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Foreword
We have also strengthened our environmental
management at Amway Europe, with more comprehensive
monitoring of energy consumption, carbon emissions and
waste under our Smart Resources Programme.
This is our fourth Corporate Responsibility Report since
2009 – and the most comprehensive yet. It is also the first
Report under our new corporate governance structure –
Amway Russia now has its own reporting management.
Our objective is to maintain Amway Europe’s position as
a strong and sustainable business that people trust - day
in, day out.
While many businesses have struggled during the
economic downturn in Europe and the political turmoil in
the Eurozone, Amway has grown from strength to strength.
In 2012, Amway’s parent company, Alticor Inc., delivered
a record worldwide turnover of 11.3 billion US dollars – the
seventh consecutive year of growth for the company. In
Europe, we saw strong performances across our markets,
with Italy and Turkey posting double-digit growth.
One of the reasons for Amway’s success is that we place
corporate responsibility at the heart of our business
model. This responsibility, generating long-term value, is
central to the Founders’ Fundamentals: family, freedom,
hope and reward.
Amway is a family business built on family values –
taking care of our people, supporting the community
and protecting the environment. With our direct selling
business model, we pride ourselves on helping over
250,000 distributors across Europe achieve the freedom
of self-employment. In the tough economic times that
we face in Europe and the world today, self-employment
– and the self-empowerment that comes with it – can
create hope and provide rewards.
Looking back on 2012, we can be proud of our
achievements in Corporate Responsibility. Following its
launch last year, the Amway Business School now offers
over 60 training courses and has rapidly become the
learning and development programme of choice for all
Amway employees and managers.
We raised over 740,000 US dollars for Amway’s One by One
Campaign for Children, and employees and distributors
invested 12,000 volunteering hours. This helped us
support over 14,000 children across 97 projects.

In 2010, we committed to move towards more
comprehensive Corporate Responsibility reporting under
the Global Reporting Initiative (GRI). In 2011, we consulted
our stakeholders on Amway Europe’s performance in the
workplace, the local community and the environment.
Today, we are publishing our Corporate Responsibility
Report within the GRI framework together with a wider
range of indicators to help us benchmark our Corporate
Responsibility performance in future years.
We are also launching new initiatives over the coming
year to further strengthen our performance in Corporate
Responsibility. We will expand our work to encourage
European entrepreneurship in society. We are launching
Think Act Save to improve environmental performance
in the workplace together with our Green Champions
– a cadre of employees dedicated to improving our
environmental performance. Our Smart Resources
Programme aims to increase energy and resource
efficiency, reduce costs and help the environment.
And of course our support to disadvantaged children in
Europe under Amway’s One by One Campaign for Children
will continue in the months and years ahead.
Finally, I firmly believe that only by listening to our people
and wider stakeholders – the extended Amway family
– will we continue to provide opportunities of freedom,
hope and reward to our distributors and employees, serve
our local communities and help preserve a clean, safe
and pleasurable environment for all.
If we can combine Amway’s traditional family values
with a modern, forward-looking approach to Corporate
Responsibility, we will continue to prosper and thrive
as a strong, sustainable business. That means
learning, listening and working together. And that is my
commitment.

Peter Strydom
Managing Director Amway Europe and Africa
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Highlights in 2012
Building a sustainable business
• Our business at Amway continues to grow strongly, despite the world economic downturn. Global revenues
of Amway’s parent company, Alticor Inc., were a record 11.3 billion US dollars in 2012 – the seventh
consecutive year of growth.
• We offer over 450 products, including nutrition and wellness, beauty and household products.

People
• We launched the Amway Business School to provide a comprehensive learning, educational and development
environment, with over 69 training courses for our more than 1,200 employees.
• Over 400,000 Amway Academy learning units were provided to our distributors, helping them to learn how
to run a business efficiently, ethically and successfully.
• Our Amway European Entrepreneurship Report 2012 survey was conducted across 16 European countries
with nearly 17,800 participants. We are set to build on this with our Entrepreneurship Programme in Europe.
• Through our One by One Campaign for Children, Amway Europe – including our distributors and employees raised a total of over 764,000 US dollars to charitable projects and benefiting over 12,000 children.
• As part of the Archbishop Desmond Tutu 2015 Tutudesk Campaign, we raised 100,000 US dollars to provide
lapdesks for 7,300 school students in Africa who have no desk at school or at home.
• UNICEF continued to be our largest beneficiary, with over 195,000 US dollars going to a range of their great
causes.

Performance
• We successfully achieved the first step of BS 8901 certification for organising green events – this year’s
distributors events were the most sustainable yet.
• We held 439 video conferences across Europe – reducing carbon emissions from flights every time.
• In Austria, Belgium, Germany and the Netherlands Amway received the Total ZERO Certificate from express
parcel company DPD - one of our suppliers. Total ZERO certifies that all parcels delivered are carbon-neutral,
at no extra cost to the consumer.
• Our European distribution centre at Venlo received the ISO 9001 certification for quality management
systems.

Sustainability Report 2012
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A thriving business driving
sustainable growth.

Building a sustainable
business

Corporate Responsibility
at Amway Europe

particularly children and the vulnerable. The results of
the surveys were published in our mid-term Corporate
Responsibility Review. We are already planning our next
stakeholder consultation in 2013.

Why Corporate Responsibility matters

A recognised leader in Corporate
Responsibility by 2015

Building a strong, sustainable business means putting
people, products and performance at the centre of
everything we do. A business like Amway is founded on
people – whether they live in our communities, distribute
our products or work in our offices. Our NUTRILITE product
range has relied on sustainable farming for decades. We
also recognise that in today’s world of scarcer resources
and in the face of increasing risks of climate change, our
performance needs to be sustainable – using energy and
water more efficiently, recycling more, and reducing our
carbon footprint.
By building Corporate Responsibility principles into our
business model, our customers can be confident that they
are dealing with an ethical, trusted company. In 2012,
we received a number of awards and certificates for
sustainability. Amway Ukraine achieved the CSR business
rating from the national Gvardia rating agency for fulfilling
transparent and systematic CSR practices – the only
direct selling company to do so. Amway Czech Republic
was recognised as a “reliable company” by the portal
“Live companies”, a Czech independent body monitoring
and valuating local business and entrepreneurial
environment.

Listening to our stakeholders
Consulting and working closely with a range of stakeholders
helps to shape Amway Europe’s sustainability strategy
and keep it on track. Our key stakeholders include
our consumers, employees, distributors, national and
European Union policy makers and the wider community.
As part of our commitment to stakeholder engagement,
we conduct a range of Corporate Responsibility
consultations. Our employees and distributors are
key stakeholders for Amway and we recognise the
importance of listening to their views on how the company
is performing for them. Last year, we consulted over
4,400 employees and distributors on our sustainability
performance and reporting, covering areas such as the
workplace, people satisfaction, environmental protection
and our commitment to helping local communities –

8

Our overarching goal at Amway is to be a recognised
leader in Corporate Responsibility by 2015 and beyond.
To achieve that, we aim to provide life-long learning
opportunities to our communities and support the three
pillars of our Corporate Responsibility activities – People,
Products and Performance.
Amway relies on our employees and distributors to
keep our business strong and growing. We always
strive to provide opportunities for our people to live
up to their full potential. Amway also believes that
entrepreneurship is a gateway to new opportunities and
individual empowerment, which is why we aim to support
entrepreneurship in Europe – particularly at a time when
Europe needs a growing economy and more jobs. We
have been supporting people in the community for the
last 40 years – our One by One Campaign for Children
brings together employees and distributors to make a
difference in the lives of children.
We also recognise that we can make a difference through
our products – whether they are sustainably produced
or whether they can support people and communities
directly. One example is NUTRILITE Little Bits – a product
designed to fight chronic malnutrition in children under
five years old. Little Bits is a food supplement containing
essential vitamins and minerals that are often lacking
in children’s diets in the developing world. We work in
collaboration with CARE International and the Global
Alliance for Improved Nutrition (GAIN) to help make
children’s lives better.
Our performance is also fundamental to whether,
as a company, we meet best practice in sustainable
management, production and distribution. Amway
believes that building understanding about the
environment in which we live, and the positive contribution
that individuals and communities can make, is key to
creating a sustainable future. Not only are we committed
to minimising the company’s environmental footprint;
we also aim to help foster a spirit of sustainability in our
people and communities – whether at work or at home.

building a sustainable business

Amway’s Global Corporate Responsibility Strategy

PEOPLE

PERFORMANCE

We help people thrive in
communities where we operate
and within our own global
community. Our ability to mobilize
people has a profound eﬀect on the
world around us.

