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Our Formula

Oriflame’s business success is built on a simple formula:
combine people’s natural desire to improve their lives with
the right opportunity, and create real, positive change.

We are proud to offer people all over the globe the opportunity to make
that change. If they share our passion for beauty and wellness, we can
help them bring more of it into the world. For most people, this means sav-
ing money while enjoying our responsible beauty and wellness products.
For others, it means using our direct-selling model to earn an income or to
build a business.

Oriflame has a proven business model, perfect for the modern networking
world. It is flexible, digital and powered by millions of trusted relationships
and recommendations. With low risk we offer “entrepreneurship in a box”.

By accelerating our business, we have a positive impact on people
and communities around the world. The value of local entrepreneurship
in our global society is well recognised, from the jobs it generates to the
skills it nurtures.

More than 50 years in, Oriflame is the choice of three million people. Look-
ing ahead, we are committed to continuing to build on this simple formula
- empowering people and enabling positive change around the world.
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Statement
from the CEO

Oriflame exists to fulfil dreams. Since the very
beginning, Oriflame has made entrepreneurship
accessible. With an attractive joining fee and no
need to invest in product inventory, Consultants have
the possibility to start using and selling Oriflame
products and making money from day one. By
providing people from around the world with this
business opportunity, we have seen how it creates
real, positive change in our Consultant’s lives.

During the years ahead, we want to continue to enable
millions of people to fulfil their dreams, whilst at the same
time reducing any negative impact on the environment.

Stepping up to the challenge

The last year has featured many extreme global weather
events. In Sweden, we were impacted by the storm Alfrida,
as well as last summer’s drought and the devastating forest
fires that accompanied record temperatures. Many scien-
tists are convinced that our increasingly unstable climate is
to blame. The Intergovernmental Panel on Climate Change
(IPCC) Special Report launched during the fall showed an
urgent need for climate action. | feel proud to lead a busi-
ness that both acknowledges and is proactively respond-
ing to this global challenge, and to others.

Our sustainability efforts also help us meet the expecta-
tions of our stakeholders. They - quite rightly - increasingly
expect Oriflame to act responsibly and respect nature in
all aspects of our business. An example of what we have

done this year is to increase our supply of biodegradable
rinse-off products, which we initially launched in 2017.
In addition, we are sourcing 96 % of all our catalogue
paper and board packaging from recycled or credibly
certified sources.

Further on in this report we share significant climate-related
achievements from the past year. I'm proud of reaching our
goal for 100% renewable electricity for all Oriflame operat-
ed sites, along with the continuing reduction in our absolute
emissions by 36 % since 2010. In 2018, we also made a
commitment to set Science Based Targets, which means our
goals will be externally validated to ensure they deliver the
change required for our business to operate well within a
1.5 degree rise in global temperatures. Nevertheless, we
also need to be clear with the fact that we are a company
that encourages people to meet each other, face to face.
To alarge extent that is done by extensive use of video
conference equipment. But we also value, and the busi-
ness depends on people coming together in real life, not
just through digital tools. Given our geographical footprint
encompassing more than 60 countries, this means a lot of
flying. Under these circumstances, it is with great excitement
that we now are drafting a plan to climate compensate for
all our remaining measured emissions. As well as sharing

our progress, this report describes our plans and ambitions
for the months and years ahead. In 2018, we updated our
sustainability strategy to properly capture the positive
change that is created through our opportunity.

You will see a step change in the way of our new targets,
such as our 2030 goals to halve our environmental foot-
print per unit of product produced, as well as our goal to
use 100% renewable or recycled and recyclable packag-
ing. I'm pleased to say our strategy continues to contribute
to the UN Sustainable Development Goals and, of course,
supports the Ten Principles of the United Nations” Global
Compact in the areas of Human Rights, Labour, Environ-
ment and Anti-Corruption.

The path ahead

Looking ahead, there are issues we still need to deal with
- like our ambitions around plastic waste and the circular
economy. Our updated sustainability strategy is designed
to help us address these.

As we move forward into the forever uncertain, challeng-
ing and exciting future, | believe three principles will keep
us on the right path. First, our business’ love and respect
for nature. Second, our genuine commitment to all the
people who come into contact with our business - from
employees to Consultants, customers and suppliers.

And third, by accelerating our business and providing

our business opportunity, we can enable waves of
change that positively impact people and communities
around the world.

By staying true to these core values, we will build
a more beautiful future.

/@/é/zd Demraroorss

Magnus Brannstrém, CEO and President
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Our sales markets

We are present in over 60 markets - including markets operated
by franchisees - and have identified six of these as strategic
markets (Mexico, Russia, Turkey, India, China and Indonesia).
To grow our global business further, we are focusing our
resources and investments in these strategic markets.

Production

We have six production facilities in four countries
(Poland, China, Russia and India).

Group Distribution Centres

We have four Group Distribution Centres in four countries
(Poland, Hungary, Ukraine and Russia).

Corporate offices

¢ Corporate office in Schaffhausen (Switzerland)

¢ Group Support Offices in Dublin (Ireland), Luxembourg
(Luxembourg), Stockholm (Sweden), Stuttgart (Germany)
and Warsaw (Poland)

¢ Global IT Centre of Excellence in Olomouc (Czech Republic)

e GSFinance Centre of Excellence in Warsaw (Poland)

Supply chain

We source close to 500 million units every year from more than
50 global and regional finished goods suppliers. These are
shipped to Oriflame’s markets worldwide. Our main sourcing
markets are Poland, Russia, India, China, UK, France, Sweden,
Italy and Germany. Close to 60% of our product volumes are
manufactured in-house.
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WHAT IT LOOKS LIKE IN PRACTICE FOR A LOVE NATURE SHAMPOO

Research and
development

- 100% natural extracts and natural
origin scrubs.

¢ Developed with biodegrada-
ble formulas. The product was
independently tested to ensure
compliance with the OECD testing
protocol for biodegradability.

* . Allraw materials have been
screened toiassess their natural-
ness, environmental impact and
ethicalness.

Product
development

¢ Packaging developed with mtﬁe
sustainable materials;such as
40% post-consumer recycled
(PCR) plastic and recyclable
packaging.

* Rigorous safety testing undertak-

en by independent laboratories
to confirm consumer safety.

» Developed without intentional
genetically modified organisms

(GMO’s).

-

Sourcing and

. Go-to-market
manufacturing

Manufactured with 100%
renewable electricity.

Catalegue paper suppliers are

Purchased palm oil and palm ker-
nel oil-based derivates are either
Mass Balance certified or cov-
ered with Book & Claim Credits

from Roundtable on Sustainable : i Py
Palm Oil (RSPO). §

~ Suppliers are a,part of'a global » ke i s
supplier evaluation programme s, . iy i

to improve sustainability
performance.

assessed to ensure claims of credi-
ble certification or recycled paper,
. \

Consultants

and customers ORIFLAME

SWEDEN ———

Sustainability initiatives are commu- ! J“J
nicated to the Consultants through
customer-friendly stories - inspiring
Oriflame Consultants and custom-
ers to make their own contributions”
towards a better world. s
NETTLE - -
& LEMON :



Sustainability
strategy

We have a vision to become a sustainable company. The
sustainability strategy is there to help the business succeed
while aiming to contribute towards a more sustainable planet.

Our long-term commitment to become a sustainable
company is also echoed through our Swedish brand
attributes and our focus on using ingredients from nature.

We started updating our sustainability strategy in 2018,
with an overall focus on increasing our positive impact
whilst reducing any negatives. This decoupling is absolutely
fundamental and has led us to the strategy’s three core
areas: Opportunities for Consultants, Respect for Nature
and Passion for People. More explicitly than previously, we
want to capture the core of our business model and how
the opportunities given to our Consultants convert into real
positive change. This can range from a simple increase in
disposable income and the social impact this has on a fam-
ily, to increased business skills, improved self-esteem and
confidence, as well as to a newly acquired sense of belong-
ing. Reducing our most significant impact areas is focused
around the actions where we have the greatest opportunity
and possibility to achieve change. Our newly set target to
reduce our environmental footprint per unit of product with
50% by 2030* demonstrates our serious commitment to
eliminating the negatives of our business.

We know that all this is a journey, but recent developments
in relation to climate change and biodiversity loss indicate
that it has become more urgent than ever to achieve funda-

mental change.
“Baseline 2020.



Three new strategic focus areas

Water
Additional
N income
Opportunity for Consultants Forest
Focusing on the value we can offer our Consultants, this section addresses the Growth &
income opportunity and subsequent increase in flexibility and freedom. It also development
—— highlights empowerment and skills creation, as well as access to alocal and an Climate
international community of likeminded people. Sense of
Read more about our Opportunity for Consultants on pp. 16-29. belonging

Formulations
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In this part of the report we address the environmental aspects of our E o Socially responsible
business, such as packaging and formulations, as well as the impact b W products
— our business has on forests, water and climate. Consumer sqfety

Read more about our Respect for Nature on pp. 30-55.

Strategy structure

The three core areas Opportunity for Consultants, Respect

Passion for People

This section covers everything related to sustainability and people across
our value chain - from our consumers and Consultants, to our employees and
our suppliers” employees. This includes our supplier Code of Conduct, our
consumer safety work and our efforts to create socially responsible products.

for Nature and Passion for People are underpinned by
12 subareas which contain47 targets with different timé
horizons. Most new targets are set.for 2025. We have
also created a couple of 2030 targets to push ourselyes
further, and to align with the United Nations’ Sustainable
Development Goals in Agenda 2030.

Read more about our Passion for People on pp. 56-75.







Our business reaches more than three
million Consultants every year, giving
us a truly unique opportunity to touch
lives. This is central to Oriflame’s
business model, and at the core of

our sustainability strategy.

The impact our business has on people’s lives is exciting.
Every week we are impressed by testimonials from our
Consultants. Social selling gives people -~ most often women
- areal opportunity to earn an income within a more flexi-
ble framework than traditional employment, and combine

it with childcare, studies or working from home. One of the
most important advantages is the flexibility and freedom
that our Consultants get from the business opportunity.

Furthermore, when someone becomes an Oriflame
Consultant, they get access to a network, to trainings,
to meetings and events. They also earn recognition,
which boosts their self-esteem and confidence, as
well as their abilities.

All these benefits enable development, in places where
this impact plays a more important role. To keep moving
forward, we want to continue bringing positive sustainable
change to our Consultants’ lives while contributing to eco-
nomic development.

Our vision is to become the #1 Beauty company selling
direct. By reaching for this goal, our business will become
even more accessible to people around the world. This
opportunity, together with people’s natural desire to
improve their lives, will create real, positive change.




“l wanted to earn some
extramoney. | needed
asource ofincome
that would not interfere
with my studies, andi
believed in Oriflame
Opportunities.”

Marcelina Kostrzycka
Diamond Director, Poland

“Initially, | wanted to change

my life for the better.
After my success, now

| wantto help many others

achieve abetterlife.”

Oktavianus Yudistira
Executive Director, Indonesia
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“It's lots of fun and | meet
new people every day.
I have an opportunity to
showcase my talent
- awards, recognitions,
worldtravel - enough
reasons to join Oriflame.”

Sadhana Dey
Senior Manager, India

“lwanted to be financially
independent, grow and
be successful. | strongly
believedthat Oriflame
would give me this
opportunity.”

Anastasia Turcanu
Manager, Moldova

Additional income

Oriflame’s business model creates value by offering people
around the world the chance to improve their lives: enabling
entrepreneurial opportunities for Oriflame Consultants

as well as a unique shopping experience for customers.

In 2018, Oriflame had more than three million registered
actives in over 60 countries, generating annual sales of
around €1.3 billion.

Anyone can become an Oriflame Consultant, if they live in
one of our markets around the world. They can save money
on the products they purchase for themselves and their fam-
ilies and either earn a little extra income through part-time
work or go full-time and develop a career in direct sales.
Most Consultants choose the former option.

In addition to the immediate profit of around 20% that
Consultants make when they sell a product, we also dis-
tribute bonuses and other forms of recognition. In 2018 we
distributed more than €370 million, a decrease from €390
million in 2017. Because the maijority of Oriflame Consultants
are women living in developing countries, this type of ad-
ditional income can make a big difference to their lives. For
example, it may increase their income and give them more
independence.

Trustworthy business partner

It is of the utmost importance to Oriflame that we act
as a trustworthy business partner towards all Oriflame
Consultants.

Oriflame is a member of both the Direct Selling Association
(DSA) in the countries it operates and the World Federation
of Direct Selling Associations (WFDSA), which is chaired

by our CEO. As a member of WFDSA, Oriflame pledges
annually to abide by the Code of Ethics outlined by the
Federation. The Code of Ethics is a set of guidelines which
ensures that companies operating in the direct selling indus-
try treat their sales force and customers ethically and fairly.

As part of the process to become a Consultant, everyone
must sign and comply with the Oriflame Code of Ethics and
rules of conduct. In line with Oriflame ethical standards,
Oriflame Consultants are expected to, and shall comply
with any and all legal requirements of the country where
they operate their Oriflame business.
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Consultant satisfaction

It is important we understand how all our Consultants are
getting on - wherever they are in the world and however
much they are selling and earning. Measuring their sat-
isfaction provides insights into how our brand is meeting
their expectations and how we can work with improve-
ments within each region.

