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We want an open, transparent  
dialogue with all our stakeholders –  
employees, Brand Partners, suppliers, 
investors and other actors of society.

We also recognise the potential that 
engagement and successful communication 
with our Brand Partners and consumers has 
in achieving our sustainability ambitions. Our 
business reaches more than 9 million people 
in more than 60 countries every month. If 
we can showcase the value of sustainability 
behaviours to these Brand Partners and 
consumers, they will help spread these 
behaviours to many millions more. 

Communicate  
and engage
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Communicating sustainability
We communicate our sustainability initiatives 
to let Oriflame Brand Partners and consumers 
know what steps we are taking to become 
more sustainable. A total of 89% of Oriflame 
Brand Partners agree that we care for 
nature and the environment, and we also 
hope to inspire our Oriflame Brand Partners 
and our consumers to act and make their 
own contributions towards a better, more 
sustainable world.

Our brand positioning
Oriflame was born in Sweden in 1967, based on a 
profound belief that all people deserve the same 
opportunities in life to reach their full potential. Today, 
we continue to stay true to the dream of our founders 
by inspiring others, giving opportunities and creating 
a better tomorrow by constantly striving to improve 
ourselves and our offering. We strongly believe that 
beauty starts with wellbeing, working from the inside 
out, rather than the outside in. We want to share this 
view with people all around the world and make quality 
Swedish beauty and wellness products, inspired by 
nature and powered by science, accessible through 
personal recommendations and trusted testimonials. 

For a better, more beautiful 
tomorrow
To make sustainability an integral part of our 
brand communication and to educate and 
inspire Brand Partners and consumers about 
Oriflame’s sustainability initiatives, we have 
produced a video of Oriflame’s sustainability 
highlights.

For a better
more beautiful 

tomorrow

Brand activation
In 2022, we provided all Oriflame regions with 
updated material in our brand activation toolbox on 
sustainability. The aim with our sustainability toolboxes 
is to make sustainability an integral part of our brand 
communication – and long term, to educate and 
inspire Brand Partners and consumers about Oriflame’s 
sustainability initiatives and encourage them to make 
more sustainable lifestyle choices themselves. As there 
are very different levels of awareness of sustainability 
issues, we want to deliver easy-to-understand 
communication to Brand Partners around the world to 
raise awareness of the topics.

Sustainability perception among our 
Brand Partners
In addition to creating sustainability communication, 
we also use the annual Oriflame Global Brand Tracking 
to measure how our sustainability initiatives are being 
perceived. The Oriflame Global Brand Tracking aims 
to understand Oriflame’s brand image over time on a 
global scale. In 2021, we received answers from over 
16,000 Brand Partners in 49 markets about Oriflame’s 
brand image, to understand how they perceive our 
brand positioning. Questions were asked on a 5-point 
scale, ranging from strongly disagree to strongly agree 
and the results concluded that 89% of Oriflame Brand 
Partners agree to the statement that Oriflame cares for 
nature and the environment.

Sustainability Ambassadors
In each Oriflame region we have at least one 
Sustainability Ambassador with the purpose to 
drive change. The global sustainability team meets 
the ambassadors regularly to share sustainability 
information, receive feedback on communications 
material, share best practice between the regions and 
provide opportunities for discussions and questions.

https://www.youtube.com/watch?v=tY8hlWnDqMs
https://www.youtube.com/watch?v=tY8hlWnDqMs
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Regional sustainability initiatives
Oriflame Mongolia planting trees
Oriflame Mongolia organised a tree planting event 
for our community service day and Oriflame Mongolia 
staff gathered to plant a total of 200 trees – 100 maple 
and 100 crab-apple trees in the National Garden 
Park of Ulaanbaatar. This event was part of a national 
campaign with the goal to plant 1 billion trees. 

Plogging at Sevan National Park  in 
Armenia
Forty staff members of Oriflame Armenia went plogging 
to collect waste in Sevan National Park together with 
the Embassy of Sweden in Yerevan and ISSD NGO.

Recycling boxes for plastic and glass were sponsored 
by Oriflame and the Embassy of Sweden and were 
placed in Sevan National Park and in one of the 
regional schools in the city of Gavar. 

Clean-up challenge with Oriflame 
Oriflame Kyrgyzstan organised a clean-up challenge 

for Oriflame Kyrgyzstan staff together with Brand 
Partners. The challenge resulted in the collection, 
sorting and recycling of about 150 bags of waste 
material.  

Oriflame Georgia in cooperation with the 
Keep Georgia Tidy project
In 2022, Oriflame Georgia started a cooperation with 
Keep Georgia Tidy, an NGO that is funded by the 
Swedish Government and runs many interesting and 
impactful environmental initiatives, including the Make 
the Schoolyard Green compeition. The purpose of the 
competition was to encourage students to clean and 
green the yards of their schools. During the process of 
the competition, the students observed the stages of 
planting and caring for plants, getting to know them, 
caring for them on a daily basis and helping to mitigate 
the global problem of climate change. Oriflame 
Georgia supported the project and organised the main 
prizes for the winners – an educational corner for each 
winning school, complete with furniture and relevant 
literature. 
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Less Waste Lifestyle with Oriflame 
Indonesia
To support and educate Brand Partners in Indonesia 
about recycling Oriflame product packaging, Oriflame 
Indonesia initiated two sustainability programmes, Less 
Waste Lifestyle with Oriflame and Lyfe with Less.

Less Waste Lifestyle with Oriflame, with the hashtag 
#dropyourempties, invites Brand Partners and 
consumers to drop off their empty bottles and 
containers from Oriflame products at five collection 
points across Indonesia. Within two months, 243 kg of 
plastic and 269 kg of glass were collected.

The aim of Lyfe with Less is to make it easier for Brand 
Partners who live far from the Oriflame Experience 
Centre to participate in protecting the environment with 
Oriflame. Brand Partners can send their empty bottles 
directly to recyclers that collaborate with the Lyfe 
with Less programme. More than 400 Brand Partners 
have participated, and a total of 5,326 empty bottles 
collected so far.

Love Nature Forest Berries selected as 
product of the year in Portugal
In Portugal, Love Nature’s Forest Berries range won the 
Sustainable Cosmetics category in the 2022 Product 
of the Year Award due to its biodegradable formula, 
exfoliation based on natural particles, ingredients of 
natural origin and innovative texture. The winner was 
selected based on a research study of more than 2,000 
consumers that was carried out by an independent 
research company.

Decreased emissions from order delivery 
in Romania
During 2022, Oriflame Romania managed to decrease 
emissions from order deliveries by offering delivery to 
parcel lockers as an alternative to home delivery. In the 
first nine months of the year, the number of customers 
using this delivery option increased from 4 to 14%, and 
the rollout of this solution will continue in 2023.

Recycling initiatives in Ukraine
Oriflame Ukraine launched a sustainability project 
called «Сортуй як слід» (Sort it properly). The project 
offers possibilities to collect, sort and recycle product 
packaging. Oriflame Ukraine placed sorting boxes in 

26 Beauty Centres throughout the country, and makes 
them available for everyone (not only Brand Partners) 
who wants to bring their empty cosmetic bottles and 
other packaging for collection. After collection is 
complete, the sorting boxes will be delivered to our 
contractor to be recycled. 

Insect hotels in Poland
In 2022, our factory in Poland organised a competition 
under the slogan, “Even the smallest are the most 
important”. Factory employees built imaginative hotels 
for insects, using natural materials such as cones, straw, 
wood and paper.

A network of insect hotels can be seen around the plant 
and the first hotel guests have moved into their humble 
abodes.

Oriflame recycles in India
On 18 March 2022 – World Water Day, Oriflame India 
launched its recycling initiative #OriflameRecycles. 
This began with awareness campaigns and instructions 
about recycling with Oriflame on the Oriflame 
India website. Brand Partners and consumers were 
encouraged to make sustainable lifestyle choices by 
depositing their empty plastic containers at Oriflame 
offices in Delhi, Mumbai and Kolkata, resulting in about 
100 kg of plastic collected during the year. The bins 
used for collection were spares from our factory that 
were upcycled by an artist using waste such as fabric, 
wood shavings, plastic bottles and CDs. In India, a total 
of about 400 tonnes of plastic were collected and sent 
for recycling and safe processing through our waste 
management partner in 2022.
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Oriflame Foundation
Our role as an aspiring socially sustainable 
company allows us to create a lot of positive 
change across our value chain. However, 
we want to reach further than our own 
immediate network.

This is why we engage with charitable organisations 
all around the world – it is our way of creating long-
term value for people we do not connect with through 
our business, specifically for those children and 
young women who are most vulnerable in society. 
The Oriflame markets raise money for charitable 
organisations, for example by raising funds through 
sales. These initiatives are coordinated under the 
umbrella of our independent Oriflame Foundation. 
During 2022, the total amount of money raised to 
charity in Oriflame markets was €730,000. In 2023, we 
will review the ambitions and activities of the Oriflame 
Foundation going forward. 

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

commitments and partnerships, and measure the 
quantity, quality and overall impact of our investment. It 
also reinforces our reputation as a socially responsible 
company and attracts more talented and value-driven 
employees and Brand Partners. 

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

Funds raised through sales 
Before, we globally developed and sold accessories 
and beauty products for fundraising purposes. Now, 
this is done locally in some markets and markets also 
offer customers the opportunity to make an extra 
donation to specific charities at the end of their 
online order. Markets are also encouraged to raise 
additional funds through fun, creative and innovative 
activities, for example through galas, sponsored walks 
and raffles. 

Employee volunteering
There are many other ways people across our business 
can contribute to the work of the Foundation. For 
example, employees are actively encouraged to 
become involved with their local projects and in 
fundraising activities, or they can support local charities 
by volunteering their time. All Oriflame employees have 
the benefit of one paid day off for volunteering and can 
support a charity of their choice. 
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Regional charity initiatives
Brand Partners raised €37,000 to support 
abandoned children 
Oriflame Brand Partners in the Czech Republic and 
Slovakia cooperated with local charities to support 
abandoned children, who are often at risk of becoming 
homeless, financially indebted or involved in criminal 
activity. In total, Brand Partners raised an impressive 
€37,000 to support the children and provide them with 
educational workshops – and also raised awareness 
about the problem through articles and interviews.

€6,000 raised to renovate youth support 
centre in Mongolia
In 2022, Oriflame Mongolia raised €6,000 to 
renovate and fully furnish a youth support centre in the 
Bayan-Ulgii province as part of a larger commitment to 
support the mental health, personal development and 
education of children and young people. 

Oriflame Kazakhstan supported charity 
projects with €10,000 
In collaboration with a local charity foundation, 
Oriflame Kazakhstan supported three charity projects 
with €10,000 in 2022. The first project involved the 
Tansholpan orphanage in Karaganda and included 
purchasing furniture and equipping the office and 
beauty salon in the orphanage. The second project 

called Retinopathy supported the purchase of a special 
ophthalmoscope and training tools for children with low 
vision. The third project was a drawing competition for 
children. The top 10 drawings were printed on bags and 
gratitude cards, which were included with the purchase 
of charity products from the Oriflame catalogue.

