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THIS SUSTAINABILITY REPORT COVERS THE YEAR 2019 AND THE LEGAL UNIT FILIPPA 

K GROUP AB. THE SUSTAINABILITY REPORT IS PREPARED IN ACCORDANCE WITH THE 

REQUIREMENTS OF THE SWEDISH ANNUAL ACT, CHAPTER SIX.



1. COMMENTS FROM THE CEO



Kristofer Tonström 
CEO

Our purpose and promise at  Fi l ippa K is to inspire a movement of  mindful  consumption by showing that s impl ic i ty is the 

purest  form of luxury.  Since our beginnings in 1993, we’ve cont inuously worked hard to create c lothing that meets the 

real  needs of  everyday l i fe – with outstanding qual i t y,  t imeless style,  and a per fect  f i t .  By ensuring that each piece is 

designed to last,  we can shif t  the industry and cul tural  mindset from temporary to permanent for  a bet ter future.

 

Because mindful  consumption involves every stage of  a garment ’s l i fecycle,  our approach to sustainabi l i t y  is  hol ist ic 

and rooted in longevity.  Our ef for ts in 2019 helped us gain progress towards our goals in many areas. For example: 

we’ve increased our use of  more sustainable f ibres,  recycled polyester,  and mono f ibres,  which enable us to design for 

recyclabi l i t y.  Our highest used mater ial  in our products in now organic and more sustainable cot ton. Our energy 

emissions cont inue to decrease each year,  as wel l.  Constant ly aiming to f ind sustainable solut ions to obstacles in the 

industry,  resource ef f ic iency was a key area of  focus this year.  We were able to work with a local  sheep farm to 

develop a new supply chain that  sources Swedish wool,  a resource that was previously going to waste. 



Addit ionally, af ter the use of mohair was discouraged due to a lack of standards, we init iated the development of the f irst 

Responsible Mohair Standard with Acne and John Lewis. While i t ’s impor tant to celebrate progress, we realise that this 

is far from per fect. Transparently sharing each step with you is essential to reaching our goals and ult imately moving 

towards a ful ly circular economy. 

 

We’re encouraged by the knowledge that we’re not alone in this mission – collaboration is an incredibly impor tant par t of 

what we do. In 2018, we worked with Ax International on “From Waste to Fashion”: a circular model for discarded 

polyester products from heavy industry, giving them new l i fe as recycled material in the world of fashion. We received the 

2019 Årets Hållbarhetsinit iat iv award from the Axel Johnson group for this project. We were nominated for this 

award again in 2020 for our Mindful Consumption init iat ive during 2019. We also took par t in the following events 

and init iat ives in 2019:

 

Meet the Nordics at Copenhagen Fashion Week

Circular Fashion Speeds Exhibit ion at the Stockholm Fashion Distr ict,  the University of Ar ts, London, and the V&A 

Museum in Dundee, Scotland

PostNord Sustainabil i ty Panel for their “Svenskt Mode” Celebration 

Student Mentorships and Project Exhibit ion with Beckmans and Copenhagen Fashion Week 

“Small  Steps, Big Impact ” Capsule Collection with Zalando 

Sustainabil i ty Exhibit ion at the Swedish Embassy in Brussels 

 

Our journey towards mindful consumption is far from complete. Inspir ing a change in behaviour is not a small  task, and it 

is one that requires passion and dedication. We are grateful to have you on this path with us, and determined to succeed.



2. WE ARE FILIPPA K



” Inspired by my own needs, I  set  out  to bui ld a brand that had 
substance and truth,  not  dependent on the superfic ial  trends 

of  the fashion industry.” 
Fil ippa Knutsson, Founder 



Fil ippa Knutsson founded the brand in 1993 as a solut ion to the stress of  dressing. She saw a need for s imple,

pract ical  garments that  answer to real  experiences of  the everyday – designed with style and comfor t  in equal 

measure.  What began at  her k i tchen table has grown sustainably over the years into what Fi l ippa K is today: 

internat ional  in mind, and Scandinavian at  hear t .  We create col lect ions of  c lothing and accessories in the categories 

of  Woman, Sof t  Spor t ,  and Man, and are present in 20 markets global ly through 50 brand stores,  over 700 premium 

retai lers and depar tment stores,  and our own ecommerce presence.

Our pieces stay true to the minimal ism and ease of  the 90s, reinterpreted for modern l i fe.  We el iminate unnecessary 

detai ls for  a calm, long- last ing feel ing that one doesn’ t  t i re of  too quickly,  but  that  is  reached for day af ter  day. By 

approaching fashion with a perspect ive of  longevity,  we can help our community approach their  wardrobes in a way 

that is mindful  of  our environment and our future. 



3. A MISSION OF MINDFUL CONSUMPTION 



WHAT IS MINDFUL CONSUMPTION? 

Our mission as an organisat ion is to encourage a movement of  mindful  consumption. To us,  this means the 

responsible creat ion of  t imeless,  high qual i t y,  pract ical  fashion for a complete wardrobe that promotes a l i festyle 

of  buying and using fewer pieces for longer and giv ing them a second l i fe af ter  ownership.  In a world of  fast  fashion, 

our goal  is  to create a shif t  in industry perspect ive from fast  to s low, and in consumer mindset from temporary to 

permanent.  This can inspire purchasing behaviour to move from frequent impulse-dr iven buys of  super f ic ial  t rends 

to purposeful,  responsibly informed investments of  both need- and desire-dr iven pieces to love for many years. 

By connect ing with our community and customers,  we cont inue to develop a growing understanding of  what they 

need and how our purpose can impact their  l ives.



OUR VALUE CHAIN 

There are both environmental  and social  r isks within our value chain and those are mainly found beyond our direct 

control  and our own business, or upstream of our value chain.  For our own direct  impact on the environment we make 

conscious decis ions when i t  comes to transpor tat ion and we try to reduce our use of  energy and make sure to use 

renewable energy in our fac i l i t ies.  In order to make sure we respect human r ights within our own business and our 

value chain,  we have internal  pol ic ies and guidel ines in place. Our par tners have to s ign our Code of  Conduct that 

is  developed to protect  human r ights and to ensure good working condit ions.

 

The biggest social  r isks in the industry are that  workers do not have fair  working condit ions in factor ies we are buying 

from, for  instance, working hours that  are too long, not get t ing paid a l iv ing wage, or not having the r ight  to freedom 

of associat ion.  We str ive to be a fair  and rel iable business par tner in a long-term and rewarding relat ionship,  based on 

mutual  trust.  Our trading agents,  suppl iers and other business par tners play an impor tant par t  in real izing this 

aspirat ion.  Al l  par tners to Fi l ippa K are expected to operate in compliance with our Code of  Conduct.  This means that 

suppl ier  companies,  trading agents and other par tners must ensure that our Code of  Conduct also is respected and 

ful f i l led by subcontractors involved in the product ion processes carr ied out on behalf  of  Fi l ippa K.



