SYSTEMATISKT ARBETE for en | Lot Amsén
HALLBAR VERKSAMHETSUTVECKLING | ' revember 2020

GUIDES FOR GOOD




Vi stodjer vara kunder med hallbar verksamhetsutveckling

\ [/
§ e Allt vi gér ska stdrka vara uppdragsgivare och bidra till en bdttre vérld!
v

ll‘~ Tillsammans bidrar vi till Agenda 2030 och de Globala mdlen

Strategi & Styrning Klimat & Planet Inkop & Leverantor

Kemikalier & Material Transparens & Fortroende
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https://trossa.se/none

AGENDA

* Bakgrund Vdsentlighetsanalys:
Allt cir viktigt — men vad dr viktigast?

* Systematiskt arbetssatt

* Skapa medarbetarengagemang
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Introduktion

OOOOOOOOOOOO



Sammanfattningsvis

Stora miljomassiga och Snabbt 6kande
sociala utmaningar forvantningar
BEHOV AV STRATEGI
—> OCH
KOMMUNIKATION

Foranderlig varld Komplexa vardekedjor
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Viisentlighetsanalys — vad?

Identifiera de viktigaste fragorna for att vara en langsiktigt ansvarstagande och
hallbar verksamhet.

Allt ar viktigt — men
vad ar viktigast?



Viisentlighetsanalys — varfor?

Fokusera pa ratt
saker “rikta kraften
ratt” —i arbetet och

kommunikationen

Leva upp till
omvarldens krav
och forvantningar




1. Identifiera

Viktiga fragor for intressenter?

Var paverkan pa manniskor, miljo och samhalle genom hela vardekedjan?

ﬂﬂ‘?@ Méijligheter och utmaningar for var verksamhet och vara mal?




Systematiskt arbetssitt

OOOOOOOOOOOOO



Lagkrav for verksamheten ——

Fokusomrade 1

Policy
Mal, Nyckeltal
Ansvarsfordelning
Instruktioner/utbildning
Handlingsplan
Uppfoljning

Ansvar & roller

Avvikelsehantering

Vasentlighetsanalys inkl
intressentdialog

v
Fokusomrade 2 Fokusomrade 3 Fokusomrade 4
Policy Policy Policy

MaL, Nyckeltal Mal, Nyckeltal MaL, Nyckeltal

Ansvarsfardelning Ansvarsfordelning Ansvarsfdrdelning
Instruktioner/utbildning Instruktioner/utbildning Instruktioner/utbildning
Handlingsplan Handlingsplan Handlingsplan
Uppféljning Uppfoljning Uppféljning

Organisation & ledarskap

Riktlinjer & instruktioner

Kommunikation internt & externt

Ledningens genomgang

«<—— Risker & moajligheter

Fokusomrade 5

Policy
Mal, Nyckeltal
Ansvarsfordelning
Instruktioner/utbildning
Handlingsplan
Uppfoljning

Utbildning

Internrevision



Management compass®

W = Wellbeing

Our employees all over the
world deserve a safe and
healthy working environ-
ment, and our customers
must have safe and satis-
fying products. We aim to
respect each individual's
human rights, and we do
treat people fairly. We en-
courage a balanced life,
and we offer possibilities
for personal development.

WELLBEING

N = Nature

As a family of outdoor brands and retailers, our
core business is equipping people to spend time
in nature. We therefore work actively to preserve
and protect our planet’s natural heritage and bio-
logical diversity and in the longer term contribute
to the restoration of degraded natural systems.

NATURE

SOCIETY

S = Societal responsibility

We uphold the highest standards of ethical in-
tegrity and practice good corporate citizenship in
the countries and communities where we are pre-
sent. Qur aim is to be a net contributor to a well
functioning society everywhere we do business.

ECONOMY

E = Economic
performance

and core business
processes

By developing, produc-
ing and selling high-qual-
ity, durable products, and
by continuously innovat-
ing, we will provide our
customers with high value
products and services, de-
velop long-term business
relationships and ensure
strong financial returns for
our shareholders, for many
decades to come.

-,
— L —

TROSSA

GUIDES FOR GOOD



Fenix Outdoor Supplier
Code of Conduct

ANNEX 2

For Fenix Outdoor International AG,
taking responsibility forms part of our
corporate culture and philosophy. We
believe that we need to build robust

and lasting business and stakeholder
partnerships. It is paramount important
to us to be fully understood and that our
suppliers and valued business partners
share our vision for a prospering global
society. Hence, we have set up this Code
of Conduct.

