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1 What we do

Globally leading kids' performance wear specialist
Reima is the leading premium performance wear brand for active children. Our brands, Reima and Lassie, always ensure non-toxic
clothing, footwear and accessories that allow kids to move and explore the world around them. Recognising the current trends of kids'
growing media consumption and decreasing physical activity as well as the consequent adverse effects on kids' health, we want to go
even further and encourage kids to move more. That is why we have developed ReimaGO, a unique concept combining clothes with
wearable mobile technology that helps parents motivate children to be more active.
Today, we sell approximately 7 million products annually. We design and develop our products in Finland and produce them globally,
mostly in East Asia, through our own sourcing oMce in Shanghai. Reima’s products are available in more than 70 countries worldwide,
either directly through our web store at www.reima.com, our brand stores, franchising stores or retailers or as part of the Finnish Baby
Box and other solution sales packages.
The majority shareholder of Reima is The Riverside Company, a global private equity company based in the United States. The managers
are also shareholders of the company. We currently employ about 150 people in Finland and another 200 people globally. We have two
oMces in Finland (in Vantaa and Tampere) and subsidiaries in China, Sweden, Norway, Denmark, Germany and Russia. Our net turnover in
2017 was EUR 112 million.
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2 Message from the CEO
Our focus is on the next generation
I warmly welcome you to get acquainted with our newly published
Corporate Responsibility Report – our first one ever.
As Reima is a company that focuses 100% on kids, we also look at
sustainability through the same lens. We have divided our
corporate responsibility plan into four themes: A healthy start to
life, Safety and protection for our kids, A clean planet to play on
and Visibility throughout the value chain.
Since 1944, Reima has focused on getting kids active. We feel that
this topic is now more important than ever, as according to
studies, kids around the globe move less and less. If this trend
continues, it can cause severe health issues for our next
generation. We believe that happy and healthy kids will grow up to
be happy and healthy adults. We want to allow kids to enjoy a
healthy start to life and help them discover the joy of movement
during the years that affect the rest of their lives.

On top of designing products that allow kids to move more, we are dedicated to building all our activities as a brand around active kids. We
want to support local communities in activities that provide kids with opportunities to enjoy an active lifestyle and, wherever possible,
enjoy the outdoors and fresh air. This includes various sponsorships around the world. For instance, in our home market, Finland, Reima is
sponsoring the Lasten Liike (“Children's movement”) project that organises free afternoon playschools to allow all kids to be physically
active and try out various sports. In 2017, Reima challenged kids from around the world to create “One Million Hours of Joy” through its
Kidventure challenge.In 2016, we introduced a completely new concept, ReimaGO, to the market. A ReimaGO sensor enables tracking the
physical activity of a child. With the special ReimaGO application, parents can inspire their kids to move more. This concept has been
received well. Through ReimaGO, we have worked together with day nurseries and schools in order to help them offer kids activities
throughout the school day and to allow parents to understand just how much their children have moved whilst in day care/school.
We now have more than 70 years of cumulative experience and expertise in making clothing for kids and our aim is to make the best
possible functional wear for kids globally. We never compromise on product quality and safety in our design. Our products also include
many safety features, such as detachable hoods and re ecting details. We have put a great deal of effort into making our collection as
environmentally sustainable as possible. We are especially proud that, in 2017, we reached the milestone of producing all our
clothes 100% free of fluorocarbons.
We are glad to see that, all around the globe, green values are on the rise and more parents see secondhand products as a conscious
choice. Reima has designed durable clothing over the years, which makes this trend ideal for us. Due to the high quality and timeless
design of our products, they last from one kid to another. They are easy to care for and durable, which saves energy, water and detergent.
In 2017, Reima’s net sales reached EUR 112 million. More than 7 million Reima products are being produced annually. This means that
every year millions of kids, mostly in the northern parts of the world, get a new Reima garment. We have put a lot of focus on the conscious
choice of materials, supply chain transparency and enforcement of fair practices. We take pride in complying with all the global regulations
in our industry. In addition to external audits (e.g. amfori BSCI), we visit our suppliers regularly as we believe in total transparency. We
believe in collaboration and work very closely with our partners. This will strongly be on our agenda going forward as well.
Yet, no matter how strict our control is and how diligent our audits are, all business between us as human beings is still heavily based on
trust. We know our partners and we talk to them every day. We, therefore, trust them. Should a breach of this trust occur, our policy is not
to immediately discontinue the partnership but rather to work and sort out the problems together in order to improve their performance as
well as ours. Likewise, if we fail to comply with the ethical standards we have set for ourselves, there is no way out but communication,
remediation and learning from our mistakes. The process may feel painful but it can only make us healthier.
Financial strength provides us with stability and the resources to invest in business development. The development will also be visible
throughout our corporate responsibility agenda. By constantly improving and innovating, we are able to further drive the sustainability of
our business alongside the industry. We have established a road map with clear key performance indicators for the near future and will
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present our targets in this document. In the coming months and years, we will be closely monitoring our progress.
It is important for our kids – and their kids.
CEO
Elina Björklund
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3 Megatrends
Looking at the world around us
A global organisation like Reima can only achieve sustainable growth by adapting to the world around it, although we may try to change
that world for the better through our own actions. The current megatrends that affect us are globalisation, climate change and decreasing
birth rates in industrialised countries. We can identify the effects of these megatrends in the following concrete trends that are now
reshaping the entire textile business.

Health and wellness on the rise
Understanding the importance of a
healthy lifestyle is growing rapidly around
the globe. This health trend has been and
will remain strong, and products and
services supporting both physical and
mental well-being are expected to be
on the rise. Studies have shown that kids
are moving less and less. As we become
more aware of the positive effects of
physical activity in kids, more focus is
being put on this critically important trend.

Safety-conscious consumers focus on
quality

Comfortable active wear instead of fast
fashion

As the clothing market polarises further,
there is a growing number of consumers
who are willing to invest in quality over
quantity. Clothing can be seen as an
investment that, at its best, enables an
active lifestyle, improves performance and
adds comfort. A global interest in
sustainability and green values makes
high-quality clothing interesting, as it
gives clothes a high 2nd life value. This is
especially true for kids clothing.

In recent years, we have experienced a
clear shift in clothing trends from formal
fashion to a more sporty lifestyle. This
trend can be seen with adults as well as
with kids. Sporty clothes are acceptable
as all-round casual clothing – there is
even a new term 'athleisure' to describe
this new line of clothing. Kids wear
comfortable, functional clothing on the
slopes, in the city and during the school
day as well as in the parks and backyards.
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4 Living up to our name

Our name defines us
Just like many other organisations, we have a set of values. But we also have something deeper than that: our name. In Finnish, Reima is
an old-fashioned man's name and also an adjective related to the words for brisk, sprightly, fair, honest, cheerful, reliable… now there are a
few goals for us! Sustainability is at the very core of our business because our work is all about taking care of the next generation.

The Reima values
In December 2015, Reima invited members of staff from several countries to a workshop, facilitated by the company 925 Design. As a
result of a previously conducted staff survey, the discussion and exercises carried out at the workshop and the elaboration work that
followed, Reima has confirmed five main values as the basis for managing the company.

Courage

Excellence

Integrity

We are bold and dare to GO out of our
comfort zone: we challenge, learn and
share.

We passionately aim for our best and GO
the last mile.

We are reliable – our quality and
responsibility are based on honesty and
transparency.
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Collaboration

Joy

We help others succeed, internally and
externally – we nurture a global culture,
proactive thinking, sharing and working
together.

We find it every day – our attitude can
make a difference.

We will make it – together!
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4.1 CR strategy and management

On the road to sustainability
We see sustainability as an endless journey where one milestone reached is the start of the journey to the next. The topic of sustainability
is signi cant for us and an integral part of our actions. All our work to produce Reima products aims at supporting the future generation
and ensuring a safe planet for them. We cherish this theme and design our strategy to foster it in all of our activities.

10

4.1.1 Our view on responsibility
What is good for your kids is good for our environment.
Since 1944, we have focused on active kids’ needs and are committed to continue on the chosen path. It has never been more important
than today. We are dedicated to building a better childhood for your kids and their kids. Inspiring them to become active adults keeps all of
us at Reima active too. Reima is all about the joy of movement that lasts!

Safety and protection
Everything we design and produce, from materials to functionality,
provides protection and safety for your kid. Our products are nontoxic, always minimising the danger and maximising the comfort
for the user.
Our outdoor apparel is 100% free of uorocarbons and all our
fabrics comply with global certi cation standards. We obey
all safety regulations on children’s wear in all the countries where
we are active.

A healthy start to life
We believe that physical activity is the key to kids’ better health,
joyful learning and a good night’s sleep. That is why our products
allow free movement and optimise kids comfort in any activity.
We work with various non-pro t organisations that offer kids
opportunities to enjoy active play. We want to spread the
importance of an active lifestyle and to inspire families to nd the
joy of movement together.

A clean planet to play on
We create products that are a renewable source of inspiration.
Their value proves itself in everyday life, lasting from one kid to
another. High-quality products with timeless designs exceed the
expected wearability from season to season.
Our clothes are always easy-care to save energy, water and
detergent. We work to improve the eco-friendliness of our designs
without compromising on the functionality.
We are working to increase the use of recycled and organic
natural bres and will continue developing and researching
the latest innovations and their suitability for your kids.
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Visibility throughout our value chain
We proactively cooperate with our partners and help them
improve in order to ensure that the same high level of quality and
ethics applies throughout our entire value chain. Reima’s supply
chain is based on long-term relationships.
We are a member of amfori BSCI (formerly BSCI) since 2010.
Their unbiased and unannounced audits ensure that our partners
also meet our standards and offer fair conditions for their
workers.
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4.1.2 Our sustainability policy & strategy
Product safety is our core
Our aim is to be the globally leading kid’s performance wear
brand. Reima is known for its safe products of superior quality and
the entire Team Reima is working ceaselessly to retain this trust.
Our emphasis is on three areas: society, environment and cooperation with our partners.
We believe that making a safe product is much more than just
complying with the requirements. True trust in a product lies in
transparency and knowing where the product comes from, who
makes it and how. A sustainable brand not only makes its
products with sustainable materials but it also embraces the
responsible and sustainable way of manufacturing. This is our
view of providing ultimate protection for kids with sustainable
products.

Society
We believe that a good society is important for a healthy start to life. We respect human rights and are committed to supporting them at all
the stages of our operations. By joining amfori BSCI (formerly BSCI = Business Social Compliance Initiative), we have committed
ourselves to their code of conduct where emphasis is put on the highest labour protection. Our own Code of Conduct is also similarly
aligned, and our suppliers have signed it. Reima’s partner assessment management system ensures that our Code of Conduct is
respected and implemented. We also collaborate with various organisations in order to promote an active lifestyle for kids. We believe that
kids should be active indoors or outdoors regardless of the weather conditions.

Environment
Kids need a clean environment to be able to grow up healthy. We believe that conscious actions in our operations can have an impact. To
produce a cumulative effect, we maintain this aim in all our activities. We think that a conscious and balanced choice of materials during
the design stage can lay the foundation for responsible manufacturing. We select greener processing options where possible in order to
conserve natural resources. We have initiated an environmental assessment program for Tier II (fabric & material) suppliers in order to
gain more information on our environmental impacts and to reduce them by making the right material choices.
We have partnered with WWF and implemented their “Green Office” auditing program in order to promote a more sustainable culture in our
work. The program started in our Finnish offices in 2017 and will later be extended to the Reima subsidiaries in other countries.
Green practices are also important in logistics, where we favour the greener options. Through strategic steps in our manufacturing
planning with our vendors and through consolidating shipments, we can reduce our carbon footprint. The best possible route planning is
also important for reducing our impacts.

