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O ur belief in longevity is reflected not 
only in our products, but also in how 

we conduct our business. One example is our 
focus on Custom Made over the past year, 
allowing customers to compose their own 
shirt, made to order. This ensures that every 
product has a purpose, and it reinforces our 
promise of shirts that last.

2024 HAS SEEN SIG N I FICANT PROG RES S in our 
climate work, nearly halving emissions com-
pared to our 2019 baseline. The decrease 
can be explained partly by a rebalancing of 
our inventory, with fewer products produced 
during the year, but it’s also a result of the 
team’s common focus and great work. I’m 
proud that our science-based Net Zero tar-
gets for Scope 1–3 have been validated by 
SBTi through their corporate route, and that 
we have already achieved both our near-term 
and Net Zero goals for Scope 1 and 2.

STRONG , LONG -TERM PARTN ERSH I PS are cen-
tral to our sustainability strategy, allowing 
us to track both our own progress, and that 
of our suppliers. In preparing for the EU’s 

CSRD directive, we have conducted a double 
materiality assessment — a solid foundation 
for fact-based reporting. We follow the de-
velopment of the Omnibus proposal closely, 
preparing for future reports.

MOVI NG TOWARDS OU R GOAL to use solely 
organic and recycled cotton, we have now 
reached 85%. The next phase involves 
sourcing regenerative organic cotton with 
a lower impact on biodiversity, meant to 
preserve or even improve it. It’s yet another 
step in ensuring longevity in our products, 
and throughout every link of the value chain. 
When we work together as a team, great 
things happen. 

DAVI D TH Ö R EWI K ,  CEO

A Comment  
From our CEO
Eton stands for timeless style over trends, and modern luxury over 
fast consumption. Since our first shirt, we have crafted garments 
with enduring quality and value. Longevity is at the core what we do.
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renewable electricity  
in Scope 1 & 2.

100% 

in total emissions  
Scope 1–3.

–49%

in emissions  
in Scope 1 & 2.

–93%

2024Highlights

of Tier 1 & 2 suppliers  
have solar panels.

77%

of all suppliers measured  
water use.

96%

certifications. 

5
water intensive suppliers  
with measused water use.

100% 

of emissions based  
on actual data.

99% 

organic cotton fabrics.

85%

The SBTi has approved our  
science-based emission  

reduction targets for Scope 1–3.

Read more on page 39.
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PAR ENT COM PANY

Eton Group AB
HQ in Gånghester  
Sweden

SALES ETON G ROU P 2024       1  009 000 000  S EK

Reach (number of markets) 93

Wholesale 40

Own eCom 48

Own retail 5

Near global reach via all our sales channels

Full Time Employees (FTE) 242

New employee hires
(31 female and 29 male)

60 FTEs 

Employees leaving
(27 female and 35 male)

62 FTEs 

Consultants/not employed  
(located at our HQ in average during the year)

Assortment/Production Department 2

IT/Digital Solutions Department 3

R EPORTI NG PERIOD         1  JAN 2024–3 1 DEC 2024

Note: For the legal ownership structure as well as other financial 
entity information see note 15 in the Annual Report. For the re-
porting period and frequency see the Annual Report note 39.  

At Eton, we turn visions into reality by em
bracing personality-driven style and seizing 
opportunities to redefine menswear. Our 
business idea is to create superior products 
for the dynamic lifestyle of the modern man, 
made with consideration for people and the 
planet, and presented in a premium-to-luxury 
segment for those who seek excellence.  

Through our own channels—e-commerce 
and retail stores—as well as wholesale distri
bution to premium department stores and 
marketplaces, we reach customers in over  
50 markets across the globe. Our assortment 
features menswear and accessories crafted 
with uncompromising quality. 

Eton pushes the boundaries of con-
temporary menswear. By inspiring 
our customers to express their personal 
style, we enable a more sustainable  
approach to dressing by offering  
products rooted in longevity.

Striving for Excellence 

ETON GROUP

SU B SI DIARI ES

» Eton AB
» Eton Shirts GmbH
» Eton Shirts Ltd
» Eton Canada, Inc.
» Eton, Inc
» �Eton Madison Avenue, Inc.
» Eton S.R.L.
» Eton Holding, Inc.

THE ETON CUSTOMER
Our customer values individuality and expresses 
it through personal style. He invests in pieces 
that reflect taste and confidence—designed to 
feel relevant today and tomorrow. He appreci-
ates quality and shares our belief that a more 
sustainable approach to style starts with prod-
ucts made to last.
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ASSORTMENT FUNCTIONS  
Our assortment functions—Design, Sewing Atelier, 
Buying, and R&D—are based in Sweden and Italy. 

SUPPLY CHAIN OPERATIONS    
Our supply chain operations—Planning, Production, 
Quality, and Distribution—are based in Sweden and 
the U.S. Additionally, we have resources in Lithuania 
and Romania that also support operations in North 
Macedonia.  

Functions & Operations 

SUPPLY CHAIN LOCATION 

FAB RIC

R AW MATERIAL (COT TON) 
SOU RCI NG   

» Egypt  
» Turkey  
» US  
» India  
» China (silk)  
» New Zealand (wool)   

WEAVI NG AN D FI N I S H I NGS   

» Italy  
» Switzerland 
» Egypt  
» Turkey  
» Czech Republic  

Suppliers source yarn and raw 
materials, and we buy directly  
from weavers.  

AS S EM B LY 

CUT TI NG AN D S EWI NG   

» Romania  
» Lithuania  
» North Macedonia  
» Sweden (HQ)  
» Turkey  

TRI M M I NGS

TRI M M I NGS SU PPLI ERS 

» Sweden  
» Italy  
» Germany  
» Romania  
» Turkey  

TRI M M I NGS PRODUCTION

» Sweden  
» Italy  
» China  
» Vietnam  
» Portugal  
» Germany  
» Denmark  

» Poland  
» Spain  
» Romania  
» Turkey  
» Netherlands  

ACCES SORI ES/ 
R EADY- MADE

SU PPLI ERS FOR I N DIVI DUAL 
ACCES SORI ES AN D R EADY-
MADE PRODUCTS :   

» Italy  
» Portugal 
» Bulgaria  
» Romania  
» Albania  

Our Value Chain
Building a global enterprise in the menswear market.

OFFICES

» �Gånghester (HQ)
» Atlanta
» Como
» London
» New York
» Stockholm

B R AN D STOR ES

» �Birger Jarlsgatan,  
Stockholm  

» �Södergatan, Malmö  
» �South Molton Street, 

London  
» �330 Madison Avenue, 

New York  
» �833 Madison Avenue, 

New York  

S HOWROOM S

» Amsterdam
» Milano
» London
» New York
» Stockholm
» Munich

CONCES SION STOR ES

» Illum, Copenhagen
» �Magasin du Nord,  

Kongens Nytorv
» Selfridges, London
» Åhlens City, Stockholm
» �Nordiska Kompaniet,  

Stockholm

LOG I STIC S CENTERS

» Gånghester, Sweden
» Atlanta, USA

OUTLETS

» Barkarby, Stockholm  
» Desert Hills, California  
» Gånghester, Borås  
» Hede, Gothenburg  
» Vestby, Oslo  
» �Woodbury Commons, 

New York  

ETON ON LI N E

48 markets

ETON R ETAI L

5 markets in Europe,  
North America  

WHOLESALE PARTN ERS

Europe, North America,
Middle East, Asia

TOUCHPOINTS

Hometown & HQ
Offices  
Showrooms
Brand Stores

New York
Milano

Como

London Amsterdam

Stockholm
Gånghester

Copenhagen
Malmö

Münich

Atlanta

PRODUCTION    
We work closely with suppliers to ensure high qual-
ity products and build long-term collaborations, en-
hancing job security and improving working condi-
tions. This long-term approach forms the foundation 
of our way of working, as our partnerships enable 
transparency and thorough supply chain mapping. 

N U M B ER OF APPAR EL 
PRODUCTS PRODUCED 
DU RI NG 2024: 

993 973 pcs
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PROG RES S

CO M M ITM E NT/GOAL TARG ET YEAR KPI 2 02 2 2 02 3 2 02 4

We commit to de-
signing all products 
with longevity in 
mind to ensure a low 
FPU.

Year by year We have continuoulsy 
worked close with our 
suppliers to design with 
longevity in mind in or-
der to create timeless 
high-end products.

Assortment’s ambition 
is to always design with 
longevity in mind, aiming 
for timeless classics.

We are working actively 
to maintain this commit-
ment.

On product  
transparency.

2026 20% Not started. In preparation for the 
Digital Product Pass-
port (DPP), we have 
researched on-product 
transparency solutions. 
A 3-year collaboration 
—Systemdemonstratorn— 
is initiated together with 
Borås Textilhögskola for 
further transparency. 

In 2024 we continued 
our work together with 
other companies and 
organizations in System-
demonstratorn. In 2025, 
we will start adding 
QR-codes on garments, 
including details like 
composition, certifica-
tion, product specifics 
and supplier info. 

PROG RES S

CO M M ITM E NT/GOAL TARG ET YEAR KPI 2 02 2 2 02 3 2 02 4

Through our business 
practices we ensure 
that we contribute to 
prosperity in all mar-
kets we are active in.

Year by year Second year of reporting 
according to the Global 
Reporting Initiative (GRI)  
standards; GRI factor on 
Finance.

We report according to 
the GRI standards; GRI 
factor on Finace. We 
prioritize conducting our 
business in a responsible 
way to support prosper-
ity in the local markets 
where we are active.

Year-by-year we focus 
on governace and how 
we conduct our own 
business, and also our  
partnerships with suppli-
ers, including a close fol-
low-up of their business 
practices.

Full transparency 
throughout our 
supply chain.**

2025 100% We mapped our supply 
chain from Tier 1 to Tier 
2 with follow up on our 
suppliers using question-
naries. Out of 26 suppli-
ers, 23 were mapped. In 
line with our transpar-
ency goal, we publicly 
disclose our supply chain 
at etonshirts.com.

By implementing our 
new sustainability 
reporting system we 
have increased the 
transparency into our 
supply chain to capture 
most of our Tier 1 and 2 
and some of our Tier 3 
suppliers. On track for 
follow up on all Tier 1 & 2 
suppliers by 2025. 

We have mapped 100%* 
of our Tier 1 and Tier 2 
suppliers through our 
sustainability reporting 
system, strengthening 
transparency and ac-
countability. Only one 
supplier remained un-
mapped, due to the col-
laboration being ended.

LEGACY FOR LONGEVITY

GOVERNANCE & FINANCE

Eton Sustainability Commitments
PROG RES S

CO M M ITM E NT/GOAL TARG ET YEAR KPI 2 02 2 2 02 3 2 02 4

Ensure safe work 
and labor rights, free 
from harassment and 
discrimination in our 
supply chain.

Year by year We enforce strict com-
pliance standards with 
our suppliers through 
our Code of Conduct, 
covering health and safe-
ty, fair labor practices, 
equitable pay, associa-
tion and collective bar-
gaining rights, and an-
ti-corruption measures. 
Our auditing process 
further ensures supplier 
compliance.

Throughout the year, we 
have actively enhanced 
supplier engagement 
to ensure work and la-
bor rights. Our efforts 
include audits and per-
sonal visits. Utilizing a 
sustainability reporting 
system as a sourcing tool 
enabled us to gather 
ocial impact data for the 
first time in 2023, broad-
ening our insight.

We have strengthened 
our supplier collabora-
tion in 2024. In addition 
to self assesments and 
audits, the sustainability 
team has conducted nu-
merous on-site visits for 
a deeper engagement 
and understanding.

Biennial audits of all 
our sewing factories, 
accessories suppliers 
and fabric suppliers.

Year by year 100% We audited all Tier 1  
suppliers, and started 
auditing our accesso-
ries suppliers using a 
third-party auditor, In-
tertek.

All our Tier 1 and 2 
suppliers are audited 
biennially either through 
third party auditors or 
valid audit result from a 
OEKO-TEX® STeP Certi-
fication certification. For 
some suppliers we con-
duct an Eton audit.

We were able to compare 
audit results over time. 
Encouragingly, 80% of 
suppliers improved their 
scores—with all now scor-
ing above 90%—showing 
progress in working con-
ditions and environmen-
tal management.

Advocating  
inclusion &  
diversity.

Year by year 75% In 2022, we established 
a new HR function led by 
our General Counsel and 
Head of HR. Based on 
our company values the 
HR department actively 
integrates inclusion and 
diversity in their work.

Our HR department is 
leading this initiative, 
committed to creating 
inclusive workplaces re-
flecting our values. Mov-
ing forward, we aim for a 
structured approach to 
support this goal.

HR, together with our Head 
of Sustainability, have ad-
vanced DEI efforts with a 
focus on gender equality. 
DEI is now embedded in de-
velopment, mentorship, and 
hiring, with our succession 
planning showing results.

Map the wage levels 
at 100% of our main 
suppliers in produc-
tion by 2023 and 
onwards.

2023 100% In 2022, we began our 
work to map the wage 
levels in our supply chain 
in line with our goals on 
fair wage through audits.

We have mapped all 
wages at our Tier 1 and 
2 suppliers this year. 
Across all facilities, the 
lowest-paid employee 
earns above the mini-
mum wage, and in some 
cases, surpasses both 
regional and average pay 
rates.

We have continued to 
map all our Tier 1 and 
2 supplier wages for 
workers, excluding 
management. The aver-
age wages exceed the 
national minimum with 
at least 15% and often 
more, across both Tier 1 
and Tier 2.

Work with our sewing 
factories to provide 
their workers with a 
fair wage.

