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E t o n ’s v i e w o f s u s t a i n a b i l i t y

A few words from our CEO
In 2018, Eton celebrates its 90-year anniversary. A lot has
happened since 1928, not only for Eton as a company, but
also for the whole world. The 20th century gave us globalisation and, so far, the 21st century has given us digitalisation. Combined, these two developments have made it
clearer than ever that everything is connected; everything
we do has an effect on something else, whether it’s climate
change or labour laws. We can no longer claim that “we
didn’t know” - because if there is one thing globalisation
and digitalisation have given us, it’s knowledge.
QUALIT Y IN EVERY ASPECT

The word “sustainable” is now everywhere
and the fashion industry, with its considerable
impact on climate change, is no exception.
I would like to take this opportunity to share
my thoughts on our on-going work at Eton to
constantly make the company more and more
sustainable.

At Eton, we always strive for excellence.
I wasn’t surprised when in a recent survey,
our employees chose “quality” as one of the
words that they thought best described Eton
as a company.
However, great quality isn’t just about the
product you offer, it’s also about how that
product is made. From a quality and sustainability perspective, having control of our supply
chain is key. We focus on long-term relationships
with a few key partners and never compromise
on fair labour conditions.

LO N G - L A S T I N G P R O D U C T S
At a time when a lot of players are cutting
quality in order to offer cheap, disposable
clothes, we are doing the exact opposite at Eton.
For us, high quality equals sustainability. Our
goal is, has been, and always will be to minimise the unnecessary production of low quality
garments that are worn only briefly and then
quickly thrown away.

IT’S ALL ABOUT THE FUTURE
While we are very proud of our 90-year history,
our window towards the future will always be
a lot bigger than the rear-view mirror looking
back at our history. We are always chasing the
Eton we want to be 10 years from now, and
as a quality-driven company taking the long
view, sustainability is a powerful driver for us
to continuously improve our business. 10 years
from now, when we celebrate our first century as
a company, I hope that the world will be in a lot
better position when it comes to sustainability.
What I do know is that we will do our part to
make it happen.

Our high-quality cotton and unique finishing
processes create durable products that last for a
long time. We are also exploring other materials
with less environmental impact and make efforts
to provide our customers with the know-how
they need to properly care for and prolong the
life of their shirts. Or to use one of our old
slogans: “We create tomorrow’s vintage”.

Hans Davidson, CEO
4

E t o n ’s v i e w o f s u s t a i n a b i l i t y

ETON’S VIEW ON
S U S TA I N A B I L I T Y I N S H O R T
We want to minimise production of low
quality garments that need to quickly be disposed of:

Our high-quality cotton fibres and unique
finishing create timeless, durable and longlasting products.

Having control of our supply chain is key.
We focus on long-term relationships with a
few partners and never compromise on fair
labour conditions.

We see sustainability as a driver to improve
our business. We explore materials with less
environmental impact and help our consumer
to prolong the life of their shirts.
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S take hold e rs & prioritised areas
We have regular dialogues with our stakeholders in different forms to understand what
expectations they have on Eton as a responsible company. The information from the
different stakeholders is presented in the below materiality matrix model where the blue
boxes are our most prioritized areas.
Owner: Our main owner EQT has clear
requirements when it comes to sustainable
practises, including fair labour conditions,
respect for human rights and sustainable
production and products.

authorities like the Environmental Protection
Agency and the Swedish Chemicals Agency.
Industry: Eton is a member of the textile trade
organisation TEKO, which allows us to exchange information and best practice when it
comes to sustainability.

Employees: We engage with our employees
every day, and through our employee satis
faction/engagement survey we also get formal
feedback about working conditions at Eton.

Non-Profit Organisations: Eton is an industrial
partner of Mistra Future Fashion, a cross-disciplinary research program focused on improving
the environmental performance of the Swedish
fashion industry.

Consumers: As a consumer facing company,
we also hear from our customers about their
expectations on Eton when it comes to safe,
fair and sustainable products and production.

