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The apparel sector is currently undergoing a process 
of change. A high level of globalisation and compre-
hensive structural change are presenting us with  
new challenges. The sales markets for clothing are 
continuing to shrink and the proportion of fully 
vertical concepts is increasing. Stationary retail has 
been battling with a significant decline in customer 
footfall, while the amount of retail floor space is 
rising. At the same time, online business is experi-
encing a significant expansion. Finally, we are 
regrettably having to contend with a general reduc-
tion in the extent to which society values clothing. 
These developments are the consequences of global 
megatrends and they are posing significant chal-
lenges to the strategic and sustainable alignment  
of our company. In addition, important political, 
business and climate conditions in different regions 
of the earth frequently exert pressure directly or 
indirectly on our entrepreneurial framework condi-
tions. Current examples are sustained exchange 
rate fluctuations, increased threats from terrorism, 
a power shift in several countries, or structural 
changes in China.

Leineweber GmbH und Co. KG is addressing these 
challenges. We are very pleased that in the course 
of the past few years, we have been able to achieve 
a sustainable growth for our company. This demon-
strates to us that our corporate strategy and the 
firm establishment of sustainability as a long-term 
corporate target are on a successful trajectory. 
Nevertheless, the restructuring being carried out 
in our sector demands major changes. As a result, 
we have developed our strategy further. In future, 
this development will be defined by continuity 
and change, and by respect for people and the 
environment.

We are continuing to propagate our message and 
maintain our alignment on sustainability. Our corpo-
rate identity is our tool for meeting the global busi-
ness, environmental and social challenges. It places 
people, the product, our customers and partners, 
and our brand at the centre of our entrepreneurial 
action. As a mid-sized, financially independent family 
company, we focus this action on medium and 
long-term targets in order to achieve sustainable 
success. Our employees are one of the keys to our 
success. Passion for the BRAX brand and the com-
mitment to achieve the best possible performance 
motivate us to work together on our corporate 
targets and our sustainability strategy.

Another building block in our future strategy of 
action will be to enhance the emotional element  
of the BRAX brand. We are aiming to achieve  
this through communication about our social and 
environmental engagement. These corporate values 
will remain crucially important for the future in 
combination with our corporate culture and our 
management guidelines on the one hand, and our 
passionate commitment to our united journey on  
the other hand. We bear a high level of responsibility 
for people and nature. This responsibility is a top 
priority and we consistently take it into account in 
all our business operations. This report is our forum 
for providing you with an authentic and open account 
of our work. We are privileged to inform you about 
our progress and targets for the issue of sustain-
ability at BRAX on the following pages. 

In the name of our entire Executive Management,  
we would like to wish you an enjoyable read. 

DEAR READERS!



MARÍA HUMBERTA  
RODRÍGUEZ —  
SEAMSTRESS PARTNER 

BUSINESS DOM. REP.
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1. We believe a high level of credibility is an important 
resource in our business. It sets the stage for 
engaging with our stakeholder groups in an atmos-
phere of trust and provides guiding principles for  
our entrepreneurial action. This is why credibility 
is a top priority for us today and in the future. It is 
one of the declared goals in this report. Our sustain-
ability reporting is based on the guidelines of the 
International Global Reporting Initiative (GRI) in the 
latest Version G4 so as to ensure that we present 
our services appropriately and in full, based on 
comparable criteria. We regard our efforts in the 
area of sustainability as a continuous process. 
In order to define, evaluate, update and review 
our goals and areas of action, we are engaging in 
intensive dialogue with our stakeholders. The issues 
relevant for this process of communication are the 
demands made by our stakeholder groups with 
respect to Leineweber GmbH & Co. KG (referred to 
in the following as BRAX) and the challenges we 
ourselves have to overcome in order ensure we are 
future-proof as a company.

ABOUT  
THIS REPORT
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The continuous dialogue with our stakeholder 
groups is a key element of our sustainability  
strategy. This is the only way in which we are  
able to obtain a clear picture of how different 
stakeholders assess the Executive Management  
of BRAX and identify the requirements they have 
for our entrepreneurial action. Our intention with  
this report is to maintain and intensify the public 
dialogue with important stakeholder groups. 

As a company in the textile  
sector, we are confronted  
by complex and global value 
chains. Our actions exert a 
direct and indirect impact on 
very different stakeholders — 
at local, national and interna-
tional level. In order to meet 
the individual expectations 
of our stakeholders, we have  
to maintain a continual con-

versation with them. The communication channels 
we use for this are as varied as our stakeholder 
groups. Alongside formal communication, we also 
keep in contact with individual persons and orga-
nisations. Furthermore, we seek dialogue in social 
networks, at events and with working groups in our 
sector. We also regularly invite media representatives 
to press events and organise tours at BRAX.

STAKEHOLDER 
DIALOGUE

IN ORDER TO MEET THE 
INDIVIDUAL EXPECTATIONS  
OF OUR STAKEHOLDERS, 
WE HAVE TO MAINTAIN A 
CONTINUAL CONVERSATION 
WITH THEM.
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The current GRI Guideline requires companies to 
carry out a materiality analysis in order to establish 
the basis for their reporting. BRAX joins forces  
with the company’s most important stakeholder 
groups to identify the topics from a large range of 
potential issues which the report should focus on. 
The objective is to prepare a report that is instruc-
tive and interesting to read at the same time. The 
GRI defines important intrinsic aspects which reflect 
the important economic, environmental and com-
munity impacts of the organisation or significantly 
influence the assessments and decisions of the 
stakeholders, and therefore provide grounds for 
inclusion in the report. We again carried out a 
materiality analysis with our most important stake-
holder groups in 2015/2016. The composition 
of the five particularly relevant stakeholder groups 
has remained unchanged with respect to our first 
external sustainability report. The following five 
groups are directly affected by our value creation, 
make a contribution to it, or exert a direct influence 
on the following:

MATERIALITY  
ANALYSIS

· CONSUMERS

· BUSINESS CUSTOMERS

· EMPLOYEES AND WORKS COUNCIL

· SHAREHOLDERS 

· SUPPLIERS AND SERVICE PROVIDERS

OUR KEY STAKEHOLDERS

SVENJA ROCHOLL — EMPLOYEE RETAIL/

PROCUREMENT 
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The fundamental systematic structure has been 
retained so that we are better able to compare the 
results of our materiality analysis from the previous 
report with this edition of the report. The GRI G4 
Guideline was the guiding principle governing the 
selection of issues in the first report, alongside the 
specific challenges of our line of business involved 
in compliance with sustainability standards and the 
views of the surveyed 
stakeholder groups.  
We again analysed 14 key 
aspects in the materiality 
analysis for this report and 
their composition remained 
the same. We carried out an 
intensive survey on these 
aspects with the defined 
stakeholder groups so that 
we were able to derive more 
detailed recommendations 
for action and future areas of activity from them.  
We engaged in dialogue with our consumers in a 
large-scale online survey. The feedback rate of  
our questionnaire almost doubled compared with  
the first consumer survey. We regard this as a sig- 
nificant sign that the interest of consumers has  
increased in our sustainability strategy. This is a  
very good reason for us to continue the constructive 
dialogue with this very important stakeholder group 
for us. Furthermore, our customer care department 
is in direct contact with our consumers on a daily 
basis. Their experience and the results of the on- 
line surveys place us in a position to highlight the 
demands of our customers at an early stage, analyse 
trends proactively and respond selectively to ideas. 
A representative random sample of our employees 
from different specialist departments also took part 
in workshops to determine topics worth reporting on. 
Business customers, suppliers, shareholders, man-
aging directors and members of the works council 
were additionally surveyed in personal interviews.  
We presented the resulting relevance of the issues 
yielded by the surveys in a materiality matrix (see 
diagram p. 13). The eight issues shown at the top 
right in the materiality matrix are special areas of 
action. They have top priority for our stakeholder 
groups and key significance for our work. 

BRAX JOINS FORCES WITH THE 
COMPANY’S MOST IMPORTANT  
STAKEHOLDER GROUPS TO  
IDENTIFY THE TOPICS FROM A 
LARGE RANGE OF POTENTIAL  
ISSUES WHICH THE REPORT  
SHOULD FOCUS ON.

AWILDO TEJADA — EMPLOYEE AT AUTOMATIC 

POCKET MACHINE PARTNER BUSINESS  

DOM. REP.
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They are classified as critical for business success 
and have been identified by us as critical in relation 
to the GRI definition. They therefore form the under-
lying foundation for this report. By comparison with 
the previous year, there were no content changes for 
these areas of action. Only the topics of Employee 
satisfaction and loyalty, and Environmental responsi-
bility slightly improved their position in terms of 
prioritisation:

However, we will also address the other six topics 
intensively in the future. They underwent substantial 
analysis for the fulfilment of sustainable standards in 
our work and as a result they were attributed a high 
priority for us and our stakeholders.

· ECONOMIC PERFORMANCE

· QUALITY ASSURANCE

· CUSTOMER SATISFACTION

· EMPLOYEE SATISFACTION AND LOYALTY

· SOCIAL RESPONSIBILITY IN THE SUPPLY CHAIN

· CUSTOMER HEALTH AND SAFETY

·  ENVIRONMENTAL RESPONSIBILITY  

IN THE SUPPLY CHAIN

· PROCUREMENT STRATEGY

OUR MATERIAL REPORTING TOPICS
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OUR MATERIALITY MATRIX 

The highlighted themes present the core items of our sustainability reporting.
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INGRID GONZÁLEZ —  
EMPLOYEE IN QUALITY 

CONTROL OF PRODUCTS 

PARTNER BUSINESS 

DOM. REP.
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2. Doing sustainable business — for us at BRAX  
that means paying attention to the environmental 
and social aspects that accompany our economic 
activities. For us, following that principle and op- 
erating successfully means, above all, developing 
long-term partnerships based on mutual trust  
with our employees, business customers, suppliers 
and society so that we can offer them sustainable 
prospects as an employer, a business partner and  
an enterprise. We consider long-range planning 
essential to ensure our long-term survival on the 
market. To shape the future of our business we 
expect our managers to demonstrate entrepreneurial 
far-sightedness and to react flexibly to changing 
circumstances. In our opinion, careful handling of 
people and resources is just as much part of our 
corporate responsibility as actively controlling all 
stages of the production chain.

SUSTAINABILITY 
AT BRAX 
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As part of the BRAX corporate identity we regard 
people, the product and the brand as the pillars  
of our success and therefore we make them the 
focus of our economic activities. BRAX rises to  
meet the global economic, environmental and 
social challenges on that basis. In our view, the  
key to sustainable success is orienting our activities 
to medium-term and long-term goals. We work 
together with suppliers and service providers to  
meet that challenge, in order to orient our added 
value increasingly to sustainable values on a daily 
basis.

BRAX AS AN INDEPENDENT 
FAMILY BUSINESS 

As a mid-sized family business we traditionally plan 
from one generation to the next. The way we handle 
resources and personnel is consequently determined  
by a well-developed sense of responsibility. For 
historical reasons we feel a special responsibility 
towards our employees and the people in East West-

phalia. We are equally aware  
of our responsibility for all our 
employees in our global supply 
chain. By doing business 
successfully we are able to take 
responsibility for people and  
for nature — the maxim followed 
by all decision-makers at BRAX 
and the principle on which their 
strategies and actions will be 
judged. Our financial independ-

ence makes it easier for us to meet our economic 
responsibility. BRAX has operated independently of 
bank financing since 2011 and funds all its invest-
ments from own resources. That enables us to take 
decisions independently. The drive to do our best 
prevails throughout the enterprise. We focus on our 
strengths and we constantly adjust our plan of action 

SUCCESS WITH  
SUSTAINABILITY 

IN OUR OPINION, CAREFUL HAND-
LING OF PEOPLE AND RESOURCES 
IS JUST AS MUCH PART OF OUR 
CORPORATE RESPONSIBILITY AS 
ACTIVELY CONTROLLING ALL STAGES 
OF THE PRODUCTION CHAIN.
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according to changing circumstances. Our virtues —  
fit and quality, reliability, credibility and account-
ability, along with modernity and emotional appeal — 
enable us to achieve our goals and turn our visions  
into reality. These same corporate virtues are reflected 
in our brands and they convey our positive attitude 
to life to customers and business partners alike.  
There is good reason for our claim: BRAX — Feel Good. 

STRONG TOGETHER 

BRAX regards its business customers and suppliers 
as partners and feels responsible for our joint 
success. Our experience shows that investment  
in vertical partnerships on the basis of credibility,
reliability and mutual trust is extremely effective, 
from both an economic and a social point of view.
In 2016 we therefore presented our products via 
3,853 trade partners, 1,863 shop in shop systems 
and 109 stores in Germany and other countries. 
Working together as equals with our business cus-
tomers promotes the realisation that our partner’s 
success equates to our own success. Similarly,  
our global procurement and purchasing are based 
on supplier partnerships characterised by mutual 
respect.

ENSURING LONG-TERM  
SUCCESS

At BRAX, attaining medium-term and long-term 
objectives always takes precedence over short-term 
profit maximisation. We are convinced that this is 
the only way we can safeguard our entrepreneurial 
success in the coming years and decades. Our 
employees at all levels are cost-conscious, efficient 
and yield-oriented. They thus create the basis for 
developing innovations, financing investments and, 
last but not least, securing jobs. At BRAX, invest-
ments in the future are the result of careful planning 
taking the long-term view. Our decisions are charac-
terised not only by entrepreneurial competence but 
also by courage and awareness of our responsibility 
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towards the company and society. Our planning is 
one of our distinguishing features. We establish our 
goals and strategies in medium-term, annual and 
monthly plans. Continual review of targets and their 
attainment guarantees a dynamic planning process 
and optimum results. The people in positions of 
responsibility within the company are involved in the 
planning processes and work with the management 

to develop individual targets. Transparency when 
setting targets and communicating about the results 
is a key component of the way we run the business 
and manage risks. Alongside our corporate identity, 
our brand vision and the management guidelines, 
sustainability is an important and equal building 
block in our BRAX foundation.  

CORPORATE 

IDENTITY BRAND VISION

SUSTAINABILITY

MANAGEMENT 

GUIDELINES

BRAX 
FOUNDATION

BRAX FOUNDATION

Our BRAX foundation helps us to ensure our long-term success.
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OUR ASPIRATIONS 
FOR THE FUTURE

The corporate identity of BRAX Leineweber, our 
management guidelines and the brand values are key 
factors for all economic, environmental and social 
targets, and strategies of the company. The following 
points need to be highlighted for this process:

1. Human resource development: In future, 
human resource development and reinforcing our 
team, the integration of new employees and the 
implementation of management guidelines based on 
the BRAX culture will be the most important funda-
mental functions of the company. The demographic 
change has resulted in fierce competition breaking 
out for the best talented high-flyers and young pro-
fessionals. As a traditional heritage company with
an impressive image, we are directing our human 
resource strategy towards these new challenges.