The biggest environmental  r isks are found outside our own company. Those are impacts on c l imate change, water 

scarc i ty,  negat ive impacts on biodiversi ty,  the use of  hazardous chemicals and the release of  micro plast ics into r ivers 

and oceans. Li fe cycle assessments done by Mistra Future Fashion research program show that the absolute biggest 

impact on both c l imate change and eco toxic i ty dur ing a product ’s l i fet ime l ies within fabr ic product ion and therefore is 

out of  our direct  control.  St i l l ,  we constant ly tr y to decrease that negat ive impact by making conscious choices dur ing 

the design phase, col laborat ing with exper ts,  NGOs, our suppl iers and other brands to f ind new solut ions.  We try to 

reduce our impact and the r isks through the choice of  mater ials in our products,  pract ices in product ion and our 

par tners in the value chain.  But perhaps most impor tant ly,  our aim is to not produce more than needed and to not 

contr ibute to overconsumption. For us,  that  means increasing our purchase precis ion and order ing long- last ing 

products of  qual i t y,  sty le and simpl ic i ty,  as wel l  as enabl ing our products a second l i fe,  for  example through our 

second hand store.



4. THE CIRCULAR FASHION FRAMEWORK



The framework of  c ircular fashion has always remained at  the foundat ion of  every thing we do at  Fi l ippa K. I t  fol lows 

the four Rs: Reduce, Repair,  Reuse, and Recycle.  By keeping this in mind, we can help encourage more mindful 

consumption and lower the impact of  fashion on our planet.  We’ve out l ined some of our ef for ts in 2019 that suppor t 

this framework and move us c loser to our goals. 



REDUCE

We value reducing our society’s rate of  consumption and environmental  impact.  Fi l ippa K c lothing is designed to last, 

so you can buy less and keep i t  for  longer.  In 2019, we conducted a research study with our customers to learn more 

about how they use their  Fi l ippa K pieces. 

The Wearabi l i t y  Survey 

On 8th July 2019, we sent an onl ine survey to customers to gauge the usage and wearabi l i t y  of  the Fi l ippa K products 

they own at  home. The survey received nearly twice as many responses as expected, and the data that  fol lows are 

from 1069 female customers based in Sweden. Today’s growing trend of  fast  fashion makes i t  al l  the more impor tant for 

us to understand consumer behaviour,  and how our design ethos impacts the sustainabi l i t y  of  our products.  The data 

from the survey br ing a number of  encouraging insights that  we can uniquely reveal. 

Of the 1069 women surveyed, more than two thirds have been Fi l ippa K customers for  over 5 years,  whi le nearly 

one f i f th have been with the brand for over 20 years.  Customers are st i l l  using 83% of Fi l ippa K products they’ve 

purchased, and have worn each garment an average of  75 t imes. When asked about their  most worn i tem, the average 

number of  uses increases to 125. This results in an average cost per wear of  just  28 SEK. 



An encouraging 92% of customers bel ieve that a Fi l ippa K purchase is “good value for money”.  One customer who has 

been with the brand for over 20 years remarked that her favouri te Fi l ippa K garment is “a trusted fr iend in the wardro-

be”.  She has owned her denim skir t  s ince the mid-90s, and st i l l  uses i t  a few t imes a month year-round. Another 

customer who has shopped with Fi l ippa K for 5 -10 years commented that her black si lk  top from 2017 is “c lassic, 

useful,  and comfor table” – she wears i t  several  t imes a week year round. 

A similar  study conducted in the UK in 2015 repor ted that “...the major i ty of  fashion purchases see the l ight  of  day just 

seven t imes.”  Based on this research, Fi l ippa K garments are worn on average 10 t imes more than what is typical  for 

women’s fashion products. 

A study by Mistra Future Fashion revealed that even just  doubl ing the number of  uses for a garment ’s l i fecycle 

el iminated almost 50% of the impact of  product ion.  You can read more at 

mistrafuturefashion.com/ impact-of-swedish-c lothing-consumption/.

”Fi l ippa K garments are worn on average 
10 t imes more than what is typical  for  women’s 

fashion products.” 



 Regarding the results of  the Fi l ippa K survey, CEO Kristofer Tonström commented: “This ini t iat ive goes hand in hand 

with our mission of  mindful  consumption. I  am proud of  the response we’ve received from our community and the 

signif icant increased wearabi l i t y  of  our garments compared to previous studies.  By providing customers with c lothing 

they can wear and love for many years,  we’re encouraging a movement of  s low fashion in an increasingly fast 

industry.  The results have given us insight about how our product is in l ine with our mission, whi le also teaching 

us ways in which we can cont inue to improve.”

 

REPAIR 

We take pr ide in educat ing and helping our customers to take good care of  their  Fi l ippa K c lothing so that those pieces 

can become the long- last ing wardrobe favouri tes they are designed to be. By increasing our customers’  awareness of 

garment care,  we not only prolong the c lothes’  l i fespan but also help minimise environmental  footpr ints dur ing the user 

phase. Our store staf f  and customer service teams are trained to provide advice and recommendat ions to our 

community whenever they have quest ions or br ing in a garment in need of  repair. 



 REUSE 

An overwhelming amount of  mater ials are thought lessly wasted in our industry,  as wel l  as many others.  We work to reu-

se as much mater ial  as we possibly can, and to design garments that  can be used again and again.  Since 2008, 

the Fi l ippa K Secondhand shop has of fered gent ly used garments from previous col lect ions.  In 2015 we launched our 

Col lect  program: s imply br ing in Fi l ippa K garments you no longer want to own, and we wil l  provide you with a discount 

on your nex t purchase. In 2019, roughly 600 Col lect  vouchers were redeemed in store.  This number does not account 

for  people who donated and have not used their  voucher.  We’re working to focus our ef for ts even more to this 

programme, with the aim that these numbers increase in the years ahead. 

We also held a “Second Li fe”  Col lect  Pop-Up event in 2019 in one of  our Stockholm shops. During this week- long 

event,  customers shopped pre- loved pieces donated through the program. They were also able to drop of f  pre- loved 

pieces, and shop new designs that had been reimagined by the Fi l ippa K team from old stock or pre-owned garments. 

Thanks to the event,  store traf f ic  and revenue increased 5x compared to normal dur ing this per iod. 



RECYCLE 

We str ive to recycle cut t ing waste throughout the design process, ut i l ise recycled mater ials wherever we can in our 

products,  and to design garments for  recyclabi l i t y.  We work with a suppl ier  in I taly that  recycles cut t ing scraps from 

our wool  outerwear and sui t ing into new yarns,  as par t  of  the Re.Verso™ process. During 2019, our garment makers 

sent 6311 kg of  wool  fabr ic cut t ings to I taly for  recycl ing.