In addition to these on-going stakeholder
conversations, we are planning an organised
forum for all Eton’s stakeholders to raise
specific issues, after which the Materiality
Matrix will be updated.

Authorities: To always be up to date on the
latest rules and regulations, Eton participates in
a “Textile dialogue” with relevant government

M AT E R I A L I T Y M AT R I X
HIGH

• Water depletion in supply
chain
• Chemical & pollution in
supply chain
• Animal welfare in supply
chain

I N F L U E N C E O N S TA K E H O L D E R S

• Working condition in own
operations

• Fair labour conditions
& human rights in
supply chain
• Sustainable product
development, production
and products
• Product safety

• Attracting and retaining
employees
• Transparency & Sustainable
market position
• Circular and resource
efficient product life
circle & climate foot print

• Anti-corruption

LOW

• Sustainable packaging
materials

LOW

S I G N I F I C A N C E O F E C O N O M I C , E N V I R O N M E N TA L & S O C I A L I M PA C T
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S U S TA I N A B L E D E V E LO P M E N T S G O A L S
At a United Nations summit in September 2015, world leaders agreed to adopt 17 Sustainable
Development Goals (SDGs). Over the next 15 years, countries will mobilise efforts to end all forms of
poverty, fight inequalities and tackle climate change. All stakeholders, including governments, civil
society, and the private sector, are expected to contribute to the realisation of the Goals. At Eton, we
are committed to taking our part of the responsibility and have chosen to focus on Goals 6, 8, 12 & 13.

SDG 6: Ensure access to clean
water and sanitation for all
We are working to increase Eton’s use of cotton from more sustainable sources, as
well as adapting more resource efficient production methods, in order to reduce
water intensity and water depletion.

SDG 8: Promote inclusive and sustainable economic growth,
employment and decent work for all.
Eton is committed to ensuring fair labour conditions and respect for human rights
throughout our supply chain, as well as great working conditions for everyone we
employ in our own operations.

SDG 12: Ensure sustainable consumption and
production patterns
Eton strives to be the undisputed leading premium shirtmaker in the world, with an
uncompromising quality focus in every step of the product development process and
throughout production. Our own designed quality fabrics, unique finishing and
sewing craftsmanship ensure a premium, long-lasting product of the highest quality.

SDG 13: Take urgent action to combat climate
change and its impacts
The greenhouse gas emissions from human activities are driving climate change and
continue to rise. Eton is mapping its climate footprint and working to take action to
reduce its climate impact.
In the following chapters, you can read more about Eton’s efforts to
contribute to reaching these Sustainable Development Goals.
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This is Eton

What started as a small shirt atelier 90
years ago has become a global shirt
brand with almost 250 employees and
offices in Stockholm, New York, London
and Düsseldorf. Our headquarter still
remain in the small village of Gånghester,
Sweden, the same place where the
company was founded in 1928.

Eton is the leading global premium shirt
maker, with a dominant position in both
North America and Europe. With 1,500
points of sale in over 50 markets around
the world, our products are sold in our own
Eton Brand Stores, as well as in some of the
most exclusive stores in the world, including
leading department stores, independent
retailers and online.

E T O N V I S I O N S TAT E M E N T
Be the undisputed premium shirtmaker in the world

E T O N M I S S I O N S TAT E M E N T
To help the gentlemen of the world dress with effortless class in every aspect of life

E t o n g ro u p i n s h o r t 2 017
• Product range: shirts, scarves, ties, pocket squares and
jewelry
• Made in Europe
• Revenue SEK 823 Million
Revenue

