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change, alongside respect for people and the en-

vironment. That’s why we are continuing to deli-

ver our “Feel Good” message and maintaining our 

alignment on sustainability. Our corporate iden-

tity forms the platform for countering the global 

business, environmental and social challenges. It  

places people, the product, our customers, part-

ners, and our brand at the centre of our ent- 

repreneurial action. As a mid-sized, financially 

independent, family-run company, we focus our 

company strategy on medium and long-term  

targets so as to achieve ongoing success into 

the future. Our employees constitute one of the 

keys to this success. Passion for the BRAX brand 

and commitment to achieving the best possible 

performance motivate us to work jointly on our  

corporate targets and sustainability strategy.

Our strategy will therefore focus on further streng-

thening the emotional appeal of the BRAX brand 

on the back of comprehensive communication 

about our social and environmental engagement. 

Our sustainable corporate values are absolutely 

essential for our joint success and firmly ancho-

red in our corporate culture and our management  

guidelines. 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 account of our  

work. In the name of our entire Executive Manage-

ment, we would like to wish you an entertaining  

and inspiring read.

As in previous years, we are currently experien-

cing turbulent times. The world has changed. This 

is not simply the result of the continuing Covid-19 

pandemic but is also due to the devastating con-

flict taking place in Ukraine. All this instability has 

been presenting the apparel sector and therefore 

also our company with unprecedented challenges. 

We are addressing this situation with responsible 

actions and flexible management processes. Over 

the short term, we launched an aid campaign to 

help the employees at our Ukrainian production 

facility. Our primary aim here has been to provi-

de an escape route for them and the members of 

their families to our headquarters in Herford, Ger-

many. However, most of them are not prepared to 

leave their homeland for an unspecified amount 

of time, in spite of the risks of injury and loss of 

life. We very much hope that a peaceful solution 

will be found for the conflict as soon as possible. 

Furthermore, our sincere sympathy is extended to 

all those people affected on the ground.

Although the desire for normality is growing in all 

of us, we will have to adjust to a new normal. The 

coronavirus pandemic has driven transformation 

processes forward faster than expected and this 

has presented the entire apparel sector with huge 

challenges. The high level of globalisation and 

the all-embracing structural transformation keep 

on requiring new answers. The sales markets for 

clothing are continuing to shrink and stationary 

retail in particular has been battling with extreme 

challenges. This requires digital transformation to 

be driven forward at a faster pace. Online busin-

esses are increasing their market shares for us as 

well. Furthermore, political, business and climate 

changes along with unrest in many regions of the 

world frequently exert pressure directly or indi-

rectly on our entrepreneurial framework conditi-

ons, as we are currently finding with the war in 

Ukraine. It is important on both the sales and on 

the procurement side to find solutions for short 

or medium-term continuation of our cooperation 

with business partners in the affected countries. 

These developments are major challenges for the 

strategic and sustainable alignment of our com-

pany.

Leineweber GmbH und Co. KG is addressing these 

challenges. We are very pleased that in the past 

year, we have been able to buck the trend posed 

by these developments and slightly increase our 

sales. Responsible actions and investments in sus-

tainability, particularly through the expansion of 

our sustainable products, confirm our conviction 

that we are on the right trajectory with our cor-

porate strategy and the corporate target of sus-

tainability firmly anchored within this framework. 

Nevertheless, the structural transformations in 

our sector will carry on demanding further de-

velopment of our strategy. However, this develop-

ment will always be defined by continuity and 

DEAR READERS,

Joachim Tengelmann Stefan Brandmann
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We have been proactive in taking corporate re-

sponsibility seriously for many years. This underly-

ing approach is part of our self-image and the iden-

tity of our company. It is a quintessential element 

of the BRAX brand core. BRAX is a hallmark of relia-

bility, modernity, passion, commitment and creati-

vity. Alongside supreme aspirations for quality and 

fitting, we want to offer our customers long-lasting 

products at sensible prices. They should also expe-

rience an overall sense of wellbeing and be able to 

rest assured about compliance with social and en-

vironmental standards during manufacture. A high 

priority in this context is that people working in our 

value chain benefit from ethical and safe working 

conditions. At the same time, we are committed to 

the environment and we work continuously on re-

ducing our consumption of natural resources.

Doing sustainable business – at Leineweber GmbH 

& Co. KG (referred to in the following as BRAX) this 

means economic activities carried out in harmony 

with environmental and social responsibility. Our 

top priority for meeting this aspiration is responsi-

ble, long-term partnerships and carefully fostering 

these collaborations. As a medium-sized family 

business, employer and business partner, our ob-

jective is always to offer our stakeholder groups a 

sustainable perspective. We have therefore aligned 

our business operations with medium and long-

term targets. Sustainability is firmly anchored in 

our foundations as an enabler for enduring success.

Sustainability 
at BRAX

01.
sustainability at brax
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We believe credibility is an important resource in 

our business – today, as much as in the near and 

distant future: 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 key re-

quirement 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 Repor-

ting Initiative (GRI) in accordance with the “Core” 

option. 

The continuous dialogue with our own stakehol-

ders is a key element of our sustainability strategy. 

It enables us to gain a clear picture of how diffe-

rent 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, 

global value chains. Our actions therefore exert a 

direct and indirect impact on very different stake-

holders – 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. 

About this report

sustainability at brax

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

top priorityhigh priority
to

p 
pr

io
ri

ty
h

ig
h

 p
ri

o
ri

ty
priority for brax

pr
io

ri
ty

 f
o

r 
o

ur
 s

ta
ke

h
o

ld
er

s

our materiality matrix

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



1312

Our fashion tells a story of passion – the passion to 

captivate people with our products. We have wor-

ked together with commitment, inventive ideas 

and dedication to develop BRAX into a successful 

casual fashion brand – far beyond our core product 

of trousers.

« CAPTIVATING CUSTOMERS 
WITH PASSION FOR OUR 
PRODUCTS EVERY DAY. »

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 2021, BRAX achieved sales of 253 mil-

lion euros with a team of 1,041 employees. BRAX 

generated 34 percent of its sales outside Germany. 

In the reporting year 2021, we produced 6.2 mil-

lion articles. Our brand has a strong profile and an 

established position in the market. We develop our 

product ranges on a rolling basis in order to expand 

our know-how in all areas of fashion and make our 

product portfolio even more sustainable and ap-

pealing. This includes always communicating credi-

bly and meaningfully in a fair approach to dealings 

with our stakeholder groups. Modernity, a clear ap-

proach and personal interaction are key attributes 

of our work. We deliberately give our employees 

scope for independence and we have defined the 

promotion of individuality as an important goal for 

our approach in human resources. Furthermore, our 

work is characterised by international conceptuali-

sation and the drive to achieve the best possible 

performance. These are potentials that we promote 

selectively with individual personal development 

and career planning. This is how we ensure our fu-

ture by adopting a fresh look every day – together 

with the support of our motivated employees.

We also take responsibility for economic, social and 

environmental aspects in relation to our suppliers, 

producers, service providers and our customers – at 

our headquarters in Herford and worldwide. Apart 

from a brief interruption owing to the pandemic, 

BRAX has been operating without borrowing from 

banks since 2011 and the company finances all 

investments from its own resources. This enables 

us to take independent decisions on all our capital 

expenditure. 

This happens in many different ways such as stake-

holder surveys, supplier and producer meetings, at 

events and in working groups, or in exchange with 

initiatives, associations and educational instituti-

ons. 

In 2016, we joined forces with representatives 

of the most important stakeholder groups of our 

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 sus-

tainability reporting.

Members 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. 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. The surveys yielded a list of topics with in-

cremental relevance. We presented these topics in 

a sustainability matrix (see chart). The eight topics 

highlighted at the top on the right present the ini-

tial focuses of this report. We engaged intensively 

with these topics and with the additional six topics 

further down. During the course of the reporting 

period, we have decided to repeat this process for 

the reporting year 2023. This is intended to ensu-

re that the list of our material topics is always up-

to-date and the latest regulatory requirements are 

integrated in our materiality process. We will also 

use these results as the basis for realigning our sus-

tainability strategy.

