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Oriflame’s business success is built on a simple formula:  
combine people’s natural desire to improve their lives with 
the right opportunity, and create real, positive change. 

We are proud to offer people all over the globe the opportunity to make 
that change. If they share our passion for beauty and wellness, we can 
help them bring more of it into the world. For most people, this means sav-
ing money while enjoying our responsible beauty and wellness products. 
For others, it means using our direct-selling model to earn an income or to 
build a business.  

Oriflame has a proven business model, perfect for the modern networking 
world. It is flexible, digital and powered by millions of trusted relationships 
and recommendations. With low risk we offer “entrepreneurship in a box”.  

By accelerating our business, we have a positive impact on people and 
communities around the world. The value of local entrepreneurship in our 
global society is well recognised, from the jobs it generates to the skills it 
nurtures.  

More than 50 years in, Oriflame is the choice of three million people. Look-
ing ahead, we are committed to continuing to build on this simple formula 
– empowering people and enabling positive change around the world. 

Our Formula
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Respect for Nature

climate neutral 
operations*

Awarded top ranking in the 
Sustainability Walk the Talk report 
from Stockholm School of Economics  

reduction in absolute 
greenhouse gas 
emissions since 2010

80,500 tCO2e

2010
42,100 tCO2e

2019

100% either by Mass Balance (76 %) or covered by RSPO 
Credits (24 %)

100 %

48%

sustainable  
certified palm oil

at all Oriflame operated 
sites since 2018 

100 %
renewable electricity

Zero 
waste
to landfill 
from our own 
manufacturing

*In accordance with the Climate Neutral Event certification by South Pole.

*We have been working to  
reduce our climate impact for the  

past nine years. For those emissions 
we could not reduce in 2019, 

we climate compensated with 
reforestation and forest conservation 

projects, which made us climate 
neutral in our operations.

Sustainability highlights

Launched our first skin care range with 

biodegradable rinse-off 
products100%  

of product packaging and 
catalogue paper combined 

from credibly certified 
paper mills or recycled 
materials 

Organised our first two  

climate  
neutral  
conferences*

CO2e CO2e
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Opportunity for Consultants Passion for People

3million

More than

registered Consultants 
in over

60
countries

represented in our global 
workforce 

76
nationalities

72%  
of employees
have attended the 
Oriflame Way training

Best Culture of 
Learning Talent 
Awards from 
LinkedIn Learning  

Winner1
Implemented the eNPS* 
on a global scale with 
the survey reaching 

43 markets 

*Employee Net 
Promoter Score

50 markets have 
implemented our e-learning 
platform and more than 

More than

distributed to Oriflame Consultants  
in bonuses and other forms of recognition

were completed by Consultants 
during the year. 

€350  
million

167,000
courses

Gender balance

Oriflame

58%
42 %

Global Management

43 %
57 %

Group Management

30 %

70 %

Board of Directors

38 %
62 %
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We have been working to reduce our 
climate impact for the past nine years. 
In 2010, we started our annual calcu-
lation of operational greenhouse gas 
emissions according to the Greenhouse 
Gas Protocol. Since then, several initia-
tives have been implemented to reduce 
our baseline emissions. 

In 2019, we stepped up our climate ambitions, and beyond 
quantifying and reducing our greenhouse gas emissions 
by 48% since 2010, we have climate compensated for 
the remaining part, making us climate neutral in our own 
operations, including our manufacturing. As a next step, 
we will set science-based climate targets for our business 
and value chain.

In 2010, the scope of emissions set (scope 1, scope 2 and 
parts of scope 3) included emissions from energy, travel, 
parts of logistics transports, chemicals, water and waste. 
Since then, the same scope has been kept and annually 
reported on. 

Our focus since 2010 has been on reducing emissions in 
various initiatives, such as energy audits, investing in  

renewable electricity, implementing a logistics pro-
gramme and sustainability-certifying new constructions 
and major renovations by LEED® or BREEAM certifications. 
These initiatives have resulted in a 48% reduction of abso-
lute greenhouse gas emissions since 2010. 

For those emissions we could not reduce in 2019, we have 
decided to climate compensate with reforestation and 
forest conservation projects located in four Oriflame 
markets. In India and Mexico, we invested in reforesta-
tion projects that support carbon sequestration and also 
benefit regional economic development. In Indonesia and 
China, we chose forest conservation projects that pro-
mote sustainable development and reduce greenhouse 
gas emissions by protecting forests from deforestation.  
For more information about these projects, see pp. 51–52. 

By balancing our emitted emissions with an equal amount 
of climate reduction initiatives and carbon offsets, we are 
climate neutral in our operations. However, in order to 
achieve full company-wide climate neutrality we need to 
understand, reduce and compensate for the greenhouse 
gas emissions of our whole value chain. Therefore, we are 
currently conducting a climate assessment of our full value 
chain. Then, our next step is to set company-wide green-
house gas emission reduction targets aligned with the 
latest climate science for 2030. 

100% climate  
neutral operations 
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CASE STUDY

In 2019, we organised our first two 
climate neutral conferences in accord-
ance with the Climate Neutral Event 
certification by South Pole. For 2020, 
all our global and regional conferences 
will be certified as climate neutral. 
In August, the Gold Conference 2019 for Consultants and 
Leaders from Turkey, Asia and Africa was organised in 
Stockholm. A major focus of the conference was sustain-
ability and this event was the first ever climate neutral 
conference organised by Oriflame.   

Oriflame had all the greenhouse gas emissions for the 
conference quantified and accounted for according to 
the Greenhouse Gas Protocol, including all attendees’ 
travels, meals, hotel stays, energy use etc. These calcula-
tions were validated by a third party, South Pole, to assure 
accordance with their Climate Neutral Event certification 
defined by the strictest standard PAS 2060. Then, we im-
plemented several emission reduction initiatives to reduce 
the climate impact. Some of our initiatives included: 

• Centrally located hotels and venues to encourage 
walking instead of bus transfers  

• Venues powered by 100% renewable electricity  
• Transport powered by renewable diesel and top lead-

ers transported in Tesla cars   
• Sharing all information via the Oriflame Conference 

App, so there were no printed materials 
• FSC™ certified wooden diplomas and statuettes for the 

Beauty by Sweden Rally   
• Sustainable large format branding made out of wood 

and plants  

For the remaining emissions (7,000 tCO2e), we climate 
compensated in reforestation and forest conservation 
projects in India, Mexico, Indonesia and China. For more 
information about the projects, see pp. 51–52.   

One month later, the Gold Conference 2019 for Consult-
ants and Leaders in Europe was organised in Monaco. 
The same certification was achieved for this conference, 
by quantifying and validating greenhouse gas emissions 
and climate compensating for the remaining emissions 
(350 tCO2e).   

Organising our first climate 
neutral conferences in 2019
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We are working to improve our products’ sustainability 
performance across all product categories. During 2019, 
we launched several new products with a stronger sus-
tainability profile:  

Love Nature skin care  
We relaunched our Love Nature skin care range, with par-
aben-free formulations and organically sourced natural 
extracts. All of Love Nature’s rinse-off formulations are 
silicone-free, biodegradable and use only natural origin 
exfoliating particles. The plastic bottles are made of 50% 
post-consumer recycled plastic.  

Fashion accessories made  
with recycled materials  
In the accessories category, we launched a range of 
woven scarves made from 30% recycled PET bottles. In 
2020, all woven scarves will be made of 40% recycled PET 
and a majority of bag linings will consist of 100% recycled 
PET. This initiative will result in the recycling of 6 million PET 
bottles annually.  

Increased usage of recycled plastics  
in personal care packaging  
We are working hard to increase the recycled content of 
all our packaging, including our plastics. In 2019, personal 
care products within our current product portfolio were 
updated with more sustainable packaging. 50% of the 
material used in the Milk & Honey and Love Nature liquid 
hand soap bottles is now from post-consumer recycled 
(PCR) plastic. Furthermore, all hand soaps from Essence  
& Co have an improved bottle made of 30% PCR plastic.   

Refillable Make-up Pro Palette 
The ONE Make-up Pro Palette is a refillable make-up 
palette with six refill slots for customers to mix and match 
a selection of shades. The plastic palette is reusable, 
so the only customer waste comes from the small metal 
pans holding the single eye shadows. When a shadow is 
finished, you refill it with a new shade and recycle the old 
packaging. 

Product sustainability 
highlights
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Oriflame started out as a family company 53 years ago and 
today, Oriflame Holding AG is back in family ownership 
after delisting from the Nasdaq Stockholm stock exchange 
on 17 July 2019. The company is now owned by members 
of the families of Robert af Jochnick and the late Jonas af 
Jochnick, respectively, and certain closely related parties 
to them. This transformation of ownership does not affect 
our strategies. Rather it gives us a chance to be even more 
long-term focused – something that our investment in sus-
tainability will benefit from.  

Sustainability is also an intrinsic part of our brand posi-
tioning Beauty by Sweden – it’s really about a responsible 
beauty, creating safe and more sustainable products that 
are inspired by nature and powered by science. 

Since the very beginning, Oriflame has made entrepre-
neurship accessible. With an attractive joining fee and no 
need to invest in product inventory, Consultants have the 
possibility to start using and selling Oriflame products and 
making money from day one. By providing people from 
around the world with this business opportunity, we have 
seen how it creates real, positive change in our Consult-
ants’ lives.

Our 2019 achievements
Fighting climate change continues to be at the top of our 
agenda regarding our environmental endeavors. And 
there are good reasons for that. This is what the World 
Economic Forum stated in their Global Risk Report 2020: 

”Climate change is striking harder and more rapidly than 
many expected. Alarmingly, global temperatures are on 
track to increase by at least 3°C towards the end of the 
century – twice what climate experts have warned is the 
limit to avoid the most severe economic, social and envi-
ronmental consequences.”

Climate change isn’t something that will happen in the 
distant future. It’s happening right now. Even though we 
have reduced our carbon emissions by 48% in absolute 
terms since 2010, we are stepping up our ambitions even 
more. All our remaining emissions are compensated for 
through forest preservation and conservation, as well as 
tree planting. An amazing 6 million trees are protected 
from deforestation and around half a million trees are 
planted each year in 4 different forestry projects located 
in India, Indonesia, China and Mexico. Thanks to these 
forest projects, we can now proudly say that from 2019, all 
our manufacturing is climate neutral and that from 2020 
onwards, all global and regional conferences are also 
climate neutral. This is an achievement that has been well 
received among both employees and Consultants. By this 
time next year, we will have set our Science Based Tar-
gets, in accordance to the Paris Agreement goals to help 
keep global temperatures at or below 1.5 degrees Celsius, 
compared to pre-industrial levels. 

Sustainability is core to who we are  
as a company – it is part of our  
heritage, our brand and our mission  
to fulfil dreams. We want to ensure  
that future generations, whether  
owners, employees or Consultants, 
inherit a business that makes it possible 
for them to develop an even stronger 
company with the purpose of  
fulfilling dreams. 

 “Even though we have 
reduced our carbon 
emissions by 48% in 
absolute terms since 
2010, we are stepping 
up our ambitions  
even more.”

Statement 
from the CEO
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Too many countries where we operate in are struggling 
with a landscape of ever-growing landfills. In the light 
of that, I’m proud to say that 0% of our factory waste 
is going to landfill. Instead, waste is being dealt with 
through initiatives such as recycling or other responsible 
waste treatment solutions. Obviously, I’m very proud of 
all the sustainability achievements we have had in the 
past decade, but it’s also very reassuring when we can 
demonstrate our advancements both in relation to our 
own industry, as well as in comparison to other progres-
sive, large Swedish companies. The Walk and Talk report, 
developed by the Mistra Center for Sustainable Markets 
at the Stockholm School of Economics, placed Oriflame as 
the second-best company among the 95 largest compa-
nies at the Nasdaq OMX Stockholm, in terms of what we 
at Oriflame consider to be systematic sustainability work 
and reporting. It also showed our sustainability communi-

cation is very balanced, meaning that we neither say too 
little or too much in relation to what we do. 

In another sustainability ranking, done by Corporate 
Knights, we came out in the top 4% among 7396 rated 
global companies. 

Into the future
It’s impossible to write a CEO statement in the middle of 
March without reflecting on the Corona virus outbreak. 
And while there are numerous perspectives on this global 
crisis, it certainly shows the need for long-term sustainable 
businesses, as anything can happen in this world of more 
and more interdependence.

Looking ahead, there are issues we still need to deal with 
– like our ambitions around plastic waste and the circular 
economy. I believe that if we accelerate our business and 
provide our business opportunity to even more people, 
we can enable waves of change that will impact people 
and communities positively around the world. In order 
to do so, our genuine commitment to all the people who 
encounter our business – from employees to Consultants, 
customers and suppliers is business-critical. Finally, given 
the environmental challenges the world faces, our respect 
for nature remains key to our legacy, our brand and our 
success. Let’s continue together to build a more beautiful 
tomorrow.

 “If we provide our 
business opportunity 
to even more people, 
we can enable waves 
of change that will 
impact people positively 
around the world.”

Magnus Brännström, CEO and President
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Our sales markets
We are present in over 60 markets – including markets operated by 
franchisees – and have identified six of these as strategic markets 
(Mexico, Russia, Turkey, India, China and Indonesia). To grow our 
business further, we are focusing our resources and investments 
in these strategic markets. In 2019, we closed down Myanmar as 
a sales market and opened a market in Uzbekistan and a Group 
Support Office in Singapore.  

Production
We have six production facilities in four countries (Poland, China, 
Russia and India). 

Group Distribution Centres
We have four Group Distribution Centres in four countries (Poland, 
Hungary, Ukraine and Russia).   

Corporate offices
• Corporate office in Schaffhausen (Switzerland) 
• Group Support Offices in Dublin (Ireland), Luxembourg 

(Luxembourg), Singapore (Singapore), Stockholm (Sweden), 
Stuttgart (Germany) and Warsaw (Poland) 

• Global IT Centre of Excellence in Olomouc (Czech Republic)
• Group Support Finance Centre of Excellence in Warsaw (Poland) 

Supply chain
More than 60% of our product volumes are manufactured in our 
own production facilities. We source close to 460 million units 
every year from more than 50 global and regional finished goods 
suppliers. These are shipped to Oriflame’s markets worldwide. Our 
main sourcing markets are Poland, Russia, India, China, UK, France, 
Sweden, Italy and Germany.  

Latin America

Europe & Africa

Asia & Turkey

CIS

Production facilities

Main sourcing markets Corporate office, Schaffhausen

Geographical footprint

Roorkee, India:  
Wellness & Cosmetics 

Noida, India:  
Cosmetics 

Beijing, China:  
Wellness 

Noginsk, Russia:  
Cosmetics 

Warsaw, Poland:  
Cosmetics 

Kunshan, China:  
Cosmetics 

Sales regions:
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Sustainability is core to who we are as  
a company – it is integral to our Swedish 
heritage, our brand and our mission to 
fulfill dreams. Our long-term commitment 
to sustainability is also reflected in our 
Beauty by Sweden brand positioning – 
beauty is about more than how you look, 
it’s about how you feel, live and act. 
Taking action to increase the company’s positive impact on 
people’s lives while reducing any negative impact on the 
environment is a key part of our sustainability strategy. This 
combination is fundamental to our sustainability strategy’s 
three core areas: Opportunities for Consultants, Respect for 
Nature and Passion for People.

This detailed strategy taps into the very heart of the Oriflame 
business model, where opportunities provided to Consultants 

Sustainability 
strategy

translate into real, positive change. This can range from a 
simple increase in disposable income and the social impact 
this has on a family, to increased business skills, improved 
self-esteem and confidence as well as a newly acquired 
sense of belonging. The company’s efforts to reduce its envi-
ronmental impact focuses on actions that offer the greatest 
opportunity and possibility to achieve change. Recent devel-
opments in relation to climate change and loss of biodiversity 
indicate that achieving fundamental change is more urgent 
than ever. Our newly set target to reduce the company’s 
environmental footprint per unit of product by 50% by 2030 
demonstrates Oriflame’s serious commitment to eliminating 
any negative impact resulting from the business.  

There has also been an increased interest in sustainability 
among employees, investors and Consultants. Being in a po-
sition to meet their expectations of Oriflame as a company is 
very important to us. In fact, for all of the reasons mentioned 
above, delivering on our sustainability strategy is vital. 

