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HIGHLIGHTS 2015 /2016 Unconventional and confident. With MARC O’POLO DENIM, our new, casual urban collection has successfully entered the market. How do we inspire customers? An overview of our collection lines can be found in the Profile on Page 5



In the „Working in Fashion 2016“ study of the TextilWirtschaft, we attained third place, and thus for the seventh time in a row, a top p osition in the ranking of the top employers of the fashion industry. How do we support our e mployees? Chapter Employees from Page 30



Our new building at our headquarters in Ste phanskirchen creates space for modern working environments and streamlined processes. For example, with our new photo studio, we can produce tailor-made photographic material directly on site. This is how we save valuable time – an important success factor in the digital fashion world. How do we secure our future viability? Chapter MARC O’POLO in Profile from Page 5 With an art & charity project MARC O’POLO is together with Massimo Vitali supporting the Italian human rights activist Nawal Soufi, who is campaigning for refugees in southern Italy. She was awarded the European Citizens‘ Prize in October 2016. How do we contribute to society? Chapter Society, Page 44



We have been involved in the Business Social Compliance Initiative (BSCI) for years in order to effectively address social compliance in the global supply chain. How do we work for more decent working conditions? Chapter Products & Supply Chain from Page 19
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DEAR READER, I present our Sustainability Report to you for the eighth time this year. It will be published just before the 50th anniversary of MARC O’POLO – at a time when we are dealing intensively with what defines us. As a result, we are looking at processes and structures with an open eye. We want to build on our past successes. Sustainable action and transparency about our activities are in dispensable for this. We look back on a turbulent year with many conflicting themes: the ongoing upheaval in the industry, the refugee crisis, changes in business areas and innovations for our future viability. In view of the continuously challenging business environment, we were able to maintain our position well in 2015 /2016. With MARC O’POLO DENIM, we have successfully launched a new collection line on the market. The voluntary commitment of our employees in the year under review impressed us greatly: The streams of refugees with which the Rosenheim region was confronted in the winter of 2015 /2016, were supported by our employees with 576 hours in the reception centers. Additional 537 kilograms of privately donated warm clothing. This record makes me personally proud.



We also take responsibility for our products and the social and environmental impacts along the textile supply chain. To address this complex area of responsibility even more effectively, we have expanded our sustainability management team and strengthened the issue of social compliance. At the company headquarters in Stephanskirchen we connect an energy-efficient new building with a concept for modern, flexible work environments. The integration of our own photo-studio allows us to achieve greater efficiency in the processes of photo-production and binds know-how to the company. The introduction of an energy management system opens up the potential for a holistic approach. Enjoy an interesting read and I am eager to receive your feedback on our activities.



Alexander Gedat CEO MARC O’POLO AG Stephanskirchen, December 2016
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MARC O’POLO IN PROFILE Premium, modern, casual – our company and our aspiration.
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OUR MISSION The freedom to be yourself: Individuality, high standards of quality and naturalness characterize the company culture of MARC O’POLO since the beginning. Behind this is an understanding of values, which is an aspiration to ourselves and our fashion, and strong key values, according to which we align our actions.



Natural, Simplicity, Quality, Personality, Innovation



We pursue this approach through the high quality of all fabrics and products used and the predominant use of natural, high-quality materials such as cotton, linen, wool and silk. A flawless processing, attention to detail and the desire to create favorite pieces define our style. Naturalistic, natural, modern – the MARC O’POLO style not only shapes our collections, but also our coexistence. Remaining faithful to ourselves is the guiding principle here. We are driven by the vision of being the leading modern casual lifestyle brand in the premium segment.



Natural reflects our historical connection to natural aesthetics.



Campaign 1967, Follow Your Nature
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OUR COMPANY MARC O’POLO stands for high-quality,  contempo rary premium modern casual wear. Founded in Sweden, based in Germany and represented in more than 30 countries: MARC O’POLO employs around 1,900 people worldwide.



To this day, the determination of our company‘s founders to bring their own ideas forward and to anchor naturalness as a central value, characterizes our com pany culture – from dealing with employees to designing the products.



The conviction of the company‘s founders characterize MARC O’POLO to this day: natural materials such as cotton, linen or silk unite the products that suit us.



MARC O’POLO AG is headed by a three-man board of directors, Alexander Gedat, as CEO, Jürgen Hahn as CFO, and since October 2016, Bernd Keller as COO. The six-member supervisory board is chaired by Werner Böck, the majority shareholder of MARC O’POLO AG.
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Corporate Structure Subsidiary companies under the umbrella of MARC O’POLO AG manage the various brand activities. Headquartered in Stephanskirchen, MARC O’POLO International GmbH is responsible for the design, production and distribution of the MARC O’POLO brand. Its subsidiary, MARC O’POLO Einzelhandels GmbH, is responsible for the operation of its own stores and online shops in European countries.



MARC O’POLO License AG controls the licensing business and marketing activities of the MARC O’POLO brand. It also holds MARC O’POLO‘s trademark rights. In China, subsidiaries co-ordinate purchasing in the Asian market (Hong Kong) and distribution in the Chinese market (Shanghai). In Europe there are sales subsidiaries in France and Sweden.



MARC O’POLO Shoes & Accessories GmbH was transferred to two subsidiaries after the end of the year under review: MARC O’POLO Shoes GmbH, which is responsible for the design, purchasing and distribution of shoes, and MARC O’POLO Accessories GmbH for the product sector bags and small leather goods. DENIM products are managed by MARC O’POLO DENIM & CAMPUS GmbH.



At present, MARC O’POLO AG, including subsidiaries, employs 1,907 people (as of May 2016). 80 % of the employees are employed in Germany, of which 43 % are based at the headquarters in Stephanskirchen. The 1,796 employees of MARC O’POLO International GmbH, including subsidiaries, account for 94 % of the total workforce.



43 % of the approximately 2,000 employees work at the company headquarters in Stephanskirchen, south of Munich.



MARC O’POLO AG Alexander Gedat (CEO), Bernd Keller (COO – since October 2016), Jürgen Hahn (CFO)



MARC O’POLO DENIM & CAMPUS GmbH



MARC O’POLO International GmbH



MARC O’POLO License AG



MARC O’POLO Shoes GmbH



MARC O’POLO Accessories GmbH



MARC O’POLO Einzelhandels GmbH



MARC O’POLO Hong Kong Ltd



MARC O’POLO Shanghai Trading Co. Ltd



MARC O’POLO Retail AB



MARC O’POLO France SARL
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Our Collections



Natural and modern. Our core collection Casual Women & Casual Men is crucial to the style and self-image of MARC O’POLO. Shoes & Accessories Natural materials, special details and a casual, urban design determine our shoe and bag collection. Licenses Body & Beachwear, Legwear, Eyewear, Home and Junior: Our licensing partners share our values and our demands regarding quality and design.



Authentic, natural and with a strong character: These are the collections of MARC O’POLO. As facets of our identity they reflect our roots and philosophy.



Stylish and striking: Our men‘s line convinces with individual design, perfect fit and sleek detail.



Exclusive and feminine: Exceptional materials and own design language represent the expansion of our portfolio in the Modern Premium Feminine segment.



Relaxed and internationally urban: the confident, unconventional and individual style is pure MARC O’POLO DENIM. Personality instead of perfection.
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Corporate Governance Together with our business partners and customers, we create lasting values and products of the highest quality. Within the framework of a strategic process, we began defining seven crucial dimensions in 2014. In 2015 the content of the dimensions were updated once again.



The trust of our customers and business partners is the most important factor for the success of MARC O’POLO. Freedom is a central value for our corporate decisions. Thanks to a high equity ratio, MARC O’POLO is able to make the investments necessary for long-term economic success independently. In the year under review, MARC O’POLO invested in a new company building with photographic studio. Putting the process of image creation at the head office, and as our own responsibility, ensures shorter paths and streamlined processes in order to quickly provide our channels or those of our business partners with photographic material.



One of the principles of good corporate governance is the responsible handling of business risks. The Management Board of MARC O’POLO AG maintains a risk management system. A targeted analysis and qualitative assessment of the internal and external risks, as well as the risk potentials are carried out on the basis of this. MARC O’POLO works with detailed reporting and balanced scorecards to identify possible risks and address them as early as possible. Through the latter, we have incorporated sustainability figures in corporate management in 2014. In accordance with German stock corporation law, a Supervisory Board advises and supervises the three -man Executive Board in the management of the company. It is involved in strategy and planning, as well as in all fundamental business issues. We are neither involved in lobbying nor political donations. A data protection officer monitors the confidential handling of customer, supplier and employee data. In the reporting period, no fines were paid due to non-com pliance with the law; there were also no compliance violations.
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DIMENSIONS OF THE MARC O’POLO STRATEGY · BRAND · PRODUCT · INTERNATIONALITY · FREEDOM · EMPLOYEES · MODERNITY · SUSTAINABILITY



OUR OPERATIONS The business development of MARC O’POLO AG has seen a steady growth in sales over the last few years (see chart). In the fiscal year 2015 / 2016, we generated brand sales (including licenses) of EUR 464 million (as of 31 May 2016) across the Group and are at the previous year‘s level.