BRAX – passionate, stylish, smart

sustainability at brax

Captivating
customers with

passion for
our products.

passionate

STyle-
Conscious

SMART

brax brand values
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corporate structure / Location

GmbH & Co. KG / Herford

founded by

Bernward und Mary Leineweber

brax management

Stefan Brandmann; Marc Freyberg;

Frauke Schelkes; Johannes Weselek

GENERAL PARTNER 

Wolfgang Tegelmann Verwaltungs-GmbH

Sole Shareholder

Joachim Tengelmann 

Management

Joachim Tengelmann, 

Stefan Brandmann

range

women‘s and men‘s clothing

Accessoires and Licences (Shoes)

marken

brax feel good, raphaela by brax, 

eurex by brax und brax golf

subsidaries

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 VSD GmbH & Co. KG (Dingden) 

distribution partners/ Sales Markets 

Australia

Austria

Belgium

canada

denmark

France

Germany

the Netherlands

Portugal

Spain

Switzerland

the united kingdom

usa

etc.

shop in shops 

1.620

stores

36 Stores in Germany, 

25 Stores worldwide, 

19 Factory-Outlets

omni channel

wholesale: key account, 

local hero, DISTANCE/ e-commerce 

own retail: stores, online-shop/

e-commerce, FOc

distridution of sales 2020

€ 253 Mio. 

employees 2021

1.041 

apprentices 2021

36

facts & figures

sustainability at brax
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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. Since mid-2019, BRAX has the-

refore also been a member of the amfori Business 

Environmental Performance Initiative (amfori BEPI) 

with the objective of driving forward environmental 

protection in supply chains – including manufactu-

ring processes making intensive use of chemicals in 

the production countries. We believe the best way 

of achieving substantial 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 therefore also been a member of the  

amfori BSCI Network Committee and works pro-

actively in various project groups with the aim of 

creating improvements in social and environmental 

standards along the supply chain.

We are also members of important committees in 

the Nordwestdeutsche Textil- und Bekleidungs-

industrie e. V., the fashion-sector association Ger-

manFashion Modeverband Deutschland e.V. and the 

umbrella association for the fashion industry, the 

Gesamtverband der deutschen Textil- und Modein-

dustrie e.V. As a member of the fashion-sector asso-

ciation GermanFashion Modeverband Deutschland 

e. V., we have another communication platform for 

discussing topical issues and debating the long-term 

orientation of our corporate strategy.

 

In 2020, we also joined the Foreign Trade Associa-

tion of German Retailers (AVE) and this offers us an 

additional communication platform. AVE represents 

the export interests of the German retail trade and 

is also involved in international projects for main-

taining and improving social and environmental 

standards in global supply chains. In addition, the 

association represents its members in various natio-

nal alliances, working groups and projects, as well 

as offering a forum for direct exchange and compre-

hensive information about sector-relevant sustaina-

bility issues.

In 2017, BRAX joined forces with the CSR Compe-

tence Centre of the GUILD Business and Innovation 

Centre Detmold (GILDE Wirtschaftsförderung Det-

mold) to set up the CSR Club OWL – a cross-sector 

network of specialists in Corporate Social Respon-

sibility (CSR) from the region of East Westphalia- 

Lippe. This network provides us with the oppor-

tunity for regular exchange of ideas on corporate  

responsibility at regional level. 

41 %  
brax feel good 

women

5 % 
eurex

12 % 
raphaela

1 % 
brax golf

41 %  
brax feel good 

men

Distribution of sales 2021

€ 253 Mio. 

Member of amfori, the leading global 
business association for open and 
sustainable trade. We participate in 
amfori BSCI and amfori BEPI. For more 

information visit www.amfori.org.

sustainability at brax
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1997
first brax shop 

2000
relaunch brax logo

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.

2007
first brax store 

Today, more than 80 dedicated 

BRAX stores (incl. factory outlets) 

operate as flagships for the brand 

through-out the world.

2008
Joined amfori Business Social 

Compliance Initiative

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.

1888 

Founding year 

Master tailor Bernward Leine-

weber 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.

1950
brand name brax 

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 trou-

sers in Germany fitted with a zip.

HistorY
2013
First external Sustainability 

Report

2016
future here we are 

 

2018 

sustainability blog

2019
Joined amfori bepi

2020
Blue Planet becomes a 

metalabel for sustainable 

products by BRAX.

2021 

Publication of the 

strategic Blue Planet 

volume targets

Turnover 253 million Euro in 2021

2015

300 308 308 314
318 320 

246
253 

150

225

75

0
2016 2017 2018 2019 2020 2021

Development of Turnover

sustainability at brax
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The long-term trust of our business partners and 

customers is a top priority for us at BRAX. We want 

to continue earning their trust in the future by 

committing ourselves to environmentally compa-

tible, sustainably produced clothing and to social 

standards in the supply chain. This is why we have 

made this claim an integral element of our corpo-

rate philosophy and established it within our or-

ganisation. The Corporate Responsibility (CR) De-

partment plays a key role here. It reports directly 

to the executive management and is accountable 

within this framework to the Procurement Mana-

ging Director. The department plays a leading role 

in engaging with the topics of corporate responsi-

bility, transparent supply chain management and 

sustainable products. 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 hig-

hest decision-making committees. 

Successful implementation of a dedicated sustai-

nability strategy therefore requires that all divisi-

ons are closely integrated and engage in interdi-

sciplinary 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 procu-

rement topic at BRAX.

Sustainable procurement primarily requires fair 

and transparent trading relationships. A respect-

ful approach to all the people directly or indirectly 

involved with the manufacture of BRAX products 

therefore provides the platform for every one of our 

partnerships. At the same time, it is important for 

us to agree binding rules for protecting people and 

the environment in advance, and to maintain com-

pliance with social and environmental standards. 

Ground rules therefore form mandatory compo-

nents of every contractual relationship. They go 

beyond the statutory requirements and correspond 

to the dedicated and demanding social and envi-

ronmental values of BRAX. Our procurement stra-

tegy therefore involves selecting the suppliers and 

production partners for cooperation with BRAX on 

the basis of whether they meet these standards. As 

a matter of principle, we only work with busines-

ses that meet our CR requirements, are personally 

known to us and can be supported locally. 

« WE ARE COMMITTED TO 
ENGAGEMENT FOR ENVIRON-

MENTAL AND SOCIAL 
STANDARDS. »

HEAD OF CORPORATE RESPONSIBILITY 
& PRODUCT SAFETY

The statutory regulations for corporate due dili-

gence have been developing over the past deca-

de and they have become increasingly strict. The 

adoption of the German Supply Chain Act and the 

announcement of new requirements for European 

sustainability reporting – in the form of the Cor-

porate Sustainability Reporting Directive (CSRD) – 

present us with additional challenges. We already 

engaged intensively with them in 2021 because we 

simultaneously perceive this as an opportunity to 

rethink our established processes and to open up 

new creative scope for ourselves and our business 

partners.

This close relationship is particularly important 

because it is the only way of ensuring that a sus-

tainable and transparent partnership is achieved 

and BRAX can intervene to provide support in the 

production process as necessary. 

Additional important building blocks for our sustai-

nability management are provided by the internal 

and external communication of our activities, and 

open and constructive dialogue with our stakehol-

der groups. Apart from our suppliers, we are also in 

regular dialogue about the BRAX brand with consu-

mers and business customers. 

brand
vision

sustainability

management
guidelines

corporate
identity

brax foundation

Strategy and management

Astrid
Schödel

« Doing business responsibly – identifying 
opportunities and establishing sustainability in 

our company’s DNA – this is our goal! »

sustainability at brax
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SOCIAL STANDARDS IN OUR PARTNER 
BUSINESSES 

We support our production partners in implemen-

ting our requirements and in complying with our 

principles and values. We consult closely with them 

– on the ground in person and also online by video 

conference throughout the pandemic. We also con-

duct regular internal and external audits and we are 

committed as a company to providing good and safe 

working conditions in our supply chain. 

You will find detailed information on our social stan-

dards and our commitment to the amfori Business 

Social Compliance Initiative (amfori BSCI) in section 

2 from page 26.

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. 

You will find detailed information on our social  

engagement in section 2 from page 36.