Sustainability 
Strategy

Opportunity  
for Consultants

Respect  
for Nature

Passion for People
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Three strategic focus areas Strategy structure
These three core areas are underpinned by 12 sub-areas 
which contain 44 targets with different time horizons, with 
most new targets set for 2025. Oriflame has also created a 
number of 2030 targets to align the company with the UN 
Sustainable Development Goals and to push its sustaina-
ble initiatives even further.Opportunity for Consultants

Focusing on the value we can offer our Consultants, this section addresses the 
income opportunity and subsequent increase in flexibility and freedom. It also 
highlights empowerment and skills creation, as well as access to a local and an 
international community of likeminded people. 
 
Read more about our Opportunity for Consultants on pp. 24–33.

Respect for Nature
In this part of the report we address the environmental aspects of our 
business, such as packaging and formulations, as well as the impact 
our business has on forests, water and climate. 
 
Read more about our Respect for Nature on pp. 34–69.

Passion for People
This section covers everything related to sustainability and people across our 
value chain – from our consumers and Consultants, to our employees and our 
suppliers’ employees. This includes topics such as our supplier Code of Con-
duct related work, our consumer safety work and our efforts to create socially 
responsible products. 
 
Read more about our Passion for People on pp. 70–91.

1

2

3

Growth &  
development

Sense of 
belonging

Additional  
income

Climate

Water

Forest

Formulations

Socially responsible 
products

Packaging 

Employee experience

Human rights 

Consumer safety

Sustainability 
Strategy

Opportunity  
for Consultants

Respect  
for Nature

Passion for People
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Our business reaches more than three 
million Consultants every year, giving 
us a truly unique opportunity to touch 
lives. This is central to Oriflame’s busi-
ness model, and at the core of our 
sustainability strategy. 

Our business’ impact on people’s lives is truly inspiring. Social sell-
ing gives people – most often women – a real opportunity to earn 
an income within a more flexible framework than traditional em-
ployment, and combine it with childcare, studies or working from 
home. One of the most important advantages is the flexibility and 
freedom that our Consultants get from the business opportunity. 

Furthermore, when someone becomes an Oriflame Consultant, 
they get access to a network, to trainings, to meetings and events. 
They also earn recognition, which boosts their self-esteem and 
confidence, as well as their abilities.  

All these benefits enable development, in places where this 
impact plays a more important role. To keep moving forward, 
we want to continue bringing positive sustainable change to our 
Consultants’ lives while contributing to economic development. 

Our vision is to become the #1 Beauty company selling direct. 
By reaching for this goal, our business will become even more 
accessible to people around the world. This opportunity, together 
with people’s natural desire to improve their lives, will create real, 
positive change. 

Opportunity  
for Consultants
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Additional income
Oriflame’s business model creates value by offering 
people around the world the chance to improve their 
lives: enabling entrepreneurial opportunities for Oriflame 
Consultants as well as a unique shopping experience for 
customers. In 2019, Oriflame has more than three million 
registered actives in over 60 countries, generating annual 
sales of around €1.3 billion.  

Anyone can become an Oriflame Consultant, if they live in 
one of our markets around the world. They can save money 
on the products they purchase for themselves and their 
families and either earn a little extra income through part-
time work or go full-time and develop a career in direct 
sales. Most Consultants choose the former option.  

In addition to the immediate profit of around 20% that 
Consultants make when they sell a product, we also 
distribute bonuses and other forms of recognition. In 2019, 
we distributed more than €350 million, a decrease from 
€370 million in 2018. The reduction was primarily due to 
the change in geographical mix, as well as to lower plan 
recognition costs in Asia and Turkey due to lower sales.  

Because the majority of Oriflame Consultants are wom-
en living in developing countries, this type of additional 
income can make a big difference to their lives. 

Trustworthy business partner
It is of the utmost importance to Oriflame that we act 
as a trustworthy business partner towards all Oriflame 
Consultants.  

Oriflame is a member of both the Direct Selling Association 
(DSA) in the countries it operates and the World Federation 
of Direct Selling Associations (WFDSA), which is chaired 
by our CEO. As a member of WFDSA, Oriflame pledges 
annually to abide by the Code of Ethics outlined by the 
Federation. The Code of Ethics is a set of guidelines which 
ensures that companies operating in the direct selling 
industry treat their sales force and customers ethically  
and fairly.  

As part of the process to become a Consultant, everyone 
must sign and comply with the Oriflame Code of Ethics and 

Total amount paid out to Consultants and Leaders annually 

rules of conduct. In line with Oriflame ethical standards, 
Oriflame Consultants are expected to, and shall comply 
with any and all legal requirements of the country where 
they operate their Oriflame business.  

Consultant satisfaction
It is important we understand how all our Consultants are 
getting on – wherever they are in the world and however 
much they are selling and earning. Measuring their satis-
faction provides insights into how our brand meets their 
expectations and how we can work with improvements 
within each region.  

We’ve been using the Net Promotor Score (NPS) to meas-
ure Consultant satisfaction in all our markets since end 
of 2017 and continue to use it actively. The NPS shows us 
how likely Consultants are to recommend Oriflame to a 
close friend or relative. In addition, we also measure other 
satisfaction metrics such as customer service, product 
availability and product quality. We gather feedback 
about their expectations, as well as indications on how 
and where we can improve. This process helps us to iden-
tify improvement areas in all our markets. 

In 2019, 85% of the participating countries had improved 
their NPS results, meaning that the number of those happy 
to recommend Oriflame is increasing. Our goal for 2020 is 
to do even better on our loyalty index. 

400
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“I knew from the start that 
with Oriflame’s Success 

Plan, I can earn money and 
build a brighter future. ”

Rengthangpuii Sailo 
Director, India
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Growth and development
Personal and professional development is an important 
part of our value proposition. We aim to provide our 
Consultants with a rewarding journey, and we deliver 
on this by offering several tools and trainings. The Direct 
Sellers Study conducted by Seldia (2018), showed that 
growth and development is very important for Direct 
Sellers. 72% concluded that their people skills have 
improved and 66% stated improvements in business  
management and sales skills, as a result of working with  
direct selling. 

Oriflame’s digital strategy has a consultant-centric  
approach, which means that the initiatives are shaped  
from the perspective of how the Consultants are empow-
ered to sell, recruit and manage their business using the 
latest digital tools. 

Oriflame Academy is an educational system with differ-
ent training modules for each Oriflame Consultant level. 

Participation in Oriflame Academy will give Consultants 
the knowledge they need to move to the next steps of their 
career and build professional skills. Oriflame Academy 
consists of business trainings, beauty academy, wellness 
academy and e-learnings. The purpose of these trainings is 
learning business skills as well as more about our products 
in order to move to the next step of the Consultant’s career. 

Our micro-courses library now includes 27 videos and  
micro-courses on Oriflame products, business opportuni-
ties, sales and recruitment skills and sponsor’s skills. 

A total of 50 markets have implemented the e-learning 
platform (an increase from 41 in 2018) and more than 
167,000 courses were completed by Consultants during  
the year. 
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Sense of belonging
Beyond offering our Consultants tools and training, we also 
provide them with the opportunity to attend conferences 
and events, as well as daily activities and interactions with-
in our network. The personal benefit of meeting new people 
via direct selling is strongly attested by 85% of Direct 
Sellers according to the Seldia Direct Sellers 2018 survey.  

Oriflame Consultants belong to a friendly, dynamic and 
global community that is committed to improving their 
wellbeing. Because of this, we believe that joining Oriflame 
gives many of our Consultants something beyond access to 
income and new skills.  

Oriflame international conferences
Our conferences are one of Oriflame’s key incentives 
when it comes to building the Oriflame community and 

creating a sense of social belonging. They also help 
us promote recognition, motivation and performance 
among Consultants, primarily leaders. Conferences are 
an excellent occasion to share examples of best practice 
by successful leaders across various regions, and for us to 
share our sustainability achievements. Conference also 
provide an opportunity for increased understanding of the 
Oriflame brand and culture. Each year, Oriflame organis-
es global, regional and local conferences in new inspiring 
international locations, enabling people from all around 
the world to meet and better understand each other.  

Oriflame Conferences are one of our strategic growth 
drivers and an incredibly powerful motivation for our 
Consultants. But beyond motivation, our conferences also 
inspire and connect people.
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OPPORTUNITY FOR CONSULTANTS 

Goals and commitments

1.

2. Year
on year

Continue to grow the business in order 
to increase the total amount paid out to 
Consultants annually.

We want our Consultants to recognise 
Oriflame as a good opportunity to earn an 
additional income and gain an increase in 
freedom and flexibility in their daily life. 

On track 

During 2019, we distributed €350 million directly 
to Oriflame Consultants through bonuses and 
other forms of recognition, a decrease from 
€370 million in 2018. 

We will set a baseline in 2020 and measure this 
commitment going forward. 

Commitment ProgressDeadline Comment

Additional income

5. Year
on year

We want our Consultants to recognise 
Oriflame as a good environment for meaning-
ful and fun activities, making new friends and 
feeling that they are part of a community. 

On track We will set a baseline in 2020 and measure this 
commitment going forward. 

Commitment ProgressDeadline Comment

Sense of belonging

3.

4.

Year
on year

Year
on year

Provide our Consultants with classroom  
trainings and e-learnings to build sales,  
marketing and beauty skills.  

We want our Consultants to recognise 
Oriflame as a good opportunity for  
learning and self-development and  
as a result, perceive that they have: 
• Become more confident 
• Improved their self-esteem 
• Improved their skills 

On track

On track 

A total of 50 markets have implemented the 
e-learning platform (an increase from 41 in 2018) 
and more than 167,000 courses were completed by 
Consultants during the year.

We will set a baseline in 2020 and measure this 
commitment going forward. 

Commitment ProgressDeadline Comment

Growth & development

Year
on year
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Respect  
for Nature

For more than a decade we have 
been systematically trying to reduce 
our impact on nature. We started by 
identifying and understanding how 
we impact the world around us –  
within our own operations and along 
our full value chain. From this foun-
dation, we have built a sustainability 
strategy with a focus on our most sig-
nificant impact areas, where we have 
the biggest opportunities and possi-
bilities to achieve change. 

Respecting nature starts by truly valuing its contributions. This in-
cludes valuing the services nature provides, such as clean air and 
water, a stable climate, fertile soil and vibrant wildlife. 

Our aim to become a sustainable company is reflected in a num-
ber of environmental initiatives. In practice, this means preventing 
deforestation, avoiding the pollution of air, land and waterways, 
decarbonising our demand for energy, fuel and ingredients, safe-
guarding animal welfare, and driving demand for environmentally 
responsible products both in terms of the formulations and ma-
terials we use and the packaging we choose. Our environmental 
policy is integrated in our Code of Conduct and followed up by 
27 environmental goals and commitments, outlined on pp. 64–69.  

By 2030, we aim to reduce our environmental footprint by 50% 
per unit of product produced. 
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Reducing environmental 
impact – our journey

2011 2013 2015 2017 20192010 2012 2014 2016 2018

Replaced synthetic alcohol with natural origin. 
 
Started implementing post-consumer recycled 
(PCR) plastic in our packaging. 

Started our internal energy audit program at 
offices and factories.

Launched Ecobeauty – the first global 
cosmetics range to partner with the 
four independent global organisations 
for sustainable and environmental 
responsibility: Fairtrade, Ecocert, the 
Vegan Society and Forest Stewardship 
Council (FSC™). 

Launched the world’s first shower 
gel with 100 % segregated palm oil – 
Swedish Spa shower gel. The product 
is no longer in our product portfolio.

Started CDP forest reporting.

Launched first range containing plant 
stem cells.

Conducted a global water impact study 
to identify our water footprint.  

Started purchasing 
sustainable Mass balance 

certified palm oil.

First Sustainability report 
launched.

Installed solar panels at 
our wellness factory  

in India.

All new rinse-off products on the 
market produced with natural origin 
exfoliants only.

Our two new manufacturing sites in 
Roorkee, India and Noginsk, Russia 
were LEED® certified – a green 
building certification that recognises 
best-in-class building practices. 

Launched biodegradable cosmetic 
wipes, cloth sheets masks and nail 
polish remover pads.

Main office in Moscow was BREEAM 
certified – another green building 
certification.

Relaunched Ecobeauty with a focus 
on organic certified products.

Stopped manufacturing older 
products with plastic microbeads  
and glitter.

Launched Love Nature  
rinse-off range with bio- 
degradable formula.

100 % renewable electricity 
in place at all Oriflame 
operated sites.

Launched Discover 
Kamchatka and Costa 
Rica with biodegradable 
formulations.

100% climate neutral operations. 

Relaunched Love Nature skin 
care with organically sourced 

extracts and oils, zero silicones, 
biodegradable rinse-off prod-

ucts, natural origin exfoliants, 
zero parabens, and PCR plastic 

in the bottles. 

Organised our first two climate 
neutral conferences.  

Started calculating our greenhouse gas 
emissions.

Started covering 100% of palm oil with 
RSPO credits, while supporting market 
transformation towards sustainable 
palm oil products – one of the first in the 
cosmetics industry to take this initiative. 

Initiated our collaboration with 
Rainforest Alliance and developed a 
global Responsible Paper Sourcing 
Commitment.

Started CDP climate change reporting. 
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Water
WE ARE LIMITING OUR IMPACT ON 
WATER – GLOBALLY AND LOCALLY

To add credibility to our developments, we independently 
test our products to ensure they pass the OECD testing 
protocol for biodegradability. This is a wonderful vehicle 
to help educate Oriflame Consultants and consumers 
about responsible product usage and respect for our water 
resources. 

In 2019 we relaunched the Love Nature skin care range with 
all rinse-off products having biodegradable formulations. 
Not only are the formulations biodegradable but they also 
contain organically sourced extracts and natural origin 
exfoliants. 

There is increasing pressure on global water resources 
– from population and economic growth factors, climate 
change and water pollution, to competition for water 
resources. The decline of available fresh water (at the right 
quality and quantity level) has been identified as one of the 
top five impact risks in the World Economic Forum’s Global 
Risks Report 2020. Water issues are a global challenge, but 
because we operate in water-scarce countries it is impor-
tant for us to consider the implications at a local level too.  

In our business, we depend on water throughout the 
product lifecycle, in particular during our manufacturing 
process, consumer usage and raw material sourcing. 
Therefore, there are two main challenges we need to  
address: water pollution and water scarcity. 

To understand these challenges better, we conducted a 
water impact study on the lifecycle of a representative se-
lection of our key products. The results helped us to define 
the focus areas for our water strategy and to strengthen our 
commitments. For example, the study showed that over the 
lifecycle of a shampoo, 88% of freshwater use is generated 

by consumers. As a result of this insight, we are looking at 
ways to engage our consumers around more sustainable 
water use, whilst also looking into opportunities for devel-
oping waterless products.  

No microbeads  
Microplastic contamination is identified as a cause of water 
pollution. A variety of pollution sources have been iden-
tified, including the use of plastic microbeads in cosmetic 
formulations. We therefore decided to stop using plastic 
microbeads and plastic glitter in our cosmetic rinse-off 
products and started testing alternatives in early 2013. We 
identified a number of alternatives of natural origin, includ-
ing plant waxes, nutshells and seeds that all met our high 
performance and safety expectations. By the end of 2016, 
we had stopped manufacturing older rinse-off products 
with plastic microbeads and glitter. In 2019, we continued 
to use only natural origin scrubs in all of our exfoliating 
cosmetic products. 

Biodegradable formulations  
We also know that rinse-off products have a high end-of-
life impact – they end up in the water system and may have 
an impact on ecosystems. It is therefore important to us that 
we improve our raw materials’ biodegradability and our 
goal is that all newly developed skin care and personal 
care rinse-off products will be biodegradable by 2025.  
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Achievements in 2019
• Launched our first skin care range with biode-

gradable rinse-off products 

• 100% natural origin exfoliants 

• 18% reduction in water usage per produced unit 
at manufacturing sites since 2015 

Biodegradable wipes 
The material we use to make cosmetic wipes, cloth sheet 
masks and nail polish remover pads has been biodegrad-
able since 2015. This means the material will break down 
naturally, as long as it is disposed of correctly and not 
flushed down the toilet. 

Improved water management at 
manufacturing sites  
At the end of 2019, we sent out water questionnaires to five 
of our manufacturing sites to collect more information about 
their water usage*.  

*Our wellness factory in China was excluded from the water reporting, since 
they manufacture products that do not require water. 