2. Product and brand strategy: Our consumers 
and business customers particularly value our 
products for their modern design, exclusive mate-
rials, innovations and very high standards for quality 
and perfect fit. In future, we will continue to 
strengthen the unique selling points and the high 
recognition value of our products. Alongside mod-
ernisation, we will also be placing especial emphasis 
on making the BRAX brand more emotional. We are 
currently developing our brand strategy in order to 
communicate the style of living embodied by the 
brand and to strengthen our presence in Germany 
and abroad. This makes a substantial contribution  
to consolidating the position of BRAX as an outfit 
brand.

3. Customers and partnerships: We want to 
ensure that customers are passionate about our 
products and they are always the focus of our actions. 
We will foster this by expanding our vertical partner-
ships with our business customers and direct the 
processes within our company towards this objective. 
The focus on trust and transparency also applies to 
cooperation with our suppliers. This is how we create 
honest business relationships and work strategically 

PHILIPP STURM
EMPLOYEE IN IT/ 
PROCESS MANAGEMENT

At BRAX, we are already 
using our own CR tool to 
monitor social standards  

in the supply chain.  
The need to use  
IT tools for 
monitoring and 

controlling social  
and ecological criteria will 

continue to grow over the 
coming years. Advanced IT 
technology and individual 
CR tools are absolutely 
essential for sifting and 
managing the large volumes 
of data. We have created  
an individual and modern 
web application based on 
bespoke requirements for 
BRAX in order to make data 
handling simple and 
flexible.

IN FUTURE, CR WILL 
BE INCREASINGLY 
STEERED BY IT TOOLS
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with our partners to improve sustainability in our 
value chain. Since 2013, we have already developed 
the BRAX Corporate Standards for Social and Ecological 
Responsibility, and in 2014 we deployed them in a pilot 
phase. The universal introduction of our standards was 
launched in 2015. One of our key future themes is the 
ongoing development of our social and environmental 
engagement. It is being planned and implemented as a 
joint challenge in partnership with our suppliers.

4. Divisions: The expansion of our divisions 
International Sales, National Sales, Retail and 
E-commerce in all distribution channels, and increas-
ingly in the form of the omnichannel, is an important 
future function for our company. We will steadfastly 
continue to pursue our long-term trajectory of 
expansion as a strategic objective. The necessary 
investments will be profitably implemented in our 
vertical restructuring. Aside from intensifying the 
partnerships outlined above, we will also organise 
the online business in a future-proof approach, 
develop a coherent franchise concept, and operate 
the business at our factory outlets in line with 
market developments and with the focus on success.

5. Quality claims: We define the highest standards 
for the quality of our products and raw materials, 
the profitability of production processes, and all 
upstream and downstream phases in the work 
process. In order to fulfil these aspirations, global 
procurement and purchasing are based on the 
following principles:

· PROFITABILITY

· QUALITY MANAGEMENT

· SUSTAINABILITY

· RISK MANAGEMENT

OUR PROCUREMENT PRINCIPLES
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11 %
WOMEN‘S

TOPS

10 %
MEN’S TOPS

41 %
WOMEN‘S 

PANTS

38 %
MEN’S 

PANTS

TURNOVER BREAKDOWN BY PRODUCT SEGMENTS

Our aim is to consolidate the position of BRAX as an outfit brand.
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6. Additional modules for corporate develop-
ment:  In our opinion, positive corporate develop-
ment can only be achieved with the courage and the 
motivation to bring about changes in the corporate 
organisation because the structural challenges in our 
sector demand rapid action in all areas. This also 
demands the deployment of efficient logistics and 
the most advanced information technology. BRAX is 
investing substantial sums in the IT and Logistics 

divisions so that the company always has the most 
advanced systems and a professional team of em-
ployees at its disposal. The significantly enhanced 
pace of retail business, the rapid development of 
digitisation and the changed requirements for 
individual divisions make development of systems 
and processes in the company not only a core 
competence but also an important competitive 
factor.
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Sustainability and future-proof capability — these 
long-term visions are a defining characteristic for  
us as a medium-sized family-owned company. We 
actively embraced entrepreneurial responsibility  
for a very long time. This is part of our self-image 
and our corporate identity. At BRAX, we aspire to 
offer our customers apparel of the best quality at 
affordable prices, but also incorporate the social 
and environmental aspects in the manufacture of 
this clothing as fundamental building blocks.  
Firstly, we would like our customers to experience  
an all-round sense of feel good when they purchase  
our products. Secondly, the people in our value chain 
should be able to enjoy ethical and safe working 
conditions throughout the chain. At the same time, 
we are committed to the environment and we work 
continuously on reducing our consumption of  
resources.

Successful implementation of our sustainability 
strategy is possible because all the divisions at  
BRAX cooperate closely together with each other. 
Every day, we put in a great deal of commitment and 
work hard at harmonising economic, environmental 
and social issues with each other. Together with the 
product-related divisions and the individual specialist 
departments, the Corporate Responsibility Depart-
ment (CR) bears the main responsibility for many 
projects from this area. It is the direct staff office 
of the Executive Management. We are steadily 
working on complying with and developing environ-
mental and social standards in our supply chain 
through continuous, interdisciplinary communication 
with colleagues at the Herford site and across the 
world. Our focus here is on maintaining fair business 
relations with our partners and supporting our 
suppliers. We work closely together with our em- 
ployees on the ground and external auditing compa-
nies to meet the high level of requirements. Since 
we are also in continuous contact with our suppliers, 
we are able to control and direct the developments 
directly. 

OUR  
CR STRATEGY

ALISSA SEKULIC
CR MANAGER

As a CR Manager, I analyse
trends and I am continually
learning about social and 

environmental issues. 
It is the only way
that I am able to 
properly support 

my colleagues at the 
company headquarters in 

Herford and our suppliers 
throughout the world when 
I need to assist them with 
practical implementation 
of corporate responsibility 
and sustainability projects.
We are continually com- 
municating with various 
experts at specialist 
conferences, in working 
groups and events about 
the topic of sustainability. 
We also engage in an 
intensive dialogue with our 
stakeholders.

CR WORK PRESENTS 
AN EXCITING  
CHALLENGE EVERY 
DAY  
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Another important building block for proactive 
work in the area of sustainability is the internal and 
external communication of our activities, and open 
and constructive dialogue with our stakeholder 
groups. Apart from suppliers, we are also in regular 
dialogue with consumers and business customers. 

This approach selectively promotes fostering con-
tacts with the BRAX brand. We also visit universities 
and other educational facilities where we engage in 
an open and consumer-centric debate about our CR 
activities.

TRIPLE BOTTOM LINE 

We are continously working on balancing the triple bottom line of sustainability. 

SOCIAL  

RESPONSIBILITY

ECOLOGICAL 

RESPONSIBILITY

ECONOMIC 

RESPONSIBILITY



STEFAN HAUSFELD — DIVISION HEAD CORPORATE RESPONSIBILITY

ALISSA SEKULIC — CORPORATE RESPONSIBILITY MANAGER
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SOCIAL RESPONSIBILITY IN THE SUPPLY CHAIN 

TARGET

Maintain the audited sales volume 
at a level of over 85 %

Successfully BSCI audit new suppliers  
within the first 12 months

At least 5 internal audits per year in risk countries

Adult education project in the Dominican Republic 
is self-supporting with input from BRAX 

Training of all store managers in the content and 
requirements of the BRAX Corporate Standard  
for Social Responsibility

Training of all headquarter managers in the content 
and requirements of the BRAX Corporate Standard 
for Social Responsibility

Introduction of social standards and audits in 
accordance with BSCI at all product refining  
operations (washing and dyeing facilities, etc.)

Development of a further social project 
in cooperation with a supplier

TIME HORIZON

From 2014 ongoing

From 2014 ongoing

From 2014 ongoing

From 2014 ongoing

End of 2015

Mid 2016

From 2016 ongoing

Starting end of 2016

PROGRESS 
AND TARGETS  

STATUS

Target achieved Target mostly achieved Target partly achieved Target not yet achieved
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ECOLOGICAL RESPONSIBILITY IN THE SUPPLY CHAIN 

TARGET

Implement pilot phase of BRAX Corporate Standard 
for Ecological Responsibility

At least 10 washing plants from the product segment 
pants engaged in implementing the BRAX Corporate 
Standard for Ecological Responsibility 

At least 10 factories from the product segment pants 
engaged in implementing the BRAX Corporate Standard 
for Ecological Responsibility

Extension of Blue Planet collection:
2014: at least 65,000 pair of jeans

2015: at least 150,000 pair of jeans

2016: at least 200,000 pair of jeans

Training of all store managers in the content and 
requirements of the BRAX Corporate Standard 
for Social Responsibility 

Training of all headquarter managers in the content 
and requirements of the BRAX Corporate Standard  
for Ecological Responsibility

Universal introduction of the BRAX Corporate  
Standard for Ecological Responsibility in the tops 
product area

Further development relating to the requirements 
of the BRAX Corporate Standard for Ecological 
Responsibility in the pants product area

TIME HORIZON

Beginning of 2015

End of 2015 

End of 2015

End of 2014

End of 2015

End of 2016

End of 2015 

Mid 2016

From 2016 ongoing

From 2016 ongoin

STATUS
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SOCIAL STANDARDS IN 
OUR PARTNER BUSINESSES 

In 2014, we were already having 86.9 percent of our 
order volume* manufactured at production facilities 
which were being successfully audited in conformity 
with the social standards of the Business Social 
Compliance Initiative (BSCI). In 2016, we were once 
again able to significantly increase this result to the 
current level of 99.4 percent. We are supporting 
suppliers in implementing our requirements and in 
maintaining our principles and values — with commit-
ment of personnel and at local level. We also carry 
out internal and external audits on a regular basis. 
Even if we are particularly proud of the high propor-
tion of audited order volumes — our commitment  
to compliance with social standards is a process 
which never comes to an end because our require-
ments at BRAX are constantly being developed and 
driven forward.

You will find detailed informa-
tion on our social standards 
and our commitment in the 
Business Social Compli-
ance Initiative (BSCI) in 
section 3 from page 
38. 

ECOLOGICAL  
RESPONSIBILITY AT BRAX

Since 2014, we have gradually been introducing our 
BRAX Corporate Standard for Ecological Responsibility 
with our partner businesses. In 2016, ten businesses 
had already achieved the bronze level, six business 
had reached the silver level and three business 
had reached the gold level. In addition to that,  
three businesses had received the allocade of  
BRAX Eco Partner. We are able to perceive  
an unambiguous sign  
of the practical 
feasibility and 
success of our 
standard in the 
cooperation  
and motiva-
tion of our 
suppliers. 
We will 

MILESTONES

*measured by the order value
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therefore continue to drive forward this project in 
future. Our product highlight Save the Blue Planet 
has already provided us with an innovative and 
resource-saving production procedure in the area of 
pants. When we manufacture a pair of Save the Blue 
Planet jeans, this enables us to save an average of 
60 percent of the water consumption, 51 percent 
of the chemicals used and a total of 53 percent for 
energy consumption. This is a result we are very 
proud of and one that our customers duly acknowl-
edge and value. 

You will find detailed information on our 
BRAX Corporate Standard for Ecological 
Responsibility and our product highlight 
Save the Blue Planet in section 3 from 
page 58.

OUR EDUCATION  
PROJECT IN THE  
DOMINICAN REPUBLIC  

At the end of 2013, we joined forces with partner 
business Eurostil to launch an adult education 
project in the Dominican Republic. Thanks to this 
initiative, employees there have the opportunity  
of learning to read and write, as well as catching 
up on obtaining their school-leaving qualification.  
60 employees have now successfully taken part in 

the literacy course. Three quar-
ters of these people are now 

even attending an advanced 
course. This makes the 

project a major success 
for the business, the 

employees and for us. 

You will find 
detailed infor- 

mation on our 
education 
project in the 

Dominican 
Republic in section 

3 from page 62.



 LINDA NOLL —  
COLLECTION- AND 

PRODUCTION  

COORDINATOR 

BLOUSE/SHIRT
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3. Actively exercising entrepreneurial responsibility is 
part of the way BRAX sees itself and a vital compo-
nent of our corporate identity. Providing top-quality 
clothes at affordable prices and taking social and 
environmental aspects into account as premises  
in that context — that is our aim and our mission. 
The market environment of the clothing industry is 
characterised by critical stakeholders, great media 
interest and intensive customer communication. 
Even so, fair working conditions and environmentally 
friendly production cannot be taken for granted. 
However, consumers and consumer organisations 
are showing greater interest in supply chains and 
are questioning production conditions and the use  
of chemicals. Consequently, buying decisions are 
coming to be determined in part by such factors,  
and that makes a successful sustainability strategy 
essential for an up-to-date corporate and brand 
management. For BRAX this is a matter of course 
and something we work at every day, successfully 
and with pleasure.

RESPONSIBLE 
PRODUCTION  
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Running a business successfully takes passion, 
loyalty and the satisfaction of the employees,  
business customers and suppliers. We regard  
respectful, responsible relations with everyone  
who comes within the scope of our entrepreneurial 
activities as the basis of any partnership. BRAX 
operates in the context of the global competition 
of the clothing industry. Because of the highly 
specialised, labour-intensive method of production, 

the companies in our industry 
choose to produce in coun-
tries and regions where 
relevant jobs are available at 
competitive wages. Structural 
change in the manufacturing 
countries and associated 
geographical shifts in supply 
chains constantly pose fresh 
challenges for clothing com-
panies and their sustainability 
management. That is why it  

is important for us to strike the right balance. As  
well as local laws, production standards must also 
comply with our social and environmental principles 
and values and at the same time, we need to take 
our customers’ needs into account. We also have to 
bear in mind that many manufacturing countries have 
their own specific socioeconomic, social, political, 
legal and cultural contexts. In developing countries 
and newly industrialising countries, establishing a 
textile and clothing industry can often be the first 
step towards industrial development, as was the  
case in Europe for example in the early days of 
industrialisation. If we are to meet our responsibility 
towards the manufacturing countries in the long 
term and promote development opportunities in 
those countries, we must always take both sides  
into account when assessing a particular situation, 
formulating our expectations and implementing 
measures.