823

• Growing by 21 % per year for the last 5 years
• Main owner is EQT

Million SEK

+21%
Per year in last

5 years

U n c o m p ro m i s i n g p ro d u c t i o n
q u a l i t y f o c u s , w i t h t h re e k e y a re a s :
• In-house designed quality fabrics
• Unique ﬁnishing
• Craftsmanship in the sewing process
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Our team
At Eton, we are constantly striving to maintain and
further develop a positive company culture that allows
for all our employees to enjoy their work. An inclusive and
empowering environment where honesty and transparency
is applied and expected at all levels; making every single
employee feel respected and appreciated.
H O N E S T Y, I N T E G R I T Y
A N D F A I R P L AY

Health and safety are our first priorities.
We want to maintain pleasant, sustainable, and above all safe working environments throughout all our operations. We
always comply with all rules and regulations for safety in the workplace and take
preventative measures to engage health
professionals if needed.

Ever since our founding in 1928, our
business practices have been based on the
values of honesty, integrity and fair play.
It is mandatory for all employees to comply with the company’s Code of Conduct, which they also have to sign when they
first start working at Eton.

Good labour conditions throughout our
operations are of key importance. Eton
complies with all applicable labour and
employment laws wherever we operate,
and we adhere to collective bargaining.

Corruption in all its forms is strictly
prohibited, including bribery. Business
decisions shall not be motivated or influenced by any personal relationships or interests. We need to make risk assessments
in our various operations, specifically for
employees in business and purchasing
positions in countries that are considered
high-risk for corruption. In 2018, we will
implement a whistleblowing mechanism
and complete anti-corruption training for
all employees.

Our actions are guided by our company
values, as well as formal guidelines and
policies. Policies include a Code of Conduct, a Code of Ethics, and Workplace
Guidelines governing travel, authorising
rules, business entertainment expenses, and alcohol consumption. All new
employees are given an introduction to
these policies, which they are also obliged
to sign.

During 2017, there were no confirmed
incidents of corruption within any of
Eton’s operations.

We believe in an organisation based on
equality and diversity. Eton respects the
personal integrity, privacy and personal
rights of every employee and is committed to maintaining a workplace free from
discrimination and harassment.

T arget: 100 % of employees
to complete anti-corruption
training in 2018

We are constantly reviewing our need
for new relevant guidelines and policies
and will be implementing a Diversity and
Equality Policy during 2018.
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A G R E AT P L A C E T O W O R K

These initiatives form the foundation for
Eton’s short and long-term efforts to ensure
both individual development opportunities
and capacity building for the organisation
as a whole.

Eton exists because of its employees, and we
want to ensure that Eton is a great place to
work, where people are happy, motivated and
see opportunities for growth. Each year, all
Eton employees participate in an employee
satisfaction survey, performance reviews and
a salary discussion, resulting in key personal
assignments for the year with measurable goals,
as well as a gauge of the employee’s motivation level and ability to successfully complete
assigned tasks.

ETONS
EMPLOYEES

We encourage employees to attend training
programs and provide opportunities for
internal recruitment, internal transfers and
job rotation within the group.

31.12.2017

31.12.2016

TARGET

234

188

-

Women

49 %

52 %

50 %

Men

51 %

48 %

50 %

Management group

8

7

-

Women

25 %

43 %

Men

75 %

57 %

2.78 %

4.34 %

72 %

-(other system)

Total employees, Eton
Group

Sickness absence,
Sweden; Eton AB
Employee satisfaction
– Great place to work
index

85 %

Our company culture is in many ways defined by OUR VALUES
We put excellent QUALITY in everything we do
We are COMMITTED to our customers and to each other

Total
employees

234
Woman

49 %

Men

51%
Employee
Satisfaction

72 %

We are PROGRESSIVE and strive for continuous improvements

COMMUNIT Y ENGAGEMENT

Textile Academy. We have a number of
sponsorship programmes at the Textile
Fashion Center in Borås, and we also sponsor
several local initiatives and sport associations.

