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DEAR READERS!
 
The apparel sector is currently  
undergoing a process of change. 
A high level of globalisation 
and comprehensive structural 
transformation 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 f loor space is rising. At 
the same time, online business 
is experiencing a significant 
expansion. Finally, we are  
having to contend with a 
reduction in the extent to 
which society values clothing. 
These developments are 
the consequences of global 
megatrends and they are 
posing significant challenges 
to the strategic and sustainable 
alignment of our company. 
Furthermore, important political, 
business and climate changes 
in different regions of the world 
frequently exert pressure  
directly or indirectly on our 
entrepreneurial framework 
conditions.
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 
buck the trend posed by these 
developments and increase our 
sales. This confirms the 
conviction that we are on 
the right trajectory with our 
corporate strategy and the 
corporate target of sustainability 
firmly anchored within this 
framework. Nevertheless, the 
restructuring being carried 
out in our sector demands 
major changes and ongoing 
development of our strategy. 
However, this development 
will always be defined by 
continuity and change, along- 
side respect for people and the 
environment.
We are continuing to propagate 
our “Feel Good” message and 
maintain our alignment on 
sustainability. Corporate identity 
is our tool for meeting the 
global business, 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-run company, we focus 
this action on medium and 
long-term targets so as to 
achieve ongoing success into 
the future. Our employees are 

one of the keys to this success. 
Passion for the BRAX brand 
and commitment to achieve 
the best possible performance 
motivate us to join forces with 
them to work on our corporate 
targets and sustainability 
strategy together.
Our strategy for the future will 
focus on making the BRAX 
brand even more emotional 
through in-depth communication 
about our social and environ-
mental engagement. These 
sustainable corporate values 
are absolutely essential for our  
success alongside our corporate 
culture, our management 
guidelines and the passion for 
our common journey. We are 
also committed to a high level 
of responsibility for people 
and nature. This means we 
consistently incorporate this 
aspiration into 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 sustainability at BRAX 
on the following pages.

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

Joachim Tengelmann Stefan Brandmann
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SUSTAINABILITY 
AT BRAX 

Doing sustainable business –  
for us at Leineweber GmbH &  
Co. KG (referred to in the  
following as BRAX) this  
means paying attention to the 
environmental and social  
aspects that accompany our 
economic activities. Following 
that principle means above 
all developing long-term 
partnerships based on mutual 
trust so that we can offer 
our stakeholders sustainable 
prospects as an employer, a 
business partner and medium- 
sized family business. We always 
want to offer our stakeholder 
groups a sustainable  perspective. 
We have therefore established 
sustainability firmly in our 
foundations.
We have been proactive in 
taking corporate responsibility 

 

seriously for many years. It is  
part of our self-image and the 
identity of our company. Our 
aim at BRAX is always to offer 
our customers upscale garments 
at competitive prices. Our 
customers should experience 
an all-round sense of feel-
good factor when they 
purchase our products. They 
also need to be able to rely on 
compliance with social and 
environmental standards in 
the production of our clothes. 
One of our top priorities is 
therefore to ensure that the 
people working in our value 
chain enjoy ethical and safe 
working conditions. At the 
same time, we are committed to 
the environment and we work 
continuously on reducing our 
consumption of natural resources.

1.
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ABOUT THIS 
REPORT

 
We believe credibility is an 
important resource in our 
business. It sets the stage for 
engaging with our stakeholder 
groups in an atmosphere of 
trust and provides guiding 
principles for our entrepre-
neurial action. This is why 
credibility is a top priority for 
us today and in the future. It 
is therefore a key requirement 
in this report. Our goal is to 
ensure that we present our 
services in full, appropriately  
and based on comparable  
criteria. This is why we 
follow the guidelines of 
the International Global 
Reporting Initiative (GRI) in 
accordance with the “Core” 
option. 

The continuous dialogue with 
our own stakeholders is a key 
element of our sustainability 
strategy. It enables us to gain a 
clear picture of how different 
stakeholder groups assess 
the perception of corporate 
responsibility at BRAX and 
the demands made by them 
for corporate action in 

relation to sustainability. As  
a company in the textile 
sector, we are continually being 
confronted with complex and 
global value chains. Our actions 
exert a direct and indirect 
impact on very different 
stakeholders – at local, national 
and international level. If we 
are to meet the individual 
expectations of stakeholders,  
BRAX must engage in dialogue 
with them and promote 
open communication offering 
constructive criticism. This 
happens in many different 
ways such as stakeholder 

surveys, supply and producer 
meetings, at events and 
in working groups, or in 
exchange with initiatives, 
associations and educational 
institutions.
In 2016, we joined forces with 
the most important stakeholder 
groups of the company to 
carry out a materiality analysis 
in order to select key 
focus topics from the broad 
range of potential content 
for informative and readable 
sustainability reporting. 
Representatives of different 
stakeholder groups were asked 

about 14 key aspects in an 
in-depth survey. The objective 
was to derive recommendations 
for action and future action 
areas from this intensive survey. 
Consumers were included in 
a large-scale online survey. 
We also take account of the 
experiences provided by our 
consumer care department. 
They are in direct contact 
with customers and are aware 
of precise details relating to 
their needs. Alongside the 
selection of topics, these 

dialogue activities also serve 
to highlight the demands of our 
customers as early as possible, 
analyse trends proactively 
and respond selectively to 
ideas. We also held work-
shops with a representative 
sample of employees from 
different specialist departments 
in order to determine topics 
that are worth reporting on 
from their perspective. Business 
customers, suppliers, share- 
holders, managing directors 
and members of the works 

council were additionally 
surveyed. The surveys yielded 
a list of topics with incre- 
mental relevance. We presented 
these topics in a sustainability 
matrix (see chart). The eight 
topics highlighted at the 
top on the right present the 
initial focuses of this report. 
We engaged intensively with 
these topics and with the 
further six topics further 
down, and we will continue 
with this engagement in the 
future.

business 
customers

suppliers/
service
providers

share-
holders

consumers

Herford
city councilassociations/

initiatives/ngos

employees/
works council

press

competitors

general 
public

politics/ 
unions

nearby
residents

banks

authorities

our stakeholders
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OUR 
BRAND VALUES 
PASSIONATE, STYLE- 
CONSCIOUS, SMART

 
Our fashion tells a story of 
passion – the passion to captivate 
customers with our products. 
We have worked together with 
commitment, inventive ideas 
and dedication to develop 
BRAX into a successful casual 
fashion brand – far beyond 
our core product of trousers.

In 1888, Bernward and Mary 
Leineweber founded the 
family-run business in Berlin. 
The mid-sized company is still 
run by the fifth generation 
of the family. In 2018, BRAX 
achieved sales of 318 million 
euros with a team of 1,355 
employees. BRAX generated 
33 percent of the sales outside 
Germany. In the reporting 
year 2018, we produced about 
8.9 million articles. Our brand 
has a strong profile and an 
established position in the 
market. In future, we will 
continue to develop new product 

areas and deploy our compe-
tences even more effectively 
and sustainably in all areas of 
fashion. This includes always 
communicating credibly and 
meaningfully in a fair approach 
to our dealings with customers. 
Modernity, a clear approach 
and personal interaction are 
key attributes of our work. We 
deliberately give our employees  
scope for independence and 
we have defined the develop-
ment of individuality as an 
important corporate goal. 
Furthermore, our work is 
characterised by international 
conceptualisation and the drive 
to achieve the best possible 
performance. These are potentials 
that we promote selectively with 

individual personal develop-
ment and career planning. 
This is how we ensure our 
future by adopting a fresh 
look every day – together with 
the support of our motivated 
employees. We also take economic, 
social and environmental 
responsibility for our suppliers,  
producers, service providers  
and our customers – at our  
headquarters in Herford and 
worldwide. This approach is 
facilitated by our financial 
independence. Since 2011, 
BRAX has been operating 
without finance from banks 
and the company develops 
all investments from its own 
resources. This enables us to take 
all our decisions independently.
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CAPTIVATING 
CUSTOMERS WITH 

PASSION.

