficiencies of scale in the development process by 
reducing colour-material combinations is a core target of the 
‘Product Excellence’ programme. This programme is part of 
the Group’s Route 2015 Strategic Business Plan.

Due to these close links, we have decided to fully integrate the 
project into Route 2015. In future, this target will be tracked 
via Route 2015 instead of the Environmental Strategy.

MILESTONES 2012

Go live with Footwear Sourcing Matrix.

Footwear Sourcing Matrix went live in 2012.

 FULLY ACHIEVED

Create a model to quantify the environmental impact of 
reducing complexity in apparel.

A hypothetical calculation has been conducted; no regular 
measurement possible for the moment.

 PARTLY ACHIEVED

MILESTONES 2013

As the project will no longer be formally tracked through 
the Environmental Strategy, we will no longer set project 
milestones in this framework.

MILESTONES 2012

Define 2015 targets and annual milestones for 
packaging optimisation and reduction.

The projects on hangtags and single-wall transport 
cartons will continue in 2013.

So far, no targets with end date 2015 have been formally set.

 NOT ACHIEVED

MILESTONES 2013

adidas China to trial using the single-wall cartons before 
rolling out to bulk orders.

COLOUR-MATERIAL COMBINATIONS TARGET 2015

20% REDUCTION IN COLOUR-MATERIAL 
COMBINATIONS
One of our roles as a brand is to connect with our consumers in 
a compelling way in this competitive environment. In addition, 
we face increasing material and labour costs and we need to be 
aware of our environmental footprint. ‘Product Excellence’ is 
about re-thinking our approach to value and variety by 
simplifying what goes into our products, how we build our 
products and how we innovate. We can thus reduce complexity 
for both ourselves and our partners throughout the value chain.

Reducing colour-material combinations is a great example of 
business and environmental targets going hand in hand. 
Consolidating colours and materials improves the efficiency of 
the dyeing and finishing processes at the textile plants. This 
not only reduces costs, it also means less energy and water 
consumption and overall material waste.

Mid-sole waste caused by colour change
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HOW THE ASSESSMENTS WORK
The E-KPI is comprised of three key units of measure – 
management systems, risk and performance. All factories 
undergo a pre-screening process through which they are 
classified as high, medium or low-risk. High and medium-risk 
factories are subject to an environmental assessment during 
which the auditor also completes the E-KPI. Unless otherwise 
warranted, for those factories which are categorised as 
low-risk, the E-KPI assessment is conducted as a desktop 
exercise supplemented by inputs from Performance Audits and 
Compliance KPI results. The E-KPI score is reviewed annually 
and reported to our Sourcing teams who use it as part of their 
overall assessment of a supplier’s performance. This means 
that E-KPI results directly influence our sourcing decisions.

The environmental assessment, of which the E-KPIs are 
a part, covers the following topics:

•	 Sustainable resource use (including energy, water and 
materials)

•	 Emissions (air, noise, waste, wastewater, soil and 
groundwater)

•	 Hazardous materials (including hazardous/non-hazardous 
chemicals and products)

•	 Associated questions in the area of health and safety.

It has been designed to provide a general overview of the 
environmental conditions at any given factory while also 
identifying specific issues which may require further in-depth 
assessment or follow-up.

EXTENDING ASSESSMENTS TARGET 2015

EXTEND ENVIRONMENTAL ASSESSMENTS 
TO SELECTED SUPPLIER GROUPS AND 
ACHIEVE A 30% IMPROVEMENT IN AVERAGE 
KPI FOR SELECTED SUPPLIERS BASED ON 
2011 BASELINE.
Almost all of our production is outsourced. If you consider the 
elements of materials production and raw material sourcing, 
it is clear that a significant part of our environmental impact 
occurs, at different intensities, throughout the supply chain.

Therefore, for us, sourcing is  
not only about ensuring high 
product quality and timely 
delivery, it also means  
working with our suppliers  
to ensure the highest 
environmental standards and the optimal use and 
management of materials at all stages in the production cycle.

In 2010, we rolled out our Environmental Sourcing Strategy 
(ESS) and developed an Environmental Key Performance 
Indicator (E-KPI) tool to assess the suppliers’ environmental 
performance, gain a more accurate picture of where impacts 
occur and how we can help them improve.

203
E-KPI assessments 
conducted in supplier 
factories

SOURCING

EVALUATION MECHANISM

Environmental
Management
System

Data from Supplier Review Areas Evaluation Areas Scorecard

Transparency &
Commitment

Objectives/
Target Setting

• Environmental Component of SCP
• ISO 14001/EMS
• Sustainability Organisation

• Environmental audit
• Verification audit
• CAP follow up
• Factory response + commitment

• Environmental Metrics-status
• Establishment + achievement of
    reduction targets (Brand + factory-own)

}
}
}

}
}
}

}
}
}

Environmental
Information
Checklist
+/-
On-site Audit

Overall
E-KPI
Ranking

91%≤x≤100%

71%≤x≤90%

51%≤x≤70%

26%≤x≤50%

0%≤x≤25%

5E

4E

3E

2E

1E
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SIMPLIFYING AND EXTENDING THE TOOLS
We are currently in the process of reviewing the viability of 
combining the Social Compliance and Environmental KPIs. 
This is to eliminate double work for the SEA field team as well 
as to create a single tool to use when we communicate with 
suppliers about their performance.

At the moment, we are focusing our assessments on suppliers 
with a high sourcing volume. We continue to work on further 
improving the E-KPI performance of our suppliers, and 
re-focus the scope of our environmental assessments to our 
higher risk suppliers. Visit our corporate blog to find out more 
about our environmental audit process1.

MILESTONES 2012

5% E-KPI improvement over the previous year for 3E 
and above suppliers; 10% E-KPI improvement over the 
previous year for suppliers below 3E.

33% of the factories that had 3E and above in 2011 
showed 5% or more improvement in their score in 2012. 
55% of the factories that scored below 3E in 2011 
improved their E-KPI score by 10% or more in 2012.

 LARGELY ACHIEVED

Strategic Compliance Plan (SCP, the sustainability 
mid-term plan for selected suppliers) to contain 
environmental components on achieving reductions 
in energy, water and waste.

Suppliers largely complied with our requirement but 
some suppliers’ SCPs do not yet have sufficient detail on 
environmental aspects in them.

 LARGELY ACHIEVED

MILESTONES 2013

Environmental KPI score to be increased by 10% for 
strategic suppliers that are rated 3E or above.

Environmental KPI score to be increased by 20% for 
strategic suppliers that are rated below 3E.

Collect and share learnings from detailed environmental 
audits conducted at suppliers operating high-risk 
processes.

THIS YEAR’S PERFORMANCE
In 2012, we continued to carry out environmental assessments 
and E-KPI analysis of core product suppliers, with a total of 
203 supplier facilities covered. Audits conducted in 2012 
covered around 33% of the adidas Group’s supply chain by 
number, but covering more than 60% of our business volume.

By comparing E-KPI ratings from 2011, when we launched our 
measurements, to 2012, we see that the overall trend has 
been positive, with fewer 1E-rated suppliers and a higher 
number of suppliers achieving 3E status. The improvement in 
ratings was mainly due to individual suppliers implementing 
a more consistent environmental management system as well 
as embedding environmental aspects into their Strategic 
Compliance Plans (SCPs).

TIER 1 FACTORIES TIER 2 FACTORIES

E-KPI SCORE 2011 2012 2011 2012

1E 24% 11% 16% 13%

2E 56% 51% 59% 58%

3E 20% 35% 22% 29%

4E – 3% 3% –

5E – – – –

The number of on-site audits increased from 114 in 2011 to 
194 in 2012. This is a substantial increase and reflects the 
significant efforts made by the adidas Group to engage with 
our core suppliers to drive environmental improvements and 
the reduced use of resources in the manufacturing process. 
With this work we have laid the foundation for long-term 
change which is being measured by a mature data metrics 
system, EMeReT.

NUMBER OF 
ENVIRONMENTAL 
AUDITS

NUMBER OF 
ENVIRONMENTAL 
KPI ASSESSMENTS

2011 2012 2011 2012

Tier 1 Suppliers 66 137 172 159

Tier 2 Material 
Suppliers

48 57 36 44

Total 114 194 208 203

1 http://blog.adidas-group.com/2012/08/instilling-green-blood-into-the-‘supply-chain-beast’/
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In 2012 we worked hard on connecting the complex 
supply with the actual demand to achieve our  
targets of 5%. This will be a strong foundation  
going forward.  
Ebru Gencoglu, Senior Manager Material Sourcing Apparel EMEA

TRAINING COTTON FARMERS
Through our commitment to the Better Cotton Fast Track 
Program (BCTFP), we are working with other leading brands 
and funders to help sustainable cotton production go 
mainstream. The BCFTP funds training for cotton farmers to 
help them adopt more sustainable practices which encourages 
wider production of Better Cotton.

Last year, for example, the BCFTP held a supply chain event in 
China for the first time. Almost the whole cotton supply chain 
in the region, including manufacturers, institutes, and 
implementation partners, as well as some cotton growers, 
attended. This underlined the level of interest and support 
from across the industry.

GROWING THE BETTER COTTON INITIATIVE
Also in 2012, we successfully encouraged most of our 
suppliers to become members of the Better Cotton Initiative 
(BCI), of which we were a founding member. At the BCFTP 
bi-annual meeting in December, members committed to 2013 
investment plans and defined the longer-term strategy for the 
growth of the Better Cotton Initiative.

All of these are positive signs that Better Cotton is on its way 
to becoming a mainstream sustainable cotton solution.

MILESTONES 2012

Achieve sourcing target of 5% Better Cotton.

Sourcing target of 5% Better Cotton was achieved in 2012.

 FULLY ACHIEVED

DYE HOUSES TARGET 2015

ESTABLISH AN INDUSTRY-WIDE 
RECOGNISED AUDIT PROTOCOL AND 
CERTIFICATION SCHEME FOR DYE HOUSE 
FACILITIES IN COLLABORATION WITH 
OTHER BRANDS AND ASSOCIATIONS
This 2015 Target is now covered as part of our commitment  
to the Zero Discharge of Hazardous Chemicals (ZDHC) and  
will not be tracked separately any longer. We are carefully 
managing the impacts from the dye houses we use by 
monitoring and providing training. Please refer to the  
ZDHC target1 for further information.

SUSTAINABLE COTTON TARGET 2015

USE OF COTTON: 40% BETTER COTTON 
BY 2015, 100% ‘SUSTAINABLE COTTON’ 
BY 2018
We are firmly committed to  
drastically increase the 
sourcing volumes of cotton 
from the Better Cotton 
Initiative (BCI) over the next years. Not only does the BCI aim 
to reduce the use of pesticides, it also promotes efficient water 
use, crop rotation and fair working conditions.

Our 2012 milestone to source  
5% Better Cotton is a step 
towards our goal of using 
40% Better Cotton by 2015, 
while by 2018 the adidas Group has committed to using 100% 
‘sustainable cotton’ in all its brands. ‘Sustainable cotton’ in 
this sense means Better Cotton, certified organic cotton or any 
other form of sustainably produced cotton that is currently 
available or might be in future.

After running a pilot exercise in 2011, we successfully 
implemented Better Cotton on a larger scale throughout our 
supply chain. In addition, with our involvement, the cotton 
industry in Turkey conducted the initial benchmark exercise 
which is the first step to implement Better Cotton across the 
growing region.

5%
Better Cotton by 2012

1 See page 23.
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MILESTONES 2012

Continue to monitor process and suppliers’ compliance.

For selected environmentally-preferred materials, 
traceability is ensured.

 PARTLY ACHIEVED

Conduct benchmarking study to evaluate software for 
product tracking.

Benchmarking study has been conducted and completed.

 FULLY ACHIEVED

MILESTONES 2013

Continue to monitor process and suppliers’ compliance.

Set a clear strategy on implementing the software 
solution for product tracking based on the results of the 
benchmarking study.

TRACEABLE MATERIALS TARGET 2015

ESTABLISH FULL TRACEABILITY OF MORE 
SUSTAINABLE MATERIALS (APPAREL 
PRODUCTS) BY 2014
Traceability is the ability to  
trace the history, application 
and location of a given 
material. It enables us to 
make substantiated product claims, and to continue our 
efforts to reduce our environmental impact along the  
entire value chain.

Our aim is to develop a system where we achieve 100% 
traceability of our sustainable products in a credible as well as 
a cost-effective way. It makes sense to collaborate with other 
companies in our sector to achieve this. So we are active in 
several different industry working groups such as the Better 
Cotton Initiative (BCI) and the Outdoor Industry Association 
(OIA) sustainability working group.

The basis of the solution is a software tool that we will focus 
on next year. Working closely with peers, our suppliers and 
material vendors, we aim to improve and eventually roll out 
a full working version of the software.

TRACEABILITY OF COTTON SUPPLY CHAIN

100%
traceability is our aim
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JOINING NEW INITIATIVES IN CHINA
In China we nominated several of our major mills and dye 
houses to join the International Finance Corporation’s newly 
launched China Water Project, which aims to reduce water 
consumption in the textile industry, but also includes a major 
component on the selection and financing of equipment which 
can deliver reduced energy usage. Formal audits under this 
programme will begin in 2013. During 2012 two of our material 
suppliers located in Jiangsu Province also joined the 
government-run Energy Efficiency Star labelling programme. 
This is the first comprehensive energy efficiency evaluation 
scheme to be launched in China. The two factories have been 
awarded three- and four-star status respectively, for their 
efforts in energy saving.

IMPROVING ENERGY MANAGEMENT IN INDONESIA
In Indonesia we entered the final year of a 24-month long GIZ 
(Deutsche Gesellschaft fuer Internationale Zusammenarbeit 
GmbH) climate change programme. A total of 16 suppliers – 
seven footwear factories and nine apparel factories – have 
participated in this German aid-funded initiative. Each 
participating factory has formed an in-house energy 
management team, established a clear energy policy and 
conducted internal energy audits and financial assessments. 
The process has helped the factories make important 
investment decisions on energy, such as the payback and 
savings to be secured from retrofitting their buildings, 
changing lighting systems or purchasing more energy-efficient 
equipment.

 
While this project is certainly only a starting point 
and a lot remains to be done to truly ‘green the 
supply chain’, through this cooperation we have 
clearly created a valuable model for integrating 
energy management within industrial operations, 
identifying and implementing suitable energy 
efficiency technologies, and hence making a 
contribution to reducing GHG emissions and thus 
combating global climate change. 
Dr. Maren Breuer,  
Policy Advisor, Environment and Climate Change, GIZ/PAKLIM

While retrofitting existing plants can deliver energy savings, 
we have also actively encouraged suppliers that are 
constructing new plants to adopt green building practices. See 
our Green building design target1.

ENERGY EMISSIONS TARGET 2015

10-15% REDUCTION OF ENERGY 
CONSUMPTION BY PRODUCT OUTPUT 
AT CORE SUPPLIERS
We understand that reduction  
in resource use and associated 
emissions requires an 
appreciation of the issues and 
challenges at a manufacturing 
level, as well as identifying 
the key drivers for change in 
management behaviours and 
operating practices. For our business partners this starts 
with promoting the bottom line benefits from such reduction, 
e.g. reduced energy costs, building awareness and training – 
especially of technical staff who need to deliver change at 
the factory floor – and realising opportunities through the 
application of new ways of working and new technologies.

All actions need to make business sense if they are to be 
sustainable. It is for this reason we follow an integrated 
strategy to drive improvement, starting with capture of basic 
data and benchmarking studies, tailored technical training 
and the profiling of best practices, as well as comparative 
assessments and ranking using key performance indicators, 
based on defined mid-term targets.

Energy saving through natural light at one of our suppliers

For our suppliers, faced as they are with ever-increasing 
electricity and fuel bills, any opportunity to realise cost savings 
per unit of production is a powerful incentive, but it must be 
balanced with the return on investment on new equipment and 
energy management activities. To help factories build their 
internal capacity and know-how in energy management, in 
2012 we continued to promote their inclusion in initiatives run 
by inter-governmental agencies with expertise in this field.