ENVIRONMENTAL RESPONSIBILITY
As a member of the amfori Business Environmental 

Performance Initiative (amfori BEPI), we make use of 

their offers for international exchange of ideas and 

their modules and training sessions for purposes 

such as enhancing specialist knowledge on environ-

mental issues with manufacturers and suppliers. This 

is one channel we are using to contribute to the im-

provement of cross-sector chemicals management 

design

textile
supply chain

primary production
of raw textile fibres

spinning of yarn

weaving
of textiles

sewing/clothing
manufacture

product finishing

finish/packaging

e-commerce/distribution

consumer

bleaching/dyeing/
textile finishing

over the long term. Together with our partners, we 

are developing solutions in order to make the ma-

nufacture of clothing more environmentally friendly. 

Our specific focus is on the production process but 

we are also involved in areas such as reprocessing 

clothes hangers.

You will find detailed information on our environ-

mental responsibility in section 2 from page28.

 und in section 3 page 55.

SUSTAINABLE PRODUCTS AND PRODUCTION 
PROCESSES
So as to meet the aspirations of our customers, 

our focus is increasingly on the use of resource-sa-

ving and sustainable materials without compromi-

sing our established qualities and fittings. We join 

forces with experts from business and research 

to develop new concepts that are gradually intro-

duced to our products. We have grouped the ini-

tial results from our developments under our Blue  

Planet umbrella brand and this clearly highlights 

them for our customer base. Our goal is to label at 

least 50 percent of all BRAX products under Blue 

Planet by the end of 2022. On the basis of our ex-

trapolation from December 2021, we are optimis-

tic that we will achieve this goal. This is an outcome 

we are extremely proud of. We will continue on this 

route in line with our sustainability goals.

Detailed information on our sustainable products 

and production processes is provided in section 3 

from page 46.

Measures and targets  

sustainability at brax
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Acting responsibly and protecting the environment 

– this is our objective at BRAX.

Active perception of entrepreneurial responsibility 

is an integral element of the BRAX corporate philo-

sophy. This is why it is self-evident for us to comply 

with our own requirements and to meet the high 

ethical aspirations of our customers when they 

choose our products. 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 regard respectful and 

responsible relations with everyone who comes 

within the scope of our entrepreneurial activities 

as the basis of any partnership. We are therefore 

proactively dedicated to upholding good and safe 

working conditions and we cooperate consistently 

Responsibility 
in the supply 
chain

02.

with our production partners to continuously im-

prove our social standards. Furthermore, we also 

regard it as our responsibility to maximally redu-

ce the consumption of water and energy along the 

value chain so as to restrict the impacts on the en-

vironment and ensure protection of resources and 

the environment. This also offers us the opportuni-

ty to successfully drive our company forward.

Responsibility in the supply chain
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BRAX operates in the context of global competition 

in the clothing industry. The method of production 

is highly specialised and labour intensive. Our over-

arching 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 Com-

pliance 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 initiati-

ve 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, BRAX has been a member of the amfori BSCI 

Network Committee and works proactively in vari-

ous BSCI project groups with the aim of creating im-

provements in social and environmental standards 

along the supply chain. We intend to harness this 

commitment more strongly in order to bring about 

positive changes in the supply chain and work on 

improving social standards together with our part-

ners. The topic of environmental protection has 

become increasingly important for our stakeholder 

groups over recent years, particularly in view of the  

negative external effects of textile production.  

Since 2019, we have been a member of the amfori  

Business Environmental Performance Initiative  

(amfori BEPI) with the objective of driving forward 

environmental protection in supply chains – inclu-

ding in production countries. Alongside regular  

international exchange of ideas, the initiative offers 

its members a wide range of modules and training 

sessions, for example to build up specialist know-

ledge with manufacturers and suppliers, thereby 

bringing about an overall improvement in the  

management of chemicals across sectors over the 

long term. 

« TOGETHER, WE CAN ALWAYS 
ACHIEVE MORE. »

In 2021, BRAX products were produced at more 

than 70 partners in Europe, Turkey, North Africa, 

and in Asia. Although our product range is increa-

singly 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 indivi-

dual support for each business. Our focus is always 

on establishing strategic and long-term coopera-

tion with our producers. As a successful, commer-

cial company we undertake above-average invest-

ments in our products and their quality. Wherever 

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 the-

refore to exercise great care in selecting our sup-

pliers, review and look after them, and to support 

their development. Planned capacities, deadlines 

1%
western
europe

41%
north africa

13%
asia

21%
turkey

procurement-
regions 2021
(rounded figures)

24%
eastern
europe

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 and environmental 

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. During the reporting period, the 

Covid-19 pandemic severely restricted opportuni-

ties for travel. In order to continue supporting our 

partners during this challenging period, we carried 

on our cooperation in an atmosphere of trust with 

the assistance of online video conferences. 

« WE ARE DEDICATED TO 
PARTNERSHIPS WORLDWIDE IN AN 

ATMOSPHERE OF TRUST. »

Strategy and management 

Responsibility in the supply chain
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The focus is on close cooperation with our agents 

and production businesses for purposes of imple-

menting the BRAX social and environmental stan-

dards. The working environment here is frequently 

characterised by tight deadlines 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. 

This also applies to the BRAX environmental stan-

dards. Due to the Covid-19 pandemic, we were 

unable to drive forward the introduction of envi-

ronmental standards in our supply chain as origi-

nally planned. Nevertheless, we are continuing to 

pursue our goal of integrating more environmen-

tal protection within the supply chain. 

BRAX requires its suppliers to comply with the 

requirements for socially compatible production 

based on the amfori BSCI Code of Conduct. 

No child labour

The enterprise does not hire any worker 

below the legal minimum age

The enterprise ensures a healthy and 

safe working environment

The enterprise respects the right of 

workers to receive fair remuneration and 

commits oneself to paying the statutory 

minimum wage

The enterprise does not tolerate any acts 

of corruption, extortion, embezzlement 

or bribery

The enterprise does not engage in any form 

of forced servitude, trafficked or non-

voluntary labour

The enterprise provides special protection

to any workers that are not yet adults

The enterprise observes the law regarding

hours of work

The enterprise respects the right of 

workers to form unions or other kinds 

of worker’s associations and to engage 

in collective bargaining

The enterprise provides equal oppor-
tunities and does not discriminate 
against workers

The enterprise hires workers on the

basis of documented contracts

according to the law

The enterprise takes the necessary 

Measures to avoid environmental 

degradation

No bounded labour

No discrimination

Fair remuneration

Decent working hours

Ethical business behaviour

Protection of the Environment

No precarious employment 

Occupational health and safety

Special protection for 
young worker

The rights of freedom of association 
and collective bargaining

code of conduct / enterprise commitment

Social and environ-
mental standards in 
the supply chain 

Responsibility in the supply chain
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step 2: 

the amfori BSCI Code of Conduct:

At the latest before we issue the first production or-

der, we require businesses to make a written com-

mitment 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 require-

ments and ultimately implement these successfully 

and over the long term. This is why the CR Depart-

ment provides assistance in helping the supplier to 

carry out an analysis of the status quo of the busi-

ness 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 per-

sonally whether the specified standards are being 

complied with. We also have intensive discussions 

and hold workshops with the management. If ne-

cessary, concrete assistance is given to the emp-

loyees 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 implemen-

ted 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. 

The audit is carried out semi-announced. This  

means that instead of an exact date being set, a 

period of four weeks is defined in advance and the 

audit can take place any time within this period. 

BRAX supports its business partners at the pro-

duction facilities as they make preparations for the  

audit. The company also provides financial assis-

tance by paying for the first audit. After an exter-

nal audit has been carried out, the business and 

BRAX receive a comprehensive report informing 

them about the individual objectives and their sta-

tus. 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 our 

partner businesses following the external audit. 

Since the objective is to achieve a permanent im-

provement, we continually provide information on 

training and education offerings provided by orga-

nisations such as amfori BSCI. We work together 

consistently with our partner businesses in order 

to maintain the high requirement for good and  

secure working conditions, 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 provi-

ders and suppliers. 

IN ORDER TO IMPLEMENT THE

 SOCIAL STANDARDS IN THE 

SUPPLY CHAIN AT BRAX, WE HAVE 

DEVELOPED THE FOLLOWING 

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 compliance 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 neces-

sary improvement measures at this stage prior to 

potential cooperation. If the initial assessment by 

the CR Department is negative, for example because 

the supplier has verifiably infringed social stan-

dards in the past, no future cooperation is entered 

into. 