Captivating
customers with

passion for
our products.

passionate

STyle-conscious SMART

brax brand values

social
responsibility
in the supply
chain

customer health
and safety

procurement
strategy

environmental
responsibility
in the supply
chain

customer
satisfaction

economic
performance

Quality
assurance

employee
satisfaction
and loyality

environmental
responsibility
in Herford

social
commitment

protection
of customer data

Transport

use of
Materials

Personnel
development
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BRAX is an active member 
of various associations and 
initiatives. This opens up a 
two-way traffic in fresh ideas 
and allows us to regularly 
exchange views with different 
stakeholder groups. In 2008, 
we joined the amfori Business 
Social Compliance Initiative 
(amfori 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. Since 2018, BRAX 
has also been a member of 
the amfori BSCI Network 
Committee and the company 
has been part of the project 
groups BSCI System and 
Audit Integrity Programme  
Support. 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. Our membership 

of fashion-sector association 
GermanFashion Modeverband 
Deutschland e.V. gives us 
another communications plat- 
form for discussing topical 
issues and the long-term 
orientation of our corporate 
strategy. Since 2014, BRAX 
has been an active member 
of the Carbon Performance 
Improvement Initiative (CPI2). 
CPI2 is an initiative of 
leading retailers and brands 

aiming to be front runners 
in climate and environmental 
protection. In 2017, BRAX 
joined forces with the CSR 
Competence Centre of the 
GILDE Business and Innovation 
Centre Detmold to set 
up the CSR Club OWL – 
a cross-sector network of 
specialists in Corporate 
Social Responsibility (CSR) 
from the region of East 
Westphalia-Lippe (OWL). 

founded by • Bernward and 

Mary Leineweber

distribution partners / sales 
markets • trade partners in 

germany, Belgium, the Netherlands, 

switzerland, Portugal, austria, usa,  

canada, the united kingdom, Russia, 

Australia, China, Scandinavia etc. 

1,895 shop-in-shops

corporate structure • GmbH & Co. KG brands • brax feel good, 

raphaela by brax, eurex by brax 

and brax golf

range • women‘s and men‘s 

clothing, Accessories and Licences 

(Shoes)

omni channel • wholesale: key 

account, local hero, DISTANCE/  

e-commerce own retail: stores, 

online-shop/e-commerce, FOc

BRAX FACTS AND FIGURES

stores • 42 Stores in germany, 

45 Stores worldwide, 22 Factory 

Outlets

brax management • Stefan  

Brandmann; Thomas Dalsaß;  

Michael Horst; Johannes Weselek 

42%
brax feel good

women

41%
brax feel good

men

6%
eurex

10%
raphaela

1%
brax golf

Distribution of sales 2018

m a n a g e m e n t / g e n e r a l 
partner • Joachim Tengelmann, 

Stefan Brandmann

turnover 2018 • 318 Million Euro 

employees • 1,355 apprentices • 45 

318 MILLION €

subsidiaries • BRAX Store 

GmbH & Co. KG (Herford), 

BRAX Austria GmbH (Salzburg), 

BRAX Switzerland GmbH (Zürich), 

brax netherlands B.v. (amsterdam) 

BRAX Denmark ApS (Kopenhagen) 

BRAX Belgium BVBA und BRAX 

Belgium Retail NV (Brüssel) 

BRAX Poland Sp. z o.o. (Warschau)

 

BRAX VSD GmbH & Co. KG (Dingden) 
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2003
BRAX expanded its collection with 

tops. The BRAX complete outfit had 

been created – this was the way to make 

the brand vision a perfect reality.

1950  •  B r a n d  n a m e  B R A X 

1888  •  F o u n d i n g  y e a r 
Master tailor Bernward Leineweber 

and his wife Mary were in line with 

current trends when they opened 

a specialist men’s outfitter in 

Berlin in 1888. Off-the-peg menswear 

went on to increase in popularity 

as time went on. The business 

developed well. The aim was to 

continually improve fitting so 

as to be able to offer menswear 

fashion for everyone.

1952  •  brax women 

In 1950, Leineweber launched the 

BRAX trouser brand in the market-

place. “The trousers of progress” 

for “sophisticated customers of 

every taste” became the engine of 

rapid growth. A short time later, 

Leineweber also included BRAX 

trousers for ladies in its product 

range, and 1960 saw the first 

trousers in Germany fitted with a zip.

1997  •  F i r s t  B R A X  s h o p 

2000  •  relaunch brax logo 

2007  •  F i r s t  B R A X  store 

Today, more than 100 dedicated BRAX 

stores (incl. factory outlets) operate 

as flagships for the brand through- 

out the world.

2013
First external Sustainability Report

2016  •  future here we are 

2017 • brax goes Tv 

2008
Joined amfori Business Social 

Compliance Initiative

2018 • Sustainability blog 

283 307 317 308 308 318314

0

50

100

2012 2013 2014 2015 201820172016

150

200

250

300

turnover 314 million euro in 2017

2009 
Online Shop 24 hours a day, seven 

days a week: BRAX is on the World 

Wide Web. The Online Shop was 

opened at www.brax.com.

HISTORYDEVELOPMENT OF TURNOVER
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STRATEGY AND
MANAGEMENT

 
The long-term trust of our 
business partners and customers 
is a top priority for us at BRAX. 
We want to continue to earn 
their trust in the future by com-
mitting ourselves to environ-
mentally compatible, sustain-
ably produced clothing and to 
social standards in the supply 

chain. This is why we have 
made this claim an integral 
element of our corporate 
philosophy and established it 
within our organisation. The 
Corporate Responsibility (CR) 
department plays a key role 
here. It is a direct staff office 
for the executive management 
and is accountable within this 
framework to the Procurement 
Managing Director. It plays 
a leading role in engaging 
with the topics of corporate 

responsibility and transparent 
supply chain management. 
CR work at BRAX focuses on 
implementing the aspiration 
to introduce positive change 
processes in the company and to 
establish these throughout the 
organisation up to the highest 
decision-making committees. 
Successful implementation of a 
dedicated sustainability strategy 
therefore requires that all 
divisions are closely integrated 
and engage in interdisciplinary 

Head of Corporate Responsibility

ALISSA SEKULIC

We proactively embrace  
responsibility.

Sustainability and corporate responsibility 

are integral elements of our corporate 

philosophy as a family-run company. This 

is why we are dedicated to taking a 

proactive approach to ensuring good and 

safe working conditions and protecting the 

environment and resources in our supply 

chain. We also support carefully selected 

social projects throughout the world as 

a means of giving back part of our success 

to the community. Local people and their 

families are therefore able to benefit 

sustainably over the long term.

cooperation. The direct proximity 
of the CR Department to 
Purchasing contributes to this 
objective. It ensures that corporate 
responsibility is particularly 
well established as a strategic 
procurement topic at BRAX.
Sustainable procurement pri- 
marily requires fair and 
transparent trading relation- 
ships. A respectful approach 
to all the people directly or 
indirectly involved with the 
manufacture of BRAX products 
therefore provides the platform 
for every one of our partner- 
ships. At the same time, it is 
important for us to agree 
binding rules for protecting 

people and the environment in 
advance, and to maintain  
compliance with standards. 
Ground rules therefore form a 
mandatory part of every con- 
tractual relationship. They go 
beyond the statutory require-
ments and correspond to the 
dedicated and demanding social 
and environmental values of 
BRAX. Our procurement strategy 
therefore involves selecting 
the suppliers and production 
partners for cooperation with 
BRAX on the basis of whether 
they meet these standards. At 
the end of the day, we only 
work with businesses that 
meet our CR requirements, are 

personally known to us and 
can be supported locally. This 
close relationship is particularly 
important because it is the 
only way of ensuring that a 
sustainable and transparent 
partnership is achieved and 
BRAX can intervene to provide 
support in the production 
process as necessary.

Another important building 
block for proactive work in 
the area of sustainability is 
provided by 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 contacts with the 
BRAX brand. We also cooperate 
with universities and other 
educational facilities where 
we engage in an open and 
consumer-centric debate about 
our CR activities.

brand
vision

sustainability

management
guidelines

corporate
identity

brax foundation

WE ARE COMMITTED TO 
ENGAGEMENT FOR 

ENVIRONMENTAL AND 
SOCIAL STANDARDS.
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PROGRESS AND 
TARGETS
 
SOCIAL STANDARDS IN OUR 
PARTNER BUSINESSES
Since 2018, we have made a 
commitment as one of five 
selected companies in the 
German Network Committee 
of the amfori Business Social 
Compliance Initiative (amfori  
BSCI). Our applications for the 
project groups BSCI System 
and Audit Integrity Programme 
Support were also successful. 
This enables us to combine the 
objective of driving forward 
positive changes in the supply 
chain even more intensively 
and working together with 
partners on challenging social 
standards. We support our 
production partners in 
implementing our requirements 
and in complying with our 
principles and values. This 
support is provided through 
personal local support on the 
ground. We conduct regular 
internal and external audits 
and we are committed as a 
company to providing good 
and safe working conditions 
for the people in our supply 
chain.
You will find detailed information 
on our social standards and 
our commitment to the amfori 
Business Social Compliance 

Initiative (amfori BSCI) in 
section 2 from page 22.