Our manufacturing sites withdraw groundwater from wells 
and/or water from a municipal supply source. To make sure 
we have a secured water supply, we either have two wells 
on site or complement one well with a municipal supply.  

Four of our manufacturing sites have effluent treatment 
plants, where the wastewater is discharged into the munic-
ipal sewage network after treatment. Our wellness factory 
in India is designed to reuse 100% of its water, for example 
by using the water from the effluent treatment plant for 
irrigation purposes.  

Rainwater is collected in rainwater harvesting pits at two 
sites, to replenish groundwater (Wellness factory, India) 
and to reuse for lawn watering (Russia). All our manufac-
turing sites have water meters installed that are measured 
daily and/or weekly. So far, none of these manufacturing 
sites have experienced major water delivery interruptions. 

We focus on improving water efficiency and are committed 
to reducing water use at our manufacturing sites by 15% 
per produced unit (compared to a 2015 baseline) by 2020. 
Since 2015, the water usage per produced unit has de-
creased by 18%.   RE
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Forest
WORKING TOWARDS SUSTAINABLE 
FORESTRY PRACTICES

Forests are a vital part of global and local ecosystems: they 
provide habitats, preserve biodiversity, clean our air and 
water, absorb carbon and provide people with materials, 
food and livelihoods. The largest threat to our forests today 
is deforestation. According to the World Wildlife Fund 
(WWF), 18.7 million acres of forests are lost annually due  
to deforestation. 

Our main raw material by weight is paper, which we use for 
catalogues (87%) and product packaging (13%). Palm oil is 
another important raw material used in many of Oriflame’s 
cosmetic products. We purchase palm oil and palm kernel 
oil-based derivatives. Because a significant proportion of 
our impact comes from the raw materials we use, we need 
to make the right decisions about how, where and what we 
source to avoid deforestation. We report our forest-related 
risks for timber and palm oil annually to the CDP, formerly 
the Carbon Disclosure Project, a not-for-profit charity that 
runs global disclosure systems for investors and companies 
to manage environmental impact. In 2019, we received 
score C in the CDP Forest questionnaire for both timber and 
palm oil.  

Paper in catalogues and packaging 
from credibly certified sources
We started working towards sustainable forestry practic-
es in 2010. In collaboration with the Rainforest Alliance, 
we developed a global Responsible Paper Sourcing 
Commitment, which we updated again in 2014. Our main 
goal is to source 100% of our paper and board packaging 
and catalogues from either credibly certified sources* and/
or recycled materials by 2020. In practice, this means giv-
ing preference to Forest Stewardship Council (FSC™) certi-
fied paper when possible. In certain markets, where FSC™ 
certification is not available, we allow other certifications 
that meet our minimum requirements, such as Programme for 
the Endorsement of Forest Certification (PEFC). For 2020, 
we are planning on updating our forest-related targets and 
will develop a Group Forest Commitment to replace our 
current Responsible Paper Sourcing Commitment.  

For 2019, 100% of our paper packaging, product leaflets 
and catalogues came from recycled materials or credibly 
certified sources*, in accordance with our paper commit-
ment. This was an increase from 96% in 2018. If we only 
look at the packaging products and leaflets, 99% comes 
from certified sources or recycled material. But, due to 
the large amounts of catalogue paper we use, we end 
up at 99.8% (rounded to 100%) of all paper from credibly 
certified sources* or recycled materials. Our paper supplier 
questionnaires for product packaging, accessories and 

Paper packaging, product leaflets and catalogues  
from credibly certified sources* or recycled materials

catalogues have been developed by Rainforest Alliance to 
verify supplier claims of FSC™ certification or other credibly 
certified sources. 

Certified palm oil  
Palm oil is one of the world’s most widely used raw materials 
and its demand continues to rise. This is a problem because 
its cultivation has serious environmental impact – such as 
large-scale deforestation and habitat loss, soil erosion, 
pollution and climate change. However, compared to 

Product packaging and leaflets
Catalogues

100

75

50

25

0
2014

93 %

2015

97 %

2016

99 %

2017

97 %

2018 2019

96 % 100%

Target (100 %)

%

*Source is defined as the paper mill 

RE
SP

EC
T 

FO
R 

N
A

TU
RE

4342



other vegetable oils, palm oil gives the highest yield per 
hectare. According to WWF, palm oil supplies 35% of the 
world’s vegetable oil demand on just 10% of the land. To 
get the same amount of other vegetable oils you would 
need between 4 to 10 times more land and in return shift the 
problem to other parts of the world. Furthermore, millions 
of smallholder farmers depend on producing palm oil for 
their livelihood. Therefore, we want to take action to source 
palm oil more sustainably. 

The Roundtable on Sustainable Palm Oil (RSPO) is a not-for-
profit with more than 4,000 members that unites stakehold-
ers from the palm oil industry. The RSPO has developed a 
set of environmental and social criteria which companies 
must comply with in order to produce Certified Sustainable 
Palm Oil. We use palm oil and palm kernel oil-based 

*RSPO have developed a standard for the certification of sustainable  
palm oil production. For more information, please visit www.rspo.org.

derivatives in many of our cosmetic products. Since 2010, 
we have been covering 100% of our consumption with Book 
& Claim Credits from the RSPO. We were among the first 
companies in the cosmetics industry to do so. This means 
we actively and effectively engage supply chain actors for 
palm oil to be part of sustainable palm oil trade and take 
steps to support the production and use of sustainable oil 
palm products. Today, we are committed to sourcing 100% 
sustainable certified palm oil* by physical supply chain by 
2020. During 2019 we increased our efforts and moved 
from 39% to 76% Mass Balance certified palm oil. This 
was mainly due to some of our suppliers switched to Mass 
Balance certified palm oil. While there is enough of palm 
oil available in its raw form, there is a very limited supply of 
its derivatives. Because it is these derivatives that go into 
our product ingredients, we cannot switch as quickly as we 
would like to physically segregated palm oil. Although there 
is a limited supply of these derivatives, we plan to move 
from 76% to 100% Mass Balance certified palm oil by the 
end of 2020. 

We have been an active member of the RSPO and have 
participated with varying frequency in conferences, com-
mittees and working groups since 2011. 

In 2019, we were included in the Palm Oil Buyers Scorecard 
2020 from WWF. The scorecard measures the progress 
of palm oil buyers to increase transparency of palm oil 
use. Oriflame score 12.5 out of 22 points and was ranked 
Middle of the Pack. In order to reach the top, we need to 
make improvements in our own supply chain, for example 
by increasing traceability and requiring suppliers to have a 
deforestation-free policy. 

Achievements in 2019
• 100% of all paper packaging, product leaflets 

and catalogue paper combined comes from 
credibly certified sources* or recycled materials 

• 76% of Mass Balance certified palm oil, and the 
remaining consumption (24%) covered by RSPO 
Credits 

Sustainably certified palm oil 

Target (100 % Mass Balance)
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Climate
TAKING ACTION TO REDUCE 
EMISSIONS ACROSS OUR BUSINESS

Greenhouse gas emissions are a serious global challenge 
and a major factor in global warming and climate change. 
Each year, the United Nations report increasing levels of 
carbon dioxide (CO2) and other greenhouse gases (GHG) in 
the atmosphere. These emissions contain particles that result 
in local air pollution and health issues. In the years to come, 
changing global climate patterns will incur more extreme and 
unpredictable weather, including more frequent and intense 
storms, heat waves, droughts and floods. The World Economic 
Forum’s Global Risks Report 2020 ranks extreme weather as 
the top risk in terms of likelihood.  

Our business impacts the climate, both directly via our oper-
ations and indirectly via our supply chain. Oriflame is present 
in countries that are already experiencing the severe effects 
of climate change, which motivates us to take action to reduce 
our impact. We have also identified changing weather 
patterns as a potential risk for decreased or irregular raw ma-
terials supply. It is important for us to act now in order to help 
speed up the transition towards a low-carbon economy. 

We report our climate-related risks annually to the CDP and in 
2019 we scored B.

Reduced impact since 2010
By implementing a company-wide emissions reduction pro-
gram in 2010, we have reduced our absolute emissions by 
48% since then. Compared to 2018, we have achieved an 
emission reduction of 19% in absolute terms. This is mainly 
due to decreased travel and lower travel emission factors 
compared with last year.  

Since 2010, we have undertaken a wide range of initiatives 
to reduce our current scope of emissions: 

• We implemented an energy audit programme at our 
factories and offices in 2011 and have since then annually 
conducted energy audits with a focus on environmental 
sustainability, including energy efficiency, water con-
sumption and waste. The results have helped us identify 
areas of improvements and to establish energy saving 
programmes.   

• We have developed a logistics programme to gradually 
consolidate local warehouses and move our product 
sourcing, catalogue printing and Global Distribution 
Centres closer to our major markets. Since 2010, we 
have reduced our emissions from global logistics trans-
portation by 20% per pallet shipped. We are continu-
ously reviewing packaging and loading routines to fit 
more into each truck and container. When selecting 
road carriers, minimum 85% of the substituted equipment 
should meet the environmental standard Euro 4, Euro 5 
or Euro 6.  

• Our aim is to certify all our new construction and major 
renovations. In 2015, we built two new manufacturing 
sites in Noginsk, Russia and Roorkee, India with LEED® 
certifications. LEED® is a green building certification 
recognising best-in-class sustainable building practic-
es. The following year, our main office in Moscow was 
BREEAM certified – another green building certification 
that helps drive sustainable improvements through oper-
ational efficiency. Our factories in Russia and Poland are 
annually assessed by EcoVadis – a scorecard to assess 
environmental, social and ethical risks. In the last two 
years, we have received gold certification, the highest 
score, for both sites. Our factory in Poland was placed 
among the top 5% of companies assessed by EcoVadis.  

Our next step is to set company-wide GHG emission 
reduction targets aligned with the latest climate science for 
2030. We have joined the Science Based Targets initia-
tive and are currently conducting a Scope 3 assessment 

Absolute GHG emissions over time

Relative GHG emissions over time

We set our current scope of emissions in 2010 and it 
includes our own operations (Scope 1 and 2), as well as 
water, waste, employee business travel, Consultants’ 
travel to international conferences, electricity transmission 
and distribution losses and logistics transports (Scope 3).  

Our goal for 2020 is to reduce emissions relative to sales 
by 50% (from a 2010 baseline). In 2019, we reached 37% 
emission reduction.

*From 2018 IFRS 15 was implemented and had a negative impact on sales levels 
compared over time. 
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2020 target (<20.2)

Did you know?
All our own manufacturing sites* have climate-re-
lated operational targets that are followed up 
annually. Since 2015 our manufacturing sites have 
reduced their energy Scope 1 and 2 emissions per 
produced unit by 66% and reached its 2020 tar-
get already. This is mainly due to our investment in 
2018 in renewable electricity for all our own fac-
tories, but also energy efficiency improvements. 
Since 2015 the electricity use per produced unit 
has decreased by 14%.  

We have also implemented the following certified 
management systems to ensure we constantly 
continue to improve our performance: 

• ISO 9001:2015 – Quality management systems 
(All) 

• ISO 14001:2015 – Environmental management 
systems (Poland, Russia) 

• OHSAS 18001:2007 – Occupational Health 
and Safety Management Certification (Poland, 
Russia) 

• ISO 22716:2007 – Good manufacturing prac-
tices (Poland, Russia, India)

to understand the climate impact from our full value chain. 
Based on the results we will develop a baseline to set 
1.5°C-aligned science-based targets across our operations 
and value chain. Once the targets are set, we will reach 
along our value chain to find and create opportunities for 
emission reduction among our suppliers and consumers.

100% renewable electricity 
Since 2018, we have purchased traceable renewable 
electricity for all Oriflame operated sites. For 2019, we 
have matched our electricity consumption with Guarantees 
of Origin in Europe and the International REC Standard 
(I-RECs) on other continents. The origin of this electricity is a 
mix of wind, solar and hydro. We have had solar panels in-
stalled at our wellness factory in India since 2014, covering 
around 8% of the factory’s consumption.  

GHG emission breakdown in 2019 
A majority of our emissions originate from employee and 
Consultant travel to international conferences. However, 
compared to last year, we have decreased employee busi-
ness travel emissions by 31% and Consultant conference 
travel emissions by 29%. All GHG emissions described 
below were climate compensated for. 

GHG emission sources

Energy scope 1 and 2 emissions in manufacturing
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CO2e emitted

CASE STUDY

Climate neutral operations and events 
For those emissions within our current scope that we 
could not reduce in 2019, we have decided to climate 
compensate for. This was done by purchasing carbon 
offsets in reforestation and forest conservation projects 
in India, China, Mexico and Indonesia. By balancing 
our emitted emissions with an equal amount of climate 
reduction initiatives and carbon offsets, we are climate 
neutral in our operations. However, in order to achieve 
full company-wide climate neutrality we need to under-
stand, reduce and compensate for the greenhouse gas 
emissions generated by our whole value chain. Therefore, 
we have joined the Science Based Targets initiative and 
are currently conducting an assessment of our full value 
chain’s climate impact. 

In 2019, we organised our first two climate neutral 
conferences; Gold Conference Stockholm and Gold 
Conference Monaco. For both conferences, Oriflame had 
all greenhouse gas emissions quantified and accounted 

for according to the Greenhouse Gas Protocol, including 
all attendees’ travel, meals, hotel stays, energy use etc. 
These calculations were validated by a third party, South 
Pole, to assure accordance with their Climate Neutral 
Event certification, defined by the strictest PAS 2060 
standard. Then, we implemented several emission- 
reduction initiatives to reduce ensuing climate impact. For 
the emissions we could not reduce, we climate compen-
sated with reforestation and forest conservation projects 
in India, China, Mexico and Indonesia.  

The next step for 2020 is to make all our global and 
regional conferences climate neutral by quantifying and 
reducing emissons and climate compensating for any 
remaining climate impact.

Our climate-compensating projects are described in de-
tail on pp. 51–52. In total for 2019, Oriflame contributed to 
the protection of six million trees and reforestation of half 
a million trees in India, Indonesia, China and Mexico. 

Reforestation with 
Teak trees in Mexico  

Rimba Raya 
Biodiversity Reserve 
in Indonesia 

The project converts land cleared for agriculture and 
livestock back into forest land, which improve biodiversity 
and increase carbon sequestration to mitigate global 
warming. The project activity covers the state of Tabasco, 
Chiapas and Campeche, in the south of Mexico. It 
consists primarily of planting Teak trees to convert the 
cleared land into forest land. Beyond the climate benefits, 
the project supports regional economic development by 
providing locals with jobs, for example through training in 
forest management, and by creating a sustainable supply 
chain of Teak wood.  

The Rimba Raya Biodiversity Reserve project reduces 
GHG emissions by protecting tropical peat swamp for-
ests from deforestation for palm oil production. Located 
on Borneo’s southern coast in Indonesia, the project also 
protects ecosystem biodiversity and conserves habitats 
for endangered species such as the orangutan. The pro-
ject not only sequesters carbon and protects habitat for 
local wildlife, it also promotes sustainable development, 
particularly regarding environmental education and 
economic capacity building.  

CO2e reduced  
and offset

Offsetting our 
emissions to enable 

climate neutral 
operations
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CASE STUDY

Achievements in 2019
• 48% absolute reduction in GHG emission  

since 2010

• 100% climate neutral operations  

• 100% renewable electricity at all Oriflame  
operated sites since 2018 

• Organised our first two climate neutral  
conferences

TIST program in India  

The project involves converting the forest, which was 
previously logged to protected forest status. The 
state-owned forest is located in the Inner Mongolia 
Autonomous Region of China and Improved Forest 
Management (IFM) is also incorporated in the project. 
The carbon sequestration from the trees carries signifi-
cant benefits, by acting as a sink for GHG emissions in the 
atmosphere some of the harmful effects of air pollution 
are lessened. The project activity will also contribute to 
sustainable development by enhancing biodiversity and 
protecting the area against soil erosion. 

The International Small Group and Tree Planting Program 
(TIST) is located in Tamil Nadu in the south of India. The 
main project activity is to support farmers plant trees on 
their land. TIST provides an administrative backbone that 
supports this through training in building nurseries, tree 
planting, conservation farming, building fuel-efficient 
stoves and malaria and HIV/AIDS prevention. Combining 
sustainable development with carbon sequestration this 
project greatly enhances the reforestation and biodiver-
sity efforts of subsistence farmers, while also providing 
them with a sustainable income source.