Year by year During our audits at our 
sewing factories, wages 
are an important factor. 
Suppliers are required 
to pay a fair wage and 
comply with local regula-
tions. All audited suppli-
ers received a high score 
on Wages and Benefits 
during 2022.

We have a transparent 
price set up with our Tier 
1 suppliers. During 2023 
we started to gather 
more detailed informa-
tion and data on our 
suppliers’ social impact 
to further address the 
importance of worker 
wellbeing and wages.

The topic of fair wages 
has been part of our 
structured  supplier 
follow-up and dialogue 
during 2024.

EMPOWER PEOPLE

*We concluded one partnership during the year, which is therefore now out of scope. **Refers to Tier 1 and 2.
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PROG RES S

CO M M ITM E NT/GOAL TARG ET YEAR KPI 2 02 2 2 02 3 2 02 4

Renewable energy 
throughout our own 
operations by 2025.

2025 100% We have worked actively 
during the year to re-
duce our emissions in 
our own operations. Sev-
eral initiatives have been 
taken, exploring the 
possibility to install solar 
panels. Key areas we 
need to improve to reach 
our goal were identified.

In 2023, we acquired 
Energy Attribute Cer-
tificates (EACs) through 
the EQT tender for the 
non-renewable energy 
portion, enabling 100% 
renewable electricity. All 
departments are asked 
to procure renewable 
energy through land-
lords to reduce the need 
for EACs over time.

We are working closely 
with landlords to tran-
sition our stores and 
showrooms to renewable 
energy, and have identi-
fied facilities for further 
energy efficiency up-
grades. To reach 100% 
renewable electricity for 
Scope 2, we’ve also ac-
quired Energy Attribute 
Certificates (EACs).

A fully implemented 
circular business 
approach by 2030.

2030 10% Together with our long-
term supplier, Albini, we 
have explored ways to 
recycle our pre consum-
er waste. We switched to 
100% recycled polyester 
neck clips. Increased 
the recycled materials 
in trims and the content 
of recycled materials in 
eCom boxes.

We have begun explor-
ing circular initiatives, 
such as implementing a 
take-back scheme for old 
Eton garments in all our 
brand stores. Our retail 
department has set a 
2024 progress target to 
prioritize this effort. We 
have also introduced a 
shirt crafted from recy-
cled textile waste and 
committed to a 3-year 
project with Borås Textil-
högskola to delve deep-
er into circular solutions.

Our take back scheme in 
stores is available for all 
our customers. We have 
explored collaborative 
upcycling projects in-
cluding repair, recycling 
and re-sale. Part of our 
packaging material is 
recycled.

Water intensive 
business partners 
measure water 
use and have set 
reduction goals.

2025 75% Our yearly follow up on 
our suppliers with wa-
ter-intensive production 
processes shows us that 
82% of our suppliers 
measure their water use 
and 39% of our  water 
intesive suppliers has a 
reduction goal set.

We have continued 
throughout 2023 to mea-
sure the water use at our 
suppliers and this year 
captured 90% of our 
suppliers and 100% of 
our water intensive sup-
pliers. 41% of our water 
intensive suppliers have 
a set reduction goal.

96% of all our suppliers 
measure water use.
55% of all our suppliers 
(equalling 75% of the 
suppliers with wet pro-
cesses) have set reduc-
tion targets for water 
usage.

PLANET RESPONSIBILITY PLANET RESPONSIBILITYPROG RES S

CO M M ITM E NT/GOAL TARG ET YEAR KPI 2 02 2 2 02 3 2 02 4

Net Zero by 2050 
the latest.

2050 Our Net zero targets 
for Scope 1, 2 and 3 have  
been validated by SBTi.

50% reduction of 
emissions in Scope 
1–2.

2030 100% Reduction of 34% from 
2019 as a base year.

Reduction of 85% from 
2019 as a base year.

Reduction of 93% from 
2019 as a base year. 

30% reduction of our 
Scope 3 emissions.

2030 100% Increase of 4% from 2019 
as a base year.

Reduction of 22% from 
2019 as a base year.

Reduction of 48% from 
2019 as a base year.

100% organic or 
recycled cotton.

2025 85% During 2022, 28% of 
all the textiles we pur-
chased was from 100% 
organic cotton.

During 2023, we have 
purchased approx 73% 
certified organic cotton 
and 0,1% recycled cot-
ton. We are however not 
fully in line with reaching 
our 2025 target. 

85% of the cotton we 
sourced in 2024 was 
organic. The remaining 
share is the most chal-
lenging to convert but 
we are still aiming for 
target year 2025.

100% more sustain-
able or recycled 
fibres in shirts and 
accessories/Ready 
made by 2030.

2030 75% 33% of all textiles were 
made from more sustain-
able textiles in 2022.

Out of all the materials 
that we purchased in 
2023, 72% were either 
certfied organic or 
recycled.

75% of of all fibers and 
ready-made was more 
sustainable, including 
trimings. 

100% renewable 
electricity in our 
supply chain.**

2030 Tier 1: 
57.7%  

Tier 2: 
55%

Verti­
cal: 
98%

During 2022, we began 
an ongoing dialog with 
our Tier 1 and 2 suppliers 
on the need to shift to 
renewable energy. We 
have mapped the energy 
consumption and energy 
source at 23 out of our 
26 Tier 1 and 2 suppliers. 
The mapping gives us 
neccesary information 
on how we can support 
them in their transition 
to renewable energy.

We have maintained 
a dialogue with our 
suppliers regarding the 
transition to renewable 
energy, and assessed 
the renewable energy 
(fuel+electricity) portion 
within our supplier net-
work. Many suppliers 
have made investments 
in energy efficiency. 60% 
of our suppliers have 
installed solar panels 
and 70% have renewable 
electricity.

Our dedicated work in 
transforming our supply 
chain to renewable elec-
tricity has shown results 
and we have been able 
to reduce our emissions 
significantly. In addition 
77% of all Eton’s Tier 1 
and 2 suppliers now use 
solar energy either par-
tially or fully.

**Refers to Tier 1 and 2.
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TH E 2030 AG EN DA for Sustainable Development 
serves as a global framework for achieving  
peace and prosperity for both people and the  
planet through the Sustainable Development  
Goals (SDGs).  

WE HAVE I DENTI FI ED seven prioritized goals where 
we either have the most significant impact or the 
greatest opportunity to create a positive impact.  

Sustainable Development Goals  
At Eton, we recognize the importance of targeted actions 
and collaboration to address complex issues.  

WE HAVE DEVELOPED our Eton Sustainability Com-
mitments, along with practical actions that focus on 
initiatives supporting these prioritized SDGs.  

WE EN DORSE AN D SU PPORT all SDGs in addition to 
our focused actions for the prioritized ones. We  
take our responsibility seriously and acknowledge 
that our business impacts more than just our  
prioritized SDGs. 

PRIORITIZED GOALS
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PLANETPEOPLE

GOVERNANCE 

In line with our company values One Eton and 
Empowering and reflecting our heritage as a 
female founded company, we actively work towards 
gender equality.  

Material topics: Human Rights, Fair Labor 
Conditions in Supply Chain.   

Non-material topics: Inclusivity & Diversity and 
Working Conditions in Own Operations.  

In line with our company values Work Smart and 
Progressive. Through responsible business practices 
and a strong governance framework, Eton contrib-
utes to prosperity. 

Material topics: Pollution in Supply Chain, Chemi-
cal Management Circularity, Climate Impact, Water 
Usage in Supply Chain, More Sustainable Materials 
and Economic Performance and Impact. 

5.1 End all forms of discrimination against all women and girls 
everywhere. 5.5 Ensure women’s full and effective participation 
and equal opportunities for leadership at all levels of deci-
sion-making in political, economic, and public life.  

Achieve gender equality and 
empower all women and girls. 

Ensure sustainable consumption 
and production patterns.

In line with our company values One Eton, Empower-
ing and Work Smart. Health and safety and an inclu-
sive workplace are priorities at Eton. We follow up on 
our supply chain impact, working together with sup-
pliers to ensure that working conditions don’t violate 
labor or human rights. 

Material topics: Human Rights, Anticorruption & Ethics, 
Fair Labor Conditions in Supply Chain, Freedom of 
Association, Economic Performance, and Impact.  

Non-material topics: Working Conditions in Own 
Operations and Attracting & Retaining Talent.   

8.8 Protect labor rights and promote safe and secure working 
environments for all workers, including migrant workers, in par-
ticular women migrants, and those in precarious employment.  

Promote sustained, inclusive, and 
sustainable economic growth, full 
and productive employment, and 
decent work for all. 

In line with our company values One Eton and 
Progressive. Prioritized to mitigate water con
sumption and pollution in our supply chain, ensure 
cleaning of wastewater, and decrease water usage.   

Material topics: Pollution in Supply Chain, Chemical 
Management, and Water Usage in Supply Chain.  

6.3  By 2030, improve water quality by reducing pollution, elim-
inating dumping and minimizing release of hazardous chemicals 
and materials, halving the proportion of untreated wastewater 
and substantially increasing recycling and safe reuse globally.  

Ensure availability and sustainable 
management of water and sanitation 
for all.  

In line with our company values One Eton and 
Progressive. In Scope 1–2 (own operations) we use 
100% renewable electricity. As most of our emissions 
are related to our supply chain (Scope 3) we are work-
ing on transitioning our supply chain to renewable 
energy, to achieve our goal of 100% renewable elec-
tricity by 2030.   

Material topic: Climate Impact.  

7.2 By 2030, increase substantially the share of renewable energy 
in the global energy mix. 

Ensure access to affordable, 
reliable, sustainable, and 
modern energy for all.  
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In line with our company values Work Smart and 
Progressive. We are measuring and following up 
on our emissions in Scope 1–3 and actively working 
on reducing our environmental and climate impact. 
We have 2019 as our base year and we have commit-
ted to reducing our emissions in line with the Paris 
agreement.   

Material topic: Climate Impact.  

13.2 Integrate climate change measures into national policies, 
strategies and planning.   

Take urgent action to combat climate 
change and its impacts.  

In line with our company value Progressive. We are 
shifting towards using 100% organic and recycled 
cotton and other sustainable materials in our products, 
prioritizing responsible land use and mitigating our 
impact on biodiversity. We commit to source non-
commercial goods such as packaging materials from 
recycled sources or responsibly managed forests.  

Material topics: Climate Impact, Circularity, More 
Sustainable Materials, Pollution in Supply Chain and 
Water Usage in Supply Chain.   

15.3 By 2030, combat desertification, restore degraded land and 
soil, including land affected by desertification, drought, and floods, 
and strive to achieve a land degradation-neutral world. 

Protect, restore and promote sustainable 
use of terrestrial ecosystems, sustainably 
manage forests, combat desertification, 
and halt and reverse land degradation 
and halt biodiversity loss.  

12.2 By 2030, achieve sustainable management and efficient use of natural resources. 12.4 By 2020, achieve the environmentally sound management of 
chemicals and all wastes throughout their life cycle, in accordance with agreed international frameworks, and significantly reduce their release to air, 
water and soil to minimize their adverse impacts on human health and the environment. 12.5 By 2030, substantially reduce waste generation through 
prevention, reduction, recycling and reuse. 12.6 Encourage companies, especially large and transnational companies, to adopt sustainable practices and 
to integrate sustainability information into their reporting cycle. 
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30	Focus on Custom made
32	 Production
32	 Care Guide 	

» �Designing all products 
with a focus on longevity. 

» �Full product transparency 
by 2026.

Our commitments

GOVERNANCE & FINANCEABOUT ETON EMPOWER PEOPLELEGACY FOR LONGEVIT Y PLANET RESPONSIBILITY
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Eton has set up a goal of using 100% organic  
cotton by 2025. And while the company remains 
committed, quality is non-negotiable. 

I n 2021, none of Eton’s cotton was organic.  
By 2024, the number reached 87%. But the 

final steps are the hardest. “Some specialized 
fabrics and yarns are difficult to source in 
organic quality,” Collection Manager Olof 
Enckell says. “Even if we don’t reach 100%  
by 2025, keeping the target is essential to 
maintain momentum.” 

ON E OF TH E B IGG EST hurdles is extra-long 
staple (ELS) cotton, which represents only 
about 2% of the global cotton production. 
Getting suppliers to invest in organic ELS 
has been a long-term effort, where the chal-
lenge isn’t so much quality but availability. 
Mija Bladmo, Assortment Director, explains: 

“Organic production takes years to convert 
and is more expensive in the short term. But 
the long-term benefits—to both people and 
planet—outweigh the costs.” 

ETON ’ S PARTN ERI NG with the weavers has 
been essential in encouraging growers to 
make the switch. “The finer the yarn, the 
more complex the production,” Enckell 
notes. Building on the legacy as a premium 
brand combined with larger volumes, Eton 

has helped drive change. “Our best-selling 
Signature Twill shirt was the first to transition. 
It had the greatest impact and set the stan-
dard.”  

CLOSE COLL ABOR ATION S are crucial for suc-
cess. “Our fabric suppliers share our vision 
around transparency, organic farming and 
quality,” says Bladmo. “As one of our supplier’s 
largest organic cotton customers, we help 
sustain interest in the transition. Several of 
our suppliers invest in organic re-generative 
grown cotton, which includes crop rotation 
to preserve soil health and maintain a resil-
ient ecosystem. This is the next step that we 
are actively exploring.”  

N EW PRODUCT CATEGORI ES , such as knitwear, 
have added another layer of complexity—but 
the commitment remains firm. “For us, this is 
a fundamental standard, not an optional fea-
ture. It defines our brand,” says Enckell. Many 
stakeholders acknowledge Eton’s ambitions, 
which reinforces the commitment. “We see 
this as a responsibility—one that shapes the 
future of premium menswear.” 