ENVIRONMENTAL RESPONSIBILITY 
AT BRAX
In 2014, we developed a dedicated 
corporate standard for environ- 
mental responsibility at BRAX. 
We have gradually been 
introducing and implementing 
this at our partner busines-
ses. We focus in particular on 
the areas of chemicals, water 
and wastewater, energy, waste 

management and extracted air. 
In this area, we are also working 
together with our partners to 
develop solutions to structure 
the production of garments in 
an environmentally compatible 
process. We are continuously 
working to develop innovative 
concepts for conserving 
resources – especially in the 
production process – but also 
in areas like reprocessing 
clothes hangers. Our Blue 
Planet* collection already 

empowers us to significantly 
cut down water reduce energy 
and eliminate chemicals. We 
are very proud of this result 
and our aim is to expand 
this success on a continuous 
basis. One of our key goals 
for the future is to engage 
intensively with the use of 
sustainable raw materials, 
particularly in relation to 
cotton. You will find detailed 
information on our environmental 
responsibility in section 3 from 
page 42.

SOCIAL PROJECTS WORLDWIDE
Our aim is to give back some of 
our combined success at BRAX 
to society at large. We therefore 
support selected projects 
throughout the world that 
allow local people and their 
families to benefit sustainably 
over the long term. These 
include successful completion 
of our education project in the 
Dominican Republic, a Charity 
Sale of Child Aid to support 
Indian orphaned children, 
construction of a school 
building in Sri Lanka and 
supporting our BRAX reception 
class in Bangladesh. We 
dedicate a great deal of passion 
and commitment to the people 
within our sphere of influence.
You will find detailed information 
on our social engagement in 
section 2 from page 32.

TEXTILE
SUPPLY CHAIN

primary production
of raw textile fibres

spinning of yarn

weaving
of textiles

designsewing/clothing
manufacture

product finishing

finish/packaging

e-commerce/distribution

consumer

INDIGO

bleaching/dyeing/
textile finishing

* Please refer to word and design mark (p. 44)



SOCIAL 
RESPONSIBILITY 

As a medium-sized, family-run 
company, we are particularly 
committed to the people 
involved in the manufacture 
of our products – throughout 
the world. We are therefore 
dedicated to proactively creating 
good and safe working 
conditions and we work 
together with our product 
partners continuously to improve 
social standards. We regard 
respectful and responsible 
relations with everyone who 
comes within the scope of our 
entrepreneurial activities as 
the basis of any partnership. 
We take responsibility together 
and undergo continuous 
development.

2.
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STRATEGY AND
MANAGEMENT

 
BRAX operates in the context 
of global competition in 
the clothing industry. The 
method of production is highly 
specialised and labour intensive. 
Our overarching aim is to 
ensure that the employees 
of our suppliers enjoy good 
and safe working conditions 
in spite of the complexity of 
global value chains. This is 
why we joined the amfori 
Business Social Compliance 
Initiative (amfori BSCI) in 
2008. 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 that significant, 
lasting improvements are 
made at the factories is if we 

can get together with other 
enterprises. That is precisely 
what the BSCI enables us to 
do. Since 2018, we have also 

been one of five selected 
companies cooperating in the 
German Network Committee 
of the BSCI. Our applications 

for the project groups 
BSCI System and the Audit 
Integrity Programme Support 
were successful. Our objective 
is to use this enhanced 
commitment in order to bring 
about positive changes in the 
supply chain and work on 
improving social standards 
together with our partners.
In 2018, BRAX products 
were produced at more than 
70 partners in Europe, North 
Africa, South and Central 
America and in Asia. Although 
our product range is increas- 
ingly changing and becoming 
more broadly based, we keep 
the number of our producers 
as low as possible. This is 
the only way we can ensure 
individual support for each 
business. Our focus is always 
on establishing strategic and 
long-term cooperation for 
production. As a successful, 

commercial company we under- 
take above-average investments 
in our products and their 
quality. Nevertheless, wher-
ever our products originate 
from, we work continuously 
in the context of our 

global business to establish 
permanent and fair trading 
relations. The basic principles 
of our procurement strategy 
are therefore to exercise 

great care in selecting our 
suppliers, review and look 
after them, and to support 
their development. Planned 
capacities, deadlines and 
conditions are defined and 

communicated at an early 
stage before concluding the 
contract. This creates trust 
and security. It also enables 
the producer to comply 
with required product- 
related quality standards and 
to achieve better compliance 
with the requirements for 
social standards. In order to 
provide them with the best 
possible support, we make 
a point of only working 
together with firms we know 
personally and can support 
locally.

TOGETHER, WE 
CAN ALWAYS 

ACHIEVE MORE.
1%

Western
Europe

31%
North Africa

9%
South

and Central
America

14%
Asia

21%
Turkey

Procurement regions 2018

(rounded figures)

24%
Eastern Europe

WE ARE DEDICATED TO 
PARTNERSHIPS IN AN 

ATMOSPHERE OF TRUST.
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SOCIAL 
STANDARDS
IN THE 
SUPPLY CHAIN

 
The focus for implementation 
of the BRAX social standards 

is cooperating with the 
production businesses with 
which BRAX maintains direct 
business relations. The working 
environment is frequently 
characterised by tight dead-
lines and intensive personal 
commitment. It is therefore 
important to review whether 
the partners actually meet the 

required social standards such 
as compliance with statutory 
working hours or occupational 
health and safety for their 
employees in the workplace.
The requirements for socially 
ethical production demanded 
by BRAX for its suppliers are 
defined by the following items in 
the amfori 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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In order to implement social 
responsibility in the supply 
chain at BRAX, we have 
developed a multi-stage process 
that all the existing and new 
suppliers carry out.

Step 1: Initial assessment by 
the CR Department: 
Prior to any potential 
cooperation, the CR Department 
initially carries out a review 
with a supplier to establish 
whether the business is 
already familiar with com-
pliance and monitoring 
of social standards. Has 
the business already carried 
out a valid social audit 

from the amfori BSCI and 
if this is the case what 
was the audit result? This 
review helps to establish in 
advance whether a supplier 
is ready and committed to 
roll out our corporate 
requirements and implement 
any necessary improvement 
measures at this stage prior 
to cooperation. If the initial 
assessment by the CR 
Department is negative, for 
example because the supplier 
has verifiably infringed social 
standards in the past, no 
cooperation is entered into.

Step 2: The amfori BSCI Code 
of Conduct:
At the latest before we issue 
the first production order, we 
require businesses to make 
a written commitment to 
compliance with the Code of 
Conduct – the Code of Conduct 
governing working conditions 
of amfori BSCI. The Code 
includes conditions for 
socially ethical production. 
The Code of Conduct must 
be displayed clearly visible in 
the national language for all 
employees at the production 
facilities. 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. 
The CR Department provides 
proactive support for this.

Step 3: The self-assessment 
and the BRAX pre-audit:
The signature of the Code of 
Conduct is only the first step 
towards ensuring that the 
business is committed to 
upholding and complying 
with social standards. Even 
more important than the 
written acknowledgement is 
for the business to be in a 
position to understand the 
meaning of the requirements 
and ultimately implement 
these successfully and over 
the long term. This is why 

the CR Department provides 
assistance in helping the 
business to carry out an 
analysis of the status quo 
of the business based on 
a self-assessment. In most 
cases, the business then carries 
out a pre-audit. We pay a visit 
to the business premises in 
order to establish personally 
whether the specified standards 
are being complied with. We 

also have intensive discussions 
and hold workshops with the 
management. If necessary, 
concrete assistance is given to 
the employees of the facility. 
After all, a positive roll-
out can only be achieved in 
cooperation with the local 
people at the facility. 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.

Step 4: The external amfori 
BSCI audit:
Compliance with the amfori 
BSCI Code of Conduct is 
then monitored through a 
regular audit carried out 
by an independent, external 
audit company. This audit is 
carried out semi-announced >
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meaning that although the 
business is informed four weeks 
in advance, the exact audit 
date is not provided. This is 
intended to prevent businesses 
from being prepared for 
an audit date already known 
in advance. At the same time, 
this approach means that 
businesses observe the 
regulations all the time so that 
an audit can obtain the same 

result on any day of the year – 
for example independently of 
the production volume and 
therefore the associated 
decreasing or increasing 
requirement for work and 
resource input. BRAX supports 
its business partners at the 
production facilities as they 
make preparations for the 
audit. The company also 
provides 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 (e.g. overtime rules) 
and their status (e.g. actual 
number of overtime hours  
worked). If necessary, a 
Remediation Plan of corrective 
measures prepared especially 
for the business is implemented 
by the supplier. This is 
regularly reviewed by BRAX.

Step 5: Further development 
of the partner cooperation 
The work on the BRAX social 
standards is by no means 
concluded for the CR Department 
and its partner businesses 
following the external audit. 