Health education for children with 
hearing loss in Uzbekistan
For international charity day, Oriflame Uzbekistan 
launched a three-month project together with a local 
foundation. Doctors and sign language interpreters 
visited 18 schools for children with hearing loss across 
the 12 regions of Uzbekistan to offer the children 
general health education. Doctors also conducted 
seminars on girls’ health. In total, the project supported 
550 students. 

€16,100 raised for charity in CIS
To celebrate the relaunch of Tender Care, known as 
the kindest Oriflame product, Oriflame in 10 countries 
in CIS dedicated one of the most important commercial 
sections of the catalogue entirely to charity. From the 
387,000 products sold, a fixed amount was donated to 
charitable causes across the region. A total of €16,100 
was raised in three weeks to support a local charity that 
helps disadvantaged children across the CIS region.

Charity for Ukraine
During 2022, Oriflamians around the world 
joined forces to raise more than €138,000 
through various charitable actions in support of 
those affected by the geopolitical situation in 
Ukraine. The Oriflame Foundation partnered with 
Save the Children to raise money for children in 
Ukraine, raising and donating in total, €106,000. 
Throughout Oriflame’s European markets, many 
of our employees and Brand Partners have 
also supported Ukraine through local projects 
and initiatives. Our Polish Brand Partners and 
employees opened their homes and hearts 
to support the people of their neighbouring 
country. Ukrainian families were offered 
accommodation in Poland with the support of 
the af Jochnik Foundation and Oriflame Ukraine. 
Many of our employees helped by organising 
accommodations for their Ukrainian colleagues 
arriving to Poland. Oriflame Ukraine donated 
10% of the proceeds from products sold during a 
three-week period to the foundation ‘Дпомога 
Пацієнтам’ Care for Patients in Ukraine and the 
funds raised, €30,000, were used to purchase 
equipment to ensure uninterruptible power and 
water supply for intensive care units in Amosov 
National Institute of Cardiovascular Surgery.
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Portugal – help to poverty-stricken region
Oriflame Portugal partnered with an association of 
residents and friends of Palha Verde, in Cabo Verde 
to visit the poverty-stricken region and help people in 
need. Oriflame donated toiletries from our portfolio as 
well as items from this community's most-needed list, 
including school supplies, children's books, toys, games, 
balls, diapers, clothing and footwear for children. 

Oriflame China donated €111,000 to 
support orphaned children
In 2022, Oriflame China donated €111,000 to the 
Chunhui Children Foundation to support the Chunhui 
Mama Programme in Lanzhou and Fuzhou CWI. The 
donation benefited 181 orphaned children and helped 
train 48 Chunhui Mamas, who are women who work as 
caretakers for the children. 

Oriflame Nigeria – support to SOS 
Children’s Village in Isolo
Oriflame Nigeria raised a total of €6,600 to support 
the education of children. Funds were generated 
through sales of charity products in the catalogues. In 
addition to the these funds raised from sales, our Brand 
Partners and employees together donated more than 

200 products, including hand gels, toothpaste and 
Loving Care products to the SOS Children's Village in 
Isolo, Lagos. 

Oriflame Morocco in partnership with 
SOS Children’s Villages
Oriflame Morocco has been an official partner of SOS 
Children’s Villages for more than 12 years. Every year, 
we donate about €9,100 to support children in need 
and our Brand Partners can also choose to donate 
through monthly payments to SOS Children’s Villages in 
Morocco. We support SOS Children’s Villages through 
social media initiatives such as: 1Like = 1EUR for SOS 
Children’s Villages and by selling children’s products 

in our catalogues and donating the proceeds to SOS 
Children’s Villages. 

Supporting the journey to empower 
women in India through education 
Oriflame India has been associated with Deepalaya 
since 2006. Deepalaya is a not-for-profit organisation 
and a partner in promoting girls’ education in 
under-privileged rural/slum areas of Delhi-NCR. The 
Deepalaya school in Gusbethi village of Haryana 
currently has 1,400 students in grades 1 through twelve. 
In 2022, Oriflame India donated €35,000 to support 
construction and expansion of the school and sponsor 
the education of fifteen girls.
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Stakeholder engagement
The success of our business is created 
by people, from our employees, Brand 
Partners, customers and suppliers to our 
owners, investors and the general public. 
These stakeholders are all impacted by our 
operations and business decisions, and 
they rightly expect us – a global company 
– to pursue the highest level of social and 
environmental responsibility. We are 
determined to be a leader when it comes to 
meeting these expectations. 

To that end, we keep regular dialogues and conduct 
reviews of how our business is impacting our 
stakeholder groups so we can better understand 
and incorporate their expectations and needs in our 
business decisions. Through improved understanding 
of our business’s social, environmental or economic 
impacts, we can prevent potential negative impacts 
that our business might cause, contribute to, or be 
directly linked with, or conversely, strengthen our 
positive impacts and find new opportunities to have 
positive impacts in the future.

We engage our stakeholders through a range of 
methods, including Brand Partner meetings, consumer 
questionnaires and employee surveys. Beyond this, we 
consult with non-governmental organisations (NGOs) 
and industry organisations to discuss our material 

The organisations listed below are a 
selection of those Oriflame is either a 
member of or works closely with: 
•	 Cosmetics Europe 
•	 World Federation of Direct Selling 

Associations (WFDSA) 
•	 Seldia, the European Direct Selling 

Association 
•	 Roundtable on Sustainable Palm Oil (RSPO) 
•	 Responsible Mica Initiative (RMI) 
•	 Forest Stewardship Council (FSCTM)
•	 UN Global Compact 
•	 Rainforest Alliance 
•	 CDP 
•	 Science Based Targets initiative 
•	 EcoBeautyScore Consortium
•	 EcoVadis

topics and other sustainability challenges as well as to 
receive feedback to evaluate and test the efficiency 
of our efforts. In addition to this, we also consult with 
internal topic experts to reassess our understanding 
of our most material impacts. This is a vital part of how 
we stay accountable and continue to improve our 
performance and manage our social, environmental 
and economic impacts.
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Stakeholders Understanding impacts on stakeholder group Potential or actual negative or positive impacts raised by 
stakeholder groups:

Employees

•	 Anonymous interviews with employees
•	 Quarterly forum with regional Sustainability Ambassadors
•	 In-depth interviews with regional Sustainability Ambassadors
•	 Input through Whistleblowing channel
•	 Employee NPS 
•	 CEO Connect questions
•	 Insight, dialogue and sharing through Oriflame’s intranet and internal social media 
•	 Internal experts’ insights
•	 External expertise such as regional labour unions and the International Labour 

Organisation

Brand 
Partners

•	 In-depth interview with Regional Managing Directors
•	 Customer Service inquiries
•	 Global Brand Tracking
•	 Brand Partner NPS
•	 Expertise by regional Seldia
•	 In-depth interviews with regional representatives
•	 Business meetings, training, conferences and events (regularly)

Investors*

•	 Meetings/calls with investors
•	 Conference calls for the financial community in connection with quarterly reports
•	 Attending seminars for the financial community
•	 Corporate affairs meetings including Direct Selling Association (DSA) meetings
•	 Responding to ongoing investor questions and data reporting requests 
•	 Participation and collaboration with ESG rating companies
•	 External reports from World Economics Forum, ESG Rating companies such as Moody’s 

Sustainalytics, McKinsey, Fitch Ratings, etc.

•	 Animal welfare  
•	 Circular product life
•	 Climate impact and action
•	 Culture and values
•	 Diversity and inclusion
•	 Economic and value creation
•	 Employee well-being
•	 Empowerment, decision-making 

and corporate culture
•	 Ethics and governance
•	 Female empowerment

•	 Health and safety
•	 Human rights
•	 IT and digital
•	 Job security
•	 People and teamwork
•	 Recognition and rewards
•	 Responsible marketing 
•	 Communication and transparency
•	 Sustainability strategy
•	 Training and development

•	 Animal welfare
•	 Charity
•	 Circular product life
•	 Climate impact and action
•	 Community
•	 Economic and value creation
•	 Education and consumer 

awareness
•	 Ethics and governance
•	 Female empowerment

•	 IT and digital
•	 Job creation / recruitment
•	 Packaging and waste
•	 Product ingredients
•	 Product safety
•	 Responsible marketing
•	 Communication and transparency
•	 Sustainable product life
•	 Sustainable sourcing
•	 Training and development

•	 Animal welfare
•	 Anti-corruption
•	 Circular product life
•	 Climate /environmental impact 

and action
•	 Diversity and inclusion
•	 Economic and value creation for 

Brand Partners
•	 Ethics and governance
•	 Geographical footprint
•	 Health and safety

•	 Human rights
•	 IT and digital
•	 Packaging and waste
•	 Product safety
•	 Responsible marketing 
•	 Communication and transparency
•	 Social impact in the supply chain
•	 Sustainable sourcing
•	 Training and development
•	 Water management / impact

* In this report investors are referred to as bond-owners.
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Stakeholders Understanding impacts on stakeholder group Potential or actual negative or positive impacts raised by 
stakeholder groups:

Consumers

•	 Regional consumer representatives
•	 In-depth interviews with Regional Managing Directors
•	 Customer feedback (comments & questions) Global Social Media
•	 Oriflame Customer service
•	 Consumer research, primarily product focused (regularly)
•	 Consumer surveys, sometimes including Oriflame Brand Partners in their role as consumers
•	 Global Insights team
•	 Mintel Consulting 2022 Sustainability Barometer
•	 WGSN trend report 2025
•	 Brand Partner NPS
•	 Customer surveys

Suppliers

•	 In-depth interviews with internal stakeholders
•	 Sustainability audits
•	 EcoVadis supplier self-assessment
•	 EcoVadis gap report
•	 External experts
•	 Internal surveys and investigations
•	 Experts in the internal procurement team

Society

•	 In-depth interviews with regional representatives
•	 Regional surveys
•	 Internal experts
•	 Global insight reports
•	 Participation in industry initiatives and standardisation bodies 
•	 Community involvement, including Oriflame Foundation initiatives 
•	 Participation in conferences and events

•	 Chemicals in production 
•	 Circular product life
•	 Climate impact and action
•	 Economic and value creation
•	 Environmental impact
•	 Ethics and governance
•	 Health and safety

•	 Anti-corruption
•	 Animal welfare
•	 Charity
•	 Circular product life
•	 Climate impact and action
•	 Community
•	 Communication and transparency
•	 Economic and value creation
•	 Ethics and governance

•	 Human and labour rights
•	 Packaging and waste
•	 Social impact in the supply 

chain
•	 Sustainable sourcing
•	 Sustainable supply chain

•	 Female empowerment
•	 Human rights
•	 Packaging and waste
•	 Resources and raw materials
•	 Responsible marketing 
•	 Social impact in the supply chain
•	 Sustainable sourcing
•	 Water management

•	 Animal welfare
•	 Circular product life
•	 Climate impact and action
•	 Diversity and inclusion
•	 Female empowerment
•	 Forest: Loss of biodiversity on 

land
•	 Packaging and waste
•	 Product ingredients

•	 Product safety
•	 Responsible marketing 
•	 Communication and transparency
•	 Sustainable product life
•	 Sustainable sourcing
•	 Sustainable supply chain
•	 Water: Loss of biodiversity in the 

oceans
•	 Well-being
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Management  
approach

In this chapter of the report, we have 
gathered information on some of the 
fundamentals of good sustainability 
work and reporting. This includes 
information on our organisation and 
our approach to materiality and 
sustainability risks.
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Organising for improvements
To make sure our sustainability strategy 
is successful, we need to give it the same 
kind of attention, respect and level of 
organisation as our other business strategies. 
This is why our CEO and Board of Directors 
oversee our sustainability strategy and our 
impacts on the economy, environment and 
people. 