Responsibility in the supply chain
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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
IMPLEMENTATION
OF REMEDIATION

MEASURES

PASSED 
WITH RESULT 

c, d OR e

PASSED 
WITH RESULT 

A OR B

PASSED

NOT PASSED

VALID FOR
1 YEAR

VALID FOR
2 YEARS

Not passed several times: question appropriateness of cooperation with producer

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

If potential or established business partners 

are not prepared to uphold BRAX social stan-

dards 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. 

 

Factories that have signed up 
to the BSCI Code of Conduct 

(based on order volume)

Factories with a valid 
passed audit 

(based on order volume)

The Code of Conduct is therefore not confi-

ned to our directly contracted manufacturing 

workshops but also extends to the upstream 

suppliers and service providers. 

In the clothing industry, these are generally 

dyers and washers, or specialists dealing 

with individual work stages such as embroi-

dery. Likewise, we ask all of our shell fabrics 

and trimmings suppliers to confirm their  

acknowledgement of the Code of Conduct. 

We regard this as a basic enabler for any  

cooperation in an atmosphere of trust. As 

an amfori BSCI member, BRAX has naturally  

signed the Code of Conduct.

« OUR OBJECTIVE IS THE 
CONTINUOUS ADVANCED 

DEVELOPMENT OF OUR 
PARTNER BUSINESSES. »

38%
b

28%
c

4%
SA8000

30%
a

100%

50%

0%

2021 2021

100% 99,97%

Results of valid bsci
audits at our

producers in 2021
(rounded figures) 
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a  Outstanding
The auditee has the level of maturity to maintain 
its improvement 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 improvement process without the need for 
a follow-up audit within the next two years.

c   Acceptable
The auditee needs more assistance in order to 
follow up to support its progress. Following the 
completion 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. 

The BRAX environmental standards are based on 

the core principles of amfori BEPI set out below. 

The initiative enables us to present a comprehen-

sive picture for the environmental activities of our 

business partners. It enables us to gradually create 

the necessary transparency so that we can mini-

mise any existing environmental and health risks 

in our supply chain, and establish ambitious requi-

rements for environmentally friendly production. 

Furthermore, amfori BEPI also provides us with 

an opportunity to address environmental aspects 

together with different organisations and stakehol-

der groups.

Participating business partners declare their readi-

ness to provide amfori BEPI with all the information 

necessary to appraise their environmental perfor-

mance by completing an amfori BEPI Self-Assess-

ment Questionnaire (SAQ). We provide close sup-

port and assistance for each production business 

throughout this process. The result evaluated by 

amfori BEPI provides each production business and 

BRAX with a snapshot overview of the currently re-

levant environmental performance. On the basis of 

this result, BRAX is able to track the environmen-

tal footprint of a supply chain more effectively and 

take decisions on the additional steps that might 

be necessary to improve the environmental per-

formance. One of the basic requirements for our 

producers is binding compliance with the regulati-

ons defined by BRAX in the Restricted Substances 

List (RSL). This lists all the chemicals prohibited in 

the finished product or with restricted use there. 

You will find more detailed information in section 

3 from page 56.

Environmental Management System 

(EMS)

Energy Use, Transport and 

Greenhouse Gases

Water Use

Wastewater/Effluent

Emissions to Air

Waste Management

Pollution Prevention and 

Chemicals

Major Incident Prevention 

and Management

Contaminated Land/Soil and Groundwater

Pollution Prevention

Land Use and Biodiversity

Environmental Nuisances

core principles amfori BEPI

Responsibility in the supply chain
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At BRAX, we take responsibility for our employees, 

customers and business partners, as well as for the 

wellbeing 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 obli-

gation. Alongside our work on social and environ-

mental standards in our global supply chain, we 

also promote various social projects. The main in-

tention is for the local people to derive sustainable 

benefit. 

  

BRAX SCHOOL CLASS IN DHAKA, BANGLADESH:

In Rayer Bazar, a densely populated quarter of  

Dhaka, we collaborate with our partner organisati-

ons* ZXY International and 7 STREAMS to enable 

children from socially very disadvantaged families 

to go to school free of charge. We cooperate on 

the ground with the JAAGO Foundation. This was 

an initiative started by Korvi Rakshand, who conti-

nues to head the foundation today. JAAGO set out 

to ensure that children living in the poverty-stri-

cken areas of Dhaka are able to go to school. Peo-

ple dwelling in the slum areas of the capital city of  

Bangladesh struggle to secure bare necessities 

such as access to food, water and sanitation, shel-

ter, education, employment and healthcare. As a 

result, financial constraints compel many families 

to limit their expenditure on some of these basic 

needs. This is why some children never even get en-

rolled into schools by their parents in the first place. 

Children who actually start school are often forced 

to drop out soon afterwards. Our aim is there- 

fore to work with our partner organisations to give 

these children genuine future prospects through 

education by helping them and their families to im-

prove their living conditions and get out of the po-

verty trap. Since January 2018, our school project 

has been supporting an entire primary-school class 

of 41 children who attend a school with an inter-

national outlook run by the JAAGO Foundation in 

« EDUCATION FOR A BETTER 
FUTURE. »

Rayer Bazar. Together with ZXY International und 

7 STREAMS, BRAX provides funds for provision of 

school books, classroom, teaching materials, lun-

ches, school uniforms, basic healthcare and the 

costs for qualified teachers. 

“If I want to make a difference in the society, it will 

be for the children through education.” was how  

Korvi Rakshand explained the basic concept of the 

JAAGO Foundation as he highlighted an extraordi- 

nary success story: “From 17 children, we have 3000 

children today after 10 years; and the first batch just 

graduated.” 

*ZXY International is our partner agency on the ground. We work together to carefully select and support producers in Bangladesh.
 7 STREAMS is the foundation set up by ZXY International, which is dedicated to social engagement in Bangladesh.

Social engagement 

Responsibility in the supply chain
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How our school project was continued 
during the pandemic
Since the start of the social project, the JAAGO 

Foundation has kept us regularly informed about 

the progress of the individual children in our class 

through our partner ZXY International. The reports 

so far have been overwhelmingly positive. How-

ever, at the beginning of the Covid-19 pandemic in 

2020, cities in Bangladesh also went into lockdown 

and schools were closed in order to prevent the 

spread of the virus. In some parts of the country, 

this brought the economy to a complete standstill. 

This was accompanied by a rise in unemployment 

and many people no longer had enough money 

to finance their living costs. The employees of the 

JAAGO Foundation quickly organised distribution 

of provisions in order to ensure that all the children 

in the JAAGO schools were provided with food and 

had access to basic medical supplies. Neverthe-

less, the school closure hit children in our primary 

school class very hard because the personal con-

tact with the teachers is particularly important for 

them.

JAAGO therefore responded at short notice and 

created a digital tool so that the children could 

continue their education with home schooling by 

phone or text message. The teachers got in touch 

with the primary school children using their pa-

rents’ phone. In some cases, there was in-person 

contact at the school itself on a weekly basis. Most 

of the school children quickly got used to the new 

form of teaching and continued to work hard in spi-

te of the adverse circumstances in order to achie-

ve good results. Regular contact with the teachers 

was particularly important in giving the children a 

structure and motivation to keep participating in 

the lessons. After the transfer to distance learning, 

the results of our primary school children continu-

ed to improve each quarter. They achieved good 

or very good results in almost all subjects. This is 

particularly due to the commitment of the teachers 

who continually developed new ideas for moti- 

vating the children. Only a few children require  

additional support from the teachers to keep up 

with the curriculum. 

 

Responsibility in the supply chain
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HEAD OF TECHNICAL PRODUCT 
DEVELOPMENT & QA

As far as I’m concerned, it’s extremely important 

for us to foster partnerships with our production 

businesses based on mutual trust over the long 

term. In particular, our visits to local facilities con-

tribute to better mutual understanding and trust, 

as well as consolidating the basis for cooperation. 

Unfortunately, the pandemic has drastically limited 

the amount of travel possible over the past two ye-

ars. For this reason, we have held a large number of 

video conferences and this trend is still continuing. 

Online communication has helped us to work out 

good solutions together in spite of holding mee-

tings remotely.

Unfortunately, the pandemic has meant that I have 

not yet been able to visit the school class we spon-

sor in Rayer Bazar in person. However, I believe 

that we at BRAX, together with our partner organi-

sations ZXY International, 7 STREAMS and the JAA-

GO Foundation, are able to support a truly won-

derful project. This is because it’s very much part 

of our ethos to support children from socially very 

disadvantaged families and enable them to attend 

school at no cost and experience a school with an 

international outlook. I believe it’s very important 

to give children of primary school age in particu-

lar an education. This will enable the society in the 

country to move forward. 