We are using the Net Promotor System (NPS) to measure
Consultant satisfaction on an ongoing basis. The measure
shows us how likely our Consultants are to recommend
Oriflame to a close friend or relative. In addition, we also
measure satisfaction of other metrics such as customer
service, product availability and product quality. We gather
feedback about their expectations, as well as indications on
how and where we can improve. This process has helped us
identify areas for improvement in each of our markets.

The NPS has been implemented in all our markets since end
of 2017. During 2018, we have trained the markets in how to
work with the NPS, for example by educating our opera-
tions and customer service in how to utilise the data in the
best way. Customer service is identified as one of our eight
growth drivers that we have identified as a crucial strategic
area. During the year, India and Indonesia made large
improvements in their NPS score, due to increased efforts
in customer service trainings and improvements in
communications with Consultants.

A direct selling survey
conducted by the
European D|rect Sellmg.
Association (Seldia) "
in 2018 showed that
81% of Direct Sellers
consider direct selling
a good way to earn an
addifional income.

Source: Seldia Direct Sellers 2018 survey




“ljoined Oriflame to
develop personally
and professionally and be
the strong woman that
| dreamedtobe.”

Yousra Abed
Senior Manager, Algeria

Growth and development

Personal and professional development is an important part
of our value proposition. We aim to provide our Consultants
with a rewarding journey, and we deliver on this by offering
world-class tools and trainings. The Direct Sellers Study
conducted by Seldia (2018), showed that growth and de-
velopment is very important for Direct Sellers. 72% conclud-
ed that their people skills have improved and 66 % stated
improvements in business management and sales skills,

as a result of working with direct selling.

Oriflame’s digital strategy has a consultant-centric app-
roach, which means that the initiatives are shaped from

the perspective of how the Consultants are empowered
to sell, recruit and manage their business using the latest
digital tools.

Oriflame Academy is an educational system with differ-
ent training modules for each Oriflame Consultant level.
Participation in Oriflame Academy will give Consultants
the knowledge they need to move to the next steps of their
career and build professional skills. Oriflame Academy
consists of business trainings, beauty academy, wellness
academy and e-learnings.

During 2018, the number of participants at our leadership
trainings increased by 43%. A total of approximately
156,000 (109,000 in 2017) leaders and potential leaders
participated in our leadership training. In addition, approx-
imately 294,000 (225,000 in 2017) Consultants participat-
ed in Oriflame Business and Beauty academy training - an
increase by 31%. The purpose of these frainings is learning
business skills as well as more about our products in order
to move to the next step of the Consultant’s career.

Furthermore, we continued the development of new video
and micro-courses on our open e-learning platform. Our
micro-courses library expanded during 2018 and now in-
cludes 27 videos and micro-courses on Oriflame products,
business opportunities, sales and recruitment skills and
sponsor’s skills.

Atotal of 41 markets have implemented the e-learning
platform and more than 163,000 courses were completed
by Consultants during the year.

25
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Sense of belonging

Beyond offering our Consultants tools and training, we also
provide them with the opportunity to attend conferences
and events, as well as daily activities and interactions within
our network. The personal benefit of meeting new people
via direct selling is strongly attested by 85% of Direct Sellers
according to the Seldia Direct Sellers 2018 survey.

Oriflame Consultant belongs to a friendly, dynamic and
global community that is committed to improving their
wellbeing. Because of this, we believe that joining Oriflame
gives many of our Consultants something beyond access to
income and new skills.

Oriflame international conferences

Our conferences are one of Oriflame’s key incentives when
it comes to building the Oriflame community and creating a
sense of social belonging. They also help us promote rec-
ognition, motivation and performance among Consultants,
primarily leaders. Conferences are an excellent occasion
to share examples of best practice by successful leaders
across various regions, and for us to share our sustainability
achievements. Conferences also provide an opportunity

for increased understanding of the Oriflame brand and
culture. Each year, Oriflame organises Gold, Diamond and
Executive conferences in new inspiring international loca-
tions, enabling people from all around the world to meet
and better understand each other.

Oriflame Conferences is one of our strategic growth drivers
and an incredibly powerful motivation for our Consultants.
But beyond motivation, our conferences also inspire and
connect people.

In 2018, the Oriflame Gold Conference for Asia, Africa and
Turkey took place in Paris. Themed “Passion for Success”,

it was attended by 3,500 participants for five days. The
Oriflame Conference App removed the need for brochures
and printed material, all information was provided to partici-
pants via the app. The conference delivered an unforgetta-
ble Oriflame and Parisian experience for all attendees.

A similar approach was taken for the CIS Gold
Conference in Madrid - full use of digital tools and no
printed material.




Goals and

commitments

\é Additional income

Commitment

1. Continue to grow the business in order
to increase the total amount paid out to
Consultants annually.

2. We wantour Consultants to recognise
Oriflame as a good opportunity fo earn an
additional income and and gain an increase
in freedom and flexibility in their daily life.

Deadline

Year
on year

Year
on year

Progress

Not
achieved

New

: | \\\ | I//
- o
Y Growth & development
4 Commitment Deadline Progress Comment
3. Provide our Consultants with classroom Year On track During 2018, a fofal of approximately 156,000
trainings and e-learnings to build sales on year (102,000 in 2017} leaders and potential leaders
3 S 0 : participated in our leadership training. In addi-
skills, morkehng skills and beauty skills. tion, approximately 294,000 (225,000 in 2017)
Consultants participated in Oriflame Business and
Beauty academy training.
R 4. We wantour Consultants to recognise Year New We will startfo measure this in 2019.
: Oriflame as a good opportunity for on year
learning and self-development and
as aresult, perceive that they have:
e Become more confident
* Improved their self-esteem
* Improved their skills
Comment
During 2018, we distributed €370 million directly @ L
to Oriflame Consultants through bonuses and 888 Se nse Of be I on g in g
other form of recognition, a decrease from
€390 million in 2017. \
Commitment Deadline Progress Comment
We will start to measure this in 2019. ¢ 5. We want our Consultants to recognise Year New We will start to measure this in 2019.

Oriflame as a good environment for meaning- on year
ful and fun activities, making new friends and
feeling that they are part of a community.
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For more than a decade we have

been systematically trying to reduce
our impact on nature. We started by
identifying and understanding how we
impact the world around us - within our
own operations and along the length
of our value chain. From this founda-
tion we built a sustainability strategy
that focused on our most significant
impacts and where we have the big-

gest opportunities and possibilities to
achieve change.

Respecting nature starts by truly valuing its contribution.
This includes valuing the services nature provides, such as
clean air and water, a stable climate, fertile soil and vibrant
wildlife. We want to make our business completely environ-
mentally sustainable.

Of course, we are already on the path towards sustainabil-
ity, and are always finding new ways to accelerate towards
it. In practice, this means preventing deforestation, avoiding
the pollution of air, land and waterways, decarbonising

our demand for energy, fuel and ingredients, safeguarding
animal welfare, and driving demand for environmentally
responsible products both in terms of the formulations and
materials we use and the packaging we choose. Our envi-
ronmental policy is integrated in our Code of Conduct

and followed up by 28 goals and commitments.

By 2030, we aim to reduce our environmental footprint by
50% per unit of product produced compared to 2020.
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Replaced synthetic olébb:o\'li-_\g‘ith natural origigk

Started implementing post- consumer recycled
(PCR) plastic in our packaging.

Started our internal energy audit program at
offices and factories.

Started calculating our greenhouse
gas emissions.

Started coveringdO0% of our palm oil
production withRSPO credits, whilst
supporting the transfermation of the
market to sustainable palm oil prod-
ucts. We were one of the first in the
cosmetics industry to take this initiative.

Society and Forest Stewa

Council (FSC).

Launched the world’s first
Initiated our collaboration with

Rainforest Alliance and developed a
global Responsible Paper Sourcing
Commitment.

oil = Swedish Spa shower
The productisnolongeri
product portfolio.

Started CDP climate change reporting.

Launched Ecobeauty = the first
global cosmetics range to partner

with four independentglobal
organisations for sustainable _
and environmental responsibility:
Fairtrade, Ecocert, the Vegan

gel with 100% segregated palm

Started CDP forest reporti
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Conducted a global water e
impact study to identify the - - e
Oriflame water footprint. ==
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“palm-oil: ~

First Sustainability.

rdship reportwas Iounched.

Instalied solarpanels
atourwellness
factory inindias

shower

gel.
n-our

ing.

gﬁll"ﬁew rinse-off products on the

market produced with natural origin
exfoliants only.

Our two new manufacturing sites
in Roorkee, India and Noginsk,
Russia were LEED® certified - a
green building certification that
recognises best-in-class building
practices.

Launched biodegradable cosmetic
wipes, cloth sheets masks and nail
polish remover pads.

Main office in Moscow was
BREEAM certified — another
green building certification:

Relaunched Ecobeauty with a focus
on organic certified products.

We stopped manufacturing older
products with plastic microbeads
and glitfer.

Manufacturingssite in :
Poland received Gold ~ 5
rating from EcoVadis=

a scoring methodology

for CSR performance.

Launched Love Nature
rinse-off range with bio-
degradable formula.

Manufacturing site in Russia
received EcoVadis Gold
rating, putting our company.
among the top-5% perform-=
ers rated by EcoVadis.

100% renewable electricity
in place at all Oriflame
operated sites.

Launched Discover —
Kamchatka and Costa
Rica with biodegradable
formulations.




Water

WE ARE LIMITING OUR IMPACT ON
WATER - GLOBALLY AND LOCALLY

There is increasing pressure on global water resources

- from population and economic growth factors, climate
change and water pollution, to competition for water
resources. The decline of available fresh water (at the right
quality and quantity level) has been identified as one of the
top four impact risks in the World Economic Forum'’s Global
Risks Report, 2019. Water issues are a global challenge, but
because we operate in water-scarce countries it is impor-
tant for us to consider the implications at a local level too.

In our business, we depend on water throughout the
product lifecycle, in particular during our manufacturing
process, consumer usage and raw material sourcing.
Therefore, there are two main challenges we need to
address: water pollution and water scarcity.

To understand these challenges better, we conducted a
water impact study on the lifecycle of a representative
selection of our key products. The results helped us to define
the focus areas for our water strategy and to strengthen our
commitments. For example, the study showed that over the
lifecycle of a shampoo, 88% of freshwater use is generated
by consumers. As a result of this insight, we are looking at
ways to engage our consumers around more sustainable
water use, whilst also looking into opportunities for devel-
oping water-less products.

Freshwater withdrawal - lifecycle stages of shampoo

20
End-of-life
o 15
> Use stage
[
E Distribution
2 10
§ B Manufacturing
E Packaging production
- % 7 Raw materials
0

Microplastic contamination is identified as a cause of water
pollution. A variety of pollution sources have been identified,
including the use of plastic microbeads in cosmetic formula-
tions. We therefore decided to stop using plastic microbe-
ads and plastic glitter in our cosmetic rinse-off products

and started testing alternatives in early 2013. We identified

a number of alternatives of natural origin, including plant
waxes, nutshells and seeds that all met our high performance
and safety expectations. By the end of 2016, we had stopped
manufacturing older rinse-off products with plastic microbe-
ads and glitter. In 2018, we have continued to use only natural
origin scrubs in all of our exfoliating products.

We also know that rinse-off products have a high end-of-life
impact - they end up in the water system and may have an
impact on ecosystems. It is therefore important to us that we
improve our raw materials” biodegradability and are com-
mitted to only using biodegradable cleansing ingredients

in our Personal care rinse-off products. All newly devel-
oped rinse-off products in our Love Nature Personal care
range and Discover Kamchatka and Costa Rica have been
created with biodegradable formulations. To add credibility

to our developments, we independently test our products to
ensure they pass the OECD testing protocol for biodegrada-
bility. Both ranges are a wonderful vehicle to help educate
Oriflame Consultants and consumers about responsible
product usage and respect for our water resources.

The material we use to make cosmetic wipes, cloth sheet
masks and nail polish remover pads has been biodegrad-
able since 2015. This means the material will break down
naturally, as long as it is disposed of correctly and not
flushed down the toilet.

In 2018, we revisited our commitment to reducing water
pollution and recognised that in order to further strengthen
our commitment we need to do more. We set new targets for
all newly developed Skin care and Personal care rinse-off
products to be biodegradable by 2025.

At our manufacturing sites we focus on improving water
efficiency. By 2020, we are committed to reducing water
use at manufacturing sites by 15% per produced unit (com-
pared to a 2015 baseline). In 2018, the water usage per
produced unit was reduced by 21%.

Our wellness factory in India is designed to reuse 100% of
its water. All sewage is treated in our own effluent treatment
plant and reused for irrigation purposes. Rainwater is col-
lected in rainwater harvesting pits to replenish groundwater.

Achievements in 2018

e 100% natural origin exfoliants

e Discover Kamchatka and Costa Rica were
launched with biodegradable formulations in
addition to existing Love Nature range

e 21% reduction in water usage per produced
unit at manufacturing sites since 2015
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Forest

WORKING TOWARDS SUSTAINABLE FORESTRY PRACTICES

Forests are a vital part of global and local ecosystems: they
provide habitats, preserve biodiversity, clean our air and
water, absorb carbon and provide people with materials,
food and livelihoods. The largest threat to our forests today
is deforestation. According to the World Wildlife Fund
(WWEF), 18.7 million acres of forests are lost annually

due to deforestation.