Towards 100% Organic Cotton 

O LO F E N CKE LL  
COLLECTION MANAGER 

M IJA B L AD M O  
AS SORTMENT DIRECTOR 
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At Eton, we design with intention—prioritizing 
timeless style, enduring quality, and thought-
ful craftsmanship. Sustainability is at the 
heart of everything we make. As a global 
brand in the fashion industry, we recognize 
the impact that our operations have on the 
environment, economies, and communities. 
Every piece of clothing represents the use  

Timeless Design,  
Created for Longevity

of resources, and the fashion industry plays  
a role in climate and environmental change. 
Our goal is to redefine luxury, with garments 
designed to celebrate individuality and in-
spire confidence through personal style. By 
creating products that stand the test of time, 
we encourage responsible consumption. 

In 1928, our founder, Annie Petterson, started Eton 
from her home in the village of Gånghester, Sweden. 
Her commitment to quality and attention to detail 
helped shape the company into what it is today. 

” Never hand over a 
shirt unless you are 
completely satisfied 
with it. 
AN N I E PET TE RSO N
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FIG 1 . R ECL AI M S PERCENTAG E  
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Ready-made
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ShirtproductionShirt production   

Custom-made   

Ready-made     0.06%

  0.31%

  0.21%

LOW RECLAIMS RATE 
We take pride in our very low customer reclaims 
rate, with only 0.21% within our shirts assortment 
and 0.06% for ready-made. All reclaims (garments 
and accessories) are registered by our warehouse 
team or customer service, and followed up by our 
Quality department.  

Eton takes a proactive approach to minimize 
future claims. The Quality and Production depart-
ment monitors statistics in real time. These insights 
are analyzed monthly to develop action plans for 
continuous improvement.
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We maintain close partnerships with our fabric and 
trim suppliers, and with our garment production 
sites, to ensure quality. Eton’s commitment to con-
sistency is thoroughly described in a quality manual. 
This 600-page document covers everything from 
thread thickness to seam allowance width. 

Quality assurance involves a process of meticulous 
steps taken in collaboration with our garment factories. 
Eton’s quality and production department is in con-
tinuous contact with the production units through-
out the value chain to secure a close collaboration. 

Quality Control
Quality has always been our  
driving force, from the day we 
were founded until today.  

HIGHER QUALITY MEANS  
LOWER FOOTPRINT PER USE 
We design all products with longevity in 
mind, and our objective is to decrease the 
footprint per use while preserving product 
durability and a timeless design. The foot-
print per use means the overall impact of 
each new product, including production, 
distribution, selling, marketing, returns, 
care, and repair.   

With local presence we can provide support and 
assistance. Our quality team carefully controls 
all production parameters, to make sure that the 
highest standards are followed at every stage: 

» WE PAY AT TENTION to every detail, from fabric 
storage, handling, cutting, and matching to precision 
measurements down to 1/3 of a millimeter. 

» WE EN SU RE TH E USE of the correct tools, machinery, 
and technology. 

» WE MON ITOR TEM PL ATES , temperatures, speed, and 
other key factors to guarantee the final quality of 
every shirt. 

» ALL PRODUCTION PAR AM ETERS are reviewed and 
approved by Eton’s quality team. 
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A Sharper Focus  
on Custom Made 
At Eton, we offer custom-made shirts 
tailored to individual preferences, using 
our existing designs as the foundation.

We personalize each shirt based on specific 
measurements and design choices. Customers  
can adjust fit details like neck, chest, waist, sleeve 
length, and more for a perfect fit.

In 2024, we increased our efforts and invest-
ments in custom-made services to meet growing 
demand. Our Custom-made Sales Coordinator has 
strengthened our presence across all markets by 
engaging with wholesale clients, retail staff, and end 
customers. Through a mix of in-person visits and 
digital meetings, we have conducted training ses-
sions to showcase our offerings. The initiatives have 
enhanced product knowledge and built stronger 
relationships. As a result, we have seen increased 
interest and sales. 

These interactions also provide valuable feed-
back from wholesale and retail partners, which we 
bring back to our team to inspire new ideas, im-
provements, and further development, such as ad-
justing fit, refining style, or accommodating specific 
needs. Our custom orders are crafted in Lithuania, 
with some development and testing taking place at 
our Swedish headquarters.  

Eton’s custom-made service 
combines luxury craftsmanship 
with modern tailoring, ensuring 
a sophisticated look. From col-
lar and cuff, to adding a mono-
gram, each shirt is designed to 
reflect individual taste. 

GermanyDenmarkSwedenUS

FIG 2 . CUSTOM MADE  
SALES DEVELOPMENT  
Wholesale and retail    

+145%

+118%
+134%

+44%
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METICULOUS PRODUCTION  
Eton uses only high-quality materials, including Extra 
Long Staple cotton, which comprise only 2–3% of 
each harvest. Our production ensures longevity, 
with long-standing close ties to heritage fabric mills 
in Italy and Tier 1 garment factories in Romania, 
Turkey, North Macedonia, and Lithuania. Our ready-
made suppliers are in Italy, Romania, Portugal, Bul-
garia and Albania. Additionally, we have a produc-
tion unit in Sweden for development and innovation 
testing, while custom-made orders are produced 
primarily in Lithuania and partly in Sweden. 

CARE GUIDE  
We prioritize longevity through thoughtful design 
and high-quality materials. To help customers extend 
the lifespan of our products, we provide detailed 
care instructions on our website and B2B platform, 
covering washing, stain removal, and ironing. We 
also offer a complimentary button replacement 
service. Additionally, our dedicated customer sup-
port team is available to provide personalized care 
advice, answering questions about washing and 
garment maintenance. As a preventive measure, we 
emphasize proper shirt care, such as keeping denim 
shirts in their light-protective bags. 
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Responsibility  
for the Planet 

» �91.6% reduction in Scope 1–2 
emissions 2019–2025.  

» �27.5% reduction in Scope 3 
emissions 2019–2030.  

» �Renewable energy in own 
operations by 2025.  

» �100% renewable electricity  
in supply chain by 2030.  

» �Measure water use and set 
reduction goals for all business 
partners with water intensive  
operations by 2025.  

» �100% organic or recycled cotton 
by 2025.  

» �100% sustainable or recycled  
fibers by 2030.  

» �Circular business approach  
by 2030.  

Our commitments
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At Eton, we are on a journey towards  
lowering emissions to help future-proof
our operations, decoupled from finan-
cial growth. We are fully committed to 
reducing our impact while continuing to 
provide our customers with high-quality 
products.  

Our transition has already begun, and we are acting 
across all departments: design, quality, production, 
logistics, packaging, and distribution. Recognizing 
our impact as a fashion industry player, we focus on 
climate impact, circularity, responsible materials, 
supply chain pollution, chemical management, and 
responsible water usage.  

CLI MATE ACTION is one of our prioritized SDG goals. 
We are committed to reducing our emissions and 
minimizing our impact on ecosystem-services, and 
we acknowledge the need to transition from conven-
tional materials and increasing the use of preferred 
materials.  

WE ALIG N WITH TH E PARI S AG REEM ENT, with our 
emission reduction targets validated by SBTi, and 
we commit to reach science-based net-zero target 
by 2050. Eton Group AB commits to maintain at 
least 91.60% absolute reduction in Scope 1 and 2 
GHG emission reductions, and to reduce absolute 
Scope 3 GHG emissions with 90.00%, by 2050 from 
a 2019 base year. These target boundaries include 
land-related emissions and removals from bioenergy 
feedstocks.  
 

Eton’s Climate and  
Environmental Commitment

OUR THREE FOCUS AREAS FOR  
REDUCING OUR EMISSIONS  
AND ENVIRONMENTAL IMPACT  
We have been focusing our work on these areas for 
the last couple of years as they are the key drivers  
of our emission. A shift here will enable the greatest 
progress.  

FAB RIC   

The products we design and the materials we 
choose. Our fabric goals include a transition to 
100% organic or recycled cotton by 2025 and  
100% sustainable fabrics by 2030.   

EN ERGY   

The energy used by our suppliers and in our pro-
duction and operations. The transformation to 
renewable energy and energy efficiency is a key 
focus across Scope 1–3.    

TR AN S PORT   

Transport is responsible for 39% of our emissions— 
a substantial part. A large share of outbound freight 
is being carried out by air, which has a high impact 
on our emissions and on air-pollution.  

 

B IOG EN IC  
EM I S SION S 
Ton CO2e

TOTAL  
EM I S SION S  
2024

TOTAL  
EM I S SION S  
2019

Scope 1 –   1.9   

Scope 2 161   16   

Scope 3 0.0012   4.1   

TOTAL 161   2 2 
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Additionally, the SBTi has validated Eton’s Net Zero 
targets for Scope 1, 2, and 3. This validation confirms 
that Eton’s climate strategy and targets align with 
the Paris Agreement, ensuring they are scientifically 
robust.

The SBTi defines and promotes best practices in 
science-based target setting. By providing a clear 
framework, the SBTi helps organizations align their 
emissions reduction strategies with the Paris Agree-
ment goals. This supports global efforts to mitigate 
climate change.

The initiative develops standards, tools, and guid-
ance that enable companies to set greenhouse gas 
(GHG) reduction targets. The targets are in line with 
what is required to limit global temperature rise and 
to achieve net-zero emissions by 2050 at the latest.

The SBTi is a collaboration between CDP, the 
United Nations Global Compact, the World Re-
sources Institute (WRI), and the World Wide Fund 
for Nature (WWF). It operates as a charity, with a 
subsidiary that independently assesses the targets 
set up by companies.

The Science Based Targets initiative (SBTi) has 
approved Eton Group’s science-based emission 
reduction targets for its own operations (Scope 1 
and 2) as well as its value chain (Scope 3).

Science Based Targets 

ETON’S NEAR-TERM TARGETS 
» �Reduce absolute Scope 1 and 2 GHG emissions  

by 91.6% by 2030, from a 2019 baseline. 

» �Reduce absolute Scope 3 GHG emissions  
by 27.5% by 2030, from a 2019 baseline. 

ETON’S LONG -TERM TARGETS 
» �Maintain a minimum 91.6% reduction in absolute 

Scope 1 and 2 GHG emissions from 2030 through 
2050, based on a 2019 baseline. 

» �Reduce absolute Scope 3 GHG emissions  
by 90% by 2050, from a 2019 baseline. 

These targets demonstrate our commitment to 
aligning our operations with climate science and 
contributing to global efforts to limit warming to 
1.5°C. The SBTi’s validation reinforces our dedication 
to accelerating climate action while growing our 
business profitably and sustainably. The validation is 
a milestone for the progress we have already made 
in reducing emissions through a systematic and 
science-driven approach. 
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99.8% OF EM I S SION S CAM E FROM SCOPE 3: our indi-
rect emissions, which is mainly our supply chain. The 
distribution of emissions per Scope is illustrated in 
Figure 5. All calculations are primarily based on ac-
tual activity data from our operations. The climate 
consultant company 2050 has performed the under-
lying calculations. For 2024, 99.4% of our emissions 
are based on actual data. Our reported activity has 
been matched to emission factors to calculate the 
climate impact from our operations.      

Eton’s Climate Impact  
The emissions for 2024 are 10 242 tCO2e. The largest 
share of the total emissions is found in the purchased 
Goods and Services category which stands for 57%, 
followed by the category Transport and Distribution 
at 39%.  

Total emissions have decreased by 49% compared 
to the base year, 2019, and by 37% since 2023. The 
total numbers of sold apparel articles have decreased 
by 26% compared to the base year. Last year, we had 
excess fabric stock due to previous over-purchasing. 
This year, we have adjusted stock levels based on 
sales and demand, reducing our fabric purchases. 
We have used fabric already in stock to reduce levels 
and the need for new production. Also, market-related 
decreases in sales contributed to reduced material 
purchases. 

We have applied a market-based method and  
an operational control approach in our climate  
accounting. 

Nearly all of Eton’s emissions, 99.4%, are 
based on actual data. The total emissions 
from Eton Group’s operations in the finan-
cial year of 2024 were 10 242 tons of CO2e, 
a reduction by 37% compared to 2023. 

FIG 3. AN N UAL COM PARI SON OF EM I S SION S PER CATEGORY 
Ton CO2e    

FIG 4 . S HAR E OF EM I S SION S PER CATEGORY    

The category Purchased Goods and Services 
includes the manufacturing of our products 
as well as the packaging material.  

Energy usage within own operations 0.4% 39 tCO2e  

Other emitters 0.07% 7.1 tCO2e  

Purchased goods and services 
57% 5 863 tCO2e

Transport and distribution 
39% 3 944 tCO2e

Business travel 3.8% 389 tCO2e 

FIG 5. EM I S SION S PER SCOPE
Tot: 10 242 tCO2e    

Scope 1: 0.15%
Scope 2: 0.1%

Scope 3: 99.8%

FIG 6. DATA Q UALIT Y, ESTI MATED VS 
ACTUAL ACTIVIT Y DATA    

Estimated: 0.6%

Measured: 99.4%
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Reducing emissions is a top priority throughout 
our operations. Our identified key focus area is the 
transformation to renewable energy and energy ef-
ficiency to reduce our impact. Our largest facilities—
our headquarters and warehouse in Gånghester, 
Sweden, and our Alpharetta warehouse in the Unit-
ed States—run on renewable energy.   