At Eton, we want to make a positive contribution to the societies in which we operate.
We are an important employer and a key
player in terms of strengthening the position
of the area of Borås and Sjuhärad in fashion,
textile and design. Eton is a member of Teko,
E-commerce City Borås, Marketplace Borås,
as well as a member of the board of Proteko/
Nordic
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Circul ar value chain
Eton’s value chain is a circular process. Our goal is to close the loop
between start and finish and to integrate sustainability in all the
steps of the process - from design to product end of life. The ultimate
sustainability goal - and indeed the future for the textile industry as
a whole - is to find ways to reuse material at the product’s end of
life and bring it back into the loop so that it can be reused. Given
the known environmental impact points for the textile industry, it is
clear that the most significant environmental improvements can be
made in the fibre and fabric production phase.

DESIGN &
PRODUCT
DEVELOPMENT
• Sustainable assortment

PRODUCT
END OF LIFE

• Sustainable product
development

• Reuse
• Recycle

RAW MATERIALS*
• Materials from more
sustainable sources

CONSUMER
• Wear and care

PRODUCTION*
• Fair labour conditions
& human rights
• Sustainable production

SALES
CHANNELS
• Transparency
& sustainable
market position

• Product safety

TRANSPORT
• Reduce emissions

*Our most prioritised areas
13
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Design & Product development
We are committed to constantly improving and refining our products and
production. Being a product specialist, we need to be innovative in every
little detail in order to keep adding a sense of novelty and originality.
The only way to do so is by controlling every step of the process – from
choosing the best cotton fibres to using the exact right sewing technique
and stitch length for each part of the shirt.
S U S TA I N A B L E D E S I G N

It all starts with the design phase.
It’s when we choose the fit, material,
colour, prints and trims that we can
make those key sustainable choices that
allow for environmental improvements
throughout the entire value chain.
Finding sustainable materials of high
quality at the right price is challenging,
but we will always do our utmost to
secure the best quality materials with
the lowest environmental impact.

Sustainable design is about creating
long-lasting products in a way that
minimises negative environmental and
social impact. There is no room for
shortcuts. Only work with the very best
suppliers and always use the highest quality cotton available - spun, woven and
finished in the best way possible.

14
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Raw material
The majority of Eton’s products are made from premium extra-long
staple cotton (ELS), a high-quality cotton characterised by extra fine
and long fibres. This exceptional cotton, together with our unique
finishing processes, is what creates the durable, superior quality
garments for which Eton is known. Eton’s annual consumption of
cotton was approximately 350 ton in 2017.
COT TON

We are also looking into alternative, more
sustainable fabrics. Finding good alternatives
to conventional cotton is challenging, given
customer demand for the look, feel and performance of our unique fabrics - but we are
nevertheless exploring possible options. Cotton
alternatives suitable for shirt production that are
classified as sustainable include organic cotton,
cotton produced in accordance with the Better
Cotton Initiative, linen, Tencel® and hemp.
When classifying these alternative fibres as more
sustainable, the fibre is evaluated according to
its impact on six areas: greenhouse gases emissions, human toxicity, eco-toxicity, energy input,
water input and land use.*

Cotton is a durable fibre with incredible
natural performance, but from a sustainability
perspective it is also complex. Cotton production requires a lot of water and the use of fertilisers and pesticides, and can therefore have a
negative impact on the environment and people.
We strive to minimise our negative impact and
secure people’s access to water - without ever
jeopardising the high quality of our cottons. To
further improve social conditions and sustainable practices in the production of our cotton,
we are exploring the possibility to join the Better
Cotton Initiative and are hopeful that we can
find a suitable solution.

T arget: 15 % of the assortment
shall be made from sustainable
fibres, 2020.

*Source: MADE-BY, a non-profit organisation
acting to improve environmental and social
conditions within the fashion industry.
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ANIMAL FIBRES

PACKAGING

Animal fibres are mainly used in the production of our accessories. At Eton, we support
animal rights and work to ensure that the rights
of animals are respected in all our production
processes throughout the entire value chain. We
are continuously working to secure our supply
of raw materials from an animal welfare perspective, through tough supplier requirements
and full traceability. We require our suppliers
to maintain good animal husbandry and meet
our strict animal welfare requirements. These
requirements are clearly stated in our Code of
Conduct and we ask suppliers for certifications.