We achieve sustaining
Performance by growing our
business in a socially responsible
way while continously improving
the environment around us.

BE A RECOGNIZED
LEADER IN GLOBAL
CITIZENSHIP
BY 2015 AND
BEYOND

PRODUCTS
Our unique charity products,
expertise and opportunity will
help change the world by
addressing the health and
well-being of people.

Amway Europe’s Corporate Responsibility as a fundamental pillar of the business

Amway brand
Help people live better lives
Create
Create change
change with
with aa caring
caring touch
touch

Family
Family of
of
Brands
Brands

Business
Business
Opportunity
Opportunity

People
People
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Relationships

Corporate
Corporate
Responsibility
Responsibility

Products
Products

Performance
Performance
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Management of Corporate
Responsibility at Amway Europe

key facts

Ethical business needs sound governance. For this
reason, Corporate Responsibility (CR) is overseen by
the Vice President for Corporate Affairs, who sits on
the European Executive Team. The CR manager reports
directly to the Vice President. In this way, we ensure that
Corporate Responsibility is central to Amway Europe’s
business model, with transparent lines of accountability.
We are committed to ensuring that sustainability
management is fully integrated into our individual
offices across Europe. In addition, we are continually
strengthening our wider programme of information and
training to maintain a consistent approach to Corporate
Responsibility across Amway Europe.

Responsible business practice
Amway’s continued success depends on the confidence
and trust that consumers place in our distributors and
products. As well as conforming to EU and national
consumer protection legislation, we have been a world
leader in establishing Codes of Conduct and increasing
the level of protection available to consumers and
distributors.
Amway employees are expected to record and report
business information truthfully, as well as maintain

Corporate Responsibility management
structure at Amway Europe

Managing Corporate
Responsibility

Michael Meissner
Vice President Corporate Affairs, Amway Europe
and Southern Africa
“Corporate Responsibility is fundamental to
everything we do at Amway. With around 1,200
employees and over 250,000 direct sellers across
28 countries, we take our responsibilities for our
people, products and performance very seriously.
As well as supporting our own people in their jobs,
CR is about helping the wider community. That’s
why we will be focusing strongly on European
entrepreneurship in our newly implemented
strategy. Entrepreneurship empowers people
young and old to take their destinies into their
own hands, while also providing employment
opportunities to people in the community at large.
As a long-standing champion of entrepreneurship,
Amway seeks to share its expertise and insights
with stakeholder groups across Europe to support
entrepreneurship across the continent.”

Managing Director EUROPE

Director

Director

Marketing

European

Europe

Affiliates

Director Sales

VP Corporate

Director Market

Support Europe

Affairs Europe

Development

CFO Europe

Head of HR
Europe

CSR Europe
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accurate books and records. Our legal and technical
regulatory staffs work closely with both our local affiliates
and government officials all over the world to help ensure
that laws and regulations are followed. We do not make
any payments to foreign government officials for the
purpose of securing advantage; we comply with local
anti-corruption laws, including the US Foreign Corrupt
Practices Act.
We have also committed ourselves to the consumer
Codes of Practice set out by the World Federation of
Direct Selling Associations (WFDSA) and national DSAs
across Europe, as well as employing Amway’s own Codes
of Conduct.
DSA Codes of Conduct address the obligations of DSA
members to direct sellers (such as Amway’s obligations to
Amway distributors) as well as DSA members’ obligations
to consumers. We incorporate DSA requirements into our
contracts with distributors. The revised Code of Conduct
of Seldia, the European Direct Selling Association,
includes an Ethics Committee that acts as Ombudsman
(or European Code Administrator). The Ombudsman can
receive and act on complaints from parties in a wide range
of cases. Amway is a corporate member of Seldia as well
as a member of several national DSAs, and is therefore
subject to the decisions of the Ombudsman.
At Amway, we recognise that in business – as with life –
not everything goes according to plan. As a result, we have
a clear process for handling complaints that is consistent,
fair and transparent. The primary purpose is to ensure
contract enforcement to protect consumers, distributors
and Amway’s own strongly held values and ethics.
We take our responsibility to the supply chain seriously.
The Supplier Code of Ethics of the Access Business
Group, which is part of Amway’s parent company Alticor
and the logistics partner to all Amway markets worldwide,
is binding for all suppliers and their subcontractors when
entering into a business agreement with Amway. The
Code contains guidelines for fair remuneration, working
hours, age requirements, work and health standards and
equal opportunity. Suppliers must allow Access Business
Group inspectors to visit production sites at any time.

Sustainability Report 2012

Reporting under the GRI framework
We recognise that sound Corporate Responsibility is not
only about taking action – it is also about reporting on our
actions year on year. In 2010, as part of our continuing
process of strengthening Corporate Responsibility, we
committed to moving towards the reporting framework
under the internationally recognised Global Reporting
Initiative (GRI). Our 2012 Corporate Responsibility
Report delivers on that commitment by setting out a
range of additional GRI reporting criteria along with an
expanded range of economic, social and environmental
performance indicators.
This report is aimed to provide helpful information to a
range of stakeholders, including customers, distributors,
employees, European policy makers and civil society. The
report covers the 2012 calendar year, from 1 January
to 31 December. The intention is to begin full annual
reporting from 2012 onwards using the benchmark
methods introduced this year.
The materiality and prioritisation of topics covered in
Amway Europe’s 2012 Corporate Responsibility Report
was based on previous reporting together with discussion
and consultation with a variety of stakeholders.
Sources used for this process included (among others):
Amway’s global and European Corporate Responsibility
strategies; internal and published documents on the
company’s objectives and policies; guidelines of the
World Federation of Direct Selling Associations and the
European Direct Selling Association ; employee surveys;
feedback, insights and surveys of distributors and
customers; discussions with EU policy makers and notfor-profit social organisations; and European Commission
communications on Corporate Social Responsibility
policy.
Where possible, the scope of the report covers all Amway
operations in Europe. Performance indicators for energy
and carbon emissions could not be calculated for Amway
offices and buildings in The Netherlands or Norway as
in both cases utilities are included in a comprehensive
rental contract. Methods of attaining utilities data for
these operations are being examined for future reports.
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The Amway business
in Europe

Amway operations in Europe
Europe
Austria
Belgium

Operations in 28 countries

Croatia

Amway Europe is currently active in 28 countries. The
headquarters are located in Puchheim near Munich,
Germany, where around 270 people are employed.

Denmark

Each Amway Europe affiliate belongs to the Alticor Inc.
group. Amway Europe affiliates do not own manufacturing
plants. The global corporate headquarters are located in
Ada, Michigan in the United States, where the company
remains a privately-owned family business. From the
two founding families, Steve Van Andel is the current
chairman and Doug DeVos is the president.
The Access Business Group (ABG) also belongs to the
Alticor Group. ABG is a team of vertically integrated
business-to-business experts. Access provides product
development,
sourcing,
manufacturing,
printing,
packaging, and distribution, with expertise in nutrition,
personal care, home care, and beauty. Our European
logistics centre is based in Venlo, in the Netherlands, and
continues to supply our distributors with an average of
70,000 items a day. In 2012, the centre received the ISO
9001 certification for quality management systems. In
2010 we opened the new Amway Business Center Europe
in Kraków, Poland to integrate key services across our
European operations. Other important facilities in Europe
include warehouses in Greece, Hungary, Poland, Turkey
and Ukraine, Experience Centers in Austria, Germany and
Turkey, and the UK Flagship Experience Center which
provides a retail outlet.

Czech Republic
Estonia
Finland
France
Germany
Greece
Hungary
Ireland
Italy
Latvia
Lithuania
The Netherlands
Norway
Poland
Portugal
Romania
Slovakia
Slovenia
Spain
Sweden
Switzerland
Turkey
UK
Ukraine

We saw some changes to our operations in 2012. We
relocated to new offices in Romania, Greece and Sweden,
and relocated our shops in Romania and Dnepr in the
Ukraine. We open a training centre alongside our new
offices in Greece. The year also saw our UK Flagship Store
remodelled.
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Building a sustainable 11 billion dollar
business
Our business at Amway continues to grow strongly,
despite the world economic downturn. Global revenues of
Amway’s parent company, Alticor Inc., were a record 11.3
billion US dollars in 2012, compared with 10.9 billion US
dollars in 2011. This represents the seventh consecutive
year of growth for the company worldwide, with sales
increasing in 12 out of the past 13 years.