Support for the Childaid Network 
Foundation for former street children 
in India
Since autumn 2017, we have been making regular 

donations of clothing to the Charity Sale for the 

Childaid Network Foundation – a sale dedicated to 

charitable purposes. The proceeds are used to sup-

port an aid project for children in Assam (Northern 

India). The Childaid Network organisation is com-

mitted to the education, rights and health of de-

prived children and young people who used to live 

on the streets in the past. The project is directed 

towards combatting poverty and creating a future 

with more favourable prospects. It supports selec-

ted projects, for example the children’s homes in 

Assam. 250 children are able to grow up there in 

caring surroundings appropriate for children, with 

regular meals, healthy food and schooling. 

The assistance provided by this project is aimed at 

improving their living situation over the long term. 

During the pandemic, the Childaid Network conti-

nued their work on the ground. For example, eight 

new girls joined the children’s home in 2021. 

In 2021, the Charity Sale was held in the form of 

lots of individual events on 42 different occasions 

with 245 registrations. In spite of the Covid-19 

pandemic, the foundation succeeded in collecting 

enough money together with the donations in kind 

provided by BRAX in order to look after 62 children 

for an entire year. The donations of clothing by 

BRAX made a major contribution to this success. 

The revenues generated from the sale of clothing 

donated by BRAX empowered Childaid to provide 

full finance for 19 children throughout an entire 

year. 

Linda
Noll
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The long track record of customers’ trust in our 

products over many years has a special place in the 

philosophy of BRAX. When the business was in its 

infancy more than 130 years ago, the founders of 

BRAX attached tremendous importance to the qua-

lity and fit of the products. This aspiration is still a 

benchmark for us today. A top priority for us is also 

the use of resource-saving and in general terms 

more sustainable materials in our range, which we 

offer in the customary BRAX quality. We join to- 

gether with experts from research and industry to 

engage intensively with gradual conversion to more 

sustainable materials, such as responsibly produced 

cotton and environmentally friendly finishing  

methods. Furthermore, we would like to make our 

Sustainable 
products and 
production 
processes 

03.

sustainable products obvious so that customers 

can identify them at a glance. We have therefore 

grouped them under the Blue Planet umbrella. 

Customers also need to be confident that they can 

rely on our clothes satisfying the highest possible 

standards at all times. This is why our goods go 

through diverse chemical and physical textile tests 

from the original product idea and the prototypes, 

right through to acceptance of the producer goods. 

Sustainable products and production processes 
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A company can only stay ahead of the competi-

tion in the marketplace if it innovates and keeps 

on inspiring consumers with enthusiasm. That is 

why we pay particular attention to the develop-

ment of exclusive shell fabrics. We develop these 

together with selected weaving companies and 

textile finishers with whom we have established 

close partnership ties over a long period. We are 

assisted by experts from applied research in con- 

tinuing to expand our range of sustainable clothing 

by innovative, environmentally friendly production 

procedures. Already at the stage of developing a 

collection, we carry out work on gradually trans-

ferring to sustainable fibres. At the same time, we 

start the process with comprehensive testing and  

analysis of physical parameters alongside environ-

mental and health aspects in our own facilities and  

at accredited laboratories. Where products deviate 

from statutory requirements or our own more 

exacting standards, we work together with our  

suppliers to analyse the cause and adopt appro- 

priate remedial measures. This enables us to  

maintain our high standards and ensure that no 

polluting products enter the retail chain. 

We also set high standards for the fit, finish and 

predictable, on-time delivery. That’s why we always 

keep different options open for our planning so that 

we are able to respond quickly to any changes. The 

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 head-

quarters in Herford. 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 con-

sistent compliance with the specified target sizes 

for our intermediate and finished items, we avoid 

inefficient and resource-intensive production of re-

jects. This comprehensive commitment before and 

during production ultimately pays off for all those 

players involved and also helps the environment. 

Our claim for the high quality of our products is 

also intended to contribute to our customers being 

able to use them for longer than usual and thereby 

conserve resources. 

The measures we adopt to ensure the efficiency of 

all processes from product development to final  

acceptance are exceptionally effective – this is 

also reflected in our low reject rate. During recent  

years, an average of only 0.7 to one percent of the 

shell fabrics tested in our comprehensive incoming 

inspections had to be sent back to the weavers  

because of defects. A concrete evaluation was not 

carried out for the year under review owing to the 

pandemic. Moreover, as a result of 100 percent 

quality control at the factories and statistical final 

inspection of the finished goods, only 0.58 percent 

of the products had to be declared seconds in 2021 

(0.62 percent in 2020). 

Only 212 items out of a total of around 6.2 million 

finished items in 2021 had defects serious enough 

to preclude their being sold in the usual way. Our 

customers reflected that commitment with a com-

plaints ratio of less than 1.0 percent.

MANAGING DIRECTOR 
PROCUREMENT / TECHNOLOGY /
LOGISTICS / CR

As a mid-sized, family-run company in the fashion 

sector, our aim is to take responsibility and conti- 

nuously reduce the environmental impacts of our 

business activities. Our objective is in part to meet the 

aspirations of our customers for clothing produced 

on the basis of social and environmental principles. 

Beyond that, we also want to conserve the resources 

of our planet by structuring production processes 

in a more efficient way and using environmentally 

compatible materials. We put our trust in our long-

standing, reliable production partnerships to achieve 

our aim of offering sustainable products almost ex-

clusively by 2030, which impress customers with 

good quality and fit. Following the introduction of 

Strategy and management

EIM Scores to assess environmental impacts in pro-

duct finishing based on a traffic-light system, we 

have pursued the goal of producing all denims in 

line with the green EIM Score by the end of 2022. 

100 percent compliance with this score has already 

been achieved today. We are continuing to work 

intensively on addressing and expanding environ- 

mental protection even more systematically in 

the global supply chain in order to conserve key  

resources like water and energy.

Johannes
Weselek

Sustainable products and production processes 
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Blue Planet – These are our sustainable products at 

BRAX. Socially ethical, environmentally friendly and 

resource-saving. True to our claim: Feel Good! Good 

for people and environment, always stylish.

As part of the gradual conversion to innovative pro-

cedures and materials, we are committed to conser-

ving natural resources, keeping people healthy and 

ensuring that our customers are better informed 

through our sustainability communication. Our aim 

is to generate a greater sense of awareness for this 

topic. Responsible action and protecting the envi-

ronment are our objectives at BRAX.

This is precisely the approach we are pursuing 

with expansion of the Blue Planet collections at 

BRAX. The new metalabel Blue Planet unites a large 

number of sustainable BRAX products featuring  

sustainable raw materials or environmentally 

friendly production procedures. Together with our  

management, we have defined the following  

concrete goals. By 2030, we want to make the  

metalabel Blue Planet a standard at BRAX. By 

2022 > 50%

2025 > 80%

2030 > 95% TO 100%

we are planning to have all BRAX products labelled 

Blue Planet. However, our products will only get 

the Blue Planet label at a minimum of 50 percent  

sustainable materials. Blue Planet is backed by a 

range of recognised standards, quality seals and 

certifications, including the following initiatives and 

programmes. 

« DEVELOP MODERN AND 
SUSTAINABLE PRODUCTS – 

THAT IS OUR GOAL. »

Our interpretation of sustainability at BRAX is not 

simply in terms of a trend. Sustainability for us  

means fostering a respectful approach to people 

and nature. We are therefore working intensively 

on achieving the goals we have defined in the area 

of our sustainable Blue Planet collections and, 

if possible, exceeding them. We work towards 

driving forward important changes within the  

development of the collection by reflecting on our  

Sustainable products 
at BRAX Blue Planet 

challenging goals and continuously developing 

them further. The transformation of the Blue  

Planet metalabel into the standard at BRAX is a  

demanding journey. We are building on our  

successes to date and continuing to pursue this 

step change with confidence and motivation. Our 

objective is to offer our consumers contemporary 

products in sustainable quality.