The delivery of the perfect Eton shirt or
accessory requires some packaging and support
material. Therefore, we have strict environmental requirements on all our packaging, based
on a combination of legislation (European
Commission Decision 94/62/EC) and Eton’s
own requirements.
We are constantly seeking to make better environmental choices and lower our climate
impact, especially when doing a new procurement for packaging materials. In 2015, we
replaced all PVC in our plastic collar stands
with polypropylene (PP), because of the
negative environmental impact of producing
and disposing of PVC.

WOOL & ANIMAL HAIR
Eton does not accept mulesing, a procedure
performed on Merino sheep to prevent fly strike.
Neither do we tolerate plucking, nor shaving
or picking wool or fur from, live animals in a
way that harms the animal or causes suffering.
We also never endorse the use of any materials
from vulnerable or endangered species. Eton’s
accessories assortment is mainly made from wool
and silk materials.
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Production
– Long-term supplier relations
PRODUCTION IN EUROPE
As a product specialist, we can monitor every stage of the
production process in order to guarantee the superior
performance for which Eton is known.
European production enables us to actively manage the entire
supply chain, ensuring high quality, short lead times, efficient
logistics procedures and compliance with rules and
regulations.

11 WEAVING MILLS:
Italy, Switzerland, Egypt
3 FINISHING PROVIDERS:
Switzerland, Germany and Italy
9 SEWING MILLS:
Romania, Estonia, Lithuania,
Macedonia & Sweden
7 ACCESSORY PRODUCERS:
England, Scotland, Italy
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Supp liers Compliance
All our suppliers are required to sign and comply with
our Code of Conduct and Code of Ethics, which regulate
working conditions and ethical standards. The Code of
Conduct is aligned with the UN Global Compact and
applicable international agreements: the UN Universal
Declaration of Human Rights, the International Labour
Organization Conventions, the UN Convention against
Corruption and the Rio Declaration on Environment and
Development. To verify that our suppliers comply with the
Code of Conduct, we perform regular reviews, as well as
external audits by independent third-party organisations.
We are mainly working with Intertek
and their Workplace Conditions Assessment (WCA) - a program to efficiently
improve workplace conditions in accordance with widely accepted industry
standards and best practices. WCA
covers five main areas: Labour, Wages
and Hours, Health and Safety, Management Systems, and Environment. In

addition, we use other approved audit
systems and standards like Business
Social Compliance Initiative (BCSI)
and Social Accountability International’s SA 8000. Our plan is to secure the
supply chain downstream, and so far,
all of Eton’s sewing facilities have been
audited with excellent results.
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Fab ric suppliers
Eton’s unique process of designing and
producing our own fabrics differentiates us
from other shirt brands. We work with highquality weaving mills, mainly located in Italy
and Switzerland, to actively select fabrics and
weaving techniques. We are also very active
in the development process and collaborate
closely with the finishing providers at every
step of the process until the fabric is finally
approved and delivered directly to the sewing
facility. This hands-on approach and tight
ecosystem of collaboration, feedback and
dialogue with our suppliers is part of Eton’s
unique product development process.

19
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Finishing
w i t h STe P a n d STA N DA R D 10 0 b y O E KO - T E X ®
When it was first introduced in 1992,
Eton’s proprietary ﬁnishing process
to make fabrics permanently crease
resistant was the ﬁrst in the world to
be used in shirt making.