16
suppliers in Indonesia 
participating in a 
programme helping 
them to improve their 
energy management

1 See page 40.
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LEATHER TANNERIES TARGET 2015

100% OF NON-EUROPE TANNERIES TO 
ACHIEVE LEATHER WORKING GROUP  
(LWG) SILVER OR ABOVE RATING (BASED 
ON THE LWG AUDIT PROTOCOL). 85% OF 
SOURCING VOLUME (NON-EUROPEAN) OF 
LEATHER FINISH SHOULD BE CERTIFIED 
AT GOLD LEVEL
The process of making leather  
from the skins of animals, the 
hides, is called tanning – a 
process that uses chemicals 
and considerable amounts of 
water. We encourage our 
suppliers to address these 
impacts. Approximately 79% of the leather we buy from 
outside Europe is now from tanneries certified to Gold 
standard, around 20% is from Silver-certified tanneries, and 
about 1% is from Bronze-certified ones. This means that 
today, we are sourcing 99% of our leather from tanneries that 
are Silver or Gold level certified.

The Gold, Silver and Bronze ratings come from an industry 
body called the Leather Working Group (LWG). The group 
seeks to improve the tanning industry by agreeing on 
environmental priorities and promoting best practice through 
its guidelines for continuous improvement.

RATING OF LEATHER TANNERIES

RATING 2010 2011 2012

Gold 70% 64% 79%

Silver 26% 33% 20%

Bronze 3.5% 2.5% 1%

Un-rated 0.5% 0.5% 0%

We insist that our leather suppliers use these guidelines, 
known as the ‘audit protocol’, and achieve LWG compliance. 
The tanneries that score well in the protocol can achieve the 
Gold, Silver or Bronze ratings. We are on track to meet our 
2015 targets.

79%
of our non-European 
leather volume is from 
tanneries certified to 
Gold standard

MILESTONES 2012

Qualify and verify the reported data from 2010.

Quality of data as submitted could not be fully verified.

 PARTLY ACHIEVED

Continue to roll out the tool to new groups of suppliers.

Data collection rolled out to core suppliers.

 PARTLY ACHIEVED

Include all data from the covered suppliers for 2011.

Data input from some suppliers still in progress.

 PARTLY ACHIEVED

Develop an understanding of the baseline.

No finalisation of the baseline possible due to missing 
verified data.

 NOT ACHIEVED

Develop target requests for 2012.

No numerical energy savings target possible due to 
missing or non-verified data.

 NOT ACHIEVED

MILESTONES 2013 

Finalise and verify supplier data, complete benchmark 
and report of progress in reduced energy consumption 
per unit of production. Redefine target for energy saving 
for 2014 based on the results.
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GREEN BUILDING DESIGN TARGET 2015

IMPLEMENT GREEN DESIGN 
REQUIREMENTS FOR NEW BUILDINGS 
AT SUPPLIERS
All suppliers and our Sourcing  
department have received our 
green design requirements 
for the development of new 
facilities, as well as supporting 
questionnaires to gauge 
adoption rates. Where new 
facilities are being planned, our in-house environmental and 
energy management experts have engaged with the suppliers 
to offer technical advice and feedback on their proposals.

The green design requirements are part of our ‘Guide to Best 
Environmental Practice1’ that can be downloaded from our 
corporate website.

We have actively encouraged suppliers that are constructing 
new plants to adopt green building practices. In 2012, seven 
new factories in Cambodia, Indonesia, Turkey and Vietnam 
were designed incorporating green building design elements.

MILESTONES 2012

Adapt and implement green building standards for 
suppliers.

All suppliers and our Sourcing department have received 
our green design requirements for new buildings.

 FULLY ACHIEVED

MILESTONES 2013

Develop case studies to highlight the adoption of 
successful green building design practices and share 
these with other factories in the supply chain.

7
new supplier factories 
were designed and built 
adopting green building 
practices

MILESTONES 2012

99% of non-Europe leather finishing to achieve a Silver 
Standard or above (based on the LWG audit protocol).

We have constantly worked on selecting suppliers with 
gold standards and discontinued business with tanneries 
with lower environmental standards. We noticed that 
many tanneries consider high environmental standards 
as a priority themselves.

 FULLY ACHIEVED

70% of non-Europe leather finishing to achieve a Gold 
Standard or above (based on the LWG audit protocol).

We have constantly worked on selecting suppliers with 
gold standards and discontinued business with tanneries 
with lower environmental standards. We noticed that 
many tanneries consider high environmental standards 
as a priority themselves.

 FULLY ACHIEVED

All Rockport leather suppliers to achieve LWG Silver 
Standard by July 2012.

Our Rockport brand encouraged its suppliers to join the 
LWG and undergo the certification process or improve 
already existing certifications to Silver/Gold level. Moving 
forward, Rockport will replace suppliers that are not 
certified and do not plan to do so. In November 2012, 78% 
of Rockport’s sourced leather was from Silver or Gold-
certified tanneries.

 LARGELY ACHIEVED

MILESTONES 2013

Work on further increasing our sourcing volume from 
suppliers who are Gold-rated.

1 http://www.adidas-group.com/en/sustainability/Suppliers/Supporting_guidelines/default.aspx
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SAVING RESOURCES TARGET 2015

20% RELATIVE REDUCTION IN ENERGY CONSUMPTION

30% RELATIVE REDUCTION IN CARBON EMISSIONS

20% WATER SAVINGS/EMPLOYEE

25% WASTE REDUCTION/EMPLOYEE

50% PAPER REDUCTION/EMPLOYEE
Green Company is the name we gave to our environmental programme at our own sites around  
the globe. It was launched in 2008 and builds on years of environmental initiatives, drawing 
them together into a coherent programme with ambitious targets to improve the environmental 
performance of our administration offices, manufacturing sites and distribution centres. Our 
Green Company vision is to become a zero-emission company.

PERFORMANCE IN 2012
Table 1: Environmental data 2012 Group-wide for all locations reporting (including 49 sites)

TYPE OF SITE/REGION TOTAL ENERGY 
CONSUMPTION 

(MWH)

TOTAL CARBON 
EMISSIONS 

(TONNE)

TOTAL WATER 
CONSUMPTION 

(M3)

TOTAL 
HOUSEHOLD 

WASTE (TONNE)

TOTAL PAPER 
CONSUMPTION 

(TONNE)

Administration offices

Region EMEA 54,765 11,633 74,441 508 116

Region AMERICAS 45,210 16,269 120,446 812 96

Region APAC 6,658 4,260 7,567 not reported 70

Administration offices (total) 106,632 32,161 202,454 1,320 282

Own production sites

Region EMEA 7,092 1,278 2,913 124 3

Region AMERICAS 30,810 11,758 44,491 642 80

Region APAC 308 196 991 3 3

Own production sites (total) 38,210 13,232 48,395 769 86

Distribution centres

Region EMEA 27,049 7,931 31,972 310 53

Region AMERICAS 41,328 12,920 38,751 615 56

Region APAC 2,067 1,181 25,900 4 7

Distribution centres (total) 70,444 22,032 96,623 929 117

TOTAL 215,285 67,426 347,472 3,018 484

Note: All values in this table are shown as rounded values. Total values can differ from actual sum due to decimal place of individual values.

8
of our sites around the 
world use the same 
environmental 
management system

OWN OPERATIONS
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Every year we report our Green Company results via the 
Carbon Disclosure Project (CDP), an independent not-for-
profit organisation. In 2012 we have improved our scores 
considerably from 64C to 91B, and are listed in the Carbon 
Disclosure Leadership Index for Germany, Austria and 
Switzerland. Read more about our CDP results 2012 on our 
corporate website2.

MANAGING ENVIRONMENTAL IMPROVEMENTS
As well as the very important element of engaging employees 
(see the HR section3) we also apply our environmental 
management system to help us achieve our targets for 2015. 
This was already in place at seven of our sites around the 
world and in November 2012 our manufacturing site, the 
Global Technology Centre Scheinfeld 1, was successfully 
certified to ISO 14001, making eight sites now using the one 
environmental management system.

 
Since its introduction in 2010 the adidas Group has 
operated a well-structured, well-functioning and 
very effective certified environmental management 
system, which is constantly being improved. All 
employees show a high degree of technical and 
professional skills, motivation and commitment  
and are strongly supported by the top  
management. 
Erich Grünes, Licensed Environmental Verifier/Senior Auditor, TÜV 
Rheinland Cert GmbH

Some of our sites implemented important projects in 2012 to 
work towards the 2015 targets. On the next page are a couple 
of examples of sites reducing our energy consumption, carbon 
emissions and waste.

Table 2: Aggregated target results 2008-2012 (including 49 sites)

TYPE OF SITE ADMINISTRATION 
OFFICES

OWN 
PRODUCTION 

SITES

DISTRIBUTION 
CENTRES

TOTAL

Energy savings MWh/m2 Target 2015 -20% -20% -20% -20%

Target linear 2012 -9.5% -11.4% -7.5% -8.7%

Result 2012 -3.5% -15.3% -9.0% -6.0%

Carbon savings t/m2 Target 2015 -30% -30% -30% -30%

Target linear 2012 -14.3% -17.1% -11.2% -13.1%

Result 2012 -10.4% -17.0% -12.1% -10.9%

Water savings m3/person Target 2015 -20% -20% -20% -20%

Target linear 2012 -9.8% -11.4% -7.3% -9.4%

Result 2012 -15.3% 2.1% -15.8% -13.5%

Household waste reduction  
t/person

Target 2015 -25% -25% -25% -25%

Target linear 2012 -13.0% -14.3% -9.4% -12.1%

Result 2012 -22.5% -36.0% -14.1% -23.2%

Paper savings t/person Target 2015 -50% -50% -50% -50%

Target linear 2012 -23.3% -28.6% -18.0% -22.6%

Result 2012 -20.7% -9.7% -12.6% -16.7%

For more information, please see our 2012 Green Company Performance Analysis1 report.

1  http://www.adidas-group.com/en/sustainability/Environment/Our_Green_Company_
programme/default.aspx

2  http://www.adidas-group.com/en/sustainability/Our_Programme/Awards_and_recognition/
default.aspx

3 See page 48.
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REDUCING WASTE
At some of our sites, Green Teams successfully launched 
projects to reduce the amount of domestic waste sent to landfill:

•	 Our TaylorMade adidas-Golf headquarters in Carlsbad, 
California, started to work with a recycling company to sort 
and recycle waste at their facility. In 2012 the headquarters 
recycled 60 tonnes of what had previously been landfill waste.

•	 The office in Landersheim, France, reduced the waste from 
their canteen by collecting organic waste which is then used 
to produce bio-gas and electricity. In 2012 the site collected 
around 4.8 tonnes of organic waste which was turned into 
3.5 MWh of electricity, leading to an additional saving in 
greenhouse gas emissions of 0.2 tonnes.

•	 Also our headquarters in Herzogenaurach, Germany 
reduced the domestic waste from its canteens by replacing 
one-way paper cups with reusable ones. These cups are 
made out of ‘tree juice’, a material left over from the paper 
production process. Read more about these reusable cups 
on our corporate blog.

In 2013 we will share more best practice projects from our 
sites across the business as we know how this encourages 
colleagues to take action.

INVESTING TO REDUCE ENERGY USE AND 
CARBON EMISSIONS

In July 2012, the adidas Group Corporate Real Estate team 
launched the adidas Group GreenENERGY Fund, a 
sustainability venture capital fund for energy efficiency and 
renewable energy projects globally. It is the first of its kind in 
the footwear and apparel industry. Its mission is to accelerate 
investment in cost-effective energy and carbon-reduction 
projects – and make a profit.

The GreenENERGY Fund’s key innovation is that it finances 
projects as a portfolio. It targets a 20% Internal Rate of Return 
(IRR) across the portfolio, but allows IRR flexibility at individual 
project level. This way, ‘low-hanging fruit’ projects with great 
financial returns can be combined with high-impact carbon 
projects that have a lower IRR. The Fund is designed to 
maximise carbon reduction and cost savings.

In 2012, the GreenENERGY Fund invested in seven projects at 
our North American sites to accelerate the Green Company’s 
energy efficiency and carbon reduction goals. The return on 
investment is projected to be 39%. The Fund monitors financial 
and energy impacts via energy metering and utility bill 
analysis. Actual returns will be updated over time as project 
performance data becomes available.

 
One of our 2012 projects was to retrofit 124 Reebok  
& Rockport stores in the USA with retail-grade LED 
lighting. This reduces lighting energy by 45-73%  
per store. The project is expected to pay back in  
17 months and delivers a 49% internal rate  
of return. 
Elizabeth Turnbull, adidas Group GreenENERGY Fund Manager

In 2013, the GreenENERGY Fund will scale up to invest in energy 
efficiency initiatives across North America and Europe. Projects 
include lighting retrofits, heating and cooling upgrades, 
improved building controls and on-site generation projects.

1 http://blog.adidas-group.com/2012/04/raise-your-cups-for-a-stunning-and-ecological-idea/
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MILESTONES 2013

Further develop the best practice sharing programme.

Further expand the ISO 14001 system through 
certification of additional sites (over the next two years).

Survey organic solvents used at our own sites (excluding 
laboratories).

MILESTONES 2012

Further rollout of trainings for energy audits and energy 
efficiency.

In 2012 we launched the adidas Group GreenENERGY 
Fund which encourages more energy audits to identify 
and implement energy-saving projects.

 PARTLY ACHIEVED

Develop and implement a best practice sharing 
programme with a focus on energy management.

We established a Best Practice Library with the first 
examples of energy saving and other projects from our 
sites. This will be further developed and expanded in 2013.

 LARGELY ACHIEVED

Streamline and optimise processes and documentation 
of the ISO 14001 management system.

The ISO 14001 system was reviewed and further aligned 
through revising documents and processes. All the 
documentation was moved to a new document management 
system that offers additional project management functions. 
This will be developed further in 2013.

 FULLY ACHIEVED

Review additional large adidas Group sites and locations 
as candidates for ISO 14001 certification.

Through applying a pre-defined process and criteria, 
additional sites were selected to join the ISO 14001 
system within the next two years. The respective site 
managers were informed and briefed accordingly.

 FULLY ACHIEVED

Appoint a Green Team ambassador for all Green Teams. 
The Green Team ambassador will be available to 
represent current and new Green Teams. Earth Day 
events to be held at several locations in 2012.

A Global Green Team was founded with representatives of 
all local Green Teams. The Global Green Team holds 
regular calls to discuss projects, share experiences and 
plan further actions.

A global Earth Day event was held at our offices in 
Germany, France, Turkey, USA, Hong Kong, China and 
Indonesia.

 FULLY ACHIEVED



45NEVER STOP  /  Sustainability Progress Report 2012

CEO STATEMENT 3

OUR APPROACH 4

SUPPLIERS 9

ENVIRONMENT 20

EMPLOYEES 53

TARGETS OVERVIEW 60

PERFORMANCE 79

ENERGY SAVINGS IN STORES TARGET 2015

OWN RETAIL STORES: 5-15% SAVINGS 
OF RESOURCES
The end of the value chain sees our products sold and 
eventually become waste at the end of their useful life.  
The adidas Group had around 2,500 stores worldwide at the 
end of 2012. As we increase the number of stores, we have 
a responsibility to address their environmental impacts.  
A new initiative to retrofit LED track lighting in many of our 
Reebok stores promises significant carbon reductions and 
energy savings.

In 2012 we undertook a project to retrofit LED track lighting 
in 124 of our Reebok stores. The economics were strong – the 
project is forecast to pay back in about 1.5 years. And with 
lighting energy dropping between 45-73% (depending on the 
lights replaced), the savings enable Reebok to exceed its 
energy reduction targets for those stores. The carbon 
reduction is projected to be 960 metric tonnes/year across 
all 124 stores (based on an average carbon factor/kWh of 
1.3 kgC02-e).

The average store will save  
$2,300/year in energy and 
avoided bulb costs. The LEDs 
will last 50,000 hours, 
compared to the old halogen’s 
life of 2,500, which means much lower lighting maintenance 
costs for the remaining lease life. The total expected energy 
reduction for the project is 1,628,028 kWh/year, an average of 
13,130 kWh/year for each of the 124 stores.

45-73%
lighting energy  
savings per store

This project provides a template for lighting upgrades in other 
brands’ stores and markets. The Store Development team is 
now working with other key markets to analyse the business 
case for more re-lamping projects. The goal is to leverage 
Reebok’s experience while being mindful of the brands’ 
unique lighting concepts and the available LED technology 
in each market.

This project was part of the adidas Group GreenENERGY Fund 
in 2012 and results will be tracked over the next 12 months. 
See the Own operations1 section for more information on this.

MILESTONES 2012

Revisit targets 2015 and develop a mid-term plan.

Lighting initiative started – see below.

 FULLY ACHIEVED

Revisit previously conducted store audits to inform 
the plan.