Since the objective is to achieve 
a permanent improvement, 
we continually provide 
information on training and 
education offerings provided 
by organisations such as amfori 
BSCI.
We continually work together 
with our partner businesses 
in order to maintain the high 
requirement for good and 
secure working conditions, 

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
IMPLEMENTATION
OF REMEDIATION

MEASURES

PASSED 
WITH RESULT 

c, d OR e

PASSED 
WITH RESULT 

A OR B

PASSED

NOT PASSED

VALID FOR
1 YEAR

Not passed several times: question appropriateness of cooperation with producer

VALID FOR
2 YEARS

EXPANDED 
BSCI-PROCESS

 
The chart provides a simplified 
presentation of the BSCI 
process to monitor and secure 
social standards, expanded 
by a number of own measures.

>
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and progress a process of 
continuous development. This 
entails being in continuous 
dialogue with the businesses 
and their stakeholder groups.  
We also maintain regular dialogue 
with our own employees, 
service providers and suppliers.

If potential or established 
business partners are not 
prepared to uphold BRAX 
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.

The Code of Conduct is there- 
fore not confined to our 
manufacturing workshops but 

also extends to the upstream 
suppliers and service providers. 
In the clothing industry 
these are mainly dyers and 
washers along with individual 
specialised operations such 
as embroidery. Likewise, we 
ask all of our shell fabrics and 
trimmings suppliers to sign 
the Code of Conduct.

0 %

25 %

50 %

75 %

100 %

2018 2018

FACTORIES THAT HAVE SIGNED UP 

TO THE BSCI CODE OF CONDUCT 

(based on order volume)

results of valid bsci audits

at our producers in 2018

(rounded figures)

FACTORIES WITH A VALID 

PASSED AUDIT 

(based on order volume)

a  •  O utstanding
The auditee has the level of 

maturity to maintain its improve- 

ment process without the need for 

a follow-up audit within the next 

two years.

b  •  good
The auditee has the level of 

maturity to maintain its improve- 

ment process without the need for 

a follow-up audit within the next 

two years.

c  •  A cceptable
The auditee needs more assistance 

in order to follow up to support 

its progress. Following the com-

pletion of the audit, the auditee 

develops a remediation plan.

d  •  I nsufficient
The auditee needs full-scale 

assistance in order to follow up 

to support its progress. Following 

the completion of the audit, the 

auditee develops a remediation 

plan.

e  •  U nacceptable
BSCI Participants shall closely 

oversee the auditee’s progress 

as the producer may represent a 

higher risk than other business 

partners. 

OUR OBJECTIVE IS THE 
CONTINUOUS ADVANCED 

DEVELOPMENT 
OF OUR PARTNER 

BUSINESSES.

99,94 % 96,57 %

23 %
b

36 %
c

11 %
d

30 %
a
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SOCIAL 
ENGAGEMENT

 
At BRAX, we take responsibility 
for our employees, customers 
and business partners, as well 
as for the well-being of people 
involved in the production of 
our fashion throughout the 
world, including their families. 
This is because as a family- 
run company, we regard this 
commitment as a particular 
obligation. Alongside our work 
on social and environmental 
standards in our global supply 
chain, we also promote various 
social projects. The main intention 
is for the local people to derive 
sustainable benefit. You will 
regularly find a lot of interesting  
background information and 
blogs on this topic at 
www.brax.com/sustainability.

BRAX school class in  dhaka , 
Bangladesh:
The collaborative efforts of 
BRAX, 7 STREAMS and ZXY 
International in partnership 
with JAAGO Foundation is 
a step towards encouraging 
children of low-income 

families in Rayer Bazar to 
go to school free of cost.  
JAAGO Foundation was a 
movement started by Korvi 
Rakshand to ensure that 
children in poverty stricken 
areas of Dhaka are able to go 
to school. People dwelling 
in the slum areas of the 
capital city, struggle to secure 
bare necessities such as 
food, water and sanitation, 

shelter, education, employment 
as well as healthcare. As a 
result, financial constraints 
compel their families to limit 
their expenses of some of 
these needs. This is why some 
children never get enrolled 
into schools in the first place. 
The ones who do, are forced 
to drop out.  By sponsoring 
JAAGO Foundation’s Education 
Program we pave the way for 

these children to have equal 
opportunities to learning so 
that it uplifts the income 
levels of underprivileged 
communities in order to better 
their lives. Since January 
2018 we have been supporting 
an entire reception class of 
41 children aged between 
four and five who visit one 
of JAAGO’s school in Rayer 
Bazar. Together with ZXY and 

7 STREAMS, BRAX will be 
sponsoring their Education 
Program, which includes 
providing books, bags, uniforms, 

stationaries, nutritious boosts as 
well as health checkups and 
the costs for qualified teachers.  

If I want to make a difference 
in the society, it will be for 
the children through education. 
From 17 children, we have 3000 
children today after 10 years; and 
the first batch just graduated. 
Korvi Rakshand – Founder of 
JAAGO Foundation.

EDUCATION FOR A 
BETTER FUTURE.

Sadia (8 years old) Our BRAX reception class in Bangladesh
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INTERVIEW 
WITH SAL LALJI

 
We met up with Sal Lalji 
from 7 STREAMS to talk about 
our joint school project in 
Bangladesh. Sal is the director 
of 7 STREAMS Foundation 
and helps us with her 
organisation to provide access 
to education for children 
from low-income families.

Sal, what is the idea behind 7 
Streams?
7 Streams was created to 

bring donors from the fashion 
industry together, to support 
those in need in Bangladesh, 
financially, intellectually and 
physically. Bringing together 
brands and manufacturers 
across the supply chain, means 
that we can work together 
to make more of a difference 
and have a larger impact. The 
concept of 7 Streams was 
founded by the Directors of 
ZXY International, a company 
that has been working with 
BRAX for several years, 
providing them with an end-
to-end service on sourcing and 
production within Bangladesh. 

The concept of 7 streams is 
based on a holistic approach 
to sustainable development 
projects, touching all aspects 
of life. Each stream takes the 
form of a different colour, 
representing a different focus: 
necessities, creativity, happiness, 
well being, conservation, 
responsibility & knowledge. 

What do you hope to achieve 
with the foundation?
There are a huge number of 
people living below the poverty 
line in Bangladesh, who face 
limited opportunities and 
resources. We hope to help 

overcome the barriers to giving 
so that partners can work 
together, inspire and take 
action and achieve meaningful 
impact, harnessing the best 
of humanity together. 
By approaching development 
in a sustainable way and with 
short, medium and long-term 
projects and goals, across the 
different streams, we hope to 
have a wide impact and help 
those directly within our 

reach. We also hope to inspire 
many more individuals and 
companies to ‘give back’ and 
work together, to make a 
substantial change for the 
future of the country. Our 
partners can get involved in 
numerous ways. They could 
be financial, non-monetary 
donations, fundraising, or they 
can even have their staff 
volunteer on a project, offering 
resources and skills development. 

This is also a new approach in 
Bangladesh, and again we hope 
this will inspire other companies 
to make a change also.

Tell us about the social 
project you started with 
BRAX and ZXY.
We’re extremely pleased that the 

director 7 streams foundation

SAL LALJI

Weaving lives together.

We’re really excited at 7 Streams about this 

partnership with BRAX. We’ll be providing 

free English education for a reception class 

of 41 children and funding their teacher. 

These are children from underprivileged 

backgrounds, who may not have otherwise 

had the opportunity to gain high quality 

education. We’re bringing a brighter future 

not only to the children, but also to their 

families and their communities.

Our BRAX reception class in Bangladesh

>
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first official project of 7 Streams 
is a partnership between 
BRAX and ZXY International, 
supporting childhood education. 
Through this project we will 
all be working with JAAGO 
Foundation to provide free 
English education to a BRAX 
class of 41 reception school 
children, with their teacher 
funded by ZXY. 
Funding education for children 
is invaluable as it can have an 
immeasurable impact in changing 
their future opportunities and 

life path. By collaborating with 
organisations that share the 
same passion, we are collectively 
able to bring a brighter 
future to the children; their 
families and the communities 
in which they live.

Why is this project special 
and how does it help the 
children and their families?
JAAGO is a wonderful 
organisation that has been 
providing a fundamental change 
to thousands of lives through 

the power of knowledge, for 
over a decade. They have built 
strong expertise and practical 
experience, taking a holistic 
and thorough approach to  
educating children by involving 
parents in the process as well. 
The opportunity for free English 
education is rare and will 
result in a real life-change 
and opportunity for each child. 
It will also create societal 
shifts in understanding the 
value of education at com-
munity level, as well as lifting 

income for underprivileged 
communities in the longer 
term.