FAIR BUSINESS  
RELATIONS

WE REGARD RESPECTFUL, 
RESPONSIBLE RELATIONS  
WITH EVERYONE WHO COMES  
WITHIN THE SCOPE OF OUR  
ENTREPRENEURIAL ACTIVITIES  
AS THE BASIS OF ANY PARTNER- 
SHIP.
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OUR SOURCE COUNTRIES BY REGIONS

7 %
CHINA

28 %
NORTH 

AFRICA

25 %
TURKEY 

25 %
EU

10 %
SOUTH AND  

CENTRAL AMERICA

5 %
SOUTH-

EAST

 ASIA

We know all of our suppliers in our sourcing countries personally. 
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 1 PERU

 2 DOMINICAN  

  REPUBLIC

 3 MOROCCO

 4 PORTUGAL

 5 GERMANY

 6 ITALY

 7 TUNISIA

 8 POLAND

 9 UKRAINE

 10 ROMANIA

 11 MACEDONIA 

 12 BULGARIA

 13 TURKEY

 14 EGYPT

 15 MADAGASCAR

 16 INDIA

 17 SRI LANKA

 18 BANGLADESH

 19 MYANMAR

 20 CHINA

 21 VIETNAM
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In 2015, BRAX products were manufactured by more 
than 50 partners in Europe, North Africa, South and 
Central America and Asia. Despite our increasingly 
differentiated and broadening product range we keep 
the number of manufacturers as low as possible,  
as that is the only way to ensure individual support 
for every single factory. Our focus is always on 
developing a strategic and long-term manufacturing 
link-up. As a successful, commercially oriented 
enterprise, we invest more than average in our 
products and their quality. The decision to extend 
production to countries outside Europe was based  
on a variety of factors. Firstly, they have the capacity 
and the skilled workers to fulfil our high standards  
in terms of quality and fit, and secondly, monetary 
considerations and, 
with that, ensuring  
our competitiveness 
play a part. Irrespec-
tive of the origin of 
our products, in the 
context of our global 
business we con-
stantly endeavour to 
establish fair trading 
relations and maintain 
them in the long term. 
We have come to the 
conclusion that we do 
not want simply to 
eradicate manufac-
turing companies in so-called risk countries, such as 
Bangladesh, from our supplier portfolio. Despite all 
the objections it has to be remembered that opting 
to have manufacturing bases there creates jobs in 
those countries and supports the positive develop-
ment of their economies. We realise again and again 
that there is a considerable number of enterprises in 
risk countries that are aware of their social responsi-
bility and take it seriously. Those are the firms we  
try to work with. In the end, our possible cooperation 
with good partners contributes to the development 
of those countries and gives people there prospects 
and the basis of their livelihood. It is therefore a 
fundamental principle of our procurement strategy  

to select our suppliers very carefully, audit them, 
support them and help them to develop. Long-term 
cooperative link-ups with our suppliers facilitate 
efficient planning on both sides. That creates trust 
and certainty. Early definition and communication, 
before signing the contract, of planned capacity, 
schedules and terms allow manufacturers not only 
to meet our required product quality standards but 
also to improve the social and health environment  
of their production facilities in line with our expecta-
tions. We develop fair business relations on a part-
nership basis for both parties’ benefit as the only 
way of attaining our economic, environmental and 
social objectives. We make a point of only working 
with firms we know personally and can support 

locally. The impor-
tance of maintaining 
our standards is 
explained to new 
suppliers when 
establishing initial 
contact with a view 
to working together. 
Right at the first 
interview all the 
relevant criteria  
are checked with 
reference to a struc-
tured checklist and  
discussed openly  
with our potential  

new business partner. The checklist covers both 
product-related factors like machinery and equip-
ment, capacity and pricing and questions on social 
and environmental issues. In addition, we support 
our partners round the world personally, through  
our own local staff. They are seconded to the firms 
concerned to assist on all matters connected with 
production of the goods. Suppliers thus have the 
facility of entering into direct dialogue with BRAX. 
Questions can be answered more quickly and  
problems resolved on the spot. The employees on 
site oversee compliance with the BRAX standards 
and can intervene promptly if problems arise.

WE DEVELOP FAIR BUSINESS  
RELATIONS ON A PARTNERSHIP  
BASIS FOR BOTH PARTIES‘ BENEFIT  
AS THE ONLY WAY OF ATTAINING  
OUR ECONOMIC, ENVIRONMENTAL 
AND SOCIAL OBJECTIVES. WE MAKE 
A POINT OF ONLY WORKING WITH 
FIRMS WE KNOW PERSONALLY AND 
CAN SUPPORT LOCALLY.
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TEXTILE  
SUPPLY CHAIN
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We are aware of our responsibility for workers at  
the factories and we accept that responsibility.  
Over and above that, the same principle applies at  
all the production locations as at our headquarters  
in Herford: satisfied employees who are treated  
with respect are the foundation for consistently  
high quality. In this field of work, the focus globally  

is on the manufacturing work-
shops. According to our con-
ception, fair working conditions 
throughout the textile supply 
chain are very important. 
However, unlike the upstream 
processes such as spinning, 
knitting and dyeing, sewing  
is still largely non-automated. 
Doing a lot of hand work means 
employing a lot of people.  
On top of that, the working 
environment is often character-
ised by heavy time and cost 
pressure. That is why we pay 

special attention to the sewing workshops that make 
up the garments for us. Our more general aim is  
to ensure that the people working for our suppliers 
enjoy decent working conditions. We want to moti-
vate our suppliers to maintain or improve on that 
level. On the basis that unity is strength, in 2008  
we joined the Business Social Compliance Initiative 
(BSCI). Since then we have been able to approach 
the establishment of fair working conditions more 
systematically and be effective over a wider sphere. 
The BSCI is an initiative by purchasing organisations 
aimed at improving global working conditions in 
various sectors. We believe the only way we can 
ensure significant, lasting improvements are made  

SOCIAL  
RESPONSIBILITY IN 
THE SUPPLY CHAIN 

WE ARE AWARE OF OUR RESPONSIBILITY 
FOR WORKERS AT THE FACTORIES AND 
WE ACCEPT THAT RESPONSIBILITY.  
OVER AND ABOVE THAT, THE SAME 
PRINCIPLE APPLIES AT ALL THE  
PRODUCTION LOCATIONS AS AT OUR 
HEADQUARTERS IN HERFORD: SATIS-
FIED EMPLOYEES WHO ARE TREATED 
WITH RESPECT ARE THE FOUNDATION 
FOR CONSISTENTLY HIGH QUALITY.
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SONA KANCÍROVÁ
EMPLOYEE CR  
PARTNER BUSINESS  
TUNISIA 

An open and honest 
partnership between 

suppliers and cus- 
tomers is particu-
larly important for 
successful wealth 

creation. This is the 
roadmap for meeting the 

enablers of production in 
compliance with socially 
ethical and environmentally 
friendly standards. We are 
delighted to be supported 
by a strong partner like 
BRAX. The new experience 
I have gained in the area  
of sustainability and the 
mutual exchange of ideas 
help to continuously im- 
prove our work. Hereafter 
our focus will be on social 
and environmental topics 
within the supply chain.

WE ARE PROUD 
OF THE GOOD
COLLABORATION 

at the factories is if we get together with other 
enterprises. That is precisely what the BSCI enables 
us to do, and it also provides an audit system and 
training. As well as the joint efforts under the BSCI 
umbrella, we also developed a corporate standard  
of our own, which goes beyond these requirements. 
Our production partners are required to follow a 
step-by-step process in the course of which they 
 will introduce this standard. All the requirements 
concerning working conditions are set down in our 
BRAX Corporate Standard for Social Responsibility.

THE BRAX CORPORATE 
STANDARD FOR SOCIAL 
RESPONSIBILITY 

So that we can be certain that our requirements 
pertaining to social standards are introduced at  
the factories and are then maintained, and to  
promote a durable working relationship in a spirit 
of partnership, we have developed the BRAX  
Corporate Standard for Social Responsibility. This 
contains the rules and tasks that we impose as a 
binding requirement on all our contracting parties 
and their suppliers in the BRAX textile supply chain 
in order to ensure fair working conditions in our 
production operation. The aim of the corporate 
standard is to create a uniform concept that  
identifies the ethical bases of joint value creation 
and from those bases derives ground rules and 
recommendations on business conduct for all  
parties involved, makes them a mandatory part 
of our contractual relations, transparently monitors 
and enforces their implementation in practice  
and provides help with making improvements if 
necessary.

The BRAX Corporate Standard Social Responsibility  
is implemented step by step as follows:

ˇ
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Step 1: Initial assessment by the CR Department
Before each potential cooperation with a supplier, 
our CR Department carries out a review to establish 
whether the business is already familiar with compli-
ance and monitoring of social standards. Does the 
business already have a valid social audit from the 
BSCI or an SA8000 Certificate? This kind of review 
helps to establish in advance whether a supplier is 
ready and committed to roll out our social require-
ments and as necessary to implement improvement 
measures at this stage. If the initial assessment  
by the CR Department is negative — for example 
because the supplier has verifiably infringed social 
standards in the past — the possibility of any future 
cooperation is analysed very carefully before even 
the first test order is 
placed. 

Step 2: The BSCI Code 
of Conduct
We actively integrate 
our suppliers in our 
business processes 
At the latest before 
we issue the first 
production order, 
we require our part- 
ners to make a written 
commitment to compli-
ance with the Code  
of Conduct governing working conditions. The Code 
includes conditions for socially ethical production. 
It is based on the core employment conventions of 
the International Labour Organisation (ILO) and also 
includes regulations prohibiting child labour and 
forced labour, as well as rules on discrimination, 
compensation and fair working hours, workplace 
safety, and environmental protection, prevention  
of corruption, and finally on freedom of association  
and collective bargaining. The Code of Conduct  
must be displayed clearly visible in the national 
language for all employees at the production facili-
ties. All employees must receive training from the 
management of the business relating to the content 
of the agreement and they must be informed about 
their rights. 

Step 3: The self-assessment and the BRAX pre-audit
The company initially carries out a self-assessment  
in order to obtain a baseline analysis of the actual 
situation in the business. Regulations and standards 
are often theoretically, abstract and complex. It is 
therefore important that we are integrated actively  
in the correct implementation of these rules. In most 
cases, this takes place in a so-called pre-audit, which 
involves a visit to the company by the team from the 
Corporate Responsibility Department. Apart from  
a factory tour, this visit also includes an inspection  
of different documents. We also carry out intensive 
discussions with the management and as necessary 
with the employee representatives of the facility. This 
enables us to gain support of both for our projects.  

We obtain first-hand 
information as to 
whether compliance  
is possible with the 
standards we have 
defined. An action plan 
is drawn up at the end 
of the visit. This must 
have been implemented 
by the time the external 
audit is carried out in 
the subsequent weeks 
or months following the 
pre-audit.

Step 4: The external BSCI audit 
Compliance with the BSCI Code of Conduct is 
monitored through an audit carried out by an inde-
pendent, external audit company. We are confident 
of the sustainable impact of obligations and audit 
procedures of this nature. This is why we support our 
business partners in the production facilities as they 
make preparations for the audit. We also provide 
financial assistance by paying for the first two audits. 
After an external audit has been carried out, the 
business and BRAX receive a comprehensive report 
informing them about the individual objectives and 
their status. If necessary, a Remediation Plan of 
corrective measures prepared especially for the  
business is implemented under the independent 
responsibility of the supplier. This is regularly  
 

SO THAT WE CAN BE CERTAIN THAT 
OUR REQUIREMENTS PERTAINING  
TO SOCIAL STANDARDS ARE INTRO-
DUCED AT THE FACTORIES AND ARE 
THEN MAINTAINED, AND TO PROMO-
TE A DURABLE WORKING RELATION- 
SHIP IN A SPIRIT OF PARTNERSHIP, 
WE HAVE DEVELOPED THE BRAX 
CORPORATE STANDARD FOR SOCIAL 
RESPONSIBILITY. 
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reviewed by BRAX. Naturally, we provide assistance 
at all times. If a business concludes the BSCI Audit 
with an overall result of C, D or E, a follow-up audit 
is carried out within the space of a year. Once again, 
an external auditor checks whether the business has 
implemented the measures defined and has rem-
edied the non-conformities that have been identified. 
Successfully audited businesses with the overall 
result of A or B also receive ongoing support. The 
development process is driven forward and the 
companies undergo an auditing process every two 
years. This happens in close cooperation with all the 
company divisions involved.

Step 5: Further development of the partner operation
After our partners have successfully carried out 
steps 1 to 4, we provide support and motivate  
them to continue the process of continuous  
improvement in their own business. The BRAX 
Corporate Standard Social Responsibility envisages 
our partners working towards achieving certification 
in conformity with the international SA8000 
standard, which is also focused on making improve-
ments to the working conditions of employees and 
defines higher requirements to this end. Further-
more, we highlight advanced opportunities for 
training and career-development measures which  
are offered by organisations including BSCI. 
Business partners also have the option of acquiring 
an internal qualification which verifies their social 
engagement. In order to achieve this, they have  
to demonstrate excellence through specific and 
voluntary initiatives designed to promote the BRAX 
Corporate Standard. These may encompass in 
particular the development of contacts with stake-
holders or relate to a special commitment in  
structural social and educational projects outside 
the company, as well as sponsorship measures.

ROSANNA VICTORIA — EMPLOYEE WORKING 

AT THE FUSING PRESS PARTNER BUSINESS 

DOM. REP.

JUANA YAJAIRA NUÑEZ — EMPLOYEE IN  

THE TAILORING FACILITY PARTNER BUSINESS 

DOM. REP.
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BSCI CODE OF CONDUCT

CODE OF CONDUCT

No child labour

No bounded labour

No discrimination

Fair remuneration

Decent working hours

Occupational health and safety

Special protection for young workers

No precarious employment

Protection of the environment

Ethical business behaviour

The rights of freedom of association  
and collective bargaining

ENTERPRISE  
COMMITMENT

The enterprise does not hire any worker below 
the legal minimum age

The enterprise does not engage in any form of  
forced servitude, trafficked or non-voluntary labour

The enterprise provides equal opportunities 
and does not discriminate against workers

The enterprise respects the right of workers  
to receive fair remuneration and commits oneself  
to paying the statutory minimum wage 

The enterprise observes the law regarding 
hours of work

The enterprise ensures a healthy and safe 
working environment

The enterprise provides special protection 
to any workers that are not yet adults

The enterprise hires workers on the basis
of documented contracts according to the law

The enterprise takes the necessary measures  
to avoid environmental degradation

The enterprise does not tolerate any acts of  
corruption, extortion, embezzlement or bribery

The enterprise respects the right of workers to  
form unions or other kinds of worker’s associations 
and to engage in collective bargaining
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OUR EXPANDED BSCI PROCESS

INITIAL ASSESSMENT BY 

THE CR DEPARTMENT

OBLIGATION OF THE SUPPLIER TO 

COMPLY WITH THE CODE OF CONDUCT

SELF-ASSESSMENT  

BY THE SUPPLIER

PRE-AUDIT BY THE  

CR DEPARTMENT

EXTERNAL BSCI AUDIT

EXTERNAL  

FOLLOW-UP  

AUDIT WITHIN 

ONE YEAR

PLANNING AND 

IMPLEMENTATI-

ON OF REMEDIA-

TION MEASURES

PASSES WITH 

RESULT C, D 

OR E

PASSED WITH 

RESULT A 

OR B

VALID FOR 

2 YEARS

PASSED

NOT PASSED

VALID FOR 

1 YEAR

Not passed several times: question appropriateness of cooperation with producer
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ORDER VOLUME AT FACTORIES THAT HAVE 
SIGNED UP TO THE BSCI CODE OF CONDUCT

(based on order value)

We require all suppliers to comply with the BSCI Code of Conduct.