The Fenix Outdoor Code of Conduct
is a mandatory and non-negotiable
requirement that all of our suppliers,
including their subcontractors and
business partners, must follow. We
encourage our partners to adopt a
similar Code for themselves and set-up
clear and goal-oriented structures and

accountability systems in order to be
able to monitor the implementation.
Throughout the Code of Conduct, the
term “supplier” and “factory” is used,
standing as universal terms for our
suppliers, subcontractors and business
partners and their premises.

The Code forms the basis for our
business relationships and is therefore
an integral component of our agreement
with suppliers. Fenix Outdoor expects
suppliers to make improvements when
the Code of Conduct standards are
not met and to develop sustainable
mechanisms to ensure ongoing
compliance. We offer support and
training in how to implement the Code.
Fenix Outdoor reserves the right to
amend or modify the Fenix Outdoor
Code of Conduct at any time.

The Fenix Outdoor Code of Conduct
is based on the FLLA Workplace Code

of Conduct and current international
reference documents and standards,

including:

*  The United Nations Global
Compact,

*  The Universal Declaration of
Human Rights,

*  The International Labour
Organization’s (ILO) Declaration
on Fundamental Principles and
Rights to work,

*  The Rio Declaration on
Environment and Development,

*  The United Nations Convention
Against Corruption,

* The UN Convention on The Right
of the Child,

*  The European Convention for the
Protection of Animals kept for
Farming

*  Purposes, and

*  The European Convention for the
Protection of Animals during Inter-
national Transport and the Council
Regulation on the protection of
animals during transport.

1. Legal
requirements

We expect that our suppliers, in all their
activities, comply with the relevant and
applicable national laws in the country
in which they are operating. Should any
of the following requirements by Fenix
Outdoor be in violation of the national
law in any country or territory, the law
in that country take precedence over
the Fenix Outdoor Code of Conduct. In
such cases immediate reporting to Fenix
Outdoor is mandatory in order to decide
on how to proceed.

It is important to understand that the
requirements of Fenix Outdoor are not
limited to the requirements set forth by
national law. When legal requirements
are less strict than the Code, it is always
the Fenix Outdoor Code of Conduct that
applies to our suppliers. Suppliers shall
apply the highest standards at all times.

1.1 Corruption, extortion,
embezzlement and bribery

We trust that excellence of our
products is the key to our business
success. Therefore, we will deal
with all our customers, suppliers
and government agencies in a
straightforward manner and in
compliance with international anti-
bribery standards and local anti-
corruption and bribery laws. This
includes any transaction that might
appear to be arranged for granting
concessions or benefits.

Corruption or bribery, extortion, and
embezzlement, including any payment
or other form of benefit conferred on
any government official for the pur-
pose of influencing decision making in
violation of law, are strictly prohibited.
These actions may lead to the immedi-
ate termination of the business relation-
ship with Fenix Outdoor and/or damage
claims and legal actions.

2. Child labour

2.1 Definition

‘We define, in this context, the word
“child” as a person younger than 15
years of age as covered by article 2.3 in
the ILO convention No.138.

2.2 Policy

Fenix Outdoor does not accept child
labor. All measures to prevent child
labor shall be implemented taking into
account the best interests of the child.
‘We believe that children have the right
to develop and evolve, having a better
and more sustainable lifestyle than us.
Their exploitation for short-term gains
or benefits is unacceptable.

We base our policy regarding child
labor on the ILO convention No.138
recognizing the right of the child to be
protected from economic exploitation
and from performing any work that is
likely to be hazardous or to interfere
with the child’s education, or to
be harmful to the child’s health or

physical, mental, spiritual, moral or
social development. If the minimum
employment age, in the country in
which a supplier maintains its business
is higher than 15 years, then the
supplier must adhere to the national
law and regulations.

‘We acknowledge that according to
the UN Convention on the Rights
of the Child, article 1., a person is a
child until the age of 18. We therefore
recommend our suppliers to make sure,
that workers in the age group 15-18
years (“young workers”) are treated
accordingly. Limits for working hours
and overtime for this age group should
be set with special consideration to the
workers age.

2.3 Enforcement

If a supplier does not accept our policy
on child labor, we will not engage in a
relationship or discontinue our co-
operation with this supplier.