The Vice President of Sustainability directs a global 
sustainability team that is responsible for identifying our 
material topics, developing global targets, supporting 
the organisation by identifying key responsibilities, 
helping to set goals and targets, and monitoring and 
reporting progress externally. The Vice President of 
Sustainability is part of our Group Management and 
sustainability topics are scheduled into several of the 
Group Management’s major meetings during the year 
to inform and discuss relevant material issues.

However, because of the collaborative nature of our 
business and the entrepreneurial people we employ, 
we have structured our sustainability strategy so that 
the responsibility for fulfilling its commitments is spread 
right across our business value chain. We have taken 
several steps to make sure this responsibility is felt and 
acted upon:

•	 We have integrated sustainability goals into Group 
Management’s performance targets and from there, 
they are transferred to the targets of the operational 
and product development team.

•	 We provide ongoing training in specific sustainability 
areas to those who require it, such as the Board of 
Directors or specific departments. 

•	 We have a global forum for Sustainability 
Ambassadors to engage and learn about the 
sustainability strategy and topics.

•	 We communicate sustainability topics to our 
employees via meetings, conferences, training 
sessions and the intranet.

•	 Our Board of Directors is quarterly updated on 
topics related to sustainable development through 
interim reports. In the annual strategic overview, 
the Board reviews and approves the sustainability 
strategy. The Vice President of Sustainability meets 
with Group Management and the Board to present 
relevant topics and to be reviewed regarding their 
responsibilities, strategy and performance. 

In 2022, the Audit Committee and the Board were 
presented the sustainability risks on climate, human 
rights, legislation and corruption to review. We are 
working on more ways to engage our employees 
and Brand Partners around sustainability issues, for 
example, via brand activation campaigns. 

Board of Directors

Global Sustainability Team 

CEO

VP Sustainability

Functional
Sustainability 

representatives

Functional
Sustainability 

representatives

Functional
Sustainability 

representatives

Group Management
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Materiality
As a global company, we impact the world 
around us. We want to take action to 
increase our positive impacts on people’s 
lives, while reducing any negative impacts 
on the environment. Therefore, it is vital for 
us to understand and identify our actual and 
potential material impacts, both positive and 
negative.

In 2022, we conducted a materiality assessment 
following the guidance of the updated GRI Standards 
2021. In this assessment, we redefined our view on 
our material topics, defining it as the topics that 
represent our most significant impacts on the economy, 
environment and people, including impacts on their 
human rights. The impact can be actual or potential 
and indicate our organisation’s negative or positive 
contributions to a sustainable development.

Understanding our impact 
This materiality assessment complements our initial 
assessment, which was conducted in 2014 and updated 
in 2018. 

We used our existing knowledge and research to map 
out our stakeholders and experts, our activities and 
business relationships, as well as our sustainability 
context in order to form a deep understanding of the 
context our organisation exists in and where impacts 
can occur. 

This allowed us to identify our actual or potential 
impacts by engaging with our stakeholders and 
relevant internal and external experts, as well as 
reviewing an extensive number of industry reports, 
geographical risk indexes, research by NGOs and 
other relevant institutions.  
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Once we established a list of impacts, we assessed 
their significance by estimating their scale and scope, 
how grave the impacts are relative to other impacts 
and how widespread they are, how many stakeholders 
are, or could be impacted, as well the possibilities to 
remediate the impacts. Thereafter, we estimated the 
likelihood of the impacts, and added weight to the 
impacts that potentially could have a negative impact 
on human rights, even if the likelihood of this impact is 
low. 

The significance of our positive impacts is estimated 
based on how beneficial the impacts are, as well 
as how many individuals are likely to benefit from 
them. Finally, additional weight has been added to 
the impacts emphasised by our experts. Through a 
quantitative gradation of our impacts, we have been 
able to prioritise them based on their calculated score. 
After grouping our impacts into topics, we ensured the 
final ranking – corresponded to the qualitative data 
collected in the engagements with our stakeholders 
and experts.  

After redefining our view on material topics, our new 
insights will serve as the basis for reassessment of our 
sustainability strategy and the reporting of our material 
topics. This process will also support us in outlining 
a roadmap to comply with the upcoming reporting 
regulations directed by the European Financial 
Reporting Advisory Group (EFRAG) among others. 
To conclude, despite a revised in-depth materiality 
assessment, our sustainability strategy and related 
reporting focus remained unchanged in 2022.

Oriflame's actual and potential material impacts

Animal welfare  

Sustainable sourcing 

Water 

Charity 

Communication and transparency 

Training and career development  

Diversity and inclusion 

Employee wellbeing 

People and teamwork 

Consumer safety 
Ethics and fraud 

Health and safety 

Human rights 

BiodiversityCommunity 

Economic and value creation 

Female empowerment 

Responsible marketing

IT and digital 

Recognition  
and rewards 

Empowerment and 
decision-making 

Consumer awareness 

Sustainable  
value chain 

Packaging 

Ingredients and formulations

Climate 

Economy

Environment

People

Waste 

Circularity

Anti-corruption

Education 

Job security

Topics of actual or potential 
(negative or positive) material 
impact. The circles overlap 
where multiple areas may be 
impacted.

Areas of impact
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Sustainability 
risks
Oriflame has identified and analysed risks 
that have a potential to materially affect 
the operations of the Group, including risks 
induced by sustainability, environment and 
human rights. The list of identified risks and 
mitigation strategy are available in the 
Annual Report 2022. In parallel, Oriflame 
has assessed the risks it generates to the 
environment and the human community. 

This assessment was initially performed by Oriflame 
Sustainability and Risk teams in 2014. The initial 
assessment, its update and the mitigation of risks have 
been overseen by the Vice President of Sustainability, 
who is part of Group Management. The risks identified 
by that assessment are presented on the following 
pages. 
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Risk area Description Mitigation

Water – impact 
of Oriflame 
sites on water 
resources

Oriflame may impact the quality of water 
discharge during the manufacturing process.

•	 All of our own manufacturing sites have effluent treatment plants.
•	 All sites have implemented water reuse/saving measures and have 2030 water efficiency targets in 

place.

Water – impact 
of Oriflame 
products on 
water resources

Some Oriflame products require water during 
consumer usage and contain ingredients or by-
products that may be harmful to the environment. 

•	 All new Skin Care and Personal Care rinse-off products are formulated to be biodegradable. 
•	 Oriflame only uses natural-origin exfoliants (no plastic microbeads or plastic glitter).

Forest – impact 
of Oriflame 
products on 
forest resources

Oriflame uses large quantities of forest-related 
raw materials, such as catalogue paper and 
paper and board packaging, derivatives of palm 
oil and palm kernel oil, that could contribute to 
deforestation. 

•	 Paper-based products: we aim to have all our paper-based products (catalogues and paper and 
board packaging) from credible certified sources or recycled materials by 2025. 

•	 Palm oil: we are a member of the RSPO and we aim to source 100% Mass Balance certified palm oil for 
the raw materials used in our own production, including derivatives, as well as in sub-contracted soap 
bars by 2025.

•	 In 2022, we extended our commitment beyond paper and palm oil to other raw materials such as 
coconut, rice and soy that may contribute to risk of deforestation and ecosystem conversion. We are 
committing to address deforestation, the conversion of other natural ecosystems, land clearance, and 
to respecting the rights and livelihoods of local communities and indigenous people.

Climate – direct 
and indirect 
climate impact

Our business emits greenhouse gas (GHG) 
emissions both directly in our operations (Scope 1 
and 2) and indirectly in our value chain (Scope 3), 
which is contributing to climate change. 

•	 To reduce our GHG emissions in line with the goals of the Paris Agreement, we have set targets for 2030 
that have been approved by the Science Based Targets initiative.

•	 From  2010 to 2020, we reduced our absolute GHG emissions (Scope 1, Scope 2 and parts of Scope 3) 
by 76% through the implementation of company-wide emissions reduction programme. 

•	 Since 2019, we have compensated annually for the GHG emissions we cannot reduce (Scope 1, Scope 
2 and parts of Scope 3).

•	 Since 2018, we have purchased traceable renewable electricity for all Oriflame-operated sites 
(offices, manufacturing sites and warehouses). 
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Risk area Description Mitigation

Corruption  
and bribery

Oriflame operates in countries where the risk of 
corruption is high.

•	 Oriflame has a zero-tolerance policy towards active or passive corruption. The Group has an 
Employee Code of Conduct, Policies and control systems, and Supplier Code of Conduct as well as a 
compliance breach reporting mechanism for employees. No confirmed incidents of corruption in 2022.

•	 Our management take an annual compliance pledge, confirming their compliance with the Oriflame 
Code of Conduct for the past year and committing to compliance for the following year.

Occupational 
health and safety

Oriflame employees are exposed to occupational 
health and safety risks, in particular in 
manufacturing, warehouse and laboratory 
environments. 

•	 Health & Safety Management System in place: 
•	 Training for employees
•	 Audits
•	 Accident reporting and investigation
•	 Ad-hoc risk-reduction initiatives

Human rights  
of employees

Oriflame has around 4,700 employees worldwide; 
it must guarantee that the human rights of its 
employees are respected under all circumstances.

•	 Oriflame has a zero-tolerance policy towards any form of harassment and any form of discrimination.  
The Group has an Employee Code of Conduct, policies and control systems, as well as a  
compliance-breach reporting mechanism for employees.

•	 We are committed to respect human rights throughout our own operations, and it is summarised in our 
internal Human Rights Commitment approved by the Board and incorporated into our Group-level 
policies. 

•	 When entering a new market, we conduct a human rights impact assessment.
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Risk area Description Mitigation

Human rights  
at suppliers

Breaches of legislation or of the Oriflame Supplier 
Code of Conduct related to human rights by 
Oriflame suppliers.

•	 We have a Supplier Code of Conduct which outlines our requirements regarding working conditions, 
health and safety, discrimination and human rights, among other things. The Code applies primarily to 
all our first-tier suppliers, though we expect our suppliers to implement the Oriflame Supplier Code of 
Conduct in their own value chain. The Supplier Code of Conduct was revised in 2022. 