In addition to STeP, all our weavers
and finishing partners are certified by
OEKO-TEX® Standard 100, which
tests textiles for harmful chemicals,
including: legally banned and controlled substances, chemicals known
to be harmful to the health (but not
yet legally controlled) and other
parameters for health protection.
For more information, see
www.oeko-tex.com

This signature crease resistant process
is a unique recipe that we have developed in collaboration with leading
specialists in this field. While most
shirt brands conduct their finishing at the weaving mill, Eton uses
independent third-party finishing
providers to ensure high quality and
increase control of the finishing processes. These high-quality finishing
suppliers are certified by Sustainable
Textile Production (STeP) by OEKOTEX® with the highest result level
(3). STeP is an independent system
for certification of sustainable manufacturing processes in the textile industry, addressing the areas of chemicals
management, environmental performance, environmental management,
health and safety, social responsibility
and quality management.

T arget : 100 % of
our finishing providers
certified by STeP and
fabrics comply with
Standard 100 by OEKOTex. Result 2017: 100 %
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Shir t production
1. 2 M I L L I O N S H I R T S I N 2 017

During 2015-2017, we audited suppliers in countries
considered as high risk (Romania, Macedonia and
Lithuania). Five out of six suppliers achieved the
highest performance level. The one supplier that did
not reach the highest performance level had minor
violations, such as first aid kits not available in each
workplace, the evacuation door not clearly marked
and a smoke detector not properly installed. The
supplier has since taken action and a follow-up audit
will be completed in 2018.

Eton works with eight contracted sewing facilities in
Romania, the Baltics and Macedonia. We also have
a small in-house sewing facility in Gånghester for
the purpose of product development, best practice
guidelines, limited production and as a showcase for
visitors.
The sewing facilities are carefully selected and
continuously reviewed and tested for quality and
efficiency. We also offer our facilities active support
to ensure an efficient, quality production process
and most facilities have installed the Eton System.
Among other advantages, the Eton System provides ergonomic benefits that translate directly into
reduced operator fatigue. Good ergonomics lead to
healthier and happier staff. We work particularly
close with few suppliers and conduct weekly visits
to guarantee the highest possible quality.

TARGET: 100 %, Audits of all
shirt factories in risk countries,
2018. Result 2017: 100 %

SHIRT PRODUCTION

AUDIT RESULT SHIRT FACTORIES

Romania

Estonia:

Lithuania

Macedonia

Sweden

78 %

11%

8%

4%

0,5%

High performance
-meet expectations

Medium performance
-further Improvement needed

100

83 %
80

60
1,3
Million shirts
in 2017

40

20

21
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Accessories suppliers
Accessories stand for approximately 10 per cent
of Eton’s revenue. For our accessories assortment, we
buy finished products made from our own design.
Ties and scarves are made in Scotland and Italy from
premium merino wool, silk or cotton. Pocket squares
are made in Italy in collaboration with the finest
weavers and printers in the world. Our jewellery
is made in England.

AUDITS
In 2017, Eton’s largest accessory suppliers were
audited and reached the highest performance level.
We will continue to review and evaluate our smaller
accessory suppliers in 2018.

TARGET: 100 %, Audits of all
accessories suppliers, 2018.
Result 2017: 50 %

22

Circular value -chain

Transpor ts
During a year Eton transports a large number of shirts,
accessories and more, all around the world. Besides the
shirts and accessories, Eton transports fabrics, packaging
material, and marketing material and store furnishings.
The Eton distribution uses an own distribution center in
Gånghester, Sweden, an own center in Atlanta and a
third-party partner in Toronto, Canada.
All shipments are sent directly from
the production sites by third-party
forwarders. Since all recipients are
located in Europe, and because of
short lead times, all these shipments
are made by truck. Presold products
are shipped to a third-party forwarder hub, where they are consolidated in order to minimise the
number of outbound shipments.
Outbound shipments are made by
truck and, depending on order type
and customer location, sometimes
by air.
Returns and claims are sent directly
to the distribution centres, to make
it as efficient as possible for the
sender. Parts of the larger seasonal
returns are sent directly to factory
outlet stores, in order to cut
unnecessary transports and
goods handling.

For our internal transports between
the Eton distribution centre in
Gånghester and the headquarters,
we use a transport bicycle in order
to minimise our footprint.