ORDER VALUE AT FACTORIES  
WITH A VALID PASSED AUDIT

(based on order value)



KEVIN FIDLER —  
DESIGN OUTDOOR 

MENSWEAR
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OUR MONITORING MEASURES

Irrespective of the place of manufacture, our objective 
is to have all BRAX products manufactured exclusively 
by businesses which have made a commitment to com- 
pliance with minimum social standards.  We ask them 
to confirm compliance with the Code of Conduct — 
before the test phase is actually rolled out. As early  
as 2014, we were already having 86.9 percent of our 
order volume manufactured at production facilities 
that had been successfully audited in compliance with 
BSCI. Once again in 2016, we were able to significantly 
increase this outcome to 99.4 percent. We are particu- 
larly proud of these very good results and our inten-
tion is to maintain this high level of performance in 
the future. BRAX monitors the social standards, particu- 
larly in at-risk countries where it is in any case difficult 
to ensure compliance with them. Classification of 
at-risk countries is based on the definitions of BSCI 
and on our own assessments for the countries where 

our products are manufactured. 
In addition, we develop our own 
personal impression of the produc-
tion businesses. A total of 46 BSCI 
audits were carried out in our busi- 
nesses by external auditing firms in 
the year 2016 alone. Eleven of these 
audits were completed with the 
result of A and eight obtained the 
result B. These outcomes provide 
verification that the businesses are 
compliant with the requirements. A 
BSCI audit with these results is valid 
for two full years. Twentyfour of our 

suppliers achieved the result C and three only managed 
to get a score of D. This means that improvements are 
necessary with these businesses in order for them to 
comply with our requirements in full. Minor discrepan-
cies were identified in these companies relating to 
their management systems, the guidelines for social 
responsibility, working hours, and in the area of health 
and safety at the workplace. We provide suppliers with 
assistance in quickly closing these gaps. This is gener-
ally possible within the space of six months. A subse-
quent follow-up audit is then carried out to confirm 
implementation of the measures.

IRRESPECTIVE OF THE PLACE OF MANUFAC-
TURE, OUR OBJECTIVE IS TO HAVE ALL BRAX 
PRODUCTS MANUFACTURED EXCLUSIVELY 
BY BUSINESSES WHICH HAVE MADE A  
COMMITMENT TO COMPLIANCE WITH MINI-
MUM SOCIAL STANDARDS.  WE ASK THEM 
TO CONFIRM COMPLIANCE WITH THE CODE 
OF CONDUCT — BEFORE THE TEST PHASE IS 
ACTUALLY ROLLED OUT.



AMBIORIX SALCÉ — QUALITY ASSISTANT PARTNER BUSINESS DOM. REP.

JULISSA DÍAZ — SEAMSTRESS PARTNER BUSINESS DOM. REP.
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RESULTS OF THE BSCI AUDITS CARRIED OUT 
AT OUR SUPPLIERS IN 2016 

24 %
A

53 %
C

6 %
D

17 %
B

Audits with a validity of 2 years:
41 %

Audits with a validity of 1 year:
59%
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RESULTS OF ALL BSCI AUDITS CARRIED OUT 
AT OUR SUPPLIERS VALID UP UNTIL 31 MARCH 2017 

32 %
A

48 %
C

3 %
D

17 %
B

Audits with a validity of 2 years:
49 %

Audits with a validity of 1 year:
51 %
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This points up our main sphere of activity. Apart from 
checking whether standards are being adhered to, 
our endeavours to proactively develop companies  
are an important task area. Defects identified can 
then be swiftly remedied. Our suppliers have from  
six months to a year to put the agreed measures into 
effect in conformity with the standards and apply  
for a repeat external audit. Appreciation of the need 
for social standards among our suppliers is generally 
high, although some suppliers are occasionally 
hard-pushed because our standards far outstrip 
those of the country where they operate. With our 
support, most suppliers manage to remedy the 
defects rapidly and thus succeed in attaining high 
standards and maintaining them in the long term.  
If potential or established business partners are not 
prepared to uphold social standards and to submit  
to auditing, or if they fail to make improvements after 
negative audit results, we will decline to work with 
them or terminate relations, as the case may be. 
There was no such case in 2016. Far-reaching 

responsibility — for us, that  
also means being informed 
about our suppliers’ own 
suppliers and subcontractors 
and ensuring that they, too, 
adhere to BRAX business 
standards. The Code of Con-
duct is therefore not confined 
to our manufacturing work-
shops but also extends as a 
matter of course to the up-
stream suppliers and service 

providers. In the clothing industry these are mainly 
dyers and washers, along with individual specialised 
operations such as embroidery. At our request, all 
the product finishers who finish, wash and dye our 
pants signed up to the Code of Conduct already  
in 2014. We also plan to conduct internal audits of 
such firms in future. To promote global sustainability 
and fairness we also include our suppliers in the 
upstream valueadded chain in our initiatives. The 
exclusivity of the fabric is particularly significant  
to BRAX. Therefore, alongside rigorous quality 
management, social and environmental factors are 
also taken into account. In accordance with our 

THIS POINTS UP OUR MAIN SPHERE 
OF ACTIVITY. APART FROM CHECKING 
WHETHER STANDARDS ARE BEING 
ADHERED TO, OUR ENDEAVOURS TO 
PROACTIVELY DEVELOP COMPANIES 
ARE AN IMPORTANT TASK AREA.
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business model we tend not to buy our shell fabrics 
in risk countries. Established suppliers and all new 
suppliers of shell fabrics and trimmings are also 
required to comply with the Code of Conduct. 
In 2015, the order volume for shell fabric suppliers, 
who had made a commitment to the BSCI Code of 
Conduct, was almost 100 percent. In the case of 

trimmings suppliers, we achieve a similarly high value 
at around 97 percent. Our social standards work is 
never done, as the requirements are evolving and 
being further defined all the time. That applies both 
to established and new suppliers and also to the 
various stages in the supply chain that we cover.

0 %
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99.2 % 97.1 %

shell fabric trimmings

ORDER VOLUME AT SHELL FABRIC AND TRIMMINGS SUPPLIERS 
THAT HAVE SIGNED UP TO THE BSCI CODE OF CONDUCT

(based on order value)

Our suppliers of shell fabric and trimmings also have to commit to the Code of Conduct of the BSCI.
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STEPHAN SCHOFFER
MANAGER 
PARTNER BUSINESS
EGYPT

SUSTAINABILITY  
IS A BASIC ENABLER 
FOR US

INTERVIEW WITH  
OUR SUPPLIER EUROTEX 
FROM EGYPT

We met up with Stephan Schoffer from textile 
company Eurotex in order to talk about the topic  
of sustainability. Eurotex has its production location  
in Egypt and has been primarily manufacturing 
men’s and women’s pants for BRAX.

MR SCHOFFER, WHAT DOES SUSTAINABILITY 
MEAN FOR YOU AS A SUPPLIER? 

Stephan Schoffer: As a supplier, sustainability 
means integrating and reviewing the social, environ-
mental and economic aspects of my actions. If I put 
it in more concrete terms, sustainability entails that 
my employees have fair working conditions, I adopt 
an ethical approach to people and the environment 
in the manufacture of my products, and at the same 
time naturally provide secure jobs and strengthen 
the economic development of the location.  
 

ARE YOU ABLE TO NAME SOME  
ADDITIONAL EXAMPLES TO SHOW HOW 
IMPORTANT SUSTAINABILITY IS FOR YOU?

Stephan Schoffer: Let’s take the example of educa-
tion. As far as I am concerned personally, the social 
responsibility I bear for my employees is a particularly 
important priority. There are also important aspects 
like fair pay and a safe workplace environment.
However, providing support for personal issues is also 
important, particularly the opportunity to build up 
knowledge. I believe that education is the most 
important key on the journey to overcoming poverty. 
For example, people who have been educated are 
much less likely to be affected by unemployment and 
they will find new employment much more quickly if 
they have to change jobs. They frequently have much 
more self-confidence and they are more independent 
in their approach to work. Educated people are also 
well aware of their rights as an employee. We are 
suffering from a skills shortage in Egypt — and this is 

As a supplier, sustainability 
means integrating and 

reviewing the social, 
environmental and 
economic aspects 
of my actions. 

If I put it in more 
concrete terms, sustain-

ability entails that my 
employees have fair 
working conditions, I adopt 
an ethical approach to 
people and the environ-
ment in the manufacture 
of my products, and at the 
same time naturally provide 
secure jobs and strengthen 
the economic development 
of the location. Sustain-
ability is therefore a basic 
enabler for our work.
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especially acute in production. That’s why we are 
currently planning a project which enables us to  
offer young people the opportunity to undergo a 
training leading to a qualification, for example as a 
tailor or pattern-maker. Both sides benefit from this. 

WHAT IS YOUR POSITION ON 
ENVIRONMENTAL RESPONSIBILITY?

Stephan Schoffer: Education is also a very important 
aspect in this area. As an entrepreneur, I am naturally 
always looking for new opportunities to structure my 
production with more efficient use of resources and  
to make it more environmentally benign. However, in 
order to achieve this objective I also need the support 
of my employees. You see, in Germany people switch 
off the lights at the end of the day and they turn off the 
tap as a matter of course while they are brushing their 
teeth. However, in Egypt awareness of environmental 
issues is by no means as well developed. Just to take 
one example, we have a significant shortage of water 
while at the same time people are relatively profligate in 
their use of this important resource. As a supplier, I can 
make a start by raising the level of awareness in my 
employees for the importance of water. Of course,  
the same principle also applies in cooperation with  
my customers.  
It is important to 
understand that 
sustainability also 
means procuring 
resources at a local 
level instead of having 
them flown in from 
faraway places. This 
means that the fabrics 
I buy in bulk by the 
metre for the produc-
tion of a garment 
should ideally be 
purchased directly 
from Egypt and they 
shouldn’t be imported from Asia. That significantly 
reduces the transport pathways and is much better  
for our environment. We are also able to play a role 
in strengthening our local textile industry.

WHICH BRINGS US TO THE TOPIC  
OF ECONOMIC RESPONSIBILITY.

Stephan Schoffer: Precisely. Sustainable business 
also means creating and safeguarding jobs in the 
local community. There are a lot of people living in 
Egypt who could benefit from healthy economic 
growth. However, sustainable actions can naturally 
only succeed if the financial resources are adequate 
to achieve this growth. In concrete terms, this means 
that the price level for our goods must be geared to 
the standard of wages in Egypt so that work is worth-
while, and our employees and their families are able 
to lead a good life. Customers in Germany reward  
this by purchasing a premium product that has been 
manufactured in accordance with socially acceptable 
and environmentally compatible conditions — and 
there is a price tag on that.  
 

WHAT CHALLENGES DO YOU ENCOUNTER 
IN THE COURSE OF YOUR DAILY WORK IN 
RELATION TO SUSTAINABILITY? 

Stephan Schoffer: The main challenges I see are in 
the environmental sphere. In Egypt, we are confronted 
by the spread of the desert regions. The process of 

desertification is 
continuing inexorably. 
This has particularly 
negative impacts on 
the country’s fresh-
water resources.  
We therefore need to 
reconsider our ap-
proach to freshwater, 
find new water-saving 
production options 
and implement them. 
In the initial stages, 
innovations naturally 
incur higher costs at 
first. Although we will 

benefit in our sun-drenched country from projects like 
a photovoltaic system over the medium term, we still 
have to generate the income stream to pay for these 
costs. Naturally, we work consistently at improving  

I THINK THAT SUSTAINABILITY HAS 
LONG SINCE DEVELOPED FROM A 
TREND THEME INTO A MAINSTREAM 
ENABLER FOR FUTURE-ORIENTED 
BUSINESS ACTIVITY. TODAY, ALL THE 
STAKEHOLDER GROUPS OF A COMPANY 
EXPECT A RESPONSIBLE APPROACH TO 
PEOPLE AND NATURE. CONSUMERS IN 
PARTICULAR ARE INCREASINGLY KEEN 
TO MAKE CLOTHING PRODUCED UNDER 
ENVIRONMENTALLY BENIGN AND FAIR 
CONDITIONS A TOP PRIORITY.



NICOLA IONFRIDA — DIRECTOR PURCHASING DEPARTMENT PANTS

STEPHAN SCHOFFER — MANAGER PARTNER BUSINESS EGYPT

KARIN STEUDEL — HEAD OF PRODUCTION SUPPORT PANTS 
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the conditions for our employees and we reward 
them with fair compensation for their work. However, 
we are also increasingly realising how important it is 
for employees to obtain qualifications and develop 
their own personal strengths. Our company must be  
in a healthy financial position in order to achieve all 
these goals. It is also important for people to derive 
major benefits from ethical and environmentally 
friendly approaches and to enjoy carrying out their 
work.  

WHAT ARE YOU PARTICULARLY PROUD OF?  

Stephan Schoffer: I am proud of our own washing 
facilities where we are already able to manufacture 
sustainable products today thanks to advanced 
ozone and laser technology. As far as I know, we  
are the only washing facility throughout Egypt to 
provide this technology. 

WHAT TRENDS DO YOU SEE 
FOR THE FUTURE?

Stephan Schoffer: I think that sustainability has 
long since developed from a trend theme into a 
mainstream enabler for future-oriented business 
activity. Today, all the stakeholder groups of a 
company expect a responsible approach to people 
and nature. Consumers in particular are increasingly 
keen to make clothing produced under environmen-
tally benign and fair conditions a top priority. It  
is therefore important to present customers with 
comprehensible and transparent information on 
where an item of clothing has been produced and 
under what conditions. I think that we need fewer 
quality seals but approvals need to be independent 
and credible. Consumers should be able to see at 
a glance the kind of product they are deciding to 
purchase.

THANK YOU VERY MUCH  
FOR THE INTERVIEW.

AS AN ENTREPRENEUR, I AM  
NATURALLY ALWAYS LOOKING FOR 
NEW OPPORTUNITIES TO STRUCTURE 
MY PRODUCTION WITH MORE  
EFFICIENT USE OF RESOURCES AND 
TO MAKE IT MORE ENVIRONMENTAL- 
LY BENIGN. HOWEVER, IN ORDER  
TO ACHIEVE THIS OBJECTIVE I ALSO  
NEED THE SUPPORT OF MY EMPLO-
YEES. IT IS ALSO IMPORTANT FOR  
PEOPLE TO DERIVE MAJOR BENEFITS 
FROM ETHICAL AND ENVIRONMEN-
TALLY FRIENDLY APPROACHES AND TO 
ENJOY CARRYING OUT THEIR WORK.
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The earth’s resources are finite. It is the responsi-
bility of every single organisation to do everything 
possible to minimise its consumption of resources, 
to produce sustainably and thus to ensure its own 
future viability. BRAX constantly endeavours to 
optimise its efficiency strategies. Being conscious 
of the fact that manufacturing and wearing clothing 
uses up a considerable quantity of resources of 
various kinds, we saw the need for action. We believe 
environmentally sound production is the core of 
any forward-looking enterprise. In our experience, 
ecological efficiency and economic profitability, 
without which no enterprise can survive, are not 
mutually exclusive provided there is foresighted 
planning. In fact, an environmentally friendly pro-
duction and a small consumption of ressources 
can be very cost-efficient. 