For stores and showrooms currently using non-
renewable energy, we are discussing a transition to 

Climate Impact and  
Progress in Scope 1 & 2 
Compared to our base year 2019, we have reduced our  
Scope 1 & 2 emissions with 93%, already surpassing our goal.  

renewable sources with the landlords. Going for-
ward, we have identified the facilities where further 
energy efficiency improvements are needed. Addi-
tionally, we have implemented a company car proce-
dure requiring hybrid or electric cars. 

We have acquired Energy Attribute Certificates 
(EACs) to cover the portion of our electricity that 
isn’t renewable, allowing us to achieve 100% renew-
able energy for our Scope 2.  

EMISSIONS IN SCOPE 1 & 2   
We have been tracking and reporting our emissions 
in Scope 1 and 2 since 2018, with 2019 set as the base 
year. By taking measures to reduce our climate impact 
the 2024 data show a decrease of over 93% compared 
to the base year.      

SCOPE 1

Direct Greenhouse Gas Emissions  
That occur from sources that are controlled or owned 
by an organization.   

SCOPE 2 

Indirect Emissions  
Associated with the purchase of electricity, steam, 
heat, or cooling.  

CO2, CH4 and N2O are included in the calculations.   

from base year 2019 to 2024

–93%
SCOPE 1 & 2 

FIG 7. EM I S SION S PER SCOPE
    

Scope 2:  
10 tCO2e (40%) 

Scope 1:  
15 tCO2e (60%) 

FIG 8. SCOPE 1 & 2 EM I S SION S DIVI DED BY SOU RCE
  

Heating  
9 tCO2e (35%)

Electricity 
1.3 tCO2e (5%)

Refrigerant leakage  
1.7 tCO2e (6.9%)

Company operated cars 
9.3 tCO2e (37.5%)

Fuel use for own heat or 
electricity production  
3.9 tCO2e (15.6%) 

FIG 9. SCOPE 1 & 2 TARG ET PROG R ES SION
Ton CO2e        
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Compared to our base year 2019, we have reduced our  
Scope 1 & 2 emissions with 93%, already surpassing our goal.  
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SCOPE 3 EM I S SION S result from indirect activities in 
our value chain that are not directly controlled by 
us, such as production and transport. The basis for 
any climate impact reduction strategy is to know 
your impact and what actions you need to take to 
mitigate it. Tracking and analyzing these emissions 
is essential to achieving our 2030 targets. Our goals 
are ambitious, and we are committed to meeting them.  

TH E 2024 FI NANCIAL YEAR marks the fifth time Eton 
Shirts has collected Scope 3 activity data. Reported 
Scope 3 emissions totaled 10 218 tCO2e, down from 
16 133 tCO2e in 2023—a 37% decrease year over year 
and a 48% reduction compared to the 2019 base 
year.  

PU RCHASED GOODS AN D SERVICES —including the pro-
duction of raw materials and garment packaging—
have the largest overall impact, representing 57% of 
our total Scope 3 emissions. Supplier energy sources 
contribute significantly to this figure, and transport 
is also a major factor.

WE ACH I EVED a total emissions reduction of approx-
imately 37% compared to the previous year—a sig-
nificant decrease in just one year. This reduction is 
primarily driven by improvements in the Purchased 
Goods and Services category, which includes fabric 
purchases, production, and distribution. Emissions 
from this category have decreased by 40% com-
pared to last year, alongside a 32% reduction in 
Transport and Distribution. 

TH ESE REDUCTION S ALIG N with the overall drop 
in purchased product volumes, which fell by 27% 
between 2023 and 2024. Our purchased material 
weights also decreased by 33%. Additionally, by us-
ing existing fabric stock in our collections and special 
productions, we have reduced both our fabric inven-
tory and the need to produce new fabric.  

–48%
from base year 2019 to 2024

SCOPE 3 

ETO N  SUSTAINABILIT Y REPORT 2024   4 5

GOVERNANCE & FINANCE

FIG 11 .  SCOPE 3 TARG ET PROG R ES SION
Ton CO2e        
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FIG 10. EM I S SION S PER CATEGORY PU RCHAS ED   
GOODS AN D S ERVICES     
Total Emissions 5 863 tCO2e   

Packaging material 111 tCO2e (1.9%) 

Transportation  
in production  

34 tCO2e (0.59%) 
Tier 2: Reporting  
suppliers  
1 604 tCO2e (27%)

Tier 1: Manufacturing  
458 tCO2e (7.8%) 

Tier 2-4: Material and 
textile production  
3 630 tCO2e (62%)

Vertical suppliers 
26 tCO2e (0.44%)

Climate Impact and  
Progress in Scope 3
In 2024, our Scope 3 emissions decreased by 48% compared to our 2019  
base year. Nearly all of our total emissions—99.8%—originate from Scope 3.  
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Focus Area – Transports
Eton is a company with a global reach on 55 markets, 
with a main warehouse in Sweden complemented by 
a smaller warehouse in the USA.  

39% of Eton’s total emissions stem from transporta-
tion and distribution. Air freight is often considered 
a necessity and represents 97% of these emissions.  

Transport emissions decreased by 32% in 2024 
compared to the previous year. Most transports 
were outbound, with a payload share of 95% and the 
same share of emissions. Inbound stood for only 1% 
of the total payload and 0.4% of emissions, while the 
remaining 4% of transports were returns. 

The main reasons for the decrease in transport 
emissions is the lower amount of shipments.  

This is due in part to a reduction in sales of num-
ber of articles, and in part to the fact that we had 
already made previous purchases of many materials 
and products which we sold during 2024.  

We continue developing our logistics setup 
to further reduce our environmental impact, with 
a focus on direct deliveries and the setup of sea 
freight as a standard option. To maintain a lowering 
of our emissions a transition to sea–and land–based 
transport is a necessity.

FIG 13. PAYLOAD – PER T YPE AN D MODE OF  
TR AN S PORTATION
Total payload 7 602 007 tonkm  

Returns  
340 626 tonkm (4.5%)  

Outbound road freight  
2 207 402 tonkm (29%)  

Inbound 47 177 tonkm (0.5%)  

Outbound  
air freight 5 006 802 tonkm (66%)  

FIG 12 . EM I S SION S – PER T YPE AN D MODE OF 
TR AN S PORTATION
Total Emissions 3840 tCO2e    

Returns  
161 tCO2e (4%)  

Outbound road freight  
101 tCO2e (2.5%)  

Inbound 15 tCO2e (0.5%)  

Outbound  
air freight 3 563 tCO2e (93%)  
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Focus Area – Energy
We monitor the energy consumption and energy efficiency 
measures of our suppliers, and we actively support their 
transformation and progress towards renewable energy.  

ELECTRICITY 
An ongoing initiative with our Tier 1 and 2 suppliers 
is focusing on their transition to renewable energy. 
In 2024, all Tier 1 and Tier 2 suppliers reported their 
energy consumption data—except one Tier 1 supplier, 
with whom our cooperation has ended.  

Our dedicated work towards transforming our 
supply chain to renewable electricity has shown re-
sult and we have therefore been able to reduce our 
emissions significantly due to that. We have a goal 
of 100% renewable electricity in our supply chain 
by 2030, and this shift will significantly reduce our 
future emissions.

Our efforts are in line with SDG 7 for affordable 
and clean energy. We anticipate that our actions will 
also indirectly contribute to SDG 7.2 by increasing 
the share of renewable energy globally.   

FUEL 
NATU R AL GAS is being used by 60% of our reporting 
suppliers. Many have implemented energy efficiency 
measures to reduce consumption. Natural gas plays 
a key role in the textile industry, especially in energy-
-intensive manufacturing processes where electricity 
alone is insufficient. While cleaner than coal and oil, 
it is still a fossil fuel that emits significant CO2 when 
burned. Finding an equal alternative with less emis-
sions remains a challenge.    

B IOGAS could be a promising replacement, but 
many countries lack the necessary infrastructure. 
Where available, biogas is often used for electricity 
and heating rather than as a direct fuel substitute 
in industry. Therefore, working to improve energy 
efficiency is often a faster and more effective focus 
to reduce emissions. 

SOL AR EN ERGY I N PRODUCTION   

77% of all Eton’s suppliers in Tiers 1 
and 2 currently use solar energy  
either partially or fully, with a 
majority planning to implement it 
within a five-year period.   

Tier 1 Suppliers (finished products)  
Out of 13 suppliers, 77% rely  
on solar cells for partial or full  
energy supply. 

Tier 2 Suppliers (material production)  
Out of 9 suppliers, 78% rely on  
solar cells for partial or full  
energy supply.    
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Focus Area – Fabrics
Our goal is that all our fabrics should be more sustainable by 2030.  
We work hard to combine sustainability with Eton’s quality standards 
through meticulous sourcing efforts. 

The fabrics we choose have a big impact on our 
emissions. We are transitioning towards more sus-
tainable options with lower environmental footprints. 
Our brand certifications—Organic Content Standard 
(OCS), Recycled Claim Standard (RCS), Global 
Recycled Standard (GRS), Responsible Wool Stan-
dard (RWS), and Global Organic Textile Standard 
(GOTS)—help us ensure that the materials we use 
meet verified environmental and social responsibility 
standards.  

Tier 4 (raw materials) and Tier 3 (yarn and fiber 
processors, including trims) have the highest emission 
impacts in the production phase.  

The majority of Eton’s garments are made from 
cotton. Combined, organic and virgin cotton fi-
bers account for 66% of our total emissions from 

fabrics—a figure that has decreased thanks to an 
increased share of organic cotton. Silk accounts 
for 17%, wool for 8%, and linen for 4%. While these 
materials represent just 4.6% of our total material 
weight, they are responsible for 25% of fabric emis-
sions. 

We are working toward a target of 100% organic 
and recycled cotton by 2025. This will not only re-
duce our GHG emissions and our dependency on 
ground water—but also help protect biodiversity. 

Our assortment team actively works to avoid 
overstock by sourcing just the right amount of fabric, 
and by mapping out material choices by collection. 
This strategy helps us reduce excess production and 
emissions per product. Emissions linked to fabric 
weight decreased during the year.

TOP 15 MATERIAL S ORIG I N OF MATERIAL MATERIAL WEIG HT [KG] 

Cotton fabric  Organic  198 301     

Cotton fabric  Virgin (or Conventional)  64 544     

Silk fabric  Virgin (or Conventional)  7 212     

Wool fabric  Virgin (or Conventional)  7 091     

Flax fiber fabric  Virgin (or Conventional)  11 162     

Lyocell fabric  TENCEL™ {Lenzing}  5 792     

Polyamide fabric  Virgin (or Conventional)  3 412     

Polysterene (PS) plastic  Virgin (or Conventional)  6 878     

Polyester Fabric  Virgin (or Conventional)  1 741     

Polyester fabric  Recycled  1 713     

Elastane/Spandex fabric  Virgin (or Conventional)  1 128     

Cashmere  Virgin (or Conventional)  107     

Polyester plastic  Recycled  3 000     

Polyester plastic  Virgin (or Conventional)  646     

Steel  Virgin (or Conventional)  849     

TOTAL         3 13 575

Our goal of 100% organic and recycled cotton pertains to fabric, with trimmings excluded. The 75% organic cotton figure includes trimmings 
and ready-made. For fabric purchases (including ready-made), 85% of the cotton is organic and this is what pertains to our goal. 

FIG 14 .
       

FIG 15. R EL ATION B ET WEEN EM I S SION S AN D MATERIAL WEIG HT FOR TH E ORIG I N OF MATERIAL S
    

Recycled   
44 tCO2e (1%)  Virgin (or Conventional)   

1 834 tCO2e (51%) 

Organic   
1 753 tCO2e (48%) 

Recycled   
37 408 ton (12%)  Virgin (or Conventional)   

78 182 ton (25%) 

Organic   
198 808 ton (63%) 

Emissions Material Weight
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REPORTING COMPANY DOWNSTREAM ACTIVITIESUPSTREAM ACTIVITIES

1. �Purchased  
goods and  
services 

3. �Fuel and  
energy related  
activities

4. ��Transportation 7. �Employee  
commuting

8. �Leased assets

5. �Waste generated 
in operations

9. �Trans- 
portation

6. �Business 
travel

2. �Capital  
goods

10. �Processing  
of sold  
products

11. �Use of  
sold products

12. �End of life treatment 
of sold products

13. �Leased assets

14. �Franchises

15. �Investments

Company  
facilities

Company  
vehicles

SCOPE 2
Indirect – purchased 

electricity, steam, heating and 
cooling for own use

SCOPE 3
Other indirect 

(upstream)

CO2
SF6 NF3CH4 HFCS PFCS

N2O

SCOPE 1
Direct SCOPE 3

Other indirect 
(downstream)

FIG 16. SCH EMATIC FIGU R E OF SCOPE 1 , 2 AN D 3 EM I S SION S R EL ATED TO  
AN ACTIVIT Y AN D ITS VALU E CHAI N , ACCOR DI NG TO TH E G HG PROTOCOL    
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SCOPE 1

Direct emissions
» �Company operated vehicles.  
» �Refrigerant leakage in offices, stores, showrooms, 

and warehouses.  
» �Fuel use for on site heat or electricity production.  

SCOPE 2 

Emissions from purchased energy
» ��Electricity consumed in offices, stores, showrooms, 

and warehouses.  

» �District heating and cooling consumed in offices, 
stores, showrooms, and warehouses.  

 

METHOD
To calculate Eton AB’s climate impact, we apply the 
Greenhouse Gas Protocol (GHG Protocol)—the most 
widely recognized global standard for measuring 
greenhouse gas emissions from corporate opera-
tions. These calculations follow the three associated 
standards: the Corporate Standard, the Corporate 
Value Chain (Scope 3) Standard, and the Technical 
Guidance for Calculating Scope 3 Emissions. 