Frauke
Schelkes

Sustainable products and production processes 

MANAGING DIRECTOR 
PRODUCT BRAX, BRANDS RAPHAELA & EUREX
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Cotton is an ancient cultivated plant with outstan-

ding characteristics. However, its production may 

also be associated with undesirable impacts on the 

environment and the people living in the produc-

tion countries. We support the initiative Cotton 

made in Africa (CmiA) to make the cultivation and 

processing of cotton as sustainable as possible. 

Sub-Saharan Africa is the third biggest cotton  

exporter in the world. Cotton is cultivated there 

by small-scale farmers. The livelihoods of more 

than 40 million people in the region are suppor-

ted directly or indirectly by cotton. The culti- 

vation and sale of the raw material often account 

for more than half the income of the producers. 

Cotton therefore plays a key role in battling pover-

ty and makes a major contribution to food security 

in many countries of Sub-Saharan Africa.

The Cotton made in Africa initiative was set up 

in 2005 and the organisation defines its mission 

as sustainably improving the living conditions of  

cotton producers in Sub-Saharan Africa. The com-

mitment is not based on donations but rather on 

the principle of help for self-help through trade. 

The activities of Cotton made in Africa are derived 

from the following overarching sustainability goals, 

which are also particularly important for BRAX:

 

People – CmiA supports smallholder farmers and 

is committed to dignified labour conditions, gen-

der equality and respect for the rights of children. 

Planet – CmiA is committed to protecting soil, 

water, biodiversity, the environment and the  

climate, including by banning the use of genetically 

modified organisms and reducing the negative  

effects of crop protection.

Prosperity – CmiA facilitates access to high- 

quality equipment and is actively helping to raise 

productivity, increase fibre quality, and is dedicated 

to improved overall living conditions. 

A win-win situation for everybody.

BRAX has been supporting the Cotton made in 

Africa initiative since 2019. By purchasing BRAX 

products that are labelled as Cotton made in  

Africa, our customers are making an important 

contribution to the future of Africa and protecting 

the natural environment in the regions where  

cotton is grown. 

© Martin J. Kielmann for CmiA

© Martin J. Kielmann for CmiA

cotton made in africa

Sustainable products and production processes 
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Since 2019, we have also been increasingly using 

organic cotton for production of Blue Planet de-

nim. Environmentally harmful methods which are 

usual in conventional cotton growing are banned 

from cultivating organically grown cotton. The ef-

fect is particularly positive for the environment, 

e.g. for the local water and air quality, but also for 

the health of the cotton farmers. This is becau-

se the use of synthetic pesticides and artificial  

fertilisers is prohibited for growing organic cotton. 

Often, smallholder farmers benefit also financially 

from the demand for organic cotton and cultivation 

of their own seeds, organic fertilisers and environ-

mental herbicides.  

In 2019, we started to convert the refinement of 

all denim jeans from BRAX to more sustainable 

procedures. The EIM Score from the Jeanologia 

finishing company is our benchmark for this pro-

cess. EIM (Environmental Impact Measurement) 

is the first software for assessing environmental 

compatibility that was specially developed for the 

textile finishing sector in order to provide laun-

dries and textile finishers with a tool that emp-

owers them to establish more sustainable proces-

ses. The EIM Score provides an appraisal of the 

environmental influences of the industrial jeans 

washer and yields quantifiable data for sustainabi-

lity with a validated and comparable accreditation 

system. Consumption values are determined in 

the categories of water and energy. The chemicals 

used are classified by risk category, also taking 

worker health and safety into account. The EIM 

Score then uses a traffic light system to assess the 

results and presents them in the transparent for-

mat of Green, Amber and Red. In January 2022, 

we achieved our goal of being able to label 100 

percent of our jeans with the green EIM Score for 

environmentally friendly refinement. 

Sustainable products and production processes 

organic cotton

EIM©-SCORE
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In 2019, we decided to include the new plant fibre TENCEL™ Lyocell  in 

our product portfolio in order to strengthen our commitment to the use 

of sustainable materials. TENCEL™ Lyocell is a naturally occurring building  

block based on cellulose which is sourced from the renewable raw materia 

wood grown under certified forestry management. Cellulose is characte-

ristically bio-degradable. At the end of its life cycle, the fibres can there- 

fore become part of the ecosystem again. Their naturally biodegradable 

products form the soil in which new plants can grow. TENCEL™ fibres 

are well known for their natural comfort and their good environmental  

compatibility. Their unique physical attributes play a key role in making 

them particularly breathable, skin-friendly and resilient for users. 

After successful introduction of TENCEL™ fibres, 

we expanded our offering in 2021 with products 

from an additional cellulose-based viscose fibre. 

This is obtained from certified, renewable wood 

sources subject to high environmental standards 

and it is marketed as LENZING™ ECOVERO™ fibre.

The manufacturing process for LENZING™  

ECOVERO™ viscose fibres results in significantly 

lower environmental impacts thanks to more  

efficient use of water compared with conventional 

manufacturing processes. 

That means this fibre is a valuable additional tool 

for converting our products to more sustainable 

materials. 

Apart from the fibres described, we also use  

other fibres with sustainable characteristics  

without awarding them a label. The background 

to this is that we are currently in a consolidation 

phase. As a mid-sized company, we are analysing 

the areas in which it makes sense to join initiatives 

launched by organisations setting the standards 

and awarding seals of approval.

Sustainable products and production processes 

Botanic
origin

sustainable
production

biodegradable

TENCEL™ und LENZING™ ECOVERO™ 
by Lenzing AG
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So as to meet the aspirations of our stakeholder 

groups, we are currently discontinuing the use 

of any classic down filling in our jackets. We are 

also planning to gradually introduce recycled shell 

fabrics and filling materials for our zero down  

jackets. These materials will comply with our high 

quality requirements and sustainability aspects as 

well.

In 2020, we already decided to join the FUR FREE 

RETAILER PROGRAMME (FFRP) so as to give a 

clear signal that we support more sustainability 

and animal protection, while at the same time 

emphasising our longstanding commitment to 

entirely rejecting the use of any form of genuine 

fur pelts in our products. The FFRP is an initia-

tive by the Fur Free Alliance. It is active in more 

than 25 countries in the world and unites more 

As well as handling resources responsibly through 

the use of innovative materials and production 

processes along the supply chain, we are gradual-

ly transferring to more sustainable and resource- 

saving alternatives in the area of paper-based ele-

ments. We are increasingly using paper sourced 

from responsibly managed forestry for hangtags, 

pocket patches and other components. In the case 

of polybags made of plastic used for packaging our 

products, we are steadily incorporating a bigger re-

cycled element. Our efforts are also being directed 

towards identifying more extensive opportunities 

for avoiding the use of plastic with the aim of driving 

forward positive changes relating to environmental 

protection. A good solution has been identified for 

our clothes hangers made of plastic. Here, we are 

« Conserving resources – 
Securing the future. »

implementing the concept of the circular economy. 

We have commissioned a company specifically to 

collect used hangers from our business customers, 

our factory outlet centres and our logistics centre. 

The company then sorts and checks the hangers  

manually. If they are suitable for re-use, they are 

used again at a later point while defective hangers 

are shredded. The granulate created in the shred-

ding process and the hooks made of metal are used 

to produce new clothes hangers. In 2021, 1,797,360 

hangers were checked. Out of these, 1,571,240  

hangers were returned to the production cycle. 

Concepts designed to conserve resources

than 50 leading animal and environmental pro-

tection organisations with millions of supporters. 

The German representative for the programme is 

the animal protection organisation “FOUR PAWS 

– Foundation for Animal Welfare”. You will find 

more information on this programme at 

www.furfreeretailer.com.

In addition, we do not market any products 

containing angora wool because we reject the  

widespread cruel practices used in breeding, hus-

bandry and shearing of angora rabbits. We are 

also working towards gradually replacing leather 

labels with vegan alternatives so that we will no 

longer have to use any labels based on animal  

products in future. 

Sustainable products and production processes 
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In all the countries where BRAX carries out busi-

ness activities, the company consistently complies 

with the relevant legal standards. Naturally, this 

also applies to the impacts of products and services 

on health and safety. A number of laws are parti-

cularly relevant to our quality assurance, including 

the German Product Safety Act (ProdSG) and the 

German Product Liability Act (ProdHaftG), as well 

as the EU Textile Labelling Directive (TLDir), the 

European Chemicals Directive REACH (Registra-

tion, Evaluation, Authorisation and Restriction of 

Chemicals) and the EU POP Directive (Stockholm 

Convention on Persistent Organic Pollutants). We 

label all our products in accordance with the Euro-

pean Textile Labelling Directive (TKVo) and we also 

check our products for possible hazard potential. 

