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CORPORATE RESPONSIBILITY AT 
AMWAY IN EUROPE

WHY CORPORATE RESPONSIBILITY 
MATTERS

Corporate Responsibility (CR) is integral to the way we do business at 
Amway. We believe we have an ethical responsibility to create long-term 
benefits to society, with a commitment to putting our people, products, 
and performance at the heart of everything we do.

In recognition of our CR efforts, in 2014 our Amway headquarters in 
Europe received the ‘Fair Company’ award from careers website Karriere. 
The award highlighted the care the company takes over job starters. 
Meanwhile, Amway Ukraine’s ‘Holistic Approach for Entrepreneurship 
Education’ scheme was acknowledged as one of the top 5 best practices 
by the Ukraine Centre for CSR Development.

LISTENING TO OUR STAKEHOLDERS

Stakeholder consultation is an important part of Amway’s sustainability 
activities. Our key stakeholders include the consumers of our products, 
employees, distributors, key national and EU level decision-makers and 
the wider community. Among the ways we have consulted decision-
makers is by holding thematic events. In 2014, we continued to 
hold a range of events at EU and national level around the topic of 
entrepreneurship, aimed at stimulating the debate on new business 
formation in Europe. By consulting these stakeholders we ensure that our 
sustainability strategy keeps pace with the expectations of wider society.

As part of our commitment to stakeholder engagement, we conduct 
regular Corporate Responsibility consultations. In 2013, Amway 
commissioned an independent CR survey among its employees and 
distributors across Europe, aimed at measuring their familiarity with 
Amway’s values, internal policies, and activities, in addition to collecting 
input from them on other important issues, such as on their development 
within the company. Around 3,000 employees and distributors took part 
in the survey with over 9 out of 10 respondents saying that Amway is 
supportive of their professional and personal development. Our next CR 
survey will take place in 2015. 

OUR BELIEF IN SOCIAL INVESTMENT

Our investments to improve society also extend beyond our business 
opportunity for individuals. At Amway, we believe by using the best of our 
business and the passion of our people, we can solve global challenges 
and improve communities all over the world.

• We use our expertise in nutrition to improve the nutritional health of 
   children around the world.
• We support and recognize the commitment of individuals One by One 
   supporting their communities, through volunteering.
Together, we are helping people live better lives.

These global trends along with the insights from our reputation tracking 
efforts across Amway affiliates indicate the important role corporate 
social responsibility should play to help demonstrate Amway’s positive 
influence on society. CSR is 1 of 6 attributes to Amway reputation 
according to RepTrak research, including 3 specific indicators:

1 Amway has a positive impact on society;
2 Amway Supports good causes; and
3 Amway protects the environment.
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To achieve this goal, we are committed to delivering long-term value and 
creating opportunities in the communities where we operate. All of our 
activities are centred on providing support to our communities through our 
three Corporate Responsibility pillars – People, Products and Performance.

People. Realising our Corporate Responsibility ambitions would not be 
possible without our diligent employees and distributors – the people that 
help keep our business ethical while ensuring we continue to grow. As such, 
we know that maximising each individual’s potential is an important aspect 
to the success of our business. At Amway, we also believe in promoting 
entrepreneurship as a way to create jobs, improve economic conditions 
across Europe, all while providing individual empowerment and independence 
for those that decide to go down the path of self-employment. As a family 
business built on such according values, through our One by One Campaign 
for Children, Amway employees and distributors take pride in being able to 
make a difference in the lives of children and families since 2003.

Products. We are also aware that the expertise developed through our 
products can make a real difference in improving the lives of people and 
communities. One example is NUTRILITE Little Bits – a product used to treat 
chronic malnutrition in children under the age of five. Little Bits is a food 
supplement containing essential vitamins and minerals – nutrients that are 
often missing in children’s diets. We work in collaboration with CARE and 
the Global Alliance for Improved Nutrition (GAIN) to help improve the lives of 
children. 

Performance. Sustainability is a cornerstone for our company and our 
performance is essential to the way we are perceived as a company. 
We continually strive to meet best practice in sustainable management, 
production and distribution and we are firmly committed to reducing our 
environmental footprint while promoting sustainability in our people and 
communities, both at work and at home.