Store audits show that we can achieve significant energy 
savings and operational costs on lighting. The Store 
Development team advised markets on which light 
fixtures to use in newly developed concepts to optimise 
energy use.

In addition, the Store Development team updated our 
Retail business manuals to include dedicated 
sustainability chapters.

 FULLY ACHIEVED

Evaluate reporting options via existing Green Company 
data reporting tool.

Due to the timing of the LED retrofitting projects (see 
above) we will revisit this target in 2013 when the first 
results become visible.

 PARTLY ACHIEVED

MILESTONES 2013

Store Development team to drive LED re-lamping for 
other stores and markets.

SALES

1 See page 41.
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MILESTONES 2012

Revisit targets 2015 and develop a mid-term plan.

•	 Integrated the Best Practice Sharing Library into the 
Environmental Strategy SharePoint page.

•	 The Store Development team produced a report on 
previous and current adidas sustainability Retail 
initiatives, industry benchmarks and strategic 
recommendations for Retail, which it shared with the 
Global Retail Senior Management team.

•	 I:CO projects (I:CO is a take-back and recycling system 
for used clothing and shoes):

 •	 Pilot	was	run	in	Stratford/UK	Market	North.

 •	 	Further	rollout	planned	for	next	year	in	the	Market	
Central area.

 FULLY ACHIEVED

MILESTONES 2013

Store Development team to identify and begin 
implementing up to three initiatives in Store 
Development-related topics that will contribute to the 
adidas Group’s overall Environmental Strategy.

Further encourage best practice sharing across the Store 
Development community.

BUILDING ALLIANCES TARGET 2015 

DEVELOP STRATEGIC SUSTAINABILITY 
ALLIANCES WITH KEY CUSTOMERS IN 
ALL KEY MARKETS
Our Store Development team started building alliances with 
key customers in selected markets. We also established 
a Best Practice Library for Retail staff with examples of 
environmental best practice activity in our stores, which 
we aim to share and promote more widely in 2013.

SHARING BEST PRACTICE
The Store Development  
team of the Centre of 
Excellence for Retail set up 
a Best Practice Library to 
allow for sharing of current 
best practices, tools and 
key performance indicators 
related to sustainability across the adidas Retail business.

Sharing good practice is an important first step in encouraging 
and promoting initiatives to reduce our relative environmental 
impact in our Retail business. The shared information also 
forms a starting point for establishing global standards and 
targets that are aligned with the adidas Group’s overall 
Environmental Strategy. So far, we have collected and shared 
information on initiatives in the field of facility energy use, 
reporting/communication, and end-of-life management 
across 12 markets.

On the wholesale side, adidas continued its cooperation with 
Otto GmbH, a well-known German multi-channel retailer. 
In January 2013, adidas and Otto unveiled a new sustainable 
collection, presented by the former German biathlete 
Magdalena Neuner. The products are made from recycled 
polyester and are exclusively offered by Otto. The retailer 
includes environmental information in the product descriptions, 
which involves special labelling of the products.

12
markets across which 
we have shared best 
practice from retail 
stores so far
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INTERNAL COMMUNICATIONS TARGET 2015

CREATE AWARENESS AND ENGAGE 
EMPLOYEES BY DRIVING MESSAGING 
THROUGH INTERNAL COMMUNICATION 
CHANNELS.
Employee awareness and  
engagement are key 
success factors in moving 
towards a greener 
company, and give further 
impetus to the company’s 
Environmental Strategy 2015. The Corporate Communications 
team is dedicated to communicating the company’s efforts 
around sustainability in a fact-based and open way.

In 2012, Internal Communications focused on informing the 
workforce on the progress made towards the company’s 
environmental goals in a more holistic and interactive way.

For example, the team produced a Green Company voice-over 
presentation to show employees how they can easily 
contribute to Green Company targets. During the ISO14001 
re-certification process this presentation supported our 
communication efforts to give new employees an insight into 
the Green Company initiative, and to remind employees overall 
of the Group’s environmental goals.

≈20
environmental success 
stories shared with 
employees

The team also supported best practice sharing between 
employees involved in various Environmental Strategy 
initiatives across the business by facilitating network 
meetings, then disseminating the learning on the intranet 
and in the employee newsletter.

But overall, the Internal Communications team focused on 
integrating environmental messaging into other business-
related communications. We see this integrated approach as a 
crucial factor to foster and raise awareness among employees.

MILESTONES 2012

Further strengthen internal communication efforts by 
applying tailor-made presentations to all our businesses.

•	 Informed employees about the Social and 
Environmental Affairs (SEA) team’s work through 
blogs, magazines and newsletters.

•	 Integrated sustainability messages into adidas Group 
updates and events.

•	 Created a Green Company voiceover presentation 
explaining how employees can contribute to Green 
Company targets.

•	 Established a global network of Green Team 
representatives to help achieve the Green Company 
targets.

 LARGELY ACHIEVED

MILESTONES 2013

Further strengthen internal communication efforts to 
raise awareness among employees globally.

COMMUNICATION
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HUMAN RESOURCES TARGET 2015

INTEGRATE ENVIRONMENTAL 
SUSTAINABILITY INTO GLOBAL 
HR PROGRAMMES:

•	 	DRIVE	AWARENESS	AND	ACTIVATION	
OF ENVIRONMENTAL STRATEGY

•	 	DEVELOP	AMBASSADORS	FOR	
ENVIRONMENTALLY RESPONSIBLE 
BEHAVIOUR

•	 	DRIVE	GROUP-WIDE	AWARENESS	AND	
TOP MANAGEMENT INVOLVEMENT

No company can hope to tackle its environmental impacts 
without the support of its people. It is in our daily working 
lives where we need to make the changes that will result in 
the adidas Group being a more sustainable company, one 
that achieves its environmental ambitions. So our Human 
Resources function plays a key role in engaging staff in our 
environmental programme and galvanising action across 
the business.

 
I’m proud that we have employees who are truly 
motivated to consider environmental impacts in  
their daily work. It’s important we build for the  
future in a sustainable way.  
Matthias Malessa, Chief HR Officer, adidas Group

ACTING GREEN
Awareness and engagement among our employees is key 
in meeting our 2015 Environmental Strategy goals. So we 
produced and launched a training video to run through our 
2015 targets and profile best practice examples from 
different sites.

Earth Day 2012 provided a perfect occasion to raise 
awareness, with events at our offices in Germany, France, 
Turkey, USA, Hong Kong, China and Indonesia. Local Green 
Teams organised different activities like recycling electronic 
waste, collecting and donating shoes and clothes, planting 
trees, car-sharing to work, introducing recycling programmes 
and offering local and organic food.

Waste collection by adidas Group employees

Managers supported the event, which also helped to highlight  
the importance the company places on the Strategy. They also 
continued to support ongoing programmes such as the green car 
initiative, where the company contribution towards an employee’s 
car allowance is linked to the car’s carbon emissions.

MORE GREEN AMBASSADORS
Each of our key locations now has a Green Team. These staff 
members promote environmental activities on site, mobilise 
support for initiatives and encourage their colleagues to ‘think 
green’. In much the same way, our Better Place programme 
for brand adidas aims to increase our designers’ awareness 
and sensitivity to environmental issues.

For more on the Green Teams initiatives, see the section  
about our Own operations1.

HUMAN RESOURCES

1 See page 41.
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MILESTONES 2012

Continue to develop training.

The Centre of Excellence for Learning conducted an 
in-depth stakeholder and needs analysis workshop with 
the core Environmental Strategy team and learning 
experts to determine actions to raise awareness and 
education across the Group.

 LARGELY ACHIEVED

Assess the viability of developing a competence network 
for the Environmental Strategy.

Explored learning and training opportunities during 2012.

 PARTLY ACHIEVED

Continuation of management-supported employee 
events.

•	 Celebrated Earth Day 2012 at various locations 
globally.

•	 Included Environmental Strategy in HR leadership 
targets.

 LARGELY ACHIEVED

MILESTONES 2013

Further promote awareness of Environmental Strategy 
2015 and target areas for additional support (for example, 
paper reduction).

Support skill development and strengthen the network of 
colleagues working on the Environmental Strategy.

Continue management-supported employee events.

THINKING GREEN
The Environmental Strategy leadership team took centre  
stage to promote their work at the adidas Group Global HR 
Summit, where top leaders within HR assemble to discuss 
strategic priorities for 2013. As a result, HR leaders across  
the organisation are now even more familiar with the 
environmental achievements of the company and have become 
stronger ambassadors for the Environmental Strategy.

The HR leaders have also gained a deeper understanding of 
what is needed to enhance awareness of the Environmental 
Strategy and develop knowledge and skills. The Centre of 
Excellence for Learning has partnered with the core 
Environmental Strategy team to find opportunities to engage 
staff at individual, team and Group levels.
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REDUCING OUR IT FOOTPRINT TARGET 2015

REDUCE THE ENVIRONMENTAL FOOTPRINT 
OF IT INFRASTRUCTURE BY 20%:

•	 	80%	OF	ALL	PCs	TO	HAVE	‘GREEN’	
POWER MANAGEMENT OPTIONS

•	 	30%	LESS	ENERGY	CONSUMPTION	
BY	PCs

•	 	100%	OF	REQUESTS	FOR	PROPOSALS	TO	
EVALUATE ‘GREEN’ PERFORMANCE OF 
POSSIBLE VENDORS

•	 	VIRTUALISATION	OF	SERVERS	AND	DATA	
CENTRE CONSOLIDATION

THESE TARGETS WILL CONTRIBUTE TO THE 
FOLLOWING GREEN COMPANY TARGETS 
OF A:

•	 	20%	REDUCTION	OF	RELATIVE	ENERGY	
CONSUMPTION

•	 	30%	REDUCTION	OF	RELATIVE	CARBON	
EMISSIONS

•	 	50%	REDUCTION	OF	PAPER	
CONSUMPTION

REDUCED CARBON FOOTPRINT THROUGH SERVER 
VIRTUALISATION
Within the adidas Group,  
significant amounts of data 
have to be stored in our 
data centres. Using 
software, a single physical 
server can be divided into several virtual servers to save 
resources. By virtualising servers in this way, we can use less 
energy, reduce our carbon footprint and optimise the storage 
space and cooling system required.

70%
of servers now virtual 
at our HQ

To reduce the energy used by IT, we plan to maximise server 
virtualisation at our data centre in Herzogenaurach. We set 
annual targets and migrated applications from physical to 
virtual servers accordingly. In 2012, we achieved the maximum 
virtualisation possible, which is 70% virtual servers and 30% 
physical servers.

REDUCED CARBON FOOTPRINT THROUGH SERVER 
CONSOLIDATION
Where possible, our strategy is to consolidate servers at only 
three global data centres, located in Herzogenaurach, Canton 
and Hong Kong. This will significantly reduce our energy 
consumption and CO2 emissions, not only at our headquarters, 
but also at the adidas Group offices in Europe, Middle East and 
Africa (EMEA).

adidas Group data centre

In 2012, we succeeded in decommissioning an average of 16% 
of servers in the EMEA region. We achieved this by centralising 
the applications management and governance, and avoiding 
and reducing replication and redundant systems.

IT
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This is achieved by a technology called deduplication, which 
analyses the data stream and does not store duplicate data on 
the backup device. The power and cooling requirements of the 
backup infrastructure were reduced by more than 80% 
compared to the old solution.

As a side effect, deduplication also reduces the bandwidth 
requirements for replicating the data between sites (for 
Disaster Recovery) by more than 90%, allowing local 
redundant systems to be decommissioned.

 
Global IT is both an enabler and a contributor to the 
Group’s Environmental Strategy goals. Besides best 
practice activities we created a platform to inspire 
our IT colleagues to actively participate in launching 
‘green’ ideas and the feedback we get makes us 
confident that Green IT will continue to deliver  
great results in 2013.  
Armin von Hanffstengel, Vice President IT Large Markets, adidas Group

REDUCED CARBON FOOTPRINT THROUGH 
VIRTUALISING BACKUP PROCESSES
In 2012 we implemented a backup new technology that 
reduces the volume of data stored on the backup device 
by more than 90%.

SERVERS

GREEN IT 100% VIRTUALISED
We have the maximum number of virtual servers at HQ

2010

2011

2012

PHYSICAL

49%

37%

30%

VIRTUAL

51%

63%

70%

SERVER VIRTUALISED

SERVER CONSOLIDATED

SERVER DECOMMISSION

90%

16%

100%

REDUCTION OF CARBON FOOTPRINT
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Set up a Green Printing Default Setting in the new 
Printer Software Uniflow.

In cooperation with Facilities & Services, the Green 
Company team and our IT printing team ensured that 
future printing services and devices include an energy 
management system per printer, printing paper figures 
per printer and ID card printing. We will roll this out at 
our HQ in Germany at the beginning of 2013; other 
locations will follow.

 FULLY ACHIEVED

Develop a Green IT strategy and related Green IT 
communication strategy.

In 2012, we established and fully used the following 
communication tools: Green IT wiki, Green IT SharePoint, 
Green IT corner slides, articles talking about Green IT and 
Green IT tips, which are displayed every Monday on the IT 
intranet blog.

 FULLY ACHIEVED

MILESTONES 2013

Workplace
•	 Use game-like experiences to encourage employees to 

reduce their carbon footprint.
•	 Ensure workplace Green IT best practices are applied.
•	 Explore the use of paperless processes.
•	 Introduce Green printing settings by default and 

printer energy management.
•	 Identify energy consumption and carbon footprint 

related to emails and employee data storage.

Data centre
•	 Introduce storage on demand at headquarters.
•	 Identify the carbon footprint of applications.
•	 Decommission physical servers (track percentage of 

decommissioned servers in regions EMEA, Asia Pacific 
and Americas).

•	 Improve virtual server ratio by 5%.

Communication, awareness
•	 Run awareness campaigns including posters, tips and 

media assets.
•	 Continue employee communication to raise awareness 

on how to save energy.

Cloud computing and “Data as a Service”
•	 Evaluate the potential of cloud computing and “Data as 

a Service” to further reduce carbon footprint, energy 
and paper consumption.

MILESTONES 2012

Decommission a further 45 physical servers.

70 servers were decommissioned, which is a 156% target 
achievement.

 FULLY ACHIEVED

Reduce the ratio of physical/virtual servers by 
a further 12%.

30% physical servers; 70% virtual servers; 589 servers 
virtualised globally.

Virtual server count:

•	 Dec 2011 – 1309

•	 Dec 2012 – 198

 FULLY ACHIEVED

Achieve a power usage effectiveness (PUE) value of 
1.6 in the HQ data centre located on the World of Sports, 
adidas Group HQ.

The adidas Group received the TÜV Green IT level B 
certification for its data centre. The TÜV level B 
certification demonstrates achievements similar to  
a PUE of 1.6.

 FULLY ACHIEVED

Introduce environmental criteria in purchase decisions 
related to workstations.

Environmental criteria were included in the checklist 
used for purchase decisions for all IT services and 
products. These criteria have been part of our related 
vendor selection since 2011.

 FULLY ACHIEVED

Set up a global ‘Green Printing’ policy.

A Global Printing Policy was defined. It includes 
comprehensive green printing requirements and covers 
printers, plotters, default settings, as well as energy 
management systems in all printers. The new printers 
will be rolled out globally.

 FULLY ACHIEVED
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EMPLOYEES

NEVER STOP ...INSPIRING EACH OTHER
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LEADERSHIP EXCELLENCE TARGET 2015

ACTIVATE AND INSTIL LEADERSHIP 
EXCELLENCE
Activating and instilling  
leadership excellence 
across the organisation is 
a key priority for our HR 
teams. This focus reflects 
inputs from the 2010 adidas 
Group Top Management 
Conference, an Organisational Health Index (conducted in 
partnership with a consultancy) and the Global Employee 
Engagement Survey 2010.

Across the company – from Board level through upper 
management – leadership teams embarked on ‘Leadership 
Journeys’. Their purpose is to develop leadership strength  
and roll out a consistent approach that clarifies the Group’s 
expectation of leaders. In time, nearly 80 leadership teams 
worldwide will participate in these intensive sessions of 
team- and self-reflection.

Herbert Hainer, CEO adidas Group

42
executive and senior 
management teams 
began their Leadership 
Journeys in 2012

The programme incorporates 360-degree feedback, 
leadership-style awareness and defining the behavioural 
changes needed to work more effectively as leadership teams. 
Few companies have tackled such comprehensive leadership 
programmes globally, and we are confident this undertaking 
will drive us to become better leaders in our organisation and 
in our industry.