Our main raw material by weight is paper, which we use for
catalogues (?20%) and product packaging (10%). Palm oil is
another important raw material used in many of Oriflame’s
cosmetic products. We purchase palm oil and palm kernel
oil based derivatives. Because a significant proportion of
our impact comes from the raw materials we use, we need
to make the right decisions about how, where and what we
source to avoid deforestation. We report our forest-related
risks for timber and palm oil annually to the CDP, formerly
the Carbon Disclosure Project, a not-for-profit charity that
runs global disclosure systems for investors and companies
to manage environmental impact.

Our next step is to investigate other forest-related raw
materials and verify they are sustainably sourced. During
the year we increased our commitment to wood-based
products further and will source 100% of wooden pencils
developed after 2020 from FSC™ certified wood.

Paper in catalogues and packaging

We started working towards sustainable forestry practices
in 2010. In collaboration with the Rainforest Alliance, we de-
veloped a global Responsible Paper Sourcing Commitment,
which we updated again in 2014. Our main goal is to

source 100% of our paper and board packaging and
publications from either credibly certified sources and/

or recycled origin by 2020. In practice, this means giving
preference to Forest Stewardship Council (FSC™) certified
paper when possible. In certain markets, where FSC™ cer-
tification is not available, we allow other certifications that
meet our minimum requirements, such as Programme for the
Endorsement of Forest Certification (PEFC).

For 2018, 96% of our paper packaging, product leaflets
and catalogues came from recycled or credible certified
sources, in accordance with our paper commitment. This
was an decrease from last year, due to suppliers not deliv-
ering the requested paper certification. We are in contact
with the suppliers to rectify this.

Our paper supplier questionnaires for product packaging,
accessories and catalogues have been developed by

Credibly certified or recycled paper packaging,
product leaflets and catalogues
Target (100%)

93% 97 % 99% 97 % 96%

100 -
75+
50+

251

0

2014 2015 2016 2017 2018

Catalogues Product packaging and leaflets

Rainforest Alliance to verify claims of FSC™ certification or
other credible certified sources.

Achievements in 2018

e 96% of paper packaging, product leaflets and cata-
logues from credible certified or recycled sources

¢ Received score B in the CDP Forest Timber questionnaire

Palm oil

Palm oil is one of the world’s most widely used raw materials
and its demand continues to rise. This is a problem because its
cultivation has serious environmental impact - such as large-
scale deforestation and habitat loss, soil erosion, pollution
and climate change. However, compared to other vegetable
oils, palm oil gives the highest yield per hectare. According

to WWEF, palm oil supplies 35% of the world’s vegetable oil
demand on just 10% of the land. To get the same amount of
other vegetable oils you would need between 4 to 10 times
more land and in return shift the problem to other parts of the
world. Furthermore, millions of smallholder farmers depend on
producing palm oil for their livelihood. Therefore, we want to
take action to source palm oil more sustainably.

The Roundtable on Sustainable Palm Oil (RSPO) is a not-for-
profit with more than 4,000 members that unites stakeholders
from the palm oil industry. The RSPO has developed a set

of environmental and social criteria which companies must
comply with in order to produce Certified Sustainable Palm
Oil. We use palm oil and palm kernel oil based derivatives

in many of our cosmetic products. Since 2010, we have

been covering 100% of our consumption with Book & Claim
Credits from the RSPO. We were among the first companies
in the cosmetics industry to do so. This means we actively and
effectively engage supply chain actors for palm oil to be part
of sustainable palm oil trade and take steps to support the
production and use of sustainable oil palm products.

Today, we are committed to sourcing 100% sustainable
certified palm oil* by physical supply chain by 2020. While
there is enough of this resource available in its raw form,
there is a very limited supply of its derivatives. Because it

is these derivatives that go into our product ingredients,
we cannot switch as quickly as we would like to physically
segregated palm oil. However, during 2018 we increased
our efforts and moved from 11% to 39 % Mass Balance
certified palm oil. This was mainly due to an investment

in Mass Balance palm oil in our soap bars.

We have been an active member of the RSPO and have
participated with varying frequency in conferences,
committees and working groups since 2011.

Certified palm oil

Target (100%
Mass Balance)

100
75

50+ 100% 96% 92% 89% 61%

39%

0 4% 8%  11%
2014 2015 2016 2017 2018

Mass Balance RSPO Credits

Achievements in 2018

e 39% of Mass Balance certified palm oil, and the re-
maining consumption (61%) covered by RSPO Credits

e Received score B in the CDP Forest Palm Qil
questionnaire

“RSPO have developed a standard for the certification of sustainable
palm oil production. For more information, please visit www.rspo.org.
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Climate

TAKING ACTION TO REDUCE
EMISSIONS ACROSS OUR BUSINESS

Emissions of greenhouse gases in the atmosphere are a serious
global challenge. Year after year, the United Nations report
record levels of carbon dioxide (CO,) and other greenhouse
gases (GHG) in the atmosphere. Greenhouse gases are one
of the major contributions to global warming and therefore to
climate change. In addition, emissions contain particles that
result in local air pollution and health issues.

In the years to come, changing global climate patterns will
mean more extreme and unpredictable weather, including
more frequent and intense storms, heat waves, droughts
and floods. Last year (2018) was described as an extreme
year for unusual weather events with record heat levels
worldwide. In October, the United Nation’s Climate Panel
published the Special Report on Global Warming of 1.6°C
warning that global warming should be kept to 1.5°C above
pre-industrial levels to decrease the risk of catastrophic
droughts, floods and extreme heat.

Our business impacts the climate, both directly via our
operations and indirectly via our supply chain. Oriflame

is present in countries that are already experiencing the
severe effects of climate change, which encourages us

to take action to reduce our impact. We have also iden-
tified changing weather patterns as a potential risk for
decreased or irregular raw materials supply. It is important
for us to act now in order to help speed up the transition
towards a low-carbon economy.

We report our climate-related risks annually to the CDP.
In 2018, we improved our score from B- to B.

Climate reduction since 2010

By implementing a company-wide emissions reduction
program in 2010, we have reduced our absolute emis-
sions by 36 % since then. Compared to last year, we have
achieved an emission reduction of 19 % in absolute terms.
This is mainly due to our investment in renewable electricity.

Absolute GHG emissions over time
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We set our current scope of emissions in 2010 and it
includes our own operations (Scope 1and 2), as well as
water, waste, employee business travel, Consultants’
travel to international conferences, electricity transmission
and distribution losses and logistics transports (Scope 3).
We have developed a strategy for where to make savings
in both emissions and costs.

Our goal for 2020 is to reduce emissions relative to sales
by 50 % (from a 2010 baseline). In 2018, we reached 27 %
emission reduction.

Since 2010, we have undertaken a wide range of initiatives:

e Starting with our own operations, we have implement-
ed an energy audit programme at our factories and
offices and have conducted on average five energy
audits per year since 2011. The audits focus on envi-
ronmental sustainability including energy efficiency,
water consumption and waste. The results have helped
us identify areas of improvement and establish energy
saving programmes.

¢ We have developed a logistics programme to
gradually consolidate local warehouses and move
our product sourcing, catalogue printing and Global
Distribution Centres closer to our major markets. This
reduces environmental impacts and lead times. Since
2010, we have reduced our emissions from global
logistics transportation by 20% per pallet shipped.
We are continuously reviewing packaging and load-
ing routines to fit more in each truck and container.
Our fransportation routes are improved, and we are
focused on reducing our air shipments. When select-
ing road carriers, we aim to utilise Euro 4, 5 and 6
standard trucks wherever possible.

e Ouraimis to certify all our new construction and major
renovations. In 2015, we built two new manufacturing
sites in Noginsk, Russia and Roorkee, India with LEED®
certifications. LEED® is a green building certification
recognising best-in-class sustainable building practic-
es. The following year, our main office in Moscow was
BREEAM certified - another green building certifica-
tion that helps drive sustainable improvements through
operational efficiency. In 2018, our factory in Russia
received a gold certification, the highest score, from
EcoVadis - a scoring methodology for CSR perfor-
mance. The assessment covers environmental criteria
among others. The same certification was received for
our factory in Poland the year before.
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Our next step is to set company-wide emissions targets
that align with climate science for 2030. In 2018, we
joined the Science Based Targets initiative and, during
2019, will screen our supply chain emissions and work

on developing targets to submit for validation. Once the
targets are set we will reach along our value chain to find
and create opportunities for emission reduction among
our suppliers and consumers.

100% renewable electricity

We are continuously working to increase how much renew-
able electricity we use across our business. Our goal was
to use 100% renewable electricity in all Oriflame operat-
ed buildings by 2020. We achieved this target two years
ahead of schedule by purchasing traceable renewable
electricity in all of our markets. For 2018 we have matched
our electricity consumption with Guarantees of Origin in
Europe and the International REC Standard (I-RECs) on other
continents. The origin of this electricity is a mix of wind, solar,
hydro and biomass. We have had solar panels installed at
our wellness factory in India since 2014, covering around
14% of the factory’s consumption.

GHG emission breakdown in 2018

A maijority of our emissions originate from employee and
Consultants’ travel. Conferences are an important part of
our business since it creates a sense of social belonging as
well as promoting recognition, motivation and performance
among Consultants and leaders. Therefore, reducing the
travel emissions from conferences remains a challenge for
us. Compared with last year, we increased our travel emis-
sions by 7%. However, for 2019 we are looking into alterna-
tives to reduce these emissions, for example by estimating
travel emissions when choosing conference destinations.
We are currently also committed to climate compensate

for all of our measured emissions for 2019.

GHG emission sources
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Manufacturing

We continue to implement energy efficiency measures

at our manufacturing sites: initiatives include developing
lower energy processing techniques, upgrading lighting,
improving heating and ventilations systems and focus-

ing on better insulation. All manufacturing sites® have
climate-related operational targets that are followed up
annually. We have also implemented the following certified
management systems fo ensure we constantly continue fo
improve our performance:

e |SO 9001:2015 - Quality management systems (All)

¢ SO 14001:2015 - Environmental management systems
(Poland, Russia)

e OHSAS18001:2007 - Occupational Health and Safety
Management Certification (Poland, Russia)

e SO 22716:2007 - Good manufacturing practices
(Poland, Russia, Indial)

Since 2015 our manufacturing sites have reduced their
energy Scope 1and 2 emissions by 61% and their electricity
use by 13%, per produced unit.

Achievements in 2018

e 100% renewable electricity in our own operations, con-
sisting of consisting of wind, solar, hydro and biomass

e 36% absolute GHG emission reduction since 2010
¢ GHG emissions from global logistics transportation
have decreased by 20% per pallet shipped since 2010

e Received score B in the 2018 CDP climate change
questionnaire, an increase from B- in 2017

*Our wellness factory in China was not included in the target setting due to low
production volumes at the time, and therefore not included in the results.
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) Packaging

WE ARE STRIVING FOR MORE SUSTAINABLE PACKAGING SOLUTIONS

Product packaging is an important part of the consumer
experience and ensures the safety and performance of the
products delivered to the consumer. Due to the consumption
of natural resources during production, and even further
during its disposal at the end-of-life phase, Oriflame product
packaging plays alarge part in our environmental impact.

Our cosmetics packaging materials by weight consist of
mainly plastics (45%) and glass (46 %), but also paper

and other wood-fibre materials (7 %) and metals (2%). The
environmental impact of our product packaging starts with
the packaging design. By selecting which materials and how
many different ones are used, with overall weight and size
optimisations considered, we have the opportunity to reduce
our environmental impact throughout our supply chain.

Waste is a significant impact area for our business. Due
to our geographical footprint in markets where recycling
infrastructure is missing a large proportion of our prod-
uct packaging ends up in landfill, which is problematic

as unmanaged landfill creates a lot of harmful gases and
contaminants, including methane - a particularly potent
greenhouse gas. In addition, informal landfills are present
in many of our markets, contributing to pollution of streets,
water streams and eventually oceans.

We are aware of the scale of our waste challenge and

are committed to tackling it. Much of our progress will come
from creating better, more efficient packaging from the very
start. Our primary focus areas are removal of unnecessary
packaging, weight optimisation and selecting more sus-
tainable materials such as renewable and post-consumer
recycled (PCR) plastic.

We strive to make our packaging recyclable, with the aim

that it can be disposed of responsibly where recycling facili-
ties are available. For along time, we have been working with
finding the right balance between more lightweight packag-
ing and durability. We never compromise on the quality of our
packaging. When we develop a more lightweight packaging,
tests are conducted to make sure the packaging quality is
approved. We are committed to reduce the overall weight of
packaging material used in our cosmetics and wellness prod-
ucts annually. We have also committed resources to packaging
materials development with successful frials in bio-polymers
and bio-based materials. Our ambition is that by 2025,

a significant share of Oriflame’s plastic packaging will be
from either PCR, bio-based or other sustainable materials.

Reducing the impact from plastic

Global production and consumption of petroleum-based
plastics continues to rise and with limited access to correct
waste disposal, it is leading towards worldwide plastic pollu-
tion with implications for human health and our climate. Since
the majority of our products” packaging is made from plastic,
we want to move from petroleum-based plastics to renewa-
ble materials or PCR plastics.

In 2011, we started to specify PCR plastic in some of our tube
packaging and our ambition is to increase usage across all
our brands. Many of the materials we use are recyclable,

our ambition is that by 2025, 75% of our packaging will be
designed to be fully recyclable, reusable or compostable.