Co-operation
We want to implement good social and environmental practices across our entire value creation process. Sustainability is one of the most
important criteria in our supplier selection and supplier evaluation. We conduct business directly with our suppliers and establish longterm relationships with them. Knowing our supply chain partners and their operations allows us to take the necessary steps. We regularly
evaluate our suppliers in order to have visibility on sustainable practices throughout our supply chain. This allows us to trace the origin of
our products and to ensure that raw materials are sourced from responsible partners and that production is carried out safely. We ensure
that all the work that goes into a Reima product, ready for a child to use, has been carried out with due diligence.
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4.1.3 Managing sustainability
Our sustainability plan
Everything at Reima starts from a good structured plan, and materiality helps in forming the structure. In 2017, we revisited the materiality
analysis performed to align with the GRI G4 and eventually SRS (Sustainability Reporting Standard) in order to identify the prioritisation of
the materiality aspects. With the constant growth of the company, we expect to implement some changes in the priorities and to possibly
include new ones. The current assessment, however, helps us identify and review the priorities set by our “Reima Innovation and
Sustainability Steering Group (ISSG)”. The Chairman of the Steering Group is the Reima CEO, and the Steering Group consists of Reima's
“Leadership Team” members who plan, guide and monitor the sustainability activities. Reima's Director of Sustainability is the facilitator of
the group and reports to the Chairman of the Steering Group regarding sustainability. Generally, the ISSG meets every two months.
The materiality aspects re ect Reima's view on sustainability, which builds on the long culture of sustainability within the company. We
identi ed those through elaborating the sector-speci c importance and combining the stakeholders' views and expectations. We
determined the important stakeholder groups through an stakeholder analysis within the ISSG. Our important stakeholders, including
customers, consumers, employees, investors, etc. have a high priority in materiality. The ISSG evaluated their views and expectations and
further determined the priorities for actions.
In 2018, we are committed to involve our stakeholders even more, for a better impact, and to increase their in uence on our steps
toward sustainability. Besides important stakeholders, we also plan to involve other organisations working on sustainability in order to
further expand our perspective on responsibility. At this stage, however, we believe that this sustainability matrix comprises the most
important aspects of our business and industry. These are the cornerstones of our sustainable operations.
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4.1.4 Sustainability materiality matrix
How we defined the matrix
The background work on materiality and the process of identifying the signi cant sustainability factors for our business led us to
compose the matrix presented below. The matrix consists of relevant topics for our business. However, there were some topics in the
materiality analysis that are not represented here as those were considered less signi cant from our stakeholders’ point of view. The
different layers represent different themes in the matrix whereas each row represents the amount of concern, increasing from left to right.
The top row of the matrix describes the most important factors for us in product compliance. Since 1944, we have remained at the top
level of expertise in this industry and have been able to provide high-quality products. Besides product design and quality, we also look for
greener material options and develop greener products using the best alternatives.
The second row of the matrix describes our view on social responsibility. We always ensure that our products are manufactured in a good
environment. Additionally, our view on social responsibility involves respecting human rights. Reima's social responsibility encompasses
the excellence of our own operations as well as the assurance of social compliance in our supply chain.
The third row of the matrix re ects our strong commitment to create a better planet for our children and also the growing environmental
awareness among our consumers. Here, we have considered the most important aspects of our environmental impact in the supply
chain.
We believe that the production of top-quality products does not solely depend on workmanship but a process that embraces all our valueadding activities. Sustainable supply chain management at Reima takes into account all these aspects in order to offer comfortable and
safe products for kids. There are additional important topics that are not mentioned directly in the below matrix but that are addressed in
different sections. For example, it is very important that every product that reaches a consumer includes suMcient information, which is
described later in the “Product Labelling” section.

15

4.1.5 Our sustainability goals
Nine KPIs for Reima sustainability
The materiality matrix presented is the basis for de ning our goals and setting Reima’s key performance indicators (KPIs) for
sustainability. We have set the KPIs separately for each block of the matrix. The goals and KPIs listed here are the continuation of our
long-term commitment and activities in each area. In 2017, we de ned these cornerstones in order to continue our sustainability activities
in a structured way. Most of the agenda consists of a few sub-tasks, and we have set the overall targets based on the completion level of
the sub-tasks. The Reima Leadership Team and the Reima Board of Directors both monitor the achievement levels of these goals
and KPIs.
Product safety is of utmost signi cance to us, and all other sustainability activities revolve around it. We consider a product to be
sustainable when all the related upstream activities are sustainable. We take safety into account in design and R&D and continue the
assurance at the mass production level. We follow country-speci c regulations for making safe products but strive to go beyond their
requirements and to apply the best possible practices. Greener materials, e.g. organic cotton, can make products safer as they are often
produced in a sustainable way. By introducing our “Green Line” concept in autumn 2018, we will be implementing even more sustainable
material options.
With the help of our high-quality design and R&D efforts, we are moving towards becoming the most preferred children's clothing brand.
According to the brand health check studies that we have conducted at approximately two-year intervals, we are already among the most
preferred brands in many countries. However, our aim is to reach a leading (Top 3) position in terms of brand preference in all our focus
markets by 2021 and to continuously drive brand preference in all our established markets. Additionally, we are expanding our channels in
order to further improve our customer service and seek to increase our customer satisfaction rating in the EU, which is currently at 93%.
We also take into account the percentage of quality claims when measuring the improvement of customer satisfaction. Currently, quality
claims are already on quite an insignificant level.
We control the operation of our supply chain and we strive to make it even more sustainable. As a socially responsible
company, Reima has a zero tolerance policy on child labour and violations of human rights. We will continue to ensure that our products
are produced in socially compliant factories. Therefore, we have established fair practices and improved the transparency of our
operations. In 2018, we aim to completely nish our Tier I auditing process. Furthermore, we will focus on organising our own HR practices
better and improving them further as we are growing rapidly.
In 2018, we put even more focus on environmental compliance because of our aim to reach the highest possible level of product safety in
accordance with our stakeholders' interest. We created and started to work on the Reima “Restricted Substances List” in 2017 and will
implement it in 2018 as part of our move towards even stricter chemical & environmental compliance. We have also completed an
environmental assessment pilot and, in 2018, all of our major fabric suppliers will be audited within this strict programme. In order to be
able to further reduce our carbon footprint, we rst needed to calculate it. We have previously calculated the emissions from
transportation but, this year, we will also include the carbon footprint data from our other activities, such as business travel. Altogether, we
are actively working in all areas in order to reduce our impact on the environment.
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4.1.6 We believe in collaboration
Reima has many important stakeholders
Reima's professional staff is our heart and soul. Together with our suppliers, we make the impossible possible, giving birth to new
collections again each season. We need other partners as well to help promote children's physical activity. We in uence society through
our memberships in trade organisations, by liaising with other brands and companies and having discussions with politicians and other
decision-makers as well as by working together with universities and various non-governmental organisations.
Day nurseries and schools are valuable development partners for us. They can help us come up with new services and products that
increase and encourage children's physical activity in a structured manner.
However, above all, we need our customers, both business customers and consumers. They are the ones who teach us the most.

We meet with members of the press continuously, publish news releases and answer questions. We even trust some members of the
press and non-governmental organisations so much that we may share with them non-public information that we would not want to
disclose to our competitors, including names and addresses of our supplier partners. The image above shows a Reima press event at
Skibi Kids in Czech Republic.
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4.1.6.1 We value our customers

You talk, we listen
Reima used to be a wholesale only brand but, nowadays, we also sell Reima products directly to consumers. Our own direct channels'
share of all sales is currently around 25%. We attract new loyal customers through our Reima Club programme and through Finnish Baby
Box, which is part of the Reima Solution Sales unit.
Families are by far our most important stakeholders. Our main task is to make the everyday lives of parents easier. We want to help and
inspire them in their quest to keep their children happy and healthy so that, in time, the children can grow up to be active adults. We get a
lot of direct feedback and requests from our consumer customers through our web shop customer care team and via our many social
media channels.

Our retailers are our partners
We cherish our long-term relationships with prominent Reima and Lassie retailers in more than 35 countries. They represent the brand to
their consumers. Furthermore, they can give us insight into the tastes and preferences of parents in their home countries as they know the
local culture and way of bringing up children. We give them tools to train their shop staff so that they, in turn, can advise consumers on
how to dress their children and how to correctly care for our products so that they last longer.
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4.2 Our growth

Steady, profitable growth
Reima has been able to grow pro tably in the recent years – the picture above shows the development of our turnover. We have expanded
to new markets, opening subsidiaries and nding new partnerships. Our staff grew from approximately 220 to 340 people in 2017, and our
production volumes have increased from over five million to approximately seven million products per year.
In 2016, Reima acquired the company Finnish Baby Box (FBB) in
order to strengthen its online presence. FBB sells baby product
packages all over the world that also include Reima products.

The packages are compiled to resemble the maternity packages
which the Finnish government donates to the parents of each
newborn baby in Finland.

Finnish Baby Box applies the same high safety standards and
quality requirements as the Finnish oMcials when selecting items
for their baby boxes.
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4.2.1 Financial and economic performance
On solid ground
Financial stability and solid growth are the foundations of Reima's sustainability. Our excellent economic performance and growth affect
various stakeholders positively, which makes Reima a reliable employer, credible choice for investors, brand that evokes loyalty and a
sustainable organisation. On the other hand, our sustainable business practices support our strong economic growth. Our innovative
products and business strategy enabled us to conquer new markets in 2016 and 2017. The net sales in all the sales clusters and different
sales channels have grown signi cantly in recent years, which is illustrated at the bottom of this section. Reima has established good
practices for nancial risk management, including currency risk management. We remained strong even during the challenging situation
with the Russian rouble because of our strong policy.
The nancial statement of Reima is presented below. KPMG conducts an audit of the company annually in accordance with good auditing
practices in Finland and in compliance with the international standards in auditing. The audit comprises interim and year-end audits and
focuses on both the financial information and control environment. Based on the audit result, a standard audit report is issued.
Reima acquired Finnish Baby Box in 2016 in order to grow our online business and make it even stronger. Finnish Baby Box is a
magni cent example of an innovative, global online startup company that has been able to grow quickly by utilising digital possibilities.
With the help of the company’s online experience, we can improve Reima's agility and further strengthen our digital skills.
Each year, the group CEO shares with the staff the priorities and the management approach, which has been evaluated by the Board of
directors. Reima has a clear nancial target which is aligned with its business strategy. Although the responsibility concerning the
nancial performance remains with the CEO, CFO and the Board of Directors, the targets and results are also shared openly with the
employees.

Net Sales by Channel 2015–2017
Channels

2015

2016

2017

Wholesale

57,806

65,950

83,152

Retail

9,648

11,149

14,779

E-commerce & solution sales

7,049

8,180

14,167

TOTAL NET SALES (million €)

74,502

85,278

112,098
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4.2.2 Our markets and customers

Reima provides a high-quality, year-round, tip-to-toe wardrobe for active children from 0 to 12 years of age. The product range includes
outerwear, mid layers, innerwear, accessories, footwear, sun-proof clothing and rainwear. Besides our main brand, Reima, we offer the
Lassie brand in Russia, Finland and Baltic/Eastern European countries. Our main sales channel is Wholesale. In addition, the Group has
more than 30 own retail stores and 25 franchise stores and offers E-commerce and solution sales through Finnish Baby Box.
Reima has a wide presence globally. Our own brand stores and franchise stores are found in ve different countries. In 2017, we added
32 brand stores and 18 franchise stores. We have 9 online stores: in Finland, Sweden, Denmark, Norway, Russia, Poland, Germany, Austria
and China. In addition, we opened our new international web store in 2017. Altogether, we are currently able to serve 37 different countries
directly with Reima and Lassie products. Moreover, we have our partner's online stores, which make Reima available in even more
countries. Through Finnish Baby Box, our products reach consumers in more than 70 countries.
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4.3 Business ethics

Fair play with Reima
We believe in fairness as a business practice and want to establish it by leading from the front. When we practice it in-house, it is easy to
spread the culture among our partners. Our acts and operations must always comply with the law and acceptable practices. In addition to
the legislative requirements, Reima's personnel must follow our own procedures and guidelines internally and externally, in line with the
Anti-Bribery & Corruption Policy by Reima's owners, The Riverside Company. The senior management have completed an interactive
training based on this policy and, gradually, we will provide similar training to all our employees. Reima understands the signi cance of
ethical operations and this is re ected in our practices. We do not accept unethical activities and noncompliance with the legislation and
our guidelines. We do not tolerate any kind of corruption or bribery. We compensate all the expenses for business related activities
according to country-specific regulations.
As Reima operates in many different countries, it is important that country-speci c requirements are followed. However, employees might
need to follow even stricter guidelines, where applicable. In 2017, there were no cases of noncompliance with our internal guidelines. In
2018, we will focus more on ensuring ethical conduct as we are growing at a rapid pace and entering new markets where adaptation of our
practices could be necessary. Consequently, we are updating our guidelines and will communicate to employees regarding proper
implementation. We select the best practices from the different countries where we operate and use them as an example for other
countries. We intend to continue spreading Reima's fair practices to new employees and partners.
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4.4 Management and employees’ commitment to sustainability
We are what we do
Reima started out by remaking old army clothes into work wear right after World War II. Now, we produce clothes that protect kids from all
weather conditions, all over the globe – and we are again recycling fibres and finding ways of reusing materials.
Reima intends to grow and to also be here in the future. To us, the well-being of the next generation is always more important and,
therefore, sustainability is vital for the continuation of our business. This kind of thinking is easy for everyone working at Reima to
understand.
When crystallising our company values in 2015, we listened to our employees because they are Reima. The results that we obtained are a
true reflection of the company's inner spirit – the attitude that keeps us going.
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4.5 Team Reima