 
The best development programme I’ve  
experienced in 19 years at adidas.  
Leadership Journey participant

The Leadership Journeys help to implement what we call  
our ‘New Way of Working’. This term refers to how we fulfil  
our daily tasks, how we lead and how we work together, with 
an emphasis on adopting a collaborative, transparent and 
fact-based mindset in everything we do.

In 2012 the first 42 of these Leadership Journeys were 
launched with a further 36 due to begin in 2013.

LEADERSHIP

360º
FEEDBACK

KICK-OFF
WORKSHOP
(1.5 DAYS)

FIELDWORK WITH
INDIVIDUAL/TEAM
FOLLOW-UPS

FIELDWORK WITH
INDIVIDUAL/TEAM
FOLLOW-UPS

CONTINUOUS
RENEWAL

1

FOLLOW-UP
WORKSHOP
(1 DAY)2

FOLLOW-UP
MEETING/WEBEX
(2 HOURS)3

THE LEADERSHIP 
JOURNEY STRUCTURE 
IS IDENTICAL FOR 
ALL GLOBAL 
MANAGEMENT TEAMS

LEADERSHIP JOURNEY
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MILESTONES 2013

Launch and promote a new competency model – globally 
consistent mindsets and behaviours expected from all 
employees and leaders.

Continue rolling out the Leadership Journey to further 
support our achievement of Route 2015 goals.

MILESTONES 2012

’Driving Route 2015’ HR-related strategy: Roll-out of 
‘Leadership Journey’ for first and second management 
levels of the Group.

By Q1 2013 most first and second level managers will 
have completed Leadership Journeys.

 LARGELY ACHIEVED

’Driving Route 2015’ HR-related strategy: Design 
future-oriented functional training platforms, focusing 
initially upon the commercial areas.

In 2012 we designed a Learning Management System 
(LMS) to provide adidas Group employees with access to 
training. The LMS will launch at our global headquarters 
in 2013, with plans for further rollout globally.

 PARTLY ACHIEVED

’Driving Route 2015’ HR-related strategy: Create a 
Global Talent Management platform.

In 2012 we set the foundations for the platform both 
internally and externally. We increased the global 
transparency of our internal talent pool and solidified 
the succession pipeline for business-critical positions. 
Externally, we have identified talent pools to fill our 
resource needs.

 PARTLY ACHIEVED
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My week volunteering in Brazil helped me reconnect 
with the importance of sport on a grassroots level, 
showing me how it can connect people from different 
backgrounds and cultures and ultimately inspire 
positive change within a community.  
Elliott Rayner, Product Manager, adidas

Find out more about the company’s community involvement on 
the Corporate Website2 and on our corporate blog3 where you 
can read about another outstanding volunteering programme 
in China.

CHAMPIONING DIVERSITY
Other ways we aim to create an engaging work environment 
are through our commitment to diversity and work-life 
integration.

The adidas Group is a signatory of the ‘Corporate Charter of 
Diversity for Germany’. The charter acknowledges the diversity 
of modern Germany and the opportunities for creativity and 
innovation in business that diversity brings. It commits 
signatories to creating a company culture of respect and 
mutual appreciation of everyone in the workplace.

Almost 300 participants attended the third Diversity Day  
at the adidas Group headquarters in Herzogenaurach. The 
keynote speaker was seven-time Paralympic gold medallist 
Esther Vergeer, who gave an inspiring talk about inclusion  
and the strength of bringing diverse perspectives together.  
The interactive workshops were a great success, offering 
interesting perspectives on topics such as ‘Trends for the 
future workplace’ and ‘Challenges & opportunities of a 
multi-generation workforce’.

MOTIVATION & ACCOUNTABILITY TARGET 2015

SYSTEMATICALLY PROMOTE MOTIVATION 
AND ACCOUNTABILITY THROUGH TALENT 
AND PERFORMANCE MANAGEMENT.

MOTIVATING STAFF THROUGH EMPLOYEE 
VOLUNTEERING
Community involvement and employee volunteering play a 
crucial role in creating a working environment that stimulates 
engagement and achievement. Volunteering helps to 
strengthen team spirit, enhance employee skills such as 
leadership, decision-making and communication and increase 
commitment and motivation.

As an international company  
operating in more than 100 
countries, we can offer staff 
a huge range of 
volunteering opportunities. 
Overall, more than 26,000 
volunteer hours were donated by employees to community 
projects in 22 countries. Staff from our HQ in Germany alone 
donated 9,800 volunteer hours of their time to support projects 
worldwide in 2012.

One such project is the ‘Ginga Social’ initiative in Brazil. This 
sports-based programme uses coaching to teach values and 
life skills to young people aged between 7 and 17. It is running 
for two years in five low-income neighbourhoods in Sâo Paulo, 
Rio de Janeiro, Belo Horizonte, Porto Alegre and Salvador – 
FIFA World Cup 2014 host cities.

Our partner organisation Gol de Letra1 helps local 
organisations implement the programme. Their ‘train the 
trainer’ model equips local coaches to make an ongoing 
positive difference to the lives of vulnerable young people in 
their neighbourhood. The project will also invest in local 
sports facilities, vital in a country where 86% of its more than 
190 million inhabitants live in cities where space for sports is 
often scarce and expensive.

26,000
volunteer hours donated 
by employees worldwide 
in 2012

PEOPLE

1 http://www.goldeletra.org.br/default.aspx?section=233
2 http://www.adidas-group.com/en/sustainability/welcome.aspx
3 http://blog.adidas-group.com/category/community-involvement/
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MILESTONES 2012

Succession Management: The Succession Management 
process is supported by a system solution that hosts 
position and employee data related to performance, 
potential, career aspirations, mobility and other factors. 
The target for 2012 is to reach a full Group-wide online 
coverage.

The system is in place for the target population in all 
business units except Korea, and a full implementation 
plan is underway.

 PARTLY ACHIEVED

Performance Management: Our global Performance 
Evaluation and Planning tool (PEP) is to reach an online 
coverage of 96% of the adidas Group workforce.

Online coverage of PEP Group-wide increased to 89%. 
Additionally, we focused on designing a new performance 
management tool for launch in 2013.

 PARTLY ACHIEVED

Workforce diversity: Focus mainly on our management 
development programmes where we want to increase 
the number of female participants to at least 35% 
starting in 2012. Focus on work-life integration during 
the remodelling of our headquarters and have planned-
in parent-child offices and the investment into a 
childcare centre at our headquarters.

We increased the proportion of women in our 
management development programmes to at least 35% 
and will continue to work on this in 2013. Work-life 
integration initiatives such as the parent-child office, 
which is open to all employees, and the childcare centre 
in Herzogenaurach, Germany, are well underway.

 FULLY ACHIEVED

MILESTONES 2013

Launch and implement a new performance management 
approach.

Strengthen our succession management through internal 
and external talent pools.

HELPING FAMILIES ACHIEVE WORK-LIFE 
INTEGRATION
To achieve our strategic work-life integration goals and 
continue efforts to engage our employees, the adidas Group 
has had a childcare facility at our company premises in 
Canton, USA, since 2002, and is building a childcare centre and 
a new gym on the World of Sports Headquarters campus in 
Germany. The new childcare centre will be in operation by the 
end of 2013 and the gym will follow in 2014.

The centre will be open from 7:30am to 6:30pm for children 
between three months and school age. It will offer full-time 
care for up to 110 children (two kindergarten groups of 25 
children, plus five nursery groups of 12 children). The centre 
has about 450m² of internal space, including a little kitchen, 
library and theatre, and 2,500m² of outdoor playing grounds. 
With a specialist company employing qualified day-care 
teachers, we are confident it will be a high-class facility for 
our employees’ children to enjoy.

REACHING NEXT-GENERATION DESIGN TALENT
To continue designing sportswear, footwear and fashion that 
increases consumer loyalty to the adidas brand we need to 
reach elusive, next-generation design talents. That’s why we 
launched the adidas Design Studios microsite1 in 2012, where 
design teams and individual designers can tell their own 
stories about who they are and what their teams represent. 
The site is as much about creating an open culture as it is 
a conduit to communicating this to the outside world, and 
enabling us to attract top design talents from around 
the globe.

Read more about the adidas Design Studios microsite on our 
corporate blog2.

MANAGING EMPLOYEE PERFORMANCE
As well as motivating and engaging staff, it is vital that we 
provide the feedback and have development conversations 
with our people to enable their best performance. In 2012 we 
redesigned our target-setting programme to better support 
our ‘New Ways of Working’ principles. ‘The Score’ will launch 
in 2013. It provides greater focus, alignment and simplicity to 
help individuals and teams achieve their targets. It supports 
our managers in giving quality feedback and having those 
development conversations with employees, and includes an 
upgrade to an integrated performance evaluation online tool.

1 http://www.adidasdesignstudios.com/
2 http://blog.adidas-group.com/2012/05/the-e-lu-sive-adidas-design-team/
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The monthly training sessions cover the variety of 
communication topics, such as video editing, social media 
planning and corporate identity. Internal and external trainers 
deliver interactive sessions that give employees a diverse 
insight into the world of PR and communications. In 2012, 
the PR Academy took place nine times with an average of 
25 people attending each session.

MILESTONES 2012

Employee Engagement: five functions of the adidas 
Group will conduct a pulse check survey to review the 
impacts of actions taken.

In 2012 pulse check surveys were conducted by various 
markets within the adidas Group. We will roll out our next 
Global Employee Engagement Survey in spring of 2013.

 FULLY ACHIEVED

MILESTONES 2013

Further implement and roll out the Learning 
Management System as the basis for future learning 
needs.

Conceptualise a Corporate University to address future 
learning needs.

LEARNING SOLUTIONS TARGET 2015

CREATE THE FOUNDATION FOR OPEN, 
INNOVATIVE AND COLLABORATIVE 
LEARNING SOLUTIONS

DEVELOPING NEW WAYS TO LEARN
We value the feedback employees give us through our Global 
Engagement Survey and we act on the results. Gathering 
responses from almost 40,000 employees, the survey is a key 
indicator of how well we as a company and leaders are doing 
in engaging our staff. Based on this feedback, one area of 
development for the company was to improve access to and 
information about relevant, effective and available learning 
opportunities.

In order to address this  
need, the ‘Centre of 
Excellence (CoE) – Talent’ 
developed a new Learning 
Management System. In 
each part of the business 
we have Centres of 
Excellence, which are 
teams established to develop strategy and design systems to 
achieve our business goals.

The new Learning Management System is a central platform 
enabling access to learning solutions, training schedules and 
logistics. Employees will be empowered to ‘learn on demand’ 
as suits their developmental needs and professional interests. 
The system has the capability to track and support the 
management of employee learning, and will eventually be 
integrated into the HR talent management platform.

ADIDAS GROUP PR ACADEMY
One striking example of bringing collaborative learning to  
life is the adidas Group PR academy. Originally founded in 
2010 and enhanced in 2012 into a more rigorous training 
programme, it is aimed at employees working in 
communication roles.

40,000
approximate number  
of employees that 
responded to our last 
Global Engagement 
Survey

CAPABILITIES
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CENTRALISED SERVICES TARGET 2015

ACTIVELY CONTRIBUTE TO THE ROUTE 2015 
TARGET OF AN 11% OPERATING MARGIN BY 
CREATING CENTRALISED ABOVE-MARKET 
SERVICE SOLUTIONS.

SHARED SERVICES AS A CONTRIBUTION TO BOTTOM-
LINE EFFICIENCY
Group HR will implement ‘above-market shared services’ in 
2013. These are those HR services such as payroll or contract 
preparation that can be more efficiently managed ‘above 
market’ rather than have each market develop their own 
process. We are starting with payroll services in selected 
countries and identifying opportunities in other areas of HR. 
In 2012, a new HR Director of Shared Services joined our 
HR team to conceptualise and enable this approach, and lead 
the planning and scoping work.

ENHANCED GLOBAL HR REPORTING SYSTEM
Working with a consultancy, we have embarked on a project to 
improve the granularity and accuracy of our employee-related 
reporting. We have identified requirements for efficient and 
extensive HR reporting on four core topics: employment (e.g. 
reporting by demographic data), fluctuation, diversity and 
health & safety. When the project is completed in 2013, we will 
be able to report on this global data more effectively.

SUPPORTING OUR ORGANISATION IN THE ROUTE 2015 
OPERATING MODEL
Group HR supported the Route 2015 initiative by conducting 
exercises in baselining and sizing across brands, markets and 
functions. This work provided global guidance on meeting 
Route 2015 operating goals and aligning towards a globally 
consistent organisational blueprint.

As this is a new 2015 target, no 2012 milestones were set.

MILESTONES 2013

Implement a globally consistent HR reporting.

Implement a payroll system strategy in core countries.

Implement above-market shared services for talent 
acquisition and training.

SERVICES
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This is a summary of our targets for 2015, our performance against our milestones  
for 2012 and the milestones we are aiming to reach in 2013. For the stories behind  
these targets, please see the main Suppliers, Environment and Employees sections  
of the report. 

SUPPLIERS

DIRECT SUPPLIERS  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

IMPROVING PERFORMANCE

80% of strategic Tier 1 suppliers to 
meet 3C (good) or better under our 
social compliance KPI rating. 

25% of our strategic Tier 1 suppliers 
to be in a self-governance compliance 
model (where they take responsibility 
for their own performance) that 
includes reporting of key social and 
health & safety indicators.

 FULLY ACHIEVED

60% of all direct suppliers to meet 3C 
(good) or better. 

Raise the overall understanding and 
awareness of health & safety issues 
specific to the manufacturing process 
with the supply chain. 

100% enrolment of nominated Tier 2 
apparel material suppliers into the 
Occupational Health & Safety Officer 
Programme (OHSO) or local equivalent 
programme.

68% of strategic Tier 1 supplier 
factories to meet 3C (good) or better.

 FULLY ACHIEVED

15% of our strategic Tier 1 suppliers to 
meet 4C or better (self-governance 
model). Note: At the end of 2012, 37% of 
our strategic Tier 1 suppliers met 4C or 
better. Consequently, we achieved, and 
even exceeded, our 2015 target already 
in 2012.

 FULLY ACHIEVED

45% of all direct suppliers to meet 3C 
(good) or better.

 FULLY ACHIEVED

Target newly approved suppliers to help 
them achieve a minimum 2C rating.

 PARTLY ACHIEVED

Provide ongoing training and 
consultation for existing suppliers 
to improve their KPI rating to the 
next level.

 FULLY ACHIEVED

90% of strategic supplier factories to 
meet 3C (good) or better.

65% of all direct suppliers to meet 3C 
(good) or better.

20% of direct suppliers to be self-
governing 4C or better.

Limited rollout of the Social 
Compliance Initiative (SCI) tool in six 
key suppliers which will inform the  
plan of broader rollout in the direct 
supply chain.

Integrate the SMS hotline into worker 
grievance and communication systems 
by implementing it with four more 
suppliers in Indonesia and one pilot 
factory in Vietnam.

Develop a comprehensive Occupational 
Health & Safety (OHS) strategy to 
address the incidence of vibration 
exposure in golf club production.

Review training needs and effectiveness 
of Occupational Health & Safety Officer 
training programmes.

For the stories behind these targets and milestones, see page 10.

TARGETS OVERVIEW
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INDIRECT SUPPLIERS  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

IMPROVING REPORT CARD SCORES

Report Cards for all eligible business 
entities managing our indirect suppliers 
to achieve an average performance 
rating of 70% or higher.

Report Cards reviewed and updated for 
90% of our business units and licensees 
with final scores mutually agreed.

 PARTLY ACHIEVED

Report Cards prepared for 92% of our 
eligible business entities; support them 
achieving an average performance 
rating of 67% or higher.

Complete the selection of a Single 
Service Provider to manage the indirect 
suppliers and launch the programme.

For the stories behind these targets and milestones, see page 15.

SYSTEMS AND GUIDELINES  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

INDUSTRY-WIDE TOOLS

Establish common industry-wide 
monitoring platform, methodology and 
tools to check and measure fair, healthy 
and safe workplace conditions.

Participate in the Sustainable Apparel 
Coalition (SAC), the Global Social 
Compliance Programme (GSCP), the 
Fair Labor Association (FLA) and the 
World Federation of the Sporting Goods 
Industry (WFSGI) forums to promote the 
use of the Fair Factories Clearinghouse 
(FFC) as a sharing platform for 
compliance data.

 FULLY ACHIEVED

Integrate the Social Compliance 
Initiative (SCI) methodology into current 
monitoring tools; apply the tools from 
2013 onwards.