•	 Direct suppliers are invited to EcoVadis to assess sustainability performance, including human rights.  
•	 Sustainability audits are carried out to confirm compliance against Oriflame Supplier Code of Conduct 

and sustainability minimum requirements.  
•	 We are terminating existing business relationships with suppliers in case of systematic human rights 

breaches or systematic cases of corruption.

Consumer safety
Oriflame distributes Cosmetic and Wellness 
products, and as such its end-consumers may be 
exposed to health and safety risks from their usage. 

•	 Oriflame conducts a thorough evaluation of all raw materials.  
•	 We carefully measure safe concentration levels. Our team of expert toxicologists ensure ingredients are 

safe for each intended use and intended consumer group.
•	 We test our final cosmetic formulations for skin compatibility on healthy human volunteers in independent 

laboratories, and also use ‘in vitro’ (non-animal) tests to further confirm the safety of our products. 
•	 All our nutrition products are fully tested by independent laboratories and then fully reviewed by our in-

house experts to ensure they are always safe for consumption.
•	 Post-launch, we proactively collect feedback from consumers and data about any unwanted effects to 

further improve the safety of our products.
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Climate scenarios
In 2022, Oriflame started adopting the 
Task Force on Climate-Related Financial 
Disclosures’ (TCFD) recommendations to 
assess future climate-related risks and 
opportunities in order to provide stake
holders with relevant information, as well as 
to predict future climate-related impacts on 
our operations.

To help us understand how future changes to the climate 
could impact our operations, in 2022 we conducted a 
qualitative analysis and outlined three possible climate 
scenarios. These scenarios aim to predict how different 
efforts to mitigate climate change, such as political, 
regulatory, market and technological efforts, as well 
as society’s efforts to adapt to its consequences, could 
impact our future operations.  

The three scenarios we have identified are based on 
the UN’s Intergovernmental Panel on Climate Change’s 

(IPCC) publicly available scenarios and cover three 
different possible pathways of social and physical 
development. These pathways span to the year 2100 
and are based on:

•	 The best-case scenario: SSP1*-2.6**, aligned with 
the Paris Agreement and the Science Based Targets 
initiative 

•	 The intermediate scenario: SSP2*-4.5**
•	 The business-as-usual scenario, SSP3*-7.0** 

The scenarios and transitional and physical risks 
identified are as follow:  

The best-case scenario 
In this scenario, the world acts in time to mitigate 
the effects of climate change in line with the Paris 
Agreement, ie well below 2 degrees. This scenario 
is foremost characterised by the transition driven by 
stringent policy and regulation to significantly reduce 

* SSP = Shared Socioeconomic Pathway are scenarios developed by the UN’s Intergovernmental Panel of Climate Change’s (IPCC).
** Describes the Representative Concentration Pathway (RCP) for radiative forcing expressed in W/sq. m. High levels of greenhouse gasses (eg 7.0) lead to high levels of radiative forcing.
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emissions to mitigate climate change. This is likely to 
adversely impact the price and availability of Oriflame 
raw materials. It could also lead to restrictions that 
could impact logistics in our global supply chains 
and our direct operations. By mitigating our negative 
impacts on climate change, we are strengthening our 
resilience to the risks associated with this scenario, as 
described in our section on Sustainability risks.

The intermediate scenario 
In the intermediate scenario, the world is not acting fast 
enough to sufficiently mitigate the effects of climate 
change, and as a consequence, policy and regulation 
on emissions would be implemented later than in the 
best-case scenario. In this scenario, climate change 
progresses and leads to both acute and chronic 
physical impacts such as heavy rainfall, longer periods 
of drought or coastal flooding. This is likely to have 
a material negative impact on Oriflame’s ingredient 
sourcing, and particularly for forest-related ingredients. 
By sourcing certified ingredients, replacing paper 
catalogues with digital tools as well as adopting a 
forest commitment, we are strengthening our resilience 
while reducing our impacts as described in the Forest 
section of the chapter, Respect for Nature.

The business-as-usual scenario 
The business-as-usual scenario is a “no policy“ baseline 
emission pathway where minimal levels of mitigation are 
implemented and greenhouse gas levels nearly double 
by the end of the century. This scenario represents 
a future with high challenges to both mitigation and 
adaptation to the effects of climate change. In this 
scenario, the effects of climate change drives massive 

migrations, resurgent nationalism, concerns about 
competitiveness and security, and regional conflicts. 
Consequently, countries focus increasingly on domestic 
or, at most, regional issues.  

In this scenario, both acute and chronic physical risks 
related to the supply of energy and ingredients are 
escalated by climate change’s effects on water supply, 
increasing temperatures and extreme weather events.
Transitional market- and supply-chain risks are likely to 
intensify and drive higher costs due to increasing civil 
unrest, resource scarcity and surging nationalism and 
protectionism. With a wide-reaching global presence 
both in operations as well as markets, civil unrest could 
disrupt our operations or supply chains.  

Transition risks
By acknowledging that legislative frameworks in 
operating markets are changing rapidly, we have 
adapted our sustainability strategy to further mitigate 
our impacts in these areas and thereby the risks. We 
have already reduced our impacts and greenhouse 
gas emissions significantly to increase our resilience in 
the case of potential legal or regulatory restrictions. 
We will continue to monitor global environmental 
developments and integrate sustainability strategy 
into product and packaging strategies and continue to 
develop sustainability reporting to reflect changes in 
legislation and stakeholder requirements.

Despite our efforts to reduce transition risks, there 
is always a certain risk that our operations might be 
affected. This applies primarily to regulatory and 
market transition risks. Increased taxes and other 
energy and emissions regulations would imply higher 
costs and affect the company’s profitability.
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Physical risks 
The most likely physical risks identified are groundwater 
decline, longer periods of drought, heavy precipitation 
and coastal floods. These are likely to negatively 
impact the price and availability of our raw materials.  

We recognise that our contributions to climate change 
are a risk to our business, and we are continuously 
mitigating our contributions by reducing the emissions 
deriving from our operations. In 2021, Oriflame 
committed to science-based climate targets for 2030 
for our operations and value chain to further reduce 
our emissions. Through our efforts, we are gradually 
mitigating the risk of being affected by potential 
legal and regulatory restrictions while simultaneously 
reducing our impacts. In order to manage long-term 
availability and prices of raw materials,  Oriflame is 
monitoring the ingredients whose supply is likely to 
be affected by climate change, while continuously 
searching for alternate ingredients. In 2022, we 
took the next steps towards further strengthening 
our resilience by adopting a forest commitment, as 
described in the Forest section of the chapter, Respect 
for Nature.

As our next step, we will expand our analysis with a 
quantitative assessment of the financial risks related to 
the effects of climate change in each scenario. Through 
such an assessment, we will better understand climate 
change’s future implications for our company and be 
able to align our sustainability strategy and targets 
accordingly.
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Appendix

In this Appendix, we summarise 
our sustainability work related 
to the Sustainable Development 
Goals (SDGs) and our sustainability 
performance including our SASB 
index, TCFD index and GRI content 
index. 
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Ensure healthy lives and promote well-
being for all at all ages

Reducing environmental impact in 
the areas of water, air and waste pp. 24–62

Protecting employee health and 
safety

pp. 64–69

Making sure every ingredient we use 
and every product we sell meets our 
high quality and safety standards

pp. 74–75

Achieve gender equality and  
empower all women and girls

Providing Brand Partners, mainly 
women, an opportunity to grow, 
develop and network 

pp. 15–23

Creating a diverse global workforce 
at all management levels�

pp. 64–69

SDG Index
The 2030 Agenda for Sustainable Development 
and the 17 Sustainable Development Goals 
(SDGs) were adopted by all United Nations 
member states in 2015. The SDGs are a universal 
call to action to end poverty, protect the planet 
and ensure that all people enjoy peace and 
prosperity. These goals intend to create long-
term action in order to address the world’s most 
pressing issues until 2030. Oriflame has been a 
member of the United Nations Global Compact 
since 2009 and has recognised the importance 
of the SDGs since they were conceived in 2015. 
Although we have an opportunity to support 
all the goals set, we have identified some to be 
more relevant to our business, particularly as we 
deliver on our sustainability strategy.

https://sdgs.un.org/goals
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Promote sustained, inclusive and 
sustainable economic growth, full and 
productive employment and decent 
work for all

Maintaining a global workforce of 
approximately 4,700 employees 
in more than 60 countries with 70 
nationalities 

pp. 64–69

Providing Brand Partners an 
opportunity to have an additional 
income 

pp. 15–23

Creating a diverse global workforce 
at all management levels 

pp. 64–69

Ensure sustainable consumption and 
production patterns

Increasing the use of recycled 
materials and renewable materials in 
product packaging

pp. 43–48

Reviewing all new raw materials 
based on naturalness, environmental 
impact, ethicalness and traceability 

pp. 49–55

Innovating in formulation 
developments 

pp. 49–55

Take urgent action to combat climate 
change and its impacts

Reducing greenhouse gas emissions 
in our own operations and value 
chain 

pp. 34–42

Improving energy efficiency at our 
manufacturing sites

pp. 34–42

Sourcing renewable electricity at all 
Oriflame-operated sites 

pp. 34–42

Installing solar panels at our 
manufacturing sites in India and 
Poland 

pp. 34–42
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Conserve and sustainably use the 
oceans, seas and marine resources for 
sustainable development

Developing Skin Care and Personal 
Care rinse-off products formulated 
to be biodegradable 

pp. 25–28

Prohibiting the use of plastic 
microbeads and plastic glitter in our 
products 

pp. 25–28

Improving water efficiency at our 
manufacturing sites

pp. 25–28

Protect, restore and promote 
sustainable use of terrestrial 
ecosystems, sustainably manage 
forests, combat desertification, halt 
and reverse land degradation and halt 
biodiversity loss

Sourcing paper and board, 
catalogues, wood and palm oil from 
sustainable sources 

pp. 29–33

Avoiding the use of materials derived 
from protected or endangered flora 
and fauna 

pp. 49–55

Promote peaceful and inclusive societies 
for sustainable development, provide 
access to justice for all and build 
effective, accountable and inclusive 
institutions at all levels

Respecting human rights for 
employees and suppliers via 
Employee Code of Conduct and 
Supplier Code of Conduct 

pp. 70–73

Conducting human rights risk 
assessment when entering a new 
market

pp. 70–73

Having a compliance-breach 
reporting mechanism available for 
all stakeholders

pp. 70–73

Terminating existing business 
relationships with suppliers in case of 
systematic human rights breaches or 
systematic cases of corruption 

pp. 70–73
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Performance summary
Environmental performance

Water 2020 2021 2022 Unit

Products developed with natural-origin exfoliants (zero plastic microbeads) 100 100 100 %

New Skin Care and Personal Care rinse-off developments formulated to be biodegradable 100 100 100 %