Keyihe Forest 
Conservation in China   
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Packaging
WE ARE STRIVING FOR MORE 
SUSTAINABLE PACKAGING 
SOLUTIONS

Product packaging is an important part of the consumer
experience and ensures the safety and performance of
the products delivered to the consumer. Due to the consump-
tion of natural resources during production, and even further 
during its disposal at the end-of-life phase, Oriflame product 
packaging plays a large part in our environmental impact.

It starts with packaging design
Our cosmetics packaging materials by weight consist
mainly of glass (46%) and plastic (41%), but also of paper
and other wood-fibre materials (9%) and metals (4%). The
environmental impact of our product packaging starts with
the packaging design. By selecting which materials and how
many different ones are used, with overall weight and size
optimisations considered, we have the opportunity to reduce
our environmental impact throughout our supply chain. 

We strive to make our packaging recyclable, with the aim
that it can be disposed of responsibly where recycling
facilities are available. For a long time, we have been
working with finding the right balance between more light-
weight packaging and durability. We never compromise
on the quality of our packaging. When we develop a more

lightweight packaging, tests are conducted to make sure
the packaging quality is approved. We are committed to
reducing the overall weight of packaging material used in
our cosmetics and wellness products annually. We have also
committed resources to packaging materials development,
with successful trials in bio-polymers and bio-based materi-
als. By 2025, 75% of our cosmetics and wellness products’
packaging will be designed to be fully recyclable, reusable
or compostable.

We have also made further steps forward towards a sustain-
able material strategy and design for recycling guidelines.

Reducing the impact from plastic
Global production and consumption of virgin plastics 
continues to rise and with limited access to correct waste 
disposal, this is leading towards worldwide plastic pollution, 
with implications for human health, animal health and our 
climate. Since a majority of our products’ packaging is made 
from plastic, we want to move from virgin plastics to renewa-
ble materials or post-consumer recycled (PCR) plastics.

In 2011, we started to specify PCR plastic in some of our tube
packaging and our ambition is to increase usage across all
our brands. We are committed to increase the PCR content
of PE and PET cosmetic packaging by 20% by the end of 
2020. In 2019, a total of 188 tonnes of PCR plastic was used
in our products, replacing virgin plastic. This is an increase 
from 120 tonnes in 2018. We currently have around 11% PCR 
material in our PE and PET cosmetics packaging. 

In the longer-term, our ambition is that by 2025, a significant
share of Oriflame’s plastic packaging will be from PCR, 
biobased or other sustainable materials. We will also inves-
tigate more smart refill systems for our products. This way we 
can reduce the amount of materials used for our products 
and the end customer can reuse the product packaging for 
the same purpose.
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Reducing waste in our value chain 
Waste is a significant impact area for our business. Due to
our presence in markets that lack a recycling infrastructure,
a large proportion of our product packaging ends up in
landfill. This is problematic as unmanaged landfill creates a
lot of harmful gases and contaminants, including methane –
a particularly potent greenhouse gas. In addition, informal
landfills are present in many of our markets, contributing
to street pollution and the pollution of water streams and
eventually oceans.

We are aware of the scale of our waste challenge and are
committed to tackling it. Much of our progress will come
from creating better, more efficient packaging from the very
start. Our primary focus areas are the removal of unneces-
sary packaging, weight optimisation and selecting more
sustainable materials such as renewable and PCR plastics. 
We are also planning on finding new ways to help our 
Consultants to recycle their packaging waste.

Certified paper packaging
We have been working with the Rainforest Alliance since 
2010 to improve and monitor the impact of our paper and 
other wood-based packaging. With their help, we have set 
a goal to source 100 % of product packaging from FSC™ 
certified sources. In 2019, 60% of our paper packaging and 
leaflets were from FSC™ certified sources. 39% were from 
from recycled materials, with the remaining 1% from uncerti-
fied sources. The reason for the reduction in materials from 
FSC™-certified sources in 2019 is due to an increase in the 
number of assessed suppliers , with some of the new suppli-
ers using a large amount of recycled materials.

Achievements in 2019
• 99% of our paper product packaging from FSC™ 

certified sources or recycled materials

• 188 tonnes of recycled plastic replaced virgin 
plastic in our product packaging 

• Zero waste to landfill for our own manufacturing 

• 7% of reduced manufacturing waste per pro-
duced unit since 2015  

Packaging optimisation
We started a focused programme of packaging optimi-
zation in our supply chain which is in the process of being 
implemented. Highlights include a transit carton reduction 
from 32 to 16 formats which resulted in savings of 50 tonnes 
of CO2e, 90 tonnes of wood and 1.2 million liters of water.  
In the project we also managed to reduce our material 
usage with 17 tonnes of plastics which resulted in saving of 
46 tonnes of CO2e.

Zero waste to landfill 
It is also important for us to address the waste that is cre-
ated across the rest of our business. In 2019, we reached 
our 2020 target of zero waste to landfill across our own 
manufacturing sites, one year ahead of time. 100% of our 
manufacturing waste avoided landfill, with the vast majority 
going to recycling. 

*2018 data was reassessed and updated from 79% to 84%. 

Product packaging from FSC™ certified sources  
and recycled materials

Target (100 %)
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Formulations
GOOD FOR YOU,  
KIND TO THE PLANET  

Our product formulations have an environmental impact 
during production, as well as during and following consumer 
usage. This is why we need to take the right decisions re-
garding which raw materials we select, as well as how and 
where we source them from.  

Partnering with nature
Nature and raw materials from nature play an important part 
in our product philosophy. Our respect for nature means we 
don’t use materials derived from protected or endangered 
flora and fauna. We were one of the first cosmetics compa-
nies in the world to use raw materials sourced directly from 
nature.  For example, instead of using petroleum-based 
synthetic alcohols in our Eau de Toilettes, perfumes and 
aerosols, we use natural origin alcohols that most often come 
from fermented grains – a great example of promoting the 
use of natural raw materials and reducing climate impact. 
We also have a large portfolio of natural materials including 
extracts, butters, waxes, oils and we use only natural origin 
scrubs in our exfoliating products.  

We also look to nature for inspiration during the concept 
stage and develop new formulations with ethically and 
environmentally responsible raw materials. For example, our 
search for sustainable anti-ageing actives led us to develop-
ing our own plant stem cell technology, which provides both 
performance and environmental benefits to our products. 
We are consistently increasing our portfolio of actives from 
plant stem cells technology. 

Plant stem cells technology as the origin of 
active compounds for skin care products is a 
highly sustainable biotechnological approach. 

This technology requires less plant material than traditional 
plant cultivation or sourcing and uses less energy and wa-
ter. It has no seasonal or geographical variability, avoids 
the use of toxic pesticides and enables us access to plant 
material from all over the world.  All in all, it has a minimal 
impact on ecosystems as it is independent from natural 
resources. 

Plant Stem Cells – what are they? 
Plant stem cells are the very essence of plant vitality.  They 
are unspecific cells extracted from the meristem tissue of a 
plant – the part ensuring growth such as the roots and the 
shoots.   

Plant Stem Cells are an excellent and innovative source 
of active compounds for skin and hair care as they con-
tain and produce large quantities phytocompounds and 
proactive essential substances such as amino acids, lipids, 
carbohydrates, vitamins, minerals, antioxidants and other 
phytonutrients.   

Plant Stem Cell Technology  
– how do we use this technology? 
We select various plant species based on the potential 
anti-ageing or skin health properties of their phytocom-
pounds. The selected plants and plant stem cells are culti-
vated in laboratory environment under optimal conditions 
for them to flourish as they would in nature. We then extract 
the phytocompounds from these plant stem cell cultures 
or in vitro plantlets. These extracts form the source of our 
active ingredient development. 

Focus on plant stem cells

CASE STUDY
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Raw materials integrity
We are very proactive in our approach to responsible raw 
material sourcing for cosmetics and wellness products. We 
have always paid attention to raw materials that may be 
of concern for consumers, both from a human safety and 
environmental/ethical perspective. For example, we re-
moved formaldehyde and triclosan globally, both materials 
that may raise safety concerns, and continuously asses our 
preservation system options. Certain materials with negative 
environmental impact have also been phased out over the 
years such as phthalates, and plastic microbeads/glitter 
from rinse-off products.  

From an ethical sourcing perspective, we took the decision to 
stop using natural diamond powder due to conflict concerns. 
Our cosmetic products do not contain certain potential aller-
gens such as nickel and peanut, and any fragrance allergens 
are listed on the product. Of course, we always ensure our 
raw materials do not come from endangered sources or 
materials, and we never use direct animal materials in our 
cosmetic products and our accessories. In addition, our raw 
materials are not derived from GMO sources. 

For certain raw materials that are key to the cosmetics indus-
try, such as palm oil and mica, we have taken a pragmatic 
and proactive approach by partnering with the Roundtable 
on Sustainable Palm Oil and the Responsible Mica Initiative. 
For more information about Responsible Mica Initiative, see 
pp. 86–87 and about RSPO see pp. 43–44.  

We have an expert team focused on our raw materials 
portfolio and governance, and we are actively driving the 
development of new brand-aligned raw materials.  

We are constantly researching and working with our part-
ners to seek responsible alternatives with the best safety and 
sustainability profile.

Understanding our raw materials
We have a Raw Material Rationale process in place to 
ensure that we drive the influx of new raw materials that 
are in line with our brand. Our experts continue to review 
cosmetic and wellness raw materials from a safety perspec-
tive and according to our sustainability criteria. In 2019 we 
updated our raw material sustainability criteria addressing 
the following: 

• Naturalness: this addresses origin and determines wheth-
er the material has come directly from nature or has been 
processed in some way – such as physical pressing of 
avocado oil or a biotechnical process like fermentation.  

• Environmental impact: this involves checking whether a 
material has come from an endangered plant/ecosys-
tem and evaluating its biodegradability and potential 
aquatic toxicity. 

• Ethicalness: we ensure that any raw material of animal 
origin is on our list of allowed animal ingredients, e.g. 
beeswax, milk, honey, lanolin, silk. For each of these ani-
mal ingredients we require an ethical statement ensuring 
that no animal has been harmed. We ensure that no raw 
material contain genetically modified organisms. We 
also assess our raw material for links to child labour and 
conflict concerns.  

• Traceability: We work with our partners and track the 
country in which our natural raw materials have been 
grown.  

We are also constantly monitoring scientific reports on 
environmental issues to stay up-to-date and informed. By 
building this holistic understanding of our ingredients we 
can make accurate reports to our internal and external au-
diences and know where and how to take the most impactful 
action. 

Drive through Sweden in late spring and 
you’ll encounter swathes of warm yellow next 
to fields of green. These are canola crops, 
bright, yellow-flowering plants belonging to the 
Brassicaceae family. 

Nutritionally, canola oil is very low in saturated fats, making 
it a healthy option. In cosmetics, canola oil is known for 

its exceptionally moisturising and nourishing properties, 
thanks to its rich fatty acids, sterols and Vitamin E content.   

The canola we use in our in-house products is sourced from 
a Swedish company called AAK. Much of AAK’s canola is 
grown, harvested and processed in Sweden. AAK work in 
close cooperation with Swedish farmers ensuring that the 
canola we use is responsibly managed and in compliance 
with local legislation. AAK also ensure that the canola they 
produce is non-GMO, as are all our ingredients.

Working with our partners  
– A focus on Canola [Brassica napus]

CASE STUDY

RE
SP

EC
T 

FO
R 

N
A

TU
RE

6160



Animal welfare
We are committed to marketing products that meet our own 
social and ethical standards, and those of our customers. 
Oriflame cares about animal welfare and endangered 
species and we have high standards for all the materials we 
source:  

• We do not use materials derived from animals (fur/leath-
er) in our accessory products. Furthermore, we focus on 
using synthetic hair in our brushes. 

• For some products, we use responsibly sourced animal 
by-products – such as beeswax and honey, lanolin 
derivates (a secretion from wool-bearing animals) and 
dairy products. 

• We use fish oil from sustainably managed stocks in our 
wellness food supplements range.  

We have never tested our products or raw materials on 
animals at any stage during product development. We 
have always advocated alternative test methods and use 
the latest in-vitro (non-animal) methods for any tests that 
are not ap-propriate for human volunteers – for example 
eye irritancy.  

Achievements in 2019
• 100% natural origin exfoliants 

• 100% natural origin alcohols in Eau de Toilettes, 
perfumes and aerosols 

• 100% of new raw materials and products in devel-
opment were screened through our sustainability 
review process 

• Launched new raw material sustainability criteria 
for assessing the sustainability profile of our raw 
materials  

However, in certain countries we have to submit our finished 
products for additional testing due to regulatory reasons. 
When this is the case, we offer other safety guarantees 
and try to persuade the relevant authorities to accept this 
data. We also work with the European Cosmetic Trade 
Association, Cosmetics Europe, to bring these local laws 
into closer alignment with European regulations. When 
unsuccessful, we must occasionally – and reluctantly –  
submit finished products for further testing, which may 
include animal testing. For more details, see our Animal 
Welfare Policy on our corporate website.
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1. 2020Reduce water use in factories* by 15 % by 2020. 
*Our wellness factory in China was not included in the 
target setting due to low production volumes at the time.  

Achieved Since 2015, water consumption in factories relative 
to units produced has decreased by 18%. 

Commitment ProgressDeadline Comment

Water

3. 2025To further reduce our dependency of water, 
we will launch new waterless products as part 
of a key range by 2025. 

More to do We are looking into opportunities for develop-
ing waterless products.

2. 2025By 2025, 100 % of new Skin care and  
Personal care rinse off developments should 
be biodegradable.

On track All newly developed rinse-off products in our Love 
Nature Personal care & Love Nature skin care rang-
es, along with the rinse-off products in Feel Good, 
Essentials, Essence & Co and Feminelle have been 
created with biodegradable formulations. 

7. 2020100 % of wooden pencils developed  
after 2020 will be sourced from FSC™  
certified wood.

6. 2020

4.

5.

2020Source 100% of wood fibre from credibly 
certified sources** and/or recycled material 
by 2020.

Source 100% of catalogue paper from 
credibly certified sources** and/or recycled 
material by 2020. 

Achieved In 2019, 100% of our product packaging, product 
leaflets and catalogues were compliant with our 
Responsible Paper Sourcing Commitment. 

In 2019, 100% of our catalogue paper was 
compliant with our Responsible Paper Sourcing 
Commitment.

Commitment ProgressDeadline Comment

Forest

8. 2020Source 100 % certified sustainable palm  
oil by physical supply chain by 2020. 

On track

More
to do

All wooden pencils developed after 2020 will 
be FSC™ certified. 

In 2019, 76% of palm oil in our finished goods and raw 
materials were Mass Balance certified, an increase 
from 39% in 2018. The remaining 24% were covered 
by RSPO credits. 

Source 100% of display packaging
cartons and leaflets from FSC™ certified
sources** by 2020.

On track In 2019, 60% of our paper packaging and leaflets 
were from FSC™ certified sources. 39% were from 
from recycled materials, with the remaining 1% 
from uncertified sources. 

2020 Achieved

RESPECT FOR NATURE 

Goals and commitments
Commitment ProgressDeadline Comment

9.

10.

2020

2020

Reduce GHG emissions from global Oriflame 
operations by 50 % by 2020.*
*The goal is based on emissions relative to sales  
from 2010 as our base year.

Reduce GHG emissions from stationary fuel 
and energy in factories* by 15 % by 2020.
*Our wellness factory in China was not included in the 
target setting due to low production volumes at the time. 

On track

Achieved

Since 2010, the GHG emissions relative to sales 
have decreased by 37%. 

Since 2015, the GHG emissions relative to 
units produced have decreased by 66%. This 
is mainly due to our investment in renewable 
electricity.

Commitment ProgressDeadline Comment

Climate

**Source is defined as the paper mill 
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11. 2020Reduce electricity use in factories* by 15 %  
by 2020. 
*Our wellness factory in China was not included in the 
target setting due to low production volumes at the time. 

On track Since 2015, the electricity usage relative to units 
produced has decreased by 14%. 

13.

2020Achieve 100 % renewable electricity in 
Oriflame operated buildings. 

Achieved Since 2018, 100% of electricity consumption at 
all Oriflame operated offices, warehouses and 
factories has been from renewable sources. 

12.

14.

2019By 2019, carbon offset Oriflame’s current 
scope of emissions (Scope 1, Scope 2 and 
parts of Scope 3).  

Achieved

2020By 2020, set Science Based Targets (SBT) 
for Scope 1, Scope 2 and Scope 3. 