EUR million



500 + 3 %



0%



464



464



14/15



15/16



+ 8 % 450 + 4%



In light of the new challenges facing the fashion industry, we are satisfied with this result. At the same time, we are committed to constantly optimizing our processes and our actions in order to remain successful in the long term.



400



350 452



The profit margin after tax was in the single-digit range in the year under review. Our equity ratio remains very high.



420 300



MARC O’POLO collections are available in more than 30 countries worldwide. Germany accounts for 70 % of sales and 30 % of exports. Other important markets are the Benelux countries, Austria and Switzerland. Since 2014, we have been successfully present on the Chinese market. We are continuing to expand our activities there.



250



Financial year
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13/14



With a brand turnover of EUR 464 million, MARC O’POLO has once again asserted itself in a challenging environment.



Sales Structure MARC O’POLO International GmbH, based in Stephans kirchen, is responsible for the national and international distribution of the MARC O’POLO products. In the Modern Casual Premium segment, MARC O’POLO offers eight collections with ten delivery dates a year. In addition, the MARC O’POLO Pure and MARC O’POLO Mr. collections, as well as MARC O’POLO DENIM are available for the first time in the spring/summer season 2016. As of May 2016, MARC O’POLO International GmbH in Germany supplied 1,332 trading partners and 805 trading partners in the international market across all collections.



The MARC O’POLO stores are important for brand presence. In addition to 55 stores in Germany, we have 55 own stores abroad. Distribution channels (As of May 2016) National and international 



number



Own MARC O’POLO Stores Franchise Stores Trading partners 



110 190 2.137
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MARC O’POLO supplies over 2,000 trading partners worldwide



APPROACH TO SUSTAINABILITY Sustainability is one of seven dimensions which are essential for our success.
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OUR STRATEGIC APPROACH Sustainability is of strategic importance to MARC O’POLO. Naturalness, ecological awareness and the appreciation of the individuality of people have always been part of our brand. Sustainable management and responsibility for our products also is part of this. Due to global challenges, future viability requires the  consistency of economic success with environmental awareness and social responsibility. Within the framework of a strategy process, we have defined sustainability as one of seven dimensions of the MARC O’POLO roadmap.



With our focus on natural quality and timelessness, we focus on a sustainable approach to fashion. As a German company in the clothing industry, we are part of an industry that is undergoing profound structural change and faces numerous challenges.



The globalization of the value chain, rising competition and cost pressure, decreasing price stability among customers and changing purchasing behavior demand a high degree of innovation. The biggest challenges are, however, those that we can influence only to a limited extent: the social and ecological problems in the supply chain – which are not in our direct sphere of influence. Together with business partners, suppliers, stake- holders, we achieve greater leverage and work step by step towards socially acceptable and environmentally friendly produced clothing. The clothing industry is the second largest consumer goods sector in Germany. As a strong, innovative brand, MARC O’POLO can influence social trends in retail. With our focus on natural materials, quality and timeless style, we are committed to the sustainable handling of clothing. The challenge is to bring the laws of the market and diverse customer needs in line with sustainability criteria.
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OUR APPROACH · Profitability · Ecological Awareness · Social Engagement · Longterm Reliability



Areas of Activity Sustainability is an integral part of the strategy and is implemented at MARC O’POLO in five operational areas of activity. The areas of activity combined with the sustainability topics that are important to us. We also structure the content of our sustainability reporting according to them. We define measures for each area of activity, which we direct with our integrated Balanced Scorecard. The definition of the main topics is based on MARC O’POLO’s core values, the social and environmental challenges of the clothing and textile industry (with emphasis on the supply chain), as well as customer expectations which are brought to our attention via our dialogue channels. In principle, we see great potential for development of our company in sustainable processes.



Products & Suppliers · Social & ecological responsibility in the supply chain · Long-term supplier relations · Product safety · Sustainable products



Employees · Employee satisfaction & diversity · Values-based corporate culture · Site appeal · Innovation capability



Environment · Resource-efficient production & transport · Energy & resource efficiency at own location



Areas of activity and key issues Corporate Governance · Competitiveness · Investments · Values & Principles · Processes, Goals & Controlling · Quality- & Risk Management · Stakeholder dialogue



Society · Sustainable consumption · Ethical Marketing · Social & cultural engagement
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SUSTAINABILITY MANAGEMENT For MARC O’POLO, an integrated approach is the right way to deal with the diversity of the company’s sustainability-relevant issues in an appropriate manner. We have been steering our activities with a Balanced Scorecard, which we have extended to include ecological and social aspects – such as the share of BSCI -audited suppliers or in-house energy consumption, for several years now. Many corporate divisions have their own Scorecard and concrete objectives. An aggregated Top Balanced Scorecard, including sustainability- related aspects, is communicated to the Management Board on a monthly basis. The sustainability management of MARC O’POLO AG is located in the areas of purchasing, production and strategic controlling.



Strategic Controlling reports directly to the Chief Financial Officer. The role of Energy Management Officers is also occupied in this staff unit. This s upports the operational design of the energy management s ystem ISO 50001: 2011, which has been implemented since 2015. Two sustainability managers and a social compliance manager are responsible for sustainability issues in the area of central purchasing / p roduction. Together with our business partners, suppliers and accredited certification and auditing companies, they are developing concepts to meet the global challenges of the t extile and clothing industry – in relation to the value chain, social and environmental responsibility, p roduct safety and more sustainable products.
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DIALOG CHANNELS We maintain a collaborative and trustful dialog with our stakeholders. We have regular contact with them about their concerns via different formats. In addition to personal exchanges, we engage in initiatives and memberships, participate in events or workshops, and invite companies and people from different sectors to discussions at our location. We regularly consult our customers in the wholesale and retail trade about their perception of the MARC O’POLO brand.



In 2015, MARC O’POLO evaluated which sustainability issues our customers were mainly concerned with for the first time during the year under review. It is important to us to strengthen the exchange with our stakeholders and gain new insights from the dialog. In 2015, for example, we systematically evaluated, for the first time, which sustainability-related areas our customers were concerned with during the year under review.



The meaningful results help us to make consumer communication more responsive to needs in the future. We attribute the decline in requests for animal protection to our improved measures and communication about the product. For example, consumer questions on down-harvesting could already be answered at the time of purchase by marking the product accordingly. We answer a large part of frequently asked questions on our company website. We personally and promptly answer all consumer requests levelled at us directly. Consumers most fre quently inquired about our measures in the countries of production. We substantially expanded the dialog with our employees in 2015. In addition to the quarterly information event at our headquarter in Stephanskirchen, the Management Board informs the company about important developments and objectives every two months with the CEO News. Since the middle of this year, there has been an opportunity to anonymously comment and criticize on the company’s internal website, Share with MARC O’POLO. The topics are regularly reviewed by the Management Board for consideration.
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TOGETHER, MORE CAN BE ACHIEVED. MARC O’POLO IS INVOLVED IN THE FOLLOWING MEMBERSHIPS AND INITIATIVES: · Business Social Compliance Initiative (BSCI) · Dialog Textile Bekleidung (DTB) · Textile Exchange (sustainable textile standards) · German Fashion Modeverband e.V. · Fair Company (Employer initiative for fair internships) · Initiative for fair and career development trainee programs (Graduate) · Human Capital Club e.V. · Dt. Gesellschaft für Personalführung (DGFP) / German Association for Personnel Management · GS1 Germany GmbH / GS1 Retail AB (Standards for article identification) · ICA Rosenheim (Regional company exchange) · Association of state vocational schools 2 – Rosenheim



Stakeholders of MARC O’POLO AG We maintain dialog with our stakeholders and exchange information on their and our specific topics through a variety of channels. In the presentation of stakeholder concerns, we have limited ourselves to the topics of the 2015 / 2016 reporting year. Garment industry Associations / Competitors / Training courses and seminars on specific topics (such as DTB-Dialog Textilbekleidung / German Fashion) Topics: current information / market and legal requirements / best practice in sustainability management Employees Intranet Inside MARC O’POLO / Happy Hour / CEO News / Round Tables with the Management Board / FeedbackPage “Share with MARC O’POLO” / Presentations Topics: current issues and projects / changes at stores and at headquarters / suggestions and criticism Suppliers Personal exchange / cooperation with sustainability management / invitation to headquarters Topics: Planning security / long-term cooperation / support for implementation of sustainability requirements Business partners Licensing partners / cooperating partners / banks Topics: Survey of wholesale customers / events for fran chise partners / exchange meetings / Purchasing guidelines