Amway brand

Help people live better lives
Create change with a caring touch

Family of 
Brands

Business
Opportunity

Corporate
ResponsibilityRelationships

Products PerformancePeople
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MANAGEMENT OF CORPORATE 
RESPONSIBILITY AT AMWAY IN EUROPE

The foundation for an ethical business is a sound governance structure. 
At Amway, Corporate Responsibility is overseen by the Vice President for 
Corporate Affairs, who operates within the European Executive Team and 
is reported to directly by the CR Manager for Europe. Ensuring transparent 
and direct lines of accountability is central to the Amway business model in 
Europe and is how we maintain proper Corporate Responsibility. 

We endeavour to integrate CR management fully into each of our individual 
offices across Europe. We also strive to ensure a consistent approach 
to Corporate Responsibility across Amway in Europe through our wider 
programme of information and training.

RESPONSIBLE BUSINESS PRACTICE

The success of our business is contingent on the level of trust and confidence 
that consumers have in our products and distributors. In addition to our 
compliance with EU and national consumer protection legislation, we are a  
leader in establishing Codes of Conduct and increasing the level of protection 
for consumers and distributors.

In addition to Amway’s own Codes of Conduct, we are also committed to 
the consumer Codes of Practice set out by the World Federation of Direct 
Selling Associations (WFDSA) and national DSAs across Europe. DSA Codes 
of Conduct address the obligations of DSA members to direct sellers (such 
as Amway’s obligations to Amway distributors) as well as DSA members’ 
obligations to consumers. We incorporate DSA requirements into our 
contracts with distributors. 

The revised Code of Conduct of Seldia, the European Direct Selling 
Association, includes an Ethics Committee that acts as an Ombudsman, 
tasked with receiving and addressing complaints submitted from parties in a 
variety of cases. As a corporate member of Seldia and as a member of several 
national DSAs, Amway is subject to the decisions taken by the Ombudsman.

Upholding our high ethical standards and our reputation as a responsible 
business that people can really trust is a priority for us. We aim to provide 
clear channels for handling complaints and addressing contractual disputes 
that are fair, transparent, applied in a consistent manner, and provide a 
strong level of protection for consumers and distributors. In 2014, 99.8 
per cent of our distributors at Amway in Europe received no substantiated 
complaints in terms of keeping within the rules and contractual obligations  . 
Of the remaining 0.02 per cent, action was taken by Amway commensurate 
with the individual cases involved.

Ensuring responsibility in our supply chain is also important for us. The 
Supplier Code of Ethics of the Access Business Group, which is part of 
Amway’s parent company Alticor and the logistics partner to all Amway 
markets across the world, is binding for all suppliers and their subcontractors 
when entering into a contractual agreement with Amway. The Code features 
guidelines on fair remuneration, working hours, age requirements, work and 
health standards and equal opportunity. Access Business Group inspectors 
must also be granted access to suppliers’ production sites at all times.

Our employees must record and report business information truthfully, and 
maintain accurate books and records. Our legal and technical regulatory staff 
coordinate with our local affiliates and government officials from around 
the world to ensure that all laws and regulations are strictly adhered to. We 
are fully compliant with local anti-corruption laws, including the US Foreign 
Corrupt Practices Act.

AMWAY IN EUROPE’S CORPORATE RESPONSIBILITY AS A FUNDAMENTAL PILLAR OF THE BUSINESS
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REPORTING UNDER THE GRI 
FRAMEWORK

Corporate Responsibility is not only about taking action – it is also 
about reporting on our actions year on year. In this way, we can 
communicate our progress to stakeholders. In 2010, as part of 
our continuing process of strengthening Corporate Responsibility, 
we committed to moving towards the reporting framework under 
the internationally recognised Global Reporting Initiative (GRI). In 
2012, we published an expanded range of performance indicators, 
providing a benchmark for future years. The 2014 Corporate 
Responsibility Report continues our commitment to GRI reporting 
by setting out our GRI Index with a range of economic, social and 
environmental performance indicators under GRI’s G3 guidelines.

This report is aimed to provide helpful information to a range 
of stakeholders, including customers, distributors, employees, 
European policy makers and civil society. The report covers the 
2014 calendar year, from 1 January to 31 December. This fulfils our 
commitment to undertake full annual reporting from 2012 onwards.