According to the GHG Protocol, emissions from 
a company’s operations are categorized across three 
Scopes (see Figure 16 below): 

SCOPE 1 covers direct emissions from owned or 
controlled operations. 

The Greenhouse Gas Protocol  

SCOPE 3 

Other indirect emissions
» �Purchased goods and services (representing  

Tier 1–4 and non-commercial goods/packaging  
materials).  

» �Transportation and distribution (upstream and 
downstream).  

» ��Energy (electricity, heat and fuels) consumed in 
third party facilities.  

» �Fuel and energy related activities  
» �Business travel.  

For the division of categories between Scopes,  
see Figure 16.

SCOPE 2 includes indirect emissions from purchased 
electricity, district heating, cooling, and steam. 

SCOPE 3 comprises all other indirect emissions 
occurring in the value chain—both upstream and 
downstream—including emissions from purchased 
goods and services, business travel, transportation, 
and employee commuting. 

METHOD FOR SCOPE 2 
In line with GHG Protocol guidelines, emissions from 
electricity consumption can be calculated using 
either the location-based or market-based method. 
Eton AB uses the market-based method in its climate 
reporting.  

In order with the guidelines of the Greenhouse Gas (GHG) 
Protocol, our emissions have been divided into three Scopes.    
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TH E R É S E SUO MÄKI  
HEAD OF E- COMMERCE  
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With e-commerce accounting for a quarter of Eton’s total 
sales, Therése Suomäki and her team are balancing profit  
with sustainability, with a focus on minimizing returns.

“R eturns have a direct impact on both 
our earnings and our environmental 

footprint. One of our key goals is to reduce 
return rates by 10%,” says Therése Suomäki, 
Head of E-Commerce at Eton. With this in 
mind, her team is determined to optimize  
the online shopping experience. 

TH E MAI N REASON for returns is sizing issues. 
To tackle this, Eton has redesigned its web-
site, providing two ways to help customers 
find the right fit. “We offer a traditional mea-
surement method, but also an AI-powered 
tool called Sizefinder, which suggests a size 
based on height, weight, age, and fit prefer-
ence,” says Suomäki. 

EXPAN DI NG TH E AS SORTM ENT to knitwear, 
blazers and more has presented new chal-
lenges with different sizing considerations. 
To help, the team is improving product de-
scriptions, focusing on fabric details, stretch, 
and fit. “Online customers can’t touch the 
fabrics, so we need to provide as much infor-
mation as possible.” 

SEASONAL SALES also play a role. “During 
summer sales, we see more returns because 
we get new customers who are less familiar 
with our sizing,” Suomäki explains. Some 
shoppers also buy multiple sizes with the 
intention of returning the items that don’t fit. 

EN HANCI NG TH E OVER ALL customer expe-
rience is a priority. “We have introduced a 
return portal to collect feedback,” Suomäki 
says. Eton is also working to minimize un
necessary claims related returns. “Our cus-
tomer service team reviews images of prod-
ucts before approving a claim, so customers 
don’t have to send them back. Although 
complaints are rare, this helps reduce un
necessary shipping.” 

U LTI MATELY, Therése Suomäki and her team 
have two tasks: “We want to sell products, 
and minimize returns. Striking the right bal-
ance between the two is key to our future 
success.”  

Reducing Returns for a  
Better Customer Experience 
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(OC S) LICEN S E N U M B ER 
CU 104 3 3 7 7   

Products certified to 
the Organic Content 
Standard (OCS) contain 

organically grown material that has been 
independently verified at each stage of 
the supply chain, from source to final 
product.

(GOTS) LICEN S E 
N U M B ER 
CU 104 3 3 7 7   

The Global Organic 
Textile Standard (GOTS) 

requires the certified companies in the 
full value chain to adhere to strict so-
cial and environmental requirements in 
addition to the traceability of the mate-
rial. Only textile products that contain 
a minimum of 70% organic fibers can 
become GOTS certified. All chemical 
inputs such as dyestuffs and auxiliaries 
used must meet environmental and 
toxicological criteria.  

Animal Wellfare
At Eton we consider animal welfare a 
priority. All parties handling animals 
and materials must follow national and 
international legislation. 

Materials used for our products must never originate 
from vulnerable or endangered species as specified 
in the Convention of International Trade in Endange
red Species (CITES).   

According to our Code of Conduct the five free-
doms, set out by the World Organization by Animal 
Health (OIE)—serve as the guiding principles on all 
farms used in the production of materials from animals 
that are used for Eton products.  

1. �Freedom from hunger, malnutrition and thirst by
providing access to fresh water and a diet to main-
tain full health and vigor.

2. �Freedom from heat stress or physical discomfort  
by ensuring an appropriate environment including
shelter and a comfortable resting area.

3. �Freedom from pain, injury and disease by enabling
prevention or rapid diagnosis and treatment.

4. �Freedom to express normal patterns of behavior
by providing sufficient space, proper facilities, and
company of the animal’s own kind.

5. �Freedom from fear and distress by ensuring condi-
tions and treatment which avoid mental suffering.

+ All wool must be mulesing free.

Certifications
We have implemented the Organic Con-
tent Standard (OCS) for a large part of 
our Wardrobe Essentials (WE) collection—
core products that remain in stock year-
round and previously lacked certification. 

CERTI FICATION N U M B ER OF CERTI FI ED ARTICLES

202 3 2024

OCS  145 152  541 137 +373%

RCS 306 2 149 +702%

GRS  349 3 533 +1012%

This has resulted in a significant increase in the num-
ber of products certified according to OCS. In 2024, 
we did not add any new certifications but instead fo-
cused on actively converting our existing WE range 
to organic. 

CONTROL U N ION (CU) is the third-party certification 
body, and the certification includes most of our 
sewing factories. All products that we claim as more 
sustainable are certified. Our objectives include 
achieving 100% organic or recycled cotton by 2025 
and 100% sustainably sourced materials by 2030. 
As of now, we are shy of reaching our 2025 goal. We 
are already at 87% but the last share is the hardest 
to replace. For more information on our efforts, see 
the interview at page 25.

(RWS) LICEN S E N U M B ER 
CU 104 3 3 7 7   

The Responsible Wool Stan-
dard (RWS) verifies wool fiber 
animal welfare and land man-

agement requirements and tracks it from 
farm to final product.   

(RC S) LICEN S E N U M B ER 
CU 104 3 3 7 7   

The Recycled Claim Standard 
(RCS) verifies the percentage 
of recycled material and tracks 

it from the source to the final product.  

(G RS) LICEN S E N U M B ER 
CU 104 3 3 7 7   

Products certified to the 
Global Recycled Stan-

dard (GRS) contain recycled material that has 
been independently verified at each stage of 
the supply chain, from the source to the final 
product. In addition, social, environmental, 
and chemical criteria related to processing 
are required. 

CERTIFICATIONS 
MADE FILTERABLE 
IN OUR DIGITAL 
SHOWROOM   

In the Fall/Winter 2024 
collection, sales manag-
ers and customers could 
filter products based on 
our various certifications 
within our Digital Show-
room. 2024 69.7% of all 
items are deemed More 
Sustainable. For fabrics 
the number was 80.3%.

ETON I S CERTI FI ED TO TH E R ES PON SI B LE WOOL 
STAN DAR D BY CONTROL U N ION CU 104 3 3 7 7 

RWS is a certification for wool farmers and 
sellers that aims to improve the welfare of 
sheep and the land they graze on, tracking 
the material from farm to final product. 

Eton is certified for animal welfare and 
land management practices in wool fiber 
production. By 2030 all materials from animal 
origin need to be in line with our goal of 
having 100% “more sustainable materials”.    
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PARTNERING WITH SCHOOLS
In spring 2024, we participated in the Sustainable 
Product and Business Development course at the 
Swedish School of Textiles, welcoming 110 interna-
tional students from design, technology, and man-
agement disciplines. Students developed product 
prototypes, conducted financial analyses, and as-
sessed sustainability impacts using the Higg Index 
—a recognized tool in the textile industry. Projects 
included concepts for baby nests, diaper bags, mod-
ular shirts with replaceable collars and cuffs, and 
nightwear, all made from deadstock and returned 
products. We also partnered with the Vocational 
University of Borås, guiding students in transforming 
deadstock materials into new, circularly designed 
garments.

SYSTEM-LEVEL CIRCULARITY  
PROJECTS
As part of the Systemdemonstrator initiative, we 
are engaged in the AP3 workstream, where used 
garments are collected and sorted into categories 
for second-hand resale, repair, or recycling. Eton 
shirts are cleaned, restored, and prepared for resale, 
showing potential on how to advice customers to 
extend garment lifespan. Other ongoing projects 
include testing new household textile collection 
methods, creating new collections from used garments, 

offering upgraded second-hand products, and a  
national textile sorting facility in Södertälje. Read 
more about Systemdemonstrator on page 97.

SMARTER, MORE SUSTAINABLE  
PACKAGING
Today, 40% of our cardboard and corrugated mate-
rial is recycled, and all e-com boxes have FSC Mix 
certification. We have optimized our packaging to 
reduce excess air, minimizing transport emissions. 
Larger, high-value shipments still use virgin mate-
rial for stability and crucial protection of the shirts. 
Reuse plays a key role in our packaging strategy—all 
used boxes are evaluated, and those in good condi-
tion are put back into circulation. The effort is taking 
place primarily at our central European hub in Gång-
hester, Sweden, with plans to implement it in our 
North American warehouse in Alpharetta, Georgia.

PLASTIC
Our neck clips are made out of 100% recycled 
polyester. 

TAKE BACK 
Known for their exceptional durability, Eton shirts 
often return to us after many years of wear—some 
even decades old—reflecting the long-lasting quality 
of our garments. 

In all our stores, we offer customers the oppor-
tunity to return any Eton product for repurposing 
or recycling. In partnership with I:CO, this global 
in-store take-back program promotes innovative 
recycling solutions and extends the lifecycle of our 
products, underscoring our commitment to circu
larity and responsible consumption.

Eton participates in a range of 
initiatives where we collaborate 
with partners to explore new 
solutions within circularity.

Circularity in Action
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TH E ALM EDALEN WARDROB E is a 
sharing initiative that lets politicians 
and attendees borrow clothes for 
their appearances at Almedalen 
Week, Sweden’s largest political 
event. Eton has contributed for the 
third consecutive year by providing 
shirts, and the response has been 
overwhelmingly positive.  

Led by Svensk Handel and 
the Swedish Fashion Council, the 
initiative has become a favorite 
among politicians, opinion leaders, 

Collaborating with Rekotex 

A Fashion Sharing Initiative  

We have successfully sold fabrics 
through the collaboration since 
2023, and Rekotex has shown great 
interest in continuing, having re-
ceived positive feedback on the 
high quality of our fabrics. 

FOR SMALLER COM PAN I ES , it is ideal 
to buy fabrics that other companies 
have leftover, as fabric suppliers 
have a high minimum quantity.  

Our goal is to expand further, iden-
tifying more available fabric meters 
and strengthening our partnership—
it’s a win-win concept. 

“CU STOM ERS CAN CH ECK what sur-
plus fabric manufacturers have in 
stock before ordering from fabric 
producers,” says Marie Jonsson, 
founder of Rekotex. 

RECENTLY, REKOTEX introduced the 
option to sell even smaller quan-
tities—around 10 to 40 meters—to 
the private market. They’ve also 
launched courses that promote 
reuse, repurposing, and upcycling. 
The initiative supports our shared 
goal of making sustainable fashion 
more accessible and inspiring cre-
ativity in textile use.

TH E COLL ABOR ATION aims to ex-
tend the lifecycle of quality fabrics 
that Eton can no longer use. By 
working with Rekotex, we promote 
more responsible sourcing and min-
imize waste in the textile industry. 
Their platform allows customers to 
browse available materials and es-
sential information, while Rekotex 
handles communication with poten-
tial buyers.

and event visitors. Instead of buy-
ing new outfits, participants can 
borrow elegant, high-quality cloth-
ing—encouraging smarter and more 
sustainable ways to dress. 

More than just a clothing swap, 
the project also sparks discussions 
on sustainability, garment care, 
and circular fashion. Several party 
leaders have already worn pieces 
from the wardrobe for their public 
appearances.  
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Eton has a collaboration 
with Rekotex to repurpose 
leftover fabrics. Rekotex 
offers quality leftover fabrics 
from renowned brands, 
available in smaller quanti-
ties, with short lead times.
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We rely on municipal water supply and wastewater 
treatment systems in our own operations. Through 
our Code of Conduct, we require our partners to 
use water responsibly and work towards reducing 
their consumption. This includes annual monitoring 
and follow-ups, and requires that water should be 
treated and reused whenever possible. 

ETON AS SES SES TH E WATER usage of our Tier 1 and 2 
suppliers, from 2022 and onward. After analyzing the 
yearly water consumption at our suppliers, we iden-
tify which are water intensive, requiring them to set 
water reduction targets. Our commitment to clean 
water includes the implementation of closed-loop 
systems in our chemical processes for our non-iron 
finishing, ensuring minimal environmental impact.  

ALL MATERIAL S WE U SE require water during the pro-
duction process. To measure our water consumption 
at the Tier 3–4 level, we have calculated our usage 
based on MSI Higg’s Water Scarcity data (MSI 2022).  

WATER U SAG E DECREASED in 2024. We purchased 
significantly less fabric and utilized existing stock 
from previous years. This, combined with a stronger 
focus on supplier dialogue and follow-up on water 
dependency, contributed to the reduction. Addi-
tionally, production volumes in meters and pieces 
declined, and we reduced material weight.  