(Code of Conduct) / Customer satisfaction (Wholesale) / market shares Shareholders Management report / Annual General Meeting / Personal exchange / Monthly board meeting / supervisory board meetings Topics: long-term profitability / good employer / Visions implementation / achievement of strategic goals Customers and Consumers Website / Sustainability Report / Customer Survey / Direct sales and customer service / answering individual queries / events in branches Topics: Production countries / social responsibility / Supply chain / animal protection / customer satisfaction Society Potential employees / Region Stephanskirchen / Public Relations & Press / Website / Sustainability Report / College cooperations & talks / Career & University fairs / Events at headquarters / Direct contact with community, neighbors and other companies in the region Topics: social responsibility in the region / education / dialog willingness Initiatives and NGOs BSCI contact group meeting (twice a year) / Dialog within the „Textile Exchange“ membership Topics: Sustainability standards in the supply chain / Best practice examples for implementing the BSCI system
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STAKEHOLDER DIALOG



PRODUCTS & SUPPLY CHAIN We are aware of our responsibility along the global supply chain. With our binding sustainability standards, we are taking an important step towards socially responsible and environmentally compatible products. 19
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OUR CHALLENGES The high aspiration we have for our products includes the desire that they are produced under decent working conditions. The supply chain of the garment industry presents numerous environmental and social challenges. We are aware of these challenges and are trying to assert our values and requirements in working with our suppliers. As a medium-sized company, MARC O’POLO alone, however, has only a limited degree of power. That is why we count on the concentrated strength of  coopera tion, as part of our membership in the Business Social Compliance Initiative (BSCI). We also try to focus our resources on those solutions that we are able to influence and control adequately. Dealing with complexity A high division of labor and personnel-intensive production are characteristic of the textile supply chain. The fashionable demands on our products and the range of products in our collections result in complex, dynamic



supply chains, and a variety of direct and indirect suppliers. Fast collection changes often result in high time pressure. Our challenge is to influence the various production phases to different degrees with our sustainability measures (see the graph on the following page). In order to be able to compete in a highly competitive market, we are producing in countries which are generally customary in the textile industry. Structural and geographic risks for sustainability management, such as political changes or the shift to new production countries, are associated with this. In the countries of production, lower standards usually apply to the protection of workers and the environment or the use of chemicals. Therefore, additional efforts are required to reconcile local conditions with our requirements and values as well as the requirements of our customers. Our suppliers are mainly located in China, India and Turkey.
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Our aspiration is that our products are manufactured under decent working conditions.



An overview of our supply chain



1. RAW MATERIAL EXTRACTION AND PROCESSING



Cultivation



Processing & dyeing



Knitting & weaving



3. LOGISTICS



2. MANUFACTURE



Purchasing materials



Manufacturing & assembly



Finishing



Transport



Storage & delivery



4. UTILIZATION



Wear & Washing



Disposal & Recycling



OUR ECOLOGICAL & SOCIAL CHALLENGES



·T  ransparency beyond the direct supplier structure to the preliminary stages in the supply chain · Reduction of water and energy consumption during cultivation and processing (bleaching, dyeing) · Reduced use of pesticides, fertilizers and defoliants in conventional cotton farming · Responsible handling of chemicals (bleaching, dyeing and tanning of leather) · Responsible handling of animals (leather, wool, down)



·O  wn, complex supply chains with different challenges for all materials and components · Enforcement of decent working conditions · Responsible handling of chemicals in finishing and wet processes · Reduction of water consumption in wet processes (such as garment dye, stonewash) · Reduction of energy consumption during manufacturing



· Use of more sustainable transport methods and timely control of goods if short delivery times are required (quick collection changes) · Resource-saving and environmentally friendly, recyclable packaging



· Demand for fashionable, high-quality and sustainable products in relation to the customer‘s price willingness · Low-pollutant clothing (product safety) · Resource-saving textile care at the consumer (extended use phase, detergent use) · Disposal and recycling behavior of the customer · Working towards closed textile cycles



·C  O² saving through sustainable transport methods · Optimization of transport logistics on site (reduction of journeys) · Reuse and recycling of plastic jacks necessary for transport logistics



· Durable and high quality products · Labels for marking of sustainably produced products · Establishment of a cooperation on textile recycling · Fabric recycling · Care labelling



OUR ANSWERS



· Increased use of sustainable and certified materials such as Lyocell and yarns from organic agriculture · Limitation of the use of chemicals through company standards (minimum requirements) · Materials from animals reared in species-appropriate conditions (e.g., IDFL certified down)



·B  SCI supplier audits · Limitation of the use of chemicals through company standards (minimum requirements) · Restriction of sandblasting procedure for jeans · Eco-friendly production processes like Blue Dot for women jeans · Eschewal of exotic leather, fur and angora wool
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RESPONSIBILITY IN THE SUPPLY CHAIN MARC O’POLO strives to establish lasting and openminded collaboration with its suppliers. We are pursuing a purchasing strategy that relies on trust and continuity. This provides more transparency and security in terms of the question of where and under which conditions our products are manufactured. It is important to us to work with partners who are able to implement our requirements regarding working conditions and product responsibility.



We have expanded our s ustainability management to strengthen the topic of social compliance in the supply chain. Fair and decent working conditions are not self-evident in some countries of production. Withdrawing from these regions would not help the local workers there – a large part of them women. In many cases, jobs in the textile industry are the only way to generate their own income. Rather than avoiding specific production countries, it is,



in our opinion, particularly important to ensure within the sphere of influence that our requirements for socially acceptable working conditions are implemented by the supplier. In 2015, we have expanded our sustainability management system to meet this requirement even further. A social compliance manager can now control the processes for supplier management more systematically than before. MARC O’POLO Code of Conduct The MARC O’POLO Code of Conduct forms the basis for the production of our products and the implementation of our values. It combines our requirements and is compulsory for all our suppliers. Criteria for the implementation of decent working conditions are regulated by the Business Social Compliance Initiative (BSCI) Code of Conduct. This takes into account the relevant international guidelines and agreements on human rights, labor protection and fairness in the supply chain. It forms the basis of the MARC O’POLO Code of Conduct and is monitored by re gular audits. In addition, our Code of Conduct includes requirements for animal welfare and prohibits the use of certain production techniques (see column on the right).
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THE MARC O’POLO CODE OF CONDUCT. 1. CODE OF CONDUCT OF THE BUSINESS SOCIAL COMPLIANCE INITIATIVE (BSCI) This includes the following international directives and agreements: · Core labor standards of the International Labor Organization (ILO) · Universal Declaration of Human Rights · UNICEF guidelines on children‘s rights and entrepreneurship · OECD Guidelines for Multinational Enterprises · UN Guidelines „Economy and Human Rights“ · UN Global Compact 2. ADDITIONAL REQUIREMENTS BY MARC O’POLO ON LABOR AND ANIMAL PROTECTION: · Exclusion of controversial production techniques such as the sandblasting process · Exclusion of real fur, exotic leather and angora wool · Standards for materials from species-appropriate animal husbandry (such as down)



The Business Social Compliance Initiative (BSCI) In cooperation with others, solutions can be developed that go beyond the spheres of influence of an indi vidual company. The BSCI is an economic initiative of about 1,800 participating commercial enterprises. MARC O’POLO International GmbH has been a member since 2009 and the entire MARC O’POLO AG joined in 2014. BSCI offers its member companies an industry- leading supply chain management system to improve working conditions in the global supply chain. In this way, social standards can be monitored and a continuous improvement process can be initiated. BSCI principles · Right to freedom of association and collective bargaining Respect the right of workers to form trade unions and to engage collective bargaining · No discrimination Ensuring equal opportunities and no discrimination against workers · Fair remuneration Respect for the right to fair remuneration,  meaning payment of at least the statutory minimum wage or, if higher, the industrial standard approved on the basis of collective bargaining



· Decent working hours Compliance with the statutory regulation of working hours · Occupational health and safety Ensuring a healthy and safe work environment · No Child labor No employment of workers under the legal minimum age · Special protection of young workers Providing special protection for non-adult workers. · No precarious employment Recruitment on the basis of documented contracts according to the law · No bonded labor No involvement in any form of forced servitude, trafficked or non-voluntary labour · Protection of the environment Taking the necessary measures to avoid environmental degradation damage · Ethical business behaviour No toleration of any acts of corruption, extortion, embezzlement or bribery
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THE BSCI SYSTEM IS BASED ON THREE PILLARS 1. MONITORING Monitoring of suppliers, as well as monitoring of corrective actions based on the BSCI audit standard. 2. EMPOWERING Enabling suppliers to implement improvements with the support of free workshops. 3. ENGAGING Dialog with national and international stakeholders such as government repre sentatives, NGOs, trade unions, company representatives, buyers and suppliers. Violations in the supply chain are often caused by structural, political, cultural and economic challenges.