The materiality and prioritisation of topics covered in Amway in 
Europe’s 2014 Corporate Responsibility Report were based on 
previous reporting together with discussion and consultation 
with a variety of stakeholders. Sources used for this process 
included (among others): Amway’s global and European Corporate 
Responsibility strategies; internal and published documents on 
the company’s objectives and policies; guidelines of the World 
Federation of Direct Selling Associations and the European Direct 
Selling Association; employee surveys; feedback, insights and 
surveys of distributors and customers; discussions with EU policy 
makers and not-for-profit social organisations; and European 
Commission communications on Corporate Social Responsibility 
policy.



OPERATIONS IN 29 COUNTRIES

Amway in Europe is currently active in 29 markets across Europe. The 
headquarters are located in Puchheim near Munich, Germany, where around 
290 people are employed. Where possible, the scope of this report covers all 
Amway operations that were active in Europe up to 31 December 2014.

In 2014, regional restructuring led to the transfer of operations from some 
of Amway in Europe’s smaller offices to regional hubs. As a result, offices 
in Croatia, France , Netherlands, Norway, Portugal, Slovakia, Slovenia and 
Switzerland were closed or main functions re-allocated. The Amway offices 
in the Czech Republic, Denmark, Germany, Hungary, Poland, Romania and 
Spain took over these functions and therefore the number of staff at most 
of these locations has grown. We also started operations in Bulgaria, whose 
operations will be led by the General Manager Romania and Bulgaria.

In 2014, Amway opened a total of four new physical presences. These were 
new Business Centers in Rome, Lyon and Madrid, along with a new Plaza in 
Ankara, Turkey.

By 31 December 2014, we had 16 offices, 4 warehouses and distribution 
centres, and 18 Experience Centers and Promotional Centers (including 
Business Centers and Plazas). Our main European logistics centre remains in 
Venlo, in the Netherlands.

The Access Business Group (ABG) belongs to the Alticor Group, Amway’s 
parent company. ABG is a team of vertically integrated business-to-business 
experts. ABG provides product development, sourcing, manufacturing, 
printing, packaging, and distribution, with expertise in nutrition, personal 
care, home care, and beauty. 

AMWAY OPERATIONS IN EUROPE

BUILDING A SUSTAINABLE 10.8 BILLION 
DOLLAR BUSINESS

Global revenues of Amway’s parent company, Alticor Inc., were 10.8 billion 
dollars in 2014, making us one of the largest direct selling groups in the 
world. That success has been built on long term growth since 1959. The 
Amway business has grown in 13 of the last 15 years despite the global 
downturn during the last decade.

OVER 450 NUTRITION, BEAUTY AND 
HOUSEHOLD PRODUCTS

At Amway, and its parent group Alticor, we manufacture and sell over 450 
products including nutrition and wellness, beauty and household products. 
The majority of products sold in Europe by product volume in 2014 were 
Amway’s nutrition products, contributing 30 per cent of sales.

NUTRILITE is the world’s number one selling vitamins and dietary 
supplements brand(1). Our exclusive NUTRICERT programme ensures that 
best practices in sustainable farming are delivered throughout the world. All 
plant concentrates grown on Amway farms, NUTRICERT farms or purchased 
from other farms must meet strict quality standards including:

• Crop and vegetation diversity
• Healthy soil-building practices
• No soil or environmental contamination
• In-depth quality control standards
• Building a healthy social environment around the farm

In beauty, ARTISTRY is among the world’s top five largest selling premium 
skincare brands(2), while in homecare we provide environmentally sensitive 
products. Selling good quality and good value products is important to us, 
which is why we include a satisfaction guarantee on most of our product 
range. 

 THE AMWAY BUSINESS 
IN EUROPE

Beauty

Nutrition

Personal care

Home care

Durables

Other

4%

15%

30%

17%

10%

24%

Sales of Amway products in 2014: Europe

7



PEOPLE
AMWAY’S EMPLOYEES

SUPPORTING OUR 1,398 EMPLOYEES

In 2014 Amway in Europe employed 1,398 people. Our skilled and dedicated 
employees are the backbone of our operations and the key to our continued 
success. As a result, we understand the importance of motivating our people 
and providing them with the support they need to excel in all areas of their 
working lives.