On the basis of the obligation for market monito-

ring and guaranteeing product safety, BRAX takes 

all necessary measures in order to safeguard hu-

mans and the environment from any injury or 

damage resulting from our products. One of the 

basic requirements for all our products is compli-

ance with the Restricted Substance List defined by 

BRAX. This lists all the substances prohibited or 

limited in production and in the product itself. In 

2021, there was not a single incident where statut-

ory regulations were infringed or exceeded. There 

were also no lawsuits owing to serious pollutants 

in our products during this period. 

Furthermore, we take into account voluntary infor-

mation for our consumers when designing our care 

labels and provide information e.g. about the origin 

of the goods, give advice on care and designate ot-

her product features. 

The implementation of legal standards and our 

own inhouse standards depends on close and trus-

ting cooperation with our suppliers. They make a 

contractual commitment to full application of all 

the necessary safety measures defined by our re-

gulations for all the products that are supplied to 

us. Compliance with these regulations is regularly 

monitored by BRAX in announced and unannoun-

ced checks. More detailed information on this is 

provided in the section Responsibility in the Supply 

Chain from page 26.

Product Safety

Sustainable products and production processes 
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The satisfaction of the people who wear our clot-

hing is paramount. 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 the-

refore 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. We also analyse the communication 

of our Customer Service by phone and email. Our 

Customer Service answers an average of over 4,750 

phone calls and 3,100 emails every month. Enquiries 

about purchase orders and current marketing pro-

motions 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, 92 percent of customers 

rated our Customer Service as fast in 2021, 95  

percent evaluated it as friendly and 93 percent as 

competent. Furthermore, we use regular customer 

surveys to help us to constantly improve our product 

range and tailor it to customers’ requirements. 

According to a survey carried out in 2021, 98  

percent of our customers were satisfied with the 

quality of our products. These gratifying results  

provide an incentive for us to make the high  

standards for our products and services even better 

in the future.

MANAGING DIRECTOR 
MARKETING, SALES, PR

Alongside digitalisation, the topic of sustainability 

is currently the major issue in the clothing sector. 

In the modern world, consumers increasingly  

expect more sustainable products. We will only 

succeed in satisfying them over the long term if the 

stylish design and comfort of our products is com-

plemented by their sustainability. We take this into 

account by continuing to expand the proportion of 

products labelled Blue Planet and thereby aligning 

our company on a future-proof roadmap. We intend 

to achieve this by focusing on our strengths and 

adapting our approach to changing circumstances. 

As a supplier of high-quality and durable products, 

we will only succeed in fulfilling the demands of 

the marketplace by making further strenuous  

efforts. We have already made a start. Now it’s time 

to adopt a flexible approach to meeting future chal-

lenges and demonstrating to our customers what 

they can rely on at BRAX. 

BRAX FEEL GOOD – THE FEEL GOOD FACTOR.

Customer satisfaction

Marc
Freyberg

« Satisfying customers with 
sustainable quality! »

Sustainable products and production processes 
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BRAX “Feel Good”! We perceive this motto as not 

simply a brand promise to our customers – it also 

represents our commitment for personnel work 

within our company to achieve an overarching 

goal of promoting a feel-good factor among our 

employees. Our efforts are directed at all levels  

towards achieving appreciative and respectful 

interaction with each other and motivating emp-

loyees to achieve peak performance and partici- 

pate in a learning environment. After all, they form 

the basis for our success. We have understood that  

successes are always the result of teamwork – a 

team that is convinced by our products and is the 

enabler for creating a continuously high level of 

quality based on a great deal of know-how and 

the commitment to go the extra mile. Further-

more, modernity, passion and a highly customer- 

centric approach are key factors defining our work. 

We have established them in our principles for 

corporate identity, in our management guidelines 

and in the BRAX Corporate Behavior Guidelines 

in order to make them transparent for everybody. 

These guidelines and principles also provide our 

employees with orientation for responsible actions  

within our company and in the outside world.

our
employees

04.
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Far-reaching technological change, shifts within 

society like demographic change and the Covid-19 

pandemic: The requirements for our company are 

also changing along with these global challenges. If 

we are to meet the steady stream of new demands, 

we need to continuously develop our corporate 

culture. A core component of this is a cooperative 

management style that promotes the independent 

initiative of our employees. 

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 ensu-

ring that the happiness of our employees in carry-

ing out their work is always at the forefront of our 

endeavours. 

An important challenge for our human resources 

work is demographic change. This is making it in-

creasingly difficult to retain 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 ma-

kes BRAX attractive for future employees. We also 

participate in job fairs and communicate strategi-

cally 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 Guidelines, as well as our corporate iden-

tity, and prepare them for their future functions 

and challenges. Right from the start, our em- 

ployees get to know a wide range of different areas 

within the company. As a result, they already make 

contacts with colleagues within the company at an  

early stage and start to build up an internal net-

work. This process also strengthens the communi-

cation culture at BRAX in general terms.

We take responsibility for the wellbeing of our 

employees. The health and safety of all BRAX em-

ployees are further core elements of our human 

resources work. All our workplaces meet the latest 

relevant ergonomic requirements. We work closely 

together with the company medical centre in order 

to guarantee occupational safety in the workplace. 

We also cooperate with a regional provider of the 

Workers’ Welfare Association and present our em- 

ployees with an offering of “Help through Self-Help”. 

This advice is primarily phone-based and our aim 

is to stand by our workforce and offer assistance, 

particularly in individual crisis situations such as 

those arising as a result of the Covid-19 pandemic.

The guidelines and their effect

m a n a g e m e n t  g u i d e l i n e s

›

›

›

›

›

Strategy and management

our employees

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 definedtargets and the established 

framework conditions.

We use the feedback process as a 
management tool and encourage critical 

dialogue. We actively developour employees 
and promote their potential.

We analyse and monitor processes
and implement solutions.
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brax Corporate Behavior Guidelines

our employees

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 

achievebetter 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 individu-

ality 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 win-
ners.
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.
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MANAGING DIRECTOR 
HUMAN RESOURCES

We are taking charge of the future of our com-

pany: There are many different ways in which we 

promote satisfaction, performance and loyalty to 

our company among our employees. Effective per-

sonnel management is only possible with satisfied 

and motivated employees. Our established values 

– stylish, passionate, smart – are the beacons  

guiding our actions. In line with these principles, 

we want to act more sustainably and continue to be 

perceived as an attractive employer.

Diversity and equal opportunity are key topics in our 

corporate culture. Indeed, the proportion of female 

managers in the BRAX management circle was 52.0 

percent in 2021. Four women are represented in the 

18-strong Management Team of our company. This 

corresponds to a share of 22.2 percent. Our objec-

tive is to include additional appropriately qualified 

women in our executive management board.

The interests of our employees are safeguarded by 

a works council. In 2021, there were eight female 

members and seven male members, including the 

chair of the works council. Six members of the works 

council were aged between 31 and 50, and nine 

were over 50 years old. In 2021, two representatives 

dealt with the concerns of employees with disabili-

ties. One man and two women were members of the 

representative body for young people and appren-

tices.