THE BRAX CORPORATE 
STANDARD FOR ECOLOGICAL 
RESPONSIBILITY

Acting responsibly and operating with a sense of 
environmental awareness — this is the objective at 
BRAX. That is why we are a member of the Carbon 
Performance Improvement Initiative (CPI2). This is  
an organisation of leading retail and brand-name 
companies which pursue the objective of being 
pioneers in environmental protection. We want to 
respect people and the environment throughout the 
textile value chain. Implementing our own corporate 
standard and using the CPI2 platform represent an 
important step on the route to manufacturing our 
clothing with efficient use of resources and pro-
ducing in an environmentally compatible process.  
At the beginning of 2013, we had therefore already 
started to draw up ambitious guidelines for sustain-

ENVIRONMENTAL 
RESPONSIBILITY IN 
THE SUPPLY CHAIN

ANCA THEODORA 
LAUTARESCU
EMPLOYEE CR  
PARTNER BUSINESS  
ROMANIA

Sustainability and  
corporate responsi-

bility are very 
important topics 
which we work 

on together with 
BRAX. Particularly 

taking the BRAX  
Corporate Standard for 
Ecological Responsibility 
into account, we have 
already achieved some 
extraordinary results. 
The award as a BRAX 
Eco Partner, and one 
gold and two bronze 
certificates give us a 
great sense of pride.  
We are very happy about 
the partnership with 
BRAX and our coopera-
tion. 

WE HAVE SET OUR-
SELVES AMBITIOUS 
TARGETS 
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able textile production. Our requirements in produc-
tion were worked out together with experts for en- 
vironmental protection and they are today defined  
in our BRAX Corporate Standard for Ecological 
Responsibility. Our engagement is geared towards 
playing a pioneering role in the sector. That is why
we want to further extend our commitment in this 
area. The aim of our corporate standard is to adopt  
a step-by-step approach to creating transparency  
in all the production stages for clothing, identifying 
environmental and 
toxic risks, and 
establishing ambitious 
requirements for 
environmentally 
friendly production. 
We are joining forces 
with our producers 
to define know-how 
in issues relating to 
environmental protec-
tion, and we are highlighting realistic, environmen-
tally benign alternatives. The feasibility of implemen-
tation for the alternatives is tested and they are 
then consistently rolled out in our own procurement 
chain. The first stage only involves manufacturing 
facilities and product refinement businesses. How-
ever, in future we will expand the requirements to 
other refinement stages of the textile value chain.  
In this process, our standard today already focuses 

on the five most important environmental factors 
from our perspective: energy consumption, water 
consumption and wastewater, the use of chemicals, 
waste management and extracted air. In order to 
increase the willingness and motivation of our 
suppliers to work actively at achieving our standards, 
we use a three-stage model — bronze, silver and gold. 
The bronze-level is based on a phase of creating 
awareness and of self-analysis. It receives strong 
support from BRAX and is intended to prepare 
suppliers for our requirements. In the second stage 
of the silver level, we require our suppliers to opti-
mise their processes for the factors outlined above, 
for example in energy use, the consumption of fresh- 
water or when using chemicals. Since our ambition is 
to progress the development of our suppliers as far 
as possible, the gold level standard sets particularly 
high requirements for the aspects defined above. 
One of the basic requirements is always the Re-
stricted Substance List defined by BRAX. It includes 
a binding list of all the chemicals that are prohibited 
or have restricted use in manufacture and in prod-
ucts. Once a producer has successfully reached the 
next level, they receive a special certificate from 
BRAX which salutes its commitment in the area of 

environmental re-
sponsibility. In addi-
tion, we also offer 
the businesses the 
opportunity of quali-
fying as a BRAX Eco 
Partner through their 
own in-house innova-
tive projects, such as 
the use of photovol-
taic systems or solar 

heating. They then become preferred business 
partners. In 2016, ten businesses had already 
achieved the bronze level, six business had reached 
the silver level and three business had reached the 
gold level. In addition to that, three businesses had 
received the allocade of BRAX Eco Partner. We 
perceive the cooperation and motivation of our 
suppliers as an important indication of the practical 
feasibility and success for our standard.

ACTING RESPONSIBLY AND OPERATING 
WITH A SENSE OF ENVIRONMENTAL 
AWARENESS — THIS IS THE OBJECTIVE  
AT BRAX. WE WANT TO RESPECT PEOPLE 
AND THE ENVIRONMENT THROUGHOUT 
THE TEXTILE VALUE CHAIN.

ISTVAN SZABO — EMPLOYEE IN THE LAUNDRY 

PARTNER BUSINESS ROMANIA 
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SAVE THE BLUE PLANET

71 percent of the earth is covered with water, yet 
drinking water represents only 0.3 percent of global 
water resources. The average demand in Germany  
is 130 litres of water per person per day. This is very  
high, as the corresponding consumption figure in 
developing countries is only ten litres. One person  
in eight in developing countries has no access to 
clean drinking water and many people sicken every 
day from drinking polluted water. It is the duty of 
every one of us to tackle this problem. As a com-
pany, we are doing our bit too with our Blue Planet 
jeans collection for men and women. By choosing  
an ozone washing process and using lasers we are 
able to conserve resources and significantly reduce 
water, chemical and energy consumption. We have 
adopted a new technology in which ozone, an organic 
degradable chemical, is used in the washing process. 
Ozone is not only a gaseous active oxygen but als 
a powerful oxidant. It occurs naturally in the earth’s 
atmosphere and protects people and animals from 
the adverse effects of high-energy ultraviolet solar 
radiation. Ozone is used in water treatment at many 
drinking water plants for environmentally friendly 
oxidation of iron, as an organic substance and also 
for sterilisation. Ozone washing machines use oxy- 
gen from the atmosphere or from cylinders. This is 
converted into ozone by electrolysis in generators. 
On completion of the washing process the ozone  
is passed through a catalyst before being returned  
to the atmosphere as oxygen. The washing machines 
form a closed system that does not pollute the en- 
vironment and care is taken at all times to prevent 
ozone leakage from the machines. Using ozone 
technology enables strong bleached effects to be 
achieved without using chemicals like chlorine, 
potassium permanganate or peroxide. Residual 
odours from the ozone are washed out in a subse-
quent short wash as part of the normal process. 
Ozone washing is combined with laser technology. 
Laser burning is used to apply precision effects to 
denim. Anything is possible, from the destroyed 
effect which gives a used look to a trendy pattern  

or even a photograph. Laser technology has been  
in use and has been developed over the last twenty 
years to the point where it is now mature and fully 
functional. The lasers reach temperatures of over 
300 degrees Celsius and their intensity and posi-
tioning can be controlled with pinpoint accuracy, 
so they are gentle on the fabric and on the environ-
ment. The manufacturing process is also faster and 
smoother and furthermore, any style can be repro-
duced. Conventionally made jeans take about 60 
litres of water in the washing process, approximately 
45 grams of chemicals are used and more than  
8 kWh of energy are consumed. Making a pair of 
BRAX Blue Planet jeans uses on average only 24 litres 
of water (a saving of 60 percent), only 21 grams of 
chemicals (a 51 percent saving) and 4 kWh energy  
(a 53 percent saving). The decision to forge ahead with 
further development of the collection has therefore 
been taken.

That is what new directions in denim is all about.  
With innovative laser technology that sets trends with 
pinpoint precision. In a matter of seconds, tempera-
tures up to 300 degrees Celcius create trend-setting 
denim design that makes a lasting impression. How 
does it work exactly? Simply scan the QR code, 
watch the video and be amazed. At BRAX, denim is 
the technology of the future.
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In conjunction with our production partner Eurostil,  
we have been supporting the national education 
project Quisqueya Aprende Contigo in the Dominican 
Republic since the end of 2013. The objective of this 
programme is to teach adults to read and write. The 
level of illiteracy in the Caribbean island is high and  
it is still estimated at approximately 30 percent. The 
main cause of this is that many children stay away 
from school because of poverty. Their families do not 
have the financial means to cover the costs for school 
uniform, transport, books and similar items. Further-
more, young people frequently break off their school 
career early in order to go out to work so that they 
can contribute the family finances. By supporting this 
education project, we want to make a commitment 
to these people and ultimately ensure more equitable 
social justice and create improved opportunities for 
the future. The framework of the project enables us  
to offer the employees of our production partner in 
the Dominican Republic, Eurostil, the opportunity 
to learn to read and write in six lessons a week. 
The business makes a classroom available where the 
participants can learn together in an evening class 
after they have finished work. The lessons are pro-
vided by a qualified teacher who has the skills to 
selectively meet the special needs of adults and can 
help to overcome lack of confidence. Since many 
people of adult age are ashamed of not being able 
to read and write, a sensitive approach is required 
here and it is necessary to build up trust and self-
confidence. However, all the effort ultimately pays off: 
Since the beginning of the project, 60 employees 
have already successfully taken part in the learning 
programme. Three quarters of them have already 
decided to embark on an advanced course and build 
on the success they achieved. In cooperation with  
the government and local education providers they will 
be able to catch up on obtaining their school-leaving 
qualification within three years — in the Dominican 
Republic this happens after the eighth class in school. 
The entire project has been a huge success for Euro- 
stil and for the employees. Many employees have been 

able to improve their personal and career situation, 
take on more responsible functions and strengthen 
their self-confidence. The company therefore has 
no need to employ additional workers for certain 
activities, such as reading instructions in the sewing 
workshop or operating highly complex machines. They 
can now entrust these tasks to their own employees. 
The fact that Eurostil has a high level of awareness for 
social standards and a great sense of responsibility  
for its employees is demonstrated by the numerous 
letters of thanks from motivated participants taking 
part in the education project. We are delighted to 
continue playing a role in structuring and developing 
the project in the future.

ILUMINADA PERALTA — TEACHER

OUR EDUCATION 
PROJECT 
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LETTERS OF THANKS FROM EMPLOYEES  
AT PRODUCTION COMPANY EUROSTIL

We are delighted about the huge success of our education project in the Dominican Republic.

“I would hereby like to express my  
heartfelt thanks for your excellent work.  
Previously, I used not to be able to read 

proficiently. Learning to read has brought 
about a positive change in my life!“

Bernandino Jimenes

“I am writing to you in order to  
thank you for the education that I have  
received. A lot of people congratulated 

me when they noticed that I am  
able to read and write. I wasn’t able to 

do that before. I want to thank you  
for the support that you have given me.  

I have had to work from a very early 
age and this meant that I was never 

able to go to school. Many thanks for  
giving me this opportunity!“

Feliciano Soto

I would like to express my thanks 
for the contribution that you have 
made with your learning projects 
and for the lessons in the classes.  

The expansion of our knowledge helps 
us to improve our personal lives and 

our careers as well. Best wishes.“
Leonardo Martinez

“I am writing this letter to you in order to  
tell you that I like working at Eurostil. I enjoy  
my job and I am very pleased that I am able  

to take part in the education project and 
that you are committed to helping me to 

go to evening school. I have learnt a great
deal and I am very satisfied. Thank you for  

helping me to learn. Many thanks.“
Francisco Marte
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When the business was in its infancy 125 years ago 
the founders attached tremendous importance to
the quality and fit of the products. That is still the 
case today. Our customers can always be confident 
that our clothes meet the highest standards, as  
that is the only way for us to be a reliable, credible 
partner. Our goods therefore go through a number 
of tests and checks. From the original product idea 
to the prototypes right through to acceptance of the 
producer goods, the products undergo all sorts of 
physical and chemical tests. In order to hold one’s 
own on the market in the long term, it is essential to 
innovate and keep on firing consumers with enthu-
siasm. That is why we pay particular attention to 
exclusive shell fabric developments. We work with 
selected weavers and textile finishers with whom 
we have maintained close partnership ties for a long 
time. Quality control starts with material selection. 
We test and analyse both physical properties and 
parameters with environmental and human ecological 
relevance at our own and accredited external labora-
tories. If there is a risk of deviating from statutory 
requirements or our own more exacting standards,  
we consult with our suppliers and take appropriate 
steps to ensure there is no violation of the stand-
ards. That ensures that no polluted products reach 
our customers. As part of that process it is impor-
tant for our suppliers to understand the BRAX world 
and make it part of their own reality. The quality of 
the raw materials used is not the only area in which 
our products meet the highest standards. Our spe- 
cialists take a close look at external partners and 
producers before initiating a working relationship. 
They examine such criteria as whether they come  
up to our brand standards as regards quality and 
economics, and also the environmental and social 

QUALITY AND 
CUSTOMER  
SATISFACTION   

OUR CUSTOMERS CAN ALWAYS 
BE CONFIDENT THAT OUR  
CLOTHES MEET THE HIGHEST 
STANDARDS, AS THAT IS THE 
ONLY WAY FOR US TO BE A  
RELIABLE, CREDIBLE PARTNER.
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aspects, and whether they can meet our requirements 
in every respect. Of course, we continually support 
our suppliers and help them to develop, including 
during the ongoing working relationship. We also set 
high standards for the fit and finish and for depend-
ability in terms of on-time delivery. Smooth volume 
production of our products is extremely important  
for us and therefore we plan carefully and are able 
to react swiftly to any changes. Fittings take place 
right from the creation of the first prototype to 
optimise the fit. As development progresses, a 
model will be produced in different sizes and again 
fittings will be held to assess and comment on the  
fit and the correct finish. Not only do we constantly 
check the product quality throughout the production 
process, we also follow the same procedure in the 
quality assurance process, which finally concludes 
with acceptance of the finished item at Herford.  
This is where all incoming deliveries undergo  
statistical quality control with the focus on total 
compliance with our detailed manufacturing guide-
lines, on the one hand, and observing the strict  
tolerances with reference to our fit, on the other. 
That commitment before and in the course of 
production pays off both for everyone concerned 
and for the environment. Meeting the required 
parameters for our intermediates and the finished 
products prevents inefficient and pollutive produc-
tion. Efficiency is very important to us in our product 
development and our rejects rate proves us right. 
Only 0.8 percent of the shell fabrics tested in our 
comprehensive incoming inspections have to be  
sent back to the weavers because of defects. 
Moreover, as a result of 100 percent quality control 
at the factories and statistical final inspection of the 
finished goods at Herford, only 0.78 percent of the 
products had to be declared seconds in 2016 and 
sent for reworking. Only 1,172 items out of a total 
of around nine million finished items in 2016 had 
such serious defects that the products could not be 
sold in the usual way. Our customers reflected that 
commitment with a complaints rate of only 0.19 
percent.

STEFAN HAUSFELD
DIVISION HEAD 
CORPORATE 
RESPONSIBILITY 

Sustainability and a high 
level of product quality are 

inseparably con-
nected as far as  
I am concerned. 
Efficient use of  

our high-quality raw 
materials, ethical and 

careful approach to 
resources in manufacture, 
and the resulting long life 
of our products protect  
the environment. Our fash- 
ionable items of clothing 
combine the spirit of the 
times with long life so that 
our customers experience 
the feel good factor over a 
long period.