Auditing In order to monitor compliance with the BSCI Code of Conduct, audits are carried out at our suppliers (primarily in risk categories). The focus is on sewing, in particular, since this activity is not highly automated and very personnel intensive. As a BSCI member, we expect continuous improvement from our suppliers. The BSCI-audit allows us to get a better impression of the state of implementation of decent working conditions. An audit can reveal weaknesses and show possible improvements.



We expect continuous improvement from our suppliers. We check this through regular audits. Complete compliance with the BSCI Code of Conduct is a process that requires a considerable amount of time, resources and effort. Gaps, flaws and unpredictable events cannot be ruled out. Nevertheless, we strongly support



the early identification and elimination of these factors in our supply chain. SA8000 certification In addition to the BSCI-standard, we accept companies with a valid SA8000 certificate from Social Accountability International (SAI), a multi-stakeholder initiative. A manufacturer with a valid SA8000 certification is evaluated in the BSCI-system with the result „B-Good“. The SA8000 is an internationally recognized standard with very strict requirements on working and social conditions. Enabling suppliers Capacity building on the supplier side is a central factor for a continuous improvement process. MARC O’POLO alone does not have the resources to systematically train its suppliers. The Foreign Trade Association (FTA), the umbrella organization of the BSCI, has, however, launched the FTA Academy in 2016. Production facilities that require support for the  implementation of the BSCI requirements can now participate in an even greater  amount of free workshops and webinars. The costs are borne by the BSCI members.
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The audit process As part of the BSCI audits, we work with independent auditing and certification companies accredited by the Social Accountability Accreditation Services (SAAS). This ensures that our social audits are carried out according to globally uniform standards. The BSCI approved auditing companies are regularly audited as part of BSCI quality assurance. The auditors master several languages and usually come from the same region as the production companies. The scope, validity and duration of these audits are defined in accordance with the regulations of the BSCI. In addition, the BSCI conducts unannounced audits in the course of so-called Random Unannounced Checks



(RUC). The sampling procedure is the responsibility of the Secretariat of the Foreign Trade Association. Violations of our Code of Conduct In the case of repeated or serious violations of our Code of Conduct, we reserve the right to terminate the business relationship. However, in the context of a continuous improvement-based dialog, we view sanctions as a last resort. We are aware that the meaningfulness of one to two-day audits is limited. They merely represent a snapshot of a process, in which breaches of the rules are often difficult to detect.



With rating A (Excellent) or B (Good) Valid for 2 years



AUDITPROCESS



FULL AUDIT



FULL AUDIT within 12 months



within 12 months



FOLLOW-UP AUDIT Review the implementation of improvement measures



With rating C (Acceptable) and D (Insufficient): Action plan for improvements
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PRODUCT RESPONSIBILITY In addition to dealing with the social challenges in the supply chain, our task is to counteract the potential environmental impacts of production. In particular dyeing, washing and other chemical finishing processes present the risk of contaminating air, soil and water and can affect human health, if not regulated. Responsible handling of chemicals is a fundamental part of our product responsibility. In addition to the important issue of consumer protection, this also includes standards for protecting workers in the supply chain and minimizing environmental impacts. Responsible handling of chemicals Each of our products has to meet certain quality and safety requirements. The guidelines for procurement are rooted in our production guideline (which contains general processing, quality and safety requirements) as well as in



our company‘s Minimum Requirements of Chemical Parameters (chemical minimum requirements). We want our customers to feel comfortable in MARC O’POLO clothing. Our suppliers are obliged to comply with our chemical minimum requirements. They apply to all materials used in our products, as well as to chemical substances used in finishing processes. The minimum requirements take account of the relevant national and international regulations and are regularly updated. We have defined strict requirements beyond the legal requirements in order to safeguard our products in numerous parameters as best as possible. Independent, accredited laboratories assess whether the chemicals and materials used meet our requirements through regular random checks.
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The use of chemicals cannot be avoided in textile production. This makes it all the more important to deal with these substances responsibly.



Sustainable Textile Fibers & Products The use of natural materials is part of the core of the MARC O’POLO brand: fabrics like cotton impress with their quality and wearing properties. Synthetic fibers are a much smaller part of our material mix. Since 2006, we have also been using more environmentally friendly textile fibers. Animal protection aspects also play a central role in the selection of our materials. We do all this with conviction. Modern Organic Products We use cotton, linen or wool fibers from controlled biological agriculture for our products which are labeled as Modern Organic Products. Strict conditions apply for cultivation and extraction of natural fibers in accordance with the legal guidelines for ecological agriculture. These include cultivation in crop rotation, the use of biological pest control and the abandonment of genetically modified seeds, synthetic fertilizers and defoliants during harvesting. Biologically produced wool is also subject to strict



guidelines regarding the keeping of animals and the use of medicines and pesticides. The yarns for our Modern Organic Products are obtained from suppliers certified according to the Global Organic Textile Standard (GOTS) or the Organic Content Standard (OCS). Both standards meet our requirements for organic farming. The range of our collection includes t-shirts, knitwear, blouses and shirts. In the MARC O’POLO Junior collections, a high proportion of GOTS certified yarns are used in the baby segment. In the Newborn/Baby segment, 80 % of the fibers are certified organic cotton. In the spring/summer of 2016, we observed a drop in demand by women with an approximately equal number of organic products on offer. For the men, we had approximately 30 % more organic products on offer in the same period, for which there was also greater demanded. Falling and rising demand can have numerous reasons. A robust analysis of trend development is not yet possible at this time.
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PERCENTAGE OF MODERN ORGANIC PRODUCTS IN THE TOTAL COLLECTION Spring / Summer 2016 8 % Fall / Winter 2015 4 %



At MARC O’POLO Junior we use 80 % fibers from certified organic cotton in the Newborn / Baby segment



Lyocell Lyocell is an industrially produced cellulose fiber with very positive wearing properties and ecological advantages compared to conventionally grown cotton. We are increasingly using them in the women‘s collection as an alternative to cotton fibers. Lower water and land consumption, as well as the reduced use of pesticides during cultivation are among the advantages. Lyocell is obtained from wood, a fast-growing raw material. Thus, unlike in cotton culti vation, there is no conflict with agricultural areas and thus no competition between crops and food. Blue Dot Pants, in our Casual Women collection, with a markedly reduced ecological footprint are labelled with the Blue Dot. The washing process for these products requires only one to twenty liters of water (instead of about 100 liters for conventional production) and saves up to 60 % of energy. At the same time, chemicals are largely precluded with at Blue Dot. Only 100 % biodegradable agents are used. At 5 %, the Blue Dot share among casual jeans products was low in the year under review. Although sales fluctuations are mostly due to reasons of fashion, the further decline in the Blue Dot share (previous year: 12.6 %) led us to examine additional measures.



Animal protection The considerate handling of animals is a self-evident part of our company philosophy. For their protection, we have laid down appropriate guidelines throughout the company and continue to develop them on an ongoing basis. As a matter of principle, we do not use real fur, angora wool, or exotic leathers (snake, reptiles). We use leather from farm animals such as cow, lamb or goat. Compliance with our guidelines is checked by independent institutes, where necessary. For example, artificial furs used by us are tested using random sampling for real hair elements. The origin of the down and feathers used by us is tested by the independent institute IDFL (International Down & Feather Laboratory and Institute) and we mark this directly on our products. The certification helps us make sure that no animal is killed solely for down and feathers, no animal is forcefed (ban on foie gras production), and that down is not taken from living animals (ban on live plucking).
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Lyocell impresses with positive wearing properties and ecological advantages compared to conventional cotton. This is why we are increasingly using cellulose fibers.



We do not use real fur, angora wool and exotic leather.