We endeavour to reward every single employee, no matter where they are 
situated or what function they serve within the organisation, and to that end 
in 2014 we continued to provide our employees with specialised training 
courses through the Amway Business School, Amway College and Amway 
University – offering participants the opportunity to increase their skill sets, 
including their managerial and leadership skills. 

We also offer our employees comprehensive benefits including retirement 
provision, special leave, travel health insurance, and language lessons. All 
Amway employees in Europe, regardless of whether they work full or part-time, 
receive the same coverage under our benefit plans.

The physical well-being of our employees is very important to us. Every 
affiliate within our network is obliged to follow local health and safety 
standards. In 2014, 10 accidents were recorded in 2 countries – 4 accidents 
travelling to/from work in Germany and 6 accidents in Poland of which 4 
were travelling to/from work or on business trips and 2 in the office. We 
carefully monitor the accident rate, where they occur and the circumstances 
to minimise the chances of similar events occurring in the future. 

OPPORTUNITIES FOR ALL

At Amway in Europe, having a diverse employee base provides us with many 
benefits. Each employee is integral to the bigger picture, and brings with them 
their own unique ideas and perspectives that help our business flourish. On 
that basis, we aim to ensure that all our employees are treated equally and 
have the same opportunities, regardless of their age, gender, race or religion.

Amway in Europe employs people from over 40 different nationalities, and 65 
per cent of our employees are female. We believe in fair remuneration and the 
principle that equal work necessitates equal pay.

Given the ongoing economic crisis, many youth and people over 50 are finding 
it particularly difficult to find work. With that in mind, at Amway we strive to 
maximise the potential of these important age groups, and we endeavour to 
ensure that people of all ages are well represented in our diverse work force 
– 28 per cent of our employees are under the age of 30, and 11 per cent are 
over 50. 

We also take discrimination very seriously at Amway in Europe. Regrettably, 
we recorded one incident of discrimination in 2014, and a reprimand was 
imposed.
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Gender of employees at Amway Europe

Women
65%

Men
35%

Age of employees at Amway Europe

8%

20%

36%

24%

12% 18 - 25

26 - 30

31 - 40

41 - 50

Over 50

AMWAY UNIVERSITY

In 2014, we launched the Amway University - a global platform available to all Amway employees, anytime and anywhere. It will allow employees to shape 
their personal development not only in line with the needs of the business, but also based on personal interests and as a way to contribute to the growth, 
development and performance of other people. It will also allow employees to exchange expertise and learn from colleagues by posting questions, sharing 
videos and beginning discussions, as well as collaborate across units, functions and geographies. 

In addition to the daily sharing and learning at Amway University, employees can explore three areas to support their career goals:

• The Leadership Academy: where current leaders, future leaders and those who aspire to become leaders can go to learn and develop skills.
• Professional Development: a destination for all employees to build on the skills that align with Amway’s global competencies. This provides career 
                  planning tools and resource guides to support the creation of development plans.
• Functional Schools: an opportunity for a function or division to drive the development of their own employees.

Amway University now hosts the Learning Management System of the Amway Business School in Europe. In 2014, 592 employees in Europe improved their 
skills, attending 1,241 Learning Management System online courses. Currently, the Amway University platform is provided in English to global employees, 
including those in Europe. The aim is to launch additional languages in 201



AMWAY COLLEGE

Our regional initiatives – such as Amway College - will continue to be 
offered in situations where it is beneficial. The Amway College is an 
exclusive formula of modular classroom training, entirely conceived 
to support Amway’s Managers and talents. Areas covered include 
situational leadership, project management, change management, and 
being on stage (among many others). 

Under the Amway College, a new Sales College was launched in 2014. 
The aim of the Sales College is to support the implementation of the Key 
Account Manager (KAM) approach in Europe. The approach has been 
designed around the development needs identified in our European 
Sales organisation. The programme will be completed in early 2015 by 
offering the training to all European affiliates that will implement the 
KAM concept to support all European distributors in all markets.

OUR DISTRIBUTORS

A DIVERSE COMMUNITY OF OVER 250,000 
DISTRIBUTORS

Diversity is a cornerstone of Amway’s identity. We are proud that our 
Amway in Europe distributors come from all corners of Europe, bringing 
with them their own unique talents and skills. A microcosm of Europe - 
our distributors come from all walks of life, gathering talented individuals 
from different backgrounds, cultures and nationalities. Women are 
particularly well represented within our distributor family.