SUSTAINABILITY ALSO 
ALWAYS REPRESENTS 
QUALITY
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The satisfaction of the people who wear our  
clothing is paramount. Confidence in our firm, a  
high level of satisfaction with our products, word- 
of-mouth recommendations and lasting relation- 
ships form the basis for our commercial success. 
We use various methods to find out what our 
customers actually want and what they think about 
us. The primary method is via personal contact by 
trained staff at our BRAX stores, and our Customer 
Service also liaises with customers by phone or 
e-mail. Our Customer Service answers an average  
of over 1,800 calls and 1,900 e-mails every month. 
Enquiries about orders and current marketing 
promotions are frequent subjects. Our customers
are also increasingly making use of the contact  
form on our homepage for this purpose. Overall, 84 
percent of customers rated our Customer Service as 
fast in 2016, 91 percent as friendly and 84 percent 
as competent. Regular customer surveys help us to 
constantly improve our product range and tailor it to 
customers’ requirements. A survey in 2016 showed 
97 percent of our customers to be satisfied with the 
quality of our products. That gratifying result is an 
incentive for us to continue setting the same high 
standards for our products and our service in 2017.

CUSTOMER HEALTH 
AND SAFETY

To make sure that our business can continue to hold 
its own on a fiercely competitive market we make 
quality assurance and product safety a top priority. 
There is no cutting corners: the department in 
charge of quality management monitors compliance 
with all the statutory regulations and our own more 
detailed quality standards. We undertake a lot of 
testing, which is performed at our own laboratories 
and by accredited, independent external organisa-
tions. That way, we can virtually rule out any health 
hazards from our products, including in the course of 
production. BRAX not only takes the legal provisions 
concerning the effects of products and services on 
health and safety very seriously, but also complies 
with additional voluntary codes of practice. There 
were few instances in 2016 of statutory requirements 

KIM MEYER 
ZU BENTRUP
EMPLOYEE IN  
CRM/MARKETING  

While I have been working 
on our customer 

newsletter about 
corporate respon- 
sibility at BRAX,  

I have noticed the 
importance attributed to 

sustainability by our con- 
sumers. There is a great 
deal of interest in an ethical 
approach to people and the 
natural environment. We  
are particularly proud of the 
high level of participation  
in our online survey. The 
results demonstrate that  
we are on the right track 
with our sustainability 
communication.  

THERE IS A GREAT 
DEAL OF INTEREST  
IN THE TOPIC OF 
SUSTAINABILITY!
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being breached. A potential hazard to end consumers 
was successfully prevented. Likewise during that 
period there were no lawsuits based on conspicuous 
pollutants in our products. Our suppliers make a 
binding undertaking that all the precautions we 
stipulate as necessary shall be applied 100 percent 
to all products supplied to us. BRAX regularly makes 
spot checks unannounced. In keeping with our duty 
towards the German and European legislators we 
additionally check our 
products for possible 
hazard potential. This 
system has repeatedly 
been verified by additional 
testing. We use a statisti-
cally valid testing system  
in which the focus is on 
maximum risk avoidance. 
As a result 18 percent of 
all goods were verified by 
additional testing in 2016.

TO MAKE SURE THAT OUR BUSINESS CAN 
CONTINUE TO HOLD ITS OWN ON A FIERCELY 
COMPETITIVE MARKET WE MAKE QUALITY 
ASSURANCE AND PRODUCT SAFETY A TOP  
PRIORITY. THERE IS NO CUTTING CORNERS: 
THE DEPARTMENT IN CHARGE OF QUALITY 
MANAGEMENT MONITORS COMPLIANCE WITH 
ALL THE STATUTORY REGULATIONS AND OUR 
OWN MORE DETAILED QUALITY STANDARDS.
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Along with quality management and sustainability, 
effective risk management is also necessary in
order to achieve our goals and carry out our cor-
porate strategy. Conscious, careful handling of  
risks is a basic condition of our long-term success. 
In accordance with the 
precautionary principle 
we take a responsible 
approach to environ-
mental risks and social 
aspects. External 
factors like environ-
mental and natural 
disasters, political 
unrest and other 
political events or 
imbalances on the 
financial and raw 
materials markets are 
of course hard to calculate, but they increasingly 
affect globally operating organisations such as ours. 
Because of the high level of globalisation, these 
factors often have far-reaching consequences for 
our industry. Managing those risks requires a high 
degree of transparency, an instant assessment of 
their impact on the business and immediate imple-
mentation of necessary change processes. In order 
to minimise such risks in advance we take these 
factors into account when choosing our production 
locations and we weigh them up with other economic 
parameters. BRAX has a firm foundation of financial 
independence and high potential. In conjunction  
with a clearly demarcated strategic framework, a 
high degree of transparency in describing risks and  
a sensible management approach, that enables us  
to identify potential risks for our business at an early 
stage and react promptly to unforeseeable events. 
We are convinced that our strategies will continue to 
contribute to our steady corporate growth.

PRODUCT 
LABELLING

We train our staff to ensure that our products are 
always labelled as required by law. Our corporate legal 
department performs additional checks by random 
sampling. We label all our products in accordance with 

the European Textile 
Labelling Regulation. 
In addition, our care 
labels contain infor-
mation about the origin 
of the goods, additional  
care advice and supple- 
mentary product 
information. There 
were no infringements 
of the Regulation in 
2016.

RISK MANAGEMENT 

CONSCIOUS, CAREFUL HANDLING 
OF RISKS IS A BASIC CONDITION 
OF OUR LONG-TERM SUCCESS.  
IN ACCORDANCE WITH THE  
PRECAUTIONARY PRINCIPLE WE  
TAKE A RESPONSIBLE APPROACH  
TO ENVIRONMENTAL RISKS AND 
SOCIAL ASPECTS.



FLORIAN BECKER — 
COUNTRY SALES 

MANAGER



KIM MEYER ZU BENTRUP —  
EMPLOYEE IN

CRM/MARKETING
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4. The target group for our products is people who 
enjoy life with confidence, cultivate a sense of style, 
have a responsible attitude to life, take deliberate 
decisions and have the ability to take the broader 
view. We produce clothing under our independent 
brands BRAX Feel Good, RAPHAELA by BRAX,  
EUREX by BRAX, BRAX GOLF, BRAX active and DEYK 
to meet our target groups’ high standards in terms  
of quality and fit. Based on our long-established 
success in our core segment of pants, we have 
systematically extended into other product groups, 
namely knitwear, jackets, shirts, blouses and ac-
cessories. In addition to that, we successfully added 
shoes — produced and marketed under licence —  
to our collection. 

BRAX BRAND AND 
CORPORATE WORLD
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BRAX — the name stands for authenticity, tradition 
and modernity. The firm Leineweber GmbH & Co. KG 
was founded by Bernward Leineweber and his wife, 
Mary, in Berlin in 1888 and is now in the fifth genera-
tion as a family-run business. Since then, over the 
years we have succeeded in firmly establishing our 
brands and our products in an environment character-
ised by high competitive pressure. Both in the trade 
and among consumers BRAX is synonymous with qual-
ity, functionality, modernity and superb fit. In 2016 
BRAX made a turnover of EUR 308 million with a team 
of 1,212 employees. Contrary to the market we kept 
our turnover at previous year’s level. 24 percent of 
that turnover was made by BRAX outside Germany. 
The main export countries are Belgium, the Nether-
lands, Switzerland, Austria, Denmark, Russia and 
China. In the year under review, 2016, we produced 
more than 6.5 million pairs of pants and 2 million 
tops. Design, purchasing and sales are developed and 
controlled from our corporate headquarters in Her-
ford, while production is handled by our partner 
factories around the world. A distinctive shop design 
and attractive product presentation help to define our 
retail presence. These system spaces along with a 
cleverly thought-out merchandise information system 
are the bases of BRAX’s global turnover. In 2016 the 
BRAX collections were sold through 3,853 specialist 
shops, 106 stores and our online shop. Our own retail 
activities, including stores, factory outlets and our 
online shop, are run in Germany by a subsidiary, BRAX 
Store GmbH & Co. KG. Our integrated brand campaign 
plays a key role in helping us to attain our ambitious 
objectives. Our Feel Good brand slogan has been 
translated into a convincing visual language, thus 
perceptibly boosting BRAX brand awareness. We are 
building on that success. We will continue to concen-
trate above all on our 360 degree marketing.

WHO WE ARE

BOTH IN THE TRADE AND 
AMONG CONSUMERS BRAX  
IS SYNONYMOUS WITH QUALITY, 
FUNCTIONALITY, MODERNITY 
AND SUPERB FIT. THIS WAS 
ENSURED AT BRAX IN 2016  
BY A TEAM MADE UP OF 1,212 
MOTIVATED EMPLOYEES. 
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FOUNDED BY 

Bernward and
Mary Leineweber

BRAX FACTS AND FIGURES

SUBSIDIARIES

BRAX Store GmbH & Co. KG  
based in Herford, 

BRAX Austria GmbH  
based in Salzburg

BRAX Switzerland GmbH 
based in Zürich

TURNOVER 2016

308 million Euro

MANAGEMENT/  

GENERAL PARTNER: 

Joachim Tengelmann
Stefan Brandmann

YEAR OF ESTABLISHMENT

1888

CORPORATE STRUCTURE

GmbH & Co. KG

BRAX MANAGEMENT

Stefan Brandmann; Thomas Dalsaß; 
Michael Horst; Johannes Weselek

PRODUCT HIGHLIGHTS

Free to Move; Blue Planet;
Blue Passion; Jump‘n‘Blue;

Yoga Denim; Vegan Leather;
High Flex; Pima Cottonetc.

DISTRIBUTION PARTNERS / SALES MARKETS

3,853 trade partners in Germany, Belgium,  
the Netherlands, Switzerland, Portugal, Austria,  
Canada, the United Kingdom, Russia, Australia,  
China, Scandinavia etc.; 1,841 shop-in-shops

DISTRIBUTION CHANNELS

Stationary selling at BRAX 
stores, partner stores,  
franchises and factory  
outlets; E-commerce;  
specialist retailers in  
Germany and other  

countries; mail order  
via various customers

APPRENTICES

54

STORES

43 own stores 
in Germany;  

63 stores worldwide;  
15 factory outlets

NUMBER OF  
EMPLOYEES

1,212

We want to be the most successful European premium casual clothing brand.

BRANDS

BRAX Feel Good;
RAPHAELA by BRAX;

EUREX by BRAX;
BRAX GOLF; 
BRAX Active

and DEYK

RANGE

Women‘s and 
men’s outwear;  

accessories,  
licences (shoes)  
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1888
FOUNDING 

YEAR

1952
BRAX WOMEN

1950
BRAND NAME 

BRAX

1997
FIRST

BRAX SHOP

HISTORY
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2000
RELAUNCH
BRAX LOGO

2003
BRAX
TOPS

2009
ONLINE 
SHOP

2014
FIRST PUBLISHED 
SUSTAINABILITY 

REPORT 

BRAX — the name stands for authenticity, tradition and contemporary living. Today, as a  
family-led mid-sized business in the fifth generation, we always plan sustainably over the long term.
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We have a diverse product portfolio comprising the 
independent brands BRAX Feel Good, RAPHAELA 
by BRAX, EUREX by BRAX, BRAX GOLF, BRAX active 
and DEYK. Each brand in its own right has a high 
recognition value and an independent profile that 
helps establish its presence in Germany and else-
where. We use exclusive materials and innovative 
finishing methods to produce clothing under the 
BRAX Feel Good core brand which above all is 
comfortable to wear. The latest trends are translated 
into wearable fashion. The BRAX Feel Good brand  
is thus principally associated with a reliable fit and 
accurate sizing. EUREX by BRAX represents another 
of the company’s men’s trouser lines. With their 
Perfect Cut special styling, EUREX by BRAX pants 
are tailored to suit the stockier figure. The feminine 
counterpart is the RAPHAELA by BRAX range of 
women’s pants. BRAX GOLF is a sportswear collec-
tion by BRAX designed as a golfing wear line for 
women and men who go for a smart casual look 
without compromising on maximum functionality  
and high-tech properties. The BRAX active trekking 
range, targeted chiefly at outdoor activities enthusi-
asts, follows the same principles.

OUR 
BRANDS
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OUR BRANDS AT A GLANCE

7 %
EUREX

41 %
BRAX FEEL GOOD

MEN

8 %
RAPHAELA

3 %
GOLF, DEYK,

BRAX ACTIVE,

LICENCES

41 %
BRAX FEEL GOOD

WOMEN

We have a diverse product portfolio comprising independent brands.
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We want to be the most successful European pre-
mium casual clothing brand, with clear positioning 
and excellent products. With that vision we not only 
emphasize our European origin but also clearly 
express our intention of winning the direct competi-
tion with other high-quality European casual brands. 
It is important for us to be authentic, down-to-earth, 
reliable, ambitious and single-minded. We are 
banking on an approach oriented to the long term 
and sustainability to help us achieve that clear aim.

We make clothes for people — and at BRAX, people 
are the focus of everything we do. We want our 
products to be tailored to fit our customers perfectly, 
both literally and figuratively. Every day, we take a 
fresh look at our Feel Good claim, as an incentive 

and a challenge. Buying our 
products should make our 
customers feel good in every 
respect. With a clothing style 
that denotes attractiveness 
and an active lifestyle, BRAX 
ensures that our customers 
are perfectly dressed in any 
situation.

But there is also another aspect to Feel Good: 
our customers get the good feeling of purchasing 
clothing made by a company that has sustainable 
production and social commitment as major compo-
nents of its corporate philosophy. That basic attitude 
is a constant in all our partnership-based business 
relations and is also a prerequisite for a respectful 
relationship with our employees at our headquarters 
in Herford and at our factories around the world. 
We are aware of our responsibility towards people 
and the environment, and we willingly accept that 
responsibility.

STRATEGY AND 
MANAGEMENT

WE WANT TO BE THE MOST  
SUCCESSFUL EUROPEAN  
PREMIUM CASUAL CLOTHING 
BRAND, WITH CLEAR POSITIONING 
AND EXCELLENT PRODUCTS.                  
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ORGANISATION AND MANAGEMENT

CEO

STEFAN BRANDMANN

IT/ 

LOGISTICS/

CORPORATE 

PROJECTS

THOMAS DALSAß

PRODUCTS/

BRAND/ 

LICENCES/ 

NATIONAL 

WHOLESALE

MICHAEL HORST

PURCHASING/ 

PRODUCTION

JOHANNES WESELEK

* Leineweber GmbH & Co. KG is a family business run as a partnership which is now in the fifth generation. For decades, the general partner has 
been Wolfgang Tengelmann Verwaltungs-GmbH. This ensures the sustainability of the limited partnership’s continuing existence. The personally 
liable partner is legally represented by the managers, Joachim Tengelmann and Stefan Brandmann. The shareholders in the limited partnership are 
represented by 16 partners. 

MANAGEMENT*

To shape the future of our business we expect our managers to demonstrate 
entrepreneurial far-sightedness and to react flexibly to changing circumstances.
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We are a successful company in the clothing 
industry.
We act credibly, intelligibly and directly in fair inter- 
actions with our partners. The competence and 
reliability of our actions make us engaging winners. 
Our work is characterised by modernity and a clear 
and personal approach.