T R A N S P O R TAT I O N
A N D S U S TA I N A B I L I T Y
At Eton, we constantly strive to
make our transports as efficient and
low impact as possible. By planning
and co-operating throughout the
group, we can consolidate shipments and combine modes of transport
more efficiently – both environmentally and economically.
All our third-party forwarders need
to comply with our Code of Conduct, and we are looking into how
we can work with our transport providers to reduce indirect emissions.
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Sales channels
Buying an Eton product should always be
effortless and enjoyable. Through a true
multi-channel ecosystem, we always strive
to give our customers a seamless,
premium Eton experience:
• Our own operated Eton Brand Stores in
strategic locations, delivering the full Eton
brand experience
• Our own operated Eton Online Brand Store, etonshirts.com
• Premium retailers, i.e. world’s most prestigious leading department stores and multibrand boutiques – both bricks and mortar
and online
• Airports, both own operated Eton Brand
Stores and in collaboration with leading
partners
• Selective outlet distribution

24
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Consumer
PRODUCT US E
By caring for your shirt in the right way, you not
only increase its life length, but also decrease its
negative impact on the environment.
As a maker of long-lasting, quality garments, we
have an opportunity and responsibility to communicate to our customers how to care for their
shirts so that they last as long as possible. There’s
a dedicated section on our website (https://www.
etonshirts.com/us/eton-care), with tips on smart
ways to wash, dry and remove stains that really
make a difference all with the goal of extending
the shirt’s life, thereby minimising the carbon
footprint and water usage from unnecessary production of new garments.

PRODUCT SAF ET Y
We ensure that the products we sell are safe, of
good quality and not containing any unwanted
chemicals. All of our suppliers sign agreements
pledging that the products meet the legal requirements on use of chemicals. In addition, all
suppliers are contractually obligated to follow
Eton’s Chemical List of chemicals not permitted
in our production or finished products, because
of the health or environmental hazards they
present. To ensure compliance, we regularly have
independent laboratories carry out chemical tests.
Comprehensive risk and safety assessments are
made for every product and regular product
testing is also carried out. Should a product test
negatively, we immediately cancel the order. No
products rejected during the chemical test phase
are made available for sale.

Eton is a member of the
Chemical group.com
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CUSTOMER
S AT I S F A C T I O N A N D A C C E S S
Our customers are our most important stakeholders, and their satisfaction is our main
priority. Therefore, it’s crucial that our customers
can always easily reach us for feedback or claims,
whether through our customer service, phone,
website or social media. We are quick to respond
and any feedback is carefully and promptly
addressed. Feedback that could potentially lead to
an improved product is given particular attention. We not are currently not measuring the
number of customer feedback interactions, but
we do measure the amount of claimed products,
which was 0.3 % in 2017.

R ESPONSIBLE MARKET ING AND
PRODUCT L ABELLING
All Eton’s marketing communication is in line
with industry practice, and we make sure that it is
never misleading, false or inappropriate. We
respect all our customers and never communicate
anything political, religious or ideological. All
our products are thoroughly labelled with the
legally required information about material
composition, country of origin and care
instructions.
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Product end of life
– Reuse and recycle
By using high quality raw materials and premium finishing
processes, we create durable, timeless products that consumers
can use for a long time. This quality and craftsmanship translates into style and comfort for our customers to enjoy, but it
is also a more sustainable, less wasteful approach to fashion.
When garments last a long time, there is less need for consumers to quickly dispose of them to buy new.
Eton aims to be more circular and we never send any
products that can still be used to incineration or landfills.
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Climate

Climat e
Greenhouse gas emissions from human
activities are driving climate change and
continue to rise. Eton is mapping its carbon
footprint and working to take action to
reduce its climate impact.
To gain a better understanding of the process of
calculating climate footprint, we have also started
to measure the climate impact of our headquarter in
Gånghester, including direct impact areas such as
company facilities, company cars and electricity
consumption according Scope 1 and 2. Result for
2017: 27 tons CO2
In 2018, we will continue to map our direct and
indirect climate impact in order to set targets and
develop action plans.
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GRI INDEX
1. Organizational profile