On track We have joined the Science Based Targets initiative 
and are currently conducting a Scope 3 assess-
ment to understand the climate impact from our full 
value chain. Based on the results we will develop a 
baseline to set 1.5°C-aligned science-based targets 
across our operations and value chain.

In 2019, we climate compensated for all of our 
current scope of GHG emissions.

15.

16.

2020

2020

Reduce waste created in factories* by 15 %  
by 2020. 
*Our wellness factory in China was not included in the 
target setting due to low production volumes at the time 
and therefore not included in the results. 

Send no waste to landfill from factories*  
by 2020.
*Our wellness factory in China was not included in the 
target setting due to low production volumes at the time.  

On track

Achieved 

Since 2015, waste production relative to units 
produced has decreased by 7%. 

In 2019, 100% of all waste produced at Oriflame 
factories has avoided ending up in landfill. 

ProgressDeadline Comment

19. 2025By 2025, a significant share of Oriflame’s 
plastic packaging will be from either 
post-consumer recycled, bio-based or 
other sustainable materials. 

More to do We are currently working on improving our 
packaging data. We have an ambition to set a 
weight baseline by the end of the year based on 
our improved data. This result will give us more 
insights to set a material baseline and how to 
reach our packaging targets.

18. Year on 
year

Year on year, Oriflame is committed to 
reduce the overall weight of packaging 
material used in our cosmetics and  
wellness products. 

More to do We are currently working on improving our pack-
aging data. We have an ambition to set a weight 
baseline by the end of the year based on our 
improved data. This result will give us more insights 
to set a material baseline and how to reach our 
packaging targets.

17. 2020Use at least 20 % post-consumer recycled 
(PCR) materials in our PE and PET cosmetics 
packaging by 2020. 

More to do In 2019, a total of 188 tonnes of PCR plastic was used
in our products, replacing virgin plastic. This is an
increase from 120 tonnes in 2018. We currently have 
around 11% PCR material in our PE and PET cosmetics 
packaging. 

Commitment

Packaging

Commitment ProgressDeadline Comment Commitment ProgressDeadline Comment

20. 2025By 2025, 75% of the packaging used in our 
cosmetics and wellness products will be 
designed to be fully recyclable, reusable 
or compostable.  

On track We are currently working on improving our 
packaging data. We have an ambition to set a 
weight baseline by the end of the year based on 
our improved data. This result will give us more 
insights to set a material baseline and how to 
reach our packaging targets.

21. Year 
on year

Oriflame is committed to a year on year  
increase in our usage of refillable and  
reusable packaging.

On track We are currently working on improving our 
packaging data. We have an ambition to set a 
weight baseline by the end of the year based on 
our improved data. This result will give us more 
insights to set a material baseline and how to 
reach our packaging targets.
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23.

26.

Year on 
year

Year  
on year 

Oriflame is committed to a sustainability 
review process of 100% of our cosmetic and 
wellness raw materials. 

Pursue LEED® Green Building scheme 
certification for all new construction and 
major renovations and pursue environmental 
effectiveness on all our premises.

Achieved

Achieved

100% of cosmetic and wellness raw materials 
were reviewed under our sustainability criteria 
in 2019. 

No new construction and major renovations 
were concluded in 2019. 

Commitment

Commitment

Commitment Commitment

Progress

Progress

Progress Progress

Deadline

Deadline

Deadline Deadline

Comment

Comment

Comment Comment

Formulations

Conferences & Facilities

24. Year
on year

We are committed to having a road map in 
place for all identified raw materials of con-
cern in order to find alternatives and phase 
them out in potential future developments. 

On track We always pay attention to raw materials that 
may be of concern for consumers, both from 
a human safety and environmental/ethical 
perspective. Certain materials with a negative 
environmental impact have also been phased 
out over the years, such as phthalates and plastic 
microbeads/glitter in rinse-off products.

27. 2020By end of 2020, minimize the conference  
environmental footprint per participant on all
Oriflame’s Global & Regional conferences by 
• Organising climate neutral events verified 

by third party.
• Adding GHG emissions to the set of criteria 

for decision-making on where to locate the 
event, as well as wherever feasible to use 
environmentally certified hotels and venues.

• Start implementing the newly updated 
Sustainable Conference Guidelines.

More to do In 2019, we organised two conferences certfied 
as climate neutral. We also developed the sus-
tainability conference guidelines with the aim of 
implementing them by the end of 2020.

22. 2022Facilitate our Consultants and consumers 
need to recycle their product packaging 
by continuously increasing the proportion 
of recyclable products on the market (see 
target 20) and providing information on how 
and where the products should be recycled*. 
All sales offices should be able to help our 
Consultants with this latest by the end of 2022.
*In some cases this may mean that we provide a recycling 
solution ourselves. 

More to do We are planning on finding new ways to help 
our Consultants to recycle their packaging 
waste. 

25. Year
on year

Improve our Product portfolio, by increasing 
sustainable/natural/circular/innovative in-
gredients and solutions and by launching new 
and more sustainable products every year. 

On track New products have been launched in line with 
the commitment. In 2019, we relaunched Love 
Nature skin care with organically sourced extracts 
and oils, zero silicones, biodegradable rinse-off 
products, natural origin exfoliants, zero parabens, 
and PCR plastic in the bottles. We also launched 
fashion accessories with recycled materials and 
a Wellness supplement with sustainably sourced 
marine calcium.
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Passion  
for People

Social responsibility is important to 
Oriflame because of the impact and 
potential influence we have on people 
around the world. Through our 6,200 
employees, the Oriflame Consultants, 
our suppliers, the communities where 
we operate and our customers, our 
business touches millions of lives  
every day. Our commitment to social 
sustainability is an ongoing one. 
 
This section of our strategy covers the targets that relate to peo-
ple and social sustainability. That includes our employees, our 
Consultants, our customers and those employed by our suppliers. 
That’s why this section addresses issues such as human rights, con-
sumer safety, diversity and inclusion, anti-corruption, and employee 
health and safety. 
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Average tenure

17% <=29 years

11% 30–39 years

8% 40–49 years

6% 50–59 years

14% >=60 years

Employee experience
THE COMPANY FOR PEOPLE WHO ACT ON THEIR DREAMS

It’s no secret that employees who come to work with happy 
smiles are more productive and motivated. We want our 
colleagues to feel challenged and needed and we want 
them to feel that Oriflame is a place for people who act 
on their dreams. In 2019, we continued to develop our 
employee-centric approach and apply it to every step of 
the Oriflame employee experience – from the first recruit-
ment interview to an employee’s retirement party. We also 
expect our colleagues to actively shape their career. This 
commitment to being proactive is what defines and drives 
our strategic vision.  

Finding the best 
In 2019, we started to refine our recruitment process to pro-
vide a better candidate experience. To this end we created 
a separate Global Recruitment department with the focus 
on recruiting key positions for central functions. Our aim is to 
have an open, prompt and personal communication with our 
candidates, so they feel truly appreciated during the recruit-
ment process.   

We have also begun the implementation of Cornerstone, a 
brand new IT system which will unite all our recruitment digital 
tools under one roof. It is both an external facing site, attract-
ing the best talent with its beautiful, user-friendly design and 
content, as well as an internal database for global and local 
job openings.  

In 2020, we aim to eliminate any potential bias towards our 
candidates. Cornerstone is one way to address this – the 
candidate information available to recruiters in this system 
will be limited to avoid causing any bias. When it comes to 

finding new talent, we believe in diversity. A diverse environ-
ment where every culture, gender, religion and race feel at 
home is much more creative and productive than a homoge-
nic one.  

Overall, 76 nationalities are represented in our global 
workforce. In terms of gender, we believe our workforce has a 
good balance on the whole, with 58% women and 42% men. 
In 2019, women represented 43% of the Global Management 
Team. Group Management consists of three women and 
seven men by the end of 2019 and the Oriflame Board of 
Directors consists of five men and three women. In 2020, 
Group Management will include four women and six men.

Support our people’s desire to grow
As our mission is to help people fulfil their dreams, we 
believe that empowering all employees with the right tools 
and knowledge is the only way to create a strong commu-
nity of professionals capable of following their aspirations. 
For this reason, in 2019 we continued to invest heavily in 
employee learning, development and training.  

We believe that training and learning opportunities are 
most effective when they are fun.  This is why we like to or-
ganise entertaining and educational global events, such as 
our Digital Heroes campaign and Dragon’s Den event.  

In 2019, the Digital Heroes global campaign helped raise 
awareness about various digital work solutions. The super-
hero concept and the comic book style of communication 
we chose for this campaign provided a fun and engaging 
way to train employees in Microsoft Office 365 tools.  

Gender balance
Oriflame

Global Management

Group Management

Board of Directors

58%

43 %

30 %

38 %

42 %

57 %

70 %

62 %

Average age

37

ye
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Number of nationalities

Age distribution

 <29 years21%

2 %  <60 years

43 % 30–39 years

26% 40–49 years

8 % 50–59 years

76

Employee turnover

11%
total turnover  

in 2019

Employment contract

Permanent

Temporary

14%

86%
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our employees with a safe workplace, processes and tools. 
In particular, 25 dedicated Health & Safety audits were 
conducted by our Global Assurance team, covering 21 of 
our most critical locations in terms of Health & Safety risks. 
Our Health & Safety Awareness eLearning – available to 
all employees in English, Russian, Chinese (simplified) and 
French – has been undertaken 267 times in 2019 (537 com-
pletions from inception to date). The key requirements for 
health and safety management at the workplace are de-
tailed in a Group-level Policy. These requirements include 
but are not limited to: identification of and monitoring of 
compliance with applicable health and safety regulation, 
emergency planning, fire and loss prevention, and qualifi-
cation of suppliers and contractors.  

The policy is followed up through an internal control pro-
cess, with each Oriflame entity obliged to confirm policy 
implementation. Verification of the implementation is con-
ducted annually in selected entities. Employee health and 
safety is also a part of our Code of Conduct.  

During 2019, there were no fatalities and no occupational 
diseases at any of our sites. We report and record every 
accident at all our sites. Accidents are investigated and 
followed-up with the aim to identify root causes, and con-
sequently corrective actions are implemented to prevent 
future incidents. 

On a global level, we gather and monitor incident and 
accident data from our sites and analyse results to help 
us implement any necessary improvements or preventive 
measures. We have established health and safety com-
mittees representing the total workforce at our major sites. 
Meetings usually take place at least four times a year, de-
pending on the location, and involve representatives from 
the workers and health and safety authorities.  
 
Detailed health and safety data are available in the GRI 
Content Index.

user-friendly, easier to navigate and contains relevant up-
to-date information. Last, but not the least, we are always 
expanding our reach on social media. Our @lifeatoriflame 
Instagram account grew by 54% and reached 15,500 
followers in 2019, becoming the biggest career account 
among Beauty companies selling direct. Our LinkedIn 
company page has reached almost 75,000 followers which 
is a huge milestone for us, and a 21% increase compared to 
last year.  

Measuring our impact 
At Oriflame, we are always looking for new ways to 
become more agile, especially in how we measure and 
improve our employee experience. In order to do so, we 
utilise our own Employee Net Promotor Score (eNPS), 
which is designed for employee feedback and input on a 
quarterly basis. The eNPS combines standard NPS method-
ology and employee satisfaction by identifying a number 
of strategic areas within the company, such as employee 
experience from working at Oriflame, employee readiness 
to recommend Oriflame as an attractive place to work, and 
employee suggestions on how to improve.   

In 2019 we started to implement eNPS on a global scale 
and have so far received the survey results from 43 markets 
across the globe. For 2020, we will implement the eNPS for 
all Oriflame markets. The overall score and the comments 
our employees leave when answering open questions, has 
given us a confirmation that our corporate strategy and 
culture is considered a key factor for staying at Oriflame.

Protecting health and safety 
At Oriflame, we are committed to ensuring that no employ-
ee should be exposed to any health or safety risk when they 
work for us or on our behalf. Our group Health & Safety 
function continues to support our organisation to identify 
and control those risks. In 2019, we continued with a number 
of initiatives we kickstarted in 2017 and 2018, that provide 

We ended the year with another event – Oriflame Dragons’ 
Den 2019. This global initiative was a true celebration of our 
employees’ entrepreneurial spirit. 128 innovative product 
ideas were submitted globally, and the best of the best 
were chosen for a Grand Finale show in Stockholm. It’s 
also worth noting that three out of eight finalists had ideas 
related to sustainability, with an aim of reducing our envi-
ronmental footprint. Some of these concepts are already 
being implemented, another indication of our creative and 
innovative community.   

Another global campaign we launched put more emphasis 
on each employee’s individual learning needs. In 2018, we 
entered a collaboration with LinkedIn Learning – one of the 
world’s largest e-learning platforms – to provide unlimited 
access to new skills and knowledge for everyone working at 
Oriflame. In 2019, we decided to invigorate our colleagues’ 
interest in this platform and developed the Always Curious 
campaign. The campaign was well received by the Oriflame 
employees and we now have a total of 1000 LinkedIn learn-
ing licenses offering unlimited learning with 993 licenses 
being actively used. This means that one in six employees 
across the company uses this platform, averaging 4.5 hours 
per employee per year. Because of this, Oriflame won the 
2019 Talent Award from LinkedIn and was recognized and 
celebrated as a company with the Best Culture of Learning 
– all thanks to our amazing colleagues engaged in LinkedIn 
training and the creative minds behind this campaign.

Strengthen our employee community
In 2019, we continued with the Oriflame Way training for all 
employees. This essential course covers Oriflame’s culture, 
history, and business. We are extremely proud to announce 
that 72% of all Oriflame staff have now completed the train-
ing globally, with the aim of achieving 100% by 2020.   

To unite and engage our people even more, we rely heavily 
on our digital tools. Our efforts to improve these tools lead 
to the re-launch of our corporate site, which is now more 
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Human rights
IMPROVING STANDARDS ACROSS OUR VALUE CHAIN

Oriflame operates in several high-risk areas in terms of 
human rights breaches and takes a strong stance on social 
and ethical issues. Should any non-conformances become 
apparent in our own or our suppliers’ operations, we are 
committed to act. In order to understand the risks as fully 
as possible, we conducted an in-depth study assessing 
the major human rights impacts throughout our business. 
As a result, we identified our most salient risks and are now 
working to ensure these are adequately addressed. Our 
commitment to respecting human rights throughout our 
own operations, in our supply chain and the communities 
we operate, is summarised in an internal Human Rights 
Commitment approved by the Group Management and  
is incorporated into our corporate business risk assess- 
ment process.   

Part of our commitment is to conduct a human rights risk 
assessment for all new markets as part of our due dili- 
gence process. In 2019, we entered Uzbekistan and we 
therefore, together with a partner, conducted a human 
rights risk assessment of the new market. The result of this 
assessment is being developed into a mitigation plan to 
address those risks. 

Ethics and compliance
Compliance at Oriflame is defined as the range of tools 
and initiatives implemented to safeguard the company’s 
employees, resources, integrity, reputation and business 
partners. We comply strictly to the letter and spirit of the 
law and strive to go above and beyond wherever we can 
and always do the right thing. 

At Oriflame, we have a zero-tolerance policy of all human 
rights violation, including any form of active or passive cor-
ruption, harassment and discrimination.  

In 2007, we issued our Code of Conduct, which has been 
updated numerous times since then. This document is 
supported by several internal policies and sets out the 
principles that guide how we operate at Oriflame, always 
with a high level of integrity and a strong ethical and moral 
conscience.  

The Code of Conduct and supporting policies are available 
to all employees, in several languages. This content is also 
explained to all employees in several ongoing classroom 
and eLearning courses. In 2019, 27 in-class training sessions 
related to compliance, policies and code of conduct were 
delivered, reaching out to 644 employees. Oriflame is also 
the first company to gamify our Code of Conduct training 
with the board game experience which is a great way to 
pass time and learn at the same time. In 2020, the board 
game will be printed and sent to all Oriflame regions where 
it will be used for onboarding.   

Our managers are our first line of defence – we expect them 
to lead by example in everything they do, to actively listen 
to concerns within their teams and to act upon them. In 2018, 
we launched our Annual Compliance Pledge initiative. The 
pledge is simultaneously a confirmation of acting upon 
concerns in the past year and a commitment to act in the 
coming year, in line with the law, our code of conduct and 
our policies. In 2018, all of our 184 most senior managers 
(Vice-Presidents and up, Regional Management Team, 

local Managing Directors and Finance Mangers) took the 
pledge. In 2019, other managers joined the initiative on a 
voluntary basis, with the total number of pledges reach- 
ing 276. 