Sales of Amway products in 2012: Europe

11%

4%
17%

Beauty
Personal care

25%

Home care
26%
17%

Household durables
Other

Over 450 nutrition, beauty and
household products
At Amway, and its parent group Alticor, we manufacture
and sell over 450 products, including nutrition and
wellness, beauty and household products. Nutritional
supplements and homecare products are the highest
selling goods categories in Europe - making up 26 per cent
and 25 per cent of net sales respectively in 2012. Beauty
and personal care products each contribute a further 17
per cent and 16 per cent of sales. Household durables
make up 11 per cent of products, with the remaining four
per cent covering other product categories.
NUTRILITE is the world’s number one selling vitamins and
dietary supplements brand,1 combining the best of nature
and science. Our exclusive NutriCert programme ensures
that best practices in sustainable farming are delivered
throughout the world. All plant concentrates grown on
Amway farms, NutriCert farms or purchased from other
farms must meet strict quality standards including:
• Crop and vegetation diversity
• Healthy soil-building practices
• No soil or environmental contamination
• In-depth quality control standards
• Building a healthy social environment around the farm
In beauty, ARTISTRY is among the world’s top five largest
selling premium skincare brands,2 while in homecare we
provide environmentally sensitive products. Selling good
quality and good value products is important to us, which
is why we include the Amway satisfaction guarantee on
our product range.

1
2

Euromonitor International Limited, www.euromonitor.com/amwayclaims.
Euromonitor International Limited, www.euromonitor.com/amwayclaims.

Sustainability Report 2012
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Supporting our people and
communities

People

Amway’s employees

particularly challenging to find work, we pride ourselves
on having a full range of ages across our offices.

Supporting our more than 1,200
employees

We are proud that no incidents of discrimination were
reported in 2012 in Europe. We will continue to be
vigilant and maintain that discrimination in any form is
unacceptable at Amway.

Amway’s strength lies in the dedication and expertise of
our employees. As a result, we understand that supporting
and rewarding our staff is key to our success in Europe.
Despite the recent global economic downturn, Amway
continues to employ more than 1,200 people across 28
countries in Europe.

Gender of employees at Amway Europe

Men
36%

The diversity of our employees and our wide geographical
spread is challenging – but our aim is to support every
employee, wherever they work, whatever their background,
and whatever their aspirations.

Women
64%

We offer comprehensive services and benefits to our
employees such as travel health insurance, retirement
provision, special leave and language lessons. Amway
Europe’s benefit plan obligations have 100% coverage,
and all benefits are offered to full-time and part-time
employees alike.
Health and safety is also important to Amway Europe.
Every affiliate follows local health and safety regulations
and holds committee meetings on a regular basis. In
2012, one accident was recorded in Poland.
We also recognise the importance of regular training
and life-long learning at Amway Europe. To this end, we
launched the Amway Business School in 2012 to provide
a comprehensive learning, educational and development
environment, with 69 training courses for all employees.

Opportunities for all
We see our multicultural environment as one of our core
strengths – not only does diversity help us understand
our local markets; it also fosters greater creativity and
innovation in our work. We aim to ensure that all our
employees have similar opportunities, regardless of age,
gender, religion or race.
At Amway Europe, we employ people of over 35
nationalities in our offices, while two thirds of our
employees are women. Amway’s pay philosophy is that
we provide the same remuneration for women and men
undertaking the same level of tasks. People of different
ages are also well represented in Amway Europe, with 35
per cent of employees being 30 years of age or under,
and almost one in ten employees being over 50. At a time
when young people and those in their fifties are finding it
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Age of employees at Amway Europe

9%

6%

18-25
26-30

21%

29%

31-40
41-50
Over 50

35%

Amway Business School – supporting
training
The Amway Business School is an “umbrella of learning”
within Amway Europe. Structured into 4 “pillars” –
E-learning, Classroom Training, Talent Development
and Advanced Programmes – it is designed to support
and nurture the training and development of Amway
employees.
The e-learning component involves a broad selection of
interactive online courses accessible to all and focused
mainly on ‘basic’ tools (skills and competences) – 500
courses were completed in 2012. Meanwhile, classroom
training is a more classic face-to-face approach chiefly
built around specific development goals. This is
complemented by “talent development”: an exclusive
and dedicated programme of mentoring and coaching
activities. “Advanced Programmes” give employees the
opportunity to attend high-level seminars, long term
training or meaningful events.

PEOPLE

All of these initiatives will support our Succession
Management process. E-learning was the first area to be
launched – in Spring 2012, in co-operation with Amway
Academy’s expertise – with the other pieces of our
‘puzzle’ coming later in 2012. We have already made 69
courses available in English.

Listening to our employees: Employee
Opinion Survey 2012
Amway Europe carries out a biennial survey of its
employees’ views on how we are doing as a company. The
survey aims to collect honest feedback from our team
across Europe. It showed that while 77% of employees
had favourable views of our company’s reputation,
clarity, sustainable engagement with employees and
collaboration, other aspects of our strategy still show room
for progress: innovation, talent and total rewards being
examples. What is more, though the figures were positive,
some categories showed a slight decrease in positive
opinions between 2010 and 2012. This led Amway to
organise a workshop with 50 European managers to look
at how to improve employee satisfaction; the conclusions
of this gathering is leading to a new action plan.

Representing our employees: The
works council at our European
headquarters
The works council at our European headquarters
represents employees working in Puchheim, Germany.
It consists of nine members of staff, four of them
being women. They meet once a week or if required to
discuss topics in related committees concerning human
resources, social affairs, data protection and occupational
health and safety on which their cooperation is needed
in accordance to German labor law. Quarterly employee
meetings, a works council homepage as well as a monthly
Newsletter inform employees about the council’s work.
Furthermore they meet with the German company’s
executive to gain insights on the company’s economic
figures on a regular basis.

Favorable scores
77

Reputation
Clarity

76

Sustainable engagement

76
75

Collaboration

72

Living our values

72

Upline

68
68

Consumer orientation
Well-being
Empowerment

67

Senior management

60

Total reward

60

Talent

55
51

Innovation

0

10

20
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40

50

60

70

80

90

100

Survey “Consultation of employees on company performance, Amway Europe 2012”
conducted by Amway Europe and Towers Watson(2012); 795 respondents
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Maintaining a supportive workplace
Franz Ritter
Vice President Human Resources, Amway Europe, India
& South Africa

Amway Europe is committed to equality and ensuring its
employees enjoy good working conditions. We have the
same entry level wages for male and female employees,
and always pay competitive salaries compared to local
markets.
This commitment to our employees also extends to career
advancement. While we hire from local communities and
internationally when appropriate, our objective is to fill
70% of our vacancies internally.

“From our employees and our distributors to our
customers and the people we help through our Corporate
Responsibility initiatives in communities across Europe,
we strive to build strong relationships and a sense of
community.
Our relationships are based on values such as
transparency, trust and honesty. As we have continued
to grow and evolve through tough times, we have worked
to ensure we show the utmost respect to our people, our
organisation and the family values that are at the core of
the way we do business.

As well as ensuring our employees get the opportunities
they deserve to progress in their careers, 2012 also saw
us launch the Amway Business School, our learning,
educational and development program for all Amway
employees, managers and talents. This programme – a
new and complete learning, educational and development
environment – offers 69 training courses.
Amway also understands that ensuring a healthy worklife balance is essential in any organization. Our business
is founded on family values and relationships, and we
support our employees as they try to get the right balance
of work, family and friends.
Through
building
strong
relationships,
open
communication and a working environment for healthy,
happy employees, we can play a positive role in growing
sustainable businesses and communities across Europe.”

If we are to grow our business in an effective, responsible
way, we must ensure that the Human Resources team
acts as a partner to both management and affiliates to
help them achieve their objectives.
First of all, this means listening to our employees. We
conduct a biennial survey of employees’ perceptions
of the reputation, human resources policy, image and
business and corporate responsibility strategy of Amway
Europe. Around 800 employees from across Europe
responded to questions about their level of engagement,
as well as their opinions on our values, management and
a range of other aspects of the company. This survey is
essential to understanding what we’re doing right, and
where there is room for improvement.