DISCLOSURES

PAGE

102-1

Name of the Organization

9

102-2

Activities, Brand, Products, and Services

9

102-3

Location of Headquarters

9

102-5

Ownership and Legal Form

9

102-6

Markets Served

9

102-7

Scale of the Organization

9, 11, 21, AR 2017

102-9

Supply Chain

15 to 23

102-10

Significant Changes to the Organization and its Supply Chain

-

102-11

Precautionary Principle or Approach

5

102-12

External Initiatives

6-7

NOTE

No changes

102-13

Membership of Associations

6

2.

Strategy

102-14

Statement from Senior Decision-Maker

4

3.

Ethics and Integrity

102-16

Values, Principles, Standards, and Norms of Behavior

9-10, 18

4.

Governance

102-18

Governance Structure

30

102-43

Approach to Stakeholder Engagement

6

102-45

Entities Included in the Consolidated Financial Statements

AR 2017

102-47

List of Material Topics

6

102-48

Restatements of Information

-

First report

102-49

Changes in Reporting

-

First report

102-51

Date of Most Recent Report

-

First report

102-53

Contact Point for Questions Regarding the Report

30

102-54

102-54 Claims of Reporting in Accordance with the GRI Standards

30

102-55

102-55 GRI Content Index
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6.

Reporting Practice

More information in the Financial Annual Report

MATERIAL TOPICS
ECONOMIC
GRI 201: Economic

103-1,2,3

Disclosures on Management Approach

AR 2017

More information in the Financial Annual Report

Performance (2016)

201-1

Direct Economic Value Generated and Distributed

AR 2017

More information in the Financial Annual Report

103-1,2,3

Disclosures on Management Approach

10

205-1

205-1 Operations Assessed for Risks Related to Corruption

10

Omission, Not in place

205-3

205-3 Confirmed Incidents of Corruption and Actions Taken

10

Omission, Not in place

103-1,2,3

Disclosures on Management Approach

14-16

103-1,2,3

Disclosures on Management Approach

15, 23, 28

305-1

Direct (Scope 1) GHG Emissions

28

At HQ in Gånghester

305-2

Energy indirect (Scope 2) GHG Emissions

28

At HQ in Gånghester

103-1,2,3

Disclosures on Management Approach

15-23, 25

GRI 205: Anti-Corruption
(2016)

ENVIRONMENT
GRI 301: Materials (2016)

GRI 305: Emissions
(2016)

GRI 308: Supplier
Environmental Assessment
(2016)

SOCIAL
GRI 405: Diversity and
Equal Opportunity (2016)
GRI 414: Supplier Social
Assessment (2016)

103-1,2,3

Disclosures on Management Approach

10

103-1,2,3

Disclosures on Management Approach

15-23, 25

103-1,2,3

Disclosures on Management Approach

6, 15, 20, 25

GRI 416: Customer Health
and Safety (2016)

416-1

Assessment of the health and safety impacts of product
and service categories

25

GRI 417: Marketing and

103-1,2,3

Disclosures on Management Approach

26

labeling (2016)

417-1

Requirements for product and service information and labeling

26
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H O W T H I S R E P O R T WA S P R E PA R E D
This is Eton’s first Sustainability Report and it covers the Eton Group for
2017. It is inspired by the Global Reporting Initiative’s (GRI) Sustainability
Reporting Standards of 2016

GOVERNANCE OF THE SUSTAINABILIT Y WORK
The Management Group of Eton is responsible for the overall sustainability
direction, goals and strategies. The Sustainability Manager supports the
Management Group in their work and coordinates with the different
departments to help them develop and reach their goals.

CONTACT
For questions about this Sustainability Report, please contact us at
CSR@etonshirts.com
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