Women entrepreneurs make up 55 per cent of our total distributors 
in Europe, and we aim to ensure that our distributors come from a 
variety of age groups, from 18 to over 70 years old. This means that our 
business model offers opportunities to young people – 20 per cent of 
our distributors in Europe are under 30 years of age. Meanwhile, we also 
recognise the important role that people over 50 play in today’s labour 
market. 27 per cent of our European distributors are 50 or over.
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Gender of distributors: Europe

19%

55%

26%
Woman

Man

Other*

*e.g. couples / mother
and daughter teams

Age of distributors: Europe

9%

28%

18%

below 30

30 - 39

40 - 49

50 - 59

60 and above

20%

25%
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AMWAY TRAINING

Amway’s distributors are excellent ambassadors, both for our products and for our company as a whole. Our business relies on talented individuals, and at 
Amway we fully believe in maximising the potential of our distributors as a way of maintaining our continued success.

The Amway Academy was created to help our distributors and offers a comprehensive system of professional education, consisting of e-learning courses, web 
presentations, certification programmes, classroom training and personal training courses, each highly personalised and adapted to each individual’s needs.

Training Number of learning units

 Instructor led 380,604

 E-Learning 193,709

 Academy certified distributors (high impact training sessions) 1,000

AMWAY BUSINESS CENTERS – ANOTHER KEY SUPPORT TOOL

Starting in 2013, Amway has been rolling out new centres across Europe to support distributors. The centres provide modern premises that enable distributors 
to conduct a range of activities, from carrying out business meetings to participation in training. The first new opening was the Amway Business Center in Berlin. 
This was followed in 2014 with new premises in Rome, Lyon, Madrid and Ankara. The centres provide distributors with the opportunity to sell or recommend  
and showcase their products. Amway products are also on offer to try out for free. Employees are always available to provide help and answer any questions in 
multiple languages – a testament to Amway’s diversity and multiculturalism.

ONE BY ONE CAMPAIGN FOR CHILDREN

THE AMWAY VOLUNTEERING DAY 

To celebrate UN International Volunteering Day on December 5th 2014, 
Amway organised volunteering activities across Europe and Southern Africa. 
Amway employees and distributors supported local initiatives that focus on 
child nutrition and well-being. 

In all, 825 volunteers from 26 different countries participated in very 
diverse projects, all focussing on health and well-being of children.

OVER 630,000 US DOLLARS DONATED TO 
COMMUNITY PROJECTS IN EUROPE AND 
SOUTH AFRICA

Throughout the year, as part of the One by One Campaign, Amway in Europe 
contributed over 630,000 US dollars to 78 charitable projects across 
Europe in 2014. Overall, 53 per cent of the projects we supported were 
health-related, and another 19 per cent were linked to education. Our 
employees and distributors volunteered nearly 33,649 hours of their time 
and impacted over 17,000 children across Europe. Our largest beneficiary 
continues to be Unicef. 

As part of this we also raised 100,000 US dollars to support the Tutudesk 
Campaign – an initiative named after the patron Archbishop Desmond Tutu 
– which provided more than 5,000 portable lap desks (or ‘Tutudesks’) to 
school children in South Africa without proper writing surfaces. This follows 
a similar amount raised in 2013, resulting in 15,000 desks over the last 
two years. The Tutudesk initiative aims to provide lap desks to 20 million 
children by 2020 and Amway is a strong partner in these efforts.

Amway Europe donations to 
One by One projects

Distributors &
employees
$ 303,960

Company
$ 332,560

Amway Europe One by One projects

General
28.2%

Health
52.6%

Education
19.2%
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PERFORMANCE
SMART RESOURCES PROGRAMME

SMART WAYS TO CUT COSTS AND TACKLE CLIMATE 
CHANGE

At Amway, successfully managing the environmental impact of our global 
operations is the most important guiding principle on our path to sustainability. We 
firmly believe that reducing our environmental footprint is a prerequisite to conduct 
our business in the best possible way.