18

PEOPLE

case study

POLAND
Multiculturalism makes our business stronger

Joanna Zasadzinska
Area HR Manager, Business Center Europe

Kraków’s Amway Business
Center Europe
“The people working at the Business Center Europe come from 20 different European countries. This diversity
helps us to ensure high quality in the work we do and helps to build strong relationships with internal clients.”
Kraków – a multicultural workplace
Amway opened its Business Center Europe in Kraków, Poland in 2010, providing finance, marketing, customer
service and IT services across our European operations. The centre’s team is truly multicultural, with 260 people of
20 different nationalities - 60% of whom are women.
Diversity in the workplace helps us understand our markets
By fostering the exchange of languages, cultures and experiences in the team, the centre’s diversity has had
a positive impact on how we deliver our services across Europe. As well as benefiting from language courses,
our employees can practice their language skills by talking to their colleagues in their mother tongue. For team
members who are new to Poland, we also provide special training sessions on the country’s history, tradition, habits
and cultural differences. This helps our employees integrate into Kraków society.
Having fun together helps us build our multicultural team through our sports teams, our annual ski and mountain
trips and family events. We have a board game club, where employees can relax, socialise and enjoy a good game
after work. We also organise National Days where employees from one country present the culture, history and
achievements of their home nation.
A multicultural workplace helps attract skilled employees
Our multicultural environment not only strengthens the delivery of services, it also helps us to recruit and retain
skilled and motivated staff. Our diversity and interdisciplinary work make Business Center Europe stand out from
other employers. Locally, people in Kraków understand that working with colleagues of other nationalities gives
them a more international outlook and builds their skills. Internationally, people see the benefits of moving to
Poland to work in a multinational team.

Sustainability Report 2012
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Our distributors

Amway training – providing over
400,000 learning units to distributors

A diverse community of distributors

Amway’s distributors are key to our business success.
They increase our visibility both as a company and as a
positive actor for change in communities across Europe.

Diversity is built into Amway’s DNA. Our distributors
come from a wide variety of backgrounds, cultures and
nationalities. Women are particularly well represented. In
Europe, 55 per cent of our distributors are single women
entrepreneurs, while a further 26 per cent are family
couples or teams that include women entrepreneurs.
Gender of distributors: Europe

Single woman
Single man

27%

Other*
55%
18%

* e.g. couples / mother
and daughter teams

Our distributors also represent a wide range of ages,
from 18 to over 70 years old. Given the current economic
downturn in Europe, we are particularly happy that the
Amway business model provides opportunities for young
people looking to make an entrepreneurial career for
themselves – 20 per cent of all our distributors in Europe
are under 30 years of age. At the same time, 27 per cent
of European distributors are 50 or over – many of whom
have started their Amway businesses later in life.

Age of distributors: Europe

9%

below 30
20%

18%
28%
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We created the Amway Academy to help our sales force
achieve this, offering an integrated system of professional
education consisting of e-learning courses, web
presentations, classroom training and personal training
courses.
In 2012, over 400,000 learning units were taken by
distributors. This training is available for all our distributors
as part of continuous personal and professional
development. It is highly flexible and tailored to individual
needs.
Amway regularly monitors progress so that we can provide
support early and constructively. We collaborate with a
range of coaches across Europe, delivering classroom
training, e-learning and certification programmes.
Training

Number of learning units

Instructor led

184,778

Online

173,890

Web live

52,009

Academy certified
distributors (high
impact training
sessions)

500

30-39
40-49

25%

With over 250,000 distributors in 28 countries, Amway
believes that the diversity of our distributors plays a major
role in the company’s growth and development. We work
to ensure they receive the support they need to succeed.
It is essential that our distributors get to know and
understand our products and learn how to run a business
efficiently, ethically and successfully.

50-59
60 and above

In addition, the Amway Academy has established a
European network, allowing our trainers to exchange
views and expertise with other professionals in the field,
gaining knowledge on the latest training techniques,
developments and tools. This includes contact with other
companies that work on developing and implementing
professional education solutions.
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key facts

Involving our distributors in
business decisions
European Diamond Advisory Council

Amway is committed to bringing its distributors
into the decision-making process in developing
future strategies and meeting the challenges
and opportunities the business faces. This is
why, in 2001, we decided to create the European
Diamond Advisory Council (EDAC). Representing
the European region of the Amway global business
opportunity, the council is made up of 27 members,
nominated by the company to represent a wide
range of our “Diamonds” – Amway’s most successful
distributors. It provides a formal framework for our
distributors to interface with the company, primarily
represented by senior European and corporate
management.
While the council is advisory, it allows our
distributors to voice their views on challenges and
opportunities within the business.
Members of EDAC are expected to follow a set of
principles reflecting Amway’s values and act to help
position the company, the business opportunity
and our products, to be brand ambassadors.

Amway Experience Centers – another
key training tool

Stimulating
entrepreneurship in
Europe
The importance of entrepreneurship
Amway is committed to supporting the culture of
entrepreneurship across Europe and beyond. One of our
flagship initiatives in this field is the Amway European
Entrepreneurship Report 2012 (AEER).3 As in previous
years, the AEER offers information, views and insights
into how entrepreneurship is regarded in 16 European
countries. The aim of the findings is to fuel debate
and increase awareness of what needs to be done to
encourage entrepreneurship with external stakeholders
and partners.
Led by the Entrepreneurship Center at LudwigMaximilians-Universität München, the 2012 survey was
conducted across 16 European countries with nearly
17,800 men and women in representative target groups
selected by the GfK polling institute in Nuremberg through
direct telephone interviews. Key findings include a high
regard for entrepreneurship across Europe.
More than two thirds of Europeans polled across the
16 countries (several EU Member States plus Russia,
Turkey, Switzerland and Ukraine) have a positive view of
entrepreneurship, with Danish respondents having the
most positive opinions (85%) followed by France (77%) and
Great Britain (75%). Greeks (50%), Swiss and Turks (48%
each) are most willing to set up their own business. Some
of the most important motives cited are “independence
from an employer” (45%), “self-fulfilment, possibility to
realise own ideas” (38%) and “second income prospects”
(33%).
The Amway Entrepreneurship Report is fostering a global
public discussion of entrepreneurship. The published
results were a highlight of 2012 Global Entrepreneurship
Week, which aims to introduce entrepreneurship to
people in six continents.

The Amway Experience Center is housed in the European
headquarters near Munich, providing information and
tools to both distributors and external audiences about
our company, our products and our business model. Our
affiliates in Europe also provide these services through
country-specific Experience Centers situated across the
continent, from Madrid to Istanbul, where distributors can
experience the Amway product range first-hand.
3
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Amway European Entrepreneurship Report, November 2012.
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UNITED KINGDOM
Role models for social entrepreneurs

Britain’s Top Real Role Model, 2012
“I feel passionate about supporting my local community and helping young adults with learning difficulties to gain
a level of independence and work skills” – social entrepreneur Jill Carter, winner, Britain’s Top Real Role Model
Launched in 2011, “Britain’s Top Real Role Model”, initiated and developed by Amway, champions ‘real’ role models
in business, recognising the stories and achievements of budding entrepreneurs in all walks of business life, aiming
to positively inspire and empower young people about business. The 2012 event focused on social entrepreneurs in
particular, looking at uncovering role models in society who make a difference in their communities.
The public was encouraged to visit the website (www.britainstoprealrolemodel.co.uk) to nominate the real role models
in society, with the winner being awarded £10,000 to start their own community project. From 60 nominations, a
shortlist of 6 candidates was assessed, and the winner was Pulp Friction Travelling Kitchen, a social initiative which
works alongside young adults with learning difficulties to run a mobile catering business for community events,
farmers’ markets, parties, weddings and festivals throughout the UK. Alongside offering on the job training and
personal support, the scheme will also deliver cookery classes for young people aged 14-19 using the ‘Let’s Get
Cooking’ programme, supported by the Children’s Food Trust.
Jill Carter, the creator of Pulp Friction Travelling Kitchen, expressed joy at the result, explaining: “I feel passionate
about supporting my local community and helping young adults with learning difficulties to gain a level of
independence and work skills. The money which was donated by Amway will make such a huge difference in getting
my initiative up and running and a real success. It’s an incredible opportunity!”