Total water 
withdrawn 

All facilities 322 336 327

 MegalitresManufacturing sites 255 258 190

Offices and warehouses 67 78 137

Total water 
consumed

All facilities 169 194 200

MegalitresManufacturing sites 155 151 110

Offices and warehouses 14 43 90

Total water 
discharged

All facilities 153 142 127

MegalitresManufacturing sites 99 106 79

Offices and warehouses 54 36 48
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Forest 2020 2021 2022 Unit

Amount of product packaging 1,360 5,884* 1,006** Tonne

Amount of catalogue paper 9,960 12,813 6,107* Tonne

Catalogues from credible certified sources or recycled materials 99 99 98* %

Product packaging 

From FSCTM certified sources 96 99 88 %

From recycled materials 0 <1 2 %

From virgin non-certified sources 4 <1 10 %

Amount of certified sustainable 
derivatives of palm oil and 
palm kernel oil in our raw 
materials

Mass Balance 806 1,245 1,417 Tonne

RSPO Book & Claim Credits 636 233 74 Tonne

Amount of certified sustainable 
derivatives of palm oil 
and palm kernel oil in our 
subcontracted soap bars

Mass Balance 1,894 1,691 1,163 Tonne

RSPO Book & Claim Credits 312 229 230 Tonne

Share of certified sustainable 
derivatives of palm oil and 
palm kernel oil in our raw 
materials

Mass Balance 56 84 95 %

RSPO Book & Claim Credits 44 16 5 %

Share of certified sustainable 
derivatives of palm oil 
and palm kernel oil in our 
subcontracted soap bars

Mass Balance 86 88 83 %

RSPO Book & Claim Credits 14 12 17 %

Share of derivatives of palm oil 
and palm kernel oil in our raw 
materials

Palm oil N/A 18 12 %

Palm kernel oil N/A 82 88 %

*Incorrect volumes reported for 2021. The correct information will be updated in the next reporting period. 
**Data from forest assessment supplier survey. Response rate of 89%. 
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Forest 2020 2021 2022 Unit

Share of derivatives of palm 
oil and palm kernel oil in our 
subcontracted soap bars

Palm oil N/A 80 80 %

Palm kernel oil N/A 20 20 %

CDP Score
Forest – Timber C A- B Score (A–D)

Forest – Palm Oil C B A- Score (A–D)



Introduction Opportunity for  
Brand Partners Respect for Nature Passion for People Communicate  

and engage
Management  

approach AppendixAppendix

1102022 Sustainability Report | Oriflame Cosmetics

Performance summarySDG Index SASB Index TCFD Index About this reportGRI Index

GHG emissions in scope of our approved Science-Based Targets
GHG emission source Scope Included in Science-Based Targets (SBTs)

Stationary fuel combustion Scope 1

Vehicle fleet Scope 1

Refill of refrigerants Scope 1

Purchased electricity, heat, steam and cooling (market-based) Scope 2

Purchased goods and services Scope 3

Capital goods Scope 3 Negligible as GHG emissions were ≤ 0.01% of total

Fuel- and energy-related activities Scope 3 Excluded from SBT due to limited impact to influence GHG emission reductions 

Upstream transportation and distribution Scope 3

Waste generated in operations Scope 3

Business travel Scope 3

Employee commuting Scope 3 Excluded from SBT due to limitations in activity data collection

Upstream leased assets Scope 3 Excluded from SBT due to limited impact to influence GHG emission reductions

Downstream transportation and distribution Scope 3

Processing of sold products Scope 3 Not applicable to Oriflame

Use of sold products Scope 3

End-of-life treatment of sold products Scope 3 Excluded from SBT due to limitations in activity data collection

Downstream leased assets Scope 3

Franchises Scope 3 Negligible as GHG emissions were ≤ 0.01% of total

Investments Scope 3 Not applicable to Oriflame

 = Fully included         = Partially included 
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Climate 2019 2021 2022 Unit

Absolute Scope 1 and 2 GHG emissions 6,931 
(Baseline)

5,402 (-22% 
vs 2019)

4,532 
(-35% vs 
2019)

Tonne CO2e

Scope 3 GHG emissions per unit sold 788 
(Baseline)

604 (-23% vs 
2019)

638 (-19% 
vs 2019)

Tonne CO2e per millions unit 
sold

Scope 1 GHG 
emissions

Total Scope 1 5,242 3,796 3,281 Tonne CO2e

Fuel combustion 2,598 2,442 1,992 Tonne CO2e

Oriflame-owned vehicles 988 621 660 Tonne CO2e

Refill of refrigerants 1,656 733 628 Tonne CO2e

Scope 2 GHG 
emissions

Total Scope 2 (Market-based) 1,689 1,606 1,251 Tonne CO2e

Total Scope 2 (Location-based) 18,647 15,064 12,482 Tonne CO2e

Scope 3 GHG 
emissions**

Total Scope 3 316,334 207,583* 157,585 Tonne CO2e

Purchased goods and services 185,245 92,493 75,230 Tonne CO2e

Upstream transportation and distribution 15,095 10,769 7,072 Tonne CO2e

Waste generated in operations 3,047 724 748 Tonne CO2e

Business travel 8,401 4,335 3,715 Tonne CO2e

Downstream transportation and distribution 53,330 51,800* 40,230 Tonne CO2e

Use of sold products*** 4,321 3,943 2,165 Tonne CO2e

Downstream leased assets 46,895 43,519 28,425 Tonne CO2e

CDP Score – Climate B B B Score (A-D)

* Downstream transportation and distribution emissions in 2021 (50,891 tCo2e as communicated in Sustainability Report 2021) were re-calculated in 2022. This resulted in total Scope 3 emissions 207,583 tCo2e in 2021 
(206,674 tCo2e as communicated in Sustainability Report 2021). Scope 3 emissions per million units sold were 604 tCO2e/million units in 2021 (600.9 tCO2e/million units as communicated in Sustainability Report 2021) 
and reduction in Scope 3 GHG emissions per unit sold in 2021 vs 2019 was 23% (24% as communicated in Sustainability Report 2021). 
**Scope 3 GHG emissions in scope for our approved Science-Based Targets. CDP Climate figures submitted annually may differ as they also include emission sources that were excluded from our Science-Based 
Targets.
***Emission factors for n-butane and propane used to calculate GHG emission data in 2021, 2022 are not based on the IPCC AR6 report, to remain consistent with the calculation of 2019 base-year data. 



Introduction Opportunity for  
Brand Partners Respect for Nature Passion for People Communicate  

and engage
Management  

approach AppendixAppendix

1122022 Sustainability Report | Oriflame Cosmetics

Performance summarySDG Index SASB Index TCFD Index About this reportGRI Index

Electricity consumption 2020 2021 2022 Unit

Renewable electricity at Oriflame-operated sites (offices, warehouses, 
manufacturing sites) 100 100 100 %

	

Energy consumption at all sites (offices, warehouses, manufacturing sites)* 2020 2021 2022 Unit

Energy consumption from renewable sources 26,200 25,320 22,850 MWh

Energy consumption from non-renewable sources 22,090 22,330 17,440 MWh

Energy consumption 
by source (within the 
organisation)

Total energy consumption 48,290 47,650 40,290 MWh

Renewable electricity 26,150 25,250 22,760 MWh

Natural gas 11,560 11,870 8,040 MWh

District heating 9,750 9,400 7,330 MWh

District cooling 50 60 90 MWh

Diesel 690 810 2,070 MWh

Burning oil 90 260 N/A MWh

Energy consumption ratio (within the organisation) 42 47 44 MWh per €m sales

* Numbers rounded to the nearest 10.
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Waste at own manufacturing sites* 2019 
(baseline) 2021 2022 Unit

Share of recycled waste (excluding hazardous waste) N/A 68 72 %

Share of waste sent to landfill 1 <1 0 %

Manufacturing* waste diverted from disposal 2020 2021 2022 2020 2021 2022 Unit

Waste composition Composted Recycled

Non-hazardous 
waste

Metal and glass N/A 0 0 N/A 92 56 Tonne

Wood, paper and baord N/A 0 0 N/A 1,216 895 Tonne

Plastic N/A 0 0 N/A 148 115 Tonne

Other non-hazardous waste N/A 127 166 N/A 0 2 Tonne

Hazardous waste
Electronic N/A 0 0 N/A <1 2 Tonne

Raw materials (consumables and 
packaging) N/A 0 0 N/A 85 62 Tonne

Total 147 127 166 1,718 1,541 1,132 Tonne

*Our Wellness manufacturing site in China was excluded from the target due to property limitations restricting our abilities to operational improvements.
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Manufacturing* waste directed to disposal 2020 2021 2022 2020 2021 2022 Unit

Waste composition Incinerated Landfilled

Non-hazardous 
waste

Metal and glass N/A 0 0 N/A 0 0 Tonne

Wood, paper and baord N/A  23 11 N/A 0 0 Tonne

Plastic N/A  25 18 N/A 0 0 Tonne

Other non-hazardous waste N/A  496 399 N/A 6 0 Tonne

Hazardous waste
Electronic N/A <1 0 N/A 0 0 Tonne

Raw materials (consumables and 
packaging) N/A 143 58 N/A  <1 0 Tonne

 Total 265 687 486 3 7 0 Tonne

*Our Wellness manufacturing site in China was excluded from the target due to property limitations restricting our abilities to operational improvements.
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Waste from offices and warehouses diverted from disposal 2020 2021 2022 2020 2021 2022 Unit

Waste composition Composted Recycled

Non-hazardous 
waste

Metal and glass N/A 0 0 N/A 7 13 Tonne

Wood, paper and board N/A  9 0 N/A  1,687 1,371 Tonne

Plastic N/A  0 0 N/A  43 32 Tonne

Other non-hazardous waste N/A  39 28 N/A  5 123 Tonne

Hazardous waste
Electronic N/A  0 0 N/A  <1 1 Tonne

Raw materials (consumables and 
packaging) N/A  0 0 N/A  52 1 Tonne

Total 69  48 28 1,380 1,794 1,541 Tonne
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Waste from offices and warehouses diverted from disposal 2020 2021 2022 2020 2021 2022 Unit

Waste composition Incinerated Landfilled

Non-hazardous 
waste

Metal and glass N/A 0 28 N/A 28 50 Tonne

Wood, paper and board N/A 0 51 N/A 5 214 Tonne

Plastic N/A 70 15 N/A <1 102 Tonne

Other non-hazardous waste N/A 3 3,763 N/A 42 477 Tonne

Hazardous waste
Electronic N/A  <1 0 N/A  0 0 Tonne

Raw materials (consumables and 
packaging) N/A 3 3 N/A 1 1 Tonne

 Total 37 118 3,860 1,444 942 844 Tonne

Formulations 2020 2021 2022 Unit

New Cosmetic and Wellness raw materials screened in our Ingredient Material Rationale process 100 100 100 %

Natural-origin alcohols in Oriflame products 100 100 100 %

Revenue originating from products containing ingredients on the REACH SVHC candidate list N/A 222 139* €m

Share of revenue originating from products containing ingredients on the REACH SVHC candidate list 16 22 15* %

*Candidate list December 2022.
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Social performance

Creating opportunities for Brand Partners 2020 2021 2022 Unit

Brand Partner bonus and performance discounts 315 249 244 €m

Markets with our e-learning platform 50 51 50 No. of markets

Employment 2020* 2021* 2022* Unit

Total employees 5,660  5,205 4,715 No. of persons

Employees by employment contract
Permanent 5,229  4,671 4,299 No. of persons

Temporary 431  534 416 No. of persons

Employees by employment type
Full-time 5,570  5,157 4,668 No. of persons

Part-time 90  48 47 No. of persons

Employees by age group

<30 years 1,054  1,009 746 No. of persons

30-39 years 2,559  2,205 1,898 No. of persons

40-49 years 1,539  1,448 1,450 No. of persons

50-59 years 454  480 544 No. of persons

>59 years 54  63 44 No. of persons
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* Average FTE   
** Oriflame Holding Ltd  
*** Seasonal workers on the production floor and in our warehouses hired through local agencies.  
**** Rounded to the nearest 100.