Responsible Water Strategy  

G IVEN OU R H EAV Y RELIANCE on cotton, a water-in-
tensive material—we are closely monitoring our 
water footprint, which totaled 15 788 485 cubic me-
ters. Virgin cotton accounts for 50% of the water 
use, and organic cotton only 16%, despite making up 
a larger share of the material. Conventional cotton 
constitutes 16% and organic cotton 49% of the total 
material weight.  

Eton acknowledges our impact on water usage through our 
choice of raw materials and supply chain operations. Therefore,  
we have implemented various measures to ensure responsible  
water use and reduce our environmental impact.
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» �55% of all suppliers have set reduction targets for  
water usage. 

» �23% of all suppliers have water intensive operations.  

» �45% of all suppliers have wet processes. 

OUT OF THOS E : 
» �50% of suppliers with wet processes have water  

intensive operations.  

» �80% of suppliers with wet processes have  
wastewater treatment.

» �75% of suppliers with wet processes have set 
reduction targets for water usage. 

Based on MSI HIGG 2023 Water scarcity numbers (both textiles and packaging).  

FIG 17. TI ER 3 AN D 4 – WATER U S E FOR FAB RIC S (m 3) 
And percentage used for cotton (conventional & organic)

FIG 18. TI ER 1 AN D 2 – ETON ’ S WATER U S E AT SU PPLI ERS (m 3) 
And percentage with measured water use
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Waste Management  

Since making our waste output more visible, we’ve 
been able to define clearer goals for recycling and 
re-use—while also identifying long-term cost-saving 
opportunities. 

WAREHOUSES  
We have improved recycling efficiency, increasing 
recycling rates. Materials are reused whenever pos-
sible—for example, repurposing inbound inner boxes 
for outbound packing. Cardboard boxes are reused 
and recycled. 

STORES AND SHOWROOMS 
In stores and showrooms, we are limited by the 
waste sorting systems available in each facility.  
While we currently lack the tools to track waste  

We started tracking waste at our HQ and two warehouses in 2022. 
This gave us a baseline to measure improvements and recycling 
cost savings. Our waste partners follow all legal requirements.  

WASTE G EN ER ATED I N PRODUCTION           KG 

Weight of bought textiles   238 562 

Weight of final products 284 241  

Weight of textile waste  22 663

Percentage textile waste    9.5%

by fractions, we follow the sorting methods avail-
able and have initiated discussions with landlords 
to improve recycling practices, waste management 
systems, and follow-up routines.

PRODUCTION  
We track the textile waste generated through our 
production operations. 

FIG 19. TOTAL WASTE PRODUCED
Ton    

Overall, 91% of measured 
waste was diverted from 
disposal through reuse and 
recycling. Waste manage-
ment measurements in 2022 
have served as a baseline 
for future improvements and 
cost savings in recycling, with 
a 20% decrease seen in 2024 
compared with 2023. 

The fashion industry depends on chemicals, 
especially for dyeing and finishing. Our 
wrinkle-resistant shirts are a good example. 
Managing chemicals affects everything from 
worker safety to customer health. 

OU R SU PPLI ERS follow the Eton Standard, 
which covers the three areas Performance 
and Quality, Chemical Restrictions, and 
Flammability. It aligns with REACH, ECHA’s 
Candidate List, and the OEKO-TEX standard 
to limit harmful substances. This ensures 
product safety at every stage. 

I N 2024 , we had no reported health or  
safety violations. 

Chemical  
Management  
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Empower 
People

» �Ensure safe working conditions and labor rights, free from 
harassment and discrimination throughout our supply chain. 

» �Advocate inclusion & diversity. 

» �Map wage levels at 100% of our main suppliers in  
production. 

» �Work with our sewing factories to ensure their workers  
receive a fair wage. 

» �Biennial audits of all our sewing factories, accessories  
suppliers and fabric suppliers. 

Our commitments
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Eton partners with suppliers all over the world. We prioritize collaboration 
and long-term relationships to uphold ethical and responsible practices, 
and to ensure that all suppliers meet our standards. 

HUMAN RIGHTS, LABOR LAWS,  
AND FREEDOM OF ASSOCIATION 
By working closely with our suppliers, we ensure 
compliance with human rights, labor laws, and free-
dom of association in our supply chain. Our Code of 
Conduct is developed to respect human rights and 
covers health and safety, fair working conditions, no 
child labor, fair pay, anti-corruption and global and 
local employment laws and regulations, and it aligns 
with international agreements like the UN Global 
Compact’s Ten Principles. In addition, we have a 
Sustainability policy, developed to clearly state our 
ambitions and actions to internal and external stake-
holders. Our approach is to work actively to reduce 
our impact on the climate and environment, as far 
as possible within our Scope of business, as well as 
creating good conditions for people throughout our 
entire value chain. 

Supply Chain Transparency

” Our Code of Conduct  
stipulates that our suppliers  
are required to pay a fair wage.

SUPPLY CHAIN COMPENSATION RATES 
Since 2022 we have mapped the wage levels in our 
supply chain, in line with our goals on fair wages. 
The objective is to establish a baseline and an under-
standing of wage levels at the facilities in relation to 
minimum wage and country averages.  

An important part of our audits is wage map-
ping, ensuring that our suppliers follow fair wage 
principles and working conditions. The auditor 
reviews whether employees receive a pay slip and 
if payments are made correctly in accordance with 
legal requirements, including all legally required de-
ductions such as pension, sickness, and income tax. 
The auditor also confirms that employees receive 
paid annual leave and social insurance payments are 
made to the relevant authorities.  

Our Code of Conduct stipulates that our sup-
pliers are required to pay a fair wage, relevant to 
the specific geographic area where business is con-
ducted, and to comply with local regulations. For 
suppliers that were not audited in 2024, we continue 
to monitor wages to maintain high standards of fair-
ness and transparency. All suppliers pay at least the 
minimum wage—and often more, depending on their 
craft and skill level.

The average wages for our suppliers, across both 
Tier 1 and Tier 2, exceed the national minimum wage. 
In Romania, the average wage is 15% higher than the 
minimum wage, while in Italy, it is 40% above the 
national minimum wage.

GOVERNANCE & FINANCEABOUT ETON EMPOWER PEOPLELEGACY FOR LONGEVITY PLANET RESPONSIBILITY
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Each area of the audit is scored on a scale of 0–100, which then contributes to the overall score. Additionally, we compare the results to global and local 
averages, such as the minimum wage in the country or the country’s average wage, to ensure a fair understanding of the scores.  

In summary, this year’s WCA audits show great prog-
ress in sustainability and ethical working conditions 
across our supply chain. We look forward to continu-
ing this positive development and working closely 
with our suppliers to raise standards even further in 
the coming years. 

IN THE ESG AUDITS, THE FOLLOWING 
FOCUS AREAS ARE ASSESSED: 
» Work environment facilities 
» Emergency response capabilities 
» Mechanical operation safety 
» Document and record keeping 
» Worker feedback and participation 
» Review and improvement measures 
» Child labor 
» Forced labor 
» Discrimination, harassment and abuse 
» Workers’ freedom of association 
» Labor contract 
» Wages and working hours 
» Waste and gas emissions 
» Compliance with regulatory requirements 

In 2024, we conducted third-party 
reviews in collaboration with Intertek 
through their WCA audits (Work-
place Conditions Assessment). This was 
the first time we could compare audit 
reports, as the suppliers audited in 2022 
went through the same process again.  

Audits

All of our Tier 1 and 2 suppliers are audited bienni-
ally, either through third party auditors, or through 
an Eton audit that we conduct for some of our 
suppliers. We also accept valid audit results from 
OEKO-TEX® STeP Certification. 

The results are encouraging: 80% of our suppli-
ers improved their scores compared to their previ-
ous audit, and all of them now have a score above 
90%—a clear proof of better working conditions. 
Additionally, we added two new suppliers, both of 
whom acheived a perfect score of 100%. 

GOVERNANCE & FINANCEABOUT ETON EMPOWER PEOPLELEGACY FOR LONGEVITY PLANET RESPONSIBILITY
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ANTI - COR RU PTION

90% have an anti-corruption policy 
Corruption harms both society and businesses, cre-
ating financial, operational, and reputational risks. 
To combat it, companies need strong anti-corrup-
tion policies and procedures. We review whether a 
company has an anti-corruption policy check, who 
receives training, and if the company has faced any 
corruption or bribery incidents. 71% of the employ-
ees at our Tier 1 and Tier 2 suppliers have received 
anti-corruption training, and there were no con-
firmed incidents of corruption or bribery among  
Tier 1 and 2 during the year. 

B IODIVERSIT Y

36% have a biodiversity policy 
Eton’s impacts on biodiversity and land use arise 
primarily during the raw material sourcing and pro-
duction phases and is linked to our suppliers. As 
these impacts can lead to the loss, degradation, and 
fragmentation of natural habitats for various species, 

it is crucial for us to actively follow up with our sup-
pliers in this area, and to keep working on reducing 
our impact.  

CODE OF CON DUCT

100% have a COC or COBE 
A Code of Conduct or Code of Business ethics is  
a set of rules outlining ethical business behaviors  
values, norms, rules, and responsibilities. 

WH I STLEB LOWI NG

100% have a whistleblowing function 
Whistleblower mechanisms help companies receive 
reports on ethical concerns and potential issues 
through confidential interviews, hotlines, and report-
ing systems for non-compliance. 

G RI EVANCE/COM PL AI NTS

100% have a grievance/complaints handling 
mechanism related to employee matters 
Grievance mechanisms help companies address 
complaints from employees and stakeholders, allow-
ing them to detect and resolve issues early. They 
also provide valuable feedback on the effectiveness 
of the company’s policies and due diligence.

96% OF OUR SUPPLIERS HAVE 
COMPLETED THEIR QUESTIONNAIRES, 
OUT OF THESE:

To maintain ethical standards, Eton’s suppliers complete 
self-assessments questionnaires to ensure that policies are 
in place, for continuous improvement.

Supplier Yearly Follow-up

H U MAN RIG HTS

82% have a human rights policy 
According to the UN Guiding Principles on Business 
and Human Rights, companies are responsible for 
respecting human rights. A human rights policy is 
the most common way to communicate the compa-
ny’s commitment on how to meet its responsibility. 
The same share have adopted policies contributing 
to the abolition of child labor, aligned with interna-
tional conventions and standards. 

H U MAN  R ESOU RCE

68% have an HR policy, employee handbook 
or equivalent 
Human resource policies set the rules for hiring, 
training, evaluating, and rewarding employees. They 
ensure compliance with employment laws and clarify 
company expectations.

ENVI RON M ENT

82% have an environmental policy 
Environmental policies outline a company’s commit-
ment to environmental laws and regulations, cover-
ing for example climate change, energy, biodiversity, 
water use, pollution, and resource management. 

MODER N S L AVERY

73% have a policy related to  
modern slavery 
Companies that respect human rights must help 
abolish modern slavery by identifying, preventing, 
and addressing risks in their operations, subsidiaries, 
and supply chains. A modern slavery policy outlines 
a company’s commitment to tackling forced labor. It 
may demonstrate compliance with EU and interna-
tional laws, covering voluntary employment, prohibi-
tion of coercion, monitoring, remediation, and supply 
chain accountability. This requires policies aligned 
with international standards like ILO Conventions  
29 and 105 and the OECD Guidelines. 

DIVERSIT Y AN D I NCLU SION

64% have a policy related to diversity  
and inclusion
Diversity and inclusion policies establish guidelines 
to promote and manage diversity and inclusion in 
company operations. They ensure legal compliance 
and set clear expectations for employees and stake-
holders. 
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FIG 21 . G EN DER R ATIO – SU PPLY CHAI N  

FIG 20. G EN DER R EPR ES ENTATION I N SU PPLY CHAI N 

of employees 
are female 

74% 
of managers 
are female 

47% 
of board 

members are 
female 

24% 

S EWI NG U N ITS 
1 919 pers

91%  

9%  

FAB RIC SU PPLI ERS 
2 916 pers

59%  

41%  

R EADY- MADE 
1 626 pers

71%  

29%  

H EALTH AN D SAFET Y

73% have a health and safety policy 
Health and safety management aims to prevent 
harm and promote employee well-being while con-
tinuously improving workplace safety. A health and 
safety policy outlines a company’s commitment to a 
safe work environment, reducing risks of accidents, 
injuries, and health issues. While details vary by in-
dustry, key elements typically include: 

» �Risk Management: Identifying, assessing,  
and mitigating workplace hazards. 

» �Responsibilities: Assigning safety roles to  
individuals or teams. 

» �Training and Awareness: Educating employees  
on safety measures through training and  
information-sharing initiatives. 

GENDER EQUITY – SUPPLY CHAIN 
Eton connects workplaces across countries and cultures, 
with colleagues of different genders, ages, and back-
grounds. In our supply chain, women play a key role—
particularly in our sewing factories—where their exper-
tise and contribution are essential to our operations.
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I N 2024 , ETON celebrates 30 years 
of partnership with Vilkma in Lithu-
ania, a collaboration that has been 
vital to our growth as a leader in 
premium shirts and Custom Made 
program. Founded in 1967 in Uk-
mergė, Lithuania, Vilkma has a long 
heritage of textile craftsmanship. 
Since 1994, our partnership has 
been key in producing shirts of ex-
ceptional quality, merging tradition-
al techniques with modern technol-
ogy. Vilkma supplies shirts for our 

regular collections and also serves 
as our sole Custom Made producer. 
This is a core part of Eton’s identity 
in the premium segment. 