To f ind c ircular solut ions i t  is  impor tant to look outside your ecosystem. While working on our 2018 Front Runners 

project,  we discovered a large waste stream from a completely di f ferent industry:  shipping straps from haul ing 

industr ial  cargo. These straps are made of  100% polyester,  a per fect  resource to recycle into new tr ims or mater ials for 

the fashion industry.  Working together with Axel  Johnson Internat ional,  under the project  leadership of  Ax foundat ion, 

we completed a proof of  concept in 2019. With our manufactur ing par tner in I taly,  Metalbot toni,  we produced a tr ia l  of 

t r ims recycled from these straps. Now we are enter ing phase 2 of  this From Waste to Fashion project,  ident i f y ing more 

par tners throughout the value chain and working to scale up the ini t iat ive.  You can fol low our progress here: 

ht tps: //www.ax foundat ion.se/en/projects/polyester-recycl ing-pi lot-project.

 

Our journey towards mindful  consumption is ongoing, and we work hard to learn new ways that 

we can improve each year. 



5. RESPECT FOR MATERIALS



The mater ials we use are essent ial  to creat ing sustainable,  long- last ing garments for  our customers.  We work with 

our global  suppl iers to source the best f ibres for  every piece to create a t imeless aesthet ic,  outstanding comfor t , 

and durable per formance that are in l ine with our mission of  mindful  consumption.



THE SWEDISH WOOL PROJECT 

We are always looking for new ways to improve this aspect of  the industry.  Working with fel low Swedish brand Röjk, 

we vis i ted a local  sheep farm near Eski lstuna cal led Norrby Gård. This farm, just  l ike most other sheep farms in the 

country,  discarded the wool shorn from these sheep. At the same t ime, Fi l ippa K’s suppl iers have been sourc ing raw 

wool from far-of f  locat ions l ike Austral ia and South America- -where we also lose the traceabi l i t y  and connect ion to 

the indiv idual  farms. So we saw an oppor tunity to connect to our Swedish farms, use local ly sourced wool instead for 

our garments,  and turn waste into a resource. By developing a supply chain that  reinvigorates the local  industry,  we 

created the Swedish Wool Sweater.  I t ’s  made in a natural  mater ial  that  ensures good animal welfare and reduces our 

carbon footpr int .  We plan to increase our usage of  Swedish wool in future seasons and source from more local  farms, 

of fer ing i t  at  a stable pr ice with establ ished standards. 



Made in a l imited batch of  140 pieces, the garment sold out of  our stores and ecommerce si te quickly.  We held an 

event in Stockholm to mark the launch, with a discussion panel  that  inc luded Jodi  Everding, Fi l ippa K’s Fabric and 

Sustainabi l i t y  Manager,  Röjk’s Yann Fahrenheit  Betros,  Claudia Di l lman from the Swedish Sheep Associat ion,  the Head 

of  the Swedish Shearer Associat ion Mati lda Andersson, and Tomas Olsson, the farmer at  Norrby Gård. The event was 

sponsored by Beleco and was moderated by El in Larsson, of  Elco Consult ing and former 

Director of  Sustainabi l i t y  at  Fi l ippa K. 



“When I  f i rst  encountered this wool  I  thought to myself,  ‘ is  this real ly 
the kind of  wool  we consider waste here in Sweden? There must be a 
better purpose for i t .’  I  wanted to show the world what a treasure this 

resource is,  right  here in our own country.  I  couldn’ t  have imagined that 
just  two years later we have sweaters that  everyone can buy made from 

this local  wool,  and I ’m so happy to be col laborat ing with people l ike 
Jodi  and Yann who see the potential  and dare to make something 

beauti ful  from i t.” 

Claudia Di l lmann, from the Swedish Sheep Associat ion



“Col laborat ing with other brands and f inding synergy have always been 
part  of  our values at  Fi l ippa K, and this Swedish Wool project  has taken 

this to a much deeper level.  We are working c losely with the farmers, 
shearers,  head of  the Swedish Sheep Associat ion,  etc.  and gett ing 

to know people we wouldn’ t  normal ly meet in a typical  fashion 
supply chain.  We’ve learned what breeds of  sheep are here in Sweden 
and where they’re located, which wool is best suited to our products, 

how to put that  wool  to use, al l  in a way that can be scaled up.”

Jodi  Everding, Fi l ippa K Fabric and Sustainabi l i t y  Manager 



THE FIBRE TOOL 

We take a hol ist ic perspect ive when evaluat ing the f ibres we use, looking at  the whole l i fecycle of  a piece of  c lothing 

rather than a s ingle phase. This means that we balance the durabi l i t y  and c ircular i ty of  f ibres throughout their  l i fespan 

with the impacts of  their  creat ion.  To guide us,  we developed our own Fibre Tool  in 2012, based on research from 

MadeBy and Nike, but encompassing Fi l ippa K’s values of  qual i t y and longevity.  We update this tool  regular ly,  and our 

designers f ind i t  helps them make more conscious choices whi le maintaining the signature qual i t y,  longevity,  and 

aesthet ics of  the brand. One of  our 2030 goals is to use only more sustainable f ibres in our garments.  For 2019, our 

total  use of  more sustainable f ibers (Class 1 and 2 on our f ibre tool)  increased to 69% (from 36% in 2018),  based on 

order quant i t ies.  We also increased our use of  organic and more sustainable cot ton from last  year.  Of the total  f ibres 

used in 2018, 10.4% were organic and more sustainable cot ton, whi le in 2019 this increased to 21.5% of our total  f ibre 

share (based on order quant i t ies.)  Less than 1% of the cot ton produced in the world is organic,  and using i t  in our 

garments helps to set  a bet ter standard for the industry. 

Integrat ing the use of  the Fibre Tool  into our company processes, and incorporat ing i t  as par t  of  our annual  goals, 

means that i t  is  easy to measure progress and make room for improvement.



1
Recycled cot ton 
Organic l inen 
Linen (natural  ret t ing)
Organic hemp 
Hemp 
Recycled polyester (mechanical ly) 
Ref ibra 
Econyl
Recycled wool 
Organic wool 
Alpaca wool 
Recycled cashmere 
Lenzing Ecovero viscose 

2
Organic cot ton 
Lenzing Modal 
Lenzing Tencel 
Lenzing viscose 
Enka viscose 
Lyocel l 
Tr iacetate 
Recycled polyester (chemical ly) 
Recycled polyamide (chemical ly) 
PLA (polylact ic ac id) 
Wool 
Yak wool 
Mohair  wool 
Monocel 
Si lk 
Kapok 

3
Linen (chemical  ret t ing) 
Ramie 
Modal 
Polyester 
Thermoli te 
Acryl ic 
Cashmere 

4
Cot ton 
Viscose 
Rayon 
Acetate 
Polyamide 
Elastane/spandex 
Bamboo viscose 
Metal

THE FIBRE TOOL 



TOTAL USE OF SUSTAINABLE FIBRES
Separated by number of  unique styles using sustainable f ibres (“by style”) 

and order volume of  sustainable f ibres (“order quant i ty ” )