Although at Amway in Europe we mainly distribute products, we nonetheless remain 
committed to minimising our environmental footprint in Europe and reporting on 
our progress. In 2014, our carbon footprint was broadly similar to 2013. Overall, 
we made a slight saving of 165 tonnes of CO2 - a carbon saving of 0.12 tonnes 
for every employee at Amway in Europe. Flights remain the largest contributor of 
greenhouse gases, representing 57 per cent of the total. Buildings represent 36 
per cent of our emissions, with our vehicle fleet contributing seven per cent. We will 
continue to monitor our performance in all areas under Amway in Europe’s Smart 
Resources Programme, including our gas and electricity consumption, vehicle fuel 
consumption, flights, water use, packaging and greenhouse gas emissions.

ENERGY IN OUR BUILDINGS

Energy consumption in our offices and other buildings is one of the main sources 
of carbon emissions at Amway in Europe. Although the carbon footprint of offices 
is relatively low, there is still some room for improvement. In 2014, we consumed 
over 4000 MWh of electricity and over 2500 MWh of gas for heating across our 
European operations.  This represents 2699 tonnes of carbon emissions – or 2.15 
tonnes per employee. In 2013, our buildings produced 2579 tonnes of carbon 
emissions – or 2.2 tonnes per employee.

BUSINESS TRAVEL AND TRANSPORT

As part of our policy for reducing travel that is not business essential, we have 
implemented employee travel guidance. This includes facilitating remote meetings 
where possible, using teleconferences, videoconferences, webinars and other tools. 
Under the guidance, business trips may be planned only if a teleconference or 
video conference is not possible. 

At Amway, we have a target to cut carbon emissions from flights by 15 per cent by 
2015.  In 2014, employees covered 13,147,121 kilometres in air travel, producing 
4,369 tonnes of carbon emissions. This compares with 13,859,895 kilometres of 
flights in 2013 that produced 4,589 tonnes of carbon emissions. This continues a 
trend of reduced emissions from flights since 2012, with a carbon saving of around 
14 per cent over the last two years.

WATER

Water is a valuable resource we use across our business at Amway. We have 
continued to monitor our water consumption across various affiliates in 2014. On 
average, we consumed 17.4m3 of water per person in 2014, down from 20.4m3 
in 2014. Once again our Warsaw affiliate was the most water efficient – using just 
4.1m3 per person.

PACKAGING, WASTE AND RECYCLING

The millions of products we distribute each year across Europe need to be 
packaged for protection during transit and storage. Packaging is essential to 
ensuring that our consumer goods are well protected, safe to use and carry clear 
information on their labels.

It is Amway’s constant endeavour to lessen our environmental footprint. Our 
transport boxes are produced with at least 60 per cent recycled material, and 
100 per cent of our inner cardboard dividers are made of recycled material. This 
packaging can either be re-used where possible, or alternatively it is recycled.

Our rebranded SATINIQUE Collection of hair products is one of our best examples: 
it made its most recent global debut with new packaging that is more sustainable 
than ever, and even won a sustainability award in the United States. The new 
280 mL and 750 mL custom bottles and closure material reduction, sustainable 
alternative materials, use of recycled content, and packaging efficiency. More 
sustainable inks were implemented instead of a traditional hot stamp for the new 
SATINIQUE icon. These inks can be applied to precise areas, and drastically reduce 
waste. Low-profile, small-diameter neck finishes were specified in bottles to reduce 
resin use in custom bottles. 
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Sources of carbon emissions across
Amway European operations
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ENVIRONMENTAL MANAGEMENT

ENVIRONMENTAL HEALTH AND SAFETY IN THE SUPPLY 
CHAIN

At Amway, we believe that the sustainable use and management of the world’s 
resources are the responsibility and role of individuals and industry alike in promoting 
environmental stewardship and protecting the workplace health and safety of all persons 
working for, or on behalf of, Amway and the communities where we operate.

LIFE CYCLE ANALYSIS: MINIMISING ENVIRONMENTAL 
IMPACTS

Life cycle analysis is part of the company’s efforts to minimise the environmental impact 
of products and processes. This supports the company’s sustainability strategy: develop 
new, innovative, profitable and sustainable products and improve the sustainability of 
existing products, while balancing consumer needs and cost.