 PARTLY ACHIEVED

Deliver 25 full and self-assessments 
using the Fair Wage tool.

 FULLY ACHIEVED

Start applying the Global Social 
Compliance Programme Equivalence 
Assessment.

 FULLY ACHIEVED

Integrate SCI methodology: support the 
development of the tool in the FFC; pilot 
the SCI core questions in the direct 
supply chain.

Continue expansion of Fair Wage 
assessments in same countries and 
publish findings; review current 
positions on wages based on findings.

Benchmark the adidas Group’s 
sustainability performance and 
practices against industry peers using 
the Equivalence Process of the Global 
Social Compliance Programme (GSCP) 
and review findings.

For the stories behind these targets and milestones, see page 16.
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STAKEHOLDER ENGAGEMENT  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

RESPONDING TO STAKEHOLDERS

Manage and respond to stakeholder 
expectations, campaigns and crises 
around major sporting events.

To share the findings from a 
stakeholder dialogue with sports events 
organisers to raise the sustainability 
bar for future events where the adidas 
Group is a sponsor.

 FULLY ACHIEVED

To further promote transparent 
reporting practices about our suppliers’ 
sustainability performance, we will 
identify key jurisdiction where public 
listed supplier companies are required 
to conduct non-financial (ESG) 
reporting; we will start engagements 
with partners who are listed in those 
markets.

 PARTLY ACHIEVED

Deliver on commitments as a follow-up 
on issues raised through the London 
Olympics Complaint Mechanism.

Manage and respond to stakeholder 
expectations related to the 2014 FIFA 
World Cup Brazil™; disclose World Cup 
production facilities in advance of the 
event.

Brief suppliers and internal business 
units on the development of the SAC 
Higg Index and the expectations on the 
Zero Discharge of Hazardous 
Chemicals (ZDHC) Roadmap.

For the stories behind these targets and milestones, see page 18.



64NEVER STOP  /  Sustainability Progress Report 2012

CEO STATEMENT 3

OUR APPROACH 4

SUPPLIERS 9

ENVIRONMENT 20

EMPLOYEES 53

TARGETS OVERVIEW 60

PERFORMANCE 79

ENVIRONMENT

MANAGEMENT PROCESSES  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

MANAGEMENT SYSTEM

Develop a management system that 
ensures successful strategy 
implementation and effective 
management of environmental impacts, 
risks and opportunities.

Develop a manual for the entire 
governance framework that 
strengthens the uptake of the strategy 
by the global organisation.

 LARGELY ACHIEVED

Develop a general set of templates for 
guidelines, toolboxes and tools based 
on existing templates and tools, and 
introduce them Groupwide.

 LARGELY ACHIEVED

Develop specific guidelines and tools 
for specific brands, business functions 
or targets.

 PARTLY ACHIEVED

Mature and develop quantitative and/or 
qualitative KPIs for all business 
functions engaged with the 
Environmental Strategy 2015; ensure 
that KPIs are meaningful and practical.

 PARTLY ACHIEVED

Develop a Group-level Index Guideline.

 PARTLY ACHIEVED

Continue internal SAC Index 
implementation and alignment with our 
overall Environmental Strategy 
priorities.

Develop related templates, tools and 
guidelines for key focus areas.

Continue to fulfil our commitments 
within the Zero Discharge of Hazardous 
Chemicals (ZDHC) Roadmap.

Align and integrate our ZDHC work with 
our overall Environmental Strategy 
priorities.



65NEVER STOP  /  Sustainability Progress Report 2012

CEO STATEMENT 3

OUR APPROACH 4

SUPPLIERS 9

ENVIRONMENT 20

EMPLOYEES 53

TARGETS OVERVIEW 60

PERFORMANCE 79

MANAGEMENT PROCESSES continued 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

HAZARDOUS CHEMICALS

Zero discharge of hazardous chemicals 
(ZDHC) by 2020 – drive solutions for 
sound chemical management in global 
supply chains.

As this is a new 2015 target, no 2012 
milestones were set.

Together with the members within 
the ZDHC collaboration:

•	 Develop the next version of the 
Roadmap, which aims to be a 
management framework that 
includes all projects and ensures 
measurable targets and results.

•	 Continue strengthening stakeholder 
engagement including outreach to 
NGOs and communicating progress.

•	 Help lead the collaboration through 
our contributions to the Executive 
Committee and the Management 
Board of ZDHC. 

Individual milestones for the 
adidas Group:

•	 Align and integrate our ZDHC work 
with our overall Environmental 
Strategy 2015 priorities, as well as 
with our strong engagement within 
the Sustainable Apparel Coalition.

•	 Further build out and strengthen the 
internal structures to support and 
drive the ZDHC work.

•	 Support the development of a 
harmonised and holistic 
environmental audit protocol which 
also addresses sound chemical 
management in supplier factories.

For the stories behind these targets and milestones, see page 21.
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INNOVATION  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

GREEN THINKING IN INNOVATION

All future product innovation projects 
will contain some environmental 
elements.

Most adidas branded products for the 
London 2012 Olympic Games to contain 
sustainable innovations from on-field 
competition wear through to clothes 
and equipment for volunteers and 
the public.

 FULLY ACHIEVED

New product innovations to be 
quantitatively assessed for 
environmental performance.

 FULLY ACHIEVED

Integration of sustainability into 2014 
FIFA World Cup™ projects.

 PARTLY ACHIEVED

Integration of sustainability into 2014 
FIFA World Cup™ projects.

New product innovations to be 
quantitatively assessed for 
environmental performance.

For the stories behind these targets and milestones, see page 25.
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DESIGN  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

COLOUR REDUCTION

50% reduction in colours used within 
the adidas Sports Performance  
division (excluding colours required  
by clubs or otherwise outside the 
control of Design).

Revive the roadmap towards 2015 
colour reduction targets:

Consolidate colours by 20% in apparel 
and 40% in footwear.

 PARTLY ACHIEVED

Start sustainability round tables and 
workshops in design:

•	 Run at least 12 round table meetings

•	 Conduct sustainable design 
workshop for SS14 designer days.

 PARTLY ACHIEVED

Design a sustainable shoe or one 
additional range of sustainable 
products.

 FULLY ACHIEVED

Maintain the pace of reporting.

 FULLY ACHIEVED

Start check-and-reduce processes for 
emphasising compliance to targets, and 
addressing issues as they arise.

 FULLY ACHIEVED

Initiate IT-based governance process.

 FULLY ACHIEVED

Continue our efforts within design to 
increase product sustainability.

For the stories behind these targets and milestones, see page 27.
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MARKETING  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

SUSTAINABLE CONTENT

Ensure all footwear and an increasing 
amount of apparel has more sustainable 
content, to qualify for our Better Place 
product range.

Continue integrating SAC Index 
principles into the adidas Better Place 
Guidelines system where feasible.

 PARTLY ACHIEVED

Continue to develop and expand targets 
for greater growth of Better Place 
sustainable product programme.

 PARTLY ACHIEVED

Ensure that relevant Sustainable 
Apparel Coalition topics are covered 
within internal Better Place tools.

Design-led innovation to reduce the 
environmental impact of products 
within focus categories.

NUMBER OF RANGES

Reduce number of ranges as a whole by 
20% (adidas Sports Performance 
division).  

Continue reducing the number of 
ranges according to targets.

 PARTLY ACHIEVED

Continue reducing the number of 
ranges according to targets.

VIRTUAL SAMPLES

Virtualisation project to drive reduction 
in samples.

Go virtual in design.

 PARTLY ACHIEVED

Continue expanding the range of 
products covered in terms of 
virtualisation.

 FULLY ACHIEVED

Virtual sell-in across all of western 
Europe in Spring/Summer 2013.

 FULLY ACHIEVED

Virtualise the design process further.

For the stories behind these targets and milestones, see page 29.
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DEVELOPMENT  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

PACKAGING SOLUTIONS

Optimise packaging solutions Define 2015 targets and annual 
milestones for packaging optimisation 
and reduction.

 NOT ACHIEVED

adidas China to trial using the single 
wall cartons before rolling out to bulk 
orders.

COLOUR-MATERIAL COMBINATIONS

20% reduction in colour-material 
combinations.

Go live with Footwear Sourcing Matrix.

 FULLY ACHIEVED

Create a model to quantify the 
environmental impact of reducing 
complexity in apparel.

 PARTLY ACHIEVED

As the project will no longer be formally 
tracked through the Environmental 
Strategy, we will no longer set project 
milestones in this framework.

For the stories behind these targets and milestones, see page 32.



70NEVER STOP  /  Sustainability Progress Report 2012

CEO STATEMENT 3

OUR APPROACH 4

SUPPLIERS 9

ENVIRONMENT 20

EMPLOYEES 53

TARGETS OVERVIEW 60

PERFORMANCE 79

SOURCING  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

EXTENDING ASSESSMENTS

Extend environmental assessments to 
selected supplier groups and achieve 
a 30% improvement in average KPI for 
selected suppliers based on 2011 
baseline.

5% E-KPI improvement over the 
previous year for 3E and above 
suppliers; 10% E-KPI improvement 
over the previous year for suppliers 
below 3E.

 LARGELY ACHIEVED

Strategic Compliance Plan (SCP,  
the sustainability mid-term plan  
for selected suppliers) to contain 
environmental components on 
achieving reductions in energy,  
water and waste.

 LARGELY ACHIEVED

Environmental KPI score to be 
increased by 10% for strategic 
suppliers that are rated 3E or above.

Environmental KPI score to be 
increased by 20% for strategic 
suppliers that are rated below 3E.

Collect and share learnings from 
detailed environmental audits 
conducted at suppliers operating 
high-risk processes.

DYE HOUSES

Establish an industry-wide recognised 
audit protocol and certification scheme 
for dye house facilities in collaboration 
with other brands and associations.

This 2015 Target is now covered as part of our commitment to the Zero Discharge 
of Hazardous Chemicals (ZDHC) and will not be tracked separately any longer. We 
are carefully managing the impacts from the dye houses we use by monitoring and 
providing training. Please refer to the ZDHC target for further information.

SUSTAINABLE COTTON

Use of cotton: 40% Better Cotton by 
2015, 100% ‘sustainable cotton’ by 2018.

Achieve sourcing target of 5% Better 
Cotton.

 FULLY ACHIEVED

Note: We are on track in achieving our 
2015 target. No specific 2013 milestone 
has been defined.

TRACEABLE MATERIALS

Establish full traceability of more 
sustainable materials (apparel 
products) by 2014.

Continue to monitor process and 
suppliers’ compliance.

 PARTLY ACHIEVED

Conduct benchmarking study to 
evaluate software for product tracking.

 FULLY ACHIEVED

Continue to monitor process and 
suppliers’ compliance.

Set a clear strategy on implementing 
the software solution for product 
tracking based on the results of the 
benchmarking study.
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SOURCING continued 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

ENERGY EMISSIONS

10-15% reduction of energy 
consumption by product output at core 
suppliers.

Qualify and verify the reported data 
from 2010.

 PARTLY ACHIEVED

Continue to roll out the tool to new 
groups of suppliers.

 PARTLY ACHIEVED

Include all data from the covered 
suppliers for 2011.

 PARTLY ACHIEVED

Develop an understanding of the baseline.

 NOT ACHIEVED

Develop target requests for 2012.

 NOT ACHIEVED

Finalise and verify supplier data, 
complete benchmark and report of 
progress in reduced energy 
consumption per unit of production. 
Redefine target for energy saving for 
2014 based on the results.

LEATHER TANNERIES

100% of non-Europe tanneries to 
achieve Leather Working Group (LWG) 
Silver or above rating (based on the 
LWG audit protocol). 85% of sourcing 
volume (non-European) of leather finish 
should be certified at Gold level.

99% of non-Europe leather finishing to 
achieve a Silver Standard or above 
(based on the LWG audit protocol).

 FULLY ACHIEVED

70% of non-Europe leather finishing to 
achieve a Gold Standard or above 
(based on the LWG audit protocol).

 FULLY ACHIEVED

All Rockport leather suppliers to achieve 
LWG Silver Standard by July 2012.

 LARGELY ACHIEVED

Work on further increasing our 
sourcing volume from suppliers who 
are Gold-rated.

GREEN BUILDING DESIGN

Implement green design requirements 
for new buildings at suppliers.  

Adapt and implement green building 
standards for suppliers.

 FULLY ACHIEVED

Develop case studies to highlight the 
adoption of successful green building 
design practices and share these with 
other factories in the supply chain.

For the stories behind these targets and milestones, see page 34.
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OWN OPERATIONS  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

SAVING RESOURCES

20% relative reduction in energy 
consumption.

30% relative reduction in carbon 
emissions.

20% water savings/employee.

25% waste reduction/employee.

50% paper reduction/employee.

Further rollout of trainings for energy 
audits and energy efficiency.

 PARTLY ACHIEVED

Develop and implement a best practice 
sharing programme with a focus on 
energy management.

 LARGELY ACHIEVED

Streamline and optimise processes and 
documentation of the ISO 14001 
management system.

 FULLY ACHIEVED

Review additional large adidas Group 
sites and locations as candidates for 
ISO 14001 certification.

 FULLY ACHIEVED

Appoint a Green Team ambassador for 
all Green Teams. The Green Team 
ambassador will be available to 
represent current and new Green 
Teams. Earth Day events to be held at 
several locations in 2012.

 FULLY ACHIEVED

Further develop the best practice 
sharing programme.

Further expand the ISO 14001 system 
through certification of additional sites 
(over the next two years).

Survey organic solvents used at our 
own sites (excluding laboratories).

For the stories behind these targets and milestones, see page 41.
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SALES  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

ENERGY SAVINGS IN STORES

Own retail stores: 5-15% savings of 
resources.

Revisit targets 2015 and develop a 
mid-term plan.

 FULLY ACHIEVED

Revisit previously conducted store 
audits to inform the plan.

 FULLY ACHIEVED

Evaluate reporting options via existing 
Green Company data reporting tool.

 PARTLY ACHIEVED

Store Development team to drive LED 
re-lamping for other stores and 
markets.

BUILDING ALLIANCES

Develop strategic sustainability 
alliances with key customers in all 
key markets.

Revisit targets 2015 and develop a 
mid-term plan.

 FULLY ACHIEVED

Store Development team to identify and 
begin implementing up to three 
initiatives in Store Development-related 
topics that will contribute to the adidas 
Group’s overall Environmental Strategy.

Further encourage best practice 
sharing across the Store Development 
community.

For the stories behind these targets and milestones, see page 45.

COMMUNICATION  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

INTERNAL COMMUNICATIONS

Create awareness and engage 
employees by driving messaging 
through internal communication 
channels.

Further strengthen internal 
communication efforts by applying 
tailor-made presentations to all our 
businesses.

 LARGELY ACHIEVED

Further strengthen internal 
communication efforts to raise 
awareness among employees globally.

For the stories behind these targets and milestones, see page 47.
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HUMAN RESOURCES  
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

HUMAN RESOURCES

Integrate environmental sustainability 
into global HR programmes:

•	 Drive awareness and activation of 
Environmental Strategy

•	 Develop ambassadors for 
environmentally-responsible 
behaviour

•	 Drive Group-wide awareness and top 
management involvement.

Continue to develop training. 

 LARGELY ACHIEVED

Assess the viability of developing 
a competence network for the 
Environmental Strategy.

 PARTLY ACHIEVED

Continuation of management-
supported employee events.

 LARGELY ACHIEVED

Further promote awareness of 
Environmental Strategy 2015 and target 
areas for additional support (for 
example, paper reduction).

Support skill development and 
strengthen the network of colleagues 
working on the Environmental Strategy.

Continue management-supported 
employee events.

For the stories behind these targets and milestones, see page 48.
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IT 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

REDUCING OUR IT FOOTPRINT

Reduce the environmental footprint of 
IT infrastructure by 20%:

•	 80% of all PCs to have ‘green’ power 
management options

•	 30% less energy consumption by PCs 

•	 100% of requests for proposals to 
evaluate ‘green’ performance of 
possible vendors

•	 Virtualisation of servers and data 
centre consolidation.

These targets will contribute to the 
following Green Company targets of a:

•	 20% reduction of relative energy 
consumption

•	 30% reduction of relative carbon 
emissions

•	 50% reduction of paper consumption.

Decommission a further 45 physical 
servers.

 FULLY ACHIEVED

Reduce the ratio of physical/virtual 
servers by a further 12%.