We can make it - together!
We value our personnel and their commitment to our company, and we work continuously for improving the work atmosphere and
dialogue with employees. In 2017, we formulated our HR policies and, later on, recruited additional resources to implement and to further
develop our HR activities.
We base our HR policies on our HR strategy and company values. We use personnel surveys, 360-degree feedback surveys, performance
discussions and other feedback channels for measuring how successfully we have implemented our HR policies and for tracking the state
of our leadership. The Employee Net Promoter Score is measured every quarter.
In 2017, we invested in employee well-being in many ways. Reima collaborated with the Finnish Olympic Committee in order to challenge
the personnel to reduce their daily sitting time by two hours, offered lectures about the importance of exercise and sleep to personal wellbeing and attended the Likkojen lenkki (“Gals' run”) event in Tampere and Business marathon in Helsinki. Internally, there were many
activities related to well-being, including the ReimaGO challenge where teams competed to earn the most activity points and a
walking/biking challenge.
We focused on internal communication, for example by making a video of our biweekly Reima café general meetings, to make sure that
employees globally receive the same information as those physically present in Vantaa, Finland. In Reima cafés, we share company level
news, information on development projects and inspiration. Slack is our most used internal communication channel.
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4.5.1 Our organisation
From Finland, going global
In Finland, the Reima head oMce is located in Vantaa, and the company has another oMce in Tampere. The other countries with Reima
subsidiaries are China, Russia, Sweden, Germany, Denmark and Norway.
Reima's Leadership Team (LT) governs the operations in all countries. The CEO leads the team, with seven out of the eight members
originating from Finland. In the Reima Group, there are seven entities under Reima Oy for operations in six countries. All the country
offices have their own operational setup, with their heads coming from the respective countries.
In many countries, Reima has no sales force of its own. There, we usually either partner with importers who buy our goods and distribute
them to retail or hire agents who work on commission to negotiate distribution agreements with retailers.
The staffs in our Finnish, Swedish, Russian and Chinese shops are our own. In other countries, we mostly have local retail partners who
work with us through a franchising contract. In 2018, we plan to open our first stores in Norway and Germany.
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4.5.2 Our employees
More women than men
At the end of 2017, Reima Group had employees in seven countries. The highest number of employees, 188, was in Finland. The group
employed 103 people in China, 75 in Russia, 9 in Sweden, 8 in Germany, 2 in Denmark and 2 in Norway. In Finland, the Tampere and
Vantaa oMces employed 40 and 88 people, respectively. Furthermore, there were 9 Reima retail stores in Finland at the end of 2017, with a
total of 50 employees. Most of our employees work permanently for Reima. Due to maternity leave substitutions, summer jobs in stores,
pop-up stores and project work, 12% of the employees have temporary work contracts.
Unlike many other companies, most of our employees are female. According to our latest calculation in 2017, Reima Oy employs 88%
women and 12% men. We have an excellent combination of experience and enthusiasm. The average age of Reima Oy employees was
36.5 years at the end of 2017.
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4.6 Joyful work

We celebrate progress
There is a saying at Reima that we see challenges, not limitations. This photo shows our logistics team in Tampere cheering after the
implementation of a comprehensive improvement in their system for container posting and invoicing. They are now able to handle one
container in minutes rather than hours.

Once or twice a year, Reima arranges a
Reima day for the whole family, often
featuring an outing with activities. In 2017,
we also joined the Lapsi mukaan töihin
(“Bring your child to work”) campaign on
24 November.

We nurture a relaxed, open atmosphere.
Although we are ambitious, we do not
take ourselves too seriously. There is
always room for some employee activity,
such
as
participating
in
the
global Movember challenge.

It is our tradition to have a big celebration
around Christmas or New Year. The
personnel come up with a fun theme and
arrange the venue and activities for some
unforgettable moments together.
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4.6.1 Flexible working practice
Keeping the balance between work and home
Reima Oy applies exible working times to the oMce employees unless physical presence is necessary, e.g. people working in stores. The
employees may adjust their working time according to their personal preference and the seasonal workload within the hours that Reima
has de ned as suitable for business. This guideline applies to oMce employees. Store staff and other hourly employees follow separate
guidelines.
Mutual trust between the employer and employee enables oMce employees to work remotely. We believe that the possibility to utilise
remote work has a positive effect on coping with the workload and balancing personal life with professional life.
We are looking forward to acquiring tools that would enable us to report the share of remote work hours out of all hours worked and we
hope to have such a tool in place in 2018. This would also allow us to accurately calculate how much remote work helps us reduce our
carbon footprint.
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4.6.2 Remuneration and benefits

A fair compensation for work
We hire our employees based on their professional expertise in the respective eld and pay them justly irrespective of gender. The
employee remuneration system is diverse, comprising the basic salary and bene ts as well as a bonus system that links the company
strategy with remuneration in a tangible way for all employees. The Board of Directors decides the principles for the bonuses annually. The
Board also approves the annual remuneration paid. As an additional bonus for 2017, the Board of Directors decided that, once Reima
reaches EUR 100 million in net sales, employees will be rewarded with a xed bonus amount on top of their regular bonus. The bonuses
are paid once a year, in April.
Reima offers its personnel the legally required bene ts in each country, including health services, paid sick leave, parental leave,
retirement benefits and insurance for occupational injuries. These benefits are the same for full-time and part-time employees.
In addition to the bene ts required by legislation, Reima offers many voluntary bene ts to its personnel. All employees can purchase
Reima products at a 50% staff discount. As Reima’s mission is to inspire kids to experience the joy of movement, we want to inspire our
personnel to experience it, too. Reima Oy supports this by offering employees a leisure activity bene t, which is usable for recreational
sports or cultural events. The total value of this bene t was €33,000 in 2017. Furthermore, the company issued personnel lunch bene ts
with a total value of €23,300. In addition, Reima Oy has recently introduced a new bene t where we offer a sick-child care service. Reima
also provides a company phone and car benefit if they are required for the individual’s duties.
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4.6.3 Well-being at work
Activating our staff
In line with our mission to promote an active childhood, we also
want to support our staff in maintaining an active and healthy life.
To enable this, in 2017, Reima collaborated with the Finnish
Olympic Committee whose experts helped us survey the staff’s
current state of well-being and activity levels as well as set a goal
and incentives for improvement.
Following a staff activity survey conducted in February, it was
decided that our aim for 2017 was to reduce sitting time by two
hours per work day. We devised a playful competition using
Reima’s own ReimaGO activity sensors. Each staff member was
assigned to a team and, at the end of each of the three
competition periods, the team with the most ReimaGO activity (or
joy) points per person in that period won €200 to spend on
something well-being-related for their team.
The participation was enthusiastic across Reima oMces globally
and, inspired by this initiative, the staff activity committee decided
to pilot the use of an online program for oMce breaks called
Cuckoo Workout. We started testing it in December 2017 and will
conduct the follow-up staff activity survey early in 2018 to
measure the success of these initiatives. Overall, the participation
and feedback for these well-being initiatives have been
enthusiastic and, if anything, it seems that there is interest in even
more similar programmes going forward.
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4.7 Professional development & engagement

A career of continuous learning
The photo above shows the video streaming work behind our autumn/winter 2018 Sales Meeting, which we broadcast live from Finland to
all Reima countries and workers. Each season, Reima produces hundreds of styles that each have their speci c materials and properties.
We often introduce new techniques and materials – even entirely new product types. All this means a great deal of learning, which is part
of the daily work of our personnel. The following chapters will give an insight into how and why we train our staff also beyond this regular
seasonal information.
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4.7.1 Induction process
Welcoming new crew members
A proper induction process is a precondition for a great
experience for a new employee and sets up a smooth start of a
career in a new workplace. Onboarding the new employee is
signi cant for us. Besides receiving the basic information about
the work procedure, company and the culture, the new employee
is also introduced to the different internal channels. We introduce
all new employees to the staff at our biweekly Reima cafés. Our
intranet web portal is rich with relevant instructions
and information, and it also shows photos of employees grouped
into teams. After providing the necessary IT tools, we also give the
employee the necessary information on the programs we use and
our data safety and privacy guidelines.

In 2017, we started elaborating the HR guidelines in order to support many internal processes, including the induction process. To support
managers in the induction of a new employee, we have in place basic guidelines and a checklist. As part of the induction process, our CEO
held three Reimagine 2020 strategy induction sessions for new employees in the Tampere and Vantaa offices.
The HR team will further develop the induction tools to support Reima’s induction process globally. A central platform for this is our
Reimasters e-learning hub where all employees can obtain information on Reima’s products, views, strategy, etc. regardless of time and
place.
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4.7.2 Professional training
Everyone deserves good leadership
We have invested in the Reima culture and leadership trainings in
2017 and will continue this in 2018. In June, we organised a
leadership day where all the managers discussed the success
factors of the Reima culture and de ned the competencies of
Reima’s managers. We transferred the results of this leadership
day to the entire organisation through group trainings. We
conducted a 360-degree feedback survey for the Leadership
Team, and the next step is to carry out the 360-degree surveys for
all managers in January 2018. We also started our internal
Reimanager programme for managers, which is based on one-onone HR support. The Leadership Team received stress
management training that provides tools for identifying the
different ways in which they and others may respond to stress.
The aim is for them to utilise this understanding in everyday
leadership.
Twice a year – during and after our Sales meetings – we focus on
training our personnel on the coming season's products and
activities. We maintain professional competence through various
external trainings, such as corporate taxation for accountants,
VAT training, labour law training, etc. Internally, we have organised
various induction trainings related to new systems and ways of
working, for example in relation to budgeting.
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4.7.3 Performance review
Clear targets are easier to reach
The evaluation of performance is signi cantly connected to the improvement of performance and job motivation. The management of
Reima believes that each employee has the right to be evaluated and receive support, where necessary. Our performance reviews are also
connected to the yearly bonus, which is partly dependent on performance. In 2017, we implemented a new way of Performance
Management. Employees will have three performance discussions per year: for setting targets, discussing personal development and
conducting a mid-year review. The set targets are personal goals that are based on Reima’s overall targets. We base our actions and
decision-making on Reima’s values and, therefore, we also evaluate performance according to our values. In 2017, most of Reima’s
employees in Finland had their target setting discussion and performance evaluation. We aim to conduct 100% of the reviews in 2018 and
fully implement performance discussions in all the countries where our employees are located.
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4.8 Equal opportunity and diversity
Diversity is our strength
Being a global company and a member of FIBS, Reima has made a
commitment to diversity. At the end of 2017, there were 10
different nationalities represented in Reima’s staff. Our product
team operates seamlessly across several time zones, and our web
shop customer care team serves customers in their local
language in eight of our web shop countries. Among us, there are
young and old, single and married workers, with children as well
as without. Reima has both male and female team leaders and
directors – there is no glass ceiling at Reima. We believe that in
this diversity lies our power to nd creative solutions to
challenges.
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4.8.1 Recruitment policy
We value versatility
We encourage our employees to try new roles within the company
in different stores and functions in the oMces in order to gain new
experiences and perspective.
As the company grows, it will need new competencies. In our
recruitment, we do not allow any discrimination on the grounds of
age, race, religion, sexual orientation, gender, nationality or ethnic
origin. We advertise our open positions on our company Intranet,
on social media and on various recruitment platforms.
We regularly recruit trainees from universities, polytechnics and
vocational institutes in order to give young students an
opportunity to gain work experience that can help them apply for
their future job.

41

4.8.2 Retention
Our staff is committed
Our entire personnel strategy aims at increasing job satisfaction and decreasing employee turnover, although employee turnover has not
been a central problem for us. We are currently developing tools for reporting our employee turnover rate and absenteeism.
In our Pulse Survey, carried out three times during 2017, we asked our staff about their job satisfaction and whether they would see
themselves still working at Reima in three years. The average Net Promoter Score was 4.15 (on a scale up to 5) in 2017. Below, you can
see the average result of these surveys.
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4.8.3 Representation and participation
Negotiating as usual
Reima Oy is a member of the textile and fashion industry employers' association Suomen Tekstiili ja Muoti ry. Its counterpart for
negotiating trade-speci c collective agreements is the trade union Ammattiliitto PRO ry. Reima respects its employees’ basic rights to
freedom of association and collective bargaining. Both the blue and white-collar employees have chosen their representatives.
Reima Oy’s consultative committee, which comprises representatives of the employer and employees, convened ve times in 2017. The
committee discussed general topics, mostly concerning the lengthening of work time in relation to Finland's general decision on
temporarily adding three days to the annual work time.
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5 Your kid's safety comes first

A safe start to life
Everything we design is safe for our kids from the non-toxic materials to the functional details. With more than 70 years of cumulative
experience and expertise, we focus solely on kids' needs.
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5.1 R&D approach
In kids' wear, safety is a must
Reima participates in the standardisation work at the national level both in the Finnish Standards Association, TEVASTA and the Swedish
Standards Institute, SIS. We actively contributed to the work of Working Group 20, Safety of children’s clothing, in the European Committee
for Standardization. As a result of the work, the revised standard EN 14682, Safety of children’s clothing, was published in 2015. This
standard is the base for our product safety regarding cords and drawstrings on children's clothing. We follow other similar standards and
regulations in various countries in order to stay on top of the safety regulations.
Product safety in all our product groups is our goal. We ensure that Reima’s products are safe and clean, free of hazardous substances
and in compliance with the most stringent legislation applicable to our products.
Reima’s clothes are manufactured from fabrics that come from factories which we have selected and approved. Reima designates the
fabrics and most of the components used in the products. Reima decides on the materials, which means that we tell the garment
suppliers which fabrics and trims they should use and where to buy them. We provide fabric mills with instructions on how and where to
test the items and which test standards to use.
We test fabrics in our Reima laboratory and we only use them in our collections if they meet our quality standards. In order to ensure the
performance of the fabric, we conduct eld tests with children wearing garments made with new fabrics. Before garment production, we
test all the materials and trimmings again in the Reima laboratory according to their purpose: among other things, we test dimensional
stability, abrasion resistance, pilling resistance, tear strength, water resistance, water repellency, breathability, colour fastness and
ultraviolet protection.