Textile recycling A sustainable use of textiles also includes the recycling of used clothing, as well as unused materials. In 2015, we supplied unsellable production overhangs to textile recycling for the first time. We were thus able to keep 240 kilograms of material in the textile circuit as an admixture in defibration – and thus for further use, for example, as insulation material. The cooperation with the textile recycling system Packmee was unfortunately not continued in the year under review because the company ceased trading. We continue to strive to enter into a cooperation to promote textile recycling. Transportation & Logistics Transport and delivery of our goods are part of the value chain that we can help shape – even if we are limited by the laws of the fashion sector. We rely on ships as a means of transport and try to avoid flights where possible. In the field of on-site logistics in Germany, we have made progress in terms of CO2 efficiency: By using more powerful carton presses, we have been able to reduce waste disposal. The conversion of our logistics concept has also led to the fact that some of the goods are delivered



directly to retail by the supplier (an intermediate service provider who checks the goods and readies them for sale). This has halved the amount of journeys that were previously necessary. Packaging At MARC O’POLO, plastic hangers are used in trans porting our goods to the point of sale. So far, the waste generated in retail stores has been disposed of by a local waste manage system. In 2015, we launched a project to recycle hangers with the aim of keeping them in a material cycle and reducing the amount of waste generation. Within the framework of a one-year test period with 20 periods, we were able to recycle around 12,000 plastic hangers. The collected hangers are sorted by a service provider and can be recycled up to five times. Broken hangers are kept in the material cycle and serve as raw material for new hangers. Our B2B transport cartons, as well as the bulk of our packaging material in the retail market, are certified by FSC (Forest Stewardship Council).
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We were able to keep 240 kg of recycled production overhangs in the textile cycle in 2015.



We collected 12,000 plastic hangers as part of a pilot project, recycled them and thus kept them in the material cycle.



EMPLOYEES Creative, passionate and authentic. At MARC O’POLO, we have lived and worked with this philosophy for almost 50 years. 30
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OUR VALUES Our employees are the key to the success of MARC O’POLO. Our actions and brand understanding are based on our key values, and our employees are given the creative freedom to live them: naturalness, simplicity, quality, personality and innovation. At MARC O’POLO, we have been working with this attitude for almost 50 years. Our value-based corporate culture is reflected in all our processes: with clear structures and flat hierarchies, we create working conditions in which employees can easily integrate and contribute as best as possible. Our programs for professional and personal development promote motivation and qualifications. However, the most important building block for a trusting and productive working atmosphere is a human approach. We are an important employer in the region of Stephans kirchen in Bavaria – just under half of our employees work at the company headquarters. We are pleased that despite a challenging business environment in the clothing sector, at the end of the last financial year we were able to employ just as many employees as in the previous year. As of May 2016, MARC O’POLO AG employed 1,907 people worldwide (including apprentices, temporary staff, interns, graduates and trainees).



Creative A modern, dynamic environment inspires and motivates us. Passionate We act in a goal-oriented, quality-conscious manner and with a high degree of self-motivation. Authentic For us, living individuality means respect and fairness in dealing with each other. MARC O’POLO retail employed 1,006 people, 715 of whom were employed in Germany. 25.3 % of our employees were employed on a part-time basis in the year under review. The rate of part-time employment is generally high in the textile sector which is dominated by women.
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THE FREEDOM TO BE YOURSELF Staying true to yourself is our common theme: from respectful interactions with one another, flat hierarchies and creative freedom to the products we create.



DEVELOPMENT OF EMPLOYEE NUMBERS 2015 / 16



- 0,15 %



25,3 %



1907



2014 / 15



+ 0,15 %



22,9 %



1910



2013 / 14



+ 10 %



21,7 %



1907



Share of part-time employees Total employees



HUMAN RESOURCE MANAGEMENT A constructive working environment, as well as fair interaction with one another, promotes satisfaction and motivation. In order to establish a common understanding of good leadership, we have developed a leadership concept (see graph). It helps us to achieve the company‘s goals and live our mission. Humanity and mindfulness are our guidelines to be appreciative and effective in thinking, acting and communicating. In addition to reasonable remuneration, we offer our employees a variety of additional contributions. We support new colleagues at headquarters with 20 furnished, modern rental apartments in our immediate vicinity in order to facilitate their start in Stephanskirchen. Our employees can purchase MARC O’POLO products at r educed prices via the personnel purchase. All salaried employees are granted a subsidy to company pension provisions as well as capital-forming benefits. We also support trainees and



students with a book allowance, travel expenses allowance, housing allowance and a Bahncard 50. We promote new talent through our structured training program. We can quickly fill vacancies in the company with suitable candidates through our well-established human resources marketing. On our career webpage, we offer valuable information to future employees on MARC O’POLO as an employer, as well as the Stephans kirchen location, and we attend recruiting fairs. In addition, both employees and members of the Executive Board regularly provide external students with practical experience and insight into an internationally active fashion company, such as at the Reutlingen University of Applied Sciences or onsite at the company location for students from the LDT Nagold, the University Fresenius and the DHBW Villingen-Schwenningen, among others.
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LEADERSHIP MODEL



Think – freely



BE MINDFUL



Communicate – clearly



BE HUMAN



Act – powerfully



Communicating appreciatively Transparency and a continuous, cross-sector exchange are the basis for the successful cooperation of our employees. We attach great importance to open internal communication. Above all, it is the quality of the exchange between superiors and employees which makes good work possible. In an annual performance review, our executives and their employees, define individual target agreements and appropriate further training measures. Employees in retail, as well as at the company head quarters, are regularly and on their own initiative informed by the board through several channels. Several times a year, a rotating group of employees from all hierarchical levels are also invited to a round table: The opportunity to have personal exchanges with the Management Board is gladly used and is of importance to our management. Proposals for improvements in the company can be made by our employees through the feedback portal Share with MARC O’POLO.



Attractive employer For many years employer rankings have confirmed our excellent working conditions. In 2016, MARC O’POLO took third place behind Adidas and Hugo Boss in the study “Working in fashion” from the TextilWirtschaft (German specialist publisher), and thus once again received a top-ranking. In particular, the very good result in the area of „Social Responsibility / Sustainable Manage ment“ makes us very happy. 3,400 young and senior professionals (almost twice as many as in the previous year) were interviewed in the context of the study, which has been carried out since 2009. In the Focus/Xing Employer Study in 2016, we improved from place 23 to place eight in the second year (garment sector), and in the total ranking (1,000 employers from 22 industries) from place 636 to place 312. This extraordinarily positive result also encourages us in the direction we are taking. Employees from all hierarchical levels and age were asked about their satisfaction with leadership, perspectives, salary and the image of their employer.
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With 3rd place, MARC O’POLO is in a top position in the annual employer ranking “Working in Fashion” 2016 – just behind Adidas and Hugo Boss.



The Focus/Xing employer study also awarded good grades in 2016: Within one year, MARC O’POLO was able to improve from place 23 to place 8 within the clothing sector.



QUALIFICATION The training and further education of our employees plays a central role in our HR strategy. Young people can choose from 15 different training programs in the wholesale and retail trade at MARC O’POLO AG. In addition to a career as an executive, we also offer experienced employees the possibility of a professional career. Training In addition to the professional content within the framework of our supported training programs and dual studies, we place great importance on the promotion of independence, team spirit and responsibility. Even during their training, our employees take on challenging tasks, including a project selected by the Executive Board, which enables them to show their personal strengths. Complementary training and courses, like becoming a first aid medic, round off the training. We offer graduates with a university degree or advanced technical certificate an integrated degree program in cooperation with the Textile College (Textilfachschule) LDT Nagold (textile operator BTE) as well as in coopera tion with the Duale Hochschule Baden-Wuerttemberg



TRAINING RATES



Villingen-Schwenningen (Bachelor of Arts, BA / Bachelor of Science, B.Sc.).



During their training, our young employees take on challenging tasks and demonstrate their strengths.



10 % 5 %



12 % 5 %



10 % 4 %



TARGET



13 / 14



14 / 15
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15 /16



100 %



71 % 75 %



In the year under review, we employed a total of 60 trainees and dual students, 31 of them in the wholesale trade and 29 in the retail trade. Our take-on rate is proof of the quality of our training and at the same time satisfies our needs for skilled workers. Personal reasons, such as further studies, are the reason for the declining take-on rate.
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5 %



TAKE-ON RATES



55 %



In cooperation with the non-profit initiative JOBLINGE, we also offer pupils with difficult backgrounds an entry into the professional world. We offered six intensely accompanied internships during the year under review, as well as four outfit and applicant coaching sessions.



6 %



54 % 46 % 38 %



TARGET



13 / 14



14 / 15



WHOLESALE RETAIL * v alues refer to national companies.