BY STYLE BY ORDER QUANTITY



BY ORDER QUANTITY

STYLES USING RECYCLED FIBRES 

BY ORDER QUANTITY

STYLES USING RECYCLED POLYESTER 

STYLES USING CERTIFIED VISCOSE 

BY ORDER QUANTITY

STYLES USING MONO FIBRES 

BY ORDER QUANTITY

FIBRE DISTRIBUTION BY TYPE



FIBRE 2019 2018 2017 2016 2015 2014 2013 2012

ALL WOOL 18,7% 18,0% 16,9% 15,6% 17,7% 25,4 % 16,1 % 17,4 %

COTTON 5,8% 17,2% 17,1% 29,3% 23,2% 25,4 % 26,3 % 31,3 %

ALL LEATHER 10,1% 11,9% 6,2% 2,5% 4,5% 5 % 6,1 % 7,4 %

POLYAMIDE 12,3% 11,3% 7,6% 4,6% 5,6% 5,5 % 5,8 % 5,2 %

ORGANIC & MORE SUSTAINABLE 

COTTON

21,5% 10,4% 13,3% 3,4% 8,7% 9,3 % 7,9 % 8,4 %

POLYESTER 4,5% 6,8% 6,7% 7,6% 6,4% 8,3 % 6,9 % 3,5 %

VISCOSE 2,2% 5,3% 5,3% 5,2% 2,2% 9,3 % 9 % 8,4 %

LYOCELL 5,7% 4,0% 7,2% 11,7% 9,4% 8,2 % 6,7 % 5,6 %

ELASTANE (LYCRA AND SPANDEX) 2,9% 2,9% 2,2% 1,8% 1,9% 1,7 % 2 % 1,4 %

TRIACETATE 3,9% 2,4% 1,5% 1,5% 1,2% 1,3 %

SILK 2,8% 2,2% 2,3% 2,1% 2,7% 3,7 % 3,2 % 5,2 %

VISCOSE (LENZING) 5,2% 1,9% 3,9% 4,4% 8,3% 9,3 % 9 % 8,4 %

RECYCLED POLYESTER 1,3% 1,6%

LINEN 1,8% 1,3%

LINEN (NATURAL RETTING) 0,2% 0,6% 3,0% 4,5% 4,5% 2,1 % 2 % 1,6 %

MODAL 1,1% 0,9% 1,1%

ACETATE 0,6% 0,2% 0,8% 0,7% 2,2% 1,5 % 2,7 % 1,5 %

CURPO 0,2%

OTHER FIBRES (LESS THAN 0.7%) 0,2% 4,9% 5,1% 1,5% 2,5 % 4,4 % 3,1 %

TOTAL FIBRE USE 



6. RESPECT FOR PEOPLE



OUR PARTNERS 

Fi l ippa K str ives to be a fair  and rel iable business par tner and we aim for long-term and rewarding relat ionships, 

based on mutual  trust.  We do our very best to be a brand that our customers and other key stakeholders can trust. 

Our suppl iers,  agents,  vendors and other business par tners play an impor tant par t  in real izing this aspirat ion. 

Therefore,  we expect our par tners to adhere to human r ights,  labour,  environment and ant i -corrupt ion pr inc iples and 

standards similar  to those of  Fi l ippa K’s.  To this end, we have drawn up a code of  conduct,  which every suppl ier 

under takes to adopt.  Our code of  conduct is based on the Fair  Wear Foundat ion Code of  Labour Pract ices.  Our 

par tners must also comply with Fi l ippa K’s approach to working with integr i ty.  Wil l ingness to work in accordance with 

our social,  environmental  and other standards as wel l  as compliance with our code of  conduct is a crucial  factor when 

Fi l ippa K evaluates and selects suppliers. To assist our suppliers’ understanding of our code of conduct and other 

requirements, we invest in close ties and dialogue which also outlines our quality standards, rules regarding chemicals, 

and recognition of design rights. 



THE 2019 FILIPPA K CODE OF CONDUCT 

1. NO EXPLOITATION OF CHILD LABOUR

There shal l  be no use of  chi ld labour.  The age for admission to employment shal l  not  be less than the age of 

complet ion of  compulsory school ing and, in any case, not less than 15 years.  (ILO Convent ion 138) “There shal l  be no 

forms of  s lavery or pract ices similar  to s lavery,  such as the sale and traf f ick ing of  chi ldren, debt bondage and ser fdom 

and forced or compulsory labour.  [...]  Chi ldren [ in the age of  15-18] shal l  not  per form work which, by i ts nature or the 

c ircumstances in which i t  is  carr ied out,  is  l ikely to harm their  health,  safety or morals.”  (ILO Convent ion 182)

2.  EMPLOYMENT IS FREELY CHOSEN

There shal l  be no use of  forced, inc luding bonded or pr ison, labour (ILO Convent ions 29 and 105).  Nor shal l  workers be 

required to lodge ”deposits”  or  their  ident i ty papers with their  employer.

					   

3.  LEGALLY-BINDING EMPLOYMENT RELATIONSHIP

Obligat ions to employees under labour or social  secur i ty laws and regulat ions ar is ing from the regular employment 

relat ionship shal l  not  be avoided through the use of  labour-only contract ing arrangements,  or  through apprent iceship 

schemes where there is no real  intent to impar t  ski l ls  or  provide regular employment.  Younger workers shal l  be given 

the oppor tunity to par t ic ipate in educat ion and training programmes.



4. TRANSPARENCY REGARDING WORKING HOURS AND WAGES

All  par tners must be transparent and wi l l ing to show Fi l ippa K documents of  employees working hours and wages.

					   

5.  NO EXCESSIVE WORKING HOURS

Hours of  work shal l  comply with appl icable laws and industry standards.  Working hours should be scheduled to provide 

ample t ime for rest,  meals and sleep. In any event,  workers shal l  not  on a regular basis be required to work in excess 

of  48 hours per week and shal l  be provided with at  least  one day of f  for  every 7 day per iod.  Over t ime shal l  be 

voluntary,  shal l  not  exceed 12 hours per week, or 240 hours per year,  shal l  not  be demanded on a regular basis and 

shal l  always be compensated at  a premium rate.

					   

6.  THERE IS NO DISCRIMINATION IN EMPLOYMENT

Recrui tment,  wage pol icy,  admit tance to training program, employee promotion pol icy,  pol ic ies of  employment 

terminat ion,  and any other aspects of  the employment relat ionship shal l  be based on the pr inc iple of  equal i t y of 

oppor tunity and treatment regardless of  race, colour,  sex,  rel igion,  pol i t ical  opinion, nat ional i t y,  social  or igin or other 

dist inguishing character ist ic shal l  be provided (ILO convent ions 100 and 111)

				  



7. PAYMENT OF LIVING WAGE

Wages and benef i ts paid for  a standard working week shal l  meet at  least  legal  or  industry minimum standards and 

always be suf f ic ient  to meet basic needs of  workers and their  famil ies and to provide some discret ionary income 

recognised (ILO Convent ion 26 and 131).  Deduct ions from wages for disc ipl inary measures shal l  not  be permit ted nor 

shal l  any deduct ions from wages not provided for by nat ional  law be permit ted without the expressed permission of  the 

worker concerned. Al l  workers shal l  be provided with wri t ten and understandable information about the condit ions in 

respect of  wages before they enter employment and of  the par t iculars of  their  wages for the pay per iod concerned each 

t ime that they are paid.