Our products give consumers a good feeling.
Our products meet the highest standards for quality 
and fit, ensuring that we remain market leaders at 
home and abroad. The focus is on customers and 
their well-being. All corporate divisions are of equal 
value to us. We take a results-oriented approach — 
and this secures our independence. Our extensive 
expertise is essential for retaining our edge in 
quality, which paves the way for growth and size. 
We pursue innovative procurement and marketing 
strategies, and feel a sense of responsibility for 
suppliers, producers and retailers’ sales. Our com-
pany is attractive to customers, employees and other 
partners.

Integrating individuality is an important  
company goal.
Our products underscore the personal style of our 
customers and have a highly distinctive quality. The 
corporate design of each brand is applied integrally. 
Style and taste are very important to us. There is an 
unmistakable demeanour to our collaborations with 
others.

International mindsets combined with the will to 
achieve the best performance secure our future.
Our organisation is structured according to key 
divisions and product groups that assume responsi-
bility for their own results. Tasks and responsibilities 
are clearly defined. Goals are established, checked 
and evaluated. We work on projects with coordinated 
priorities. Holistic perspectives and conceptual 

approaches determine our thinking and actions. We 
gather information and advise our business partners 
in a clear, comprehensive and timely manner. We  
use state-of-the-art information and communication 
systems. We offer equal opportunities for women and 
men of all ages and cultural backgrounds to make full 
use of their personal skills. Personnel development 
and individual career planning are the potential and 
motivation for tomorrow.

Success is achieved by all employees.
We value each and every individual. We respect each 
other’s schedules. We rate the performance and be- 
haviour of others in context. Personal initiative is 
supported in our company. We work together to find 
solutions. We embrace the feedback process and 
continue to develop.

OUR 
CORPORATE
IDENTITY  

SIMONE WIPPERMANN — ASSISTANT  

MANAGING DIRECTOR PROCUREMENT 
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BRAX’s active membership of various associations 
and initiatives opens up a two-way traffic in fresh
ideas and allows us to regularly exchange views  
with different interest groups. In 2008 we joined  
the Business Social Compliance Initiative (BSCI) 
in order to systematically ensure the establishment 
of fair working conditions at a broader level. We 
believe the best way of achieving improvements  
in people’s lives in this respect is for a number of 
enterprises to join forces to work towards that goal. 
The Textile+Fashion Confederation along with the 
Regional Association of the North West German 
Textile and Clothing Industry is an employers’ and 
trade association. BRAX CEO Stefan Brandmann  
is a member of the Regional Association committee. 
We are also a founding member of the Sustainability 
Working Group convened by the Regional Association 
in 2013. This brings together representatives of all 
areas of the textile and clothing industry to discuss 
sustainable approaches and solutions in environ-
mental and social areas. In the first phase of work, 
the spotlight is on environmental concerns in con-
nection with the production of textiles and clothing. 
The working group’s aim is to provide guidance to 
enable firms to individually implement environmental 
standards. BRAX is playing a leading role in this 
through its own BRAX Corporate Standard for  
Ecological Responsibility, developed in 2013, and  
is able to provide valuable input. Our membership 
of the GermanFashion Modeverband Deutschland 
e.V. association gives us another communications 
platform for topical issues and the long-term orienta-
tion of our corporate strategy. Our employees make 
constant use of the opportunities for exchanges 
of views on industry matters with the associations 
and other association members. Since 2015 BRAX  
is also an active member of the Carbon Performance 
Improvement Initiative (CPI2). CPI2 is an initiative 
of retailers and brands aiming to be front runners 
in environmental protection.

COOPERATION 
WITH ASSOCIATIONS 

BRAX‘S ACTIVE MEMBERSHIP 
OF VARIOUS ASSOCIATIONS AND 
INITIATIVES OPENS UP A TWO-
WAY TRAFFIC IN FRESH IDEAS 
AND ALLOWS US TO REGULARLY 
EXCHANGE VIEWS WITH DIFFERENT 
INTEREST GROUPS.



SEBASTIAN GEIST —  
HEAD OF 

PUBLIC RELATIONS
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5. BRAX is a modern business and pursues ambitious 
aims. Modernity, passion and a personal approach 
shape the BRAX style and characterise what we 
do. Successes are always the result of team effort. 
Employees who believe in the product, have a high 
level of know-how and feel good at their work are 
the prerequisite for a permanently high standard  
of quality. To attain these objectives our employees 
need a foundation which is expressed in the corpo-
rate identity and in the BRAX management guide-
lines and which documents the desired internal and 
external standard of conduct. Feel Good: to our 
customers, our brand claim indicates an attitude 
to life which we have also made our primary aim 
within the company itself. Our employees are 
the heart and soul of BRAX and we want them to 
be held in high regard and treated with respect.

WE ARE BRAX



CORPORATE RESPONSIBILITY
WE ARE BRAX84 CORPORATE RESPONSIBILITY

WE ARE BRAX85

Our success would not be possible without the 
commitment, creativity and competence of our 
employees. In this organisation we take our em- 
ployees’ interests seriously. It is important for  
them to enjoy their work, as only employees who  
feel good working for the firm and identify with  
the BRAX brand will give long-term commitment  
of a high standard.  

Demographic change poses fresh challenges for us. 
We will be devoting more attention to this to ensure 
that we retain employees and know-how within the 
organisation for as long as possible. A corporate 
culture characterised by mutual respect and trans-
parency makes BRAX attractive to future employees 
too. By attending jobs fairs, by targeted advertising 
and through our careers portal www.career.brax.com 
we appeal to enthusiastic, creative candidates  
with new ideas and a passion for fashion, in order 
to maintain the customary high standard of our 
products and services into the future.

FOCUS ON  
THE EMPLOYEES

SEBASTIAN GEIST — HEAD OF PUBLIC RELATIONS · NINA HOPP — ASSISTANT BRANDMANAGER 

WOMENSWEAR · KATHARINA RICHTER — MERCHANDISE CONTROLLER



CORPORATE RESPONSIBILITY
WE ARE BRAX84 CORPORATE RESPONSIBILITY

WE ARE BRAX85

PERSONNEL STRUCTURE

Headcount at year-end incl. apprentices and employees on parental leave    * GmbH & Co. KG     ** GmbH

 EMPLOYEES WOMEN MEN

Headcount without apprentices     * GmbH & Co. KG     ** GmbH

 PERMANENT EMPLOYEES TEMPORARY EMPLOYEES LEASED STAFF (Ø PER YEAR)

All our employees do an outstanding job in their departments.

 2014 2015 2016 2014 2015 2016 2014 2015 2016

LEINEWEBER* 822 822 803 539 535 528 283 287 275

BRAX STORE* 302 335 352 282 306 320 20 29 32

BRAX AUSTRIA** 15 23 42 13 19 39 2 4 3

TOTAL 1,139 1,180 1,197 834 860 887 305 320 310

 2014 2015 2016 2014 2015 2016 2014 2015 2016

LEINEWEBER* 95.0 % 95.8 % 97.7 % 5.0 % 4.2 % 2.3 % 0.4 % 0.4 % 0.4 %

BRAX STORE* 52.8 % 64.7 % 74.9 % 47.2 % 35.3 % 26.0 % 0.0 % 0.1 % 0.0 %

BRAX AUSTRIA** 100 % 100 % 100 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
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CORPORATE CULTURE 

Like any other company, BRAX is also committed  
to being successful. In order to achieve this, we  
need to have a management culture that is defined 
by respect, a sense of responsibility and transpar-
ency. Mutual trust between all the employees in the 
company irrespective of their individual positions 
creates a working climate that promotes inde-
pendent initiative, performance and satisfaction.  
The management guidelines at BRAX are geared  
to success and place special emphasis on social 
concerns. We believe 
that they reflect a 
modern approach 
to management and 
governance. In order 
to ensure a cooperative 
partnership, we make 
use of feedback discus-
sions with a high level 
of orientation to results. 
Furthermore, we place 
significant emphasis on 
a comprehensive inte- 
gration process for new employees. We familiarise 
them with our brand values, the management  
guidelines and the corporate identity, and we pre-
pare them for their future responsible functions  
and the challenges ahead. Right at the beginning, 
our employees get to know all the different areas 
of the company. This enables them to make con- 
tact with colleagues at an early stage and build up  
their own internal network. This process also  
helps to strengthen the communication structure 
at BRAX.

Irrespective of whether employees have been work-
ing in the company for many years or are new to  
the company — tailor-made career training tools are 
available for management and personality develop-
ment. A successful example is the BRAX SAVE 
Seminar which stands for Self-assuredness, Aura, 
Versatility and Evolution. The aim of the two-day 
workshop is for each employee to acquire skills that 
are tailored individually to their functions and target 

agreements with the aim of promoting their very 
personal development and evolution.

WORK-LIFE-BALANCE

The work-life balance — the harmony between work-
ing life and life outside work — must be right if an 
enterprise is to be attractive as an employer and 
secure long-term employee loyalty. We make it easier 
for our employees to cope with their personal com-
mitments by cooperating with the Workers’ Welfare 

Association to provide 
child care places, for 
example, and by pro-
viding advice and 
assistance in connec-
tion with looking after 
family members in  
need of care. A fluid 
transition between 
leisure time and work 
increases cohesion 
between colleagues. 
BRAX encourages spare- 

time activities for everyone, such as sports or social 
outings, and organises regular employee events. 
Low staff turnover and the length of time many of  
our employees have been with us testify to their high 
level of satisfaction. It is the stated aim of Personnel 
Management to achieve similar stability in the tradi- 
tionally fast-moving retail sphere.

MUTUAL TRUST BETWEEN 
ALL THE EMPLOYEES IN THE 
COMPANY IRRESPECTIVE OF 
THEIR INDIVIDUAL POSITIONS 
CREATES A WORKING CLIMATE 
THAT PROMOTES INDEPENDENT
INITIATIVE, PERFORMANCE 
AND SATISFACTION.
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NEW EMPLOYEES

* GmbH & Co. KG     ** GmbH     *** New hires percentage of total workforce

 NEW EMPLOYEES PERCENTAGE OF PERCENTAGE OF NEW
 HEADCOUNT AT YEAR-END NEW EMPLOYEES*** FEMALE EMPLOYEES

LABOUR TURNOVER AND RETIREMENT

* GmbH & Co. KG     ** GmbH     *** Expiry of temporary contracts, redundancies and resignations

 LABOUR TURNOVER**** LABOUR TURNOVER RATE RETIREMENT
 HEADCOUNT AT YEAR-END  HEADCOUNT AT YEAR-END

Mutual trust between all the employees in the company irrespective of their individual positions 
creates a working climate that promotes independent initiative, performance and satisfaction.

 2014 2015 2016 2014 2015 2016 2014 2015 2016

LEINEWEBER* 43 36 20 5.6 % 4.7 % 4.7 % 65.1 % 63.9 % 61.9 %

BRAX STORE* 105 87 70 35.5 % 26.3 % 20.2 % 96.2 % 89.7 % 88.6 %

BRAX AUSTRIA** 5 12 24 33.3 % 52.2 % 57.1 % 100 % 83.3 % 95.8 %

 2014 2015 2016 2014 2015 2016 2014 2015 2016

LEINEWEBER* 14 16 29 1.9 % 2.1 % 3.7 % 16 20 13

BRAX STORE* 51 52 66 17.1 % 15.7 % 19.1 % 1 2 5

BRAX AUSTRIA** 3 4 5 20.0 % 17.4 % 11.9 % 0 0 0
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We practise a cooperative style of manage-
ment, encouraging our employees to assume 
responsibility for their own work. Our approach 
to management is clear, open, binding and 
transparent. We are developing from a culture
of justification to a culture of trust.

Initiative, motivation and 
identification with BRAX.
Employees are given scope
for development.

My employees feel motivated and they 
are able to work on their own initiative.
They identify with BRAX and they receive 
support in their career development.

Each manager takes decisions for his/her 
area of responsibility within the scope of 
predefined targets and parameters.

Clear demarcation of responsibility 
for each employee allows processes to 
be optimised and improves the quality
of decision-making. This in turn leads to 
increased confidence on the part of
decision-makers.

My employees have a clear area of
responsibility and they are aware of 
their clearly defined scope for action. 

Our interaction with one another
is based on trust, fairness and 
mutual respect and esteem.

This helps to boost self-confidence 
and eliminate unnecessary inhibitions, 
thus leading to increased satisfaction 
and performance.

My employees are valued, they work in an 
atmosphere of trust, and they are treated 
with respect and fairly. They are satisfied.

We use the feedback process as a man-
agement tool and a means of encouraging 
critical dialogue. We are actively engaged 
in personnel development and help our 
employees to reach their full potential.

We identify strengths, weaknesses, 
opportunities and risks and hone our
employees’ critical faculties by means 
of solution-driven thinking.

My employees know that I am familiar 
with their strengths and that I am aware 
of their weaknesses.

We analyse and monitor processes 
and implement solutions.

This allows us to learn from mistakes 
and increase our efficiency.

My employees find that the level of my super-
vision is right for them and this motivates them 
to address critical issues and areas that require 
improvement. They experience oversight as a 
dialogue involving constructive criticism.  

Guidelines and their impact My effectiveness as a manager

MANAGEMENT GUIDELINES

A cooperative management style is a top priority for us and we place people at the centre of our approach.



KATHARINA RICHTER —  
MERCHANDISE  

CONTROLLER
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Technical innovations, advancing digitisation, a 
more international perspective, and increased 
expectations of customers present very demanding 
challenges for the know-how and flexibility of each 
individual employee. In the course of this continual 
process of change, our most important functions 
are to prepare our employees proactively for new 
challenges. We know that the key to future success 
is targeted and sustainable personnel development. 
Specialist training courses, visits to external events, 
IT seminars and language training courses are 
therefore part of standard procedures at BRAX. 
Young professionals have the opportunity to receive 
individual support by taking a part-time degree 
alongside their job, and they have access to indi-
vidual advice in planning their career. Our portfolio 
also includes seminars and coaching sessions in 
order to promote the personal development of our 
employees in accordance with their needs. 

We place particular importance on individual support 
for our employees in the seminars and coaching 
sessions. Each manager initially analyses the 
measure that is most helpful for the particular 
employee and defines concrete development tar- 
gets together with the individual. These are then  
the specific focus in our seminars and coaching 
sessions. A phase of implementation follows in 
cooperation with the team from personnel develop-
ment where the focus is on sustainable attainment 
of personal targets. A cornerstone for successful 
personnel development at BRAX is our modern 
management culture. We have defined contemporary 
management guidelines which apply to all levels 
of the company. Support is also provided for our 
managers as they implement the guidelines in their 
routine work every day. In 2016 we delivered a total 
of 1,505 training days allocated between 440 
participants. This training programme meets the 
differing expectations of employees and addresses 
the challenges of a modern and ambitious apparel 
company geared to performance — every day!