Employment 2020* 2021* 2022* Unit

Employees by region

Latin America 572  400 407 No. of persons

Europe 1,008  1,239 1,262 No. of persons

CIS 1,373  1,126 1,071 No. of persons

Asia 1,379  1,041 1,005 No. of persons

Turkey & Africa 572  414 398 No. of persons

Corporate offices & GSOs 756  985 572 No. of persons

Employees by job position

Global Management Team 198  223 179 No. of persons

Managing Directors 33  27 33 No. of persons

Regional Directors 10  14 8 No. of persons

Group Management 10  11 10 No. of persons

Board of Directors 5** 5** 7** No. of persons

Total number of workers who are not employees N/A N/A 1,100*** No. of persons****

Employees with permanent contract by region

Latin America 572 369 383 No. of persons

Europe 923 1,095 1,122 No. of persons

CIS 1,352 1,077 1,045 No. of persons

Asia 1,113 831 816 No. of persons

Turkey & Africa 567 399 390 No. of persons

Corporate offices & GSOs 702 885 543 No. of persons
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Employment 2020* 2021* 2022* Unit

Employees with temporary contract by region

Latin America 0  26 24 No. of persons

Europe 85  125 140 No. of persons

CIS 21  33 26 No. of persons

Asia 266  195 189 No. of persons

Turkey & Africa 5  9 8 No. of persons

Corporate offices & GSOs 54  85 29 No. of persons

Employees working full-time by region

Latin America N/A N/A 398 No. of persons

Europe N/A N/A 1,246 No. of persons

CIS N/A N/A 1,069 No. of persons

Asia N/A N/A 1,006 No. of persons

Turkey & Africa N/A N/A 398 No. of persons

Corporate offices & GSOs N/A N/A 551 No. of persons

Employees working part-time by region

Latin America N/A N/A 9 No. of persons

Europe N/At N/A 16 No. of persons

CIS N/A N/A 2 No. of persons

Asia N/A N/A 0 No. of persons

Turkey & Africa N/A N/A 0 No. of persons

Corporate offices & GSOs N/A N/A 20 No. of persons

Global new employee hires rate** 9  11 10 %

*Average FTE 
**New employee hires rate is defined as the ratio of employee hires per total number of employees. 
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Employment 2020* 2021* 2022* Unit

New employees hire rate* by age group

<30 years 20  29 29 %

30–39 years 8  10 9 %

40–49 years 4  6 4 %

50–59 years 3  4 4 %

>59 years 4  4 4 %

New employees hire rate* by region

Latin America 7 12 13 %

Europe 13 12 9 %

CIS 11 16 13 %

Asia 6 7 14 %

Turkey & Africa 9 12 7 %

Corporate offices & GSOs N/A 8 8 %

Global turnover rate** 26 20 31 %

Turnover rate** by age group

<30 years 31 35 51 %

30–39 years 24 21 31 %

40–49 years 24 14 24 %

50–59 years 26 9 22 %

>59 years 96 27 46 %

*New employee hire rate is defined as the ratio of employee hires per total number of employees.
**Turnover rate is defined as the ratio of employee leaves per total number of employees.
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Employment 2020 2021 2022 Unit

Turnover rate* by region

Latin America 26  24 27 %

Europe 18  17 24 %

CIS 17  23 42 %

Asia 16  22 32 %

Turkey & Africa 17  28 35 %

Corporate offices & GSOs  N/A  15 38 %

Global average tenure 6.7  7.9 8.2 Years

Global average age 37  39 39 Years

Employees covered by collective bargaining agreements** N/A N/A 8 %

*Turnover rate is defined as the ratio of employee leaves per total number of employees.
** All Oriflame employees always have the right to join or not join unions as well as the right to collective bargaining.
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Training and education 2020 2021 2022 Unit

Active LinkedIn learning licenses (out of 1,000 purchased) 993  970 602** No. of licenses

Average LinkedIn learning training per employee 3.3  3.1 3.5 Hours per learner

Diversity and equal opportunity 2020 2021 2022 Unit

Total employees by gender
Female 59 58 58 %

Male 41  42 42 %

Global Management Team by gender
Female 42  45 44 %

Male 57  55 56 %

Managing Directors by gender
Female 42 41 38 %

Male 58  59 62 %

Regional Directors by gender
Female 40  21 25 %

Male 60  79 75 %

Group Management by gender
Female 40  45 40 %

Male 60  55 60 %

Board of Directors* by gender
Female 40 40 29 %

Male 60 60 71 %

Total employees by age group

<30 years 19  17 16 %

30–39 years 45  41 40 %

40–49 years 27  30 31 %

50–59 years 8  10 12 %

>59 years 1  2 1 %

*Oriflame Holding Ltd
** Out of 800 = 84% activation rate
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Diversity and equal opportunity 2020 2021 2022 Unit

Global Management Team by age group

<30 years 0  0 0 %

30–39 years 18  11 8 %

40–49 years 61  59 59 %

50–59 years 21  29 31 %

>59 years 0  1 2 %

Managing Directors by age group

<30 years 3  0 0 %

30–39 years 24  11 10 %

40–49 years 61  63 55 %

50–59 years 12  22 31 %

>59 years 0  4 4 %

Regional Directors by age group

<30 years 0  0 0 %

30–39 years 0  0 0 %

40–49 years 70  42 38 %

50–59 years 30  57 62 %

>59 years 0  0 0 %

Group Management by age group

<30 years 0  0 0 %

30–39 years 0  0 0 %

40–49 years 40  38 50 %

50–59 years 60  62 50 %

>59 years 0  0 0 %
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Diversity and equal opportunity 2020 2021 2022 Unit

Board of Directors by age group*

<30 years 0  0 0 %

30–39 years 0  0 0 %

40–49 years 60  20 14 %

50–59 years 20  60 72 %

>59 years 20  20 14 %

Employees with permanent contract by gender

Female 3,033  2,673 2,454 No. of persons

Male 2,196  2,013 1,831 No. of persons

Not specified or not 
known N/A N/A 14 No. of persons

Employees with temporary contract by gender

Female 290  303 270 No. of persons

Male 141  176 145 No. of persons

Not specified or not 
known N/A N/A 1 No. of persons

Employees working full-time by gender

Female 3,252  2,909 2,689 No. of persons

Male 2,318  2,169 1,965 No. of persons

Not specified or not 
known N/A N/A 14 No. of persons

Employees working part-time by gender
Female 70  67 36 No. of persons

Male 20  20 11 No. of persons

Total number of nationalities 71  72 70 No. of 
nationalities

Nationalities in the six Global Support Offices (GSOs) 43  45 41 No. of 
nationalities

*Oriflame Holding Ltd
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Market presence 2020 2021 2022 Unit

Senior management at significant locations hired from the local community* 52  74 74 %

*Senior management is defined as the Global Management Team. Significant location is defined as Oriflame entities with more than 100 employees. Local is defined as being from the same 
country as the assessed Oriflame entity.

Occupational health and safety 2020 2021 2022 Unit

Occupational injuries (rate of all 
recordable work-related injuries)

Oriflame all 2.3  1.1 1.4 Injuries per million hours worked**

Manufacturing 3.1 0.6 0.8 Injuries per million hours worked**

Non-manufacturing 2.2 1.2 1.3 Injuries per million hours worked**

Lost-time injury frequency rate

Oriflame all 1.4 0.7 1.1 Injuries per million hours worked**

Manufacturing 3.1 0.7 0.8 Injuries per million hours worked**

Non-manufacturing 1.3 0.7 1 Injuries per million hours worked**

Fatalities as a result of work-related injury 
Oriflame all 0 0 0 No. of fatalities

Contractors/suppliers working on Oriflame 
premises or on behalf of Oriflame 0 0 0 No. of fatalities

High-consequence work-related injuries 
(excluding fatalities)

Oriflame all 0 0 0 No. of fatalities

Contractors/suppliers working on Oriflame 
premises or on behalf of Oriflame 0 0 0 No. of injuries 

Lost-time work-related injuries

Oriflame all 14 7 9 No. of injuries

Manufacturing 3 1 1 No. of injuries

Non-manufacturing 11 6 8 No. of injuries

Contractors/suppliers working on Oriflame 
premises or on behalf of Oriflame 1 0 0 No. of injuries

**Frequency rates are calculated per 1,000,000 working hours, on the basis of 8-hour working days.
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Occupational health and safety 2020 2021 2022 Unit

Recordable work-related injuries

Oriflame all 22  11 12 No. of injuries

Manufacturing 3 1 1 No. of injuries

Non-manufacturing 19 10 11 No. of injuries

Contractors/suppliers working on Oriflame 
premises or on behalf of Oriflame 4 0 2 No. of injuries

Hours worked

Oriflame all 9,705,000 10,138,500 8,434,253 No. of hours

Manufacturing 984,336 1,619,289 1,328,864 No. of hours

Non-manufacturing 8,720,689 8,519,210 7,105,390 No. of hours

Contractors/suppliers working on Oriflame 
premises or on behalf of Oriflame N/A N/A N/A No. of hours

Work-related ill-health
Oriflame all 0 6 6 No. of recordable cases

Contractors/suppliers working on Oriflame 
premises or on behalf of Oriflame 0 0 0 No. of recordable cases

Absenteeism rate* Oriflame all 3.7 2.6 2.7 %

*Number of days of absence per number of working days.