					   

8.  FREEDOM OF ASSOCIATION AND THE RIGHT TO COLLECTIVE BARGAINING ARE RESPECTED

The r ight  of  al l  workers to form and join trade unions and to bargain col lect ively should be recognised (ILO Convent ion 

87 and 98).  Workers representat ives shal l  not  be the subject  of  discr iminat ion and shal l  have access to al l  workplaces 

necessary to enable them to carry out their  representat ion funct ions (ILO Convent ion 135 and Recommendat ion 143). 

The representat ives must be chosen by the employees and cannot be in a managerial  posi t ion.  Employers shal l  adopt 

a posit ive approach towards the act iv i t ies of  t rade unions and an open at t i tude towards their  organisat ional  act iv i t ies. 

Workers shal l  own the decis ion of  whether or not to join the union.

					   

9.  NO CORRUPTION

Par tners should not,  direct ly or indirect ly,  of fer,  promise, give,  or  demand a br ibe or other undue advantage to obtain 

or retain business or other improper advantage. Nor should enterpr ises be sol ic i ted or expected to render a br ibe or 

other undue advantage (OECD Guidel ines 6).

					   



					   

10.  NO SAFETY HAZARDS

A safe and hygienic working environment shal l  be provided, and best occupat ions health and safety pract ice shal l  be 

promoted, bear ing in mind the prevai l ing knowledge of  the industry and of  any specif ic  hazards.  Appropr iate at tent ion 

shal l  be paid to occupat ional  hazards specif ic  to this branch of  the industry and assure that a safe and hygienic work 

environment is provided for.  Ef fect ive regulat ions shal l  be implemented to prevent accidents and minimise health r isks 

as much as possible (fol lowing ILO convent ion 155).  Physical  abuse, threats of  physical  abuse, unusual  punishments or 

disc ipl ine,  sexual  and other harassment,  and int imidat ion by the employer is str ic t ly prohibi ted.

					   

11.  EDUCATE EMPLOYEES

Par tners shal l  provide adequate educat ion and training to employees in environmental  health and safety mat ters, 

inc luding the handl ing of  hazardous mater ials and the prevent ion of  environmental  accidents,  as wel l  as more general 

environmental  management areas, such as environmental  impact assessment procedures, publ ic relat ions,  and 

environmental  technologies.  (OECD Guidel ines 5.7)

							     

					   

12.  COMPLIANCE TO FILIPPA K Ś  CHEMICAL RESTRICTION LIST

Par tners are obl igated to fol low Fi l ippa K Chemical  Restr ic t ion List  (RSL) and cont inuously phase out chemicals that 

are added to this l is t .  Chemical  containers must be properly label led and safely stored. A mater ial  safety data sheet 

(MSDS) must be avai lable (in the local  language) and the instructions in the MSDS must be followed (ILO Convention 170).

					   

!



13. MANAGING ENVIRONMENTAL ISSUES

A management system that addresses environmental  issues and dr ives the business to understand and improve their 

environmental  per formance must be establ ished and maintained. This means that suppl iers and subcontractors must 

col lect  and evaluate information regarding the environmental  impacts,  and establ ish measurable object ives and targets 

for  improving their  environmental  per formance. (OECD Guidel ines 5.1) The management system shal l  focus on 

prevent ing pol lut ion,  minimizing waste and emissions, and opt imizing water,  energy and raw mater ial  consumption.

					   

14.  NO SEVERE ENVIRONMENTAL POLLUTION

There shall  be no emissions to air,  water or ground that can have a direct severe impact on the surrounding environment, 

society or the public health. All  par tners must treat and manage their emissions in consistency with legal requirements. 



OUR SUPPLIERS 

Through our Fair  Wear Foundat ion membership,  we monitor the development of  suppl iers in a var iety of  countr ies and 

conduct a r isk assessment to determine where our social  audit ing should be focused. As a member,  we have set the 

target to monitor at  least  90% of our suppl iers each year.  This is the social  compliance management of  al l  our 

suppl iers conducted by Fi l ippa K. I t  involves vis i ts by our employees, ensur ing that they comply with our Code of 

Conduct,  and documentat ion of  social  compliance act iv i t ies such as ex ternal  audits,  worker sheet information,  and 

ensuring that the suppl iers meet the requirements of  two-year correct ive act ion plans received af ter  audits.  Fair  Wear 

Foundat ion evaluates whether Fi l ippa K has reached this target and we wil l  publ ish the results when we have them.

We vis i t  our suppl iers as of ten as possible to maintain a c lose and trust ing relat ionship,  and they are rout inely audited. 

Three suppl ier  audits were per formed in China by Fair  Wear Foundat ion in 2019. One ex ternal  audit  was conducted by 

SA8000 in Vietnam and wi l l  be inc luded in the Fair  Wear Foundat ion evaluat ion of  2019 Social  Per formance.



The biggest r isks for  corrupt ion are found in the relat ionships with suppl iers,  both between suppl iers and Fi l ippa K as 

wel l  as between suppl ier  and sub suppl iers.  Front- l ine employees involved in procurement of  goods are exposed and 

must be able to recognize and resist  when such oppor tunit ies present themselves. Corrupt ion of ten results in 

inef f ic iencies and creates obstacles to growth by lack of  object iv i ty.  I t  can af fect  the object iv i ty when i t  comes to 

where to place orders,  what pr ic ing to accept,  and what qual i t y to approve. I t  would also compromise our brand values, 

especial ly in regard to transparency and honesty,  as wel l  as the consumer’s trust  of  Fi l ippa K. There have not been 

any repor ted cases of  corrupt ion or suspected corrupt ion dur ing 2019 that we can ident i f y from audits of  our 

suppl iers in the r isk countr ies China, Romania,  and Vietnam.

Our global  supply chain inc ludes par tners in the fol lowing countr ies: 

GARMENT MAKERS & FABRIC/ YARN MAKERS ARRANGED 
BY PURCHASE ORDER QUANTITY



QUIZRR

QuizRR is a s imple and f lexible tool  that  uses gamif icat ion to increase knowledge of  r ights amongst factory workers. 