The benefits of life cycle analysis include, among others:
• Effective identification and prioritization of environmental performance 
            improvements during the design phase 
• More informed R&D decision-making 
• Creation of more relevant indicators of product environmental impact and 
            performance 
• Ability to validate environmental performance claims 
• Expanded environmental and sustainability awareness throughout the company

SUSTAINABLE FARMING

As well as our commitment to more sustainable production processes, Amway continues 
to use sustainable farming practices developed over many years. Our NUTRILITE brand 
- mineral, vitamin, and dietary supplements – has taken the concrete step of growing, 
harvesting and processing plants on its own sustainably managed farms.

These farms use natural processes to improve soil health and plant nutrition, while also 
avoiding pesticides by using natural enemies such as ladybirds to protect our crops from 
pests. We recognise that farming is about more than just producing crops. It involves 
complex cultural practices, land preparation and sustainable farm management. As 
we all know, soil is a living organism, and managing it is essential if we are to achieve 
genuine sustainable farming practices. Every NUTRILITE farm undergoes a programme 
of continually enhancing the soil with cover crops, green manure crops, composts and 
other naturally-mined materials needed for plants to grow.

IMPROVING ENVIRONMENTAL MANAGEMENT

Amway in Europe has committed to improving our environmental management systems 
year on year. In 2012, we moved to a more overarching management system under the 
Global Reporting Initiative (GRI). Once again, in this Corporate Responsibility Report, we 
are publishing a range of environmental performance indicators as part of the GRI index.
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GRI
reference

Description Type Report section

Strategy and analysis

1.1 Statement from the Managing Director Core Foreword from the Managing Director

Organisational Profile

2.1 Name of the organisation Core Building a Sustainable Business

2.2 Primary brands, products and/or services Core Building a Sustainable Business

2.3 Operational structure of the organisation Core Building a Sustainable Business

2.4 Location of organisation’s headquarters Core Building a Sustainable Business

2.5 Number of countries where the organisation operates Core Building a Sustainable Business

2.6 Nature of ownership and legal form Core Building a Sustainable Business

2.7 Markets served by the organisation Core Building a Sustainable Business

2.8 Scale of the reporting organisation Core N/R

2.9 Significant changes during the reporting period Core Building a Sustainable Business

2.10 Awards received in the reporting period Core Building a Sustainable Business

Report Parameters

3.1 Reporting period Core Building a Sustainable Business

3.2 Date of most recent previous report Core Building a Sustainable Business

3.3 Reporting cycle Core Building a Sustainable Business

3.4 Contact point for questions Core Contact section

3.5 Process for defining report content Core Building a Sustainable Business

3.6 Boundary of the report Core Building a Sustainable Business

3.7 Any specific limitations on the scope or boundary of the report Core Building a Sustainable Business

3.8 Basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced 
operations and other entities

Core Building a Sustainable Business

3.10 Explanation of the effect of any re-statements of information provided in earlier 
reports, and the reasons for such re-statement

Core N/A

3.11 Significant changes from previous reporting periods Core Building a Sustainable Business

Governance, Commitments and Engagement

4.1 Governance structure of the organisation Core Building a Sustainable Business

4.2 Indicate whether the Chair of the highest governance body is also an executive 
officer

Core Building a Sustainable Business

4.3 State the number of members of the highest governance body who are 
independent and/or non-executive members

Core None - family business

4.4 Mechanisms for shareholders and employees to provide recommendations or 
direction to the highest governance body

Core People

4.14 List of stakeholder groups engaged by the organisation Core Listening to our stakeholders

4.15 Basis for identification and selection of stakeholders with whom to engage Core Listening to our stakeholders

ANNEXES
ANNEX I:  GRI INDEX

ANNEX II: 2014 PERFORMANCE INDICATORS

Description GRI 
code

Units Figure or report section

Economic

Annual turnover (global) US dollars 10.8 billion

Coverage of the organisation’s defined benefit plan obligations EC3 % 100

Range of ratios of standard entry level wage by gender compared to local 
minimum wage at significant locations of operation

EC5 Qualitative Amway has the same entry level wages for male and 
female employees. Amway always pays above the local 
minimum.

Procedures for local hiring and proportion of senior management hired from 
the local community at locations of significant operation

EC7 Qualitative Amway’s aim is to fill vacancies by a split of 70% 
internal and 30% external. The external number 
includes hire from local communities as well as 
international communities.