PERSONNEL 
DEVELOPMENT 

LINDA NOLL
COLLECTION AND 
PRODUCTION  
COORDINATOR 
BLOUSES/SHIRTS 

The seminar entitled Man- 
agement POWER — 

modern & authentic 
enhanced my 
ability to deal with 

my new management 
role in the company. This 

provided a perfect platform 
with lots of practical and 
inspiring methods and 
examples. Specific advice 
and the determination of 
individual career develop-
ment requirement is a  
core area of our Human 
Resources Department – 
simply great.  

HUMAN RESOURCE 
DEVELOPMENT AT 
BRAX — BESPOKE 
FOR MY NEEDS 
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COACHING 

SESSIONS

TEAM 

DEVELOPMENT

SOCIAL  

SKILLS TRAINING 

SESSIONS

COMMUNICATION 

SEMINARS

SEMINARS ON 

PERSONALITY 

DEVELOPMENT

MANAGEMENT 

DEVELOPMENT

INDIVIDUALLY 
SUPPORTED 
PERSONNEL 
DEVELOPMENT 
MEASURES 

PERSONNEL DEVELOPMENT BY BRAX

We prepare our employees proactively for new challenges.
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APPRENTICESHIPS

Well-trained staff are the backbone of any organisa-
tion — and it is up to the enterprise to provide training 
for the rising generation in order to be able to plan  
a sustainable future. Initial vocational training has 
been a tradition at BRAX for decades and thus 
enables us to draw on a pool of top-notch employees 
who have increasingly come to identify with our busi- 
ness. A large part of the present workforce started 
their careers with BRAX and some former apprentices 
in fact now hold managerial positions. Quality features 
of a BRAX training include broadness, focus and 

modernity. Dual training in-house and at the voca-
tional school motivates our employees to be high 
achievers and is the basis for their future success. 
We maintain close links with various local schools  
and colleges that run courses which are relevant to 
our industry, both in our own region and nationwide,  
in order to establish contact with potential new 
apprentices at an early stage. As one of Herford’s 
biggest employers, BRAX has a special social obliga-
tion which we are happy to fulfil. Every year we enable 
15 to 20 apprentices, an average of twelve students 
doing practical training and two to three trainees  
to launch themselves on a successful career in the 
clothing industry.

APPRENTICE STRUCTURE

* GmbH & Co. KG     ** GmbH     *** Percentage of total workforce

 APPRENTICES APPRENTICE SHARE*** PERCENTAGE OF FEMALE
 YEAR-END TOTALS  APPRENTICES

Initial vocational training has been a tradition at BRAX for decades.

 2014 2015 2016 2014 2015 2016 2014 2015 2016

LEINEWEBER* 55 55 48 6.7 % 6.7 % 6.0 % 61.8 % 61.8 % 60.4 %

BRAX STORE* 3 4 6 1.0 % 1.2 % 1.7 % 100 % 100 % 100 %

BRAX AUSTRIA** 0 0 0 0.0 % 0.0 % 0.0 % 0.0 % 0.0 % 0.0 %
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In our apprenticeships for industrial clerks, tailors, 
media designers, warehouse logistics specialists and 
retail clerks we believe in pushing our young people 
well beyond the bounds of their apprenticeship 
requirements and encouraging them to get ahead.  
In addition to that we also offer integrated degree 
programs for our apprentices. In that context, our 
company’s modern outlook and varied activities make 
it possible for the apprentices to be involved in a 
number of interesting processes and projects with 

practical relevance, such as organising and running 
customer events. As part of their apprenticeships  
we provide advanced vocational training to prepare 
our apprentices for their subsequent specialisations. 
We regard the high take-on rate of over 70 percent 
per year on average as a testimony to the high 
standard of the training we provide and also to our 
corporate culture and its hallmarks of farsightedness 
and respect.

QUALITY OF APPRENTICESHIPS

* GmbH & Co. KG

 AVERAGE MARKS APPRENTICESHIP STAGES

STUDENTS DOING PRACTICAL TRAINING AND TRAINEES

* GmbH & Co. KG     ** GmbH

 STUDENTS DOING PRACTICAL TRAINING TRAINEES

 2014 2015 2016 2014 2015 2016

IHK 2.5 2.85 2.88  TARGET: 8

LEINEWEBER*

UND BRAX STORE* 2.25 2.75 2.42 9 9 10

 2014 2015 2016 2014 2015 2016

LEINEWEBER* 13 10 9 7 4 3

BRAX STORE* 2 2 2 0 0 0

BRAX AUSTRIA** 0 0 0 0 0 0
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DIVERSITY AND EQUAL 
OPPORTUNITIES 

All our employees do an outstanding job in their 
departments. Diversity and equal opportunities  
are an important topic in our corporate culture.  
The proportion of female managers at BRAX is 44.4 
percent. At the level of the Executive Management* 
in our company, the proportion of men is 94.1 
percent. Our stated objective is to establish  
additional qualified women here as well. Naturally,  
the interests of our employees are safeguarded by 
a works councils. There are seven female members, 
including the chair of the works council, and eight 
male members. Two members of the works council 

are below the age of 30, seven are aged between 31 
and 50, and six are over 50 years old. Two repre-
sentatives deal with concerns of employees with 
disabilities. One woman and four men are members 
of the representative body for young people and 
apprentices. Promotion of individuality is an impor-
tant corporate goal at BRAX. This also supports our 
international alignment. Our challenge is to bring 
together under one roof inspiration and joy, and the 
diverse personalities with their different cultures and 
regional identities, backgrounds, and social and 
specialist skills. We are all working together on 
making our company a success. 

*  This analysis includes the Executive Management of  
Leineweber GmbH & Co. KG and BRAX Store GmbH & Co. KG

GOVERNANCE STRUCTURE AT BRAX**

* Age in years     ** Values for total workforce: 
Leineweber GmbH & Co. KG, including BRAX Store GmbH & Co. KG and BRAX Austria GmbH

 TOTALS WOMEN MEN UP TO 30* 31-50* OVER 50*

Diversity and equal opportunities are an important topic in our corporate culture.

SENIOR MANAGEMENT 17 5.9 % 94.1 % 0.0 % 58.5 % 41.2 %

MANAGERIAL POSITIONS 160 44.4 % 55.6 % 6.3 % 53.8 % 40.0 %

EMPLOYEES 1,020 79.9 % 20.1 % 18.2 % 45.0 % 36.8 %
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All workstations at BRAX worldwide correspond 
to the latest ergonomic standards. Regular  
assessments by the company medical centre 
ensure a high level of safety at work. Potential  
health hazards are identified at an early stage 
and can thus be swiftly eliminated. Industrial
accidents are almost unknown at BRAX (there 
were five industrial accidents in Wholesale in  
2016 and two in Retail, yet none of them with 
serious health implications).

HEALTH AND 
SAFETY AT WORK

COLLECTIVE AGREEMENTS

EMPLOYEES ON CONTRACTS OF EMPLOYMENT IN ACCOR- 
DANCE WITH OR ALIGNED WITH COLLECTIVE AGREEMENTS

We work together on the success of our company.  

LEINEWEBER* 77.22 %

BRAX STORE* 97.12 %

BRAX AUSTRIA* 100 %

* GmbH
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AGE STRUCTURE TREND

2014

2015

2016
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AGE STRUCTURE TREND AMONG NEW HIRES

Lifetime learning is self-evident for us.

* GmbH & Co. KG     ** GmbH

LEINEWEBER* BRAX STORE* BRAX AUSTRIA**
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WE ARE BRAX

TARGET

Personnel development

Development of individual emerging-leader 
and career programmes /talent management

Implementation of new brand values 
throughout the company

Proactive cooperation with change 
management processes

Work-Life-Balance 

Preserving and promoting the working ability 
of the workforce

Implementation of flexible working time schemes 
in production and administration 

Implementation of a workplace health 
management concept

TIME HORIZON

From 2016 ongoing

From 2017

From 2017

From 2017 ongoing

From 2017

From 2017

TARGETS

STATUS

In progressInitial measure being rolled outAt the planning stage



This report is the third sustainability report of Leineweber GmbH & Co. 
KG published in the public domain. It relates to the business year 2016 
starting on 1 January 2016 and ending on 31 December 2016. The 
closing editorial deadline was 30 April 2017. Unless otherwise indicated, 
the facts and figures provided in this report apply to the timeframe of  
the report. The information on the different projects was updated as far 
as the closing editorial deadline so that the latest status of the projects 
could be presented. The information in this report relates to the activities 
of Leineweber GmbH & Co. KG with registered office in Herford and its 
subsidiary companies BRAX Store GmbH & Co. KG with registered office 
in Herford and BRAX Austria GmbH with registered office in Salzburg, 
designated in summary form as BRAX. Since publication of the first BRAX 
 

Sustainability Report in the public domain in 2013, reporting has been 
carried out on an annual basis with an update every two years. This 
report was prepared in compliance with the G4 Guideline of the Global 
Reporting Initiative (GRI) based on the guidelines in the In accordance 
core option in order to present our performance completely, appropri-
ately and on the basis of comparable criteria. If not all the requirements 
for an indicator are fulfilled, this relates to omitted information which  
is not material for Leineweber GmbH & Co. KG. When for reasons of 
readability the male form is used to designate persons and functions in 
this report, this shall naturally be interpreted to include equally the male 
and female gender. This is not associated with any bias or judgement 
whatsoever.

GRI CONTENT INDEX

INDICATORS

STRATEGY AND ANALYSIS
 G4-1 Statement from the most senior desicion-maker of the organisation

ORGANISATIONAL PROFILE
 G4-3 Name of organisation
 G4-4 Primary brands, products and services
 G4-5 Location of organisation’s headquarters
 G4-6 Number of countries where the organization operates and name 
   of countries where the organisation has significant operations
 G4-7 Nature of ownership and legal form
 G4-8 Markets
 G4-9 Scale of the organisation
 G4-10 General disclosures on employees of the organisation
 G4-11 Percentage of total employees covered by collective bargaining agreements
 G4-12 Organisation’s supply chain
 G4-13 Significant changes during the reporting period
 G4-14 Precautionary principle
 G4-15 Externally developed economic, environmental and social charters,
  principles, or other initiatives to which the organisation subscribes
  or which it endorses
 G4-16 Membership of associations

IDENTIFIED MATERIAL ASPECTS AND BOUNDARIES
 G4-17 List of all entities
 G4-18 Process for defining the report content
 G4-19 Material aspects
 G4-20 Material aspects and aspect boundaries within the organisation
 G4-21 Material aspects and aspect boundaries outside the organisation
 G4-22 Effect of any restatements of information provided in previous reports
 G4-23 Significant changes from previous reporting periods in the scope 
  and aspect boundaries

STAKEHOLDER ENGAGEMENT
 G4-24 List of stakeholder groups engaged by the organisation
 G4-25 Basis for identification and selection of stakeholders
 G4-26 Organisation’s approach to stakeholder engagement
 G4-27 Key topics and concerns raised through stakeholder engagement

REPORT PROFILE
 G4-28 Reporting period
 G4-29 Date of most recent previous report
 G4-30 Reporting cycle
 G4-31 Contact point for questions
 G4-32 Chosen ‘in accordance’ option
 G4-33 External assurance

GOVERNANCE
 G4-34 Governance structure

ETHICS AND INTEGRITY
 G4-56 Organisation’s values, principles, standards and norms of behaviour 

GENERAL STANDARD DISCLOSURES
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NOTES

Leineweber GmbH & Co. KG

Herford, GERMANY

No restatements of information.
No significant changes from previous reporting 
periods in the scope and aspect boundaries.

This report has not been externally assured.



SPECIFIC STANDARD DISCLOSURES

KEY  
REPORTING 
ISSUE 

Economic performance

Quality assurance

Customer satisfaction

Employee satisfaction  
and loyalty

Social responsibility  
in the supply chain

Customer health and safety

Environmental responsibility  
in the supply chain

Procurement strategy

ASPECT 

G4: Economic 
performance

Own aspect

G4: Product and 
service labelling

G4: Employment

G4: Training and 
education

G4: Supplier 
assessment for 
labour practices

G4: Customer 
health and safety

G4: Supplier 
environmental 
assessment 

Own aspect

INDICATOR AND  
DISCLOSURE ON 
MANAGEMENT  
APPROACH (DMA)

G4-EC1: Direct economic value generated 
and distributed

Own indicator Quality-1:  
Returns shell fabric (metres)
Own indicator Quality-2:  
Internal test results seconds
Own indicator Quality-3:  
Internal test results thirds
Own indicator Quality-4:  
Customer complaints

G4-PR3: Type of product and service infor-
mation required by the organisation’s  
procedures for product and service information 
and labelling, and percentage of significant 
product and service categories subject to 
such information requirements 
G4-PR5: Results of surveys measuring  
customer satisfaction

G4-LA1: Total number and rates of new 
employee hires and employee turnover  
by age group, gender and region
Own indicator Training and Education-1: 
Programmes for skills management and  
lifelong learning that support the continued 
employability of employees 

G4-HR10: Percentage of new suppliers that 
were screened using human rights criteria 
G3.1-AF1: Code of Conduct content and 
coverage 
G3.1-AF2: Parties and personnel engaged 
in Code of Conduct compliance function
G3.1-AF3: Compliance audit process 
G3.1-AF6: Policies for supplier selection, 
management, and termination 
G3.1-AF7: Number and location of work- 
places covered by Code of Conduct
G3.1-AF8: Number of audits conducted 
and percentage of workplac  es audited 
G3.1-AF14: Incidents of non-compliance 
with Code of Conduct
G3.1-AF16: Remediation practices to  
address non-compliance findings 

G4-PR1: Percentage of significant product 
and service categories for which health 
and safety impacts are assessed for  
improvement 

G4-EN32: Percentage of new suppliers  
that were screened using environmental 
criteria

Own indicator Procurement-1: Values and 
principles of organisation’s procurement 
strategy 
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NOTES 

Full disclosure of the indicator  
is not possible because of  
confidential data.

All indicators with the prefix G3.1  
refer to the GRI G3.1 Apparel and  
Footwear Supplement.



WE WOULD LIKE TO EXPRESS OUR  
SPECIAL THANKS TO ALL THOSE PEOPLE 
WHO HAVE HELPED TO PRODUCE THIS 
REPORT: 

OUR CONSUMERS, OUR BUSINESS  
CUSTOMERS, OUR SUPPLIERS AND  
SERVICE PROVIDERS, AND NATURALLY 
OUR EMPLOYEES AND SHAREHOLDERS. 



Do you have any questions or ideas relating to the topic of sustainability at BRAX? If this is the case, we would be 
delighted to hear from you. You can contact us by email, telephone or post. We look forward to hearing from you.

CONTACT / PUBLISHER

Stefan Hausfeld
Division Head Corporate Responsibility
E-Mail: stefan.hausfeld@brax.com
Phone: +49 (0)5221-592-348

Alissa Sekulic
Corporate Responsibility Manager
E-Mail: alissa.sekulic@brax.com
Phone: +49 (0)5221-592-737

If you have any questions on our products, your order or complaints, please contact our Customer Service 
directly: info@brax.com 
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