 FULLY ACHIEVED

Achieve a power usage effectiveness 
(PUE) value of 1.6 in the HQ data centre 
located on the World of Sports, adidas 
Group HQ.

 FULLY ACHIEVED

Introduce environmental criteria in 
purchase decisions related to 
workstations.

 FULLY ACHIEVED

Set up a global ‘Green Printing’ policy.

 FULLY ACHIEVED

Set up a Green Printing Default Setting 
in the new Printer Software Uniflow.

 FULLY ACHIEVED

Develop a Green IT strategy and related 
Green IT communication strategy.

 FULLY ACHIEVED

Workplace:

•	 Use game-like experiences to 
encourage employees to reduce their 
carbon footprint.

•	 Ensure workplace Green IT best 
practices are applied.

•	 Explore the use of paperless 
processes.

•	 Introduce Green printing settings by 
default and printer energy 
management.

•	 Identify energy consumption and 
carbon footprint related to emails 
and employee data storage.

Data centre:

•	 Introduce storage on demand at 
headquarters.

•	 Identify the carbon footprint of 
applications.

•	 Decommission physical servers 
(track percentage of 
decommissioned servers in regions 
EMEA, Asia Pacific and Americas).

•	 Improve virtual server ratio by 5%.

Communication, awareness:

•	 Run awareness campaigns including 
posters, tips and media assets.

•	 Continue employee communication 
to raise awareness on how to save 
energy.

Cloud computing and ‘data as a 
service’:

•	 Evaluate the potential of cloud 
computing and “Data as a Service” 
to further reduce carbon footprint, 
energy and paper consumption.

For the stories behind these targets and milestones, see page 50.
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EMPLOYEES

LEADERSHIP 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

LEADERSHIP EXCELLENCE

Activate and instil leadership 
excellence.

‘Driving Route 2015’ HR-related 
strategy: Roll-out of ‘Leadership 
Journey’ for first and second 
management levels of the Group.

 LARGELY ACHIEVED

‘Driving Route 2015’ HR-related 
strategy: Design future-oriented 
functional training platforms, focusing 
initially upon the commercial areas.

 PARTLY ACHIEVED

‘Driving Route 2015’ HR-related 
strategy: Create a Global Talent 
Management platform

 PARTLY ACHIEVED

Launch and promote a new competency 
model – globally consistent mindsets 
and behaviours expected from all 
employees and leaders.

Continue rolling out the Leadership 
Journey to further support our 
achievement of Route 2015 goals.

For the stories behind these targets and milestones, see page 54.
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PEOPLE 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

MOTIVATION & ACCOUNTABILITY

Systematically promote motivation and 
accountability through talent and 
performance management.

Succession Management: The 
Succession Management process is 
supported by a system solution that 
hosts position and employee data 
related to performance, potential, 
career aspirations, mobility and other 
factors. The target for 2012 is to reach 
a full Group-wide online coverage.

 PARTLY ACHIEVED

Performance Management: Our global 
Performance Evaluation and Planning 
tool (PEP) is to reach an online 
coverage of 96% of the adidas Group 
workforce.

 PARTLY ACHIEVED

Workforce diversity: Focus mainly on 
our management development 
programmes where we want to 
increase the number of female 
participants to at least 35% starting in 
2012. Focus on work-life integration 
during the remodelling of our 
headquarters and have planned-in 
parent-child offices and the investment 
into a childcare centre at our 
headquarters.

 FULLY ACHIEVED

Launch and implement a new 
performance management approach.

Strengthen our succession 
management through internal and 
external talent pools.

For the stories behind these targets and milestones, see page 56.
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CAPABILITIES 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

LEARNING SOLUTIONS

Create the foundation for open, 
innovative and collaborative learning 
solutions.

Employee Engagement: five functions 
of the adidas Group will conduct a pulse 
check survey to review the impacts of 
actions taken.

 FULLY ACHIEVED

Further implement and roll out the 
Learning Management System as the 
basis for future learning needs.

Conceptualise a Corporate University 
to address future learning needs.

For the stories behind these targets and milestones, see page 58.

SERVICES 
TARGETS 2015 MILESTONES 2012 MILESTONES 2013

CENTRALISED SERVICES

Actively contribute to the Route 2015 
target of an 11% operating margin by 
creating centralised above-market 
service solutions.  

As this is a new 2015 target, no 2012 
milestones were set.

Implement a globally consistent HR 
reporting.

Implement a payroll system strategy 
in core countries.

Implement above-market shared 
services for talent acquisition and 
training.

For the stories behind these targets and milestones, see page 59.
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PERFORMANCE

NEVER STOP… AIMING HIGH
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SUPPLY CHAIN

1. NUMBER OF SUPPLIER FACTORIES 
In the course of any calendar year there is a notable movement of factories, as suppliers are added or removed, because 
business entities are created, bought or sold by the adidas Group, or intermediaries, such as agents, are hired or their  
services are terminated. 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. Data is presented on a year-on-year basis, as at the 31st December.

At the end of 2012, we worked with 1,109 independent factories (excluding factories of our licensees) who manufacture adidas 
Group products in 62 countries. Sixty-two per cent of the factories are located in the Asia Pacific region, 21% in the Americas 
and 17% in Europe, Middle East and Africa (EMEA). 

The total number of supplier factories has decreased by 10% compared to 2011. 

Number of supplier factories (excluding own factories and licensee factories)

• 2010 851 215 170 1,236
• 2011 833 242 157 1,232
• 2012 687 237 185 1,109

 
Supplier factories by region in 2012 (excluding own factories and licensee factories)

• EMEA (17%)

• Americas (21%)

• Asia (62%)
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2. FACTORIES BY COUNTRY
Compared with year-on-year data for 2011, the number of total factories worldwide decreased by 10%. However at a national 
level, some countries grew as sourcing locations whereas others declined. 

The two-year trend in Argentina and Brazil has been the addition of new factories, which has been driven, in large part, by trade 
restrictions on imported goods. In the United Kingdom factories were added in the lead-up to the 2012 London Olympics. And in 
the Asia Pacific region, India and China showed a marked reduction in supplier numbers, linked to local sourcing integration. 
Higher operating costs have also impacted the number of active supplier factories in countries such as Indonesia and Thailand. 
There has also been rationalisation of the supply chain in South Korea, Taiwan and Thailand.

Number of supplier factories per country1 
ASIA

Total	number	of	factories

Country 2010 2011 2012

Australia 3 4 4
Bangladesh 6 7 3
Cambodia 16 13 16
China 337 349 289
Hong Kong 2 1 1
India 99 84 33
Indonesia 79 80 61
Japan 59 60 63
Korea 44 37 42
Laos 1 1 0
Macao 1 0 0
Malaysia 6 9 5
New Zealand 1 1 1
Pakistan 13 16 9
Philippines 17 18 17
Singapore 1 1 1
Sri Lanka 7 8 4
Taiwan 35 27 34
Thailand 45 38 31
Vietnam 76 77 73

Total Asia 8482 8312 687
1 Independent supplier production sites of the adidas Group, excluding licensee factories 

and own production sites.
2 Re-stated numbers for region Asia and EMEA because since 2012 Madagascar and Mauritius 

have been assigned to region EMEA; previously they were assigned to region Asia.

 
AMERICAS

Total	number	of	factories

Country 2010 2011 2012

Argentina 19 22 27
Brazil 50 63 56
Canada 29 33 33
Chile 1 1 2
Colombia 3 4 3
Dominican Republic 1 2 0
El Salvador 4 4 3
Guatemala 4 4 3
Haiti 0 4 0
Honduras 6 5 3
Mexico 19 20 17
Nicaragua 3 6 4
Paraguay 1 2 2
Peru 4 0 0
United States 71 72 84

Total Americas 215 242 237
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EMEA
Total	number	of	factories

Country 2010 2011 2012

Belarus 1 0 0
Belgium 0 1 2
Bosnia and Herzegovina 1 1 3
Bulgaria 1 1 3
Czech Republic 3 3 6
Denmark 1 1 0
Egypt 2 2 2
Finland 1 1 1
France 3 2 2
Georgia 0 1 0
Germany 23 27 31
Greece 3 0 0
Hungary 1 1 1
Ireland 0 0 1
Israel 1 1 1
Italy 18 20 20
Jordan 1 1 1
Lesotho 3 1 1
Lithuania 2 3 3
Macedonia 1 1 1
Madagascar 2 0 0
Mauritius 1 2 2
Moldova 1 1 1
Netherlands 0 0 1
Poland 9 8 9
Portugal 9 7 11
Romania 1 2 3
Russia 4 0 0
Slovakia 1 2 3
Slovenia 4 3 3
South Africa 13 10 6
Spain 15 11 12
Swaziland 2 0 0
Sweden 7 5 5
Switzerland 2 3 3
Tunisia 1 2 2
Turkey 13 17 13
Ukraine 2 0 2
United Kingdom 20 19 30

Total EMEA 1722 1582 185

GLOBAL
Total	number	of	factories

2010 2011 2012

Total Asia 8482 8312 687
Total Americas 215 242 237
Total EMEA 1722 1582 185

Total Global 1,236 1,232 1,109
1 Independent supplier production sites of the adidas Group, excluding licensee factories 

and own production sites.
2 Re-stated numbers for region Asia and EMEA because since 2012 Madagascar and Mauritius 

have been assigned to region EMEA; previously they were assigned to region Asia.
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3. ADIDAS GROUP LICENSEES
At the end of 2012, the adidas Group worked with 49 licensees whose suppliers manufactured products in 275 factories in 
44 countries. 

The total number of licensee factories remains relatively stable compared to 2011, as does the number of sourcing countries.  
In some cases the factories producing for licensees of cosmetics, watches and glasses, are very stable, highly capitalised and 
specialised manufacturing facilities. A majority of the licensees are however apparel producers, and as with the adidas Group’s 
own direct sourcing arrangements, licensees see expansion and contraction of the numbers of factories throughout the course 
of a year. For this reason, 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. 

adidas Group Licensees

2010 2011 2012

Licensees 45 44 49
Factories producing  
for licensees1

307 269 275

Production countries 45 45 44
1 This might include factories which produce both, for the adidas Group directly as well as 

for licensees/agents.

adidas and Reebok licensees divided by product range in 2012

AUDITS AND TRAINING

4. NUMBER OF FACTORY AUDITS/VISITS AND TRAINING SESSIONS 
During 2012, 1,564 factory visits (including 1,364 factory audits) were undertaken for management and worker interviews, 
reviews of policies, practices and documents, facility inspections and training sessions at different levels in our supply chain. 
The SEA team conducted 172 training sessions and workshops for suppliers, licensees, workers and adidas Group employees.

Number of factory audits/visits and training sessions* 

• Factory audits/visits 1,451 1,591 1,564
• Training sessions 193 170 172
* 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. Audit data from 2011 onwards include environmental audits conducted at supplier 
sites; these were not recorded in previous data sets.

•  Apparel (59%)

•  Footwear (2%) 

•  Watches (4%)

•  Glasses (2%)

•  Cosmetics (2%)

•  Hardware (31%)
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5. NUMBER OF TRAINING SESSIONS DIVIDED BY REGION AND TYPE
Compared to the previous year, the number of training sessions conducted in 2012 remained almost the same. More than 3,000 
people participated in training sessions that covered basic as well as long-term strategic topics. The number of fundamental and 
performance training sessions was again reduced, whereas sustainability training sessions increased. Reasons for this were: 

1. There were less individual but more group (i.e. more than one supplier) training sessions undertaken that offer both higher 
efficiencies but also the added advantage of cross-learning and best practice sharing among suppliers.

2. Due to longer-term and more mature business relationships, there was a demand for more sophisticated and advanced 
training, such as the sustainability training sessions.

Number of training sessions divided by region and type1

Type	and	number	of	training	sessions

Fundamental2 Performance3 Sustainability4 Total

Region 2010 2011 2012 2010 2011 2012 2010 2011 2012 2010 2011 20125

Asia 33 34 34 33 31 32 33 53 62 99 118 128
Americas 55 32 34 18 4 1 7 5 7 80 41 42
EMEA 12 10 2 0 0 0 2 1 0 14 11 2
Total 100 76 70 51 35 33 42 59 69 193 170 1726

1 Training sessions 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 2012, more than 3,000 people participated in these training sessions.
6 Including 76 group training sessions, i.e. training sessions with participation of more than one supplier, business entity or licensee.

Supplier trainings by type in 2012

6. NUMBER OF AUDITS DIVIDED BY REGION AND TYPE
In 2012, the SEA team conducted 1,364 social compliance and environmental audits (including external monitoring audits).  
The total number of Initial Assessments – the first approval stage for new entry factories – went down by almost 30%, and the 
number of Performance Audits for our established suppliers also decreased by almost 10% compared to 2011. In contrast,  
the total number of Environmental Audits increased considerably by almost 70% compared to the previous year, reflecting  
our extended coverage of our manufacturing and material suppliers. 

In addition to these audits, suppliers’ sites were the subject of multiple other visits by compliance staff to discuss specific 
remedial issues, to follow up project work or conduct training sessions.

• Sustainability (40%)

• Fundamental (41%)

• Performance (19%)
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Meeting the demand for Initial Assessments remained a challenge in 2012, particularly in Asia Pacific where new factories  
were proposed in more remote locations and across a wide range of countries. There was a total of 338 Initial Assessments 
(which includes the number of Initial Assessment Follow-ups), of which about 80% were in Asia, with China accounting for  
45% of all assessments conducted. Overall 44% of candidate factories were rejected either outright, or for failure to  
remediate threshold issues in a timely manner. See also data on Termination and Rejections.

Audits conducted by external monitors were commissioned by adidas Group business entities, including licensees with indirect 
sourcing models. 

In total, there was audit coverage of 51% of all active suppliers in 2012, which signifies a decrease by 10% compared to 2011.  
The audit coverage of all active suppliers in region Asia decreased by 6% to a total of 71%, with higher risk countries like China, 
India, Indonesia, Thailand and Vietnam showing more than 75% audit coverage. Whilst audit coverage declined, the intensity of 
engagement with factories increased, particularly those suppliers with problematic issues or those targeted by labour rights 
groups as part of campaigns run in the lead up to the London 2012 Olympic Games.

Our monitoring programme is characterised by a risk management approach – this means that we explicitly do not envisage 
audit coverage of 100% in every country where our factories are located.

Number of audits divided by region and type

Initial 
Assessments1

Performance 
Audits2

Environmental  
Audits

 
Total

Region 2010 2011 2012 2010 2011 2012 (2010)4 2011 2012 2010 2011 2012

Asia 355 379 270 788 790 712 (118) 114 190 1,142 1,283 1,172
Americas 59 50 38 78 75 73 0 0 0 137 125 111
EMEA 33 47 30 37 46 47 0 0 4 71 93 81
Total3 447 476 338 903 911 832 (118) 114 194 1,350 1,501 1,364
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 Includes audits done in licensee factories. In addition, there was a considerable number of full environmental assessments conducted for selected suppliers in Asia.
4 The number of Environmental Audits was recorded and disclosed separately in 2010; therefore it is not included in the total number of audits for 2010.

Number of audits in supplier factories
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• SEA Team 861 948 844 861 642
•  External  

Monitor
400 500 506  640  722

• Total 1,261 1,448 1,350  1,501 1,364
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Initial Assessments by country
Asia 2011 2012 Americas 2011 2012 EMEA 2011 2012

Bangladesh 14 2 Argentina 7 5 Belarus 2 0
Cambodia 7 12 Brazil 5 4 Bosnia & Herzegovina 1 2
China 234 152 Canada 2 0 Bulgaria 0 2
India 19 21 Colombia 0 2 Egypt 9 3
Indonesia 27 21 Costa Rica 1 0 Georgia 1 2
Japan 2 0 Dominican Republic 2 1 Italy 0 1
Korea 8 9 El Salvador 3 5 Jordan 1 2
Laos 0 1 Guatemala 4 5 Kenya 1 0
Malaysia 4 0 Honduras 2 1 Lesotho 0 1
Pakistan 7 9 Mexico 12 10 Mauritius 2 1
Philippines 9 3 Nicaragua 5 4 Russia 1 0
Sri Lanka 2 5 Paraguay 5 0 South Africa 1 2
Taiwan 9 7 United States 2 1 Tunisia 1 2
Thailand 7 5    Turkey 10 12
Vietnam 39 23    Ukraine 1 0
      United Kingdom 16 0
Asia Total 3791 270 Americas Total 50 38 EMEA Total 471 30
1 Re-stated numbers for region Asia and EMEA because since 2012 Mauritius has been assigned to region EMEA; previously it was assigned to region Asia.