EVERY CU STOM MADE SH I RT is 
crafted with precision, following a 
meticulous process that ensures a 
perfect fit.  

TH E FACTORY COM B I N ES quality 
craftsmanship with a strong com-
mitment to ethical practices. The 

30 Years of Partnership 
ETON & VILKMA

state-of-the-art facility adheres to 
strict environmental and labor stan-
dards, ensuring that our manufac-
turing processes have minimal im-
pact on the planet and the workers 
involved. Over the years, Vilkma 
has become more than a manufac-
turer, we see them as a highly trust-
ed partner. Together, we continue 
to uphold a shared commitment to 
quality, craftsmanship, and sustain-
ability. We look forward to many 
more years of collaboration. 

At Eton, we prioritize collaboration and long-term partnerships  
to ensure longevity, quality, and fair working conditions. By actively 
engaging in the workplace and monitoring daily operations,  
we ensure that our guidelines are upheld in practice.  

Long-term Partnerships  
and Close Collaborations  

Our focus on sustained relationships in-
creases the likelyhood of economic stability 
for our suppliers, enabling them to plan and 
recruit confidently. As a company that re-
lies on sewing expertise—a field historically 
dominated by women—we recognize that our 
partnerships contribute to skill development 
and economic inclusion in regions where the 
textile industry plays a key economic role,  
reflecting the origins of our company.  

TH ROUG H LONG - L ASTI NG relationships with 
suppliers, Eton minimizes the risk of being 
associated with unsustainable practices. 
These relationships also enable us to influ-
ence suppliers, encouraging them to adopt 
more sustainable practices, such as imple-
menting energy- and water-efficient tech-
niques. Supporting suppliers of organic 
cotton and encouraging suppliers to explore 
innovations in more sustainable alternatives 
to cotton can reduce Eton’s raw material 
dependency and enhance resilience.  

ADDITIONALLY, TH ESE EFFORTS would help 
meet the growing demand for sustainable 
products and bring positive brand-effects 
and a better market positioning, increasing 
talent attraction and preparing for regulatory 
changes and market shifts. 

I N LI N E WITH our belief in collaboration, we 
have local representatives, employed directly 
by Eton, on location in Romania, Lithuania, 
and Macedonia, interacting on the shop floor 
at our partnering Suppliers. 

” Our partnerships  
contribute to skill  
development and  
employment.
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Working at Eton means being part of a quality-driven, 
collaborative and creative team in a fast-changing business.

COLLECTIVE BARGAINING 
AGREEMENTS 
70% of Eton’s employees are based in Sweden and 
covered by collective bargaining agreements. These 
agreements are negotiated with Swedish labor 
unions such as Unionen, IF Metall, Ledarna, and the 
Swedish Association of Graduate Engineers. As an 
employer, Eton is represented by organizations like 
TEKO (for manufacturing) and Svensk Handel (for 
retail), which manage agreements on our behalf.  

For employees outside Sweden, employment 
agreements are based on local collective bargaining 
agreements where applicable. In 2024, we signed 
a new collective bargaining agreement in Denmark, 
strengthening our commitment to local labor stan-
dards. Across most European countries, we partner 
with Business Sweden to ensure compliance with lo-
cal employment laws and reimbursement regulations. 
In the United States, there are no collective bargain-
ing agreements for white-collar roles aligned with 
our business model, thus our agreements are market 
based. 2023 saw no recorded incidents of discrimi-
nation and no corrective actions had to be taken. 

OVERCOMING CHALLENGES AND 
EMBRACING CHANGE 
Last year brought financial complexities and ad-
justments. Still, we had many significant successes, 
thanks to the hard work and dedication of our team. 
As we are moving into 2025, we see remaining chal-
lenges on the market. As things are changing fast, 
we need to remain agile to succeed. 

To keep Eton strong, we decided to make important 
changes within our organization. We restructured and 
encouraged closer teamwork to carry out our strate-
gies more effectively. Some roles were combined, and 
new ones were introduced. The biggest change was 
bringing together our Retail and eCommerce teams 
into a single Direct-to-Consumer (DTC) unit. 

THE UNIONEN CLUB 
The Unionen Club at Eton was founded at the com-
pany’s headquarters in Gånghester, Sweden, in the 
fall of 2018 and has maintained a good relationship 
with the employer. The club has around 60 members, 
the number remaining fairly steady over the years. 

In 2024, the main focus has been Eton’s reorga-
nization. The Unionen Club has worked to protect 
certain roles and question organizational changes. 
Since the union club was founded, the company has 
gone through a number of reorganizations, making 
this the club’s biggest area of work. 

TH E WOR K I NCLU DES : 

» Negotiations under the Co-determination Act (MBL) 
» Discussions with the employer 
» Meetings with members 
» A workplace representative following up with 
affected employees 

The club’s board consists of seven members, and 
they also organize activities for members.   

Working at Eton 
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GREAT PLACE TO WORK  
We are proud to be a certified Great Place to Work, 
and we recognize that this is an ongoing journey.  
In May 2024 we conducted a follow-up to our  
comprehensive 2023 survey, revealing that there are 
still opportunities for improvement in certain areas. 
Through the survey we have identified key areas where 
we excelled and others where there’s room to grow. 
In response we worked closely with leaders scoring 
below 70% on the Trust Index or engagement metrics. 
We’re actively amplifying our strengths while tackling 
the areas that need a boost. 

Our commitment to making Eton the world’s best 
workplace continues, with the latest survey—covering 
2024—carried out in January 2025.   

ETON R ATED H IG H LY in camaraderie and values related 
to being welcoming, honest, and promoting a balanced 
work life. However, there is also room for improvement, 
particularly in areas such as communication and in 
setting clear expectations. 

M ENTOR PROG R AM EXPAN DED 

We have initiated a pilot mentorship 
program where the CEO, along 
with members of the management 
team, coaches and mentors future 
stars within the organization. The 
initiative supports internal growth 
and is a key part of succession plan-
ning and talent retention. Launched 
in 2023 and expanded during 2024 
proving a success with both men-
tors and mentees.  

I NCR EAS ED U S E OF FITN ES S 
CONTRI B UTION  

With the launch of our new Emplo
yee Benefits Package, we increased 
the annual fitness contribution  

from 1 000 SEK to 3 000 SEK per 
employee. This investment in em-
ployee well-being has been well 
received, with 65% of employees 
using the benefit in 2024. 

EN HANCED ON BOAR DI NG PROG R AM  

Eton has improved the onboard-
ing program by including an HR 
check-in 1–2 months after start. The 
meeting helps assess integration, 
address concerns, and the need for 
further support. It also covers feed-
back, growth opportunities, and 
alignment with our values. Available 
globally, it applies to all employees 
working 50% or more. 

ADVANCI NG DEI EFFORTS 

Working with our Head of Sus-
tainability, HR has strengthened 
Diversity, Equity, and Inclusion 
(DEI) initiatives, focusing on gender 
equality. DEI principles are now in-
tegrated in development programs, 
mentorships, and hiring. Also, our 
succession planning is paying off. 
Out of 11 new leadership appoint-
ments this year, 7 were internal 
promotions. 

FIG 2 2 . KEY M ETRIC S FROM TH E JAN 202 5 G PT W SU RVEY 

Examples of top and bottom results from the Trust Index™ (out of 60 statements)

When you join the company,  
you are made to feel welcome.

I can be myself 
around here.

Management has a clear view of 
where the organization is going. 

Management makes its 
expectations clear.

94% 90% 57% 61% 

Great Place to Work® 
is a global organization 
that certifies companies 
based on employee 
experience and work-
place culture.

HR Initiatives  
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DIVERSITY, EQUITY, AND INCLUSION  
– GOOD JOBS FOR ALL 
A thriving Eton depends on understanding where 
we stand in terms of gender parity and fair com-
pensation across all our workplaces. Mapping these 
insights is a prerequisite for ongoing diversity and 
inclusion efforts within the Eton Group and supports 
our transformation in line with SDG 5. At Eton, we 
assess gender parity annually. In 2024, we hired 60 
new full-time employees, of whom 31 were women. 
Additionally, 6.5 FTEs were on parental leave.

*Managers: Spans from specific responsibility, 
to low, mid and higher management. Includes 
all Eton Group employees globally with staff 
responsibilities. Note that previous years 
(2019–2021) we included expert functions with 
area management but no staff responsibility 
under the title “Manager”. 

G DPR 
The GDPR (General Data Protection Regulation), stipulates that EU and EEA companies cannot collect, process, or disclose sensitive personal data 
without explicit consent. This includes information on race, ethnicity, political opinions, religion, trade union membership, genetic or biometric data, 
health data, and sexual health, practices, or orientation. 

FIG 2 3. TOP EAR N ERS ( TOP 20%)   

40%  

60%  

202420232022202120202019

202420232022202120202019 202420232022202120202019

202420232022202120202019 202420232022202120202019

FIG 24 . G EN DER PARIT Y – PROG R ES S R EPORT (%)

Eton Group  

Management team  Board

Non-management  Managers*

EMBRACING OUR COMPANY VALUES  
At the start of the year, we introduced a mandatory 
digital training session: Embracing Our Company 
Values. This session gave employees a deeper un-
derstanding of our core values, what they mean and 
how they guide our work. Participants also reflected 
on their own behaviors and shared examples of how 
they apply these values daily. So far, 75% of employ-
ees have completed the training. 

WOR K S MART WOR KS HOP 

In 2024 we placed a strong focus on the value Work 
Smart. We held workshops across all departments to 
turn this value into practical actions. These sessions 
helped teams work more efficiently, collaborate bet-
ter, and drive innovation. 

ETON VALU ES STORY 

To bring our values to life, we created a video that 
serves as a key tool for recruitment, company pre-
sentations, our careers page on etonshirts.com.  
It also emphasizes our shared culture and values  
internally. 

ETON VALU ES PU RSU IT 

To deepen the role of our values in company culture, 
we launched Eton Values Pursuit, a board game de-
signed to encourage teamwork and cross-functional 
collaboration. The game includes a board, playing 
pieces, and cards with value-based scenarios for dis-
cussion. Over 20 employees have played so far. By 
the end of 2025, we aim for everyone in the company 
to have participated at least once. 
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With a strong understanding of HR processes and systems, Isabelle 
Lundgren plays an important role in ensuring fairness, diversity, and 
growth within the company. One of Eton’s key priorities is Diversity, 
Equity, and Inclusion (DEI) across all global locations. 

“D EI is about making sure everything we 
do is fair, from policies to workplace 

culture,” Lundgren explains. The company 
works to build a diverse team and has started 
implementing AI tools to keep job postings 
inclusive. “We want to prevent unintentional 
bias, making sure that the language and 
terminology stay neutral to attract a broad 
range of candidates.”  

TH ERE HAS B EEN progress in gender balance, 
though challenges remain. Eton’s approach 
to diversity goes beyond visible traits like 
gender, age and ethnicity to include educa-
tion and personality. Personality tests are 
used with caution. “We have tried using 
StrengthsFinder as a discussion tool when 
hiring, and we are also considering it for in-
ternal purposes, to see how we better can 
complement each other in different roles,” 
Lundgren says. 

SAL ARY BAL ANCE I S an area of improvement. 
In 2024, 60% of the company’s top earners 
were men and 40% were women, which is 
more balanced than previous years. “We are 
working on long-term solutions to continue 
closing the gap,” Lungren continues.  

THE COMPANY ALSO works to ensure employees 
on parental leave are not left behind. “Many 
men at Eton take parental leave, but women 
typically take longer breaks. We offer ben-
efits like reduced working hours afterward 
and salary compensation to help balance this.” 
Salary adjustments also apply to employees 
on leave, and mentorship programs keep 
them engaged in career development. 

I NTERNAL CAREER G ROW TH is another key  
focus, Eton ensures to highlight opportunities 
for development the company. “We prefer 
to promote first-line managers from within,” 
Lundgren says. “This helps employees under-
stand the company culture and gives them a 
clear path for growth.” Career development 
is structured, with annual dialogue reviews 
and open internal job postings. 

LOOKI NG AH EAD, Eton remains focused on 
strengthening career development, maintain-
ing a balanced workforce, and ensuring fair-
ness at all levels. “Our hiring strategies will 
keep evolving, and our goal is to make Eton 
a workplace where everyone—regardless of 
background—can succeed and grow.” 

Building an Inclusive  
and Fair Workplace 

I SAB E LLE LU N DG R E N 
HR GENER ALIST
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ETON G ROU P AB COM M ITS TO :  

» �Reduce absolute Scope 1 and 2 GHG emissions 91.60% by 2030 from a 2019 base year. 
» �Reduce absolute Scope 3 GHG emissions 27.50% by 2030 from a 2019 base year.	  
» �Reach net-zero greenhouse gas emissions across the value chain by 2050.  

Eton’s ambition is to conduct our business 
responsibly and within the planetary boundaries. 
We are committed to integrating sustainability 
into every aspect of our decision-making.

Transition Makes  
Business Sense 

As a company within the fashion industry,  
we know that our operations impact not 
only our business partners and the well
being of their workers, but also the climate 
and the environment. This awareness drives 
us to take active responsibility for mini-
mizing our footprint throughout our value 
chain. Reducing emissions through climate 
action must happen swiftly and decisively. 
We recognize the need to avoid climate 
change by limiting global warming below 
2°C, and pursuing a limit of 1.5°C, as stated 
in the Paris Agreement.   