We encourage employees to openly report concerns 
and to ask compliance related questions. Employees are 
regularly reminded that they can address these con-
cerns to their direct manager, or to any other manager 
in the company. In addition, Oriflame has implemented 
a compliance-breach reporting mechanism since 2007, 
guaranteeing confidentiality and protection to employees 
reporting in good faith. All allegations of breaches of the 
Oriflame Code of Conduct are reviewed by a Governance 
Committee composed of members of the senior manage-
ment of the Company (CEO, CFO, VP General Counsel, 
VP Global Assurance, VP Sustainability, VP Employee 
Experience). This committee requests investigations to be 
undertaken wherever necessary. Since its inception, the 
Governance Committee has reviewed around 10 cases per 
year on average. In 2019, the committee processed less 
than 10 cases. 

Statistics for these reporting mechanisms, as well as high-
lights from notable cases, are presented on a quarterly 
basis to the Audit Committee, while preserving the confi-
dentiality of those employees who report. 

Oriflame is committed to the protection of human rights, in-
cluding the freedom of association, at all stages in its value 
chain. Our Code of Conduct draws a clear line in the sand 
when it comes to forced labour, child labour, or modern 
slavery. These practices are clearly and strictly prohibited 
within Oriflame, and we have a Supplier Code of Conduct 
that carries over these requirements to our external supply 
chain. The Supplier Code of Conduct is part of our stand-
ard terms of doing business with suppliers.  
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Did you know?
For our accessories, we have created a Restricted 
Substances List (RSL), where some of our require-
ments go beyond the EU standard. All major suppli-
ers/agents of Oriflame accessories have commit-
ted to follow this RSL. For 2020, we will continue 
screening of active factories by desktop audits, 
with the aim to cover all by 2021.    

Sustainable suppliers
At Oriflame, we believe that integrating sustainability 
criteria within procurement practice is an essential part of 
moving towards a more sustainable value chain. 

Oriflame’s supply chain
More than 60% of our product volumes are manufactured 
in-house. Manufacturing sites are located in Poland, 
Russia, India and China. External suppliers in Western and 
Central Europe, Russia and Asia produce the majority of 
our remaining products, including cosmetics, accessories 
and wellness products. We strive to source as closely to our 
markets as possible through different regional sourcing ini-
tiatives, while maintaining legal requirements and increas-
ing service levels. During 2019, we continued to increase 
regional sourcing from suppliers based in strategic loca-
tions, particularly in China, India and Indonesia.  

Some of our products, packaging and raw materials are 
sourced from markets that are classified as high risk from a 
human rights and corruption perspective. These are mainly 
in China and India, but also include countries like Russia, 
Indonesia, Malaysia and Brazil. In 2019 we started to carve 
out an updated strategy for both Direct material suppliers 
(finished Goods, packaging and raw material) and for 
Indirect suppliers (as in all the goods and services that 
we as a company buy but don’t sell). This work continues 
in 2020, with the aim of making sure that we manage our 
suppliers in high risk countries.  

Helping our suppliers improve
Our Oriflame Global Supplier Evaluation programme for 
Direct Material suppliers is significant in helping us improve 
our sustainability performance across our whole value 
chain. This programme allows us to objectively assess our 

suppliers on a range of sustainability criteria including 
human rights, specifying our requirements on how suppliers 
are evaluated, scored and developed. 

The foundation of this process is the Supplier Code of 
Conduct which outlines our requirements regarding work- 
ing conditions, health and safety, discrimination and 
environmental impact, to name a few. The Code applies 
primarily to all our first-tier suppliers including Raw material 
and Packaging suppliers, though we encourage our suppli-
ers to implement this Code of Conduct upstream in their own 
value chain.  
 
The second step of this process is a supplier assessment 
tool that is used to understand the level of management 
system implemented, prioritise our on-site audits as well as 
identify and co-drive improvements. Suppliers representing 
approximately 98% of our direct finished goods cosmetics, 
accessories and wellness spend are covered by this tool. 
The tool provides detailed scorecards that make it easy for 
us to understand the supplier’s sustainability performance.  
It is an evidence-based assessment, adapted to hundreds 
of business categories and takes relevant industry labels 
and certifications into account.  

2019 sustainability supplier  
compliance progress
Oriflame conducted sustainability audits in China and 
India for finished goods and packaging materials sup-
pliers via its own local audit team. In addition to its own 
audit team, for beauty accessories categories of suppli-
ers, Oriflame also used trading partner agencies who did 
additional sustainability audits to ensure supplier com-
pliance. Other suppliers were evaluated for their sustain-
ability compliance with the help of a third-party offline 
assessment tool called Ecovadis. 
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 “We have not found any 
evidence of child labour or 
young workers in our audits, 
nor have we faced any 
cases of forced labour.”

Sustainability audit score results in Asia
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Audit process
The categories audited include cosmetics, wellness, pack-
aging and accessories suppliers. When non-conformances 
are found, a corrective action plan is agreed upon with the 
supplier and put into place. The supplier is then given a set 
amount of time (general timeline is within 3 months) to com-
plete the actions required to close the non-conformances.   

In the graph below, D-grade suppliers, existing or poten-
tial, are identified as having critical non-conformances or 
a compliance score of less than 70%. The E-grade suppli-
ers, existing or potential, are identified as having critical 
non-conformances or a compliance score of less than 50%. 
The D and E-graded potential suppliers either improved 
significantly or are in most cases not awarded the busi-
ness. The D- or E-graded existing suppliers are most often 
willing to improve and to close non-conformances. If not, 
they are up for exit-plan discussions. Each supplier’s current 
progress status is regularly reviewed by the procurement 
team and by the global quality and sustainability team. 
The focus in the past years has been on working together 
with suppliers to reduce non-conformances and improve 

their sustainability performance. Work to improve supplier 
performance is ongoing.  Industry type & region/loca-
tion of suppliers has quite a big influence on overall audit 
results. In China, a big part of suppliers are managed via 
trading agencies. These suppliers have been audited from 
agencies prior to Oriflame audit. As a result, most Chinese 
suppliers have a good sustainability audit score.   

Summary of audit findings
The top three key weak areas in compliances are:  

• Workplace Safety (missing personal protective equip-
ment control and occupational health examination 
control).

• Condition of employment and work (too many working 
hours and overtime compensation). 

• Legal compliances (missing licenses, non-conformances, 
insufficient hazardous waste control etc.).  

No zero-tolerance finding was recorded in any audit in 
India or China. We have not found any evidence of child la-
bour or young workers in our audits, nor have we faced any 
cases of forced labour. The main challenge is that suppliers 
lack a policy and procedures in place that clearly prevent 
them from being non-compliant in regard to these issues.  
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Consumer 
safety
WE NEVER COMPROMISE ON THE 
SAFETY OF OUR CONSUMERS 
– THEIR WELLBEING IS OF 
PARAMOUNT IMPORTANCE TO US

Oriflame has a team of safety experts working with internal 
and external specialists. Together, they make sure every 
ingredient we use and every product we sell meets our high 
quality and safety standards. We have the same high stand-
ards wherever in the world our products are made or sold.  

At Oriflame we only use the highest quality raw materials. 
By doing this we ensure that we minimize the presence of 
any unintentionally added ingredients. All our raw mate-
rials undergo a rigorous assessment process by numerous 
experts at various stages in the development of our prod-
ucts, in order to ensure that all materials meet our very high 
standards. 

For all our cosmetics products, we apply a comprehensive 
evaluation that includes the following:

• We conduct a thorough evaluation of all raw materials. 
We only use reputable suppliers, and only select ingre-
dients that are supported with satisfactory data. 

• We carefully measure safe concentration levels. Our 
team of expert toxicologists ensure ingredients are 
safe for intended use and intended consumer group. 

• We test our final formulations for irritation and sensi-
tisation on healthy human volunteers in independent 
laboratories, and also use ‘in vitro’ (non-animal) tests  
to further confirm the safety of our products. 

• Post-launch, we proactively collect feedback from  
consumers and data about any unwanted effects.  

 
All Oriflame cosmetic products are made to be safe in 
accordance with the provisions of the European Cosmetics 
Regulation (EC No 1223/2009) and other major internation-
al regulations. In markets where regulations are less devel-
oped, Oriflame applies the European regulation require-
ments for safety as a minimum.  

We have even more stringent measures in place to ensure 
the safety of our Wellness products. All our products are 
formulated in line with global and local food legislation, 
applying stringent criteria to ensure they are of the high-
est quality and safety.  Furthermore, as part of Oriflame’s 
commitment to product quality and food safety, we insist 
that all our suppliers who produce our products adhere to 
strict food safety and quality standards. To achieve this we 
have developed the Oriflame Code of Practice for Wellness 
Suppliers, which is based on European food law, food safety 
certification standards, industry best practice and Oriflame 
specific requirements – ensuring all our Wellness products 
meet the same high safety standards around the world.   

100% of Oriflame’s global cosmetic, accessory and well-
ness products follow strict internal procedures and are 
assessed prior to launch to ensure they meet the relevant 
labelling requirements in all markets in which the products 
are sold, e.g. EU Cosmetics Regulation No 1223/2009, 
1169/2011 for Foodstuffs. 

We have safety certificates present for 100% of our 1,000+ 
products we have on the market. In 2019 there were no 
incidences of non-compliance with regulations and volun-
tary codes concerning the health and safety impact of our 
cosmetic or Wellness products. 

Oriflame is committed to avoiding the use of CMR sub-
stances in our products (substances classified as carcino-
genic, mutagenic, or toxic for reproduction). We do this 
by continuously monitoring the latest scientific data on our 
ingredients and by taking action early if we feel an ingre-
dient doesn’t meet Orifame’s high standard for safety. We 
are therefore proud to report that we do not have any CMR 
substances present in our products. We are aware that 
endocrine disruptors are of concern for our consumers. 
Our approach here is the same – we continually monitor 
developments with regard to endocrine disruptors and we 
prohibit or remove any ingredient that does not adhere to 
our high commitment to safety.

At Oriflame we believe in taking extra measures to en-
sure the safety of children who use our products. For this 
reason, we ensure that any fragrance used in children’s 
products is free from any of the known fragrance allergens. 
Nanotechnology is still an emerging science and presents 
many great possibilities. Whilst the science is still evolving, 
we commit to only using nanomaterials assessed by the 
independent scientific body that advises the European 
Commission (SCCS) and that have been proven to be safe. 
We want to give our consumers the confidence that the 
nanomaterials present in Oriflame products are both safe 
and efficacious. 
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Socially 
responsible 
products
MAKING A DIFFERENCE 

Our products need to add value in several ways for us 
to stay relevant to our customers. We have added this 
specific target area to highlight our intentions going for-
ward. As you will read below, we have established several 
initiatives throughout the years.

Supporting Fairtrade  
communities in India
Oriflame sources Fairtrade Organic coconut oil from 
a community of farmers in Kerala, India, for use in the 
world’s first global Fairtrade certified cosmetic range – the 
Ecobeauty face and eye cream. By working with Fairtrade, 
the farmers are ensured a fair price for the ingredients. In 
addition, a percentage of the products sales are invested 
into a fund which further supports the community in specific 
social, economic and environmental projects. Projects 
include:

• Organising South India’s largest seed exchange 
event: each year the annual Seed Festival brings 
together tens of thousands of farmers, who between 
them exchange nearly 6,000 indigenous varieties of 
seeds that enhance biodiversity and food security. 

• The creation of community seed banks where neigh-
bourhood women’s collectives serve as custodians 
of the myriad seed diversity in select crops through in 
situ conservation. 

• Training on climate risk mitigation and natural re-
source management, including the development and 
protection of community water resources. 

• Promoting food security and crop protection through 
bio-fencing around farmlands and solar/battery 
powered fencing.  

Fairtrade Alliance Kerala is an organisation of small holder 
farmers in South India. The organisation evolved as a 
response to the agrarian crisis that resulted in indebted- 
ness and a situation where farmers were many times not 
even covered for the cost of production. By introducing the 
Fairtrade principles, small scale farmers are guaranteed a 
fair price for the produce, whilst sustainable farming also 
means that the land and workers are better protected. 

Sourcing natural mica 
Mica is a group of minerals used in a large variety of indus-
tries and consumer goods. At Oriflame we predominantly 
use natural mica as a pearlescent pigment in cosmetics 
found in some of our packaging. Much of our natural mica 
comes from India where social and economic challeng-
es can lead to a risk of child labour and unsafe working 
conditions for those working in the mines. We believe that 
by continuing to source our natural mica from India we can 
contribute to the development for practices and policies 
that will improve the livelihoods of people working in the 
mines. To strengthen this and develop impactful solutions on 
the ground, Oriflame joined the Responsible Mica Initiative 
in 2017 and continued our proactive engagement in 2019.
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We are an active member of the 
Responsible Mica Initiative (RMI) which 
aim is to eradicate child labour and 
unacceptable working conditions in the 
Indian mica supply chain by working 
collaboratively with companies from 
different industries and with valuable 
support of local NGOs.  

Launched in 2017 the Responsible Mica Initiative strate-
gy identified the need for a holistic approach that would 
improve the underlying social and economic conditions of 
the people working in the Indian Mica Supply Chain. The 
strategy recognized three areas that needed to be worked 
on to improve the overall conditions.  

Goal 1 – Responsible workplace standards: 
Enable 100% of mica supply chain participants in Bihar and 
Jharkhand to comply with globally recognized workplace 
employment. Occupational health and safety, and envi-
ronmental standards that include prohibition on the use of 
child labour. 

In 2018 and 2019 Oriflame along with all the other RMI 
member companies participated in a supply chain map-
ping project, mapping our full in-house Mica supply chain.  
At the end of the survey, processors involved in the supply 
chain were invited to pilot or adopt the workplace stand-
ards – three processing plants volunteered and implemen-
tation of the standard. The standards will be continuously 
monitored against the baseline data collected in the 

surveys. RMI member will be required to have all mica 
processors in their supply chains implement the standards 
over time.  

Goal 2 – Community empowerment: 
Enable 100% of the communities in mica collection areas in 
Bihar and Jharkhand to be reached by inclusive empower-
ment programs that provide improved standards of living, 
including additional sources of income 

 In 2018, RMI launched a three year program to develop 
innovative and scalable solution that will address the 
situation, improving the wellbeing of both the children and 
the adults in the communities and enabling a sustainable 
mica industry. The program envisions enhancesd access to 
quality education, improved economic conditions as well 
as improved access to health services.  

Goal 3 – Legal framework: 
Enable 100% of the mica pickers, owners and operators 
of companies participating in the mica sector in Bihar and 
Jharkhand to operate under a clear legal framework and 
associated control systems.  

RMI is involved in an engagement program with key stake-
holders in government, the private sector and civil society 
organizations that are knowledgeable about current 
conditions affecting the mica industry and that could rec-
ommend and implement the changes needed to create a 
sustainable mica industry in Jharkhand and Bihar.  

To find out more about the steps the Responsible Mica 
Initiative are taking please visit their website –  
www.responsible-mica-initiative.com 

CASE STUDY

Responsible Mica Initiative
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4. Year
on year

Conduct a human rights risk assessment  
for all new markets as part of our due  
diligence process. 

Achieved In 2019, we entered Uzbekistan and we 
therefore, together with a partner, conducted a 
human rights risk assessment of the new market. 
The results from the assessment is being devel-
oped into an action plan to mitigate those risks.

5. Year
on year

Oriflame is committed to terminating existing 
business relationship with any supplier or 
discontinue the approval process of a new 
supplier, in case of systematic Human Rights 
breaches or systematic cases of corruption 
and/or bribery.

On track Zero relationships have been terminated in 
2019.

1. Year
on year

Ensure equal opportunities for all women and 
men, by having the minority gender repre-
senting no less than 40 % in key governing 
bodies and management teams.

Achieved In 2019, women represented 43% of the Global 
Management Team. The Group Management 
consist of three women and seven men by the 
end of 2019 and the Oriflame Board of Directors 
consists of five men and three women.  

2.

3.

2020

2020

Create great places to work by having 
implemented a Global Employee NPS for 
a majority of our markets by 2020, with the 
purpose of measuring our employees’ loyalty 
and satisfaction. 