What are you looking for-
ward to in the future?
We hold the strong belief 
that all people – even in the 
most remote areas of the 
globe – hold the power 
to create opportunity and 
happiness for themselves and 
others.
From needs and necessities 
to emotions and experiences, 
from the journey f lows the 
destination, life is filled with 
colour. We seek a brighter 
future by working in partner- 
ship, weaving lives together, 
to reach our vision – for a 
world where everyone has 
equal opportunity to reach 
their potential.
We also look forward to continue 
developing more three-way 
projects with BRAX and 
ZXY, along with ourselves – 7 
Streams – making a real impact 
across different aspects of the 
local community.

Construction of a school 
building in Sri Lanka:
Together with the support of 
our production partner in Sri 
Lanka, we have built a school  

Teachers Sharmin Rumana and Farzana Akter with Rokeya (4 years old) Shamiya (5 years old) Raisa (4 years old)

Nusrat (4 years old) with Alissa Sekulic (Head of Corporate Responsibility, BRAX)
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building for the employees’ 
children. The aim was to give 
the children adequate space 
to learn and naturally also  

 
to play. Apart from financing 
the building, we have also 
borne the costs for teaching 
materials.  

Support for former street 
children in India:
In autumn 2017, we took part 
in the 7th Charity Sale for the 
Childaid Network Foundation 
by providing a large donation 
of clothing. The proceeds 
generated by the donation 
event amounted to some 
€ 6,500 and they were used to 
finance the living expenses 
of former street children in 
India.
The Childaid Network orga-
nisation is committed to the 
education of deprived children 
and young people with the 
aim of eliminating poverty and 
creating a future perspective. 
The Childaid children’s homes 
already offer more than 
200 children the opportunity 

of growing up in a loving 
environment fit for children 
with regular, healthy meals 
and the opportunity to attend 
school. 

Adult education project in the 
Dominican Republic:
At the end of 2013, we 
joined forces with our local 
production partner to support a 
national education project in 
the Dominican Republic. The 
objective was to teach adults 
to read and write. A big party 

with all the participants 
supported by BRAX was held 
there in the summer of 2017 
to celebrate the successful 
completion of the project. 
Since the beginning of the 
project, a total of more than 
60 employees had successfully 
taken part in the learning 
programme. Three quarters 
of them had passed an 
advanced course and they 
had even been able to catch 
up on obtaining their school-
leaving qualification. Many 

employees have been able to 
improve their personal and 
career situation, take on more 
responsible functions and 
strengthen their self-confidence. 
The employees received a 
certificate documenting their 
successful participation in 
the project.

WE WANT TO OFFER 
SUSTAINABLE 

PERSPECTIVES.

Girls (12 to 18 years old) from Childaid‘s children‘s home Jyoti in India

Girls (4 to 12 years old) from Childaid‘s children‘s home Auxilium/Guwahati in India

Graduation ceremony of our education project for adults in the Dominican Republic



ENVIRONMENTAL 
RESPONSIBILITY 

The resources of our earth are 
finite. It is our responsibility 
to do everything possible to 
minimise the consumption of  
resources, to produce sustainably 
and therefore to ensure the 
future viability of people and 
the natural environment, 
alongside the future prospects 
of our own company. This 
is why BRAX constantly 
endeavours to improve the 
efficiency of our processes 
and to advance the demanding 
environmental standards in 
our supply chain. Acting 
responsibly and protecting 
the environment – this is the 
objective at BRAX.

3.
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STRATEGY AND
MANAGEMENT

 
Over recent years, the topic 
of environmental protection 
has achieved a significantly 
greater priority among our 
stakeholders given the negative 
external impacts of textile 
production. They expect effective 
protection for the natural 
environment and most 
importantly also for people 
who are directly or indirectly 
affected by these impacts, for 
example because their ground- 
water is increasingly being 
contaminated by chemicals. 
As far as environmental 
responsibility in the supply 
chain is concerned, BRAX is 
committed to the five actions 
areas: energy consumption, water 
consumption and wastewater 
management, the use of 
chemicals, waste management 
and compliance with exhaust-air 
values in production.
BRAX has therefore joined 
the Carbon Performance 
Improvement Initiative (CPI2) 
in order to drive these areas 
forward effectively. CPI2 is an 
organisation of leading retail 
and brand-name companies 
which pursue the objective 
of being sector pioneers in 
environmental protection. We 
have developed a dedicated 

BRAX Corporate Standard for 
Environmental Responsibility 
based on the platform of 
concepts enshrined in CPI2 and 
other production requirements 
defined by environmental 
experts. The objective of the 
standard is to gradually make 
all the manufacturing stages 
for clothing transparent, to 
identify existing environmental 
and toxic risks and to establish 
ambitious requirements for 
environmentally friendly pro-
duction. The CR Department 

has joined forces with partner 
businesses to define a know- 
ledge base for environmental 
protection and highlight 
realistic environmentally benign 
alternatives for existing 
processes and materials. The 
feasibility of implementing the 
alternatives is then tested and 
they subsequently rolled out 
strategically in our procurement 
chain. The first stage involves 
BRAX analysing production 
facilities such as sewing and 
product finishing workshops.

ENVIRONMENTAL 
STANDARDS 
IN THE 
SUPPLY CHAIN

 
Step 1: Launch of the stan-
dard and development of 
awareness
The BRAX Environment 
Standard is gradually being 
introduced at all the production 
partners in the supply chain. 
Initially, this means that – 
similar to the Code of Conduct 
for Social Standards – the 
businesses are committed to 
work on environmental pro-
tection measures in their own 
production facilities and they 
draw up potential measures 
for improvement together 
with BRAX.

Step 2: Gradual implementation 
of requirements
BRAX uses a three-stage 
attainment model with the 
levels Bronze, Silver and Gold 
in order to give the businesses 
opportunities to gradually 
implement the ambitious 
requirements for environmentally 
compatible production. The 
Bronze Level gives the businesses 
a way into more sustainable 
production and is based on a 
self-assessment. This level is 
closely supported by BRAX 

and it is intended to prepare 
suppliers for additional 
requirements. Suppliers have to 
carry out process optimisations 

in the areas of energy use, 
consumption of fresh water, 
treatment of wastewater and 

the use of chemicals in order 
to reach the Silver Level. The 
standard envisages even more 
exacting, high requirements 
for these aspects to progress 
to the Gold Level.
One of the basic requirements 
is binding compliance with the 
Restricted Substance List (RSL) 
defined by BRAX. This lists 
all the chemicals prohibited 
in the finished product or >
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with restricted use there. In 
2017, gradual introduction of 
a Manufacturing Restricted 
Substance List (MRSL) was 
launched so that even stricter 
requirements for the use of 
chemicals can be established 
and these specifications can 
be expanded to cover the entire 
production process.

Step 3: Further development 
of the business
Once producers have success- 
fully moved onto the next 
level, they receive an award 
which pays tribute to their 

commitment to environmental 
responsibility. In addition, the 
businesses are offered an 
opportunity to qualify as a BRAX 
Eco Partner by launching 
their own in-house innovative 
projects, such as using photo- 
voltaics or solar heating. 
They then become preferred 
business partners.
The BRAX Corporate Standard 
for Environmental Responsi-
bility has been introduced in 
49 percent of our production 
partners. Above all, these are 
strategically important partners 
with a high order volume.

SUSTAINABLE 
PRODUCTS AND 
MATERIALS 
AT BRAX
 
Blue Planet 
Since lots of materials that are 
often becoming scarce across the 
world are used to manufacture 
clothing, BRAX is working on 
gradually making its collections 
less resource intensive and more 
sustainable. We are adopting 
precisely this approach with 
the Blue Planet* denim collection 
from BRAX. An innovative 
washing procedure using 
ozone  is combined with the 
use of lasers in order to 
significantly reduce the use of 
water, chemicals and energy 
for a pair of Blue Planet jeans. 

This means that producing 
a pair of Blue Planet jeans 
significantly saves the use 
of water, energy and 
chemicals by comparison 
with a conventional product. 

BRAX is also working together 
with experts on additional 
innovative and environmentally 
gentle production processes. 
Strategies are also being worked 
out for application of sustainable 
raw materials so that the 
Blue Planet collections and 
the offering of sustainable 
clothing can be expanded further. 

Blue Planet – BRAX is 
cooperating with Candiani 
Denim
The Greenest Mill in the Blue 
World – this is the motto and 
simultaneously the high aspi-
ration of the Italian weaving 
mill Candiani Denim. The 
company has the reputation 
of being one of the best denim 
weavers in the world and 
sustainability is a key element 
of the corporate philosophy. 