Sustainable suppliers 2020 2021 2022 Unit

Remote and on-site audits
On-site audits 77  93 73 %

Remote audits** 23 7 27 %

**Implemented due to the Covid-19 pandemic.
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Sustainable suppliers 2020 2021 2022 Unit

Sustainability audit score 
results

A – Excellent 0 0 4 %

B – Good 42 55 50 %

C – Acceptable 50 24 27 %

D – Weak/Poor 4 21 11 %

E – Unacceptable 4 0 8 %

Human Rights 2020 2021 2022 Unit

Human rights assessments conducted for new markets N/A N/A 0
No. of 
human rights 
assessments

Business relationships with suppliers terminated due to human rights breaches or 
systematic cases of corruption and/or bribery 0 0 0 No. of suppliers 

terminated

Ethics and compliance 2020 2021 2022 Unit

Employees conducted Code of Conduct e-learning 409 1,262 317* No. of persons

Managers submitted the Annual Compliance Pledge 253 262 761 No. of persons

Oriflame Foundation 2020 2021 2022 Unit

Total amount raised for charity 1.18 0.92 0.73 €m
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SASB Index
For 2022 we are partially aligned with the Sustainability Accounting Standards Board (SASB) standard on Household 
& Personal Products within the Consumer Goods sector (version 2018-10).

Code Topic Accounting metric Location

CG-HP-140a.1 Water management (1) Total water withdrawn, (2) total water consumed, percentage of each 
in regions with High or Extremely High Baseline Water Stress

Water pp. 25-28
Performance summary pp. 107-127

CG-HP-140a.2 Water management Description of water management risks and discussion of strategies and 
practices to mitigate those risks Water pp. 25-28

CG-HP-250a.1 Product environmental, health, 
and safety performance

Revenue from products that contain REACH substances of very high 
concern (SVHC)

Respect for Nature – Goals and 
commitments p. 62

CG-HP-250a.3 Product environmental, health, 
and safety performance

Discussion of process to identify and manage emerging materials and 
chemicals of concern Formulations pp. 49-55

CG-HP-410a.2 Packaging lifecycle 
management

Discussion of strategies to reduce the environmental impact of packaging 
throughout its lifecycle Packaging pp. 43-48

CG-HP-430a.1 Environmental and social 
impacts of palm oil supply chain

Amount of palm oil sourced, percentage certified through the 
Roundtable on Sustainable Palm Oil (RSPO) supply chains as (a) Identity 
Preserved, (b) Segregated, (c) Mass Balance, or (d) Book & Claim

Forest pp. 29-33
Performance summary pp. 107-127

Sustainability Disclosure Topics & Accounting Metrics

Code Accounting metric Location

CG-HP-000.B Number of manufacturing facilities Geographical footprint pp. 11–12

Activity metrics
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Governance Strategy Risk Management Metrics and Targets

A) The board’s 
oversight of 
climate-related 
risks and 
opportunities.

Organising for 
improvements  
p. 93

CDP; C1.1b*

A) The climate-
related risks and 
opportunities the 
organisation has 
identified over the 
short, medium, 
and long term.

Climate scenarios 
pp. 100-102

CDP; C2.1a,C.2.3, 
C2.3a, C2.4, 
C2.4a

A) The 
organisation’s 
processes for 
identifying 
and assessing 
climate-related 
risks.

Sustainability 
risks pp. 96-102

Climate scenarios 
pp. 100-102 

CDP; C2.1, C2.2, 
C2.2a

A) The metrics 
used by the 
organisation to 
assess climate-
related risks and 
opportunities 
in line with its 
strategy and risk 
management 
process.

Respect for 
Nature – Goals 
and commitments 
pp. 56-62

CDP; C4.2, 
C4.2a C4.2b, 
C9.1

B) Management’s 
role in assessing 
and managing 
risks and 
opportunities.

Organising for 
improvements  
p. 93

CDP; C1.2, C1.2a

B) The impact 
of climate-
related risks and 
opportunities on 
the organisation’s 
businesses, 
strategy, 
and financial 
planning.

Climate scenarios 
p. 100-102

CDP; C2.3a, 
C2.4a, C3.1, 
C3.3, C3.4, 

B) The 
organisation’s 
processes for 
managing 
climate-related 
risks.

Sustainability 
risks pp. 96-102

Climate scenarios 
pp. 100-102 

CDP; C2.1, C2.2

B) Scope 1, 
Scope 2 and, 
if appropriate, 
Scope 3 green-
house gas (GHG) 
emissions and the 
related risks.

Respect for 
Nature – Goals 
and commitments 
pp. 56-62

Performance 
summary pp. 
107-127

CDP; C6.1, C6.3, 
C6.5

C) The 
resilience of the 
organisation’s 
strategy, taking 
into consideration 
different 
climate-related 
scenarios, 
including a 2c or 
lower scenario.

Climate scenarios 
pp. 100-102

C) How 
processes for 
identifying, 
assessing and 
managing 
climate-related 
risks are 
integrated into 
the organisation's 
overall risk 
management.

Sustainability 
risks pp. 96-102

Climate scenarios 
pp. 100-102 

CDP; C2.1, C2.2

C) The targets 
used by the 
organisation to 
manage  
climate-related 
risks and 
opportunities 
and performance 
against targets.

Respect for 
Nature – Goals 
and commitments 
pp. 56-62

CDP; C4.1, C4.1a, 
C4.1b, C4.2, 
C4.2a, C4.2b

TCFD Index

*CDP questionnaire Climate – Oriflame Holding Ltd.
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General disclosures

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 2: 
General
Disclosures 
(2021)

2-1 Organisational details

About this report p.147 
This is Oriflame p.10
Geographical footprint pp.11-
12
2022 Annual Report
Performance summary pp. 
107-127

2-2 Entities included in the organisation’s 
sustainability reporting About this report p. 147

2-3 Reporting period, frequency and contact 
point About this report p. 147

2-4  Restatements of information About this report p. 147

2-5 External assurance About this report p. 147

2-6 Activities, value chain and other business 
relationships

 This is Oriflame p. 10 
Geographical footprint pp.11-
12 
2022 Annual Report
Human rights pp. 70-73

GRI Index
Statement of use Oriflame Ltd. has reported the information cited in this GRI content index for the period  

1 January 2022 to 31 December 2022 with reference to the GRI Standards.

GRI 1 used GRI 1 Foundation 2021.

https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
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General disclosures

Omission

GRI Standard Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 2: 
General
Disclosures 
(2021)

2-7 Employees
2022 Annual Report
Performance summary pp. 
107-127

b.iii Information 
unavailable Data unavailable

2-8 Workers who are not employees
2022 Annual Report
Performance summary pp. 
107-127

c. Information 
unavailable

Data from previous 
reporting periods 
unavailable

2-9 Governance structure and composition
2022 Annual Report
Organising for improvements 
p. 93

c. vi., vii., viii. Not applicable

As a consequence of 
the delisting in 2019, the 
data is not applicable 
to Oriflame

2-10 Nomination and selection of the highest 
governance body 2022 Annual Report b.  Not applicable

As a consequence of 
the delisting in 2019, the 
data is not applicable 
to Oriflame

2-11 Chair of the highest governance body 2022 Annual Report

2-12 Role of the highest governance body in 
overseeing the management of impacts

2022 Annual Report
Organising for improvements 
p. 93

2-13 Delegation of responsibility for 
managing impacts

Organising for improvements 
p. 93

2-14 Role of the highest governance body in 
sustainability reporting

Organising for improvements 
p. 93
About this report p. 147

2-15 Conflicts of interest 2022 Annual Report

https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
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General disclosures

Omission

GRI Standard Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 2: 
General
Disclosures 
(2021)

2-16 Communication of critical concerns 2022 Annual Report
Human rights pp. 70-73

2-17 Collective knowledge of the highest 
governance body

Organising for improvements 
p. 93

2-18 Evaluation of the performance of the 
highest governance body

Organising for improvements 
p. 93 2-18 Not applicable

As a consequence of 
the delisting in 2019, the 
data is not applicable 
to Oriflame

2-19 Remuneration policies 2022 Annual Report a.ii., iii., iv., v.
b. Not applicable

As a consequence of 
the delisting in 2019, the 
data is not applicable 
to Oriflame

2-20 Process to determine remuneration a., b. Not applicable

As a consequence of 
the delisting in 2019, the 
data is not applicable 
to Oriflame

2-21 Annual total compensation ratio a., b., c. Confidentiality 
constraints Confidential information

2-22 Statement on sustainable development 
strategy CEO Statement pp. 8-9

2-23  Policy commitments Human rights pp. 70-73
Corporate website

https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
https://corporate.oriflame.com/About-Oriflame/Who-we-are/Code-of-Conduct-and-other-policies
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General disclosures

Omission

GRI Standard Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 2: 
General
Disclosures 
(2021)

2-24 Embedding policy commitments

Human rights pp. 70-73
Performance summary pp. 
107-127
2022 Annual Report

2-25 Processes to remediate negative impacts
Sustainability Strategy  
pp. 13-14
Human rights pp. 70-73

e. Information 
incomplete Information incomplete

2-26 Mechanisms for seeking advice
Report a legal breach or 
misconduct
Human rights pp. 70-73

2-27 Compliance with laws and regulations a., b., c., d Not applicable

No significant instances 
of non-compliance in 
relation to our material 
topics in 2022

2-28 Membership associations Stakeholder engagement  
pp. 89-91

2-29 Approach to stakeholder engagement Stakeholder engagement  
pp. 89-91

2-30 Collective bargaining agreements Performance summary  
pp. 107-127 b. Information 

unavailable

Terms of employment 
is based on local 
regulations in respective 
market

https://investors.oriflame.com/en/annual-reports
https://corporate.oriflame.com/About-Oriflame/Who-we-are/Code-of-Conduct-and-other-policies/Report-a-concern
https://corporate.oriflame.com/About-Oriflame/Who-we-are/Code-of-Conduct-and-other-policies/Report-a-concern
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Economic Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

Economic performance

GRI 3: 
Material 
topics (2021)

3-3 Management of material topics 2022 Annual Report

GRI 201: 
Economic 
performance 
(2016)

201-1 Direct economic value generated and 
distributed 2022 Annual Report

201-2 Financial implications and other risks 
and opportunities due to climate change 

CDP questionnaire Climate – 
Oriflame Holding Ltd. 