15 /16



FURTHER EDUCATION Whether an up-and-coming executive, specialist or lifelong learner: We provide our employees with a comprehensive training program. Our in-house Academy at the company‘s headquarters includes seminars on methodological, technical and social competences, such as merchandising, communication or project management. The Retail Academy offers employees and teams tailor-made seminars for all career levels. This opens up further specialization opportunities in the areas of sales, visual merchandising and store management. In addition, we offer fresh momentum to all our employees through a series of lectures. In the year under review, lectures were held on the topics of „fashion against the background of social responsibility“ and „market economy“. Forging talents In conjunction with the HR department, our managers identify new talent. In the retail sector, new recruits receive excellent career opportunities nationally by pursuing our High Potential Program and internationally



with our Develop Yourself Program. The one-year Challenge Yourself! Program supports Young Talents at headquarters in the expansion of social and methodological competence. Under the motto Train up! we accompany our trainees on their training path in three modules. Within the framework of their own independent final project, under the slogan This is why we‘re here a comprehensive offer emerged for interested parties and applicants on the MARC O’POLO career web site. Learning how to lead We train senior staff within our Leadership Academy. New leaders are taught the most important leadership tools through the Leadership Essentials Newcomer training series to qualify them for their new function. In the year under review, we created a new module, Mindfulness for Head‘s, which aims to strengthen mindfulness in management – both in dealing with employees and with their own energy balance. By linking leadership, empathy, and authenticity, the executives get to a new understanding of effectiveness and learn new creative ways for themselves and their teams.
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AVERAGE DAYS OF FURTHER EDUCATION 2015 / 2016 Total 1.9 Wholesale 2.1 Retail 1.7



DEVELOP YOURSELF! Whether Leadership Academy, Retail Academy or In-house Academy – We promote all those, who want to learn and grow.



DIVERSITY & EQUALITY OF OPPORTUNITY Tolerance and fairness are fundamental elements of our corporate culture. Because diversity as a value involves equal opportunity and respect for the individual.



MARC O’POLO has a 62% share of women across all management levels. Significantly more female than male employees work at MARC O’POLO, which is common for the clothing industry. In the reporting year, 77.6 % of the



workforce was female. Our workforce is also very young with a share of the under-35s at 57 %. The average length of service for full-time employees is 5.1 years and for parttime employees 5.8 years. We compensate women and men according to their function based on market and performance criteria, independent of gender. Equal opportunity is our concern in relation to career advancement. Over all management levels, the share of women at MARC O’POLO AG last year was 62 %. Even though the figure is 2 % below the previous year‘s figure, it remains at a high level. 74 % of our store managers are female.
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EMPLOYMENT STRUCTURE BY GENDER 2015 / 2016 · 1907 Employees ( 77.6 %) · 82 Apprentices incl. Trainees ( 71.9 %) · 110 Lower Management Level ( 69.1 %) · 58 Medium Management Level ( 56.9 %) · 19 Higher Management Level ( 36.8 %) · 3 Executive Board ( 0 %)



LIVING & WORKING Having work and life in balance is crucial for mental and physical health, as well as for enthusiasm and motiva tion. For many young professionals this aspect is also crucial regarding the choice of their future employer. At the Stephanskirchen headquarters, the majority of employees have flexible working hours, more than half work on a trust basis. Where possible and operationally sensible, our employees can also work from their home office. In order to create a greater awareness of how to deal with ourselves and our own energy balance, we invited employees from all hierarchical levels, during the reporting period, to a lecture on mindfulness by the renowned Ayurveda physician Dr. Ulrich Bauhofer. Family-friendly Work With MARC O’POLO Family, we create the prerequisites for a family-friendly work environment. Throughout the Group, we offer various part-time models and ensure that managers are also able to work part-time. Employees on parental leave are invited to company



events and we keep them up-to-date via newsletters and access to our intranet. We facilitate the re-entry with a childcare allowance, if mothers want to return to their jobs with at least 30 hours per week within half a year of giving birth. We develop individual workplace solutions in consultation with all returning parents.



We create family-friendly structures with flexible work, part-time models and comprehensive support for parents.



For years, we have offered a varied holiday program for school-going children at the company‘s headquarters in Stephanskirchen for the summer, Easter and Whitsun holidays. The cost of the offer, in which 46 children took part in the year under review, is fully borne by the company. We continue to support full-time and part-time employees through our cooperation with the pme Familien service for the care of children or dependent relatives, as well as the INSITE advisory service for personal or professional crisis situations.
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EMPLOYEES ON PARENTAL LEAVE 2015 / 2016 Total 48 Mothers 38 Fathers 10



HEALTHCARE The health of our employees is very important to us. The MARC O’POLO Health Club at our headquarters offers a comprehensive range of health and fitness opportunities to the company‘s employees. Health starts in the mind, therefore information events and preventive measures are an integral part of our health program. Nationwide, our employees can benefit from discounted membership in various fitness studios. In the year under review, 549 employees took advantage of the offers available at the Health Club. The MARC O’POLO Health Club · Prevention Relaxation massages, nutrition coaching, detoxification weeks · Information Training on ergonomics at the workplace, lectures about motivation, time and stress management as well as healthy diet, among other things · Moving Running training, body Fit, yoga, pilates, EMS, hikes, fitness programs, beach volleyball, recreational soccer team, ski gymnastics



The annual company run is one of the highlights of the Health Club. With 53 runners, 10% of the employees at the company headquarters took part in the reporting year. The MARC O’POLO Mountain Lodge in the Thierseetal in Tyrol offers our employees an extraordinary recreational area for active, creative or communicative purposes. The cabin in a dreamlike environment can be booked by any employee. In the first half of the year, our employees climbed a total of 250,000 meters in altitude during their activities. Work safety At MARC O’POLO, a specialist for occupational safety ensures a safe working environment and develops preventive measures. The training of first responders is our lived practice. In the reporting period, a total of 21 employees participated in the courses in order to be able to intervene quickly in emergencies.
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REPORTABLE ACCIDENTS 2015 / 2016 Total 10 Accidents at work 5 Accidents on the way to work 5 Fatal accidents 0



HANDLING THE ENVIRONMENT It is part of our self-image to continuously improve our processes with the hope of an intact natural world.
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ENERGY MANAGEMENT As a diverse company with numerous locations, a diversified range of products and a high level of logistics, we have a special responsibility for environmental and climate protection, as well as for economical and efficient handling of energy. For many years, we have optimized our inhouse processes to increase their environmental friendliness. In 2015, in the course of the Energy Services Act, we decided to implement a holistic system with the certified energy management system DIN EN ISO 50001: 2011 and to professionalize us further: we would like to enable a more efficient use of resources and provide systematic proof of energy-relevant aspects. In the course of this, we have combined our measures and objectives into a binding energy policy. The MARC O’POLO – Energy Policy: · We commit ourselves to the continuous improvement of our energy and climate protection services · We mainly purchase renewable energies



· We promote energy and resource efficiency in the construction, operation and refurbishment of our buildings · We regularly inform the public about our measures and results Energy management is implemented by a nine-person energy team of experts from the fields of building management, human resources, fleet management, IT and store design. The energy management committee – consisting of the energy management officer, the energy team and the representative of the board – meets twice a year on measures and targets. Environmental and climate protection affects everyone: our employees are actively involved in the implementation of the measures and are regularly informed of progress made. Within a competition of ideas we are currently collecting advice on how to further improve our climate protection measures.
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The MARC O’POLO Energy Team is committed to climate and resource protection out of conviction: “I am glad to be part of this. We only have this one environment. In addition, e nergy efficiency saves much money – our IT Systems and Network Engineering division can actively support this.” “As head of building management, resource management is one of my main concerns. It is important to me that we, as a company, make the best possible contribution to leaving our descendants a healthy environment.” “Energy management is an important building block within our sustainability strategy. We from Fleet Management want to help as supporters and thinkers to make ecology and economic interests compatible.”