Promoting entrepreneurship in Europe
As the AEER 2012 shows, the crisis has made
entrepreneurship even more important for job creation
and growth. Amway is uniquely positioned to address this
challenge by virtue of a business model which is built on
supporting entrepreneurship.

ages, genders and backgrounds, but especially socially
disadvantaged and underrepresented groups. We are
committed to helping potential entrepreneurs overcome
the “fear of failure” factor, while also working with other
stakeholders to promote discussion about how best to
address Europe’s challenges from a policy perspective.

Over the long term, this initiative aims to encourage
and support people to create new opportunities for
themselves and play a more active role in society. We will
encourage entrepreneurship among people of different
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One by One Campaign
for Children
Helping 10 million children in
communities worldwide
Amway Europe continues to build on its past work in
supporting local communities across Europe. Since 2003,
our One by One Campaign for Children has been helping
children fulfil their potential, regardless of background or
geography, by providing opportunities to learn, grow and
develop. Over those 10 years, the global contribution
of One by One has been over 190 million US dollars,
touching the lives of 10 million children.

Of the 96 projects in total that we supported during the
year, 21 were education-related and 41 were linked to
health. UNICEF continued to be our largest beneficiary,
with over 195,000 US dollars going to a range of their
great causes. In total, over 12,000 children have benefited
from our efforts this year.

Amway Europe donations to One by One projects

Distributors Company,
& employees, $347,751
$416,891

Over 750,000 dollars donated to
community projects in Europe
Through One by One, Amway Europe – including our
distributors and employees - raised a total of over
764,000 US dollars to charitable projects in 2012. And
our employees and distributors did not stop there; they
also volunteered 11,957 hours of their time to the One by
One Campaign.
One of Amway Europe’s biggest programs was our work
to support the Tutudesk initiative. Launched by The
Desmond Tutu 2015 Tutudesk Campaign, this initiative
provides lapdesks for students who have no desk at
school or at home. Raising 100,000 US dollars, we met
our target of providing 7,300 Tutudesks to children who
will now have a better chance of good schooling and an
education for life.

Sustainability Report 2012

Amway Europe One by One projects

General
36%

Health
42%

Education
22%
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GERMANY
A better start for refugee children

Michael Schütz, Head of Refugee Shelter Facilities, Germany
Through the European headquarters in Puchheim, near Munich, Amway has been involved in a range of community
projects, devoting both time and money to helping children and adults live better lives.
At Puchheim, we have more than 260 people from more than 30 different nations working together as one team.
This gives each of our employees natural expertise in intercultural teamwork. We decided to use this expertise to
help others as part of our latest volunteering activity.
A group of European Amway employees contributed to helping youths from different cultures to have a better start
in Germany. This included a multicultural activities day for unaccompanied minor refugees.
More than 100 young people from some of the world‘s major crisis regions (Afghanistan, Somalia, Iraq and Syria)
live at a refugee shelter in Munich, waiting for their application to be considered. Overall, 90 per cent of them will
be allowed to stay in Germany.
“In their daily life these young people hardly have any chance to meet any other German residents outside the
facilities and interact with them,” Schütz explains.
The wide range of activities included cooking lessons – getting to know German food and how to prepare it – as well
as bike repairs and bike riding classes, woodworking, a football competition and team building exercises.
“It was amazing how open, friendly and eager to learn these teenagers were,” said Donald, employee from Amway.
“Different languages have never been a barrier.” Amin, one of the refugees, expressed the same enthusiasm: “It
was such a great day. The people at Amway have been great and we’ve had a lot of fun! I’ll never forget this event.”
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Examples of One by One community projects supported by Amway Europe in 2012
Country

Project

Community

Europe

Archbishop Tutu Organisation

Amway Europe with the help of Amway South Africa supports the
Archbishop Tutu Organisation in providing lap-desks for students
who have no desk at school and home.

Austria

UNICEF Christmas musical
evening

Amway Austria organised a Christmas musical evening for UNICEF,
donating 10 euros per sold seat and organising a raffle with Amway
& UNICEF prizes.

Vienna Business Run

As part of the Vienna Business Run, Amway Austria donated 10
euros per Amway team to the Österreichische Kinder-Krebs-Hilfe for
children’s cancer relief.

Fundraising for Children’s
Cancer Relief

At an event in in Maryhofen in Tyrol, distributors donated 25,000
euros to the Österreichische Kinder-Krebs-Hilfe (Austrian Children’s
Cancer Relief). Amway matched the donation by another 25,000
euros.

Belgium

Hans Geveling Foundation

Amway Belgium supports the Hans Geveling Foundation with Oxfam
in Mali, providing clean drinking water to the village and teaching
children how to ensure their water is drinkable.

Croatia

Therapeutic Horseback Riding

Amway Croatia supports the NGO “KRILA” which provides
therapeutic horse riding for disabled children (hypertonia, cerebral
paralysis) aged 2-15 years.

Czech Republic

UNICEF

Donations to UNICEF education and health projects in African
countries.

Children’s Trauma Clinic

Support to the Children’s Trauma Clinic through the “Kolečko” NGO.
Funds used for purchase of medical equipment.

Children’s Asylums

Amway products and donations by distributors to four children’s
asylums.

Special needs homes

Amway Denmark supports the Danish CSR Foundation
“Julemærkefonden”, a foundation that runs four homes in Denmark
for children that have special needs.

Festival clean-up

Amway staff and distributors spent a full working day cleaning up
after “Roskilde Festivalen”. This was a partnership with the Danish
CSR foundation “Julemærkefonden”, aimed at generating donations
for good causes.

Finland

Support for UNICEF projects

Amway Finland has a partnership with UNICEF Finland, supporting
a programme to educate girls in Nepal. Amway Finland (Staff and
distributors) runs for UNICEF each year at Naisten Kymppi (10 km
fun run for women) and donations are given to the programme.
Amway distributors in Finland also support UNICEF’s Global Parent
Programme.

France

Clowns for children in hospital

Amway France gives financial support to “Theodora”, an institution
that provides clown doctors for children in hospital. Funds were
raised through a charity run.

Germany

Schweriner UNICEF run

Distributors ran for UNICEF’s water campaign and raised 1,800
euros.

“Children”

Amway provides financial support to the organization “Children for
a better world” in their fight against hunger by providing warm and
healthy lunches to disadvantaged children in Germany.

Denmark
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Family helpers

Amway supports training for family helpers in Puchheim.

ZaP multi-generation house

Amway gives children with migration backgrounds the chance to
take part in the AC Milan Junior Camp. It also organised “pasta
days”, donated Christmas presents and helped in a variety of other
ways.

Kinderdorf Irschenberg

Amway supported a donation for the children’s village in
Irschenberg at an employee soccer tournament

Deutsche Tafel

Volunteers distributed Christmas presents and product donations.

First steps into a new life

Volunteering to support young refugees in their daily lives in
Germany through an activities day.

Museum visits

60 children from 6 shelters under “The Smile of the Child” visited
the Museum of Natural History in January. The children took tours
in the museum’s Botanical, Mammal and Zoology sections, and
participated in various activities including an interactive tour to
learn about the planet, its ecosystem and natural resources.

Theme park visits

50 orphaned and abandoned children from 5 shelters of “The Smile
of the Child” located in Athens, were taught about how to care for
the environment at the Environmental Theme Park, “Centre of the
Earth”.

Oral hygiene

The “Ark of the World” children’s organization received a donation
of Glister products in order to teach the children about the
importance of oral hygiene by experienced volunteers in the field of
dentistry.

Flood relief

200 families were supported with personal care & cleaning products
by Amway Hellas and its distributors following the disastrous and
widespread flooding of the municipalities of Pyrgos and Ancient
Olympia in Western Greece.

Social Grocery

300 socially vulnerable families received Amway personal care and
cleaning products that were donated to the “Social Grocery” that
is operated by the Municipality of Marousi, with the purpose to
support these families in need.

Christmas bazaar

Employees contributed with volunteer hours for the 6th consecutive
year at the annual Christmas bazaar organized by “The Smile of the
Child”.