Through QuizRR, we have the potent ial  to increase knowledge amongst workers and therefore also improve their 

working condit ions.  Factor ies of ten lack funct ioning systems for workplace r ights and safety information,  so QuizRR 

can increase knowledge of  r ights and responsibi l i t ies among factory workers in developing markets.  Engaging everyone 

in our supply chain in shar ing our value system is impor tant for  Fi l ippa K and an impor tant factor in bui lding successful 

long-term par tnerships.  We obviously cannot do this on our own, instead we rely on the cooperat ion of  al l  our par tners 

to make this work.  During 2019 we had three factor ies par t ic ipat ing in the training with a total  of  544 employees trained 

and 2036 completed training sessions. 

One of  our suppl iers that  par t ic ipated in QuizRR, Dongguan Austra in China, successful ly implemented a 

democrat ical ly elected worker representat ive.  Between 2016 and 2019, 100% of their  570 employees have been trained 

in the program, and they’ve seen a 5% increase in product ion.  They’ve also seen a -1.7% worker turnover rate. 

Peter Chan, the General  Manager at  the Austra Garment Factory,  repor ted the fol lowing: 



“At the beginning, the training and the impact was minimal,  however,  dur ing the last  2 years,  we must say both the 

training and the impact is def ini tely making a huge change into our DNA.

Our industry is def ini tely going toward sustainabi l i t y  and transparency and we bel ieve Quizrr  is  the way to go. Training 

with Quizrr  wi l l  take our corporate responsibi l i t y  to the nex t level.  The training tools cover real  l i fe s i tuat ion in factor ies 

which makes i t  easy for our employees to relate and consequent ly the interact ion within the training becomes elevated 

when they feel  relaxed. Both management and workers are trained at  the same t ime pul l ing their  relat ionship c loser.

We are also not ic ing the react ion of  other c l ients when we explained to them about Quizrr  plat form and that we are 

already using the Quizrr  digi tal  t raining solut ion.  Cont inuous educat ion and training wi l l  ul t imately help us become truly 

transparent manufacturer.

Last but not least,  the training is very f lexible and can be per formed anywhere and any t ime. And since i t ’s  digi tal, 

al l  t raining results are automatical ly saved which we can fol low-up and take act ions on.”



TRACEABILITY 

We are commit ted to reaching ful l  t raceabi l i t y  within our supply chain and product ion.  With a history of  working within 

fashion for 27 years,  we are grateful  for  the new resources and innovat ive technology that al low us to star t  t rac ing 

f ibres back to their  or iginal  source, giv ing us insight that  was previously unavai lable in the industry. 

In 2018, we began working with TrusTrace: a groundbreaking digi tal  p lat form based on blockchain technology that 

provides supply chain and transparency tools to accelerate sustainabi l i t y.  With TrusTrace, we can star t  to trace the 

supply chain of  a garment back to the f ibre product ion.  The ambit ion is to provide this information to al l  customers 

– making a garment ’s ful l  journey vis ible and also giv ing us a bet ter understanding of  the impacts of  our product ion. 

Thanks to TrusTrace, in 2019 we were able to trace and share with our customers the journey of  our Classic Si lk Shir t: 

a product that  has been par t  of  Fi l ippa K col lect ions since 2015. This is one of  10 pieces in our col lect ion that now has 

ful l  t raceabi l i t y  because of  the technology. The process was out l ined in four steps of  the garment ’s journey: 



Step One /  The Raw Si lk Suppl ier 

SICHUAN TIAN HONG SILK, CHINA 

This is where the si lk comes from in i ts rawest form, just  af ter  the si lkworms work their  magic.  I t  has cer t i f ied mater ials 

that  are free from harmful  substances, kept in environmental ly-fr iendly,  safe,  and social ly responsible fac i l i t ies.  They’re 

the f i rst  raw si lk producer to use 100% natural  products with organic cer t i f icat ion. 

Step Two /  The Fabric Mil l 

BONUS HIGH FASHION GROUP, CHINA 

The fabr ic mil l  is  where the si lk becomes a rol l  of  fabr ic through a meticulous process of  spinning, weaving, dyeing, 

and f inishing. They’re cer t i f ied as an environmental ly fr iendly and social ly responsible tex t i le product ion fac i l i t y.  Their 

green systems recycle 2000 tonnes of  water per day, whi le reducing pol lutants and emissions (the equivalent of 

plant ing 40,000 trees).

Step Three /  The Garment Factory 

XU MING, CHINA 

The factory receives fabr ic from the mil l  and the garment design from Fi l ippa K, ensur ing per fect ion down to the f inal 

st i tch.  I t ’s  QuizRR Plat inum cer t i f ied for  educat ing ful l  task forces on their  r ights and responsibi l i t ies,  and conducts 

business with the values of  qual i t y and credibi l i t y.

Step Four /  The Stores and Warehouses 

FILIPPA K FACILITIES, SWEDEN 

The Classic Silk Shir t  is transpor ted to Fil ippa K by boat to Gothenburg, then it  goes by truck to our warehouse in 

Borås. The pieces are then prepared for our stores, or to be sent directly to customers through our ecommerce business. 



FILIPPA K AS AN EMPLOYER 

At Fi l ippa K, we str ive to be a fair  and rel iable employer by having leaders who embody our values and funct ion as 

role models.  We cont inuously work to ensure equal  oppor tunit ies for  al l  employees. Passion, commitment and good 

leadership are key factors for  success. Our areas of  focus are organisat ional  development and diversi ty awareness; we 

want to create a cul ture based on our values where every employee is empowered to take responsibi l i t y  and ini t iat ive 

in order to improve our customer sat isfact ion and sustainable prof i ts.  Structure, processes and policies are outlined clearly 

for all employees on Filippa K’s intranet which ensures quality and clarity.

ORGANISATION

At tract ing,  recrui t ing,  developing and retaining highly mot ivated, talented and ambit ious indiv iduals is a key pr ior i t y 

or Fi l ippa K as an organisat ion.  I f  this is not achieved, Fi l ippa K r isks not being able to meet the organizat ion’s 

object ives.  Managing the var ied demands of  organisat ional  development and a prof i table business that can adjust 

to the increasing demands for ef fect iveness and sustainable prof i t  is  always an ongoing process.



DIVERSITY 

Diversi ty is central  to our way of  doing business. Diversi ty in exper t ise,  experience/age, gender,  and cul tural 

background are viewed as a corporate advantage and an asset at  al l  levels of  the organisat ion.  From the end of  2013, 

we par t ic ipated in the Axelerate project  ini t iated by our investors,  the Axel  Johnson group, with the purpose of 

increasing diversi ty in leading posit ions within the Axel  Johnson group. As par t  of  this project,  we have set up a 

number of  annual ly-updated goals and act iv i t ies to ensure a good level  of  diversi ty within our organisat ion.  The project 

and targets have been communicated to al l  employees within our organisat ion.

GENDER 

It  is  our bel ief  that  gender diversi ty among the leadership team should ref lect  the gender diversi ty in our company 

employees. By the end of  2019, our senior management group consisted of  5 women out of  12 members in total. 

Our board consisted of  1 woman out of  4 in total. 

As par t  of  our gender equal i t y plan, salary audits are regular ly conducted, the latest  of  which showed no discernable 

salary di f ferences between women and men.