3. Workers rights

Every worker shall be treated with
respect and dignity. Fenix Outdoor
expects the suppliers to respect the
personal dignity, privacy and rights
of each individual and to prohibit any
kind of violence and assault at the
workplace, including threatening and
intimidating behavior and performance
of the worker. The workers shall be free
to lodge complaints with their superiors.
They have the right to directly approach
us, should they feel more comfortable
in doing so. The management of each
factory is obliged to inform their
workers about this code and to display
our contact details including the Email-
Hotline compliance@fenixoutdoor.se.
Under no circumstances does Fenix
Qutdoor accept that our suppliers use
humiliation or corporal punishment
or other forms of mental or physical -,
disciplinary actions. No worker shall be — —

subject to physical, sexual, psychological ]

or verbal harassment or abuse. OS S
.
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vaiuc

WELLBEING Well-being Economy

Compass Area Issue Description of 2025 Target KPI KPI Target

With respect to our  Child Labor Forced and  Zero incidents in our production No. of incidents Zero incidents

staff members our compulsory labor lines and processes

aim Is to ensurg Health and Safety Regular monitoring No. of audits; no. of incidents incidents / audit: < 1,5
that they enjoy a . ; no. : ,

high level of safety

and health at the Health and Safety Safe workplace No. of incidents No. of incidents / employee

workplace and that
they are inspired and

passionate. Health and Safety / Monitoring and audit results from No. of "major non-compliance below 0,5
Supply Chain supply chain visits finding”/no. of audits
Training and staff Conduct staff surveys, provide Surveys and results reflected
satisfaction education/training opportunities in corporate policies and

strategies; target: great place
to work awards as of 2025

E-Learning Global E-learnings on sustainability  Ratio: participants to Group Target ratio 1:1 per e-learning
FTE unit
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FACT SHEET
WELL-BEING 2019

2019 2018 2020 Goal
Child Labor 0 0 No cases
Health and Safety 2 entities 2 entities Possible OHSAS 18000
Hea_lth .and Saf.ety >90% >90 % 100 % of suppliers assessed
audits in suppliers

Training and education 30 90 monitering hrs/yr/employee

Staff Member Survey N/A N/A Regular staff surveys

STAFF DISTRIBUTION BY GENDER
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Hur sdtter vi mal?

OOOOOOOOOOOO



Vision och Mission nited Nations

lobal Compact
Strategisk positionering

Strategi, langsiktig affarsplan

L fumEe .

Risker och mojligheter

VASENTLIGHETSANALYS

1. Ta fram forslag med interna experter

2. Diskutera/férankra med dgarna, styrelsen, ledningen
Top-down 3. Faststallande
approach

Medel- till Overgripande mal

langsiktig

4. Ansvarsfordelning .
5. Lansering och implementering —_—
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Ambitiosa overgripande mal

pv o

Microsoft commits to achieve/?ero waste’ goals by

R DARING GOALS -
y 882 & ZERO WASTE BY 2030

meu;m | | 3 By 2030, Telia :Zr;;t)lizi
Apple commits to be 100 3' W|n s oun operar
percent carbon neutral for its

supply chain and products
by 2030

v
will be CO2 neutral with zero waste, notonly £
but throughout the value chain.

Framtiden 3
fossilfri

Vi vill gbra det mdéjligt att leva

fossilfritt i Inom en g€neration och
Vi driver p3 overgéngen till ett
hallbart energisystem,

Till 2022 ska alla plastférpackningar vara material-
atervinningsbara och till 2030 ska de dessutom vara
producerade av férnybar eller dtervunnen rdvara.

' GUIDES FOR GOOD



Att sitta delmal

Vision och Mission

Strategi, langsiktig affarsplan

Overgripande mal

BRI Affiirsplan ar 2021
approach
Kort- till Avdelningsmal / Mal dotterbolag

medel-
siktig Mal for team

a Individvella mél

TRes

ROSSA
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Specifik
Mtbar

Ambitiés, Accepterat, Attraktiv

Realistisk

Tidssatt

Minska den negativa miljopaverkan fran energiforbrukningen

Exempel 1 (inte sa bra) Exempel 2 (bra)

Vi ska installera 2023 ska andelen fornybar

solcellsanalaggningar pa energi (el, uppvarmning

vara fastigheter. och bransle till tjanstebilar)
vara 90% .

Basar 2019 = 75%



Skapa engagemang

OOOOOOOOOOOO



Det magiska receptet - engugemang

Individuellt vdlmdende Teamkénsla /trygghet Personlig identifikation

Tydliga och

. o + Meningsfulla uppgifter
meningsfulla mdl

Bra ledarskap

Uppfoélining och

.. . Kommunikation
utvdrdering (ev bonus)

Kompetens & Resurser

HROSS A
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Sammanfattningsvis

Folja upp,
mata &
kommunicera

Resurs &

kompetens

Handlings-

plan

Analys
nulaget

OOOOOOOOOOOO
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