Management structure at BRAX**

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

 18 22.2% 77.8% 0.0% 44.4% 55.6%
 150 52.0% 48.0% 3.3% 39.3% 57.3%
 873 79.2% 20.8% 13.1% 37.0% 49.9%

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
and BRAX VSD GmbH & Co. KG

Personnel structure

UWE
hetberg

our employees
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 full-time permanent full-time permanent

 61.8% 92.3% 89.2% 90.1%
 18.8% 94.4% 55.6% 88.9%
 33.3% 100.0% 75.0% 100.0%
 17.6% 91.2% 50.0% 100.0%
 33.3% 100.0% 100.0% 100.0%
 100.0% 100.0% 100.0% 100.0%
 50.9% 96.2% 60.0% 100.0%
 0.0% 100.0% 100.0% 100.0%

leineweber*

BRAX store*

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX VSD*

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

 women men

NUMBER OF FULL-TIME AND PERMANENT CONTRACTS 2021

Personnel structure 2021

 612 390 222 79.90%
 287 260 27 96.17%
 34 30 4 82.35%
 36 34 2 86.11%
 5 3 2 20.00%
 4 1 3 0.00%
 58 53 5 89.66%
 5 2 3 80.00%
 1,041 773 268 84.63%

leineweber*

BRAX store* 

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

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

Collective Agreements

 employees women men 

 14 2.4% 35.7%
 23 8.0% 91.3%
 4 11.8% 75.0%
 4 11.1% 100.0%
 0 0.0% 0.0%
 0 0.0% 0.0%
 9 15.5% 88.9%
 0 0.0% 0.0%
 54    

leineweber*

BRAX store* 

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX VSD*

total

New hires 2021
Total workforce at year end incl. apprentices and employees on parental leave 

* GmbH & Co. KG     ** GmbH     *** B.V.     **** ApS     ***** BVBA / Retail NV

Fluctuation and new pensioners 2021

 
labour turnover (*)

turnover 
rate retirement

 36 5.9% 13
 45 15.6% 7
 5 14.7% 1
 8 22.2% 0
 1 20.0% 0
 1 25.0% 0
 5 8.6% 1
 0 0.0% 0
 101   

leineweber*

BRAX store*

brax austria**

brax netherlands***

brax switzerland**

BRAX Denmark****

BRAX Belgium*****

BRAX VSD*

total

* GmbH & Co. KG     ** GmbH     *** B.V.     **** ApS     ***** BVBA / Retail NV
(*) Expiry of temporary contracts, redundancies and resignations

new employees
(headcount at year-end)

percentage of
new employees

   percentage of new
female employees

our employees
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Initial vocational training has been a tradition at 

BRAX for decades and this enables us to draw on a 

pool of high-flying employees who have increasingly 

come to identify with our business. We are delight-

ed that a large proportion of our 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 throughout Germany. 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 fulfil with our commit-

ment to vocational training. Every year, we enable 

10 to 14 apprentices, and where possible students 

doing practical training and trainees to launch them-

selves on a successful career in the clothing industry. 

In the year under review, we employed a total of 36 

apprentices. This corresponds to an apprenticeship 

ratio of 5.9 percent. In 2021, we also employed a  

total of six students doing practical training.

In our apprenticeships for industrial clerks, textile 

and fashion tailors, retail sales assistants, media 

designers, sales personnel for e-commerce, ware-

house logistics specialists, electronics technicians 

for production equipment and IT specialists for sys-

tem integration and application development, we  

believe in qualifying our young people well beyond 

the bounds of their apprenticeship requirements. 

We also offer integrated degree programmes where 

our trainees combine practical in-service training 

with a degree course in parallel (Bachelor of Arts). 

In the year under review, there were three twin-

track students with in-service training. Our com-

pany’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 

apprentices for their subsequent specialisation.

Technical innovations, advancing digitalisation, 

a more international perspective and increased 

expectations of customers present very deman-

ding challenges for the know-how and flexibility of 

each individual employee. In a process of continual 

personnel development by brax

coaching
sessions

seminars on 
personality 

development

social
skills 

training
sessions

individually supported
personnel development 

measures

communication 
seminars

change, one of our most important functions is to 

prepare our employees proactively for new chal-

lenges. We know that the key to future success lies 

in targeted and visionary 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. 

team 
development

management 
development

Basic and advanced training

our employees
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This includes the following measures (see chart be-

low). During the year under review, we identified 

the importance of supporting our managers with 

the roll-out of key management guidelines for the  

success of our company and making appropriate 

arrangements for the development of their compe-

tences. Our personnel developers offer individual 

support for the participants in relation to all the 

measures outlined above. 

This allows us to address the expectations of em-

ployees every day and meet the requirements 

of a modern and performance-oriented apparel  

company. Owing to the pandemic, we only succee-

ded in carrying out a total of 343 training days for 

149 participants in 2021.

The work-life balance – the balance between 

working life and private requirements – must be 

right if an enterprise is to remain attractive as an 

employer and secure long-term employee loyalty. 

That’s why we support our employees in getting 

the balance right between career and private life. 

For example, colleagues in Human Resources  

cooperate with the Workers’ Welfare Association 

to help employees find child-care places of give ad- 

vice and assistance in connection with looking 

after family members in need of care. During 

the Covid-19 pandemic, many of our employees 

worked from their home offices. The positive  

experiences derived from the pandemic period 

have encouraged us to continue offering one 

home-office day each week.

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 social occasions, and we regularly  

organise employee events. Unfortunately, we 

were only able to hold a few events during the  

reporting year on account of the pandemic.  

These included a summer barbecue event and an  

anniversary celebration at our company. 

In addition, we were able to hold sporting events 

like “Cycling to Work” and the “widufix Run”  

organised in a digital format (run for appren-

ticeship training in the Herford district – an  

initiative by the local business organisation in  

Herford: Wirtschaftsstandort Kreis Herford e.V.). 

Our commitment pays off. We regard a low level of  

employee turnover and records of long service 

with the company for many employees as an index 

of the high level of employee satisfaction.

Work - Life Balance

our employees
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gri-standard disclosure page number(s) omission

GRI 102: General 
Disclosures 2016
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102-18 Governance structure
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102-43 Approach to the stakeholder engagement
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67-69
23
14-15, 26, 33
4-5, 42-56
16-17
16-17

4-5

29, 63-64

14, 20-21, 63, 67

10
68
10-12
10-12
11-12

14-15
10-12
11
nicht anwendbar
nicht anwendbar
74
74
74
76
8, 74
74-75
nicht anwendbar

gri content index

This sustainability report relates to the business year 2021 starting on 
1 January 2021 and ending on 31 December 2021. The closing editorial 
deadline was 30 April 2021. Unless otherwise indicated, the facts and figu-
res provided in this report apply to the business year 2021. 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 14), 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.  

This report has been prepared in accordance with the GRI standards: 
Core option.

brax gri-standard page 
number(s)

omission
wesentliche themen

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach
201-1 Direct economic value generated and distributed

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach

QA-1 Return shell fabrics (metres) 
QA-2 Internal test results seconds
QA-3 Internal test results thirds
QA-4 Customer complaints

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach

417-1 Requirements for product and service information and labeling
417-2 Incidents of non-compliance concerning product and 
  service information and labeling

CS-1 Results of surveys measuring customer satisfaction

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach
401-1 New employee hires and employee turnover

404-1 Average hours of training per year per employee
404-2 Programs for upgrading employee skills and transition 
  assistance programs

405-1 Diversity of governance bodies and employees

ES-1: Corporate Behavior Guidelines
ES-2: Programmes for skills management and lifelong learning that 
 support the continued employability of employees

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach
414-1 New suppliers that were screened using social criteria

SR-1: Code of Conduct content and coverage
SR-2: Parties and personell engaged in Code of Conduct
 compliance function
SR-3: Compliance audit process
SR-4: Policies for supplier selection, management, and termination
SR-5: Percentage of factories with valid passed audits
SR-6: Results of valid audits

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach
416-1 Assessment of the health and safety impacts of products and 
  service categories
 
103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach

308-1 New suppliers that were screened using environmental criteria

ER-1: Compliance process
ER-2: Sustainable production processes

103-1 Explanation of the material topic and its boundary 
103-2 The management approach and its components
103-3 Evaluation of the management approach

PS-1: Values and principles of the organization‘s procurement strategy

4-5, 8-13
4-5, 8-13
4-5, 8-13
15, 18

44-45
44-45
44-45

44-45
45
45
45

58-59
58-59
58-59

56
56

58

62-64
62-64
62-64
69

72
70-72

67-69

64
70-73

26-27
26-27
26-27
33

29, 33
28-33

28-34
28-35
33
33

44-45, 56
44-45, 56
44-45, 56
44-45, 56

24-28, 35
24-28, 35
24-28, 35

35, 56

35
44-55

44-45
44-45
44-45

8, 20-21, 24-35

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 respon-
sibility
in the supply chain

Procurement strategy

417-1 b: Information unavailable

201-1 a. ii., iii: Confidentiality
constraints 

404-1 Data on gender and 
employment type are not 
collected.
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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.

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. 

Published by: Leineweber GmbH & Co. KG

Wittekindstr. 16-18 · 32051 Herford, Germany

Tel.: +49 (0)5221-592-0 

Fax: +49 (0)5221-592-444

www.brax.com 

E-mail: nachhaltigkeit-sustainability@brax.com

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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