Men
Women

MEN and WOMEN EMPLOYED AT FILIPPA K 

Target 2020: 35% /  65% 

MEN and WOMEN IN LEADING POSITIONS AT FILIPPA K 

Target 2020: 35% /  65% 

Men
Women



WORK-LIFE BALANCE 

We bel ieve in a good work- l i fe balance which is why we str ive to be a responsible and trustwor thy employer,  who of fers 

i ts employees possibi l i t ies for  a balanced l i festyle.  We bel ieve that work should be carr ied out dur ing regular working 

hours and that over t ime should be appl ied in except ional  cases and be regulated with corresponding compensat ion. 

This reduces r isks of  health-related problems for employees, for  example,  due to stress.  

PERSONAL DEVELOPMENT/SUCCESSION 

It  is  impor tant to at tract,  recrui t ,  retain and develop commit ted employees, and then give those employees 

oppor tunit ies to grow within the company. Succession planning is an impor tant process where we secure growth in 

the company. To ensure succession and growth we hold Per formance Development Reviews (PDR) on a yearly 

basis with al l  employees. 

The Succession process star ts with the Per formance Development Reviews and ends with an audit  cal led 

Management Reviews. 



TRAINING  

Par t  of  being an at tract ive employer is focusing on employee retent ion.  We bel ieve career development of fers a c lear 

incent ive for  employees to remain within an organisat ion,  ei ther within the current area of  work or in other business 

areas within the company. Al l  newly hired staf f  members under take an internal  introduct ion program. Fi l ippa K works 

with a ‘ t rain-the-trainer’  pr inc iple,  meaning we bel ieve in training our employees using the competence we already have 

internal ly.  Al l  t raining conducted local ly should be repor ted to HR central  suppor t . 

During 2019, al l  new employees went through the Frankl inCovey’s 7 Habits of  Highly Ef fect ive People Training. This is 

a 3-day workshop that sets the foundat ion for  professional  and personal  ef fect iveness – increasing product iv i ty, 

restor ing balance, and developing greater matur i ty and responsibi l i t y. 

In the end of  the year,  al l  Managers at  HQ also at tended 7 Habits Leader Implementat ion,  which was a training 

focusing on the foundat ion of  successful  leadership.  



HEALTH AND SAFETY PERCENTAGE 

At the company level,  Fi l ippa K works proact ively to minimise r isks of  health-related problems, both physical  and 

psychological.  When needed, we cooperate with health care centres in each market to enable an ear ly 

act ion/rehabi l i tat ion plan in order to help the employee come back to work as soon as possible.

Responsibi l i t y  for  the work environment has been delegated to respect ive markets,  and relevant guidel ines are 

publ ished at  FK Community.  Each quar ter,  Fi l ippa K fol lows up on the level  of  absence due to i l lness,  as measured 

based on the previous 12-month per iod.  This fol low-up aims to ensure that we keep working proact ively with our s ick 

leave records.  The numbers regarding absence due to i l lness 2019 is fol lowed up and analysed with Fi l ippa K’s 

managers and rehabi l i tat ion is in progress.  

Absence Due to I l lness 2019 

Target < 3%



HARASSMENT 

In our health and safety guidel ines we have c lear rules and statements regarding harassment of  any k ind. I f  there is 

any case of  improper act ion,  i t  wi l l  immediately be dealt  with according to the act ion plans provided by our health and 

safety guidel ines. 

CORRUPTION  

Al l  employees are expected to decl ine any gi f ts from suppl iers,  par tners,  customers etc.  that  might be perceived as 

br ibery.  By pr inc iple,  we accord to each country’s laws and regulat ions for  tax-free gi f ts.  There were no repor ted or 

discovered issues with corrupt ion dur ing 2019.

EMPLOYEE SATISFACTION 

At Fi l ippa K, employee sat isfact ion is measured on a regular basis.  Fi l ippa K’s results from the employee survey 2019 

were outstanding, compared to stat ist ics and benchmarks,  when i t  comes to the employee net promoter score and en-

gagement index. This showed that al l  employees were par t  of  the posit ive energy developing this company even 

fur ther.  The employee net promoter score and Engagement Index wi l l  be measured dur ing 2020 in order to gain 

valuable insights regular ly dur ing the year.

UNIONS 

As a par t  of  being a rel iable employer,  Fi l ippa K upholds a construct ive dialogue with unions and other employee 

organisat ions that our employees voluntar i ly  choose to be members of. 



7. RESPECT FOR THE ENVIRONMENT 



ENVIRONMENTAL INITIATIVES 

We bel ieve that col laborat ion is the key to making our industry bet ter for  the environment.  Each year we work with a 

range of  ini t iat ives that suppor t  our col lect ive goals to reduce the impact of  fashion on our planet. 

RE.VERSO™ – We are not only sending cut t ing waste to Re.Verso™ based in I taly,  Prato,  we also use some of their 

fabr ics:  for  example,  in some our kni t ted wool garments dur ing 2018. Re.Verso™ is the ident i f y ing trademark of  a new 

and unique ‘Made in I taly’  tex t i le system, a ful ly  integrated chain that  al lows the creat ion of  unique and highly valuable 

wool  mater ials.  The supply chain is based on pre-consumer c l ippings, v irgin mater ial  conferred by brands/producers of 

the apparel  industry that  are then selected and transformed into new high qual i t y yarns and fabr ics.  This cer t i f ied 

system al lows great savings: Energy -76% Water consumption -89% CO2 emissions -96% This is in comparison to 

convent ional  v irgin wool  as cer t i f ied by the LCA (Li fe Cycle Assessment)  done by PRIMA Q. The Re.Verso™ system is 

also Global  Recycl ing Standard (GRS) ,  ISO 9001 and SA8000 cer t i f ied. 



SWEDEN TEXTILE WATER INITIATIVE (STWI) – Since 2010, we have played an act ive par t  in the Sweden Text i le Water 

Ini t iat ive (STWI),  a joint  project  between a number of  tex t i le and leather retai l  companies in Sweden. Water 

consumption is an issue of  great impor tance for the fashion industry s ince large amounts of  water are used in both 

tex t i le and leather product ion and af fect  how much energy and chemicals are needed. We are working together to 

ensure more sustainable water consumption within the tex t i le industry.  For us,  this ini t iat ive has deepened our 

knowledge regarding how Fi l ippa K can work to minimise water,  energy and chemical  consumption in our supply chains. 

STWI current ly has a project  in China where we par t ic ipate with one dyeing mil l ,  and we hope this project  wi l l  be 

f inal ised by 2020.



THE SWEDISH SHOE ENVIRONMENTAL INITIATIVE (SSEI) – Fi l ippa K is also a member of  the Swedish Shoe 

Environmental  Ini t iat ive (SSEI),  a network of  companies and organisat ions engaged in the Swedish shoe business that 

suppor t  the creat ion of  more common sustainabi l i t y  guidel ines.  SSEI’s aim is to develop business pract ice that  goes 

beyond legis lat ion through the development of  new guidel ines and tools for  design, product development and purchase. 