BRAX and Candiani Denim 
for season II/18 have therefore 
joined together in a very 
special cooperation so that the 
BRAX Blue Planet collection 
can be designed even more 
sustainably. Today, Blue Planet 
from BRAX is already the 
epitome of a resource- 
conserving production process  
that significantly reduces 
the consumption of water, 
energy and chemical additives 
in the washing of trousers 
and as a result protects the 
environment. The cooperation 
with Candiani Denim meant 
that innovative and sustainable 
technologies are also being 
given top priority for the 
manufacture of shell fabrics, 
i.e. the outer visible textile 
elements. For example, the use 
of patented Kitotex technology 

in the manufacture of fabric 
saved 50 percent water and 70 
percent* chemicals and energy. 
Kitotex is produced from 
chitosan, a naturally occurring 
biological polymer which is 

obtained from the chitin shells 
of shrimps. These are a waste 
product in the food industry. 
This use allows valuable raw 
materials to be conserved. 
Kitotex also has the major 
advantage that it is completely 

28%
silver

3%
gold

69%
bronze

Environmental standard 2017* (rounded figures)

* In 2018/2019 we have started a revision of Environmental Standard.

Head of denim

LOTHAR GERENT

Blue Planet

For a number of years, we have been 

marketing the Blue Planet denim 

collection segment. We are continually 

developing the product in accordance with the 

benchmark “less water, fewer chemicals, less 

energy” from the raw materials to the finished 

washed jeans. Sustainability is a lifestyle 

and is part of the BRAX corporate philosophy.

* Please refer to word and design mark

>
* rounded figures

STRETCH
COMFORT
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biologically degradable and 
actually improves the quality 
of the wastewater. Furthermo-
re, we introduced the Indigo 
Juice procedure developed by 
Candiani Denim in the area of 
product refinement. This process 
saved additional resources in 
the dying process. The indigo 
colour only penetrates very 
superficially into the yarn with 
this procedure. As a result, it 
can then be washed out using 
much less water and energy 
in the subsequent washing 
procedure so as to generate the 
desired contrast on the jeans. 
BRAX has demonstrated in 
the new Blue Planet collection 
that denims can simultaneously 
feature fashionable must-have  
styling and be easy on the 

environment at the same time. 
We additionally carried out a 
supervised concluding study  
to look into further potential 
savings in the area of product 
refinement and for the 
Denim product group. Another 
important development target 
is to use more sustainable 
raw materials in future. 

ACT RESPONSIBLY 
AND PROTECT THE

ENVIRONMENT – THIS 
IS OUR GOAL.

Harvesting goose down is 
important for our outdoor 
products. Our top priority is 
to ensure that the animals 
have never been plucked while 

they are alive – also not in 
advance of processing for another 
purchaser. We categorically 
exclude living and moult 
plucking as well as any form 
of force feeding. The down 
processed in our products is 

harvested purely as a by-product 
in food production. We have 
this confirmed to us through 
corresponding certificates from 
our production partners and 
their suppliers. Furthermore, 
we entirely reject the use of 
any form of genuine fur pelts 
in our products. In future, we 
would also like to increase our 
commitment to the issue of 
sustainable raw materials in 
relation to cotton.
We are committed to a recycling 
economy for our clothes hangers 
made of plastic. A company has 
been specifically commissioned 

to collect used hangers from 
our customers, our factory 
outlet centres and our logistics 
centres. The company then 
sorts and checks them manually. 
If the hangers can be re-used, 
they are used once again at a 
later point and defective ones 
are shredded. The granulate 
created in the shredding process 
and the hooks made of metal 
are used to produce new 
hangers. In 2018, 2,422,000 
hangers were checked. Out of 
these, 2,372,000 hangers were 
returned to the production 
cycle.



PRODUCT 
QUALITY AND  
CUSTOMER 
SATISFACTION 

When the business was in its 
infancy more than 130 years 
ago, the founders attached 
tremendous importance to the 
quality and fit of the products. 
This aspiration is still a 
benchmark for us today. Our 
customers always need to be 
confident that they can rely 
on our clothes satisfying the 
highest standards at all times. 
This is why our goods go 
through a diverse range of 
physical and chemical textile 
tests from the original product 
idea to the prototypes right 
through to acceptance of the 
producer goods. We are well 
aware that we can only be a 
reliable and credible partner 
for our customers with 
consistent quality management.

4.
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STRATEGY AND
MANAGEMENT

 
A company can only stay 
ahead of the competition 
in the marketplace if it 
innovates and keeps on firing 
customers with enthusiasm. 
That is why we pay particular 
attention to exclusive shell 
fabric developments. We work 
with selected weaving companies 
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 physical 
parameters alongside environ- 
mental and health aspects. 
If products deviate from 
statutory requirements or our 
own more exacting standards, 
we consult with our suppliers 
and take appropriate measures. 
This enables us to maintain 
our high standards and ensure 
that no polluting products 
reach our customers.
We also set high standards 
for the fit, finish and on-time 
delivery. Smooth volume 
production of our products 
is extremely important. We 
therefore plan extremely 
carefully and ensure that we 
can respond quickly to any 
changes. For example, fittings 

take place right from the 
creation phase of the first 
prototype to optimise the 
fit. As product development 
progresses, a model is 
produced in different sizes. 
Fittings are held once again 

to assess and document the 
fit and the correct finish.

This continuous review of 
product quality is not simply 
confined to the entire 
production process. It also 
extends to the accompanying 
process of quality assurance – 
through to production of the 
finished item in the country 
of production and at our 
headquarters in Herford. 
This is where all incoming 
deliveries undergo statistical 
quality control. The checks 
focus primarily on total 

compliance with our detailed 
manufacturing guidelines 
and observance of strict 
tolerances with reference to 
the prescribed fit.
By ensuring consistent 
compliance with the specified 
target sizes for our interme-
diate and finished items, we 
avoid inefficient and resource- 
intensive production of 
rejects. This comprehensive 
commitment before and 
during production ultimately 
pays off for all those players 
involved and also helps the 
environment.

QUALITY 
ASSURANCE

 
The measures we adopt to ensure 
the efficiency of all processes 
from product development to 
final acceptance are excep- 
tionally effective – this is also 
reflected in our low reject rate. 
Only 0.9 percent of the shell fabrics 
tested in our comprehensive  
incoming inspections had to 
be sent back to the weavers  
because of defects during the 
year under review. Moreover, 

as a result of 100 percent 
quality control at the factories 
and statistical final inspection 
of the finished goods at Herford, 
only 0.66 percent of the 
products had to be declared 
seconds in 2018 and sent for 
reworking (0.67 percent in 
2017). Only 994 items out of 
a total of around 8.9 million 
finished items in 2018 had 
such serious defects that the 
products could not be sold in 
the usual way. Our customers 
reflected that commitment 
with a complaints ratio of 
only 0.15 percent.

Director Purchasing Pants
NICOLA IONFRIDA

We are dedicated to 
fair trade relations.

We have been successfully working 

together with our production partners for 

many years, in some cases even for decades. 

This cooperation has led to reliable partner- 

ships that operate in an atmosphere of 

trust and we are very proud of these links 

at BRAX. We believe it is very important to 

foster these relationships in the future and 

to continue expanding them. Sustainability, 

quality and long-term perspectives are 

equally important for our producers and for 

us as a company.

>
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BRAX consistently complies 
with the legal standards  
relating to the impacts of 
products and services on health 
and safety in the countries 
where it carries out business 
activities. A number of laws 
including the German Product 
Safety Act (ProdSG) and the 
German Product Liability Act 
(ProdHaftG), as well as the EU 
Textile Labelling Directive 
(TLDir) and the European 
Chemicals Directive REACH 
(Registration, Evaluation, 
Authorisation and Restriction 
of Chemicals) are particularly 

relevant for our quality 
assurance. In 2018, there was 
not a single incident where 
statutory regulations were 
infringed or exceeded. There 
were also no lawsuits owing 
to serious pollutants in our 
products.
We label all our products in 
accordance with the European 
Textile Labeling Directive 
(TLDir). We additionally check 
our products for possible 
hazard potential. We use a 
statistically valid testing 
system in which the focus is 
on maximum risk avoidance.* 

One of the basic require-
ments for our products is 
always compliance with the 
Restricted Substance List 
defined by BRAX. We are 
also gradually introducing 
a Manufacturing Restricted 
Substance List that defines 
additional requirements for 
the use of chemicals. More 
information on this is provided 
in the section Environmental 
Responsibility on page 42.
In addition, we have also 
formulated voluntary standards 
for the design of care labels, 
etc. These labels inform 

consumers about the origin 
of goods, provide advice for 
care and give other product 
features.
The implementation of legal 
standards and our own in- 
house standards depends on 
close and trusting cooperation 
with our suppliers. They are 
contractually committed to 
100 percent application of all 
the safety measures defined 
by our regulations for all 
products that are supplied 
to us. Compliance with these 
regulations is regularly and 
independently checked by 
BRAX. More information on 
this is provided in the 
sections Social Responsibility 
on page 22 and Environmental 
Responsibility on page 42.