Hungary

SOTE Children’s Clinic

Distributors and staff donated money for the Children’s Clinic by
competing in the Amway Triathlon. Amway Hungary was awarded
a Certificate of Appreciation from the SOTE Children Clinic for
supporting doctors in their daily work.

Italy

Soccer match

Distributors organized a soccer match to raise funds for UNICEF.

Milan Junior Camp for 100
disadvantaged children

Amway Italy supported the organisation of a Milan Junior Camp for
100 disadvantaged children in the city of Naples, including yearly
scholarships for 20 children.

Theodora Foundation

Christmas cakes for employees, funds to be used to support clowntherapy in a children hospital in Milan.

Greece

26

PEOPLE

Disaster relief

Fund raising and volunteer project related to earthquake that stroke
Emilia region: in cooperation with Caritas of Finale Emilia, Amway
and distributors gave products, raised funds, and volunteered to
dismantle a crumbled church in the city of Finale. Distributors
promoted the selling of One by One items, raising funds for Scuola
Paritaria Cavezzo in Emilia.

Telethon Udine 24 hours
marathon

Distributors teamed up as “Team NUTRILITE” and ran in a 24 hour
relay race, contributing to Telethon, an NGO that aims to raise funds
for genetic disease research.

Meyer Children’s Hospital

Distributors raised money for Meyer Children’s Hospital in Florence.

Netherlands

Schools for Africa

Amway Netherlands has a partnership with UNICEF Netherlands,
supporting the Schools for Africa project helping children attend
school and providing educational material and teachers. Amway ran
for UNICEF at Dam tot Dam in Amsterdam.

Norway

Schools for Africa

Amway Norway also supports Schools for Africa, running for UNICEF
at Sentrumsløbet in Oslo.

Poland

Besides Horizons

Amway Poland continued cooperation with Jasiek Mela Foundation
“Besides Horizons” in the National Prosthetic Project. Amway
collected money through the Independence Run and a stand during
the “Women’s Congress”.
Amway Poland supported a mountain survival expedition for
disabled youth. Amway Business Centre Europe in Krakow also
organised a “Business Run”.
All of these projects generated donations for the Foundation.

AKOGO Foundation

Continuing longstanding cooperation with AKOGO Foundation,
Amway donated a piece of art to be auctioned off.

School accessories for
disadvantaged children

Employees from Amway Business Centre Europe in Krakow collected
school accessories for disadvantaged children for a primary school
located in Bolechowice.

“Intercultural Fest”

Amway Business Center Europe employees participated in a special
event for children from a secondary school in Zabierzów. They
prepared an “Intercultural Fest” which gave them an opportunity to
present the diversity of our Centre.

UNICEF fundraising

Distributors raised funds through selling items in addition to general
donations.

Aldeias da Criança

Financial support to “Aldeias da Criança”, donating money to
support a facility for families for two months.

Terra dos Sonhos

Financial support to “Terra dos Sonhos”, donating money to support
dreams of three children affected by chronic diseases.

Romania

Children with disabilities
Foundation

Financial support for the Children with Disabilities Foundation.

Slovakia

UNICEF donations

Generating donations for UNICEF projects in Africa (education,
health).

Children’s asylum

Support to NGO “Votum”, an asylum for mentally and physically
disabled children.

Slovenia

Foundation to Help Children

The Foundation and their volunteers give moral, legal and financial
help to sick children and their parents and help them when in need.
Amway Slovenia donated money to the charity.

Spain

UNICEF fundraising

Distributors raised funds for UNICEF.

Portugal
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Doctor Smile

Financial support of the “Doctor Smile” project from the
organization Fundación Theodora, promoting fun for ill children in
hospitals.

Sweden

“Friends”

Amway Sweden supports the Swedish CSR Foundation “Friends”, a
foundation that supports children in Sweden that are being bullied
in schools and/or in sports clubs. Amway runs for “Friends” at
community event in Stockholm and gives children seats at the Milan
Junior Camps in Sweden.

Switzerland

UNICEF fundraising

Donations to Schools for Mali.

Turkey

Little Steps on the School Way

Financial support to disadvantaged families for preschool enrolment
fees in 12 pilot cities chosen by Ministry of Education. Amway
Turkey supports 250 children with one year of preschool enrolment
fees.

Children with Leukemia

Distributors donated to LOSEV (foundation for Children with
Leukemia).

I am Berehynya

Social educational and self-development project for teenage girls
from socially unsecure categories. 150 girls completed a 2-month
course.

Chestnut Run

Fundraising run for the Children’s Centre of Cardiology and Cardiosurgery in Kyiv, Ukraine, where over 1500 children receive help
annually.

Financial literacy for children

Using the “train the trainer” approach to educate teachers working
in orphan schools to use the methodology developed in a new
textbook, also supported by Amway Ukraine.

International Children’s
Football Tournament

Distributors supported an International Children’s Football
Tournament in Mukachevo, Western Ukraine. 1,000 children from 6
countries participated.

Special Olympics Great Britain

Amway UK staff and Business Owners supported the UK
charity through various fundraising activities for the last 5 months
of 2012. This includes a team of Amway UK distributors and staff
that ran 10km.

Ukraine

UK
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Committed to
environmental protection
and resource management

Performance

Smart Resources
Programme

Energy in our buildings

Smart ways to cut costs and tackle
climate change
Amway understands that, as a sustainable company,
we need to take responsibility for our impacts on the
environment. In our global production facilities, we have
targets for recycling 95 per cent of our waste, sourcing 15
per cent of our energy from alternative production off-grid,
reducing water consumption by 10 per cent, and reducing
greenhouse gas emissions by 25 per cent by 2014.
At Amway Europe, Amway is mainly distributing products
– rather than producing them. Nonetheless, we remain
committed to minimising our environmental footprint
in Europe year on year. And with energy and resources
becoming scarcer and more expensive every year, we
recognise that resource efficiency is a smart way to save
money at the same time. As a result, 2012 saw us move
to more standardised environmental reporting under the
Global Reporting Initiative – a commitment we made in
2011.
As the old adage in business goes, “you can’t manage
what you can’t measure”. Our Smart Resources
Programme benchmarks a range of energy and resource
indicators, from gas and electricity consumption, to water
use and carbon emissions. In future years, we will monitor
our performance as Amway Europe evolves as a business.

One of the areas where we can make a difference to our
carbon footprint is the energy we use in our buildings. In
2012, we consumed over 4,000 MWh of electricity and
over 2,000 MWh of gas for heating across our European
operations. This represents 2,334 tonnes of carbon
emissions – or 1.9 tonnes per employee. We will use this
as a benchmark for making progress on reducing our
impacts in future years.

Sources of carbon emissions across Amway
European operations

Buildings
29%
Flights
64%

Vehicles
7%

Our aim is to reduce energy consumption per person
where possible in our buildings with the help of energy
saving devices (for example, motion sensors for lights)
and changing behaviour. In our European Headquarters in
Puchheim near Munich, we have already installed energy
efficient lighting, smart night switching and thermostats
- and raised awareness among staff. We will launch the
Green Champions Programme to encourage teams across
Europe to find ways of saving energy that we currently use
unnecessarily.

Carbon emissions from buildings: Amway Europe

Business travel and transport

Ukraine
UK
Turkey
Switzerland
Sweden
Spain
Slovenia
Slovakia
Romania
Portugal
Poland
Italy
Hungary
Greece
Germany
France
Finland
Krakow
Denmark
Czech Republic
Croatia
Belgium
Austria

The nature of our business means that our people need to
travel a lot in Europe. In 2012, we used 236,655 litres of
fuel for car travel and covered over 11 million kilometres
in air travel. In total this amounted to 5,680 tonnes of
carbon emissions – 4.7 tonnes per employee.
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As part of our policy for reducing travel that is not
business essential, we have implemented employee travel
guidance. This includes facilitating remote meetings
where possible, using teleconferences, videoconferences,
webinars and other tools. Under the guidance, business
trips may be planned only if a teleconference or video
conference is not possible.