Adding safety features to products
We seek innovative solutions in order to enhance the safety of our products. The Finnish Institute of Occupational Health (FIOH) has given
the Reima Vilkku Re ective Mittens an EC type examination certi cate for visibility accessories in non-professional use. When worn over
the sleeve, these re ective mittens can help drivers of motor vehicles with head lights detect the child in poor visibility conditions. We
launched the product in autumn–winter 2017. In order to further enhance visibility, we will introduce LED lights in the outsole of rain boots
in our autumn–winter 2018 collection. At the same time, as the rst company in the world, we will bring the Vibram Arctic Grip wet ice
technology to children's footwear. The technology represents a new approach to adding grip on icy surfaces, specifically on wet ice.
Our R&D team is looking for innovations related to safety, comfort or promoting activity. Besides our own innovation projects, we
participate in external projects. Currently, Reima participates in the Smart Clothing 2.0 project led by VTT Technical Research Centre of
Finland. The project aims to create business opportunities for Finnish smart clothing and services, and it brings research institutes and
companies together for developing completely new products for the international markets.

In January 2017, our ReimaGO children's
activity sensor won the esteemed
Scandinavian Outdoor Group product
award in the Kids category.

At the annual GoExpo fair in Helsinki,
Finland, the ReimaGO sensor was chosen
as the Sports Product of the Year in the
services and concepts category.

UK-based Junior Magazine gave Reima
the Silver Award for our outerwear
collections.
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5.2 The materials we use
Safe, clean and tested materials
The most important features of the materials used in Reima’s garments are that they are non-toxic, durable in the everyday lives of
children and easily and ecologically cared for and that they provide the best possible comfort for the child in every situation and all
weather conditions. We require the Oeko-Tex 100 certi cation from our fabric suppliers. Reima applies the Oeko-Tex product class I
(Textile items for babies and toddlers up to 3 years – clothing, toys, bed linen, terry cloth items, etc.) requirements to all FBB (Finnish Baby
Box) and Reima branded products below the size 92 cm. If a supplier is not certi ed according to this standard, its products must meet the
same requirements as in the Oeko-Tex Standard 100. Bluesign® (a system for sustainable textile production) compliance and the use of
recycled bres are also considered when choosing material suppliers for Reima. Reima can use other environmentally friendly and
sustainable natural materials, including organic cotton and Tencel, when they meet Reima’s requirements for materials and are suitable
for our products.
Reima ensures chemical product safety in all product groups and goes beyond the legal requirements. We have replaced harmful
substances with safe alternatives. For example, we banned PVC from Reima’s garments already in 2008 and gradually decreased our use
of harmful per uorinated chemicals (PFC) starting in 2015. All our garments are now PFC and PTFE free as of 2017. We are constantly
working towards minimising the use of toxic substances, finding alternatives for our raw materials and reducing our energy consumption.
We follow extensive testing procedures for ensuring the safety of the materials and components. Even though we choose materials that
are free from harmful substances, we still test the materials in our own laboratories as well as third-party laboratories. Besides regular
tests, we use random tests in order to ensure that the variation in quality remains within the allowed range. We conduct these tests to
make sure that our products comply with the REACH regulation and Oeko-Tex 100 product class I limit values as well as other stricter
country-specific regulations.
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5.3 Sustainable design
Minimising the total impact
A good product is the result of design efforts that consider the sustainability aspects and the total life cycle of the product. Sustainable
design is not only about selecting sustainable materials. It also involves minimising the impact of the garment during its use. A
sustainably designed product performs perfectly when used as intended and remains responsible throughout its life cycle. To us, the
durability and long life of a product are also part of sustainability. Passing a good product from one child to another is an effective
sustainable approach, which reduces waste and the need for new products.
Designing a garment starts with the careful consideration of the most suitable materials. Through various test methods, our R&D
team helps designers nd the right materials that meet Reima's standards and requirements. Choosing recycled or partly recycled and
organically grown materials whenever possible allows for a smaller ecological footprint if the material is durable enough.
Good design also involves carefully considering the use of the garment. Knowing where wear and tear is most likely to rst occur allows
us to design the necessary reinforcements for the garment. We also think about how consumers could repair the garment, thereby
extending its life. Considering such things can extend the life of the product, which has a direct impact on waste reduction.
Aesthetics is only part of design. Design is mostly about comfort, wearability and functionality as well as safety. Good design considers
the user (child) and the carer who dresses the child. The garment needs to be easy to put on and take off. Small design details like longer
zipper pullers or elastic shoelaces help children dress themselves. Truly comfortable materials are lightweight, smooth against the skin,
have good thermal regulation and allow moisture to evaporate. Pattern masters help to ensure that the style has a correct t that allows
freedom of movement for the child.
Sustainable design also means careful consideration of timeless design as well as the aesthetics of the materials, colours, prints and
styles when a garment is new and when it has been used and washed several times. How will the product look like when worn? When
designing for children, the aesthetics must please both the child and the parents. The more happy users a garment has had in its lifetime,
the more successful and better its design has been.

41 years ago in Denmark, our customer Grete got this Reima
jacket. Bought at Illum, it was a gift to her rst child. At the time, it
was a bit expensive so she could not afford to buy it herself. She
saved it and used it all these years with her three children and four
grandchildren. It still looks nice and everybody has been happy
with the jacket. It has been in the washing machine countless
times. The whole family are now loyal customers of Reima.
Thank you Grete for sharing this story with us!

This yellow jacket in our spring/summer 2018 collection has its
roots in some 70’s Reima jacket styles. We launched this design
line, internally called 'Reima Originals', in 2013. The styles have
remained in our collection ever since, almost unchanged.
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5.4 Product labelling
Our main product categories
We have divided the wide range of Reima products into three categories in order to make it easier for parents to nd the right out t for
every situation. Our product categories are Reima® for everyday outdoor fun, Reimatec® for varying weather conditions and Reimatec®+
for winter activities.

Guaranteed Reima quality for
everyday use
Weatherproof, comfortable and
designed with child safety in mind
Functional features for different
layers and waterproof properties
where needed
Everyday comfort for varying
weather conditions
Skin-friendly underneath, protective
on top and warm in between.
Dirt and water repelling treatment
that does not contain any
perfluorocarbons

Waterproof properties and
breathability in focus

The latest innovations with
high-tech details

A waterproof, breathable,
comfortable all-weather product
that is easy to care for
Water column: 5,000–15,000 mm
The seams are taped and
waterproof according to end use
Very good, even excellent durability
Dirt and water repelling treatment
that does not contain any
perfluorocarbons

Latest innovations and extra
functional features, such as hightech/sporty details
Water column up to 15,000 mm
The seams are taped and
waterproof according to end use
Very good, even excellent durability
Dirt and water repelling treatment
that does not contain any
perfluorocarbons

Each product contains plenty of information about the various properties of the product. The features are presented with a symbol and
description in the hang tags, and there are permanent labels with symbols inside the product. The care labels are multilingual and provide
consumers with instructions in their local languages. The permanent care label also contains information on the manufacturing period and
country of origin. Each product includes a tracking number for appropriate tracking of the product.
You can search by the product number on the Reima website to find product-specific information.
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5.5 Product safety in our DNA

Chemical and mechanical safety
Reima’s product development process aims to develop safe and functional products that meet and exceed consumer expectations. The
chemical safety of products is regulated by REACH and other national chemical regulations that we comply with. We have set our own
Reima limit values according to the strictest acts and decrees and, in 2017, we started compiling Reima’s own Restricted Substance List,
which speci es the limits for chemical substances that are allowed in our nished products. The list will include the legal regulations
(such as REACH) but it will go beyond them. We will continue testing the products according to our process in order to con rm that they
remain within our new safety limits.
We comply with the mandatory European standard, Safety of children’s clothing, and other recommendations referred to it. We closely
follow the development of textiles and their properties as well as the possibilities to improve fabric performance, sustainability and the
environmental impact of our manufacturing process.
Reima differentiates its supply chain between suppliers (manufacturers of ready-made clothing, Tier I) and material suppliers (Tier II). On
the Tier I, the base requirement is the standard EN 14682, Safety of children’s clothing, which we strictly follow in our product
speci cations and instructions. The majority of environmental impacts are likely to occur on the Tier II or in the upstream phases of
production. The consumption of energy, materials, chemicals and water as well as the emissions in waste water and exhaust gases
impact the environment and people.
We work closely with our material suppliers and we can present our own objectives as well as our expertise to them. In return, we can
utilise their viewpoints and know-how of their speci c eld. Because of this kind of collaboration, we are able to innovate and improve our
products in ways that meet and even exceed consumer expectations. We test all the materials when choosing them and our partner fabric
mills are also capable of conducting various tests. We may request materials that meet our criteria and standards. No garments go to
production unless we have tested and approved the material from bulk production. We test various physical and chemical properties in
third party laboratories. We choose testing partners that are capable of conducting tests according to the REACH and CPSIA regulations
and have appropriate certifications, such as ISO 17025.
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5.6 Did we satisfy you?

We exist to serve families

Our products must answer to families' needs and wishes. That is why we continuously engage in dialogue with our consumers through our
own retail staff, our digital channels and social media. We frequently conduct polls to ask parents' opinions on and insight into various
issues of which product development, brand image and sustainability are the most important. We also carry out a large-scale, in-depth
consumer study approximately every other year.
Not only must our products be safe and appealing to children: we also see to it that our stores are safe and entertaining places for the kids
visiting them.

Customer loyalty is a two-way street

We hope to be a useful part of our customers' lives and, therefore, we ask the parents of Reima’s customer families to join our Reima Club.
The Club members receive newsletters that contain member bene ts, tips on how to dress their children for varying weather conditions
and ideas for encouraging their kids to move and play more actively.
We, in turn, try to serve our customers in the best possible way, responding to product claims quickly and personally and handling the
claims according to the consumer protection legislation in each country, with the aim of exceeding our customers’ expectations.
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Reima retailers are our close partners

Our sales representatives work with most of our retailers face-to-face on a pre-order basis, meaning that our retailers order their next
season's products from us in advance, before production. This helps us to predict our sales, to optimise our production and to avoid
producing excess stock.
Even between the retailer sell-in periods, Reima’s representatives are in constant personal dialogue with most of our business customers,
seeing to it that their needs and their customers' needs are met. Nevertheless, we sometimes organise retailer satisfaction surveys in
order to find out how we have performed and how we can serve our retailers even better.
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5.6.1 We are here for you
Meet our Customer Care
Our dedicated international Customer Care teams work to serve
our web shop clients and also answer general customer enquiries.
We take special pride in responding to our customers in their own
language whenever possible. Our team does this via various
channels: online chat, telephone, social media and email –
wherever the customer is.
We closely cooperate with our retailers in order to resolve the
consumer complaints that they receive, be it a matter of providing
mending patches or recalling a faulty product. When dealing with
product claims, we always follow the local legislation and the
Consumer Ombudsman's recommendations, though we often
compensate the customer more generously than required by the
legislation or oMcial recommendations. It is our ecological
responsibility to produce the best possible quality and we are
prepared to bear the financial consequences if we fail.
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5.6.2 Customer privacy
Your information is safe with us
We protect our loyal customers’ contact information very carefully.
We take special care in order not to ask for any unnecessary
information. Moreover, we keep our privacy policy up to date in
accordance with the Finnish and EU legislation as well as the local
legislation in all the countries where we operate.

Reima’s policy on the confidentiality of data
We have de ned our policy on the con dentiality of data in
Reima’s Privacy Policy. It covers the following main topics:
Personal information we collect automatically
Use of personal data
Sharing personal data with third parties
Storage period of customers’ personal data
Your rights regarding your personal data
Contacting us
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5.7 Marketing for families

We help parents to decide
Reima makes children's wear but we target most of our marketing at adults. Children may have opinions about how they would like to
dress and their opinions may be logical and justi ed from a psychological perspective. Still, we believe that the child's guardians are and
should be the nal decision makers on what their children wear. Young children are not necessarily able to understand the importance of
adequate protection against the weather or to judge the safety and practicality of garments. We know that these decisions are not always
easy and we try to make them easier through our design work. We ask the opinions of parents and children alike in various ways: with
consumer polls, at prototype fitting sessions before production, on the shop floor or during events for loyal customers.

Is blue for boys and pink for girls?