CUSTOMER 
SATISFACTION

 
The satisfaction of the people 
who wear our clothing is para- 
mount. Confidence in our firm, 
a high level of identification 
with our products, word-of-
mouth recommendations and 
lasting relationships form the 
basis of our commercial success. 
It is therefore essential to 
have a precise understanding 
for the expectations of our 
customers. We use various channels 
for getting to know about their 
aspirations and finding out about 
their opinions. The primary 
method is using personal 
customer contact by our trained 

staff at our BRAX stores and 
we analyse their experiences. 
Our Customer Service also 
communicates with customers 
by phone and email. Our 
Customer Service answers an 
average of over 2,000 phone 
calls and 1,700 emails every 
month. Enquiries about purchase 
orders and current marketing 
promotions are frequent topics. 
Our customers are also 
increasingly making use of the 
contact form on our website 
for this kind of feedback. And 
they appear to be satisfied.  
Overall, 91 percent of customers 
rated our Customer Service 
as fast in 2018, 94 percent 
evaluated it as friendly and 
90 percent as competent. 
Furthermore, we use regular 
customer surveys to help us 
to constantly improve our 
product range and tailor it 
to customers’ requirements. 
A survey in 2018 showed that 

98 percent of our customers 
were satisfied with the quality 
of our products. These gratifying 
results provide an incentive 
to make the high standards 
for our products and services 
even better in the future.

BRAX FEEL GOOD – THE 
FEEL GOOD FACTOR.

* 16 percent of all goods were verified by additional testing in 2018.



OUR 
EMPLOYEES 

BRAX is a company geared to 
the future and it pursues 
ambitious goals: modernity, 
passion and a highly customer- 
centric approach are key factors 
for BRAX. They define our 
work. We have understood that  
successes are always achieved 
through the entire team – with 
employees that are convinced 
by our products, have a great 
deal of know-how and deliver 
a high level of quality because 
they feel good in the company. 
“Feel Good” is not simply a 
brand promise from BRAX 
that we use to communicate 

a positive attitude to life in our 
customers. Feel good is also 
extremely important for our 
employees. Our top priority 
is to value our employees 
and always treat them with 
respect. We have defined this 
aspiration in our corporate 
identity, the management 
guidelines and in the Corporate 
Behavior Guidelines at BRAX. 
These guidel ines and 
principles also provide our 
employees with orientation 
for responsible actions within 
our company and in the 
outside world.

5.
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STRATEGY AND
MANAGEMENT

 
Our success is only possible 
through commitment, creativity 
and the expertise of our 
workforce. Only employees 
who feel good in the company 
and identify with the BRAX 
brand will make a high-level 
commitment over the long term. 
At BRAX, we therefore take 
the attitude of our employees 
extremely seriously and we 
are committed to ensuring 

that the happiness of our 
employees in carrying out 
their work is always at the 
forefront of our endeavours. 
A core element of our corporate 
culture is a management style 
that promotes independent 
initiative in a cooperative  
approach. We have therefore 
presented our understanding 
of leadership quality in our 
management guidelines.
An important challenge for 
our human resources work 
is demographic change. This 
is making it increasingly 
difficult to keep employees 

and know-how within the 
company on a permanent basis. 
We are adopting a proactive 
approach to this topic and 
offering modern life and work 
models while also building a 
corporate culture based on 
mutual respect and defined by 
transparency. This also makes 
BRAX attractive for future 
employees. We also participate 
in job fairs and communicate 
strategically through well-placed 
advertisements and our career 
portal with the aim of 
attracting enthusiastic, creative 
applicants with new ideas and 
a passion for fashion.
We also systematically support 
the integration of new 
employees. We introduce them 
to our brand values, the 
management guidelines and 
Corporate Behavior Guide-
lines, as well as our corporate 
identity, and prepare them 
for their future functions 
and challenges. Right from 
the start, our employees get 
to know a wide range of different 
areas within the company. 
As a result, they already 
make contact with colleagues 
at an early stage and start 
to build up an internal 
network. This process also 
strengthens the communication 
culture at BRAX.
The health and safety of all 
BRAX employees are further 
core elements of our human 
resources work.

MANAGEMENT GUIDELINES

the guidelines and their effect

Individual initiative and motivation 
result. Transparency and active 

communication lead to identification 
with BRAX. Our employees see us as 

advisors, coaches and sparring partners.

Eye-level interaction goes 
without saying. This leads to

self-confidence, a sense of being
valued and high achievements.

The clear area of responsibility
assigned to each individual leads

to certainty in actions and the
courage to make decisions. 

Clear targets ensure focussed work.

Feedback leads to reflection on
one’s own behaviour and performance.

Critical dialogue is a stimulus for
improvement. Individual strengths and

potential are utilized; talented 
individuals are retained at BRAX.

Monitoring goes without saying.
We learn from mistakes and are open

to change. The focus is on
the results to be achieved.

We lead in a cooperative manner and 
demand individual responsibility from 

employees. We lead in a clear, open, 
binding and transparent way.
We embody a culture of trust.

Our interaction is characterised 
by trust, respect, fairness 

and esteem for one another.

Every leader makes decisions within 
his area of responsibility within the scope 
of the defined targets and the established 

framework conditions.

We use the feedback process as
a management tool and encourage 

critical dialogue. We actively
develop our employees and promote

their potential.

We analyse and monitor processes
and implement solutions.

›

›

›

›

›
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we keep our promises.
we build long-term trust with our 

partners, thanks to our reliability 

and credibility. we stand for our 

decisions.

we are highly professional. 
We are highly competent and act 

professionally. we keep abreast of 

the times. we use the strengths of 

the entire team. thereby we achieve 

better results.

we embody the brax brand. 
we confidently wear the latest 

brax products, especially when 

representing brax internally 

and externally. at the same 

time, we value our individuality 

and complement our looks with 

personal, non-branded items if 

necessary.

we inspire passion.
we strongly identify with brax. 

it is important for us to perform 

our tasks with enjoyment and 

enthusiasm. we have a genuine, 

positive attitude.

we confidently represent 
our  position.
we enthusiastically pursue our 

goals and have a clear approach. 

we are open to the views of our 

colleagues and partners and hold 

constructive dialogues. we welcome 

open and respectful feedback, in 

order to develop.

we are sympathetic winners.
our courage and energy is what 

drives us to achieve outstanding 

performances. we get things 

done and remain focussed on key 

objectives. we win people over 

with our active communication 

and positive attitude.

we think and act in a 
solution-oriented manner. 
we focus on our customers. we 

identify obstacles along the way 

and independently find the right 

solutions.

we maintain partnerships 
based on trust. 
we are sensitive and empathetic. 

we are all responsible for our 

shared success. our demeanour 

and foresight create sympathy.

we continually adapt.
we have the courage to change and 

are open to innovation. we make 

mistakes and consistently correct 

these in order to develop. our 

thinking is entrepreneurial and 

decisive.

PERSONNEL 
STRUCTURE

 
All our employees do an out-
standing job in their depart-
ments. Diversity and equal 
opportunities are an important 
topic in our corporate culture. 
The proportion of female managers 
at BRAX is 50.8 percent. On the 
other hand, only one woman 
is represented in the 18-strong 
management team of our company. 
Our stated objective is to 
appoint additional qualified 
women to our Executive Board 

as well. The interests of our 
employees are safeguarded by 
a works council. In 2018 there 
were nine female members, 
and six male members, including 
the chair of the works council. 
Two members of the works 
council are below the age of 30, 

five are aged between 31 and 50, 
and a further eight are over 50 
years old. Two representatives 
deal with the concerns of 
employees with disabilities. One 
men and two women are members 
of the representative body for 
young people and apprentices.

head of human 
resources development

ULRIKE ZILL

Our company-wide Corporate Behavior 

Guidelines provide people with an impression 

of how we want to act stylishly, passionately 

and smartly every day. Employees and 

managers engage intensively with the 

contents of the guidelines in workshops 

and discussions. In my role as personnel 

developer, I am continually engaging with 

the topic of Corporate Behavior. I work 

together with our employees to find “living” 

situations so that sustainability can be firmly 

established in our vocational functions and 

our conduct. This is how we can develop our 

culture together.

Sustainability is a success 
factor for our culture.