Social

Employment and distributor numbers

Number of employees in Europe (31/12/2013) Number 1,323

Number of employees in Europe (31/12/2014) Number 1,398

Number of distributors in Europe Number >250,000

Human rights

Total number of incidents of discrimination and corrective actions taken HR4 Number 1 case. A penalty of reprimand was imposed

Labour practices and decent work

Benefits provided to full-time employees that are not provided to temporary or 
part-time employees by significant locations of operation

LA3 Qualitative The same benefits are provided to full-time and part-
time employees
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Minimum notice period(s) regarding operational changes including whether it 
is specified in collective agreements

LA5 Qualitative Based on statutory law in all countries

Rates of injury, occupational diseases, lost days and absenteeism, and total 
number of work-related fatalities by region and by gender

LA7 Number 2 work accidents, 8 accidents on way to/from work
(4 accidents, male, Germany;
6 accidents, 4 female, 2 male, Poland)

Programmes for skills management and lifelong learning that support the 
continued employability of employees and assist them in managing career 
endings

LA11 Qualitative Amway’s Employees
Our Distributors

Percentage of employees receiving regular performance and career 
development reviews, by gender

LA12 % 100 of total employees
100 women
100 men

Return to work and retention rates after parental leave, by gender LA15 Number Leavers: 47 female, 0 male
Returners: 18 female, 1 male

Society

Total value of financial and in-kind contributions to political parties, politicians 
and related institutions by country

SO6 US dollars None in any of Amway in Europe’s 29 countries

Local communities

Total donations for One by One Campaign for Children US dollars 636,520

  Amway in Europe corporate donations US dollars 332,560

  Amway in Europe distributor donations US dollars 302,007

  Amway in Europe employee donations US dollars 1,952

Volunteering hours (distributors and employees) hours 33,649

Number of One by One projects supported projects 78

Environment

Resource efficiency

Energy consumption in buildings MWh 7,528

  Direct energy consumption (gas heating)  EN3 MWh 2,849

  Indirect energy consumption (electricity) EN4 MWh 4,679

Energy consumption from business road travel litres 219,246

Air travel km 13,147,121

Recycled packaging Qualitative Smart Resources Programme

Carbon emissions in Europe

Total CO2 emissions tonnes 7,621

  CO2 emissions from buildings EN16 tonnes 2,700

  CO2 emissions from business travel EN17 tonnes 4,922

Carbon emissions per employee in Europe(4)

Total CO2 emissions per employee tonnes 5.68

  CO2 emissions per employee from buildings tonnes 2.15

  CO2 emissions per employee from business travel tonnes 3.52

Carbon emissions per employee from buildings by country

Austria tonnes 3.70

Belgium tonnes 0.26

Croatia tonnes Office closed

Czech Republic tonnes 2.32

Denmark tonnes 1.33

Krakow tonnes 0.61

Finland tonnes 0.46

France tonnes Office closed

Germany tonnes 2.69

Greece tonnes 4.34

Hungary tonnes 2.24

Italy tonnes 1.28

The Netherlands tonnes Office closed

Norway tonnes Office closed

Poland tonnes 1.05

Portugal tonnes Office closed

Romania tonnes 3.18

Slovakia tonnes Office closed

Slovenia tonnes Office closed

Spain tonnes 0.23

Sweden tonnes 0.06

Switzerland tonnes Office closed

Turkey tonnes 4.56

United Kingdom tonnes 4.01

Ukraine tonnes 3.5615
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(1) Methodology Explanation: “Source Euromonitor International Limited; Vitamins and Dietary Supplements, World, 
GBN, Retail Value RSP, % breakdown, 2013.”
(2) Methodology Explanation: “Source Euromonitor International Limited; Beauty and Personal Care 2014, Premium 
Beauty and Personal Care and Premium Skin Care category and subcategory; global 2013 value RSP.” 
(3) These figures are calculated from the data available for buildings in 16 countries. Of the 29 countries where 
Amway has operations, Bulgaria, Estonia, Ireland, Latvia and Lithuania do not have permanent offices. In 2014, 
Amway relocated administrative operations in Croatia, France, The Netherlands, Norway, Portugal, Slovakia, Slovenia 
and Switzerland and thus there is no building emissions data for these countries.
(4) Emissions per employee are calculated on the basis of employee numbers on 31 December 2014, corresponding 
to the end of the calendar year 2014.
 