7. NUMBER OF AUDITS CONDUCTED IN LICENSEE FACTORIES
The number of factories making for Licensees has increased marginally, as shown in Section 3, but the growth has been in Asia, 
as illustrated by the larger number of Initial Assessments conducted in that region compared to those undertaken in the Americas 
or EMEA. Although the number of Performance Audits declined compared to 2011, these represented a higher percentage of 
Licensee suppliers being subject to more in-depth compliance work and self-governance programmes. 

Number of audits conducted in licensee factories1

Initial 
Assessments2

Performance 
Audits3

Environmental 
Audits4

 
Total

Region 2010 2011 2012 2010 2011 2012 2011 2012 2010 2011 2012

Asia 58 54 59 171 142 127 9 15 229 205 201
Americas 13 6 3 18 15 10 0 0 31 21 13
EMEA 6 5 1 10 9 7 0 0 16 14 8
Total 77 65 63 199 166 144 9 15 276 240 222
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.
4 Environmental Audits in licensee factories were recorded and disclosed as such for the first time in 2011.
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Number of audits in licensee factories by region

•	2010 229 31 16
• 2011 205 21 14
• 2012 201 13 8

 
Number of audits in licensee factories by audit type

• IA 122 109 77 65 63
• PA 59 164 199 166 144
• EA 0 0 0 9 15
• Total 181 273 276 240 222
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8.	NON-COMPLIANCES	IDENTIFIED	AT	SUPPLIER	FACTORIES
The graph on the right hand side illustrates the non-
compliance findings identified during Initial Assessments and 
Initial Assessment Follow-ups at new factories in our supply 
chain in 2012. Initial Assessments evaluate suppliers against a 
core number of critical compliance topics which are viewed as 
either zero tolerances, which immediately disqualify a factory 
from further consideration, such as forced labour practices, 
or threshold issues which can be remediated in a specified 
timeframe.

In total, 61% of the findings related to health and safety  
and 39% to labour issues.

The second graph below takes a closer look at labour-related 
non-compliances identified in supplier factories, with two-
thirds of the findings relating to the top three issues “Wages”, 
“Benefits” and “Working Hours/Overtime”.

Non-compliance findings during Initial Assessments  
and Initial Assessment Follow-ups in 2012

The category “Wages” covers, amongst others, policies and practices in the factory for the timely and full payment of wages, 
overtime payments and deductions. The “Benefits” section relates mainly to policies and practices for benefits, social and medical 
insurances, leave and public holidays. And the scope “Working hours/Overtime” covers, amongst others, management systems 
for working hours policies and practices, excessive working hours, regular and overtime working hours as well as rest days.

Besides identifying non-compliances with our “Workplace Standards” at factory premises, the adidas Group compliance team 
particularly focuses on the existence and implementation of management systems on the supplier’s side. The team identifies 
any gaps in policies and procedures related to specific non-compliance areas such as forced labour, child labour, freedom of 
association or discrimination.

As a result, the findings presented in the below graphic must be seen as broad categories. The percentages shown indicate  
the systemic shortcomings of newly proposed suppliers, rather than the confirmed presence of specific non-compliances,  
such as child labour, forced labour, or discrimination (see also footnote below graph). 

Top 10 Labour Non-compliance findings identified in factories during  
Initial Assessments and Initial Assessment Follow-ups in 2012

* “General Principle” covers e.g. company policies, employee handbook, management attitude and transparency, employment contracts and filing systems. 
** “Child labour” covers management systems, policies and practices to prevent the employment of child labour and the necessary protections for juvenile workers,  

if they are of a legal age to work. The 4% here mainly addresses the lack of effective management systems to prevent child labour or effectively manage juvenile labour.
*** For example industrial relations and privacy issues.

• Wages (22%)

• Working hours/Overtime (20%)

• Benefits (20%)

• General Principle* (13%)

• Disciplinary Practices (5%)

• Freedom of Association (5%)

• Child Labour** (4%)

• Discrimination (3%)

• Employment Status (3%)

• Forced/Compulsory Labour (2%)

• Sum of other labour non-compliances*** (3%)

• Health & Safety (61%)

• Labour (39%)
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9. KEY PERFORMANCE INDICATOR (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 following table shows the average assessment score by unit of measure for those active core suppliers that were rated 
against the six units of measure in the KPI to date. Each unit of measure is scored out of 100%. 

All units of measure show higher scores in 2012 compared to previous years. This illustrates the take-up from our engagement 
with suppliers to implement human resources and health and safety management systems in their workplaces. Higher scores 
were also influenced by a change in the calculation method. 

KPI Assessment and C-Rating
KPI	Unit	of	Measure	–	Average	score	in	% 2010 2011 20121

Management commitment and responsiveness 43.61 48.51 59.02
Management systems 48.81 52.09 60.27
Worker-management communication and industrial relations 64.86 67.38 73.55
Compliance training for workers and management 58.49 61.55 69.24
Transparency in communication and reporting 70.29 72.29 77.57
Compliance performance 58.17 59.50 63.43
KPI Cumulative Score 47.28 50.37 57.74
1 The calculation method has been changed in order to better reflect the actual supplier performance. Numbers are calculated by using the latest KPI assessment rating of each active supplier.

In 2010, we adjusted our C-Rating system for factory assessment raising the bar for factory performance and increasing the 2C 
threshold to an average score of 30% or more. The clustering for our C-ratings is shown below. 

KPI	score	(%) C-Rating

0-29 1C
30-59 2C
60-79 3C
80-89 4C
90-100 5C

The bar graph below shows comparable data for the past three years using the revised rating classification. 

Percentage of KPI-assessed factories by C-Rating*

• 2010 19% 48% 25% 7% 1%
• 2011 8% 53% 28% 9% 2%
• 2012 3% 39% 43% 11% 4%
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The concentration of orders into fewer but more strategic and compliance-committed business partners has helped boost overall 
KPI ratings. Another factor driving improvement in the KPI scores in 2012 was our commitment to capacity building and training 
for the suppliers. The number of sustainability training activities, focused on KPI improvement, was 17% higher than in 2011. 

The impact of our policy to drive improvement for the lowest performing factories, which we first launched in 2011, continued  
to bear fruit with the 1C category of suppliers – those with serious non-compliances issues and weak management systems – 
shrinking to 3% of the KPI-assessed factories; a six-fold improvement over three years.

The most marked change however has been our success in establishing a solid core of good performing suppliers with 3C ratings. 
This category of suppliers accounted for 43% of the assessment pool in 2012, compared with only 28% of the suppliers assessed 
in the year prior. At the end of 2012, 58% of our direct suppliers had ratings of 3C or better. A significant achievement, and one 
which brings us very close to our 2015 mid-term goal of having 60% of our direct suppliers with scores of 3C or better.

10. INDEPENDENT FLA AUDITS
Since joining the FLA in 1999, more than 300 independent external 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 over the years because more of the conventional monitoring activities of the FLA have been redirected to an engagement 
in value-added FLA projects focused on reducing and eliminating chronic non-compliance issues or improving monitoring 
methodologies.

As of 2012, the FLA is no longer conducting conventional Independent External Monitoring (IEM) audits and verification visits 
(IEV). Instead, in 2012, next to other types of monitoring methodologies, the FLA began conducting factory assessments using 
the methodology from the Sustainable Compliance Initiative (SCI). 

Our 2012 monitoring obligations included eight factory audits, with six of them being conducted by using the SCI methodology. 
The remaining two audits were carried out in the form of in-depth worker surveys in two factories in Central America. 

In addition, eight factories participated in FLA special projects (e.g. the Fair Wage project) in Asia and the Americas. These 
so-called re-directed audits are FLA participating company engagements in specific project work that addresses resolution  
of chronic compliance issues in the global workplace and the development of new auditing tools and methodologies, such as  
the Sustainable Compliance Initiative, which will standardise labour, health & safety monitoring practices and content across  
a number of FLA participating brands. Re-directs are substitutes for conventional factory audits. This substitution option is  
only available to FLA accredited programmes. The term derives from the ‘re-direction’ of IEM fees to financially support  
specific project work by the FLA to address chronic compliance issues.

Independent FLA Audits1

FLA Year Period No. of Audits

6th Jan – Dec 2007 15
7th Jan – Dec 2008 19
8th Jan – Dec 2009 16
9th Jan – Dec 2010 16
10th Jan – Dec 2011 12

11th Jan – Dec 2012 16
1 As part of the FLA membership; the numbers include Independent External Verification audits.
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ENFORCEMENT

11. WARNING LETTERS 
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 2012, we issued a total of 57 warning letters across 14 countries. 

The largest number of warning letters continued to be issued in Asia, where more than 60% of all supplier factories are located. 
Compared to the previous year, the overall number of first warning letters has dropped slightly from 41 to 39 but the number of 
second warning letters increased from seven to ten. Significantly, the number of third warning letters, which results in factory 
terminations, increased from zero to eight. This reflects SEA’s overall efforts in 2012 to raise the bar on supplier performance, 
with reduced tolerance for ongoing serious non-compliances. Suppliers who receive second warning letters have one step left 
before notification of possible termination of the manufacturing agreement and they receive focused monitoring activity by SEA. 

It is difficult to generalise as to the grounds for a warning letter, as this may be issued based on a single non-conformance 
which is unresolved, or multiple breaches of our Standards. The range of issues that resulted in warning letters in 2012 included 
poor management commitment, excessive working hours, non-payment of wages and benefits, poor electrical, fire or chemical 
safety, poor communication and transparency problems.

Number of warning letters issued to adidas Group suppliers by region*
1st 

Warning
2nd 

Warning
3rd and Final Warning –>  
recommended termination

Total 
Warning	Letters

Region 2010 2011 2012 2010 2011 2012 2010 2011 2012 20101 20111 20121

ASIA 43 39 34 2 7 9 1 0 8 46 46 51
AMERICAS 3 2 4 0 0 1 0 0 0 3 2 5
EMEA 1 0 1 0 0 0 0 0 0 1 0 1
Total 47 41 39 2 7 10 1 0 8 50 48 57
* Including warning letters issued by licensees and agents. But excluding warnings to main suppliers for the non-disclosure of subcontractors, which is issued either directly through business 

entities, or by the adidas Group legal department where there is a breach of contract obligations under a manufacturing agreement. 

12. TERMINATIONS AND REJECTIONS 
We work closely with our suppliers to help them improve their performance. However, in the past where we have faced 
situations of severe or repeat non-compliance we have terminated our business relationship with suppliers. In 2012, we 
terminated agreements with ten suppliers for compliance reasons.

We also work closely with Global Operations and other business entities to pre-screen potential new suppliers. Our so-called 
Initial Assessments are uncovering threshold or zero tolerance issues. 

In 2012, Initial Assessments were conducted in 255 factories. During 2012, 113 factories were either rejected directly after an 
Initial Assessment due to zero tolerance issues, or they were “rejected with a second visit”, which means they were rejected 
after the Initial Assessment but given the chance to remediate non-compliance issues in a specific timeframe. Overall, this 
so-called “first time rejection rate” was 44% of all new factories visited at the end of 2012. 

In addition to the “first time rejection rate” we also capture the “final rejection rate” which covers factories directly rejected after 
the first visit, i.e. they have no chance of being visited a second time, and factories that were rejected after being visited a second 
time. At the end of 2012 we had a “final rejection rate” of 6%. This shows the importance and impact that pre-approval screening 
achieves, and the effort taken by the suppliers to close out issues and come into conformance with our Workplace Standards. 
Beneficially for workers, it raises the bar in terms of better and more timely pay, improved benefits, reduced hours and the legal 
protection of formal employment contracts, as well as significant improvements in basic health and safety within the workplace. 
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Suppliers who have threshold issues (that is, serious but remediable non-compliances) are given three months to remediate 
those issues prior to re-auditing for final SEA acceptance. As in previous years, China dominates the number of new supplier 
initial assessments and corresponding rejection rates are high. In India, newly disclosed or proposed suppliers were also  
subject to rigorous assessments and due to weak remedial efforts there was a high rejection rate.

Number of business relationship terminations  
due to compliance problems
Region 2010 2011 2012

Asia 0 9 10
Americas 0 1 0
EMEA 0 3 0
Global 0 13 10

Worldwide rejections after Initial Assessment  
due to compliance problems

2010 2011 2012

Total number of  
first time rejections1

149 171 113

First time rejection rate 44% 48% 44%
Total number of  
final rejections2

27 34 21

Final rejection rate 6% 7% 6%
1 Factories that were directly rejected after first visit, i.e. with no chance being visited  

a second time, and factories that were rejected after Initial Assessments but which  
were given a chance for a second visit.

2 Factories that were directly rejected after first visit, i.e. with no chance being visited  
a second time, and factories that were rejected after being visited a second time.

ENVIRONMENT

13.  CERTIFICATIONS OBTAINED BY ATHLETIC FOOTWEAR SUPPLIER SITES PRODUCING FOR  
THE INTERNATIONAL MARKET

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 environmental management 
systems, 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 2012, we worked with 30 
athletic footwear suppliers who are certified in accordance with the international environmental management standard ISO 14001 
and/or the workplace health and safety management standard OHSAS 18001. These suppliers produced around 94% of the adidas 
Group’s global athletic footwear sourcing volume.

Certifications obtained by athletic footwear supplier sites producing for the international market1

Number	of	FW	suppliers ISO 14001 OHSAS	18001

Country 2010 2011 2012 2010 2011 2012 2010 2011 2012

Argentina 1 1 1 – – – – – –
Brazil 2 2 1 – – – – – –
Cambodia 1 1 1 – – 1 – – 1
China 14 13 10 10 10 10 10 10 10
Germany2 1 1 1 1 1 1 – – –
India 1 1 2 1 1 – 1 1 –
Indonesia 9 8 11 4 6 8 4 6 8
Italy3 1 1 1 – – – – – –
Vietnam 10 11 13 8 9 10 8 9 10
TOTAL 40 39 41 24 27 30 23 26 29
1 Excluding factories from the Rockport business segment and licensee factories.
2 The site is subject to regular occupational health & safety inspections by authorities, although it does not hold a formal OHSAS 18001 certification.
3 Health and Safety Management System in place that is regularly inspected by local authorities.
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Certification of athletic footwear suppliers producing for the international export market in %

• 2010 60% 58%
• 2011 69% 67%
• 2012 73% 71%

14. FREIGHT TYPES USED TO SHIP ADIDAS AND REEBOK PRODUCTS
In 2012, we continued to register the environmental impact related to the transport of our goods. While the relative use of air 
freight remained stable for Hardware, we achieved a reduction for Apparel and Footwear. This has brought us closer to our  
goal of keeping air freight shipments as low as possible.

Freight types used to ship adidas and Reebok products1

%	of	product	shipped 2010 2011 2012

Apparel
Truck 15 13 15
Sea freight 76 80 80
Air freight 8 7 5
Sea and air freight 1 0 0

Hardware2

Truck 2 2 2
Sea freight 95 96 96
Air freight 3 2 2
Sea and air freight 0 0 0

Footwear
Truck 1 1 1
Sea freight 97 96 97
Air freight 2 3 2
Sea and air freight 0 0 0
1 Figures are expressed as a percentage of the total number of products transported. Data covers products sourced through Global Operations, excluding local sourcing.  

Data for 2011 and 2012 refers to adidas and Reebok products, while in earlier years only adidas brand was covered.
2 Accessories and gear
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15. REDUCING VOLATILE ORGANIC COMPOUNDS 
Volatile Organic Compounds (VOCs), which are typically found in solvents used in our manufacturing process, can, in a high 
concentration, cause breathing difficulties and other health problems for production workers. Therefore, for more than a 
decade, we have been requesting our footwear suppliers to significantly reduce the use of VOCs in their manufacturing.

By applying innovative and environmentally-sound bonding and priming technologies and following the adidas Group guidelines 
on the use of chemicals, it has been possible for our athletic footwear suppliers to reduce the use of VOCs from well above 100 
grams per pair down to close to 20 grams.

For 2013, our aim is to achieve an additional improvement and consistently reduce VOC emissions below 20 grams per pair  
of footwear. We are in close contact with our suppliers and strongly encourage them to implement the necessary technology  
that will contribute to further reductions.