While there may be cultural differences between countries, Reima wishes to promote gender equality. Although equality does not
necessarily mean similarity, many consumers today want their children to grow up in a more gender-neutral world. Therefore, we work to
become more neutral in our design and product descriptions, while also serving parents who are looking for traditional options.
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5.7.1 Responsibility in marketing

Rules for responsible marketing
Only a small portion of our marketing is actually intended for children. Perhaps the most obvious connection is our ReimaGO activity
sensor and the related game-like app, which is speci cally designed to encourage children to be more active physically – the app itself is
very simple and non-addictive. However, most of our marketing content is public and freely available and can, therefore, reach children,
too. Consequently, we follow the regulations, recommendations and best practices in our marketing as de ned by the Finnish Consumer
Ombudsman, especially in terms of considering children as consumers.
We plan and produce all our marketing content in a responsible manner, making sure that both the content and products, such as the
outdoor play tips in consumer campaigns or giveaway gifts, are 100% safe, of high quality and promote at least one of these goals: a
healthy lifestyle, physical activity, free play and the use of creative imagination.
Marketing often strives to show products in an ideal setting and exemplary use. Therefore, we must take special care to act accordingly:
we must see to it that the activities that we portray children participating in are not too diMcult or dangerous for the age group in question.
Our child photo models must also wear helmets when they are biking, skiing, ice or roller skating, riding scooters or doing any other activity
that requires a helmet.
Another aspect that needs special attention is our communication of textile technology and chemistry. In 2015, we had the marking “PFOA
free” on some of our water and dirt repellent-treated products, similarly to the markings found in non-stick-coated frying pans and kettles.
The Danish consumer authorities gave us a notice for this in 2017. In their opinion, our marking was confusing and could lead consumers
to think that our products were entirely free of uorocarbons and, as the products could still have traces of PFOA as unintentional
impurities, we should not state that they are PFOA free. However, by then we had already switched to entirely uorocarbon-free nishes in
our clothing and were communicating accordingly.
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5.7.2 Reima Test Patrol

Reima Test Patrols help us develop our
products
Every year, we organise several Reima Test Patrols in various
countries. During a Reima Test Patrol, a random group of
volunteer families will get some Reima products free of charge for
use in their daily life. In exchange, they commit to giving us
feedback, which helps us improve our current products further
and develop new ones based on the users' findings and wishes.
In some of the Test Patrols, we also give the parents speci c
tasks and tips on what to do outdoors or indoors with their kids.
We de ne what kind of activities we would like them to do in order
to nd out how our products perform in various weather
conditions, everyday situations and demanding use scenarios.
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6 Visibility throughout our value chain
Our countries of production
Reima's supply chain network is quite extensive but still eMcient and well managed, thanks to our modern approach in supply chain
management. Our production partners are located in many different countries. Although most of our suppliers are located in China, we
also have partners in other countries, including Vietnam, India, Sri Lanka, Taiwan, Italy and Finland. At present, we have 35 Tier I suppliers
and 55 Tier II suppliers. 68.4% of our suppliers are located in China, where most of the expertise and know-how on producing functional
clothing are centralised. We have logistics hubs in China and Sri Lanka. Our product distribution centres are located in Finland, Denmark,
Switzerland, China and Russia. Our network is designed for the optimal use of resources and eMcient management. It also considers the
shortest distances and greener options for logistics.
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6.1 Sourcing practices
Close partnerships with producers
In Reima, we recognise the value of nurturing good relationships with our suppliers, especially for securing our expected volume growth
while maintaining the stability of quality in goods and operational eMciency in services. Our company policies and business practices
re ect a commitment to make a positive impact on the communities where we operate. We work to ensure corporate responsibility,
respect human rights and honour the local laws and regulations throughout our supply chain. Transparent communication and listening to
our suppliers' concerns and improvement ideas are essential in maintaining a successful relationship with them.
Although Reima is an established company, our entrepreneurial spirit encourages and supports a positive working environment in all of
our countries and oMces. We also apply it to our supply chain by acknowledging that suppliers are a natural extension of our workplace. A
transparent work atmosphere ensures that we share the same targets and enables us to continuously review each other’s processes,
thereby enriching everyone’s procedures through continuous learning. Our commitment to constant improvement through working closely
together and respecting each other’s opinions and knowledge helps us ensure the high quality of our products.
Building upon the consumer experience remains at the heart of adding value for our customers, employees, suppliers and stakeholders.
We are committed to delivering our products on time and in the correct amount as promised to our customers. We use the most
appropriate methods in terms of the economic, social and environmental impact. In 2017, we introduced a new ERP system for Reima in
order to support a more fact-based decision-making process and to improve the visibility of the procurement and delivery process. The
further optimisation of the ERP is one example of a continuous development process with the aim of improving our overall value
proposition.
Reima has in place a comprehensive supplier search and approval process in addition to maintaining a relevant and active supplier pool. In
case we need additional capacity beyond the existing supplier pool (for example, due to our growing capacity or technological
requirements), a key requirement for a new supplier is their nancial capability to sustain the new Reima business while retaining a
diverse customer base.

Supplier selection process – case example
This case example describes the process for sourcing new suppliers for Reima's growing volumes. We had contacted 93 potential
suppliers and carefully studied the documents concerning these supplier candidates. We compared the information with our targets.
During the sourcing process, our sourcing team focused on the long-term partnership plans and the collaboration and capacity aspects in
addition to the social and environmental practices. Other focus areas included the production processes, schedules and quality assurance
in order to ensure that the potential new supplier could manage Reima’s growing business as well as the existing volume.
We narrowed down the list of candidates and our cross-functional teams visited 13 factories. We then selected ve potential suppliers
who were mainly chosen based on a pre-audit for compliance. We signed non-disclosure agreements (NDAs) with the candidates that we
asked to provide quotations for selected and compatible products. Finally, as a result of this process, we chose one supplier that we
believed could provide the best support for our processes and growth in the coming years. We kept ve other suppliers for future
reference.
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6.2 Supply chain transparency
Transparency is the key to success
Integrated supply chains require collaboration between various functions at many levels. Reima’s approach involves transparent
communication and fairness and setting the target for improving the performance together. By establishing processes together with our
suppliers, we are delivering value not only to our customers and end users but also to our stakeholders and employees. We operate
directly with the suppliers and specify the materials. This way, we are able to know our products and get excellent visibility throughout the
value chain.
We work closely with our suppliers in order to build long-term relationships and to ensure that they uphold the required high standards for
responsible business practices. In order to implement better practices in the supply chain and to mitigate the risks, Reima has joined the
amfori BSCI (Business Social Compliance Initiative) compliance system (formerly known as BSCI). It is a European approach for improving
social performance in supplier countries through a uniform social standards monitoring solution. While Reima acknowledges that there
are other initiatives as well, we are committed to the amfori BSCI programme and insist on similar certi cations from our suppliers.
Moreover, we have our own auditing programme for the Tier I and beyond for better visibility and control of our product sources.
Supplier Performance Management is part of our philosophy of continuous improvement. Our Shanghai OMce manages the collaboration
with the supply base in Asia by locally communicating our standards and requirements. Our team in Finland manages the suppliers
outside Asia, for example in Europe. With this localised approach, Reima has achieved long-term partnerships yielding innovative
cooperation and the development of best practices in processes, which allows us to guarantee the quality of our products within
manageable schedules. Our aim is that our company provides a working culture for internal employees and external partners that has a
positive influence on the communities where we operate and creates sustainable business growth.
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6.3 Sourcing from responsible partners only
Documented co-operation
We have developed a supplier relationship management (SRM) system that offers a comprehensive way to assess and streamline the
processes between Reima and the suppliers. The focus of SRM is to develop two-way, mutually bene cial relationships with strategic
supply partners in order to deliver greater levels of innovation and competitive advantage that cannot be achieved by operating
independently or through a traditional, transactional purchasing method. Except for very few new ones, we have been working with our
suppliers for very long periods. Our supplier selection process helps us to nd responsible partners at an early stage. There are a few
phases that must be passed after a supplier has been primarily selected. A carefully selected supplier should be compliant with our
sustainability requirements as well as financially compatible to grow together with us.
During our partnership, we collaborate in every function. We assess the suppliers for operational and product quality, and our quality team
assists them where improvements are needed. Regular visits by our quality controllers and compliance auditors ensure that responsible
practices are maintained. The audit for amfori BSCI and our own audits help suppliers discover any gaps, and we can then provide
assistance and the necessary expertise.
The photo below was taken at our innerwear supplier in India.
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6.4 Responsible practices
Minimising risks - together
The extended network of the global supply chain involves various risks. Transforming the traditional supply chain practice to a sustainable
one can signi cantly reduce the risks. We have consolidated our supplier base in order to improve collaboration and developed it further
for managing sustainability as an integral part of our operations. We are conscious of human rights in the supply chain and address this by
taking measures in our operations and by partnering with various organisations. In this section, we will describe those measures in more
detail.
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6.4.1 amfori BSCI membership
From BSCI to amfori BSCI
The rapid growth of our business has expanded the manufacturing and partner network and, therefore, the supply chain. The complexity of
managing the network has increased exponentially, but we are continuously developing our way of having visibility and gaining more
control in order to ensure the highest social and environmental practices. Besides our own control, we believe in adopting responsible
practices and initiatives. Having a neutral third party with an unbiased point of view is important for ensuring the responsibility of the
operations.
amfori BSCI (Business Social Compliance Initiative) is one such system that tends to foster social compliance in the supply chain. The
platform offers a bridge between retailers or importers and producers. amfori BSCI follows the principles of the international standard for
protecting workers’ rights, namely the ILO (International Labour Organisation) conventions, UN (United Nations) Guiding Principles on
business and human rights and OECD (Organisation for Economic Co-operation and Development) guidelines. We have found this to be an
opportunity to align with the different guiding principles dedicated to human rights.
As a result, Reima joined BSCI in 2010 as we believe that the BSCI code of conducts’ ideology matches our own views on social
compliance and requirements. Even though we have continuous monitoring of our suppliers in place, BSCI’s terms of implementation
assist in improving the working conditions. The opportunity for benchmarking allowed us to identify the gap and further possibilities. The
BSCI membership requires to have periodic third-party audits conducted by a neutral auditor. The auditor interviews the factory
management and carries out random tests concerning the working conditions. This regular auditing work usually takes place once a year.
Reima works in long-term partnerships and requires each new supplier to join either this compliance auditing system or a corresponding
one. Furthermore, we also acknowledge similar social compliance systems, such as SA8000. We consider the supplier to be primarily
compliant if they are audited and certi ed by a similar social compliance system. 78.1% of Reima’s suppliers in risk countries (as de ned
by amfori) are screened through such systems. In 2018, our target is to grow this number to at least 85%.
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6.4.2 Membership in ACCORD
No one wants another Rana Plaza
We all belong to a greater community where we affect each other,
directly or indirectly. Anything good or bad will have some impact
on someone. Reima intends to act for the betterment of the earth
and society, and we take part in initiatives where we can make an
impact.
ACCORD is one such project intended to improve the re and building safety in Bangladesh. It was created in May 2013 by global brands,
retailers and trade unions. Reima is a signatory of the Accord on Fire and Building Safety in Bangladesh, which is an independent, legally
binding agreement between brands and trade unions, designed to work towards a safe and healthy Bangladeshi Ready-Made Garment
Industry. The Accord has been signed by more than 200 apparel brands, retailers and importers, and it covers more than 1,600 garment
factories in Bangladesh.
As of 1 December 2017, 654 factories completed more than 90% of their remediation and the overall remediation progress across the
factories covered by the Accord is 81%. 844 factory Safety Committees are undergoing training and more than 1.1 million workers have
been informed about workplace safety through the Accord Safety Committee and Safety Training Program. An overview of the milestones
(link: http://bangladeshaccord.org/milestones/) and key progress and completion rates (link: http://bangladeshaccord.org/progress/) can
be found on the Accord website.
The Accord was signed in May 2013 and will expire in May 2018. In order to ensure that the safety improvements achieved under the
Accord are maintained and potentially expanded, the global unions and signatory companies, including Reima, have signed the 2018
Accord. This new agreement will enter into effect on 31 May 2018 and will expire on 31 May 2021, unless a joint monitoring committee
(comprising Accord brand signatories, Accord trade union signatories, the BGMEA, ILO and the Government of Bangladesh) unanimously
agrees that a set of rigorous conditions for a handover to a national regulatory body have been met prior to 31 May 2021.
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6.4.3 We care about animals
Natural or synthetic?
Sustainable operation requires fairness in each phase and all
activities. As we use animal-based raw materials in some of our
products, we have to ensure that they are responsibly produced.
Where possible, we use other alternatives: for example, all fur in
our products is imitation fur and we have sourced durable,
breathable synthetic materials to replace leather in our many
washable shoe styles.
However, because of its unparalleled natural properties, we have
not yet found a better alternative to down. We, therefore, use down
and feathers for insulation in our high-quality down clothes in
order to provide the best possible comfort for children.

Down is a uffy natural insulator that comes from geese and ducks. It is extremely lightweight and traps air, which gives excellent
insulation for providing warmth. As we continue using down, we are also committed to treating birds responsibly. All down and feathers
used in Reima clothes are by-products of poultry production. They are certi ed to be produced in an ethical manner – without forcefeeding or plucking of live birds – and tested by an IDFL laboratory.
In order to ensure the responsible treatment of animals and to support consumers’ con dence, we have taken into use the Responsible
Down Standard (RDS) labelling, which will be found in our products from autumn 2018 onwards. Using RDS will ensure that all the down
and feathers in our products come from responsibly treated ducks and geese. RDS also ensures accountable treatment in the supply
chain, from the farms to product manufacture.
When we use merino wool in our products, we make sure that the wool-bearing lambs are not treated using the painful mulesing method
of eliminating parasites.
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6.5 Supplier engagement
Working to improve together
Our supply chain is a value chain where all the partners have direct and indirect contributions. Supplier relations management is a key
factor in corporate risk management and for reaching the company’s KPI targets. This also re ects the collaborative and reliable
performance required for mutual success.
We have found that it is bene cial to be transparent and share knowledge through partnerships. Our sourcing team in Finland and China
maintains regular communication throughout the season. Senior members of the sourcing team share our sales forecasts to Tier I and
Tier II suppliers at a very early stage, providing more time for the strong preparation of production and effective use of resources, so that
we can adjust the volume load together with the suppliers.
Our product team and R&D work together with suppliers during the product development stage in order to utilise their expertise and to
design for manufacturability. The process helps us determine the risks in manufacturing and maintain the quality. The R&D team tests
various techniques related to products and materials with our Tier I and Tier II suppliers. Our design and R&D team also meets with
suppliers at trade fairs. Our quality team visits them before the start of production in order to have a pre-production for discussing the
different challenges. During the in-season quality inspections and support period, the quality controllers spend a reasonable amount of
time with suppliers. Reima also carries out a final inspection of the products before shipping them out.
The sustainability team visits the suppliers at least once a year. Reima conducts audits and assessments on a regular basis on both tiers.
The idea is to assess the suppliers and support them in improving their social and environmental compliance. Our suppliers regularly visit
our Shanghai office, and some also visit our headquarters in Finland.