In a shorter time period (2020), we are committed to increase
the PCR content of PE and PET cosmetic packaging by 20%,
aiming fo reach 50% by 2025.

Certified paper packaging

We have been working with the Rainforest Alliance since
2010 to improve the impact of our paper and other wood-
based packaging. With their help, we have set a goal to
source 100% of product packaging from FSC™ certified
sources. In 2018, 79 % of our paper packaging was from
FSC™certified sources. This is a significant decrease from
last year due to suppliers not delivering the requested
FSC™certification. We are in touch with these suppliers

in order fo rectify this.

FSC™ certified product packaging

100%
75%
50%

25% Target (100%)

0%
2014 2015 2016 2017 2018

Towards zero landfill waste

Even though the volume is smaller, it is also important for us
to address the waste that is created across the rest of our
business. By 2020, we plan to send zero waste to landfill
across our manufacturing - in 2018, 99% of our manufactur-
ing waste avoided landfill, the vast majority going to recy-
cling. We will also be working to find new ways to help our
Consultants reduce their waste - both while at our service
centres and elsewhere in their lives.

Did you know?

Our Love Nature range includes several bottles
made with 40% PCR plastic. In 2018, a total of
120 tonnes of PCR plastic was used in our prod-
ucts. In 2019, all Love Nature bottles will include
40% PCR plastic.

In 2018, we improved the packaging of all our
watches sold from catalogues. We replaced
plastic packaging and excessive wrapping with
an FSC™ certified paper packaging - avoiding
a total of two tonnes of plastic per year.

Achievements in 2018

79 % of our paper product packaging from
FSC™ certified sources

120 tonnes of petroleum-based plastic
replaced by PCR plastic

99% of manufacturing waste avoided landfill

9% of reduced manufacturing waste per
produced unit since 2015
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Formulations

WE WANT PRODUCTS THAT
BENEFIT PEOPLE AND THE PLANET

Because a significant proportion of our impact comes

from the raw materials we use, we need to make the right
decisions about how, where and what we source. The
formulations in our products have an environmental impact
during the production stage. In addition, the formulations
also affect the environment after consumer usage, such as
chemicals ending up in waterways and soils, harming fish
and wildlife. We are committed to addressing consumer
concerns about raw materials (from human safety, environ-
mental and ethical perspectives), and have a roadmap in
place to seek alternatives and phase out those we do not
wish to use in future developments.

Partnering with nature

Nature and raw materials from nature play an important part
in our product philosophy. This explains why we don’t use
materials derived from protected or endangered flora and
fauna, and why we were one of the first cosmetics compa-
nies in the world to use raw materials sourced directly from
nature. For example, instead of using petroleum-based
synthetic alcohols in our Eau de Toilettes and aerosols,

we use natural origin alcohols that most often come from
fermented grains - a great example of promoting the use of
natural raw materials and reducing climate impact. We also
have alarge portfolio of natural materials including extracts,

butters, waxes, oils and we use only natural origin scrubs in
our exfoliating products.

We also look to nature for inspiration during our concept
stage and are developing new formulations with ethically and
environmentally responsible sourced raw materials in mind.
For example, our search for sustainable anti-aging active raw
materials led us to plant stem cells, which bring many benefits
to our products. We are consistently increasing our portfolio
of actives from plant stem cells technology.

Raw materials integrity

We have been proactive over the years, with a focus on
driving responsible sourcing of our raw materials for cosmet-
ics and wellness products.

We have always paid attention to raw materials that may

be of concern for consumers, both from a human safety and
environmental/ethical perspective. For example, we re-
moved formaldehyde and friclosan globally, both materials
that may raise safety concerns, and continuously asses our
preservation system options. Certain materials with negative
environmental impact have also been phased out over the
years such as phthalates, and plastic microbeads/glitter
from rinse-off products.

From an ethical sourcing perspective, we took the deci-
sion to stop using natural diamond powder due to conflict
concerns. Our cosmetic products do not contain certain
potential allergens such as nickel and peanut, and any
fragrance allergens are listed on the product. Of course,
we always ensure our raw materials do not come from
endangered sources or materials, and we never use direct
animal materials in our cosmetic products. In addition, our
raw materials are not derived from GMO sources.

For certain raw materials, that are key to the cosmetics
industry, such as palm oil and mica, we have taken a
pragmatic and proactive approach by partnering with the
Roundtable on Sustainable Palm Oil and the Responsible
Mica Initiative.

We have an expert team focused on our raw materials
portfolio and governance, and we are actively driving the
development of new brand-aligned raw materials with alter-
native options to materials that may cause concern such as

oxybenzone, certain preservatives, silicones and petroleum.

We are constantly researching and working with our part-
ners to seek responsible alternatives with the best safety
and sustainability profile.
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Understanding our raw materials

We have a Raw Material Rationale process in place to
ensure that we drive the influx of new raw materials that are
in line with our brand. Our experts continue to review each
and every raw material from a safety perspective and in
addition assess it on the following three criteria:

e Naturalness: this addresses origin and determines
whether the material has come directly from nature or
has been processed in some way - such as physical
pressing of avocado oil or a biotechnical process
like fermentation.

e Environmental impact: this involves checking whether
a material has come from an endangered plant/
ecosystem and evaluating its biodegradability and
potential aquatic toxicity.

e Ethicalness: we look at whether the raw material is animal
based, contains genetically modified organisms or has
any connection with child labour or conflict concerns.

We are also constantly monitoring scientific reports on
environmental issues to stay up-to-date and informed. By
building this holistic understanding of our ingredients we
can make accurate reports to our internal and external
audiences and know where and how to take the most
impactful action.

Social and ethical standards

We are committed to marketing products that meet our own
social and ethical standards, and those of our customers.
Oriflame cares about animal welfare and endangered
species and we have high standards for all the materials
we source:

e We do not use materials derived from animals (fur/
leather) in our accessory products. Furthermore, we
focus on using synthetic hair in our brushes.

e For some products, we use selectively sourced animal
by-products - such as beeswax and honey, lanolin
derivates (a secretion from wool-bearing animals)
and dairy products.

e We use fish oil from sustainably managed stocks in our
wellness food supplements range.

We have never tested our products or raw materials on
animals at any stage during product development. We have
always advocated alternative test methods and use the latest
in-vitro (non-animal) methods for any tests that are not ap-
propriate for human volunteers - for example eye irritancy.

However, in certain countries we have to submit our
finished products for additional testing due to regulatory
reasons. When this is the case, we offer other safety guar-
antees and try to persuade the relevant authorities to ac-
cept this data. We also work with the European Cosmetic
Trade Association, Cosmetics Europe, to bring these locall
laws into closer alignment with European regulations.
When unsuccessful, we must occasionally - and reluctantly
- submit finished products for further testing, which may
include animal testing. For more details, see our Animal
Welfare Policy on our corporate website.

Achievements in 2018

¢ 100% of new raw materials and products in development
were screened through our sustainability review process.

¢ 100% natural origin alcohols in our Fragrances.

¢ Launched a makeup brush range with non-animal hair
bristles registered with the Vegan Society™, with one of
the brushes having bamboo handles.

Ecobeauty

Ecobeauty is the most natural, ethical and environmentally
responsible range we have ever developed and was re-
launched in 2016. The Skin care range of products are ap-
proved by leading independent organisation, Ecocert® as
natural or organic certified. The FSC™ label on our cartons
gives the assurance that the fibres used in the cartons have
been responsibly sourced. In addition, the Ecobeauty face
and eye cream are both certified by Fairtrade™.

As well as showcasing sustainability, Ecobeauty is our
innovation laboratory - we use it to develop new ideas and
share them across our product lines. This culture of innova-
tion and sharing delivers real value for our business and our
customers. Beyond this tangible positive impact, Ecobeauty
also symbolises Oriflame’s deep and long-held connection
to nature and our firm commitment to embed sustainability
across our product development.
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https://corporate.oriflame.com/SUSTAINABILITY/Responsibility-for-Animal-Welfare/
https://corporate.oriflame.com/SUSTAINABILITY/Responsibility-for-Animal-Welfare/
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\ \\ Commitment Deadline Progress Comment

/“’( kN 4. Source100% of wood fibre from credible 2020 On track In 2018, 96% of our product packaging, product

Y e leaflets and catalogues were compliant with our
A certified and/or recycled sources by 2020. Responsible Paper Sourcing Commitment. We will

\ keep working to ensure that we reach 100% by 2020.

/ NS 5. Source100% of catalogue paper from credi- 2020 On track 97% was complaint with our
bly certified and/or recycled origin by 2020. A reliCoRmiE

Water

|
In 2018, 79 % of our paper packaging was

Commitment Deadline Progress Comment 6 . Source 100% of disploy pock%ging =l 2020 More from FSC™ certified sources. This is a significant
cartons and leaflets from FSC™ certified to do decrease from last year due fo suppliers not deliv-
1 Reduce water use in factories* by 15% by 2020. 2020 On track Since 2015, water consumption in factories rela- sources by 2020. ering the requested FSC"certification. We are in
5 tive to units produced has decreased by 21%. touch with these suppliers in order to rectify this.

*Our Wellnnes factory in China was not included in the
target setting due to low production volumes at the time,

and therefore not included in the results. 7. 100% of wooden pencils developed 2020 New We will start to measure this in 2019.
after 2020 will be sourced from FSC™
2 By 2025, 100% of new Skin care and 2025 On track In 2018, we continued to launch rinse-off certified wood.
* Personal care rinse off developments should products (Discover Kamchatka and Costa Rica)

X with biodegradable formulations in an effort to " -
be b'0d69r0d0b|e~ further strengthen our water stewardship. . Source 100% certified sustainable polm 2020 More In 2018, 39% of palm oil in our finished goods were

. . . Mass Balance certified, an increase from 11%* in 2017.
oil by phySICO| SUpp|y chain by 2020. todo The remaining 61% were covered by RSPO credits.

3 To further reduce our dependency of water, 2025 New . ;
v il h ar let t The method to calculate palm oil usage was updat-
Y R E NI S WA SE eSS PGGUCT 3OS pAT ed during the year, resulting in adjusted 2017 results
ofa key range by 2025. (the figure previously reported was 8 %).
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Commitment Deadline  Progress Comment Commitment Deadline Progress Comment
9 Reduce GHG emissions from global Oriflame 2020 On track Since 2010, the GHG emissions relative fo sales 16 el e e e e T e o5 2020 On track Since 2015, waste production relative fo units
5 . 0 * have decreased by 27%. . 7 2 / 9
operations by 50 % by 2020. by 2020. produced has decreased by 9%.

*The goalis based on emissions relative to sales

i PO b Our wellness factory in China is not included due to lack

of operational influence and low production volumes.

Reduce GHG emissions from stationary fuel 2020 On track Since 2015, the GHG emissions relative to units ) ey 2 I
[0 : =10 o 2 N e M T ey Send no waste to landfill from factories 2020 On track Since 2018, 99% of all waste produced at
and energy in factories” by 15% by 2020 p Y . BT ey e ided endi
i to our investment in renewable electricity. by 2020. Oritlame factories has avoided ending up L
*Our wellness factory in China is not included due to lack ) N ! in landfill. o
of operational influence and low production volumes *Our wellness factory in China is not included due to lack >
B of operational influence and low production volumes. '2
z
N Reduce electricity use in factories” 2020 On track Since 2015, electricity use relative to units o
X by 15% by 2020 produced has decreased by 13%. '|8 Use at least 20% post-consumer recycled 2020 Moreto do  Ourlove Nature range includes several bottles made (@)
VLN, : L IPGR) tacirarials T iout PE BnaPEFcasis clics with 40% PCR plastic. In 2018, a total of 120 tonnes of b
*Our wellness factory in China is not included due to lack ; PCR plastic was used in our products. In 2019, all Love -
of operational influence and low production volumes. packaging by 2020. Nature bottles will include 40% PCR plastic. 8
[~
(%)
Increase renewable electricity in factoriesto 2018 Achieved During 2018, 100% of electricity consumption } : - ; 3 ! =
12. 70% by 2018 Y I e T BT Bl e e S 19. Oriflame is committed to increasing refillable 2025 New -4
¢ sources - an increase from 47% in 2017. and/or reusable pcckoging. By 2025,75%

of the packaging used in our cosmetics and
wellness products will be designed to be fully
13. Achieve 100% renewable electricity in 2020 Achieved During 2018, 100% of electricity consumption at recyclable, reusable or compostable.

Oriflame operated buildings all Oriflame operated offices, warehouses and
P SFx factories came from renewable sources - an

increase from 9% in 2017.

: j 20. By 2(?25, a sign‘ificon.f* share of Qriflome's 2025 New
14. By 2019 carbon offset Oriflame’s current 2019 New plastic packaging will be from either PCR,
scope of emissions (Scope 1, 2 and parts of bio-based or other sustainable materials.
the NelolelC} 3 *By Q12020 we will make clear what we mean by

significant, stating an exact percentage.

15. By 2020, set Science Based Targets (SBT) for 2020 New
Scope 1, Scope 2 and Scope 3 with the aim of
achieving climate neutral operations by 2030.