By 2020, to have implemented a Global 
Employee Experience Index for a majority of 
our markets, with the purpose of measuring 
our physical work environment, our inclusive 
culture and user-friendly technology.

On track

On track

In 2019 we started to implement eNPS on a 
global scale and have so far received the 
survey results from 43 markets across the globe. 
For 2020, we will implement the eNPS for all 
Oriflame markets. 

In 2019 we started to implement eNPS on a 
global scale and have so far received the 
survey results from 43 markets across the 
globe. For 2020, we will implement the eNPS 
for all Oriflame markets. The Global Employee 
Experience Index is part of the eNPS.

Employee experience

Human rights

Commitment ProgressDeadline Comment

Commitment ProgressDeadline Comment

PASSION FOR PEOPLE 

Goals and commitments

6. Year
on year

All our cosmetic and wellness products 
undergo continuous assessment post launch, 
from continuous monitoring of ingredients to 
receiving and analysing consumer feedback, 
ensuring we continuously improve the safety 
of our products for our consumers. 

On track No deviations from this statement in 2019. 
In 2020, we have commenced a project to 
further strengthen the feedback process from 
consumers.

Consumer safety
Commitment ProgressDeadline Comment
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10. Year
on year

Oriflame is committed to only using nano-
materials which have been assessed by the 
independent scientific body that advises the 
European Commission and that have been 
proven to be safe.  

On track

11. Year
on year

Oriflame is committed to only using the highest 
quality raw materials. By doing this we ensure 
that we minimize the presence of any unin-
tentionally added ingredients. All our raw 
materials undergo a rigorous assessment by 
numerous experts at various stages through 
the product development process to ensure 
that all materials meet our very high standards. 

On track

12. Year
on year

Develop new and grow sales of existing  
products with a social purpose*.
*Social purpose is when the product and its surrounding 
communication aims to benefit the consumer pertaining to 
their physical or mental wellbeing.  

On track

We have not permitted any new nanomaterials 
into product development since 2018.

No deviation from this statement in 2019. In 
2020, we have commenced a programme of 
work to strengthen our checks and assess-
ments on raw materials even further to give 
even greater confidence they meet Oriflame’s 
quality standards.

We are working on new product developments 
with a social purpose.

7. Year
on year

Oriflame is committed to avoiding the use of 
CMR ingredients in our products. We do this 
by continuously monitoring the latest scien-
tific data on our ingredients and by taking 
early action on any ingredient which may fall 
into this class. 

On track In 2019, we have continued with the monitoring 
and are taking proactive action to remove one 
ingredient from our portfolio which may be 
classified as CMR in the future.

8. Year
on year

Oriflame is committed to monitoring develop-
ments on endocrine disruptors and ensure we 
do not permit their use or remove them from 
our products if the scientific data confirms an 
ingredient’s endocrine disrupting effect. 

On track We are continuing to monitor the developments 
on endocrine disruptors. No deviation from this 
statement in 2019. 

9. Year
on year

Oriflame is committed to taking extra 
measures to ensure the safety of children 
who use our products. For this reason, we 
ensure that any fragrance used in children’s 
products is free from any of the known 
fragrance allergens. 

On track No deviation from this statement in 2019. For 
2020, we will launch a fragrance-free range for 
babies.

Socially responsible products

CommitmentCommitment ProgressProgress DeadlineDeadline CommentComment

Commitment ProgressDeadline Comment
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Communicate 
and engage

We want an open transparent  
dialogue with all our stakeholders; 
employees, Consultants, suppliers, 
investors and other actors of society. 
 
We also recognise the potential that engagement and success-
ful communication with our Consultants and consumers has in 
achieving our sustainability ambitions. Our business reaches more 
than 10 million people in more than 60 countries every month. If 
we can showcase the value of sustainability behaviours to these 
Consultants, they will help spread these behaviours to many  
millions more. 
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Communicating sustainability
We want to inspire Oriflame Consultants and our consum-
ers to take action and make their own contribution towards 
a better, more sustainable world. In 2019, we continued to 
build upon the Beautiful Change communication we first 
launched in 2017, which communicated Oriflame’s sustain-
ability initiatives and achievements in an emotional and 

The regional team in India implemented sus-
tainability messages in their brand activation. 
They did a successful social media campaign 
about Oriflame’s sustainability initiatives, with 
a monthly outreach of over 150,000 views for 
product posts including a sustainability mes-
sage. A similar approach has now been adopt-
ed in other regions as well. 

CASE STUDY

Successful social media campaign in India  
Each month our COS meetings (Catalogue Opportunity 
and Success) in India announce new products, offers and 
recognitions for our Consultants. During 2019, these meet-
ings provided an excellent forum for communicating on our 
sustainability initiatives and raising awareness on living 
more sustainably. Sustainable giveaways such as cotton 
bags and paper bags from credibly certified sources have 
become the norm at all our Consultant conferences.  

engaging way, with an aim of inspiring Consultants and 
consumers to make more sustainable lifestyle choices. 

Throughout 2019, we integrated additional sustainability 
messages into a number of brand activations, because 
Beauty by Sweden is about more than how you look, it’s 
about how you live, feel and act. This also encouraged our 
regions to make sustainability an integral part of our brand 
communication.  

Globally, we developed a number of Consultant-facing  
materials on sustainability, including a sustainability 
brochure and on-stage presentation that summarises our 
achievements in an accessible and inspirational way. We 
held a brand forum event for our regional offices, with a 
strong focus on sustainability.  

In 2020, we will launch a new sustainability campaign that 
aims to provide a comprehensive understanding of all our 
sustainable initiatives, both on a product level and as a 
company.  It will also encourage Consultants to make a 
change to a more sustainable living.
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Regional  
sustainability initiatives   

During 2019, we established sustainability marketing am-
bassadors in the regions to strengthen our work on sus-
tainability globally. Beyond supporting us in implementing 
global initiatives at a regional level, they also drive their 
own sustainability projects and communicate Oriflame 
values.  

Less paper – Indonesia 
In Indonesia, we have made a shift from a printed version 
of our Consultants’ price lists to a digital version, and also 
limited the overall print production. This initiative means we 
will avoid printing over 1,700,000 sheets of paper.  

Less plastic – India  
During the year, we supported the government in India 
in its efforts to boost a recycling and reduced waste to 
landfill economy. We replaced some of our secondary 
plastic packaging, which is used to deliver products safely 
whenever customers order online, with recyclable cartons 
and paper cushions. This initiative decreased our sec-
ondary plastic packaging in India by 1 million units in 2019. 
Additionally, 2020 onwards, 100% of plastic equivalent 
to our product sales in India will be sent for recycling and 
co-processing through our local waste management part-
ner in compliance with Plastic Waste Management rules. 

Decreased waste – Latin America  
Our Latin American warehouses implemented a number of 
packaging improvements in 2019, including the introduction 
of compostable bags instead of plastic bags for product 
orders. In addition,  smaller orders were delivered in lighter 
envelopes instead of in boxes. These changes resulted in 
distribution cost savings and reduced greenhouse gas 
emissions, as well as reduced consumer waste.

Partnering with a sustainable  
summer venue – Slovakia  
We decided to support and become a partner with the 
Magio Beach in Slovakia – a summer venue in the center of 
Bratislava with 300,000 visitors per season. The theme this 
summer was to become a zero waste and eco-friendly zone 
with a focus on sustainable solutions, for example by avoid-
ing one-use plastic cups and plastic straws. Oriflame set 
up a Beauty Car during the event, providing sustainability 
product information with a focus on our Love Nature range.

Plogging event on Earth Day  
– Bosnia & Herzegovina  
Plogging originated in Sweden as a popular activity that 
involves jogging and picking up rubbish while you run. 
Together with the Swedish Embassy in Sarajevo, we organ-
ised a plogging event for employees and Consultants on 
Earth Day to raise environmental awareness. All partic-
ipants received the ecological pencils we developed in 
cooperation with Sprouth. After the pencil is used, it can be 
planted upside down and will grow into a plant.

Green Year initiative – Central Europe  
This annual project for employees in Poland was divided 
into three parts; take care of the environment, take care of 
yourself and take care of others. Each month, different ac-
tivities was organised at the Warsaw office and a newslet-
ter was developed. Free bicycle repair, collection of plastic 
caps and batteries, book collection and clothes sales are 
some examples of activities organised during the year. The 
initiative was really appreciated by employees and some 
activities initiated during the year will continue in 2020. 
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Oriflame Foundation
Our role as an aspiring socially sustainable company 
allows us to create a lot of positive change across our 
value chain. However, we want to reach further than our 
own immediate network. This is why we have the Oriflame 
Foundation – it is our way of creating long-term value for 
people we do not connect with through our business, spe-
cifically for those children and young women who are most 
vulnerable in society. 

Our goal is to help educate children by doubling the 
amount of money donated to Oriflame Foundation by 
2022. During 2019, the total amount of money raised by 
Oriflame Foundation was €1.3 million. Since 2009, the total 
sum raised amounts to more than €11 million. 

Why we created the  
Oriflame Foundation
Oriflame has always supported charitable causes, but a 
number of years ago we decided we would make a bigger 
positive impact in all regions by combining all our efforts 
under one umbrella – the Oriflame Foundation, established 
as an independent Foundation. 

The Foundation allows us to make long-term charity com-
mitments and partnerships, and measure the quantity,  
quality and overall impact of our investment. It also rein-
forces our reputation as a socially responsible company 
and attracts more talented and value-driven employees 
and Consultants. 

How the Foundation works
From the beginning, Oriflame has strived to support NGOs 
and charity organisations around the world. These include 
the World Childhood Foundation, founded by H.M. Queen 
Silvia of Sweden and co-founded by Oriflame and the  
Af Jochnick Foundation. The Oriflame Foundation also  
provides grants to projects that have been selected or 
initiated by local market teams, and/or makes donations  
to projects that Consultants are fundraising for. 

Funds raised through sales 
We also develop and sell accessories and beauty products 
for fundraising purposes. Some markets also offer custom-
ers the opportunity to make an extra donation to specific 
charities at the end of their online order. Markets are also 
encouraged to raise additional funds through fun, creative 
and innovative activities, for example through galas, spon-
sored walks and raffles. 

Employee volunteering
There are many other ways people across our business 
can contribute to the work of the Foundation. For example, 
employees are actively encouraged to become involved 
with their local projects and in fundraising activities, or they 
can support local charities by volunteering their time. All 
Oriflame employees have the benefit of one paid day off 
for volunteering and can support a charity of their choice.  

C
O

M
M

U
N

IC
A

TE
 A

N
D

 E
N

G
A

G
E

9998



Our business’ success is created by people, from our em-
ployees, Consultants, customers and suppliers, to our own-
ers and the general public. These are all our stakeholders, 
and they rightly expect us – a global company – to pursue 
the highest level of social and environmental responsibility. 

We are determined to be a leader when it comes to meet-
ing these expectations. To that end, we maintain a reason-
able level of dialogue with our stakeholder groups so we 
can better understand and incorporate their expectations. 
We engage our stakeholders through a range of methods, 
including Consultant meetings, consumer questionnaires 
and employee surveys. 

Beyond this, we consult non-governmental organisations 
(NGOs) to discuss sustainability challenges and receive 
feedback on our efforts. This is a vital part of how we stay 
accountable and continue to improve our performance. 

Cooperations and memberships of  
associations or advocacy organisations 
The organisations listed below are a selection of those 
Oriflame is either a member of or works closely with: 

•  Cosmetics Europe 
• World Federation of Direct Selling Associations 

(WFDSA) 
• Seldia, the European Direct Selling Association 
• Roundtable on Sustainable Palm Oil (RSPO) 
• Responsible Mica Initiative (RMI) 
• Swedish Network for Business and Human Rights 
• We Mean Business Coalition  
• Swedish Network for Sustainability Reporting  
• Rainforest Alliance 
• CDP 

Stakeholder engagement

How we engage on sustainability Key issues raised

• Sustainable product development 
• Supply chain 

• Regular meetings/site visits with Oriflame teams regarding purchasing, packaging etc. 
• Regular sustainability site audits  
• Supplier self-assessment survey Su

pp
lie

rs

• One-on-one meetings discussing both general strategy and more specific topics 
• Discussions at industry events

•  Supply chain 
• Transparency and communication 
• Product ingredients and safety 
• Female empowerment 
• Sustainable sourcing 

N
G

O
s

• Performance management 
• Recognition and rewards 
• Personal development and career opportunities 
• Empowerment – leadership, corporate culture 
• Diversity and inclusion 
• Charity  
• Sustainable packaging 

• Employee NPS – quarterly survey collecting information and feedback on important  
elements of employee satisfaction and experiences 

• CEO Connect – annual live broadcast where employees ask the CEO questions both  
during and in advance of the event 

•  Continuous trainings and feedback, e.g. the Oriflame way 
• Dialogue and sharing through Oriflame’s intranet and internal social media 

Em
pl

oy
ee

s

• Job creation/recruitment and benefits  
• Charity  
• Sustainable sourcing  
• Product ingredients and safety  
• Sustainable packaging  
• Animal testing 

• Consultant NPS – permanent feedback from Consultants about experiences and possible 
improvements 

• Business meetings, trainings, conferences and events 
• Sustainability study – through a web panel collecting information on what our Consultants 

prioritise most regarding sustainability C
on

su
lta

nt
s

• Sustainable sourcing  
• Climate impact  
• Supply chain  
• R&D and product ingredients  
• Customer relations  
• Diversity 

• Meetings/calls with investors
• Conference calls for the financial community in connection to quarterly reports 
• Attending seminars for the financial community 
• Corporate affairs meetings incl. Direct Selling Association (DSA) meetings 
• Yearly roadshows 
• Responding to ongoing investor questions and data reporting requests

In
ve

st
or

s*

• Product ingredients and safety  
• Customer engagement  
• Sustainable sourcing  
• Animal testing 

• Consumer research, primarily product focused  
• Consumer surveys, sometimes including Oriflame Consultants in their role as consumers  
• Oriflame Brand Image Index, OBII (Annual) 

C
on

su
m

er
s

• Participation in industry initiatives and standardisation bodies 
• Community involvement, including Oriflame Foundation initiatives 
• Participation in conferences and events 

•  Sustainable sourcing 
• Human rights 
• Ethics and fraud 
• Charity So

ci
et

y

*Oriflame AG was delisted from Nasdaq Stockholm on 17 July 2019. In this report investors are referred to as bond-owners.
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Management 
approach In this section of the report, we have 

gathered information on some of the 
fundamentals of good sustainability 
work and reporting. This includes  
information on our organisation and 
our approach to materiality, along 
with other details about this report. 
In addition, we disclose our sustainability work in relation to the 
Sustainability Development Goals (SDGs) and explain what sus-
tainability risks we face in our business. 
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Organising for improvements
To make sure our sustainability strategy is successful, we 
need to give it the same kind of attention, respect and level 
of organisation as our other business strategies. This is why 
our CEO and the Board of Directors oversee our sustaina-
bility strategy. 

A global sustainability team is responsible for developing 
global targets and supporting the organisation by identi-
fying key responsibilities, helping to set goals and targets, 
as well as monitoring and reporting progress externally. 
The Vice President of Sustainability is part of our Group 
Management, with sustainability topics scheduled into sev-
eral of the Group Management’s all major meetings during 
the year to inform and discuss relevant material issues.  

However, because of the collaborative nature of our busi-
ness and the entrepreneurial people we employ, we have 
structured our sustainability strategy so that the responsi-
bility of fulfilling its commitments is spread right across our 
business value chain. 

We have taken several steps to make sure this responsibility 
is felt and acted upon:

• We are integrating sustainability goals into perfor-
mance targets of key Senior Managers and lower  
levels where appropriate.

• We provide ongoing training in specific sustainability 
areas to those who require it.

• We communicate sustainability topics to our employees 
via meetings, conferences, trainings and the intranet. 
We also have e-learning modules available to all 
employees that provide an introduction to sustainability 
and what it means to our business.

• We are working on more ways to engage our employ-
ees and Consultants around sustainability issues, for 
example via Brand activation campaigns.  

Materiality
Our initial in-depth materiality assessment was conducted 
in 2014 to gain a clearer view of the issues most pertinent 
to our business. Materiality refers to the issues that reflect 
an organisation’s significant economic, environmental and 
social impacts, and substantively influences the assessment 
and decisions of stakeholders. In addition to conducting an 
in-depth analysis, we are continuously monitoring and evalu-
ating relevant areas to make sure we focus on the right issues. 