Last year the sustainabi l i t y  tool  and mater ial  index were f inal ised and made ready to use for af f i l iated members.  Use of 

the tool  is  yet  to begin,  but  we envis ion using i t  as a design guide. Fi l ippa K strongly bel ieves cooperat ion in the 

industry such as this par tnership plays an impor tant role in learning from each other to create change. 

THE CHEMICAL GROUP (SWEREA) – The Chemical  Group exists to keep member companies updated on the latest 

chemical  and environmental  issues. The network provides suppor t  and develops tools for  handl ing legal  requirements 

and other act iv i t ies regarding the use of  chemicals.  The network consists of  over 80 member companies in the tex t i le 

and electronics industry,  who al l  have access to a database of  chemicals relevant to their  products.



THE SWEDISH TEXTILE INITIATIVE FOR CLIMATE ACTION (STICA) – The purpose of  The Swedish Tex t i les Ini t iat ive 

for  Cl imate Act ion is to suppor t  the apparel  and tex t i le industr ies and their  stakeholders in the Nordic region to,  at 

minimum, reduce greenhouse gases in l ine with 1.5 C warming pathway, as out l ined by the United Nat ions Framework 

on Cl imate Change and the Paris Agreement.  In 2019 we col laborated with other stakeholders in bui lding up a roadmap 

for how the Swedish and Nordic apparel  and tex t i le industr ies wi l l  reduce their  GHG emissions below the 1.5 C 

warming target in order to become cl imate posit ive.

MINSHED – In 2019 we suppor ted the research of  MinShed, a three-year research project  that  invest igated ways to 

reduce the amount of  microplast ics shed into the ocean from garments and fabr ics.  The goal  is  to create knowledge 

which wi l l  help the tex t i le industry create more c lothing from synthet ic fabr ics that  don’ t  emit  microf ibres. 



ENERGY USAGE 

We constant ly str ive to decrease the company’s CO2 emissions as wel l  as costs whi le maintaining a high service level 

to our customers.  We measure carbon emissions from the electr ic i ty used at  our Swedish stores and global ly from the 

fuel  consumed by our inbound and outbound transpor ts.  Our total  carbon emissions from these sources has decreased 

from 883 ton CO2e in 2018 to 779 ton CO2e in 2019. This is a decrease of  12% versus the previous year.  We changed 

our standard Ecommerce del ivery opt ion from air  to truck for  our European consumers in order to accelerate this 

reduct ion.  The fol lowing data shows our decrease in energy usage over the past years: 



8. LOOKING AHEAD 



OUR 2030 COMMITMENTS 

Each year we work towards our sustainabi l i t y  commitments for  2030, here are some highl ights: 

1.  Only using sustainable mater ials (FK f ibre c lass 1 and 2) for  al l  products

In 2019, 65% of al l  our products were made in more sustainable f ibres.  This is an improvement from 51% in 2018. 

2.  Ful l  t raceabi l i t y  and transparency throughout the supply chain

Our par tnership with TrusTrace enables us to get c loser to this goal  each year.  In Autumn 2019, they provided 100% 

traceabi l i t y  for  10 of  our products,  a number we wi l l  increase with each season. 

3.  Resource ef f ic iency – only producing what is needed and purchasing exact mater ial  quant i t ies

Our Core Col lect ion of  permanent pieces that are always avai lable enables us to be more resource ef f ic ient  because i t 

is  not  seasonal.  We have 200 ar t ic les in this col lect ion,  and in 2019 that represented 14% of our total  ar t ic les for  the 

year.  The revenue for this col lect ion has increased to 27% of total  business, which is an increase from 2018.

4.  Good and fair  working condit ions for  al l  people working with our products

Our par tnership with Fair  Wear Foundat ion gives us the resources and tools to achieve this to the highest level 

possible each year.  Without them, we would not be able to have ful l  v is ib i l i t y  of  our subcontractors.  We updated our 

Code of  Conduct for  2019 to ensure al l  of  our suppl iers are meet ing the standards expected. 



5. Long term relat ionships and prof i t  to invest in the organic growth of  Fi l ippa K

Fil ippa K Group del ivered a prof i t  level  of  4% Earnings Before Tax (EBT) for  2019. We have subsidiar ies in eight 

countr ies (Sweden, Norway, Finland, Denmark,  The Netherlands, Belgium, Germany and UK) and we comply with tax 

legis lat ion in al l  of  these countr ies.  As the company is prof i table,  we pay tax and contr ibute to the societ ies in which 

we operate.  In 2019 we paid 5,5 MSEK in taxes.

We have come across some f inancial  chal lenges associated with adapt ing our business to a c ircular economy. For 

instance, we have run into problems regarding VAT when rewarding customers who drop of f  old c lothes through our 

Col lect  concept.  To encourage customers to drop of f  their  old c lothes we reward them with a voucher of  15% discount 

on their  nex t  purchase. According to VAT legis lat ion this is considered as a voucher purchase and we pay VAT on the 

discount that  we of fer.  By doing that,  we pay taxes for an amount that  does not generate an income. In pract ice,  i t 

means we pay taxes on the c lothes we col lect.  In 2019, we paid an ex tra 52 500 SEK to the Swedish Tax Agency due to 

this c ircumstance. We hope that in the future,  ef for ts such as this are recognised in a way that al lows al l  businesses to 

remain prof i table whi le encouraging mindful  consumption. 

 



PROFESSIONAL LONG-TERM PARTNERSHIPS

One key factor for  success is long-term par tnerships.  Our object ive is to fur ther deepen our col laborat ion with 

selected key suppl iers over the years to come in order to work for  change in the area of  sustainabi l i t y  together.  Our 

suppl ier  base is stable and does not change regular ly;  in 2019, 52% of our purchase volume came from factor ies with 

whom we have worked for more than f ive years.

 	

The same goes for many of  our wholesale par tners,  most of  whom we have long-establ ished relat ionships with. 

In addit ion,  our ex ternal  warehouse DHL Texpor t  has been our par tner s ince 2007. By nur tur ing these long-term 

relat ionships we are able to run smooth and ef f ic ient  processes with a high level  of  qual i t y.

List  of  factor ies we’ve worked with for  more than 5 years:

 

Pedro Por tuguesa since 1997

LCP since since 1999

Reistex since 2000

Luis Br i to s ince 2000

Canto Novo since 2002

Bonus since 2003

Zetabi  s ince 2003

Sangar s ince 2004

Kloteksa since 2008

Tonghui s ince 2008

Confet i l  s ince 2009



THANK YOU FOR READING OUR 2019 SUSTAINABILITY REPORT 

We’re grateful  for  your suppor t ,  and look forward to another year with you of  discovering new 

and even bet ter paths towards sustainabi l i t y.