Annual Reima Supplier Day
As an example of maintaining an open and transparent relationship with our suppliers, Reima organises its annual “Supplier Day” event
that both Tier I and Tier II suppliers attend together. During these events, we share our strategy, business results, objectives and targets,
provide updates on larger initiatives and give the suppliers an opportunity to ask questions. We also present awards to our suppliers in
order to show recognition for their commitment to our key performance indicators (KPIs) and best practices in operations, which help in
the overall risk management and better allocation of resources and production capacity. Reima’s representatives and presenters are from
our Senior Management team, ensuring our credibility and commitment to open collaboration. The event is highly appreciated among the
suppliers and 99% of the invitees attended our latest event in 2017.
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6.6 Supplier assessment
Shared rules and regular audits
Suppliers co-operating with Reima need to agree to the policies of our Operational Handbook and Code of Conduct. These documents
establish the formal written agreement between us and them on promoting social and environmental compliance in the manufacturing
sites and a mutual commitment to assessments and auditing. Furthermore, the documents provide the key guidelines for as well as some
detailed information on the manufacturing, packaging and delivery of our garments and other products.
Our own audit process and local operations with our suppliers ensure that the product quality and sustainability standards can be met. We
evaluate the performance of all suppliers during each season. At the same time, we conduct our own yearly auditing of Tier I suppliers for
social compliance, in addition to the amfori BSCI audits, and perform an environmental assessment on Tier II. The audits ensure that
human rights are preserved and no violations related to them occur in our supply chain.
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6.6.1 Assessment in supplier nomination
Finding the right supplier
Reima’s suppliers are important value-adding partners in our
supply chain. Therefore, it is crucial to nd the right suppliers for
the partnership. Our structured nomination process helps us do
this before starting the co-operation. The nomination process
considers all the different aspects that are necessary for fulledged co-operation, such as product quality & capability,
equipment,
workmanship,
communications,
social
and
environmental compliance, CSR practices, financial stability, etc.
For initial screening, we generally choose suppliers who have
compliance certi cates, especially if they are members of amfori
BSCI. A potential supplier must pass three levels before becoming
a nominated supplier. The initial audit considers three general
aspects. The audited suppliers are given scores based on
sustainability, product quality and capability, and commercial
terms and conditions. All suppliers that meet Reima’s minimum
requirements in each criteria are eligible for further screening.
Out of these suppliers, the best ones are contacted for further
negotiations. After a few more veri cations and the approval of a
test sample, the suppliers are included in the Reima supplier pool.
In addition, our quality team analyses the workmanship and other
aspects related to quality and discusses further co-operation with
the suppliers in question. A new Tier I supplier must be audited
through Reima’s Tier I audit process within the first year.
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6.6.2 Reima Tier I Audit
We know our suppliers
Reima is all about happy children, so we need to ensure that our clothes are produced in a happy environment. We operate directly with
our suppliers, so we know them well – there is no agent between us and our suppliers. Our teams from Finland and China frequently
visit our suppliers in various countries. Members of our quality control team visit each supplier at least twice per season. They spend a few
days at the supplier’s premises, which gives them a good understanding of the quality of the work environment.
As members of amfori BSCI, most of our suppliers are audited by neutral third-party auditing companies. Some of our suppliers also have
the SA8000 and WRAP certi cations, which they have achieved after a screening based on a similar auditing system. We also have
suppliers in low-risk countries, as classi ed by amfori BSCI. Consequently, we have good con dence in our suppliers. However, we in
Reima believe that our responsibility is not only limited to such initiatives. We operate through a collaborative approach where we want to
know our suppliers ourselves and work together with them, where needed.
Besides our regular visits, seasonal performance evaluation and external audits, we have initiated the “Reima Tier I Audit” programme in
2017, which is part of our continuous efforts to gain good visibility into the supply chain. The audit process ensures that our supply chain
is free from child labour, forced labour and compulsory labour, which we do not tolerate in line with our Code of Conduct (COC). Our
COC also speci es that the workers in our supplier organisations must have freedom of association in accordance with the local
legislation. We have trained our quality control team members to support the compliance audit process. The process helps us to identify
the development needs. In 2017, 78% of our suppliers passed our compliance audit process and 9% of suppliers were located in low-risk
countries. Among all Tier I suppliers, we have audited approximately 37% through the Reima audit programme. According to our plan, we
will audit the rest of the suppliers in 2018 and continue carrying out annual inspections for the suppliers that we have already audited.
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6.6.3 Tier II environmental assessment
Going upstream
The textile and clothing industries are entangled with various environmental compliance issues as well as social issues. As a responsible
company, Reima is also concerned about the impact associated with the manufacture of the materials and components that we use.
Transparency in the supply chain allows us to track the footprint of the materials. As we specify the materials and components, we know
where and how they are produced. Often, we also select the related processes. For each season, we develop and select the materials,
prints and finishing together with our material suppliers.
Our view on environmental compliance consists of prohibiting the use of harmful substances and reducing pollution. All of the materials
and components used in our products must be compatible with REACH, which is at the core of the EU legislation for protection
against harmful substances. In addition, we are also developing our own Restricted Substances List (RSL), as we wish to impose even
stricter restrictions than REACH and many country-speci c regulations. Many of our suppliers are Bluesign approved, Oeko-Tex certified
and have ISO 14001 compliant environmental management systems.
In order to assess the impact ourselves and get acquainted with the BAT (best available technology) potential, we initiated our Tier II
environmental assessment programme in 2017. In a pilot project, we assessed 29% of our major Tier II suppliers. In 2018, we will
gradually assess the rest of our major suppliers. After having a clear understanding of the situation, we will co-operate closely with our
suppliers in order to improve the practices. We also plan to introduce the Reima RSL in 2018.
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6.6.4 Quality assurance on-site
Continuous inspection work
Reima has managed to stay in business since 1944 chie y because of the company’s high product quality as well as the high-level
expertise of each function. Over the years, this accomplishment has been supported by the strong supply chain and a professional team
working towards a common goal. Besides other supporting functions, we also have our own quality assurance team. The tasks of quality
assurance are divided into two major functions: on-site quality inspection and laboratory testing. We have our own laboratories in Finland
and China where all the materials are tested at least in two phases. During the material selection phase, we rst test the materials
ourselves. Then, in the production phase, we verify the properties of the materials with further tests.
We control on-site quality, which takes place in three phases in manufacturing. Before production, our quality controllers (QC) visit each
factory and provide information about the upcoming products. Our concurrent engineering approach helps in identifying potential
problems during production as the possible quality issues and challenges are addressed in this phase. Previous quality defects and the
related precautions are also discussed at the same time. The main production is started when the materials have passed our own
laboratory tests and we have given the supplier permission to proceed with the production.
Our QCs also carry out in-line inspections during the production. Every single part is checked in this phase, especially the parts that will
remain hidden in the nal product. Often, physical property tests are also conducted in this phase in order to ensure that the safety
parameters comply with Reima’s standard and the country-speci c requirements. When the production of the goods is nished and 80% of
them are packed, we continue with the final inspection. We apply AQL levels to the different product types, where necessary.
On average, our QCs spend more than 200 days per year at the factories. The objective is to monitor the quality from raw materials to
nished products until the goods are dispatched from the factory. Where necessary, our team will provide relevant training, especially
concerning new developments. We treat suppliers as our value-adding partners and believe that it is essential for us to support each other.
Nevertheless, after nishing the season, we evaluate the performance of each supplier according to our quality performance matrix. We
also encourage our suppliers by giving them awards based on their performances during our Supplier Day event.
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7 A healthy start to life

Children need physical activity
The World Health Organization (WHO) recommends that every child and young person move actively for at least one hour every day. The
official Finnish recommendation is that children under the school age should move for at least three hours a day.
Every child’s growth and development requires exercise. After all, playing and recreational activities are part of the basic rights of every
child. However, there remains a signi cant number of children worldwide who do not move enough (according to the Active Healthy Kids
study).
Reima’s mission is to bring back the joy of movement and make it part of children’s everyday life. Reima wants to create products that
encourage activity and to share methods, tips and tools for increasing children’s activity.

Reima helps children and families to be active
Reima is a founding member of the 'It's Great Out There' Coalition.
IGOT works with the European Union in order to tackle the
inactivity epidemic we are currently facing. The underlying idea is
to make brands, companies and communities all work together
and to reach millions of people across not just Europe but the
whole world – changing lives for the better.
Reima is also one of the main sponsors of Lasten Liike, an
initiative launched by the Finnish Olympic Committee for
increasing kids' physical activity. Through Lasten Liike, kids all
over Finland get the opportunity to join free after-school clubs and
to try out and learn different kinds of sports and games.
For Christmas 2017, instead of sending presents to our business
partners, we decided to support SOS Children's Villages Finland.
SOS Children's Villages work in 130 countries in order to bring
safety and care to the lives of the children who need them the
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most.
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7.1 Reima’s Kidventure campaign

Collecting 1,000,000 hours of joyful movement
Reima wants to participate in the discussion about the importance of everyday activity and to challenge the world’s children to be more
active. The objective of our 2017 Kidventure challenge #millionhoursofjoy consumer activation campaign was to accumulate and enjoy
the bene ts of one million hours of kids' activity. The campaign reached its million-hour target on December 11th and managed to gather
an impressive 1,119,000 hours of active kids' movement.
On the Reima Kidventure site, parents could report their kids' activity hours from August to the end of December 2017. Communities,
including schools, clubs and day nurseries, could join the challenge and share their children’s daily activity on the campaign
website. Reima rewarded one team or group in each country with EUR 1,000 worth of sports equipment.
Because Finland celebrated its 100th anniversary in 2017, the main prize of the entire campaign was a one-week full-board family holiday
at Ruka, in Finnish Lapland, with all kinds of Arctic activities included! Altogether, 15 families from 15 different countries were drawn to
receive the prize and will get to spend a week in the snowy Lapland in March 2018.
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7.2 ReimaGO® motivates kids to move

Top Finnish innovation ReimaGO® motivates kids to move
According to Reima’s recent international consumer survey*, the majority of parents feel that children’s outdoor activity is important. They
want to encourage their children to be active outdoors, but bad weather and screen entertainment keep kids indoors. Reima has identi ed
this phenomenon and, together with Suunto, developed the world’s rst wearable activity sensor for kids: ReimaGO® utilises digitalisation
and encourages kids to move outdoors.

Outdoor activity diminishes at school age
The World Health Organization’s minimum recommendations for daily exercise for children and young people were, on the average, not
very familiar to parents – except to Finns and Norwegians. According to the study, around 70 percent of children get to go outside for
more than two hours every day, but there are clear differences between individual countries. In Norway, a third of children spend as much
as more than 4 hours outdoors each day. This group was larger than in any other country. In China and Finland, only 10 and 16 percent of
kids, respectively, get that much outdoor activity. Day care aged kids are enthusiastic outdoor players but, for many kids, going to school
means a drop in their activity levels and outdoor time.

Gaming keeps Finns and Swedes indoors
Parents who took part in the survey named bad weather, lack of time and screen entertainment as reasons for kids not spending as much
time outside as the parents would hope. Finnish and Swedish kids, especially, were more interested in gaming than outdoor activities. Bad
weather together with consoles and computers might indeed very often be the reason for staying inside. In all countries, weekends
witness much more outdoor activity than weekdays, and weekends clearly mean family time outdoors.

Mobile games can inspire kids to move outdoors
The ReimaGO® concept utilises wearable technology, combining practical and high-quality weatherproof outerwear with a sensor that
measures kids’ movements and a fun, playful app. It turns our thinking around: games can also decrease kids’ screen time and get them
going. An inspiring, easy app makes kids’ outdoor activity more joyful and help parents motivate their kids to move. The sensor that
measures and transmits activity data to a mobile device can be attached to outerwear. It is produced by Suunto and manufactured in
Finland.
* International consumer survey carried out for Reima by Kapiolani Business Consultancy Oy in June/July 2016, giving the results on 2,842
kids’ outdoor activity and physical exercise. 1,700 parents took part in the survey: there were 300 Finnish, 300 Swedish, 300 Norwegian,
200 German, 300 Russian and 300 Chinese respondents.
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ReimaGO® app is fun for the whole family
The sensor is based on Movesense®** technology
developed by Suunto and it measures the intensity and
duration of kids' physical activity during the day.
Parents can set surprises and rewards for their kids in the
app and also see how much exercise the kids have gained.
The kids’ side of the app is easy to use and game-like: kids
can move their character through fun virtual worlds
according to their own activity.
The free ReimaGO® app can be downloaded on theApple
App Store and Google Play.