BRAX CORPORATE BEHAVIOR GUIDELINES

Management structure at BRAX**

 Headcount women men up to 30* 31-50* over 50*

 18 5.6% 94.4% 0.0% 44.4% 55.6%
 179 50.8% 49.2% 5.6% 47.5% 46.9%
 1,158 81.3% 18.7% 16.6% 41.5% 41.9%

management team

Management circle

Employees

* Age in years      ** Values for total workforce: Leineweber GmbH & Co. KG
incl. BRAX Store GmbH & Co. KG, BRAX Austria GmbH, BRAX Netherlands B.V.,

BRAX Switzerland GmbH, BRAX Denmark ApS, BRAX Belgium BVBA / Retail NV,
BRAX Poland Sp. z o.o. and BRAX VSD GmbH & Co. KG
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 Full-time Permanent Full-time Permanent

 66.5% 90.9% 91.5% 91.5%
 19.1% 69.7% 71.0% 71.0%
 33.3% 88.1% 75.0% 100.0%
 10.3% 48.7% 60.0% 40.0%
 50.0% 100.0% 100.0% 100.0%
 100.0% 100.0% 100.0% 100.0%
 61.7% 75.0% 100.0% 100.0%
 81.8% 18.2% 100.0% 100.0%
 0.0% 100.0% 100.0% 100.0%

leineweber*

BRAX store*

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX Poland******

BRAX VSD*

Values for total workforce without apprentices     
* GmbH & Co. KG     ** GmbH     *** B.V.     **** ApS     ***** BVBA / Retail NV     ****** Sp. z o.o.

 women men

NUMBER OF FULL-TIME AND PERMANENT CONTRACTS

Personnel structure 2018

 796 526 270 79.15%
 381 350 31 96.06%
 46 42 4 86.96%
 44 39 5 86.36%
 6 4 2 33.33%
 4 1 3 0.0%
 62 60 2 93.55%
 12 11 1 100.00%
 4 1 3 75.00%
 1355 1034 321

leineweber*

BRAX store*

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX Poland******

BRAX VSD*

total

Total workforce at year end incl. apprentices and employees on parental leave 
* GmbH & Co. KG     ** GmbH     *** B.V.     **** ApS     ***** BVBA / Retail NV     ****** Sp. z o.o.

    
    collective
 employees women men agreements

New hires 2018

 new employees percentage of percentage of new
 (headcount at year-end) new employees female employees

 43 5.7% 62.8%
 112 29.8% 91.1%
 9 19.6% 88.9%
 11 25.6% 81.8%
 2 33.3% 100.0%
 4 100.0% 25.0%
 62 100.0% 96.8%
 12 100.0% 91.7%
 4 100.0% 25.0%
 259  

leineweber*

BRAX store*

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX Poland******

BRAX VSD*

total

Total workforce at year end incl. apprentices and employees on parental leave 
* GmbH & Co. KG     ** GmbH     *** B.V.     **** ApS     ***** BVBA / Retail NV     ****** Sp. z o.o.

Fluctuation and new pensioners 2018

 labour turnover (*) turnover rate retirement

 29 3.8% 18
 80 21.3% 2
 10 21.7% 0
 8 18.6% 0
 0 0.0% 0
 0 0.0% 0
 0 0.0% 0
 0 0.0% 0
 0 0.0% 0
 127  

leineweber*

BRAX store*

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX Poland******

BRAX VSD*

total

* GmbH & Co. KG     ** GmbH     *** B.V.     **** ApS     ***** BVBA / Retail NV     ****** Sp. z o.o. 
(*) Expiry of temporary contracts, redundancies and resignations
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BASIC/ADVANCED 
TRAINING

 
Initial vocational training has 
been a tradition at BRAX for 
decades and this enables us 
to draw on a pool of top- 
notch employees who have 
increasingly come to identify 
with our business. We 
are delighted that a large 
proportion of the present  
workforce started their  
professional careers with 
BRAX. Our training concept 
motivates our employees to 
be high achievers and forms 

the platform for their – and 
our – future success. We 
also make contact at an early 
stage with potential new 
apprentices outside our 
company. We maintain close 
links with local schools and 
colleges that run courses 
which are relevant to our 
industry, both in our own 

region and nationwide. As 
one of Herford’s biggest 
employers, BRAX has a 
special social obligation in 

the region of East Westphalia 
Lippe, which we are happy to 
fulfill with our commitment 
to vocational training. Every 
year, we enable 15 to 20 
apprentices, an average of 
six students doing practical 
training and one to two 
trainees to launch themselves 
on a successful career in the 
clothing industry.
In our apprenticeships for 
industrial clerks, tailors, media 
designers, warehouse logistics 
specialists and retail clerks, 
we believe in qualifying our 
young people well beyond the 
bounds of their apprentice- 
ship requirements. We also 

offer integrated degree 
programmes where our trainees 
combine practical in-service 
training with a degree course 
in parallel. Our company’s 
contemporary outlook and 
varied activities enable our 
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 
in order to prepare our appren- 
tices for their subsequent 
specialisations.
Technical innovations, advancing 
digitalisation, a more inter- 
national perspective and 
increased expectations of 
customers present very 
demanding challenges for the 
know-how and f lexibility of 
each individual employee. In 
a process of continual 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 obtain 
support from our personnel 
developers by taking a part- 
time degree alongside their 
job, and they have access to 
individual advice in planning 
their career. Our portfolio 
also includes seminars and 
coaching sessions that allow 
us to promote the personal 

development of our employees 
in accordance with their needs. 
This includes the following 
measures (see graphic below).
We place particular importance 
here on our personnel 
developers providing individual 
support for the participating 
BRAX employees. This allows 
us to address the expectations 
of employees every day and 
meet the requirements of a 
modern and performance- 
oriented apparel company. In 
2018, we carried out a total of 
1,116 training days with 381 
participants.

PLEASURE AND 
ENTHUSIASM IN 
OUR JOBS ARE 

IMPORTANT TO US.

team 
development

management 
development

personnel development by brax

coaching
sessions

seminars on 
personality 
development

social
skills 
training
sessionsindividually supported

personnel development 
measures

communication 
seminars
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WORK-LIFE
BALANCE

 
The work-life balance – the 
balance between working life 
and private requirements – 
must be right if an enterprise is 
to remain attractive as an em-
ployer and secure long-term 
employee loyalty. One of the 
ways we help is by making it 
easier for our employees to cope 
with their personal commitments 

by cooperating with the Workers’ 
Welfare Association to provide 
child care places and by 
giving advice and assistance in 
connection with looking after 
family members in need of care. 
We also facilitate a smooth 
transition between working life 
and leisure arrangements in 
order to strengthen cohesion 
among colleagues. This involves 
promoting activities outside work 
such as sport or volunteering 
events, and we regularly 
organise employee events. Our 

commitment pays off. A low 
level of employee turnover and 
records of long service with the 
company for many employees 
bear testimony to the high 
level of their satisfaction.



This sustainability report relates to the business year 2018 starting on 
1 January 2018 and ending on 31 December 2018. The closing editorial 
deadline was 31 May 2019. Unless otherwise indicated, the facts and figures 
provided in this report apply to the business year 2018. 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 subsidiaries (see page 12), 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 of key figures every two years. 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.
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3, 7, 11

12, 14

50-51
50-51
50-51

51
51
51
51

50-51
50-51
50-51

52
52

53

56-58
56-58
56-58

61

63
63

59, 62-63

58
62-63

22-23
22-23
22-23

30

25, 30
24-28

24-31
22-31
30
30

50-51
50-51
50-51

52-53

42
42
42

52-53

43-44
44-47

22-23
22-23
22-23

7, 16-17, 21-31

Disclosure

GRI 103: Management
approach 2016

GRI 201: Economic
performance 2016

GRI 103: Management
approach 2016

Own aspects

GRI 103: Management
approach 2016

GRI 417: Marketing
and labeling 2016

Own aspect

GRI 103: Management
approach 2016

GRI 401: Employment 2016

GRI 404: Training and
education 2016

GRI 405: Diversity and
equal opportunity 2016

Own aspects

GRI 103: Management
approach 2016

GRI 414: Supplier
Social Assessment 2016

Own aspects

GRI 103: Management
approach 2016

GRI 416: Customer
health and safety 2016

GRI 103: Management
approach 2016

GRI 308: Supplier
environmental assessment 
2016

Own aspect

GRI 103: Management
approach 2016

Own aspect

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

417-1 b: Information unavailable

201-1 a. ii., iii: Confidentiality
constraints 
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OUR EMPLOYEES AND SHAREHOLDERS.

CONTACT/PUBLISHER
 
Do you have any questions 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. 
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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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