Commitment Deadline Progress Comment Confe rences & FQCIIItleS
21. Oriflame is committed to reducing the overall ~ Year New Commitment Deadline Progress Comment
weight of our packaging materials. on year
i e eE Sl 26. Pursue LEED® Green Building scheme Year Achieved No new construction and major renovations
certification for all new construction and on year Seegcdinabig
22. By 2022, increase recycling of product 2022 Nisw major renovations and pursue environmental

packaging by offering recycling opportunities effectiveness on all our premises.

at all our service centres worldwide.

27. By 2020, All Oriflame’s Global & Regional 2020 New

. | ]
conferences are fully compliant with the o
updated Sustainable Conference Guidelines F_’
08 F I . (2019-edition) wherever feasible. <
s|/  Formulations z
oc
ST : (@)
h . By 2020, minimize the conference environmen- 2020 New
Commitment Deadline  Progress Comment 28. B . ik : ; -
tal footprint per participant on all Oriflame’s =
Global & Regional conferences, hence using 8
23. Continve sustainability review process of risk 2018 Achieved 100% of our cosmetics were screened through sustainability criteria® into the decision making o
chemicals and raw materials used across our Bueanned el slewerate s, Adaitionally. process of selecting conference destinations. ]
; : in 2018 we put in place process to screen all new o
product portfolio. Incorporate formal review wellness raw materials. *For 2019-decision making the criteria is GHG emissions.
of wellness raw materials by 2018. For 2020-and forward, the decision making criteria are
GHG emissions, Use of environmentally certified hotels, Use
of environmentally certified venues and the venues ability to
recycle and/or reuse residual conference material.
24. We are committed to having aroad map in Year New
place for all identified raw materials of con- on year

cern in order to find alternatives and phase
them out in potential future developments.

25. Improve our Product portfolio, by increasing Year New
sustainable/natural/circular/innovative in- on year
gredients and solutions and by launching new
and more sustainable products every year.
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Social responsibility is important to
Oriflame because of the impact and
potential influence we have on people
around the world. Through our em-
ployees, the Oriflame Consultants, our
suppliers, the communities where we
operate and our customers, our busi-
ness touches millions of lives every day.
Our commitment to social sustainability
is an ongoing one.

This section of our strategy covers the targets that relate to
people and social sustainability. That includes our own em-
ployees - as well as our Consultants, our customers and those
employed by our suppliers. That's why this section addresses

issues such as human rights, consumer safety, diversity and
inclusion, anti-corruption, and employee health and safety.
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Employee experience

THE #1 COMPANY FOR PEOPLE WHO ACT ON THEIR DREAMS

At the heart of our employee strategy, we put the dreams
and desires of our people first. We want them to feel the
connection and the excitement, to feel challenged and
needed. That is why we are on this journey together, all to
be known among professional talents across the world as
the #1 company for people who act on their dreams.

In 2018, we continued working hard with implementing this
employee-centric approach to each employee’s journey:
from their first introduction to Oriflame, to every career and
development discussion between employee and manager,
all the way to an employee’s exit or rehire.

As an employer, this approach demands a lot of Oriflame
and we expect the same from our employees. We demand
that each employee will actively shape their career based
upon their strongest interests and passions. This proactive-
ness is what defines and drives our strategic vision.

Finding the best

We have seen great results from the investment and energy
we have put info LinkedIn, the world's largest career network-
ing website. Targeted job advertisements and an in-depth
company profile now influence nearly 30% of Oriflame new
hires who already have a LinkedIn presence.

Championing skills

During the year, we started testing a new model for unbi-
ased recruitment —one where the name, gender, age and
appearance were removed from many parts of the appli-
cation process itself. Oriflame believes that a recruiting

process that acknowledges human biases and is designed
to remove them, improves recruitment success. Our goal is to
apply the new model at GSO Stockholm in 2019, and after
that start piloting globally.

@lifeatoriflame

In 2018, our very own employee Instagram account
(@lifeatoriflame) reached 10,000 followers, making it the
world’s largest global career account amongst beauty com-
panies selling direct. This was an achievement solely made
possible by the Togetherness, Spirit and Passion mindset of
our community and by championing our employees to be the
best influencers for our company. Doing so has given us an
open platform to communicate our message and provide an
inspiring glimpse at what employee life is like at Oriflame.

Developing the talent of tomorrow

To stay flexible and dynamic, we have changed the way we
develop fresh talent. Previously we offered opportunities to
young professionals through our Global Future Manager
programme, a trainee programme for future leaders. Now
we are finding new ways for Oriflame to take a more dynam-
ic and open approach to developing management talent.
We do, however, continue to give young talents a chance

to experience life at Oriflame through our annual Global
Summer Internship Programme. A programme designed to
match special projects from our markets with top-performing
candidates, giving candidates a unique chance to expe-
rience Oriflame and deliver real value to our business. The
programme has been successful and many of our young tal-
ents at Oriflame today started their journey with us this way.

Support our people’s desire to grow

When we invest in employee learning, we stay innovative
and competitive, which motivates our employees in return.

In 2018, we relaunched The Oriflame Employee Academy,
our new and improved platform that support the growth of
our employees. It consists primarily of three parts:

1. The Oriflame Way for all employees. This essential

training covers Oriflame’s culture, history, and business.

2. The Oriflame Way Manager’s edition. This unique
leadership training for Oriflame is specially designed
for new managers. Both Oriflame Way trainings are
run by the CEO or members of Group Management or
Regional heads. In 2019, the Oriflame Way is planned
to cover all staff.

3. On-Demand learning for all. These trainings are
based on employee-specific needs.

In mid 2018, to increase our on-demand learning capa-
bilities, we teamed up with LinkedIn Learning, one of the
world’s largest e-learning platforms. Currently, one in six
employees across our company voluntarily access the
Oriflame-branded platform, averaging 5 hours of training
per employee so far. The success of this initiative was ac-
knowledged by LinkedIn in their online editorial, featuring
it as a best-practice example.

Local initiatives

On aregional and market level, we continue to implement
and celebrate employee initiatives—combining both exter-
nal and internal trainings, individual coaching, as well as
customised educational programmes.

One initiative in particular, the Master of Business, was
firstinitiated in our CIS-markets. What began as a talent
programme for sales staff grew into a market-wide
programme that any Oriflame employee could apply

for. Similar talent programmes are presently being run

in our Central Europe (CE) and Africa regions, with very
promising results. In Poland the Employee Experience
Operations for CE and Africa was awarded the prestig-
ious Certificate of Highest HR Quality, issued by the Polish
Association of Human Resources Management (PSZK), for
the second year in a row.

Strengthening our employee community

In order to achieve our long-term goals, we must empower
our Oriflame community by communicating and involving
our employees. Not only in terms of our culture but also
with the digital tools we offer and through the building of
networks between individuals, teams, and within the
organisation itself.

The power of moments

In 2018, we launched a memorable initiative to re-ignite our
employee culture - “Oriflame Moments”. This movement
focuses on those special moments that unite, enhance,

and inspire ambition within our employees. The idea is that
through the moments, our values of Togetherness, Spirit
and Passion come alive as they take the form of actual per-
sonal stories and experiences. The accompanying tagline,
“Share a moment - Give a moment”, encourages them to
share their moments but also to create lasting experiences
with one another.

The movement began on the 14" of September, 2018, with
CEO Connect, a frequently held global webcast meeting
hosted by Magnus Brannstrém, Oriflame’s CEO. Here,
every employee had the opportunity to ask him a question.
With “Oriflame Culture” as the overall theme, this resulted in
two sessions with nearly 200 submitted questions from our
employees, all with very positive feedback.

Because we want our employees to feel heard and assume
ownership in our shared company culture, senior manage-
ment prepared a written draft that was shared amongst
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employees about how they see and define our Oriflame
culture on a global level. This draft was designed for
employees to give their input and help shape Oriflame
culture. Hundreds of entries later, this culture document is
to be shared with all new employees during their on-
boarding process.

The state of our employee experience

At Oriflame, we are always looking for new ways to
become more agile, especially in how we measure and
improve our employee experience. In stark opposition to
the lengthy engagement surveys popular among compa-
nies, we have introduced our own Employee Net Promotor
Score (eNPS) which is designed for employee feedback
and input on a quarterly basis.

Entirely unique to Oriflame, eNPS combines standard NPS
methodology and employee satisfaction by identifying a
number of strategic areas within the company, such as em-
ployee impressions from working at Oriflame, employee
readiness to recommend Oriflame as an attractive place
to work, and employee suggestions on how to improve.
These areas are influenced by, but not restricted to, Jacob
Morgan’s Employee Experience Index, who is a renowned
thought leader on the subject.

In 2018, the eNPS was surveyed in 15 markets and the re-
gions of CIS, Latin America and Africa. A global rollout is
now planned for 2019. The results so far, to mention a few,
have given us a confirmation that our corporate strate-
gy and culture is considered a key factor for staying at
Oriflame. Given the results, a clear area for improvement
is the overall performance management at Oriflame and
the transparency in internal career opportunities.

Delivering on diversity

Oriflame believes that a mix of gender, nationalities and
cultures performing at equal merit leads to better deci-
sions, ideas and products. Diversity is about celebrating,

respecting and harnessing the value of the differences
amongst our people and the talent we want to attract.
Guiding the diversity work of Oriflame is the Policy for
Diversity and Equal Opportunities, see the GRI Index for
further information about the measurements we are doing.

Overall, 73 nationalities are represented in our global
workforce. In terms of gender, we believe our workforce
as a whole has a good balance, with 59% women and
41% men. In 2018, women represented 40% of the Global
Management Team. The Group Management consist of
3 women and 7 men by the end of 2018, which is an in-
crease of 2 women compared to previous year. Amongst
our Oriflame Board of Directors, there is now an equal
gender balance, with two women joining in 2018 - one
of whom is Anna af Jochnick, the daughter of Oriflame
co-founder Jonas af Jochnick, who after showing great
results in Oriflame’s market operations joins the board.

Protecting health and safety

At Oriflame, we are committed to ensure that no employee
should be exposed to any health or safety risk when they
work for us or on our behalf. Our group Health & Safety
function continues to support our organisation to identify
and control those risks. Several initiatives were set in motion
in 2018 to provide our employees with safe workplace,
processes and tools. These include but are not limited to:
Health & Safety Awareness eLearning available to all
employees, health and safety self-assessment checklists for
warehouses and review of machine safety in factories. The
key requirements for the management of health and safety
at the workplace are detailed in a Group-level Policy.
These requirements include but are not limited to: identi-
fication of and monitoring of compliance with applicable
health and safety regulation, emergency planning, fire and
loss prevention, qualification of suppliers and contractors.

The policy is followed-up through an internal control
process, where each Oriflame entity must confirm policy
implementation. Verification of the implementation is con-

ducted annually in selected entities. Employee health and
safety is also a part of our Code of Conduct.

During 2018, there were no fatalities and no occupational
diseases at any of our sites. We report and record every
accident at all our sites. Accidents are investigated and
followed-up with the aim to identify root causes, and con-
sequently corrective actions are implemented to prevent
future incidents. On a global level, we gather and monitor
incident and accident data from our sites and analyse
results to help us implement any necessary improvements
or preventive measures. At our major sites we have estab-
lished health and safety committees representing the total
workforce. Meetings usually take place at least four times
ayear, depending on the location, and involve represent-
atives from the workers and health and safety authorities.

Detailed health and safety data is available in the GRI Content Index.
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Human rights

IMPROVING STANDARDS ACROSS OUR VALUE CHAIN

Oriflame takes a strong stance on social and ethical issues
and we are proactively embedding this position across our
value chain. Oriflame operates in several high-risk areas in
terms of human rights breaches. In order to understand the
risk as fully as possible, we have developed a Corporate
Human Rights Due Diligence process for new markets.
Sustainability and human rights risks are incorporated

into our corporate business risk assessment process.

In 2015, we conducted an in-depth study assessing the major
human rights impacts throughout our business. The assess-
ment included an overall analysis of our value chain and

the major impacts our operations have on people. In order
to identify our most salient impacts, we conducted inter-
views with some of our key internal stakeholders, including
business unit heads and representatives from all our regions.
The evaluation was completed with desktop research on

the major human rights issues in our markets and business
sectors. As aresult, we identified our most salient risks and
are now working to ensure these are adequately addressed.
For some areas we are developing action plans to mitigate
risk and potential human rights impact, while seeking the
opportunity to increase our positive contribution to society.
Our commitment to respecting human rights throughout our
own operations, in our supply chain and in the communities
we operate, are summarised in an internal Human Rights
Commitment approved by the Group Management.

Ethics and compliance

Compliance at Oriflame is defined as the range of initia-
tives and tools implemented to safeguard the company’s
employees, resources, integrity, reputation and business

partners. We comply strictly with the letter and spirit of the
law, and strive o go above and beyond wherever we can,
to always do the right thing.

At Oriflame, we have a zero-tolerance policy towards:
e any form of active or passive corruption
e any form of harassment

e any form of discrimination

In 2007, we issued our Code of Conduct, which has been
updated numerous times since then. This document is sup-
ported by several internal policies and sets out the principles
that guide how we operate at Oriflame, always with a high
level of integrity and a strong ethical and moral conscience.

The Code of Conduct and supporting policies are available
to all employees, in several languages. Their content is also
explained to all employees in several ongoing classroom
and elearning courses. In 2018, 312 of our managers in local
entities have received live trainings on compliance matters,
and more than 2,000 individual compliance related cours-
es have been undertaken by our employees of various levels
of management.