ReimaGO® collection for kids and juniors
ReimaGO® products enable attaching the sensors in the
garment.
The sensor can also be placed in any ordinary pocket but,
when placed in the dedicated ReimaGO® pocket, the
sensor gives the most reliable results and will not be lost
as easily.
Just like the outerwear, the sensor works in cold and wet
conditions, too. It can be easily attached to its connector in
the garment’s ReimaGO pocket.
**Registered trademark of Suunto Oy
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7.3 Community relations
Friends can help us further
Reima is a member of many organisations that can help us support our corporate sustainability. We take part in their training sessions,
networking meetings and projects. For us, they are a natural way to cooperate with other companies in our eld, to engage with society in
general and to get valuable information and new views on responsibility.
You can nd more information about our cooperation with many of these organisations under several other topics in this report. Below,
you can find basic descriptions of the companies as well as other important stakeholder groups or communities that we cooperate with.

In Finland
Association for Finnish Work (Suomalaisen työn liitto) – We hold the 'Design From Finland' label for the Reima and Lassie trademarks.
Finnish Textile & Fashion (formerly 'Finatex') – The union of Finnish textile trade companies.
Fashion and Sports Commerce Association (in Finnish only. Formerly 'TMA') – Textile and fashion suppliers and retailers Finland.
FIBS – The leading Corporate Responsibility network in Finland.

Globally
amfori BSCI (Business Social Compliance Initiative, formerly BSCI), a joint venture for ethical supply chain management.
Scandinavian Outdoor Group – a joint venture for promoting Scandinavian outdoor brands. Reima’s Sales Director Matti Lehtovirta was
appointed as a board member in 2017.
IGOT It's great out there – the European Outdoor Group's coalition for promoting outdoor life. Reima is one of the founding members.
SIS – the Swedish Standards Institute.
Accord – a venture to improve the fire and building safety in the Bangladesh textile industry.

In dialogue with non-governmental organisations
We often engage in discussion with several organisations that seek to improve society, each according to their mission. Among others,
these include Eetti (Eettisen kaupan puolesta ry), Animalia, Worldwatch and Greenpeace.
In 2017, Eetti included Reima in their report on the transparency of Finnish footwear brands.

Meeting press and influencers
We meet members of the press at our press conferences, international fairs and other events, of which ISPO (Germany), Outdoor Retailer +
Snow Show (USA) and Slush (Finland) are currently the most important ones for us. These forums are often the ones where we also
meet influencers and opinion leaders, such as politicians.

Other important communities
Reima is a customer of Business Finland (formerly Finpro and TEKES). Business Finland creates growth by supporting and funding
innovations and helping Finnish businesses go global.
We cooperate with various universities in research projects and graduate theses. In 2017, our partner universities were
Aalto University in Finland (Social Manufacturing Project 1 from January 2015 to 31 December 2017)
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In 2017, we took part in the Open Doors day of the Association for
Finnish Work, inviting the general public to meet us at our oMces
in Vantaa and Tampere. Our experience and the feedback we got
were very positive, and we intend to participate in such events in
the future.

In November, Reima collaborated with Fun Academy at the Slush
event in Helsinki, with Finnish pre-school kids and an
astronaut. Fun Academy has produced a video of the astronaut
programme.
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7.4 Programmes and projects
Working for the future
In 2017, Reima participated actively in various innovation and improvement projects.
Koklaamo is a problem solving workshop for communities, based on the Lean Service Creation model. The city of Tampere
initiated Koklaamo in order to bring enterprises, experts, citizens and municipalities together for nding solutions to everyday challenges
and changes in the urban environment. In 2017, Reima participated in the topic of traffic safety with new product and service ideas.
KUHAKO is a project launched for researching and utilising the possibilities of fibre hemp in Finland.
Trash-2-Cash is an EU project aimed at closing the loop on synthetic fibres. Reima participates as the expert on industrial clothing design.
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8 A clean planet to play on

What our kids say
We asked some of our employees’ children what they like to do outdoors, how we could protect the environment and what they want to be
when they grow up. Thank you, Nicole, Sasu, Camilla, Kalle and all the others, for your eye-opening comments!
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8.1 Cleaner and better processes
Safer materials for safe clothes
Our R&D department is constantly working towards a more
sustainable textile material manufacturing process, starting from
bre selection to spinning, weaving/knitting, dyeing/printing and
nishing. We can continuously improve the environmental impact
by implementing advanced technologies, minimising toxic
substances, reducing waste generation and energy consumption
and by using renewable energy.
In 2017, we started to conduct environmental audits at our
material suppliers in order to nd out the level at which they are
now. We can obtain information on how the suppliers control,
monitor and report the different streams of emissions. We will
determine which kind of investments our suppliers intend to do in
the near future regarding more eMcient production as well as
operational processes and technologies. The information will then
guide our decisions to keep or change suppliers accordingly.

Cleaning up & saving energy
In 2017, we started to compile Reima’s Restricted Substance List,
which speci es the limits for chemical substances in our nished
products. As consumer safety limits cannot be controlled by only
testing
the
products,
we
are
going
to
publish Reima’s Manufacturing Restricted Substance List, which
will also include the legal regulations (such as REACH). The list
considers both process and functional chemicals that are used for
making the products as well as the chemicals that are used for
cleaning the equipment and facilities. The list will be completed in
2018.
In production, there are possibilities to use advanced technologies
that save energy. Reima is considering different dyeing and
nishing methods that have been developed for considerable
water savings and that our suppliers can implement
in Reima’s processes. We have reduced our energy consumption
in the printing process where we have started to use digital
printing instead of conventional printing methods.

Reima’s R&D department is continuously investigating
technologies that save energy and are suitable for
Reima’s processes, for example in dyeing and nishing. Reima
works in close cooperation with the main material suppliers and,
together, we can implement new technologies that improve
our environmental impact.
PVC and other potentially harmful substances have been banned
from use in Reima’s products since 2008.
Durable water-repellent treatments can reduce the number of
washings needed during use. The water and dirt-repellent
nishing
treatments
in
our
garments
are PFC free. PFCs (per uorinated carbon compounds) perform
very well in water and dirt repellents, but they have other less
desirable properties. They accumulate in nature and humans.
They may affect hormone production in mammals and are
suspected to be carcinogenic. Our technical fabrics are treated
with BIONIC FINISH ECO by Rudolf or Te on ECO-Elite, which are
both entirely fluorine free finishes.

We choose the materials according to the garment’s intended use
and consider their environmental impacts in production as well as
during use. 62% of the materials used in spring-summer 2017 and
71% used in autumn-winter 2017 were Oeko-tex 100 certi ed.
Organic cotton and lyocell are used in Reima innerwear products.
Some eece products have been replaced by wool. We have used
recycled polyester in the overalls included in the Finnish maternity
package since 2013. We use digital printing for our swimwear,
thereby saving water and energy compared to conventional
printing methods.
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8.2 Trash-2-Cash
EU’s 'waste to fibre' project
Reima is a partner in Trash-2-Cash, an EU-funded research project aiming to create new regenerated bres from pre-consumer and postconsumer waste. Furthermore, the project is pioneering a completely new way of developing materials. One of its main goals is to create a
foundation for the circular life cycle of high-value products from bres to products, from products to waste, from waste to bres, and so
on.

Why Trash-2-Cash?
One resource that is becoming increasingly abundant is waste. The idea of recycling textile waste has been popular for decades. However,
current mechanical methods are only able to produce poor-quality fabrics that are only suitable for insulation and other industrial
applications, and upcycling of pre-consumer textile waste into products is impossible to scale.
Trash-2-Cash (T2C) proposes a new model where paper and textile waste is recycled chemically – resulting in fabrics that are of same
quality as new materials and enabling the manufacture of products that are industrially replicable and in nitely recyclable. For Reima, this
project has been and will be a great platform for learning and participating in the development of recycling in larger scale operations.

Who participates in this challenge?
Designers, design researchers, scientists, raw material suppliers and product manufacturers from across Europe make up a crossdisciplinary consortium representing the whole product supply chain. Eighteen partners from ten countries are working together in order to
address the challenge of designing high-quality industrial materials from waste. Reima participates in the project as one of the industry
spokesmen by providing input in terms of design, manufacturing and development knowledge and expertise in children’s clothing.

How long will the research take?
This is a three-and-a-half-year project that began in June 2015.
The rst phase was cross-sectoral, with the whole group designing a wish list of bre properties and then describing a vision for how the
new recycled materials would be used. The vision was transferred to actual product concepts. After many evaluation rounds, the concept
designs were narrowed down to six master cases.
In the second phase, material scientists produce samples of the new recycled cellulosic and polyester materials, and designers and
manufacturers produce product prototypes based on consumer insights. In autumn 2017, Reima has begun testing of materials made
from recycled polyester.
In the nal phase, academics re ect on the new collaborative Design Driven Material Innovation (DDMI) methodology, drawing upon their
observations from the entire project.