Reduction of VOC exposure in grams/pair of athletic sports shoes

16. GREEN COMPANY DATA
The adidas Group operates more than 300 offices, own production sites and distribution centres worldwide. Some of these are 
owned by the adidas Group, while some are leased or rented. The majority of these are quite small and don’t cause significant 
emissions. In 2008, we started with a group of 24 sites that were asked to report on their environmental performance. In 2010, 
the reporting scope was increased significantly to cover around 80% of our total global emissions. To approximate this, we 
selected our major sites that cover in total around 80% of the total area we occupy.

After evaluating the reported data for 2010, the number of reporting sites was adjusted slightly. The reason for this adjustment 
was that some of the sites added to the reporting in 2010 made a negligible contribution to the total emissions of the  
reporting group.

Since 2011 we have had a consistent group in place, which in total should still cover around 70-75% of the area we occupy, 
excluding the retail business. However, due to relocations and openings of new sites, this reporting group continues to evolve 
slightly from year to year, especially as we have not only owned buildings but also leased and rented sites included in the scope. 
We also expect that new important sites will be added to the reporting after their first complete year of operation.

In 2012 we included 49 sites in the Green Company reporting, 21 of which had been reporting their environmental data since 
2008. The other group of sites joined them in 2010. A complete list of all sites that have reported for 2012 is available in the 
Green Company Performance Analysis Report posted on our corporate website1.

Comparing the number of employees at these reporting sites to the total number of employees for 2012, we currently cover 
around 80% of the total employees worldwide, excluding the own retail business and its employees.

1 http://www.adidas-group.com/en/sustainability/welcome.aspx
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ENVIRONMENTAL MANAGEMENT SYSTEMS
One goal of the Green Company Initiative was to implement and certify an Environmental Management System according to the 
ISO 14001 standard at our main headquarters of our brands. Today, the adidas Group holds an ISO 14001 matrix certification for 
eight of our main sites. The certified facilities are located in Europe, Canada and the US.

One common system framework was implemented and adopted by all certified sites. The central management of this system  
is also certified and located in the adidas headquarters in Herzogenaurach, Germany. In 2012 our footwear factory, the Global 
Technology Centre Scheinfeld 1, joined this system and was successfully certified to ISO 14001, making eight sites now using  
the one environmental management system. A list of all certified sites is given in the table below.

In-house EMAS and ISO 14001 certified sites
Name	of	site Region EMS	standard Certified since

adidas Footwear Factory, Scheinfeld 1, Germany EMEA EMAS; ISO 14001 1998; 2012
adidas Group Headquarters functions for Green Company GLOBAL ISO 14001 2010
adidas Office, Portland, USA AMERICAS ISO 14001 2010
Reebok Headquarters, Canton, USA AMERICAS ISO 14001 2010
TaylorMade-adidas Golf Headquarters, Carlsbad, USA AMERICAS ISO 14001 2010
adidas Group Distribution Centre, Spartanburg, USA AMERICAS ISO 14001 2010
Reebok-CCM Hockey Headquarters and Distribution Centre, Montreal, Canada AMERICAS ISO 14001 2010
adidas Group Headquarters, Herzogenaurach, Germany EMEA ISO 14001 2011
Sports Licensed Division Factory, Indianapolis, USA AMERICAS ISO 14001 2011

We plan to further roll out the certified ISO 14001 system and to include additional sites within the next two years. The potential 
additional sites were selected by considering different criteria, such as the size of the site, their consumption of resources and 
costs involved, the number of employees and other strategic aspects.

SUMMARY REPORT FOR 2012
The following table shows the 2012 results for energy consumption, carbon emissions, water consumption, reduction of 
household waste and paper consumption for the different administration offices, own production sites and distribution centres. 
In total 49 sites reported data.

Environmental data 2012 Group-wide for all locations reporting (including 49 sites)

Type	of	site/Region

Total energy 
consumption	 

(MWh)

Total carbon 
emissions 

(tonne)

Total water 
consumption 

(m3)

Total	domestic 
waste	 

(tonne)

Total paper 
consumption	 

(tonne)

Administration offices
Region EMEA 54,765 11,633 74,441 508 116

Region AMERICAS 45,210 16,269 120,446 812 96

Region APAC 6,658 4,260 7,567 not reported 70

Administration offices (total) 106,632 32,161 202,454 1,320 282

Own production sites
Region EMEA 7,092 1,278 2,913 124 3

Region AMERICAS 30,810 11,758 44,491 642 80

Region APAC 308 196 991 3 3

Own production sites (total) 38,210 13,232 48,395 769 86

Distribution centres
Region EMEA 27,049 7,931 31,972 310 53

Region AMERICAS 41,328 12,920 38,751 615 56

Region APAC 2,067 1,181 25,900 4 7

Distribution centres (total) 70,444 22,032 96,623 929 117

TOTAL 215,285 67,426 347,472 3,018 484
 Note: All values in this table are shown as rounded values. Total values can differ from actual sum due to decimal place of individual values.
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FOLLOW-UP OF CORE TARGETS
We have set different targets for the adidas Group to reduce the environmental impact of our own operations. Targets focusing 
on the reduction of resources are the ‘core targets’, which we are aiming to achieve by 2015. We review our progress towards 
these core targets using annual linear targets.

The following table presents a target follow-up and short description of our progress towards the 2015 targets, based on the 
reported data of our administration offices, own production sites and distribution centres for 2012. The individual results of the 
core targets for all 49 sites that reported in 2012 can be found in in the Green Company Performance Analysis Report posted on 
our corporate website.

Aggregated target results 2008-2012 (including 49 sites)
Energy	savings	 

MWh/m²
Carbon	savings 

t/m²
Water	savings 

m³/person
Domestic	waste	

reduction	t/person
Paper	savings 

t/person

Type	of	site
Target 

2015

Target 
linear 

2012
Result 

2012
Target 

2015

Target 
linear 

2012
Result 

2012
Target 

2015

Target 
linear 

2012
Result 

2012
Target 

2015

Target 
linear 

2012
Result 

2012
Target 

2015

Target 
linear 

2012
Result 

2012

Administration offices -20% -9.5% -3.5% -30% -14.3% -10.4% -20% -9.8% -15.3% -25% -13.0% -22.5% -50% -23.3% -20.7%
Own production sites -20% -11.4% -15.3% -30% -17.1% -17.0% -20% -11.4% 2.1% -25% -14.3% -36.0% -50% -28.6% -9.7%
Distribution centres -20% -7.5% -9.0% -30% -11.2% -12.1% -20% -7.3% -15.8% -25% -9.4% -14.1% -50% -18.0% -12.6%
Total -20% -8.7% -6.0% -30% -13.1% -10.9% -20% -9.4% -13.5% -25% -12.1% -23.2% -50% -22.6% -16.7%

 Annual linear target achieved   Annual linear target not achieved

EMPLOYEES

17. EMPLOYEE STATISTICS 
Global	employee	base	decreases	1%	
On December 31, 2012, the Group had 46,306 employees, which represents a decrease of 1% versus 46,824 in the previous year. 
This development is primarily related to increased efficiencies in the Group’s own-retail store base as well as to reorganisation 
initiatives at Reebok. 

On a full-time equivalent basis, our Group had 40,168 employees on December 31, 2012 (2011: 40,637). Due to the high share of 
employees working on a part-time basis in the Retail segment, this figure is lower than the figure reported on a headcount basis. 

At the end of 2012, 24% of our Group’s staff were employed in Western Europe (2011: 23%), 30% in European Emerging Markets 
(2011: 33%), 25% in North America (2011: 25%), 4% in Greater China (2011: 4%), 10% in Other Asian Markets (2011: 9%) and  
7% in Latin America (2011: 6%). As a global company with less than 12% of our employees located in Germany, we actively 
encourage global mobility and offer our employees the opportunity to experience international assignments. To support  
adidas Group professionals and their families moving to new living and working environments, we provide, among other 
services, relevant language and cultural training as well as relocation assistance.

Key Employee Statistics
Index/reporting unit 2010 2011 2012

Total number of employees 42,541 46,824 46,306

Total employees (in %) Male 52% 50% 50%
Female 48% 50% 50%

Management positions held by (in %) Male 72% 73% 72%
Female 28% 27% 28%

Average age of employees (in years)1 33 30 31
Average length of service per employee (in years) 4 4 5
Annual training hours by employee (in hours) 13 17 18
1 At year-end
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Total number of employees

Total number  
of employees

39,596 42,541 46,824 46,306
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18.		HEALTH	&	SAFETY	STATISTICS	FOR	OUR	MAIN	ADMINISTRATION	OFFICES,	PRODUCTION	SITES	AND	DISTRIBUTION	CENTRES
2010 2011 2012

Administration	offices
Injuries	with	 

>1	lost	day
Lost	days	 

due to injury
Number of  
employees

Injuries	with	 
>1	lost	day

Lost	days	 
due to injury

Number of  
employees

Injuries with  
>1 lost day

Lost days  
due to injury

Number of  
employees

adidas Group Headquarters - WOS Herzogenaurach, Germany 9 52 1,972* 18 108 2,354* 22 142 2,919*
adidas Group Headquarters - ADP Herzogenaurach, Germany 3 37 1,148* 9 11 907* 3 19 874*
adidas Group Headquarters - WOGIT Herzogenaurach, Germany 0 0 580* 3 11 801* 0 0 862*
adidas Factory Outlet, Herzogenaurach, Germany 4 24 150 1 18 150 3 14 180
adidas Office, Amsterdam, Netherlands Site not included in reporting 2 3 427 2 3 420
adidas Office, Stockport, United Kingdom 0 0 478 0 0 479 0 0 437
adidas Office, Landersheim, France 1 5 346 4 187 355 0 0 334
adidas Office, Monza, Italy 2 65 260 13 72 287 8 232 562
adidas Office, Zaragoza, Spain 2 17 220 1 33 230 2 65 237
adidas Office, Moscow, Russia 10 318 847 5 75 741 5 153 844
adidas Office, Portland, USA 0 0 850 0 0 781 0 0 798
Reebok Headquarters, Canton, USA 2 12 1,153 1 4 1,168 1 155 1,100
TaylorMade-adidas Golf Headquarters, Carlsbad, USA 18 47 870 13 7 948 23 118 1,014
adidas Group Administrative Service Bldg. 3, Spartanburg, USA 4 0 185 1 0 189 0 0 193
adidas Office, Woodbridge, Canada 0 0 170 0 0 192 1 1 223
adidas Office Baueri, Brazil 4 811 151 5 64 221 0 0 245
adidas Office, Shanghai, China 0 0 490 0 0 580 0 0 680
adidas Office, Taikoo Shing, Hong Kong 2 65 362 0 0 397 3 3 339
adidas Hong Kong Ltd. Office, Kwun Tong, Hong Kong Site not included in reporting 0 0 135 0 0 140
adidas Office, Gurgaon, India Site not included in reporting 0 0 250 0 0 438
adidas Office, Seoul, South Korea 0 0 305 0 0 280 0 0 290
adidas Office, Taipei, Taiwan 0 0 110 0 0 128 0 0 150
adidas Office, Singapore, Singapore 0 0 199 0 0 207 0 0 215
Administration offices (total) 61 1,453 10,846 76 593 12,207 73 905 13,494
* Number of workplaces
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2010 2011 2012

Own	production	sites
Injuries	with	 

>1	lost	day
Lost	days	 

due to injury
Number of  
employees

Injuries	with	 
>1	lost	day

Lost	days	 
due to injury

Number of  
employees

Injuries with  
>1 lost day

Lost days  
due to injury

Number of  
employees

adidas Footwear Factory, Scheinfeld 1, Germany 5 43 155 1 1 190 5 25 209
Reebok-CCM Hockey Factory, Tammela, Finland 1 3 72 2 6 67 1 2 54
Sports Licensed Division Factory, Indianapolis, USA 52 23 1,204 26 565 1,210 28 1,718 1,244
Sports Licensed Division Factory, Mattapoisett, USA 0 2 108 1 120 104 3 25 109
Sports Licensed Division Factory, Cedar Rapids, USA 2 19 112 1 6 150 1 7 152
Reebok-CCM Hockey Factory, St.Jean, Canada 10 773 127 5 709 138 1 1 56
Reebok-CCM Hockey Factory, St.Hyacinthe, Canada 8 10 140 0 0 154 0 0 154
adidas Canada Assembly Factory, Brantford, Canada 1 7 76 0 0 63 0 0 69
adidas Apparel Factory, Suzhou, China 0 0 243 3 38 249 0 0 250
Own production sites (total) 79 880 2,237 39 1,445 2,325 39 1,778 2,297
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2010 2011 2012

Distribution	centres
Injuries	with	 

>1	lost	day
Lost	days	 

due to injury
Number of  
employees

Injuries	with	 
>1	lost	day

Lost	days	 
due to injury

Number of  
employees

Injuries with  
>1 lost day

Lost days  
due to injury

Number of  
employees

adidas Distribution Centre, Scheinfeld 2, Germany** 5 44 67 7 29 89 19 120 186
adidas Distribution Centre, Uffenheim, Germany 16 147 250 12 73 190 13 177 300
adidas Distribution Centre, Caspe, Spain 6 81 215 2 26 220 5 61 220
adidas Distribution Centre, Dettwiller, France 1 5 21 0 0 20 1 26 19
adidas Distribution Centre, Manchester, United Kingdom 2 6 130 1 2 157 2 7 172
TMaG Distribution Centre, Basingstoke, United Kingdom 0 0 170 n.r. n.r. n.r. 2 3 195
adidas Distribution Centre, Klimovsk, Russia 1 67 400 0 0 455 0 0 399
adidas Distribution Centre, Obukhiv, Ukraine 0 0 30 0 0 44 n.r. n.r. n.r.
adidas Distribution Centre, Canot, Israel 0 0 28 0 0 40 0 0 35
adidas Distribution Centre 1 (Apparel), Spartanburg, USA 0 0 35 1 27 38 0 0 42
adidas Distribution Centre 2 (Footwear), Spartanburg, USA 1 111 36 0 0 45 0 0 45
Reebok-CCM Hockey Headquarters and Distribution Centre, Montreal, Canada 22 1,612 179 22 1,053 179 17 489 93
adidas Distribution Centre, Adams Boulevard, Brantford, Canada 1 7 114 3 18 104 3 202 98
adidas Distribution Centre, Embu, Brazil 9 299 72 1 1 135 n.r. n.r. n.r.
adidas Distribution Centre, Pudahuel, Chile 20 107 120 18 105 128 21 106 150
adidas Distribution Centre, Suzhou, China 3 9 180 9 65 125 3 8 140
adidas Hong Kong Ltd., Distribution Centre, Shatin, Hong Kong 1 8 36 2 46 41 0 0 46
Distribution centres (total) 88 2,503 2,083 78 1,445 2,010 86 1,199 2,140
TOTAL 228 4,836 15,166 193 3,483 16,542 198 3,882 17,931
** Previously reported as ‘adidas Footwear Factory, Scheinfeld 2, Germany’
 n.r. = not reported
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COMMUNITY AFFAIRS

19. COMMUNITY AFFAIRS STATISTICS
In 2012, we saw an increase of donation requests compared to the previous two years. 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 policies and guidelines. 

Compared to 2011, the number of supported projects decreased slightly by 4%, whereas the amount of product donations  
increased by almost 50% in 2012. Especially in Asia and Latin America, product donations grew significantly. This number 
increased in particular because of support requests from aid organisations for product shipments that were used for relief 
efforts, e.g. refugee camps in Turkey and Jordan for Syrian refugees.

In 2012, we have also seen a substantial increase in volunteering hours by adidas Group employees. This is a result of the 
proactive and inspiring work of the adidas Fund, but as well the TaylorMade and Reebok programmes offering even wider 
opportunities for employees in providing support to communities around the world.

Community Affairs statistics*
Donation	requests	received Total	number	of	projects	supported

Region 2010 2011 2012 2010 2011 2012

EMEA1 1,792 1,748 2,103 191 206 232
Latin America 131 69 97 3 11 52
North America 6,429 7,763 7,961 733 983 802
Asia Pacific 69 112 639 38 38 99
Total 8,421 9,692 10,800 965 1,238 1,185

Units	of	products	donated Volunteer	hours

Region 2010 2011 2012 2010 2011 2012

EMEA1 53,545 67,240 77,236 5,234 3,911 13,838
Latin America 2,800 3,639 185,000 700 920 200
North America 133,500 362,007 307,441 3,514 2,718 2,927
Asia Pacific 79,664 15,448 100,198 7,020 5,489 9,319
Total 269,509 448,334 669,875 16,468 13,038 26,284
* Numbers include: brand activities, corporate activities, Reebok Foundation and adidas Fund
1 Includes worldwide adidas Fund activities