Our managers are our first line of defence - we expect them
to lead by example in everything they do, to actively listen
to concerns within their teams and to act upon them. In 2018,
we launched our Annual Compliance Pledge initiative. All
of our 184 most senior managers (Vice-Presidents and up,
Regional Management Team, local Managing Directors
and Finance Mangers) have confirmed that they have acted
upon and/or reported any concerns they or their team

members may have had; they have also committed to follow
the spirit and the letter of our Code of Conduct and associ-

ated policies, and to implement our values and principles at
all times going forward.

We encourage employees to openly report concerns and to
ask compliance related questions. Employees are regular-
ly reminded that they can address these concerns to their
direct manager, or to any other manager in the company. In
addition, Oriflame has implemented a compliance-breach
reporting mechanism since 2007, guaranteeing confidenti-
ality and protection to employees reporting in good faith.
All allegations of breaches of the Oriflame Code of Conduct
are reviewed by a Governance Committee composed

of members of the senior management of the Company
(CEQO, CFO, VP General Counsel, VP Global Assurance,

VP Sustainability, Senior Director Employee Experience).
This committee requests investigations to be undertaken
wherever necessary. Since its inception, the Governance
Committee has reviewed around 10 cases per year on aver-
age. In 2018, the committee processed less than 15 cases.

Statistics for these reporting mechanisms, as well as high-
lights from notable cases, are presented on a quarterly
basis to the Audit Committee, while preserving the confi-
dentiality of those employees who report.

Oriflame is committed to the protection of human rights,
including the freedom of association, at all stages in its
value chain. Our Code of Conduct draws a clear line in
the sand when it comes to forced labour, child labour, or
modern slavery. These practices are clearly and strictly
prohibited within Oriflame, and we have a Supplier Code
of Conduct that carries over these requirements to our ex-
ternal supply chain. The Supplier Code of Conduct is part
of our standard terms of doing business with suppliers.




Sustainable suppliers

At Oriflame, we believe that integrating sustainability
criteria within procurement practice is an essential part
of moving towards a more sustainable value chain.

Oriflame’s supply chain

Close to 60% of our product volumes are manufactured
in-house, up from under 50% in 2015. Manufacturing sites
are located in Poland, Russia, India and China. External
suppliers in Western and Central Europe, Russia and Asia
produce the majority of our remaining products, including
cosmetics, accessories and wellness products. We strive
to source as closely to our markets as possible through dif-
ferent regional sourcing initiatives, while maintaining legal
requirements and increasing service levels. During 2018
we continued to increase regional sourcing from suppliers
based in strategic locations, particularly in China, India
and Indonesia.

Some of our products, components and raw materials are
sourced from markets that are classified as high risk from a
human rights and corruption perspective. These are mainly
in Asia.

Helping our suppliers improve

Our Oriflame Global Supplier Evaluation programme is sig-
nificant in helping us improve our sustainability performance
across our whole value chain. The programme allows us to
objectively assess our suppliers on a range of sustainability
criteria including human rights.

The programme is a five-step process that assess our sup-
pliers’ progress and sets out requirements as well as speci-
fies how suppliers are evaluated, scored and developed.

The foundation of this process is the Supplier Code of
Conduct which outlines our requirements regarding
working conditions, health and safety, discrimination and
environmental impact, to name a few. The Code applies
primarily to all our first-tier suppliers though we encourage
our suppliers to implement this Code of Conduct upstream
in their own value chain.

The second step of this process is a supplier assessment
tool that is used to understand the level of management
system implemented and helps us prioritise the subsequent
audits and helps us to identify high-risk suppliers and priori-
tise their audit and evaluation. We support suppliers willing
to make improvements and will stop working with any that
score below the requisite grade (C) and that are unwilling
to commit to making a positive change. When screening

Supplier evaluation: A five step model

Code of conduct

Supplier desktop
assessment

Evaluation/audit
prioritisation

Scoring and
development

and selecting new suppliers we take sustainability perfor-
mance into consideration. For any new supplier approval,
we conduct a supplier assessment of sustainability man-
agement systems.

Supplier Assessment Tool

We have worked with a Supplier Assessment Tool towards
strategic suppliers since 2013. Suppliers representing
approximately 99% of our direct cosmetics and wellness
spend are covered by this tool.

This tool enables us to collect and evaluate sustainability
data from our suppliers. They are required to provide
relevant documentation backed up by evidence for their
sustainability performance, including certifications and
social compliance data. The data is analysed to evaluate
and rate the supplier, checking that its performance is
acceptable to Oriflame. When non-conformances are
found and suppliers do not achieve minimum require-
ments through this evaluation system, we aim to provide
them with the necessary support to improve and achieve
acceptable levels.

Sustainability audits of suppliers in 2018

We conduct audits on those suppliers who get weak
scores from the Supplier Assessment Tool or who are con-
sidered high-risk suppliers due to the country they operate
in or the type of product they produce. The categories
audited include cosmetics, wellness, packaging and
accessories suppliers.
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Our focus in the past year has been on working together
with suppliers to reduce non-conformances and improve
their sustainability performance. The majority of these
audits achieved results that were considered good or
acceptable. However, work to improve supplier perfor-
mance is ongoing - workplace safety (personal protective
equipment control and occupational health examination
control), legal compliance (insufficient hazardous waste
control), and conditions of employment (working hours
and overtime) are the top three issues of non-conformance
found during the audits.

When non-conformances are found among excisting
suppliers, a corrective action plan is agreed upon with the
supplier and put into place. The supplier is then given a set
amount of time to complete the actions required to close
the non-conformances. If the supplier fails to correct the
non-conformances an exit plan is initiated. New suppliers
are not taken into use until they meet our basic expecta-
tions. Each supplier’s current progress status is regularly
reviewed by the procurement team and by the global
quality and sustainability team.

Sustainability audit score results in Asia
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Supplier compliance

We have not found any child or young labour through our
audits nor have we faced any cases of discrimination or
forced labour. The main challenge we face is that suppliers
lack the policy and procedures in place to clearly prevent
their non-compliance regarding these issues.

Compliance

Child labour and young workers

Forced labour

Discrimination

Freedom of association

Environment

Corruption bribery and intellectual property
Conditions of employment and work

Legal compliance

Workplace safety o
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Below we have outlined the most common examples of
non-conformances discovered this past year.

e Child labour and young workers

No child or young labour found. At one factory, a written
child remediation plan was not available. Although there
was no evidence of child labour at this particular factory,
it is important that suppliers have a written child remedi-
ation plan as part of standard protocol.

Forced labour

No forced labour found. Unreasonable discipline/pun-
ishment practices such as wage deductions.

Discrimination

No discrimination cases found. Issues related to the
way anti-discrimination policies were communicated
to workers; unreasonable penalty clauses found.

Freedom of association

Either no written policy or an inadequate policy;
non-availability of work committee or non-availability
of work committee’s meeting records; workers unaware
of works committee; inadequate frequency of works
committee meetings and poor records of employee
suggestions process.

Environment

Inadequate documentation regarding environmental
performance and environmental aspect-impact assess-
ments; poor waste water or hazardous waste disposal
control etc.

Corruption bribery and intellectual property

Lack of relevant documented policies or of evidence
to support policy implementation; lack of internal and
external policy communication.

Conditions of employment and work

High overtime and long working hours.

Legal compliance

Missing/expired compliance certificates or inadequate
workers’ contracts.

Workplace safety

Insufficient personal protection equipment; temporarily
blocked emergency exits and inadequate health
examinations of workers in hazardous positions.




) Consumer
safety

WE NEVER COMPROMISE ON THE
SAFETY OF OUR CONSUMERS

- THEIR WELLBEING IS OF
PARAMOUNT IMPORTANCE TO US

Oriflame has a team of safety experts working with internal
and external specialists. Together, they make sure every
ingredient we use and every product we sell meets our high
quality and safety standards. We have the same high stand-
ards wherever in the world our products are made or sold.

At Oriflame we only use the highest quality raw materials.
By doing this we ensure that we minimize the presence

of any unintentionally added ingredients. All our raw
materials undergo a rigorous assessment process by
numerous experts at various stages in the development
of our products, in order to ensure that all materials

meet our very high standards.

For all our cosmetics products, we apply a comprehensive
evaluation that includes the following:

e We conduct a thorough evaluation of all raw materials.
We only use reputable suppliers, and only selectingre-
dients that are supported with satisfactory data.

¢ We carefully measure safe concentration levels. Our
team of expert toxicologists ensure ingredients are safe
for intended use and intended consumer group.

e We test our final formulations for irritation and sensi-
tisation on healthy human volunteers in independent
laboratories, and also use ‘in vitro’ (non-animal) tests
to further confirm the safety of our products.

e Post-launch, we proactively collect feedback from
consumers and data about any unwanted effects.

All Oriflame cosmetic products are made to be safe in
accordance with the provisions of the European Cosmetics
Regulation (EC No 1223/2009) and other major interna-
tional regulations. In markets where regulations are less
developed, Oriflame applies the European regulation
requirements for safety as a minimum.

We have the same strict safety measures for our wellness
products. All ingredients are of the highest food grade puri-
ty, internationally approved for use in food and selected for
optimum safety and efficacy to ensure our products meet
the same safety standards around the world. Everything

we make meets all our markets’ relevant Regulations as well
as recommendations from food safety bodies such as the
World Health Organisation.

100% of Oriflame’s global cosmetic, accessory and
wellness products follow strict internal procedures and are
assessed prior to launch to ensure they meet the relevant
labelling requirements in all markets in which the products
are sold, e.g. EU Cosmetics Regulation No 1223/2009,
1169/2011 for Foodstuffs.

We have safety certificates present for 100% of our 1,000+
products we have on the market. In 2018 there were no
incidences of non-compliance with regulations and volun-
tary codes concerning the health and safety impact of our
cosmetic or wellness products.

Oriflame is committed to avoiding the use of CMR substanc-
es in our products (substances classified as carcinogenic,
mutagenic, or toxic for reproduction). We do this by contin-
vously monitoring the latest scientific data on our ingredients
and by taking action early on if any ingredient may fall into
this class. We are therefore proud to report that we do not
have any CMR substances present in our products. We

are aware that endocrine disruptors are of concern for our
consumers. As with all ingredients that we know may cause
harm we monitor developments on endocrine disruptors
and either ensure we do not permit their use or remove them
from products if the scientific data confirms an ingredient’s
endocrine disrupting effect.

At Oriflame we believe in taking extra measures to ensure
the safety of children who use our products. For this reason,
we ensure that any fragrance used in children’s products is
free from any of the known fragrance allergens.

Nanotechnology is still an emerging science and presents
many great possibilities. Whilst the science is still evolving,
we commit to only using nanomaterials assessed by the
independent scientific body that advises the European
Commission and that have been proven to be safe. We want
to give our consumers the confidence that the nanomaterials
in Oriflame products are both safe and efficacious.
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Socially

responsible products

- THAT MAKE A DIFFERENCE

Our products need to add value in several ways for us to
stay relevant to our customers. We have added this specific
target area to highlight our intentions going forward. As
you will read below, we have established several initiatives
throughout the years. Today we are more dedicated than
ever before to developing products that not only make you
beautiful, but also make you feel beautiful. From the inside
and out.

Supporting Fairtrade
communities in India

Oriflame sources Fairtrade Organic coconut oil from a com-
munity of farmers in Kerala, India, for use in the world’s first
global Fairtrade certified cosmetic range - the Ecobeauty
face and eye cream. By working with Fairtrade, the farmers
are ensured a fair price for the ingredients. In addition, a
percentage of the products sales are invested into a fund
which further supports the community in specific social,
economic and environmental projects. Projects include:

e The organising of South India’s largest seed exchange
event: each year the annual Seed Festival brings to-

gether tens of thousands of farmers who between them
exchange nearly 6,000 indigenous varieties of seeds
that enhance biodiversity and food security.

¢ The creation of community seed banks where neigh-
bourhood women'’s collectives serve as custodians of
the myriad seed diversity in select crops through in situ
conservation.

¢ Training on climate risk mitigation and natural resource
management, including the development and protec-
tion of community water resources.

e Promoting food security and crop protection through
bio-fencing around farm lands and solar/battery
powered fencing.

Fairtrade Alliance Kerala is an organisation of small holder
farmers in South India. The organisation evolved as a
response to the agrarian crisis that resulted in indebted-
ness and a situation where farmers were many times not
even covered for the cost of production. By introducing the
Fairtrade principles, small scale farmers are guaranteed a
fair price for the produce, whilst sustainable farming also
means that the land and workers are better protected.

Sourcing mica

Mica'is a group of minerals used in a large variety of
consumer goods. At Oriflame we use it for example as a
pearlescent pigment in cosmetics. To support the devel-
opment of impactful solutions against this issue, Oriflame
joined the Responsible Mica Initiative in 2017 and continued
our proactive engagement in 2018. The Responsible Mica
Initiative is a unique, cross-sector association, ensuring
close collaboration between private, public and non-profit
sectors, in order to achieve a 100% responsible mica supply
chain over the next 5 years.