What will the outcomes be?
T2C aims to produce high-quality materials and product prototypes from waste, offering companies in various industries (fashion, interior
design, automotive and other luxury goods) new eco-fibre options.
The project participants also hope to in uence the way in which all new materials are developed in the future through the DDMI
methodology. This new way of working will outline how science, design and the industry can provide input into the process from beginning
to end. For Reima, it is important to participate in such projects in order to learn from them, stay up to speed with the development of
recycled materials and affect the research field.
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8.3 Wash less, mend more
Minimising the impacts of textile use and care
Like many other long-lasting commodities, clothes can have a long life. Their production has effects on the environment and consumes
energy, but a large proportion of their environmental impact comes from their use. Think of cars, for example, or refrigerators. Clothes do
not consume energy when they are worn, but washing them requires energy, water and detergent and produces emissions.
Generally speaking, clothes that need little or no washing have
less impact on the environment compared to clothes that need to
be washed often and in high temperatures. When designing
Reima products, we aim to maximise durability and minimise the
need for washing
with our material choices and care
instructions. Easy-care nishing treatments and quick-dry, noniron materials help us reach this goal. On our website, we give
thorough advice on how consumers can further ease the care
of their Reima wear and save resources, too.
In terms of reducing the quantity of post-consumer waste, we
offer spare footloops to replace broken ones and self-adhesive
patches to mend cuts in waterproof outerwear. When a consumer
submits a product claim, we offer to have the damaged or
defective product repaired whenever possible, even if it were
cheaper for us to offer them a new product instead.
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8.4 Partnership with WWF Green Office
Keeping our home base clean
Reima has nurtured a sustainable culture for a long time. We believe that each little step has an impact and that the best way is to take
action ourselves. As we grow, get new colleagues and open new oMces in different locations around the world, even more opportunities
open up for us. Besides incorporating good practices, we continuously improve our responsible ways of working. In 2017, in order to
conserve nature and natural resources, Reima started to co-operate with WWF (World Wide Fund for Nature), an international organisation
working on wildlife preservation and the reduction of humans' impact on the environment. Our commitment towards a better planet
inspired us to join forces with WWF, and we found them to be a good partner for supporting nature and reducing our environmental
footprint.
WWF's “Green Office” programme supports oMces in improving their working methods, and we believe it is a good benchmarking platform
for us. The programme helps us measure our current level of work and the initiatives taken in order to promote a sustainable working
culture. The benchmarking opportunity helps us identify development needs, and we can work together in order to close the gaps found in
various locations. The Green OMce online platform helps us assess ourselves and organise the information from our different oMces. It
also offers a convenient tool for measuring our carbon footprint. At present, we only participate in the Green OMce programme in Finland,
but we also plan to extend the programme to the other Reima offices.
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8.5 Reduce for a better impact
Toward a smaller carbon footprint
A positive impact becomes even better if it is made in a lean way. We focus on the eMcient utilisation of resources and on minimising
waste, and we encourage our employees towards a sustainable lifestyle. In 2017, our headquarters moved to new premises that are
located just beside a railway station and other public transport connections in order to encourage employees to use public transport rather
than private cars. The new oMce building is LEED gold level certi ed, with a very good energy-eMciency level. We also had the opportunity
to replace our oMce equipment, including printers and copiers, with more energy-eMcient devices. We participate in WWF’s Green OMce
programme for improving our sustainable practices. The programme helps us store the consumption data and take actions based on
facts. With this data, we will be able to better inform our stakeholders about our steps in the future.
Reima has grown very rapidly in recent years, and our scope of operations has widened considerably, along with our supply chain.
However, we have remained responsible by keeping our operations eMcient in order to minimise our carbon footprint. Our goal is to
reduce our footprint further across all of our operations. A considerable proportion of emissions occur in the transportation of more than 7
million products each year. We nd it very important to determine the carbon footprint in logistics, as it helps in greener planning. In 2017,
our carbon footprint in logistics was 2,891 tonnes. This resulted from outbound logistics. We use full container loads and sea freight for
long distance transportation. Rail shipments have been increasing in the last couple of years, and they provide a greener alternative to air
shipments. We only use air freight in the most urgent cases where no other alternatives are available. For short distances and domestic
logistics, we use road transport.
During the reporting period, we only used air freight for 7% of all products, which accounts for 32.8% of our CO2 emissions. The proportion
of emissions from air freight was almost equivalent to emissions from sea freight (36.3%), even though we shipped 53% of all products by
sea. 17.1% of all products were delivered by train, generating 17.1% of all emissions. This clearly indicates that rail transports are a better
alternative and a better choice for shipping. We believe that the steps we have taken in recent years have had a direct impact on reducing
the carbon footprint, and we are continuously looking for better alternatives and greener partners. In 2018, we aim for fewer air shipments
and more sea shipments. This would reduce our CO2 emissions and enable us to transport our goods more efficiently.
The operational design of the supply chain always considers the shortest possible distances between Tier II and Tier I suppliers. The
logistics centres or hubs are located near the manufacturers of nal products. We have also focused on reducing our footprint in business
travel. The CO 2 limit for company cars is quite strict (139 g), and we often choose combined methods or public transport when travelling
for business.
In order to reduce waste, we use the best possible packaging techniques. We carefully select the packaging materials for reuse and
recycling, where possible. We reused 30% of the corrugated boxes during our SS18 product distribution. We do not use
unnecessary packaging and reduced our use of plastic hangers by 38% in 2017 (compared to 2016). Our shoe boxes are free of staples
and use little glue, which makes the boxes easier to recycle. As of the rst quarter of 2018, our stores will switch from plastic bags to
recyclable paper bags. The paper bags can be recycled directly with paper, as no glue or rope is used. As an alternative, our shops also sell
cloth shopping bags made from organic cotton.
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8.6 Our approach to microplastics
We aim to be part of the solution
Reima products are known for their high quality and excellent functionality. In order to withstand various weather conditions, our products
can be warm, waterproof, dirt-repellent, highly abrasion resistant, etc. Unfortunately, these features are often unattainable in materials
made from natural bres. As is commonly known, high-performance materials are made from arti cial bres. On the other hand, it is also
known that synthetically produced bres are accountable for microplastic shedding. However, because of their superiority in providing
functionality, the use of synthetic bres cannot be stopped immediately. Products made from natural bres do not provide the required
features, such as drying quickly and keeping the user dry, even though they are a better choice considering microplastics and due to their
renewable origin. Roughly a half of the textile bres used in the world today are synthetic, so replacing them with natural bres or entirely
biodegradable synthetic fibres will take time.
Reima is aware of microplastic shedding and addresses the issue through R&D and design. In design, we consider materials that shed
fewer microplastics or have a considerable amount of natural bres in blends while maintaining their intended functionality. We are using
more such materials in our collections. Our R&D team puts considerable effort into understanding different fabric types, structures,
compositions, etc., in order to choose materials that are better ecological choices and reduce the impact. Fleece materials are not the only
ones to shed microplastics. Other materials also generate micro bres during their use. We have learnt that the combination of bre
types, texture, etc. is ultimately responsible for the amount of shedding. Our R&D also strives to study various materials through our own
as well as external tests, while looking for more information about different methods.
We believe that the scope of the problem is wide and the impacts can be minimised in various stages of the product life cycle.
Consequently, we have taken the life cycle approach in order to mitigate the problem, and we are closely following innovative solutions
that could be used. A lot of the shedding occurs during use by consumers, and small actions by them could have a large impact. Shedding
occurs during domestic laundering, and an appropriate washing method could help reduce the amount shed. Reima products offer easycare and dirt-repellent properties, so they do not need to be washed very often. We recommend removing dirt with a splash of water or by
simply wiping the garment clean. Even if a product must be washed, it could be done with a shorter cycle time, using less detergent and at
a lower temperature. We have identified these factors as improvements in product care that will significantly reduce pollution.
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8.7 A second life for your Reima product
Investigating possibilities in circular economy
Synthetic bres allow us to make long-lasting products and, naturally, it makes ecological sense to use those products for as long as
possible before discarding them. In Finland, it has long been considered sensible to pass clothes to younger siblings and friends' children,
or to sell them through second-hand stores. This thinking has led us towards timeless design, and our pursuit for quality has guided our
choices of materials and garment construction, emphasising durability and moving further away from the cheap fast fashion segment.
Already for several years, we have wanted to nd out if there is business potential in making our products last longer. As a result of
consumer polls, negotiations with various partner candidates and preliminary development work carried out in 2017, Reima will, in early
2018, pilot a project for extending the life of Reima children's wear together with Emmy, a Finnish online second-hand store.

The pilot project will test a working model in which consumers
can send their used Reima wear to Emmy, who will then take care
of the online sale and marketing of the products. Emmy pays the
consumer their share of the resale price once the goods are sold.
Furthermore, Reima will reward the consumer with a discount
voucher for the new 2018 spring line. The campaign will run from
30 January to 28 February 2018. Depending on the results, we will
examine the possibilities to continue such initiatives and
perhaps extend this or some other kind of circular economy model
to countries outside Finland.
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9 Just ask and we will answer
Ari and Riika - at your service
You can contact us via any of the channels below, and our experts will be happy to help you learn more about Reima and our products. For
Reima, there are no limitations – only challenges – and we will work to satisfy your need for information as well as we can.
Reima website: www.reima.com (https://www.reima.com/int/contact-us)
Email: info@reima.com
Facebook: www.facebook.com/reima
Twitter: @Reima_official
Instagram: www.instagram.com/reimafinland/

Shahriare Mahmood

Riikamaria Paakkunainen

R&D and Sustainability Director

Communications Manager

shahriare.mahmood@reima.com

riika.paakkunainen@reima.com

tel. +358 43 8242 469

tel. +358 50 322 8293
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10 About the report
Why we chose GRI
We have been working on sustainability for a long time and feel the need to share our work with our stakeholders. For reliability and
accuracy, we chose to share the information through a sustainability report that follows the GRI standard. We have prepared this report in
accordance with the Core option of the GRI (SRS) standard. The report enables interested parties to easily access the information. The
online version of the report will be permanently available. Publishing it in a digital format also reduces the environmental impact. The
report is based on the information available on our performance in 2017, and we will continue publishing annual sustainability reports in
the future.
We have a formal way of reviewing the sustainability report: The members of Reima Innovation and Sustainability Steering Group (ISSG)
are leadership team members of different functions. They have examined each topic and veri ed the information. The Chair of the
CSR steering group is Reima Group's CEO, who ultimately approves the completed report. As this is our rst formal report, no restatement
is applicable. For the same reason, there are no changes that need to be stated. A reporting expert from Rhea Solutions Oy has reviewed
and validated the report.
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G4 GRI INDEX
In Accordance - None
Gri G4 Indicator

Topic

GRI 102: GENERAL DISCLOSURES 2016
Organizational Profile
102-1

Name of the organization

What we do

102-2

Activities, brands, products, and
services

What we do

102-3

Location of headquarters

Our organisation

102-4

Location of operations

Our organisation

102-5

Ownership and legal form

What we do

102-6

Markets served

Our markets and customers

Scale of the organization

Financial and economic
performance

102-7

Our employees

102-8

Information on employees and
other workers

Our employees

102-9

Supply Chain

Visibility throughout our value chain

102-10

Significant changes to the
organization and its supply
chain

Our markets and customers

102-11

Precautionary principle or
approach

Tier II environmental assessment

102-12

External initiatives

We believe in collaboration

102-13

Membership of associations

Community Relations

Strategy
102-14

Statement from senior decision
maker

Message from the CEO

102-15

Key impacts, risks, and
opportunities

Message from the CEO

Ethics and integrity
102-16

Values, principles, standards,
and norms of behavior

Our view on responsibility

Governance
102-18

Governance structure

Our organisation

Page

Notes

Assurance
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102-19

Delegating authority

Managing sustainability

102-20

Executive level responsibility for
economic, environmental, and
social topics

Managing sustainability

102-21

Consulting stakeholders on
economic, environmental, and
social topics

Managing sustainability

102-23

Chair of the highest governance
body

Our organisation

102-26

Role of highest governance
body in setting purpose, values,
and strategy

Managing sustainability

102-27

Collective knowledge of highest
governance body

Managing sustainability

Highest governance body’s role
in sustainability reporting

Managing sustainability

102-32

About the report

Stakeholder engagement
102-40

List of stakeholder groups

We believe in collaboration

102-41

Collective bargaining
agreements

Representation and participation

102-42

Identifying and selecting
stakeholders

Managing sustainability

102-43

Approach to stakeholder
engagement

We believe in collaboration

102-44

Key topics and concerns raised

Managing sustainability

Reporting practice

102-45

Entities included in the
consolidated financial
statements

Financial and economic
performance

102-46

Defining report content and
topic boundaries

Sustainability materiality matrix

102-47

List of material topics

Sustainability materiality matrix

102-48

Restatements of information

About the report

102-49

Changes in reporting

About the report

102-50

Reporting period

About the report

102-51

Date of most recent report

About the report

102-52

Reporting cycle

About the report

102-53

Contact point for questions
regarding the report

Just ask and we will answer
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102-54

Claims of reporting in
accordance with the GRI
Standards

102-55

GRI content index

102-56

External assurance

About the report

About the report

GRI 200: ECONOMIC TOPICS
GRI 201: Economic Performance
GRI 103: Management Approach

103-1

103-2

103-3

201-1

Explanation of the material
topics and its boundaries

The management approach and
its components

Evaluation of the management
approach

Direct economic value
generated and distributed

Financial and economic
performance
Business ethics
Financial and economic
performance
Business ethics
Financial and economic
performance
Business ethics
Financial and economic
performance

GRI 202: Market Presence
GRI 103: Management Approach

202-1

Ratios of standard entry level
wage by gender compared to
local minimum wage

Remuneration and benefits

202-2

Proportion of senior
management hired from the
local community

Our organisation

GRI 203: Indirect Economic Impacts
GRI 103: Management Approach

GRI 204: Procurement Practices
GRI 103: Management Approach

GRI 205: Anti-Corruption
GRI 103: Management Approach

205-1

Operations assessed for risks
related to corruption

Financial and economic
performance
Business ethics
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205-2

Communication and training
about anti-corruption policies
and procedures

Business ethics

205-3

Confirmed incidents of
corruption and actions taken

Business ethics

GRI 206: Anti-Competitive Behavior
GRI 103: Management Approach

GRI 300: ENVIRONMENTAL TOPICS
GRI 301: Materials
GRI 103: Management Approach
301-1

Materials used by weight or
volume

The materials we use

GRI 302: Energy
GRI 103: Management Approach

GRI 303: Water
GRI 103: Management Approach

GRI 304: Biodiversity
GRI 103: Management Approach

GRI 305: Emissions
GRI 103: Management Approach
305-3

Other indirect (Scope 3) GHG
emissions

Reduce for a better impact

GRI 306: Effluents and Waste
GRI 103: Management Approach

GRI 307: Environmental Compliance
GRI 103: Management Approach

GRI 308: Supplier Environmental Assessment
GRI 103: Management Approach

308-1

New suppliers that were
screened using environmental
criteria

Tier II environmental assessment

GRI 400: SOCIAL TOPICS
GRI 401: Employment
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GRI 103: Management Approach

401-2

Benefits provided to full-time
employees that are not provided
to temporary or part-time
employees

Remuneration and benefits

GRI 402: Labor/Management Relations
GRI 103: Management Approach

GRI 403: Occupational Health and Safety
GRI 103: Management Approach

GRI 404: Training and Education
GRI 103: Management Approach

404-2

Programs for upgrading
employee skills and transition
assistance programs

Professional training

404-3

Percentage of employees
receiving regular performance
and career development reviews

Performance review

GRI 405: Diversity and Inclusion
GRI 103: Management Approach

405-1

Diversity of governance bodies
and employees

Our organisation
Our employees

GRI 406: Non-discrimination
GRI 103: Management Approach

GRI 407: Freedom of Association and Collective Bargaining
GRI 103: Management Approach

407-1

Operations and suppliers in
which the right to freedom of
association and collective
bargaining may be at risk

Reima Tier I Audit

GRI 408: Child Labor
GRI 103: Management Approach

408-1

Operations and suppliers at
significant risk for incidents of
child labor

Reima Tier I Audit

GRI 409: Forced or Compulsory Labor
GRI 103: Management Approach
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409-1

Operations and suppliers at
signi cant risk for incidents of
forced or compulsory labor

Reima Tier I Audit

GRI 410: Security Practices
GRI 103: Management Approach

GRI 411: Rights of Indigenous People
GRI 103: Management Approach

GRI 412: Human Rights Assessment
GRI 103: Management Approach

GRI 413: Local Communities
GRI 103: Management Approach

GRI 414: Supplier Social Assessment
GRI 103: Management Approach

GRI 415: Public Policy
GRI 103: Management Approach

GRI 416: Customer Health and Safety
GRI 103: Management Approach

GRI 417: Marketing and Labeling
GRI 103: Management Approach

GRI 418: Customer Privacy
GRI 103: Management Approach

GRI 419: Socioeconomic Compliance
GRI 103: Management Approach