Understanding our impact
In the first step of our materiality assessment we used all our 
existing knowledge and research of our direct and indirect 
impact factors to create a list of material aspects. The next 
step was an extensive review of media, industry associa-
tions and peers to identify what social, environmental and 
economic topics were raised by our stakeholders. We then 
asked our most important stakeholder groups to help us pri-
oritise what they believed were the most relevant aspects to 
them. This included speaking with Oriflame employees, cus-
tomers, investors and social organisations such as NGOs. 

The result was a prioritised list of aspects, which we then 
combined with our sustainability strategy and other indi-
cators from the Global Reporting Initiative (GRI). We used 
this to inform and re-evaluate our original list of Oriflame’s 
biggest impacts and relevant issues. This approach en-
sured that the final list did not omit any issues – such as, for 
example, the wide range of environmental issues that are 
so important to our business strategy. It also allowed us to 
prioritise the list accordingly. 

In 2018, we transitioned from GRI G4 to GRI Standards. In 
combination with our updated sustainability strategy we 

re-evaluated the materiality analysis to help us fully un-
der-stand our business impact, improve our knowledge on 
what stakeholders find important and develop our priorities 
and processes . 

Below you will find the final shortlist and corresponding 
graph of our material sustainability aspects. 

Board of directors

Global Sustainability Team 

CEO

Senior VP Commercial Division

VP Sustainability

Functional
Sustainability 

representatives

Functional
Sustainability 

representatives

Functional
Sustainability 

representatives

Group management

A.  Female empowerment
B.  Economic and value creation
C.  Sustainable sourcing
D.  Climate impact
E.  Sustainable packaging
F.  Environmental impact
G.  Sustainable supply chain
H.  Sustainable product life
I.  Product ingredients
J.  Human rights

K.  Access to employment
L.  Talent management
M.  Corporate philanthropy
N.  Ethics and fraud
O.  Product safety
P.  Health and safety
Q.  Customer/Consultant 
 engagement
R.  Animal welfare
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Below you will find the final shortlist and corresponding 
graph of our material sustainability aspects. 

A.  Female empowerment
B.  Economic and value creation
C.  Sustainable sourcing
D.  Climate impact

E.  Sustainable packaging
F.  Environmental impact
G.  Sustainable supply chain
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SIGNIFICANCE OF ECONOMIC ENVIRONMENTAL AND SOCIAL IMPACTS

Key material 
sustainability 
KPIs 
We have, for several years, both measured and, in some 
cases, set targets on our most material sustainability as-
pects along our value chain. 

 Female empowermentA

 Economic and value creationB

 Sustainable sourcingC

Credibly sourced catalogues

Analysis and conclusion: The reduction in remuneration 
to our Consultants and leaders was primarily due to the 
change in geographical mix, as well as to lower plan  
recognition costs in Asia and Turkey due to lower sales.

Total amount paid out to Consultants and Leaders annually

400

300
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0
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320

2016

350

2017
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2018

370

2019

350
€m

Analysis and conclusion: During 2019, we achieved our 
goal of 100% catalogue paper from credibly certified 
sources, one year ahead of time. With regards to palm oil, 
we stepped up our ambition further and moved from 39% to 
76% Mass Balance certified palm oil in 2019. For 2020, we 
aim for 100% Mass Balance certified palm oil. 

Sustainably certified palm oil 

Target (100 %  
Mass Balance)

RSPO CreditsMass Balance

100

75

50

25

0
2014

100 %

2015

96 %

4 %0%

2016

92 %

8 %

2017

89 %

11 %

2018 2019

61 %

24%

39 %

76 %

%

2020 target (100 %)
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WomenMen Target 40% women

Diversity in Management Team
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2015
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61% 59% 57% 60% 57%
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%

Diversity in Group Management
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%

Diversity in Board
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50% 38%
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50%

62%
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%

Analysis and conclusion: Oriflame believes that a mix of 
genders, nationalities and cultures performing on equal 
terms leads to better decisions, ideas and products. By 
2020, the goal is to ensure that the minority gender rep-
resents no less than 40% in the global management team. 
This target was achieved in 2019, with 43% women and 
57% men in the Management Team.

Female empowerment drives many of our people. In 2019, 
Oriflame had more than three million Beauty Consultants, 
mainly women in developing countries. The additional 
income they get with Oriflame has the potential to make  
a big difference in their lives.

Today, three million people in over  
60 countries worldwide – mainly 
women – choose the Oriflame business 
opportunity and beauty products. 
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Analysis and conclusion: In 2010, we started our annual 
calculation of operational greenhouse gas emissions. Since 
then, several initiatives have been implemented to reduce 
our baseline emissions. In 2019, we stepped up our climate 
ambitions, and beyond quantifying and reducing our 
absolute greenhouse gas emissions by 48% since 2010, we 
climate compensated for the remaining part. Our goal for 
2020 is to reduce emissions relative to sales by 50% (from 
a 2010 baseline). Due to the sales reduction we reached a 
decrease in relative emissions by 37% in 2019. 

Analysis and conclusion: In 2019, 60% of our paper 
packaging and leaflets were from FSC™ certified sources. 
39% were from from recycled materials, with the remaining 
1% from uncertified sources. The reason for the reduction 
in materials from FSC™-certified sources in 2019 is due 
to an increase in the number of assessed suppliers, with 
some of the new suppliers using a large amount of recycled 
materials.

Moreover, currently we have just measured sustainable 
sourcing of our paper packaging. We aim to develop more 
comprehensive measures towards our targets on light 
weighting, recycled materials and recyclable packaging to 
mention a few.

In 2019, a total of 188 tonnes of PCR plastic was used in 
our products, replacing virgin plastic. This is an increase 
from 120 tonnes in 2018. We currently have around 11% PCR 
material in our PE and PET cosmetics packaging.

Analysis and conclusion: In 2019, we reached our 2020 
target of zero waste to landfill across our own manufactur-
ing sites, one year ahead of time. 100% of our manufactur-
ing waste avoided landfill, with the vast majority going  
to recycling.

In 2019, we had a 18% reduction in water usage per pro-
duced unit at our own manufacturing sites since 2015.

Analysis and conclusion: Our Supplier Assessment Tool 
coverage remains high among our finished goods suppliers, 
which is in line with our strategy of having 100% coverage 
and constantly asking for updated scores in order to drive 
improvements.

Send no waste to landfill* Supplier assessment tool coverage 
for finished goods suppliers

Water use manufacturing*

 Sustainable packagingE  Environmental impactF  Sustainable supply chainG Climate impactD

Absolute GHG emissions over time
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2020 target (<26.6)
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Relative GHG emissions over time

*From 2018 IFRS 15 was implemented and had a negative impact on sales 
levels compared over time. *2018 data was reassessed and updated from 79% to 84%. 

2020 target (100 %)

Target (100 %)
100

75

50

25

0
2015

90%

2016

96%

2017

99 %

2018 2019

99 % 100%%

100

75

50

25

0
2017

99 %

2018 2019

97% 98%%

*Our wellness factory in China was not included in the target setting due to low 
production volumes at the time.
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Product packaging from FSC™ certified sources 
and recycled materials
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100

75

50

25

0
2015

83%

2016

96%

2017

99 %

2018* 2019

84 %

4 %
1%0%

3%

60%

39%%

Recycled materialsFSC™ certified sources

C
O

M
M

U
N

IC
A

TE
 A

N
D

 E
N

G
A

G
E

M
A

N
A

G
EM

EN
T 

A
PP

RO
A

C
H

109108



How Oriflame contributes

Supporting the Sustainable 
Development Goals
The 2030 Agenda for Sustainable Development and the 17 
Sustainable Development Goals (SDGs) were adopted by 
all United Nations member states in 2015. The SDGs are a 
universal call to action to end poverty, protect the planet 
and ensure that all people enjoy peace and prosperity. 
These goals intend to create long-term action in order to 
address the world’s most pressing issues during the next 
15 years. Three years in, although there is good progress 
towards the Sustainable Development Goals, there is also 
a significant shortfall, particularly around climate action 
and reduced inequalities. 

Oriflame has recognised the importance of the SDGs since 
they were conceived in 2015. Although we have an op-
portunity to support all of the goals set, we have identified 
some to be more relevant to our business, particularly as we 
deliver on our sustainability strategy. 

• Reducing environmental impact by working with water  
(pp. 38–41), air (pp. 46–53) and waste (pp. 54–57). 

• Giving Consultants, mainly women, an opportunity to addi-
tional income (pp. 26–27), growth and development  
(pp. 28–29) and network opportunities (pp. 30–31). 

• Creating a diverse global workforce at all management 
levels (pp. 72–75).

• 6,200 employees in more than 60 countries  
with 76 nationalities. 

• Giving 3 million Consultants the opportunity to  
have an additional income (pp. 26–27). 

• Creating a diverse global workforce at all management 
levels (pp. 72–75).

• Sustainable sourcing of paper and palm oil (pp. 42–45) 
• Increasing post-consumer recycled plastic and renewable 

packaging materials (pp. 54–57). 

• Reducing greenhouse gas emissions (pp. 46–53). 
• Improving energy efficiency at manufacturing sites (pp. 46–53). 
• Renewable electricity at all Oriflame operated sites (pp. 46–53).  
• Solar panels installed at wellness factory in India (pp. 46–53). 

• Using fish oil from sustainably managed stocks in our wellness 
food supplements range (p. 62). 

• Reducing impact to water by implementing biodegradable 
formulations into personal care products and removing plastic 
microbeads (pp. 38–41). 

• Sourcing paper and palm oil (main raw materials) from  
sustainable sources (pp. 42–45). 

• Raw materials from nature play an important part in our product 
philosophy. We do not use materials derived from protected 

• Respecting human rights for employees and suppliers  
(pp. 76–81). 

• Screening all raw materials based on naturalness, environ-
mental impact and ethicalness (pp. 58–63). 

• Being innovative in formulation developments (pp. 58–63). 

• Reducing electricity consumption at manufacturing  
sites (pp. 46–53). 

• Investing in sustainable certified manufacturing  
sites (pp. 46–53). 

• Paying attention to raw materials that may be of concern for 
consumers (pp. 82–83).

or endangered flora and fauna and we were one of the first 
companies in the world to use raw materials sourced directly 
from nature (pp. 58–63). 

• All new global suppliers sign the Supplier Code of Conduct 
before conducting business with us (pp. 78–81).

• Protecting employee health and safety (p. 75).
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Sustainability 
risks
The Board of Directors has overall responsibility for the 
establishment and oversight of the Group’s risk management 
framework. Sustainability risks are continuously being identi-
fied, assessed and addressed within Oriflame’s general risk 
assessment process.  

A Global Assurance department was established in October 
2018 consisting of pre-existing internal control, compliance 
and data protection functions. The department works to 
ensure that necessary attention is given to risk and compli-
ance matters within the organisation. Oriflame’s risks map 
was established to identify and analyse the main business 
risks to which the Group is exposed and to set appropriate 
mitigations action plans. These risks are defined after an 
annual review of the company’s value chain by the Global 
Assurance department. 

The Audit Committee (composed of Board members) 
annually reviews the risks map of Oriflame. The Board then 
decides or validates mitigation strategies that are overseen 
by the Group Management, of which the Vice President 
Sustainability is part. 

Human Rights 
– suppliers 

Corruption

Environment  
– Water 

Environment  
– Climate 

Health and safety  
– employees 

Human rights  
– employees 

Consumer 
safety

Environment  
– Forest 

Description Mitigation Risk Area 

• Group-level policy 
• Health and safety committees at major sites 
• Health and safety eLearning for employees
• Health and safety audits

At Oriflame, it is our responsibility to ensure that no employee 
should be exposed to any health or safety risk when they work for 
us or on our behalf. 

At Oriflame, having more than 6,000 employees all over the 
world, some may be exposed to human rights risks. However, very 
few cases are reported annually, so we have reason to believe 
that the values we have in our culture work in our favour and our 
employees can separate right from wrong. 

• Code of Conduct for employees 
• Human rights commitments
• Compliance-breach reporting mechanism
• Zero-tolerance policy towards any form of harassment and 

any form of discrimination 

• Zero-tolerance policy towards active or passive corruption 
• Code of Conduct for employees 
• Compliance-breach reporting mechanism
• Annual compliance pledge
• Supplier Code of Conduct

Oriflame operates in countries where corruption is endemic and 
must be very clear and consistent in its anti-corruption measures. 

• Conducted a water footprint study 
• Improving water efficiency at manufacturing sites 
• Developing products with biodegradable formulas 
• No plastic microbeads and plastic glitter 
• Sustainable packaging 

• Human rights impact assessments when entering new markets 
• The five-step supplier evaluation Process 
• Supplier Code of Conduct 

Oriflame depends on water throughout the product lifecycle, 
but mainly during the manufacturing, consumer usage and raw 
material sourcing process. The availability and the quality of 
water is therefore of importance for us. Increased water scarcity 
that could potentially lead to reduction or disruption in the 
manufacturing process is a risk for us. 

Oriflame has implemented some measures to guarantee the 
respect of human rights in its own factories, warehouses, 
distributions centres and offices. However, a significant exposure 
remains with suppliers in emerging markets. 

• Increasing our share of Mass Balance certified palm oil
• Purchased RSPO Credits since 2010 
• Aim to source paper from credibly certified or recycled 

sources

Because a significant proportion of our impact comes from the 
raw materials we use, we need to make the right decisions about 
how, where and what we source to avoid deforestation. 

• Working with reducing our GHG emissions since 2010 
• Renewable electricity at all Oriflame operated sites 
• Committed to set Science Based Targets 

Our business impacts the climate, both directly via our operations 
and indirectly via our supply chain. We have identified changing 
weather patterns as a potential risk for decreased or irregular 
raw materials supply. 

We never compromise on the safety of our consumers – their well-
being is of paramount importance to us. Hence our consumer safety 
work is all about assessing, monitoring, testing and evaluating 
ingredients and formulas that could be of risk to the consumer. 

• Conduct a thorough evaluation of all raw materials 
• Measure safe concentration levels 
• Test final formulations for irritation and sensitisation 
• Collect feedback from consumers post-launch
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Oriflame has a strategy for becoming a more sustainable 
company which includes communicating openly on our 
commitments and progress. During recent years, we have 
gradually increased all our reporting as an organization and 
published our first separate Sustainability Report in 2014. 

This Sustainability Report covers material sustainability  
strategies, activities and performances for the company 
Oriflame Holding AG (called Oriflame in this report) during 
the period January 1 to December 31, 2019, unless stated 
otherwise. Franchise operations are not covered in this 
report. This report was published on Oriflame’s website,  
www.oriflame.com, on April 17 2020, where you will also 
find additional information about our sustainability efforts. 
This report has been prepared in accordance with the GRI 
Standards: Core option. A GRI Content Index is published 
on our website. The value creation model on on page 15 in 
the Annual Report is  is inspired by the International <IR> 
Framework.  

Information and facts are selected on the basis of sustain-
ability aspects assessed and material to Oriflame’s oper-
ations and are based on the best possible sources known 
by the company. Regarding some information about the 
development of the company and its operations, references 
are made to the Oriflame Annual Report for the fiscal year 
2019. Unless otherwise specified, all data concerning 
suppliers and suppliers’ factories includes all suppliers and 
factories that were active and approved for production 

About this report
during the reporting period. Our greenhouse gas emission 
calculations and reporting are aligned with the Greenhouse 
Gas Protocol Standard.  

This report has not been externally assured. However, part 
of our greenhouse gas emission calculations (72% of Scope 
1 and 85% of Scope 2 (location-based)) that are also to be 
reported to CDP have been subject to limited assurance by 
KPMG. The verification standard used is the International 
Standard on Assurance Engagements (ISAE) 3410, 
Assurance Engagements on Greenhouse Gas Statements. 
Additionally, the requirements found in the Greenhouse Gas 
Protocol have been used as applicable criteria. 

Our paper supplier questionnaires for product packaging, 
accessories and catalogues have been developed by 
Rainforest Alliance to verify supplier claims of FSC™ certifica-
tion or other credibly certified sources. 

This report has been developed and reviewed by Oriflame’s 
sustainability team, relevant experts in the company, and is 
approved by the CEO. 

Copyright ©2020 by Oriflame Cosmetics AG. All rights reserved. 
This report is produced by Oriflame Cosmetics AG.

Contact information
sustainability@oriflame.com
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Report and information available at 
www.oriflame.com
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