GREEN OFFICE Environmentally conscious action begins in daily life. As a result, we are sensitizing new employees during a two-day introductory event for the conscious use of natural resources and the careful use of materials, among other things. In the administration as well as in our own stores, we are mindful of an energy-saving handling of the office devices and work with around 500 energy-efficient LED monitors, which automatically switch off when not in use. In order to better monitor and control the power consumption of our electronic devices, we would like to use PDUs (Power Distribution Units) in the future. A test run was launched in the 2015/2016 fiscal year. For a lighting conversion in the warehouse, we measure the power consumption in the warehouse with measuring instruments. For a survey of the consumption values of our self-operated stores, we are currently still looking for a solution. We use paper from responsible forestry (FSC) for our office devices and packaging in our stores. We were able



to cut our paper consumption by around 250,000 sheets compared to the previous year. When it comes to procuring office materials, we pay more attention to environmentally friendly products such as recycled  plastic tape, wooden pens and refillable highlighters. We try to avoid wastes from the beginning and ensure proper disposal and recycling. Our hospitality policy prevents food waste and ensures that meeting attendees are served according to their needs. We dispose of packaging materials separately and recycle them. At the company headquarters in Stephans kirchen, a garbage press prepares the cardboard packaging in administration and logistics for further processing. At our location in Stephanskirchen, we spent 4,232 cubic meters of water during the reporting period. In addition to the use of gray water for the toilets, we are testing a new hygienic concept in the new building, which, if successful, will also be implemented in the other buildings. Infrared controlled taps avoid unnecessary water consumption. The concept also uses soap foam instead of liquid soap.
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WASTE AMOUNT 2015/2016 Total* RECYCLING PERCENTAGE Cardboard (administration and logistics) *412 m3 Film 8 m3 PAPER CONSUMPTION 2015 / 2016 Total 5,122,500 sheets Per employee 6,610 sheets DRINKING WATER CONSUMPTION 2015 / 2016 Total* 4,232 m3 Per employee** 5,5 m3 *At headquarters in Stephanskirchen **Full-time equivalents



BUILDING OPERATION & SHOPFITTING The efficient and ecologically sound design of our company buildings and retail outlets is one of the central levers for reducing our environmental impact. It is controlled by the building and facility management  departments, which are part of the energy team. We have been purchasing certified electricity from renewable energies for our buildings at the company head quarters in Stephanskirchen, our employees‘ apartments and – since June 2015 – our branches. We encourage our employees with a bonus to also privately switch to naturstrom. In the long-term, we want to convert the buildings at the company‘s site to environmentally  friendly heat supply with biogas. With a recently approved measure, we are continuing to save 50% of the energy consumption for lighting in our logistics center. We heat our logistics warehouse via a ventilation system with heat recovery. A company building completed in 2016 offers 1,900 square meters of space for 100 employees and space for flexible work. With an integrated photo studio, we are strengthening our future. Shaping modern, open and innovative working environments was as important to us as the implementation of ecological standards. A



building control system ensures that air-conditioning systems are automatically switched off when the windows



All our office buildings are heated and cooled by an air heat pump and ventilation systems with a high heat recovery ratio. are open. The light is automatically dimmed depending on the amount of daylight. Building automation facilitates the regulation of sustainable building services. Thus the office lighting switches off in all buildings if nobody is there. Our administrative building has solar water heating and heating support, as well as a photovoltaic system. The latter generates about 10,800 kWh of electricity annually and saves around 4 tons of CO2. For the furnishing of our retail stores, we purchase natural materials (wood), but we do not use tropical wood. We are able to recycle furniture, or reuse them – if they are well-preserved – to set up our factory outlets. The Deutsche Gesellschaft für Nachhaltiges Bauen (German Sustain able Building Council) already awarded the DGNBcertificate in gold to our Berlin flagship store in 2013.
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ENERGY CONSUMPTION HEADQUARTERS 2015 Total Current* 1,869,972 kWh Gas 1,201,128 kWh Per employee** 3,968 kWh ENERGY CONSUMPTION OWN STORES 2015 Current 4,542,418 Per employee ** 10,787 kWh CO2 EMISSIONS FROM ENERGY CONSUMPTION 2015 / 2016 (rounded figures) Total 4,100 t CO2 Own stores 3,000 t CO2 Headquarters* 1,100 t CO2 Per employee** 3.5 t CO2 * including employee apartments ** Full-time equivalents



MOBILITY We want to minimize the environmental impact of business travel and travelling to and from work. We continuously try to reduce our CO 2 emissions with our own mobility concept.



Our mobility concept includes strict travel guidelines, low-emission service and pool vehicles and the promotion of environmentally-conscious behavior. For new vehicles for our vehicle pool, we pay attention to low emissions. We were continually able to reduce the average CO2 emissions (see the table on the right). Employees who decline to use a staff car are rewarded with a mobility allowance. Since March 2015, the electrically powered Audi A3 e-tron has been added to our fleet. In 2016, we also entered into



a car sharing agreement with Audi Shared Fleet. From this, we expect a higher utilization of our vehicles, which is more ecologically beneficial than a larger number of rarely used cars. An Audi A3 Cabriolet may also be used privately by our employees. In order to form car pools, our employees network through the Social Mobility Network Flinc. We continue to support the private use of car sharing and bear the registration costs with the provider DriveNow. Our travel guideline ensures the environmental compatibility of business trips. Our employees use Deutsche Bahn for distances of up to 400 kilometers, which in turn uses green electricity. Employees who travel a lot receive a Bahncard, commuters receive a subsidy towards the Jobticket of the Deutsche Bahn. Rental cars in the smallest category or public transport are envisaged for short distances. We prefer to book hotels with a good sustainability performance, which we source on the basis of specially developed criteria. However, the supply is still low, so we cannot always live up to this aspiration. Emissions from business travel rose by 29 %.
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CO2 EMISSIONS BUSINESS TRAVEL (Flights) Total km 8,316,225 km Km per employee 7,137.7 km (FTE) Total CO2 emissions CO2 emissions per employee 



2017.1 t 1.06 t



COMPANY FLEET CO2 EMISSIONS per km: 2015 /2016 118.7 g CO2 2014 /2015 121.2 g CO2 2013 /2014 121.6 g CO2



SOCIETY Taking social responsibility is important to us. We also want to reaffirm our employees’ commitment to social responsibility.
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MARC O’POLO FOUNDATION The MARC O’POLO Foundation is the living expression of MARC O’POLO’s social responsibility as a part of s ociety, as well as a regionally based company and major employer. The foundation serves cultural and social purposes and also takes account of the artistic commitment by MARC O’POLO. History of the Foundation The foundation has launched several projects since its founding in 2009. The first and so far the largest was the initiation and financing of the sculpture path Nature and Reflection in 2010 together with the City of Rosenheim. In addition to the synthesis of art and nature, the aim was to involve young and internationally renowned artists from the German-speaking cultural area. Today In co-operation with the well-known children and youth initiative, plant-for-the-planet, a one-day academy was organized in 2016. How does our climate work? Why do adults and media talk about a crisis? And why does it



concern everyone? Within the framework of the plantfor-the-planet academies, children are being sensitized to the topic of sustainability and climate protection, and are learning to actively campaign for their future – a purpose which the MARC O’POLO Foundation would definitely like to support. The 35 participating children between 8 and 14 years of age were appointed as climate protection ambassadors at the end of the action-packed day. Together, the children also planted 75 trees. The concept of the plant-for-the-planet-academies is distinguished as an official measure of the UN Decade of Education for Sustainable Development. In the area of the promotion of the arts, the art mediation project Königskinder, was supported for the first time last year. In a 3-day seminar, young art mediators learned how to approach people on the subject of art. This program of the Pinakothek der Moderne was created during the annual summer exhibition on the island of Herrenchiemsee.
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The MARC O’POLO Foundation supports cultural and social purposes, especially at its location in Stephanskirchen.



Stop talking. Start planting: 75 trees have been planted by children participating in the Plant for the Planet Academy.



EMPLOYEE ENGAGEMENT We support employees who volunteer for the good of society and the region in their spare time. For their commitment to social or ecological projects, we release them from work for up to two days a year within the framework of our corporate volunteering program. Our employees at the company headquarters once again fulfilled all submitted wishes in cooperation with the children’s home Schöne Aussicht for Christmas. The children‘s self-made wish lists adorned the company  Christmas tree. Emergency aid for refugees The city of Rosenheim was a hub for the numerous refugee flows in the winter of 2015/2016. In this exceptional situation, an emergency aid program for refugees was created in cooperation with the Malteser Hilfsdienst (Order of Malta). The spontaneous commitment of our employees has deeply affected us. Initially, our 100



volunteers completed a compulsory health check to qualify for work in the reception center in Rosenheim. There, they distributed food to the refugees and sorted donated clothing during 546 voluntary hours. Our employees also supported them with donations: They donated 537 kg of warm clothes and blankets and handed over 60 boxes to the Maltesers. Integration project Each year, our trainees and dual students implement a project defined by the Board. In the year under review, the trainees cooperated with the association pro Arbeit Rosenheim and Soziale Stadt Rosenheim. Together with 20 young refugees attending the Rosenheim vocational college, our junior staff prepared a map of important contact points for asylum seekers, organized an information exhibition by Pro Asyl at the company head quarters, and actively supported the establishment of a „refugee café“ in Rosenheim.
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The city of Rosenheim was a hub for refugee flows in the winter of 2015/2016. As part of an emergency response, 100 of our employees were deployed at refugee reception centers.