Assisting local communities in Indonesia

The Tesso Nilo forest in Indonesia is unique in many ways,
for its high biodiversity and as a habitat to threatened
species. Indigenous Sialang Honey is found in the park and
has long been sustainably harvested by local communities
for their own consumption. For people living around the
forest there are few income-generating opportunities apart
from expanding farm land into the forest area, which only
contributes to deforestation. Oriflame therefore wanted

to support the development of sustainable livelihoods and
is helping the local community to find new markets for sus-
tainable forest products such as the Sialang honey. Today,
Oriflame has sold 350,000 bottles of honey through our
catalogue, providing the community with a steady income.
This has impacted the community positively by reducing
their dependence on forest timber products and thereby
reducing the threat of deforestation.
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Goals and

commitments .

4f\} Employee experience

Commitment Deadline Progress
1. Ensure equal opportunities for all women and ~ Year On track
men, by having the minority gender repre- on year

senting no less than 40% in key governing
bodies and management teams.

2. Create great places to work by having 2020 New
implemented a Global Employee NPS for
a majority of our markets by 2020, with the
purpose of measuring our employees’ loyalty
and satisfaction.

3. By 2020, to have implemented a Global 2020 New
Employee Experience Index for a majority of
our markets, with the purpose of measuring
our physical work environment, our inclusive
culture and user-friendly technology.
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Comment

In 2018, women represented 40% of the Global
Management Team. Our Group Management
increased by two women during the year, which
resulted in women representing 30% of the
group. Oriflame Board of Directors currently
have an equal gender balance, with two wom-
en joining in 2018.

In 2018, the eNPS was surveyed in 15 markets
and the regions of CIS, Latin America and
Africa. A global rollout is planned for 2019.

We will start to measure this in 2019.

4.

45> Human rights

Commitment

Conduct a human rights risk assessment
for all new markets as part of our due
diligence process.

Educate our employees on our business
responsibility to respect human rights, and
train the Global Management Team on this

by 2018.

Oriflame is committed to the safety of our
employees. Strict processes have been imple-
mented to assess the chemical risk of all new
raw materials.

Oriflame is committed to terminating existing
business relationship with any supplier or
discontinue the approval process of a new
supplier, in case of systematic Human Rights
breaches or systematic cases of corruption
and/or bribery.

Deadline

Year
on year

2018

Year
on year

Year
on year

Progress Comment
Ontrack No new markets were entered in 2018.
Not Selected departments and individuals have

. been trained in relevant human rights aspects
achieved during the year. However, the full Global

Management Team has not been trained yet.

New
New
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. C Commitment Deadline  Progress Comment
4 Consumer safety
12. Oriflame is committed to only using nano- Year New
Commitment Deadline Progress Comment materials which have been assessed by the on year

independent scientific body that advises the
European Commission and that have been
proven to be safe to give our consumers the
confidence that the nanomaterials in Oriflame
products are both safe and efficacious.

8. Allourcosmetic and wellness products Year New
undergo continuous assessment post launch,  on year
from continuous monitoring of ingredients to
receiving and analysing consumer feedback,
ensuring we continuously improve the safety
of our products for our consumers.

13. Oriflame is committed to only using the highest ~ Year New

quality raw materials. By doing this we ensure  onyear =
: : . e that we minimize the presence of any unin- 8
Orn‘lalme is gomm!tfed to avoiding the use qf Year New tentionally added ingredients. All our raw wm
CMR ingredients in our products. We do this ~ on year materials undergo a rigorous assessment by =
by continuously monitoring the latest scientific numerous experts at various stages through 8
datg on our ingrediepfs ond.by taking egrly the product development process to ensure w
action on any ingredient which may fall into that all materials meet our very high standards. z
this class. o
»n
p
10. Oriflame is committed to monitoring develop- ~ Year New oD : . —

ments on endocrine disruptors and ensure we  on year %U SOCIQ"Y responSIble prOdUCtS

do not permit their use or remove them from
our products if the scientific data confirms an

ingredient’s endocrine disrupting effect. Commitment Deadline Progress Comment
14. Develop new and grow sales of existing Year New
11. Oriflame is committed to taking extra measures  Year New products with a social purpose™. on year
to ensuring the safety of children who use our  onyear *Social purpose is when the product and its surrounding
pI’OdUCTS. For this reason, we ensure that any communication aims to benefit the consumer pertaining to

fragrance used in products for children is free e ResEetenr i W R G

from any of the known fragrance allergens.

15 Oriflame is committed to ensuring an ethical Year On track Oriflame joined the Responsible Mica Initiative
= in 2017 and continued our proactive engage-
ment in 2018.

approach when sourcing our raw materials. on year
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We want an open transparent dialogue
with all our stakeholders; employees,
suppliers, investors and other actors

of society.

We also recognise the potential that engagement and
successful communication with our Consultants and con-
sumers has in achieving our sustainability ambitions. Our
business reaches more than 10 million people in more than
60 countries every month. If we can showcase the value of
sustainability behaviours to these Consultants, they will help
spread these behaviours to many millions more.
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Beautiful Change

OUR WAY OF COMMUNICATING SUSTAINABILITY

We want to inspire Oriflame Consultants and consumers
to take action and make their own contribution towards a
better world. We believe that Beauty is more than just the
way you look - it’s about the way you act.

Our new brand positioning “Beauty by Sweden” stands
for everything we want to be as a company. It enhances
our Swedishness and helps us to stand out against our
competitors.

Our four Swedish brand attributes are:

e Accessible
e Natural

e Progressive
e Trustworthy

Accessible means we believe in the simple idea that great
things should be available to the many. This means we work
hard to create great value for money products, as well as

a worthwhile business opportunity, for our Consultants and
consumers around the world. As people we are also open
and accessible - anyone with an idea can bring it forward
and be heard.

Natural means a respect for nature that has been part

of our heritage since day one. Everyone has the right to
access and enjoy nature - and we all have a responsibility
to care for it. We are inspired by nature and harness the
power of its ingredients in our products. We also aim to
make responsible and sustainable choices in all areas of
our business.

Progressive means that we use curiosity and creativity

to constantly move forward. This approach is reflected
throughout our community and the reason why we continu-
ously improve our products and our business opportunity.
Our progressiveness also drives our desire to discover and
explore the latest developments and trends within science,
fashion, technology, and the world around us.

Trustworthy means we always strive to exceed our custom-
ers’ expectations and take great pride in being known as
areliable and honest business partner, delivering on our
promises. We act with integrity and respect everyone we
interact with. Safety is a priority. We carefully select our
raw materials and choose suppliers who meet our strict
safety standards.

In 2017 we created and launched the Beautiful Change
concept. Beautiful Change communicates Oriflame’s sustain-
ability initiatives and achievements in a simple, emotional and
engaging way. We want to spread a very simple message
that can have a very big impact - everyone can make a
Beautiful Change. This is an opportunity for us because many
of our Consultants and consumers are in markets with a low
interest and understanding of sustainability issues.

In 2018, we delivered consumer friendly stories on our
sustainability achievements to our regions, enabling them to
reach out to our Consultants and consumers on these fopics.
Now the entire Beautiful Change concept has been incor-
porated in our Brand communication. This way we underline
the fact that sustainability is an integral part of our Beauty
by Sweden brand and its communication. We continue to
use #BeautifulChange to underline our sustainability work
on social media platforms.




Oriflame Foundation

EMPOWER CHILDREN AND YOUNG WOMEN TO CHANGE

THEIR LIVES FOR THE BETTER

Our role as an aspiring socially sustainable company
allows us to create a lot of positive change across our
value chain. However, we want to reach further than our
own network of influence. This is why we have the Oriflame
Foundation - it is our way of creating long-term value for
people we do not connect with through our business, spe-
cifically for those children and young women who are most
vulnerable in society.

Our goal is to help educate children by doubling the
amount of money donated to Oriflame Foundation by 2022.
During 2018, the total amount of money raised by Oriflame
Foundation was €1 million. Since 2009, the total sum raised
amounts to more than €10 million.

Why we created the
Oriflame Foundation

Oriflame has always supported charitable causes, but a
number of years ago we decided we would make a bigger
positive impact in all regions by combining all our efforts
under one umbrella - the Oriflame Foundation, established
as an independent Foundation.

The Foundation allows us to make long-term charity
commitments and partnerships, and measure the quantity,
quality and overall impact of our investment. It also reinforc-
es our reputation as a socially responsible company and
attracts more talented and value-driven employees and
Consultants.

How the Foundation works

From the beginning, Oriflame has strived to support NGOs
and charity organisations around the world. These include
the World Childhood Foundation, founded by H.M. Queen
Silvia of Sweden and co-founded by Oriflame and the Af
Jochnick Foundation. The Oriflame Foundation also pro-
vides grants to projects that have been selected or initiated
by local market teams, and/or makes donations to projects
that Consultants are fundraising for.

Funds raised through sales

We also develop accessories and beauty products that we
sell specifically to raise funds. Additionally, some markets
also offer customers the opportunity to make an extra dona-
tion at the end of their online order, with possible matching
made by some of Oriflame’s local markets. Markets are also
encouraged fo raise additional funds through fun, creative
and innovative activities, for example through galas, spon-
sored walks and raffles.

Employee volunteering

There are many other ways people across our business
can contribute to the work of the Foundation. For example,
employees are actively encouraged to become involved
with their local projects and in fundraising activities, or they
can support local charities by volunteering their time. All
Oriflame employees have the benefit of one paid day off
for volunteering, and can support a charity of their choice.
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Deepalaya school in India

In 2018, Oriflame India continued its initiatives to empower
girls, after the success of its campaign led by Kalki Koechlin
on female empowerment through education. Oriflame

has been involved in the Deepalaya School in Gusbethi,
Haryana since 2006, sponsoring the education of 7,000
girls since last 12 years. Oriflame is to contribute to the
construction of a new three-storey building, sprawling over
90,000 sq. ft. area with classrooms and an administra-

tive block. The premises will be accessible to over 3,000
students from underprivileged backgrounds. The Oriflame
team inaugurated the premises with much pride, reaffirming
Oriflame’s commitment to responsible beauty.

Ever since we started our association with Deepalaya in
2006, we have witnessed the extent of change we have
brought into the lives of underprivileged children in the
area. For many of these children, the school is an edu-
cational haven. During its years of association with the
company, Deepalaya school has seen an appreciable
decrease in drop-out and absentee rates. Oriflame has
also donated two buses to the school to encourage the
children’s access to education.

The Oriflame Foundation’s vision is to continue its engage-
ment with such institutions, empowering girls and women
through education and helping their dreams to flourish.
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Stakeholder engagement

Our business’ success is created by people - from our
employees, Consultants, customers and suppliers, to our
shareholders, and the general public. These are all our
stakeholders, and they rightly expect us - a global compa-
ny - to pursue the highest level of social and environmental
responsibility.

We are determined to be aleader when it comes to meet-
ing these expectations. To that end, we maintain a reason-
able level of dialogue with our stakeholder groups so we
can better understand and incorporate their expectations.
We engage our stakeholders through a range of methods,
including Consultant meetings, consumer questionnaires,
employee surveys and investor dialogues.

Beyond this, we consult non-governmental organisations
(NGOs) to discuss sustainability challenges and receive
feedback on our efforts. This is a vital part of how we stay
accountable and continue to improve our performance.

Cooperations and memberships of
associations or advocacy organisations

The organisations listed below are a selection of those
Oriflame is either a member of or works closely with:

¢ Cosmetics Europe

¢ World Federation of Direct Selling Associations (WFDSA)
¢ Seldia, the European Direct Selling Association

¢ United Nations Global Compact

¢ Roundtable on Sustainable Palm Qil (RSPO)

¢ Responsible Mica Initiative (RMI)

¢ Swedish Network for Business and Human Rights

¢ We Mean Business Coalition

e Swedish Network for Sustainability Reporting

e Rainforest Alliance

« Employee NPS - quarterly survey collecting information and feedback on important
elements of employee satisfaction and experiences

« CEO Connect - annual live broadcast where employees ask the CEO questions
both during and in advance of the event

« Continuous trainings and feedback, eg. the Oriflame culture, Oriflame Way
(see Employee experience section)

« Dialogue and sharing through Oriflame’s Intranet and Internal social media

« Consultant NPS - permanent feedback from Consultants about
experiences and possible improvements

« Business meetings, trainings, conferences and events

« Sustainability study - through a web panel collecting information
on what our Consultants prioritise most regarding sustainability

+ Meetings with investors - one-on-one meetings, quarterly roadshows,
capital market days and conference calls
« Responding to online investor questions and data reporting requests

» Consumer research, primarily product focused
» Consumer surveys, sometimes including Oriflame Consultants in their role as consumers
+ Oriflame Brand Image Index, OBIl (Annual)

« Regular meetings/site visits with Oriflame teams regarding purchasing, packaging etc.
« Regular sustainability site audits
« Supplier self-assessment survey

+ One-on-one meetings discussing both general strategy and more specific topics
« Discussions atindustry events

« Participation in industry initiatives and standardisation bodies
« Community involvement, including Oriflame Foundation initiatives
« Participation in conferences and events

« Performance management

« Recognition and rewards

« Personal development and career opportunities
« Empowerment - leadership, corporate culture

« Diversity and inclusion

o Charity

« Sustainable packaging

« Job creation/recruitment and benefits
o Charity

« Sustainable sourcing

« Productingredients and safety

« Sustainable packaging

« Animaltesting

« Sustainable sourcing

« Climate impact

« Supply chain

» R&D and product ingredients
« Customer relations

« Diversity

« Productingredients and safety
« Customer engagement

« Sustainable sourcing

« Animaltesting

« Sustainable product development
« Supply chain

« Supply chain

« Transparency and communication
« Productingredients and safety

« Female empowerment

« Sustainable sourcing

« Sustainable sourcing
» Humanrights

« Ethics and fraud

« Charity
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In this section of the report, we have
gathered information on some of the
fundamentals of good sustainability
work and reporting, as well as infor-
mation on our organisation and our

approach to materiality, along with

other details about this report.