Bars in green are countries with warehouse, Experience Center or other
major operations that require energy. Bars in grey are countries with
mainly office-based operations. Data for the Netherlands and Norway are
unavailable due to comprehensive rental contractual arrangements. Amway
Europe does not have a physical presence in Estonia, Latvia or Lithuania. All
figures are based on the most comprehensive data available.
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We have also been looking at ways to lower carbon
emissions in Amway Europe’s supply chain. Six of the
European home care products are now produced at a
contract manufacturer in Belgium instead of the United
States; this includes two new products in 2012 and will
increase in coming years. These products are sold in
every European country, from Austria to Ukraine. This has
considerably reduced the distance from production to
market, which not only saves time but has also lowered
the transportation carbon footprint of the products by
more than 70 per cent.

Water
Water is another valuable resource that we use in our
offices, warehouses and Experience Centers. In 2012, we
launched nine pilot studies on water consumption across
Europe – in Austria, Croatia, Czech Republic, Greece,
Poland, Romania, Slovakia, Turkey and Ukraine. On
average, we consumed 22 m3 of water per person over
the year. Our Poland affiliate was the most water efficient
– using just 4.3 m3 of water per person. We intend to
roll out our programme to measure the amount of water
consumed to all European operations in 2013.
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Distribution
Amway has received the Total ZERO Certificate from
express parcel company DPD. Total ZERO is the new
carbon neutrality commitment from DPD, one of our
suppliers, which ensures that all the parcels they deliver
are carbon-neutral, at no extra cost to the consumer. This
includes measuring and lowering energy consumption,
using road transport instead of air where possible,
as well as offsetting. DPD services Amway in the
Netherlands (where the warehouse in Venlo is based),
Belgium, Germany and Austria; in Germany alone, the
company distributes around 300,000 parcels. This is
part of Amway’s commitment to ensure that the carbon
footprint not only of its own activities, but also those of its
suppliers, is as low as possible. It is a great step forward
in protecting the planet.
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Packaging and waste
Waste is a major problem in Europe and around the world;
at Amway, we are keen to do our part to reduce, reuse
and recycle. In 2012, we undertook two pilot studies
of waste in the countries where we have the largest
operations: Germany and Ukraine. We also benchmarked
the packaging materials we use annually at our European
Headquarters at Puchheim, Germany. The aim is to roll
out these indicators to other operations in 2013 and
review ways of reducing the impact of our waste.
Germany

Ukraine

Paper waste

82.3 tonnes

426.9 tonnes

Plastic waste

136.9 tonnes

15.4 tonnes

Glass waste

59.3 tonnes

N/A

Amway distributes millions of products every year
to consumers across Europe. These products need
packaging to protect them during transit and storage.
Packaging is essential to ensuring that our consumer
goods are well protected, safe to use and carry clear,
informative information on their labels.
Yet packaging can be greener – and Amway is working to
ensure that ambition becomes a reality. We have a strong
commitment to lessening our environmental footprint,
which means that our transport boxes are produced with
at least 60 per cent of recycled material - and that figure
rises to 100 per cent for the inner cardboard dividers.
This packaging can be recycled or re-used again where
possible.
In addition, instead of using plastics, we use 100 per
cent biodegradable vegetable starch for our loose-fill
packaging material. The water soluble packaging is
produced without CFCs, is 100 per cent recyclable, and
does not contaminate groundwater. All in all, it reduces
the environmental impact of our packaging significantly.
Since 2010, we also label our boxes to provide consumers
with information about the packaging materials we use.

Packaging materials: Amway Europe HQ, Germany

Glass
Paper & cardboard
Tinplate
Aluminium
Plastics
Other composites
Natural materials
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Sustainable farming and
products
Environmental health and safety in the
supply chain
We at Amway believe that the sustainable use
and management of the world’s resources are the
responsibility and role of individuals and industry alike in
promoting environmental stewardship and protecting the
workplace health and safety of all persons working for, or
on behalf of, Amway and the global communities where
we operate.
This year, Amway’s global Environmental Health and
Safety (EHS) processes are being strengthened through
some key initiatives including EHS team support in global
supply chain growth projects, and reaching out with
new EHS programmes for our third party manufacturing
facilities worldwide.

Life Cycle Analysis: Minimising
environmental impacts
Amway is committed to reducing its impact on the
environment – both from its products and its processes.
One way that we work to lessen our footprint is through
life cycle analysis (LCA) – looking at impacts including air
emissions, water effluents, solid waste, and energy use.
In 2009, we conducted Life Cycle Assessments (LCAs) on
two Amway in-home water purifiers. We performed LCA in
accordance with ISO 14040 (principles and framework)
and ISO 14044 (requirements and guidelines). We
reduced the product’s plastic content by 51 per cent, its
greenhouse gas emissions potential by 46 per cent and
its energy use by 46 per cent.
In 2012, we again used LCA to assess sustainable
improvements on a redesigned major product line:
NUTRILITE® All Plant Protein Powder. Prior to the
redesign, NUTRILITE® All Protein Powder had contained
25 per cent whey protein, derived from dairy. The new
formula included a blend of wheat, pea and soy protein,
eliminating dairy. Packaging was converted from a foillined cardboard, spiral wound can with tin-plated steel
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ends to a blow-moulded high density polyethylene (HDPE)
bottle with a polypropylene lid. An LCA on the new HDPE
package showed that the greater potential for recycling of
the new product, combined with the ability to streamline
the supply chain, led to a reduction in greenhouse gas
emissions.
LCA has a wide range of benefits, including a greater
and more effective identification and prioritisation of
environmental performance improvements during the
design phase; more intelligent R&D decision-making;
creating and developing more relevant environmental
impact indicators; better validating environmental
performance claims; and expanded environmental and
sustainability awareness throughout the company.

Sustainable farming
Amway’s commitment to more responsible environmental
stewardship does not only extend to the production
processes of what we sell. Our Nutrilite brand - mineral,
vitamin, and dietary supplements – has taken the
concrete step of growing, harvesting and processing
plants on its own sustainably managed farms.
These farms use natural processes to improve soil health
and plant nutrition, while also avoiding pesticides by
using natural enemies such as ladybirds to protect our
crops from pests. We recognise that farming is about
more than just producing crops. It involves complex
cultural practices, land preparation and sustainable farm
management. As we all know, soil is a living organism,
and managing it is essential if we are to achieve genuine
sustainable farming practices. Every Nutrilite farm
undergoes a programme of continually enhancing the
soil with cover crops, green manure crops, composts and
other naturally-mined materials needed for plants to grow.

Sustainable forestry
The Amway Corrugated Printing Department in Ada,
Michigan, is certified for fibre sourcing under the
Sustainable Forestry Initiative. This means that Amway’s
corrugated material used for products manufactured at
our corporate headquarters is sourced from sustainablymanaged forests. As some of this is ultimately consumed
in Europe, this has an impact on our overall environmental
footprint.
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Managing our
environmental impacts
Improving environmental management
We are committed to improving our environmental
management systems year on year. In 2012, have moved
to a more overarching management system under the
Global Reporting Initiative (GRI) and will continue to
improve our systems, monitoring and reporting.

Think Act Save!
People play a large role in helping to reduce our
environmental impacts, including energy, waste and
water use in our offices. That is why we have been
disseminating our updated Environmental Practices
Manual throughout Europe. The Manual is a user-friendly
guide to help managers and staff to conserve energy,
reduce water and tackle waste more effectively.
However, we aim to go further. In 2013, we are launching
the Think Act Save campaign across Europe. This will
provide user-friendly information on how to use energy
and resources more efficiently and will draw on our new
cadre of Green Champions.

Amway Green Champions
In 2013, we are launching the Green Champions
programme. Our Green Champions, a team of around 25
employees across Europe, will play an important role in
fostering a sustainability culture throughout Amway by
promoting environmental stewardship among colleagues,
helping Amway become greener, while also supporting
local communities in their aspirations to live better,
greener lives. Together with the Think Act Save campaign,
our Green Champions will make a real difference.

Making Amway events greener
Over the last three years, we have been rolling out a
programme to make our events more sustainable. Our
aim is to maintain the positive results of these events
for distributors and the wider community, while reducing
negative environmental, social and economic impacts.
In 2012, we successfully achieved the first step of BS
8901 certification: the British Standard developed
specifically to help the events industry to operate more
sustainably. We have also applied for the “Green Meeting
Award” as part of the IMEX4 Corporate Responsibility
Project.
In Greece, at the European Leadership Training Seminar
(involving over 2000 participants), water, laundry, TV
and lights were all managed using more sustainable
practices. Furthermore, the hotel which was chosen for
the venue has a variety of sustainable policies including
olive tree planting projects, hiring of local employees
where possible, sourcing food locally, collecting rain water
irrigate the golf course, and providing bins for separating
waste for recycling.