Material topics

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 3: 
Material
Topics (2021)

3-1 Process to determine material topics
Stakeholder engagement pp. 
89-91 
Materiality pp. 94-95

3-2 List of material topics Materiality pp. 94-95

https://investors.oriflame.com/en/annual-reports
https://investors.oriflame.com/en/annual-reports
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Economic Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 201: 
Economic 
performance 
(2016)

201-3 Defined benefit plan obligations and
other retirement plans 201-3 Not applicable Not material 

201-4 Financial assistance received from 
government 201-4 Not applicable Not material

Market presence

GRI 3: 
Material 
topics (2021)

3-3 Management of material topics Employee experience, pp. 
64-69

202-1 Ratios of standard entry level wage by 
gender compared to local minimum wage 202-1 Information 

unavailable Data is not available

202-2 Proportion of senior management hired 
from the local community 

Performance summary pp. 
107-127

Anti-corruption

GRI 3: 
Material 
topics (2021)

3-3 Management of material topics Human rights, pp. 70-73

GRI 205: Anti-
corruption 
(2016)

205-1 Operations assessed for risks related to 
corruption 205-1 Information 

incomplete

Anti-corruption is 
included in our risk 
assessments 

205-2 Communication and training about 
anti-corruption policies and procedures Human rights, pp. 70-73

205 -3 Confirmed incidents of corruptions 
and actions taken Sustainability risks pp. 96-102
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Environmental Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

Materials

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Forest pp. 29-33
Packaging, pp. 43-48
Respect for Nature – Goals 
and commitments, pp. 56-62

GRI 301: Materials (2016)

301-1 Materials used by weight or 
volume Forest, pp. 29-33

301-2 Recycled input materials 
used

Forest, pp. 29-33
Packaging, pp.43-48
Performance summary pp. 
107-127

301-3 Reclaimed products and 
their packaging materials 301-3 Information 

unavailable Data is not tracked 
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Environmental Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

Energy

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Climate, pp. 34-42
Respect for Nature – Goals and 
commitments, pp. 56-62

GRI 302: Energy (2016

302-1 Energy consumption 
within the organisation

Climate, pp. 34-42
Performance summary pp. 107-
127

302-2 Energy consumption 
outside of the organisation

Climate, pp. 34-42
Performance summary pp. 107-
127

302-3 Energy intensity
Climate, pp. 34-42
Performance summary pp. 107-
127

303-4 Reduction of energy 
consumption

Climate, pp. 34-42
Performance summary pp. 107-
127

302-5 Reductions in energy 
requirements of products 
and services

302-5 Not applicable Not material

Water and effluents

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Water pp. 25-28
Respect for Nature – Goals and 
commitments, pp. 56-62
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Environmental Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 303: Water and 
effluents (2018)

303-1 Interactions with water 
as a shared resource Water pp. 25-28

303-2 Management of water 
discharge-related impacts Water pp. 25-28

303-3 Water withdrawal
Water pp. 25-28
Performance summary pp. 107-
127

303-4 Water discharge
Water pp. 25-28
Performance summary pp. 107-
127

303-5 Water consumption
Water pp. 25-28
Performance summary pp. 107-
127

Emissions

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Climate, pp. 34-42
Respect for Nature – Goals and 
commitments, pp. 56-62

GRI 305: Emissions 
(2016)

305-1 Direct (Scope 1) GHG 
emissions

Performance summary pp. 107-
127
Climate, pp. 34-42

305-2 Energy indirect 
(Scope 2) GHG emissions

Performance summary pp. 107-
127
Climate, pp. 34-42
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Environmental Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 305: Emissions 
(2016)

305-3 Other indirect (Scope 
3) GHG emissions 

Performance summary pp. 107-
127
Climate, pp. 34-42

305-4 GHG emissions 
intensity

Performance summary pp. 107-
127

305-5 Reduction of GHG 
emissions

Climate, pp. 34-42
Performance summary pp. 107-
127

305-6 Emissions of ozone-
depleting substances (ODS) 305-6 Not applicable Not material

305-7 Nitrogen oxides 
(NOx), sulfur oxides (SOx), 
and other significant air 
emissions

305-7 Not applicable Not material

Waste

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Packaging pp. 43-48
Respect for Nature – Goals and 
commitments, pp. 56-62

GRI 306: Waste (2020)

306-1 Waste generation and 
significant waste-related 
impacts

Packaging pp. 43-48 
Performance summary pp. 107-
127

306-2 Management of 
significant waste-related 
impacts

Packaging pp. 43-48
Performance summary pp. 107-
127



Introduction Opportunity for  
Brand Partners Respect for Nature Passion for People Communicate  

and engage
Management  

approach AppendixAppendix

1402022 Sustainability Report | Oriflame Cosmetics

Performance summarySDG Index SASB Index About this reportGRI IndexTCFD Index

Environmental Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 306: Waste (2020)

306-3 Waste generated

Packaging pp. 43-48
Performance summary pp. 107-
127

306-4 Waste diverted from 
disposal

Packaging pp. 43-48
Performance summary pp. 107-
127

306-5 Waste directed to 
disposal

Packaging pp. 43-48
Performance summary pp. 107-
127

Supplier Environmental Assessment

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Human rights pp. 70-73

GRI 308: Supplier 
Environmental 
Assessment (2016) 

308-1 New suppliers 
that were screened using 
environmental criteria

Human rights pp. 70-73

308-2 Negative 
environmental impacts in the 
supply chain and actions 
taken

308-2 Information 
incomplete

We have a Responsible 
Sourcing Programme 
in place for our direct 
suppliers. Detailed data is 
not yet available. 
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Social Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

Employment

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Employee experience pp. 64-69

GRI 401: Employment 
(2016)

401-1 New employee hires 
and employee turnover

Performance summary pp. 107-
127

401-2 Benefits provided to 
full-time employees that are 
not provided to temporary or 
part-time employees

401-2 Not applicable Not material

401-3 Parental leave 401-3 Not applicable Not material

Labour/ management relations

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Employee experience pp. 64-69

GRI 402: Labour/
management relations 
(2016)

402-1 Minimum notice 
periods regarding 
operational changes

Performance summary pp. 107-
127
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Social Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

Occupational health and safety

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Employee experience pp. 64-69

GRI 403: Occupational 
health and safety (2018)

403-1 Occupational health 
and safety management 
system

Employee experience pp. 64-69

403-2 Hazard identification, 
risk assessment, and incident 
investigation

Employee experience pp. 64-69

403-3 Occupational health 
services Employee experience pp. 64-69

403-4 Worker participation, 
consultation, and 
communication on 
occupational health and 
safety

Employee experience pp. 64-69

403-5 Worker training on 
occupational health and 
safety

Employee experience pp. 64-69

403-6 Promotion of worker 
health Employee experience pp. 64-69
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Social Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 403: Occupational 
health and safety (2018)

403-7 Prevention and 
mitigation of occupational 
health and safety impacts 
directly linked by business 
relationships

Employee experience pp. 64-69

403-8 Workers covered by 
an occupational health and 
safety management system

403-8 Information 
incomplete

Data for all markets is not 
available

403-9 Work-related injuries
Employee experience pp. 64-69
Performance summary pp. 107-
127

403-10 Work-related ill 
health

Employee experience pp. 64-69
Performance summary pp. 107-
127

Training and education

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Employee experience pp. 64-69
Growth and development pp. 
18-19

GRI 404: Training and 
education (2016)

404-1 Average hours 
of training per year per 
employee

Performance summary pp. 107-
127

404-2 Programmes for 
upgrading employee skills 
and transition assistance 
programs

404-2 Information 
incomplete

Data for all markets is not 
available
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Social Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 404: Training and 
education (2016)

404-3 Percentage of 
employees receiving regular 
performance and career 
development reviews

404-3 Information 
incomplete

Data for all markets is not 
available

Diversity and equal opportunity

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Employee experience pp. 64-69

GRI 405: Diversity and 
equal opportunity (2016)

405-1 Diversity of 
governance bodies and 
employees

Employee experience pp. 64-69
Performance summary pp. 107-
127

405-2 Ratio of basic salary 
and remuneration of women 
to men

405-2 Information 
incomplete

Data for all markets is not 
available

Child labour

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Human rights pp. 70-73

GRI 408: Child labor 
(2016)

408-1 Operations and 
suppliers at significant risk 
for incidents of child labor

Human rights pp. 70-73
Socially responsible products,  
pp. 76-78

Forced or compulsory labor

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Human rights pp. 70-73
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Social Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 409: Forced or 
compulsory labor (2016)

409-1 Operations and 
suppliers at significant risk 
for incidents of forced or 
compulsory labor

Human rights pp. 70-73

Supplier social assessment 

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics Human rights pp. 70-73

GRI 409: Forced or 
compulsory labor (2016)

414-1 New suppliers that 
were screened using social 
criteria

Human rights pp. 70-73
Performance summary pp.107-127

414-2 Negative social 
impacts in the supply chain 
and actions taken

414-2 Information 
incomplete

We have a Responsible 
Sourcing Programme 
in place for our direct 
suppliers. Detailed data is 
not yet available

Customer health and safety

GRI 3: Material topics 
(2021)

3-3 Management of material 
topics

Consumer safety pp. 74-75
Passion for People – Goals and 
comimtments pp. 79-81

GRI 416: Customer 
health and safety (2016)

416-1 Assessment of the 
health and safety impacts 
of product and service 
categories

Consumer safety pp. 74-75
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Social Standards 

Omission

GRI Standard  Disclosure Location Requirement(s) 
omitted Reason Comments

GRI 416: Customer 
health and safety (2016)

416-2 Incidents of non-
compliance concerning the 
health and safety impacts of 
products and services

416-2 Confidentiality 
constraints Confidential information



Introduction Opportunity for  
Brand Partners Respect for Nature Passion for People Communicate  

and engage
Management  

approach AppendixAppendix

1472022 Sustainability Report | Oriflame Cosmetics

Performance summarySDG Index SASB Index TCFD Index GRI Index About this report

About this report
Oriflame has a strategy for becoming a 
more sustainable company which includes 
communicating openly on our commitments 
and progress. During recent years, we have 
gradually increased all our reporting as an 
organisation and published our first separate 
Sustainability Report in 2014.

This Sustainability Report covers material sustainability 
strategies, activities and performances for the company 
Oriflame Holding Ltd. and its sub-entities (called 
Oriflame in this report) during the period January 1 to 
December 31, 2022 unless stated otherwise. Franchise 
operations are not covered in this report. 

The Sustainability Report is published annually together 
with our financial reporting in the Annual Report. This 
report was published on Oriflame’s website, oriflame.
com, on April 21, 2023, where you will also find 
additional information about our sustainability efforts. 
This report has been prepared with reference to the GRI 
Standards 2021. A GRI Content Index is included in the 
Appendix of this report.

Information and facts are selected on the basis of 
sustainability aspects assessed and material to 
Oriflame’s operations and are based on the best 
possible sources known by the company. Regarding 
some information about the development of the 

company and its operations, references are made to 
the Oriflame Annual Report for the fiscal year 2022. 
Unless otherwise specified, all data concerning 
suppliers and suppliers’ factories includes all suppliers 
and factories that were active and approved for 
production during the reporting period. Our green-
house gas emission calculations and reporting are 
aligned with the Greenhouse Gas Protocol Standard. 

This report has not been externally assured. Our 
paper supplier questionnaires for paper and board 
packaging and catalogue paper have been developed 
by Rainforest Alliance to verify supplier claims of FSCTM 
certification or other credibly certified sources. This 
report has been developed and reviewed by Oriflame’s 
sustainability team, as well as relevant experts in the 
company, and is approved by the CEO.

Contact information
Antonia Simon-Stenberg 
Vice President, Head of Sustainability, Research & 
Development and Product Delivery  
sustainability@oriflame.com  

Copyright ©2023 by Oriflame Holding Ltd.
All rights reserved.
This report is produced by Oriflame Holding Ltd. 
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