CHARITY COLLECTION We want to link social commitment with our products. The message of our charity collection with the renowned actor and Oscar winner Jeff Bridges impresses with a value which has also gained in importance for MARC O’POLO: mindfulness.



We have already donated over 100,000 euros through our charity collections and thus promoted the spread of mindfulness as a positive value. Mindfulness is a central element of Buddhist teaching. It enables the ever-increasing speed and rush of life to be countered with deceleration, slowness, calm and balance.



Since 2014, we have launched a limited annual charity collection. Jeff Bridges, for whom mindfulness is close to his heart, developed the designs for our collection pieces and actively supported them. What began with the T-shirts of the ChariTee idea, have now expanded to collection pieces for ladies and children. Some of the proceeds from the collection go to the Californian Institute of Com passionate Awareness (T.I.C. A.). The organization has set itself the task of conveying the positive effects of mindfulness in the personal and professional environment. This is done by promoting attention and concentration, by reducing stress and addiction, by increasing performance and by more consciously dealing with negative emotions. With two successful collections and more than 60,000 pieces sold, we have been able to donate more than 100,000 euros to T.I.C. A. thus far. We are happy about the popularity of the charity collection on the part of our customers and will continue this cooperation.
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LiberTee, SimpliciTee, PersonaliTee, UncertainTee, BeauTee: With our charity collection, we are committed to greater awareness and mindfulness.



CHARITY & ART PROJECT In a joint project with the internationally renowned photographer Massimo Vitali, MARC O’POLO has been involved in a Charity & Art Project for refugees since 2014. The idea of working together was born out of our desire to promote a charitable project with an artistic connection for Christmas 2014. This took shape over the course of 2015: Within the framework of the project we supported the Italian human rights activist Nawal  Soufi. Nawal Soufi is an advocate for refugees arriving in southern Italy and their rescue at sea. Clean laundry is one of the often unfulfilled but essential needs at the place of arrival. From April 2015 to November 2016 MARC O’POLO supported this commitment with tex tile product donations in the form of underwear for



women, men and babies, with vouchers and also financially. Massimo Vitali photographed the project: he recorded the situation in southern Italy and later along other hubs of the so-called refugee routes in the form of artistic- documentary images. A series was created from subject matter which was originally planned as a one-off. In the summer of 2016 we received a work of art during the course of the joint project, which has now been installed at the company headquarters. In previous years, MARC O’POLO collaborated with various artists in the context of an art advent calendar for social purposes. The Charity & Art Project is our first standaloneproject.
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MARC O’POLO and the artist Massimo Vitali support the young human rights activist Nawal Soufi, who was awarded the European Citizens‘ Prize for her commitment to refugees in October 2016.



ABOUT THIS REPORT The MARC O’POLO Group has provided transparency on its sustainability activities through an annual sustainability report since the 2007/2008 financial year. This report presents developments, events and key figures for the 2015/2016 financial year. Significant changes, which occurred thereafter, were taken into account until the editorial deadline on 31 October 2016.



In general, the contents and key figures presented in the report refer to the entire MARC O’POLO AG. Data or statements only concerning individual subsidiaries are indicated in the report. For reasons of readability, the masculine form was chosen for gender-specific names. This report is also available in German.
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2016 - Company - Marc O'Polo 

Its subsidiary, MARC O'POLO ... its own stores and online shops in European countries. ... and a casual, urban design determine our shoe and bag collection.
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sustainability report - Company - Marc O'Polo 

with a code of conduct for years, in line with the membership of. MARC O'POLO International GmbH in the Business Social Compliance. Initiative (BSCI). In February 2014, CAMPUS GmbH also joined the BSCI. Sustainability at MARC O'POLO also stands for a
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sustainability report - Company - Marc O'Polo 

This report is also available in German. LEGAL NOTICE & CONTACT PERSONS. PUBLISHER. MARC O'POLO AG. HOFGARTENSTRASSE 1. 83071 STEPHANSKIRCHEN. TEL. +49 8036 / 90-0. WWW.MARC-O-POLO.COM. CONTACT. FOR QUESTIONS, COMMENTS OR SUGGESTIONS. REGARDING THIS 
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Marc Lavoie 

[PDF]Marc Lavoieecaths1.s3.amazonaws.com/.../1511167762.lavoie_economia%20postkeynesiana%20...En cachéSimilaresversidade
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Marc Hype 

(Remixed by Bandulero Sound, Beatconductor, Virgil Howe, Rory Hoy & Coffy Garner) / Melting Pot Music. Selected Videolinks. Hype & Dunloop - Asia Tour ...










 


[image: alt]





Die deutschen Luxusmarken 2016 - Biesalski & Company 

Iris von Arnim hat ihr Atelier in Hamburg-. Harvestehude. ..... BIESALSKI & COMPANY ist die Managementberatung fÃ¼r Marke. In unseren Kompetenz-.
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Marc Krusin. 2013 

Roble super mate. Roble lacado a poro abierto blanco. C: Roble teñido: Ébano, Gris oscuro, Rojo Púrpura, Arena. Oscuro o
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company profile 

600 000. 400 000. 300 000. 200 000. PRODUCTOS. 100 000. 2014. 2004. 1975. 1984. 1970. PRODUCTS. 525 ... Campaign rushton
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company cars 

Da- rÃ¼ber hinaus kÃ¶nnen Unterneh- men das finanzielle Risiko fÃ¼r den ... oder Versicherung geht es heute viel mehr um die ... nicht direkt outsourcen mÃ¶chte,.
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Stand Company/Firma Stand Company/Firma Stand Company ... 

202. ADFC - Allgemeiner. Deutscher. 202. Zweiplus Medienagentur. 203. BMVBS. 205. Bundesfachschule. Zweiradtechnik. 206. Degen Mediahouse. 207.
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A COMPANY 

intérieur du guide de tuyau (B) dans le trou de droite de l évier. CONECCI N DE LA MANGUERA DIRIGIBLE. Aplique unas pequ
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production company 

American Film Festival, Guadalajara International Film Festival and Morelia ... La cola entre las patas (Tail between th
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Company Name 

Películas o films termoretráctiles. Empaque por Contrato, Tercerización de Empaques. 1/2. Horizontal. Ad. Company Name.
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Company Nurse 

Supervisor / Injured worker immediately calls injury hotline. Supervisor / Empleado lesionado llama inmediatamente a la
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Company Name 

Bélgica, República Checa, Dinamarca, Eslovaquia, España,. Estonia, Francia, Grecia, Lituania, Noruega, Reino Unido, Ruma
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Marc-B. Schulmann Querlauf Roman 

Nein, denn dies wÃ¤ren nur eine SelbsttÃ¤u- schung und ein billiger Versuch der eigenen ... Vielzahl unwichtiger Telefonate. Ich betrachtete die Ausbildung mit 23 ...
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Marc Márquez hizo historia 

7 oct. 2018 - 3 años es hija de Not For Sale y Heart Of Magic. SEGUNDA CARRERA .... Dividendos: (7) SUMMER LOVE $ 1,35 y
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CD Marc Spendenaufruf 
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BY Marc-Dieter eiNStMaNN 

Mapping, both Key and MIDI, is the foundation of Live's performance capability. Key mapping, once configured, gives you
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Franz Marc 

Franz Marc hat als Maler gearbeitet. Marc is one of the most important artists of the German Expressionist movement. Best known are his colorful paintings of ...
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PUBLIKATIONEN - Dr. Marc Hinze 

Dr. Marc Hinze. Spezialist fÃ¼r Parodontologie. Bahnhofstrasse 17 82166 GrÃ¤felfing Tel.: +49 (0) 89. 85 10 76 Fax: +49 (0) 89. 85 43 55 9 [email protected] ...
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Marc Kranz - Ediger-Eller 

02675/357 · Fax 1798 www.schinnen.de. 11. Franz-Paul Schinnen. Uckertstraße 1 ... Günter Conzen. Moselweinstr. 59 · 56814 Ediger-Eller. Fon 02675/910271 ...
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PUBLIKATIONEN - Dr. Marc Hinze 

Dr. Marc Hinze. Spezialist für Parodontologie. Bahnhofstrasse 17 82166 Gräfelfing Tel.: +49 (0) 89. 85 10 76 Fax: +49 (0) 89. 85 43 55 9 [email protected] ...
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PUBLIKATIONEN - Dr. Marc Hinze 

Dr. Marc Hinze. Spezialist für Parodontologie. Bahnhofstrasse 17 82166 Gräfelfing Tel.: +49 (0) 89. 85 10 76 Fax: +49 (0) 89. 85 43 55 9 [email protected] ...
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