Recycling week at Amway Europe’s HQ
At our European Headquarters, the Recycling Week in
October is rapidly becoming an annual tradition. Amway
held a week of green activities for employees to get
involved in, based around the idea that we can all do more
to play a positive role in the environment, both at work and
outside the office. This included talking through our new
Environmental Manual, holding an event for the Junior
Ambassador for the Environment and collecting waste
from public areas in the surrounding neighbourhood of
our Headquarters as part of “Ramadama” – a Bavarian
term that means “Let’s tidy up!” Employees also
calculated their personal environmental footprint and
enjoyed healthy organic fruits in the canteen.
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IMEX is a German trade event.
See http://www.imex-frankfurt.com/aboutimexnew.html

PERFORMANCE

case study

Puchheim
Junior Environment Ambassadors

Ebru Karatas, Amway apprentice
“The idea is for children to become ambassadors for nature in their communities.”
Amway apprentices, working students and interns, working alongside environmental NGO “Friends of the Earth”,
organised an afternoon for children to learn about environmental protection in a playful way.
The Mayor of Puchheim and Dimitri van den Oever, Germany’s General Manager presented the 15 girls and boys –
aged between 4 and 12 years old - with certificates proclaiming them as “Junior Ambassadors for the Environment”.
One of the apprentices, Ebru Karatas, joined Amway in September 2012, training to become a Specialist for Dialogue
Marketing. For Ebru, “Environmental protection starts with small things in daily life. Things like recycling can make
a big difference – if we all really separated and recycled our waste, it would have a major impact. You can see
how important the environment is for Amway really fast when you look at the different garbage bins for separating
waste, the efforts to save energy in the offices or the products which try to save waste by using concentrates.”
Ebru explained her role in Recycling Week and the impact it had on her: “My project was an environmental afternoon
for children, aimed at teaching them to become ambassadors for nature in their communities. We created several
stations where the children were asked questions on certain topics through experiments and games. It was very
interesting to get to know the other apprentices and interns, who are about the same age, but from different
departments. We worked well together as a team, and the whole event was an amazing experience.”
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Annexes
Annex I: GRI Index
GRI
reference

Description

Type

Report section

Core

Foreword from the Managing
Director

Strategy and analysis
1.1

Statement from the Managing Director

Organisational Profile
2.1

Name of the organisation

Core

Building a Sustainable Business

2.2

Primary brands, products and/or services

Core

Building a Sustainable Business

2.3

Operational structure of the organisation

Core

Building a Sustainable Business

2.4

Location of organisation’s headquarters

Core

Building a Sustainable Business

2.5

Number of countries where the organisation operates

Core

Building a Sustainable Business

2.6

Nature of ownership and legal form

Core

Building a Sustainable Business

2.7

Markets served by the organisation

Core

Building a Sustainable Business

2.8

Scale of the reporting organisation

Core

N/R

2.9

Significant changes during the reporting period

Core

Building a Sustainable Business

2.10

Awards received in the reporting period

Core

Building a Sustainable Business

Report Parameters
3.1

Reporting period

Core

Building a Sustainable Business

3.2

Date of most recent previous report

Core

Building a Sustainable Business

3.3

Reporting cycle

Core

Building a Sustainable Business

3.4

Contact point for questions

Core

Building a Sustainable Business

3.5

Process for defining report content

Core

Building a Sustainable Business

3.6

Boundary of the report

Core

Building a Sustainable Business

3.7

Any specific limitations on the scope or boundary of
the report

Core

Building a Sustainable Business

3.8

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

Core

Building a Sustainable Business

3.10

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

Core

Building a Sustainable Business

3.11

Significant changes from previous reporting periods

Core

Building a Sustainable Business
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Governance, Commitments and Engagement
4.1

Governance structure of the organisation

Core

Building a Sustainable Business

4.2

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

Core

Building a Sustainable Business

4.3

State the number of members of the highest
governance body who are independent and/or nonexecutive members

Core

None - family business

4.4

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

Core

People

4.14

List of stakeholder groups engaged by the organisation

Core

Listening to our stakeholders

4.15

Basis for identification and selection of stakeholders
with whom to engage

Core

Listening to our stakeholders

Annex II: 2012 Performance Indicators
Description

GRI code

Units

Figure or report
section

US dollars

11.3 billion

Economic
Annual turnover (global)
Coverage of the organisation’s defined benefit plan
obligations

EC3

%

100

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

E7

Qualitative

Amway’s Employees

Number of employees at Amway Europe (31/12/2011)

Number

1,298

Number of employees at Amway Europe (31/12/2012)

Number

1,295

Number of distributors in Europe

Number

>250,000

Social
Employment and distributor numbers

Human rights
Total number of incidents of discrimination and corrective
actions taken

HR4

No incidents reported

Labour practices and decent work
Total workforce by employment type, employment contract
and region broken down by gender

LA1

Qualitative

Amway’s Employees

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

LA3

Qualitative

All the same benefits
provided to fulltime and part-time
employees

Minimum notice period(s) regarding operational changes
including whether it is specified in collective agreements

LA5

Qualitative

Based on statutory law
in all countries
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Rates of injury, occupational diseases, lost days and
absenteeism, and total number of work-related fatalities
by region and by gender

LA7

Number

1 accident, female,
Poland

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

LA11

Qualitative

Amway’s Employees
Our Distributors

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

LA12

%

90% of total employees
92% of women
84% of men

Return to work and retention rates after parental leave, by
gender

LA15

%

90 overall
100 for men
80 for women

SO6

US dollars

None in any of Amway
Europe’s 28 countries

US dollars

764,641

Amway Europe corporate donations

US dollars

347,750

Amway Europe distributor donations

US dollars

409,192

Amway Europe employee donations

US dollars

7,699

Volunteering hours (distributors and employees)

hours

11,957

Number of One by One projects supported

projects

96

MWh

6,419

Society
Total value of financial and in-kind contributions to
political parties, politicians and related institutions by
country
Local communities
Total donations for One by One Campaign for Children

Environment
Resource efficiency
Energy consumption in buildings
Direct energy consumption (gas heating)

EN3

MWh

2,298

Indirect energy consumption (electricity)

EN4

MWh

4,121

Direct energy efficiency initiatives

EN6

Qualitative

Smart Resources
Programme

Indirect energy efficiency initiatives

EN7

Qualitative

Smart Resources
Programme

Energy consumption from business road travel

litres

236,655

Air travel

km

11,070,885

Recycled packaging

Qualitative

Managing Our
Environmental Impacts

tonnes

7,992

Carbon emissions in Europe
Total CO2 emissions
CO2 emissions from buildings

EN16

tonnes

2,334

CO2 emissions from business travel

EN17

tonnes

5,659

EN18

Qualitative

Smart Resources
Programme

Carbon reduction initiatives
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Carbon emissions per employee in Europe
Total CO2 emissions per employee*

tonnes

6.59

CO2 emissions per employee from buildings

tonnes

1.93

CO2 emissions per employee from business travel

tonnes

4.67

Austria

tonnes

3.61

Belgium

tonnes

0.39

Croatia

tonnes

1.56

Czech Republic

tonnes

2.48

Denmark

tonnes

0.75

Krakow

tonnes

0.78

Finland

tonnes

0.72

France

tonnes

0.18

Germany

tonnes

2.50

Greece

tonnes

5.80

Hungary

tonnes

0.48

Italy

tonnes

1.68

The Netherlands

tonnes

N/A

Norway

tonnes

N/A

Poland

tonnes

1.05

Portugal

tonnes

0.63

Romania

tonnes

1.72

Slovakia

tonnes

1.81

Slovenia

tonnes

0.41

Spain

tonnes

0.27

Sweden

tonnes

3.14

Switzerland

tonnes

0.13

Turkey

tonnes

4.04

United Kingdom

tonnes

2.85

Ukraine

tonnes

2.74

Carbon emissions per employee from buildings by
country

Energy and carbon emissions for 2012 exclude The Netherlands and Norway due to inaccessible data from utility
providers.
* Emissions per employee are calculated on the basis of employee numbers on 31 December 2011, corresponding to
the start of calendar year 2012.
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