In addition, we disclose our sustainability work in relation to
the Sustainability Development Goals (SDG) and explain
what sustainability risks we face in our kind of business.




94

Organising for improvements

To make sure our sustainability strategy is successful, we
need to give it the same kind of attention, respect and level
of organisation as our other business strategies. This is why
our CEO and the Board of Directors oversee our sustain-
ability strategy.

A global sustainability team is responsible for developing
global targets and supporting the organisation by identi-
fying key responsibilities, helping to set goals and targets,
as well as monitoring and reporting progress externally.
The Vice President of Sustainability is part of our Group
Management, with sustainability topics scheduled into sev-
eral of the Group Management'’s all major meetings during
the year to inform and discuss relevant material issues.

However, because of the collaborative nature of our busi-
ness and the enfrepreneurial people we employ, we have
structured our sustainability strategy so that the responsi-
bility of fulfilling its commitments is spread right across our
business value chain.

We have taken several steps to make sure this responsibility
is felt and acted upon:

e We are integrating sustainability goals into perfor-
mance targets of key Senior Managers and lower
levels where appropriate.

e We provide ongoing fraining in specific sustainability
areas fo those who require it.

¢ We communicate sustainability topics to our employees
via meetings, conferences, trainings and the infranet.
We also have e-learning modules available to all
employees that provide an introduction to sustainability
and what it means to our business.

Board of directors

Group management

Global Sustainability Team

¢ We are working on more ways to engage our
employees and Consultants around sustainability
issues, for example via our social media hashtag
#beautifulchange.

Materiality

Our initial in-depth materiality assessment was conducted

in 2014 to gain a clearer view of the issues most pertinent

to our business. Materiality refers to the issues that reflect

an organisation’s significant economic, environmental and
social impacts, and substantively influences the assessment
and decisions of stakeholders. In addition to conducting an
in-depth analysis, we are continuously monitoring and evalu-
ating relevant areas to make sure we focus on the right issues.

Understanding our impact

In the first step of our materiality assessment we used all
our existing knowledge and research of our direct and
indirect impact factors to create a list of material aspects.
The next step was an extensive review of media, industry
associations and peers to identify what social, environmen-
tal and economic topics were raised by our stakeholders.
We also made sure that the topics we report to the United
Nations Global Compact were considered in the list of
material issues. We then asked our most important stake-
holder groups to help us prioritise what they believed were
the most relevant aspects to them. This included speaking
with Oriflame employees, customers, investors and social
organisations such as NGOs.

The result was a prioritised list of aspects, which we then
combined with our sustainability strategy and other indi-
cators from the Global Reporting Initiative (GRI). We used
this to inform and re-evaluate our original list of Oriflame’s
biggestimpacts and relevant issues. This approach en-
sured that the final list did not omit any issues - such as, for
example, the wide range of environmental issues that are
so important to our business strategy. It also allowed us to
prioritise the list accordingly.

In 2018, we transitioned from GRI G4 to GRI Standards. In
combination with our updated sustainability strategy we
re-evaluated the materiality analysis to help us fully under-
stand our business impact, improve our knowledge on what
stakeholders find important and develop our priorities

and processes.
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SUSTAINABLE
DEVELOPMENT

G<:ALS

Supporting the Sustainable

Development

The 2030 Agenda for Sustainable Development and the
17 Sustainable Development Goals (SDGs) were adopted
by all United Nations member states in 2015. The SDGs are
auniversal call fo action to end poverty, protect the planet
and ensure that all people enjoy peace and prosperity.
These goals intend to create long-term action in order to
address the world’s most pressing issues during the next

15 years. Three years in, although there is good progress
towards the Sustainable Development Goals, there is also a
significant shortfall, particularly around climate action and
reduced inequadlities.

Goals

Oriflame has been a member of the United Nations Global
Compact since 2009 and has recognised the importance of
the SDGs since they were conceived in 2015. Although we
have an opportunity to support all of the goals set, we have
identified some to be more relevant to our business, particu-
larly as we deliver on our updated sustainability strategy.

Around the world, local Global Compact Networks exist to
help companies and organisations engage in driving the
SDGs and sustainable development at both a national and
local level. During 2018, Oriflame joined the Swedish local
Global Compact Network.

GOODHEALTH
AND WELL-BEING

DECENT WORK AND
ECONOMIC GROWTH

o

13

14 Sovwe

1 E PEALE. JUSTICE
AND STRONG
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How Oriflame contributes

Reducing environmental impact by working with water
(pp. 36-37), air (pp. 40-43) and waste (pp. 44-45).

Giving Consultants, mainly women, an opportunity to addi-
tional income (pp. 20-21), growth and development
(pp. 24-25) and network opportunities (pp. 26-27).

6,100 employees in more than 60 countries
with 73 nationalities.

Giving 3 million Consultants the opportunity to
have an additional income (pp. 20-21).

Sustainable sourcing of paper and palm oil (pp. 38-39)
Increasing post-consumer recycled plastic and renewable
packaging materials (pp. 44-45).

Reducing greenhouse gas emissions (pp. 40-43).
Improving energy efficiency at manufacturing sites (pp. 40-43).

Renewable electricity at all Oriflame operated sites (pp. 40-43).

Solar panels installed at wellness factory in India (pp. 40-43).

Using fish oil from sustainably managed stocks in our wellness
food supplements range (p. 48).

Reducing impact to water by implementing biodegradable
formulations into personal care products and removing plastic
microbeads (pp. 36-37).

Sourcing paper and palm oil (main raw materials) from
sustainable sources (pp. 38-39).

Raw materials from nature play an important part in our product
philosophy. We do not use materials derived from protected

Respecting human rights for employees and suppliers
(pp. 64-69).

Protecting employee health and safety (pp. 62-63).

Creating a diverse global workforce at all management

levels (pp. 60-63).

Creating a diverse global workforce at all management
levels (pp. 60-63).

Screening all raw materials based on naturalness, environ-
mental impact and ethicalness (pp. 46-49).
Being innovative in formulation developments (pp. 46-49).

Reducing electricity consumption at manufacturing
sites (pp. 40-43).

Investing in sustainable certified manufacturing
sites (pp. 40-43).

Paying attention to raw materials that may be of concern for
consumers (pp. 70-71).

or endangered flora and fauna and we were one of the first
companies in the world to use raw materials sourced directly
from nature (pp. 46-49).

Allnew global suppliers sign the Supplier Code of Conduct
before conducting business with us (pp. 66-69).
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Sustainability
risks

The Board of Directors has overall responsibility for the
establishment and oversight of the Group's risk management
framework. Sustainability risks are continuously being identi-
fied, assessed and addressed within Oriflame’s general risk
assessment process.

A Global Assurance department was established in October
2018 consisting of pre-existing internal control, compliance
and data protection functions. The department is led by the
Vice President Global Assurance and works to ensure that
necessary attention is given fo risk and compliance matters
within the organisation. Oriflame’s risks map was established
to identify and analyse the main business risks to which the
Group is exposed and to set appropriate mitigations action
plans. These risks are defined after an annual review of the

company’s value chain by the Global Assurance department.

The Audit Committee (composed of Board members)
annually reviews the risks map of Oriflame. The Board then
decides or validates mitigation strategies that are overseen
by the Group Management, of which the Vice President
Sustainability is part.

Oriflame has implemented some measures to guarantee the
respect of human rights in its own factories, warehouses,
distributions centres and offices. However, a significant exposure
remains with suppliers in emerging markets.

Operating in countries where the corruption risk exposure is
quite high, Oriflame needs to be veryclear on its anti-corruption
standards.

Oriflame depends on water throughout the product lifecycle,
but mainly during the manufacturing, consumer usage and raw
material sourcing process. The availability and the quality of
water is therefore of importance for us. Increased water scarcity
that could potentially lead to reduction or disruption in the
manufacturing process is a risk for us.

Because asignificant proportion of our impact comes from the
raw materials we use, we need to make the right decisions about
how, where and what we source to avoid deforestation.

Our business impacts the climate, both directly via our operations
and indirectly via our supply chain. We have identified changing
weather patterns as a potential risk for decreased or irregular raw
materials supply.

At Oriflame, it is our responsibility to ensure that no employee
should be exposed to any health or safety risk when they work for
us or on our behalf.

At Oriflame, having more than 6,000 employees all over the
world, some may be exposed to human rights risks. However, very
few cases are reported annually, so we have reason to believe
that the values we have in our culture work in our favour and our
employees can separate right from wrong.

We never compromise on the safety of our consumers - their
wellbeing is of paramount importance to us. Hence our consumer
safety work is all about assessing, monitoring, testing and evaluating
ingredients and formulas that could be of risk to the consumer.

« Human rights impact assessments when entering new markets
« The five-step supplier evaluation Process
« Supplier Code of Conduct

« Zero-tolerance policy towards active or passive corruption

« Code of Conduct for employees

« Compliance-breach reporting mechanism

« Annual compliance pledge by the 184 most senior managers
« Supplier Code of Conduct

« Conducted a water footprint study

« Improving water efficiency at manufacturing sites

« Developing products with biodegradable formulas
« No plastic microbeads and plastic glitter

« Sustainable packaging

« Increasing our share of Mass Balance certified palm oil
« Purchased RSPO Credits since 2010

» Aim to source paper from credible certified or recycled
sources

« Working with reducing our GHG emissions since 2010
« Renewable electricity at all Oriflame operated sites
» Committed to set Science Based Targets

+ Group-level policy

« Health and safety committees at major sites
« Health and safety eLearning for employees
«+ Health and safety audits

« Code of Conduct for employees

« Human rights commitments

« Compliance-breach reporting mechanism

« Zero-tolerance policy towards any form of harassment and
any form of discrimination

« Conduct athorough evaluation of all raw materials
« Measure safe concentration levels

« Test final formulations for irritation and sensitisation
« Collect feedback from consumers post-launch
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About this report

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

This Sustainability Report covers material sustainability
strategies, activities and performances for the company
Oriflame Holding AG (called Oriflame in this report)
during the period January 1to December 31, 2018, unless
stated otherwise. Franchise operations are not covered

in this report. This report was published on Oriflame'’s
website, www.oriflame.com, on April 15 2019, where you
will also find additional information about our sustainabil-
ity efforts. This report has been prepared in accordance
with the GRI Standards: Core option. A GRI Content Index
is published on our website. The value creation model

on page 10-11in the Annual Report is inspired by the
International <IR> Framework.

Information and facts are selected on the basis of sus-
tainability aspects assessed and material to Oriflame’s
operations, and are based on the best possible sources
known by the company. Regarding some information
about the development of the company and its operations,
references are made to the Oriflame Annual Report for
the fiscal year 2018. Unless otherwise specified, all data
concerning suppliers and suppliers’ factories includes all
suppliers and factories that were active and approved for
production during the reporting period. Our greenhouse
gas emission calculations and reporting are aligned with
the Greenhouse Gas Protocol Standard.

This report has not been externally assured. However, part
of our greenhouse gas emission calculations (71% of Scope
Tand 83% of Scope 2 (location-based)) that are also to be
reported to CDP have been subject to limited assurance by
KPMG. The verification standard used was the International
Standard on Assurance Engagements (ISAE) 3410,
Assurance Engagements on Greenhouse Gas Statements.
Additionally, the requirements found in the Greenhouse
Gas Protocol have been used as applicable criteria.

Our paper supplier questionnaires for product packaging,
accessories and catalogues have been developed by
Rainforest Alliance to verify claims of FSC™ certification or
other credible certified sources.

This report has been developed and reviewed by
Oriflame’s sustainability team, relevant experts in the
company, and is approved by the CEO.
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Report and information available
=
www.oriflame.com

y

¥ * -



	Sustainability highlights
	Statement 
from the CEO
	Geographical footprint
	Sustainability in 
the value chain
	Sustainability strategy
	Additional income
	Growth and development
	Sense of belonging
	Reducing environmental impact – our journey
	Water
	Forest
	Climate
	Packaging
	Formulations
	Employee experience
	Human rights
	Consumer safety
	Socially
responsible products
	Beautiful Change 
	Oriflame Foundation
	Stakeholder engagement
	Organising for improvements
	Materiality
	Supporting the Sustainable
Development Goals
	About this report
	18_Sustainability_Report_front_back.pdf
	Sustainability highlights
	Statement 
from the CEO
	Geographical footprint
	Sustainability in 
the value chain
	Sustainability strategy
	Additional income
	Growth and development
	Sense of belonging
	Reducing environmental impact – our journey
	Water
	Forest
	Climate
	Packaging
	Formulations
	Employee experience
	Human rights
	Consumer safety
	Socially
responsible products
	Beautiful Change 
	Oriflame Foundation
	Stakeholder engagement
	Organising for improvements
	Materiality
	Supporting the Sustainable
Development Goals
	About this report