The SBTi has approved Eton Group’s 
science-based emission reduction targets 
for its own operations and its value chain. 
Additionally, The SBTi has validated Eton’s 
Net Zero targets for Scope 1, 2, and 3. This 
validation confirms that Eton’s climate strat-
egy and targets align with the Paris Agree-
ment, ensuring they are scientifically robust. 
Direct emissions reductions (decarbon-
ization) will be prioritized, and all residual 
emissions will be neutralized (if applicable) 
in line with SBTi criteria before reaching 
net-zero emissions.  
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We have implemented our sustainability commit-
ments into our 5-year Business plan and into the 
yearly target setting process that we work on—both 
on a company, team, and individual level. Our trans-
formational journey is dependent on the responsi-
bility of everyone at Eton. Across our operations, 
we encourage a sustainable mindset. Our formal 
governance has a Sustainability function, consisting 
of our Head of Sustainability and a Sustainability 
coordinator. The Head of Sustainability has the 
support of a Sustainability Steering Group that 
coordinates efforts at management level.    

To reduce and mitigate Eton’s impact and create 
value for stakeholders, we follow a clear sustain-
ability strategy. We have implemented it within our 
greater overall strategy—shown in our business plan 
and our internal processes. 

TH E BOARD OF DI RECTORS and CEO oversee our 
strategy and key sustainability focus areas. The 
Head of Sustainability leads the work, supported by 
our sustainability coordinator as well as a steering 
group that meets monthly to move the agenda for-
ward through ideas and problem-solving. 

I N 2024 , the Sustainability Steering Group included 
members from Assortment, Supply Chain, Market-
ing, E-com, Wholesale, CFO and our CEO. Any neg-
ative impacts are addressed within the group and 
reported to the management team and the Board. 
Our strategic actions are based on material topics 
identified through our double materiality analysis. 

TH E AN N UAL Sustainability Report is approved at the 
Eton Group’s Annual General Meeting in May 2025. 
This meeting also confirms the board of directors, 
their compensation, and the appointments of Chair, 
Vice Chair, and other members. The board adopts 
the remuneration policy each year. 

Structured  
Responsibility 

Integration of 
Sustainability 

Our commitments and goals are 
developed in line with our ambition 
with existing and future regulations. 
We have matched them with defined 
action points. 

Our sustainability strategy is built on  
extensive reporting, impact analysis,  
ambitious goals, consumer insights, stake
holder input, and our company values. 

WE HAVE MAPPED our emissions in Scope 1, 2 and 
3 with a high degree of actual data. This enables 
structured dialogue with stakeholders and suppli-
ers regarding the needed transitional journey. We 
map the energy usage of our existing suppliers and 
engage in a dialogue about how they should transi-
tion towards renewable energy. We support them 
with our expertise, prioritizing a collaborative shift 
to renewable energy. Additionally, we evaluate new 
suppliers based on how they meet our requirements 
for renewable energy.  We offer stability and sup-
port to suppliers through long-term partnerships, 
aiding their transition to more sustainable practices.    

TH E PEOPLE PI LL AR serves as the basis of our human 
rights and compliance commitment — we are ded-
icated to advancing diversity, equity and inclusion 
and economic growth through quality jobs for all. 
Guided by our One Eton values and the UN’s defi-
nition of prosperity, our aim is “to ensure that all 
human beings can enjoy prosperous and fulfilling 
lives and that economic, social, and technological 
progress occurs in harmony with nature.”  
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Governance Information  
HEAD OF SUSTAINABILITY AND CEO   
Eton’s Head of Sustainability leads our global sus-
tainability strategy, heads the Sustainability function 
and Steering Group, develops goals, and educates 
our team in collaboration with various departments. 
Monthly meetings with the CEO cover progress, 
goals, directives, and initiatives and include updates 
on status versus goals, present and future issues, 
laws and regulations, needs and requirements, and 
Sustainability Steering Group actions, workstreams 
and employee-led initiatives.  

BOARD OF DIRECTORS   
The Chair of Eton’s Board oversees human rights, 
environmental, and climate impact. Lina Ödeen, 
Head of Sustainability, provides biannual in-depth 
analyses to the Board. The board is evaluated yearly 
by the owners, covering skills and insights in econo
mic, environmental, and social areas, in conjunction 
with the Annual General Meeting (May 2024). The 
set up of the board changed towards gender equality 
in 2023, and the board representative is 50/50. 

FIG 2 5. R EPORTI NG STRUCTU R E The Board of Directors over-
sees the company’s strategy 
and sustainability topics. The 
CEO reports to the Board of 
Directors. Eton’s Head of Sus-
tainability reports to the CEO.

MANAG EM ENT  
TEAM 

SU STAI NAB I LIT Y 
TEAM 

SU STAI NAB I LIT Y 
STEERI NG G ROU P

CEO

FINANCE BIA WHOLESALE RETAIL BUSINESS 
TECH

ECOM BRAND &  
MARKETING

SUPPLY 
CHAIN

ASSORTMENT HR

BOAR D OF
DI R ECTORS

KPI ’s 2024 202 3
CHANG E 
202 3 –2024

BAS E YEAR
2019

CHANG E 
2019–2024

Total emissions per net revenue  
(ton CO2e/MSEK) 

10   15   -31%  23  -56% 

Scope 1 and 2 emissions per net revenue 
(ton CO2e/MSEK)  

0.02   0.03   -10%  0.43  -94% 

Emissions per FTE (ton CO2e/FTE)  45   67   -33%  81  -44% 

Production emissions per sold product 
(kg CO2e/sold product) 

5.5   7.8   -30%  9.5  -42% 

Transport emissions per sold product  
(kg CO2e/sold product) 

3.7   4.6   -19%  3.6  3% 

Production emissions per purchased 
product (kg CO2e/purchased product) 

5.9   7.2   -18%  9.3  -37% 

Transport emissions per purchased  
product (kg CO2e/purchased product) 

4.0   4.2   -6%  3.5  12% 

Energy usage per area (kWh/m2)  107   91   18%  111  -3% 

Energy use per revenue (MWh/MSEK) 1.4   1.1   24%  1.8   -23% 

Net revenue  1 011   1 105   -9%  880   15% 

Sold products  1 064 849   1 258 030   -15%  1 444 396   -26% 

Purchased products  993 973   1 363 846   -27%  1 467 673   -32% 

FTE  228   242   -6%  249   -8% 

FIG 26. KEY M ETRIC S 
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CLI MATE CHANG E I M PACTI NG  
TH E PRICE OF FAB RIC S   

Climate change directly impacts 
fabric prices, primarily through 
potential disruptions to the supply 
chain. The decreased availability of 
fabrics may lead to price increases, 
presenting a challenge for Eton 
to pass these costs on effectively. 
Without appropriate adjustments 
in pricing, Eton risks experiencing a 
decline in gross margins. To coun-
teract this, innovative sustainable 
production solutions are necessary, 
with investments in both product 
development and sustainability 
staff.  

Identified Financial Risks 

As climate change intensifies – 
bringing about extreme weather 
events like heat waves, storms, 
floods, fires, and displacement 
of people due to climate related 
reasons – media coverage of these 
issues is also increasing. The atten-
tion, coupled with urgent messages 
from activists, scientists, and world 
leaders, is raising awareness about 
the need for sustainable practices. 
An increased awareness may lead 
more people to question their con-
sumption habits, particularly in the 
fashion industry.  

Identified Financial Opportunities  

G LOBAL TARI FFS AN D MAR KET EXIT   

The imposition of tariffs as a re-
sponse to climate change poses a 
significant threat to Eton’s access 
to global markets. Higher tariffs 
not only raise duty costs but also 
hinder the ability to penetrate new 
markets. This situation escalates 
the cost of products sold, further 
complicating matters. Additionally, 
increased investment in manufac-
turers becomes necessary to meet 
the impacts of tariffs, which means 
additional financial challenges.   

RI S KS OF I NADEQ UATE  
SU STAI NAB I LIT Y R EPORTI NG   

Inadequate sustainability reporting 
could jeopardize Eton’s reputation 

and the trust of its market. Errors 
or inconsistencies in reporting can 
tarnish the brand’s image, leading 
to lower revenues and earnings. To 
mitigate these risks, rigorous sus-
tainability reporting practices are 
essential. Leveraging both internal 
expertise and external resources 
ensures the accuracy and transpar-
ency of sustainability data. Fulfilling 
sustainability commitments not only 
enhances financial performance but 
also strengthens the brand’s repu-
tation in the market.  

The identified financial risks con-
nected to climate change are both 
physical and regulatory.

 

As a company that prioritizes qual-
ity and longevity, Eton offers time-
less, stylish and durable products, 
encouraging consumers to buy less 
frequently but invest in quality. As 
we continue our journey towards a 
more sustainable business model, 
we aim to meet the expectations 
of conscious consumers. This could 
lead to increased demand for our 
products, potentially enhancing our 
profitability.  

By addressing our environmen-
tal impact and anticipating future 
regulations, we position ourselves 

to adapt to changing market con-
ditions. Exploring circular business 
models, where products are re-
used or repurposed, presents an 
opportunity for additional revenue 
streams. Ultimately, we believe that 
our commitment to producing long 
lasting products will not only sus-
tain our business but also allow it to 
thrive in a changing economic and 
environmental landscape.  
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We work to prevent all forms of 
harassment, corruption, bribery, 
and misconduct in the workplace. 
Our anti-corruption policy was in-
troduced in 2019, and no incidents 
were reported during the current 
reporting period. All new employ-
ees complete an online anti-cor-
ruption training, with an annual 
reminder to retake it. 

Our digital business system in-
cludes an anonymous whistleblower 

function, in line with EU directives 
and Swedish legislation. This fea-
ture allows employees to express 
concerns freely and securely re-
garding compliance, HR matters, 
or company culture. In 2024, Eton 
received no whistleblower reports. 

By signing our Code of Con-
duct, all suppliers commit to up-
holding high ethical standards in 
their business practices. Our audits 
also assess management systems 

Standards and Policies
Our policies are developed in line with  
regulatory demands and business require-
ments from a sustainability perspective. 
Eton’s policy process is described in the  
Procedure for Policy Management. This 
procedure ensures the existence of relevant 
policies, their communication and under-
standing, and their monitoring and enforce-
ment. In addition to our policies related 
to sustainability, the Eton Car Procedure 
requires company cars to be either hybrid 
or fully electric. The Wholesale team goes 
even further, with employees required to 
choose fully electric vehicles only. All poli-
cies, procedures and instructions are 

reviewed annually and adopted by  
the Board of Directors at the annual  
general meeting.

ALL POLICI ES AR E AVAI L AB LE AT 
HT TPS ://COR POR ATE . ETON S H I RTS .COM/
POLICI ES - GOVER NANCE-AN D - R EPORTS 

» �Sustainability Policy  
» �The Eton Company Values  
» �Code of Conduct (internal)  
» �Code of Conduct (external)  
» �Anti-corruption and Anti-bribery  

Policy/HR Policy (including Equal  
Treatment, Workplace Guidelines)  

» �The Eton More Sustainable  
Product Guideline

Anti-Corruption
related to anti-bribery, corruption, 
and other unethical practices. No 
confirmed incidents of corruption 
were reported during the year. 

77% of our reporting suppliers 
have an anti-corruption policy, with 
71% of the employees having re-
ceived anti-corruption training.  

A VOLU NTEER DAY in the local com-
munity and organizations. 

Through the EM(POWER) DAY 
initiative, Eton offers all employees 
the opportunity to volunteer in 
their local community, with full 

Em(Power) Day
salary retained. The initiative allows 
teams or individuals to support causes 
of their choice — from helping local 
organizations to participating in en-
vironmental clean-up efforts or food 
distribution programs.  

https://corporate.etonshirts.com/policies-governance-and-reports
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We are proud to be part of the 
three-year Systemdemonstrator 
project, now in its second year. The 
goal is to test and develop a new 
circular ecosystem for textiles, posi-
tioning Sweden as a leader in meet-
ing the EU’s sustainability goals for 
the fashion and textile industry. A 
key focus is increasing traceability 
and transparency in line with up-
coming EU requirements, such as 
the Digital Product Passport (DPP).
  
TH E PROJ ECT EXPLOR ES A R ANG E  
OF I N ITIATIVES : 

» �New methods for household 
textile collection. 

» �A national textile sorting facility 
being established in Södertälje. 

» �New collections created from 
used garments. 

» �Options for customers to buy 
upgraded, second-hand items. 

» �Improved traceability to support 
customers and a more efficient 
aftermarket. 

Another important area for Eton is 
the Digital Product Passport, devel-
oped in collaboration with Blippa 

and TrustTrace. We are identifying 
which data points are needed, 
where that data currently exists in 
our systems, and what’s missing. 
This is an important step toward full 
product transparency.

Systemdemonstrator stands 

Systemdemonstrator – Traceability, 
Transparency and Circularity   
Eton is collaborating with the University of Borås, 
Science Park Borås, and fourteen other companies and 
industry partners for a more sustainable textile industry.

We provide clear, regularly updated information 
about our suppliers and their environmental and 
social performance.

Supply Chain  
Transparency

We have mapped 100% of our Tier 1 and 
Tier 2 suppliers, with trims and packaging 
suppliers currently out of Scope. We track 
their resource consumption, use of wet pro-
cesses, wastewater treatment, textile waste, 
and packaging, including recycling rates. 
Environmental and social impacts are as-
sessed through audits. Most of the audits are 
carried out by the third-party auditor Inter-
tek, and the remainder by Eton Sustainability.  

All new suppliers sign our Code of Conduct 
after an initial screening based on our de-
fined sustainability criteria. In line with our 
transparency approach, we publicly disclose 
our supply chain at etonshirts.com, including 
number of employees, gender parity, and 
length of collaboration. The information is 
updated every year. Our Supplier List can be 
found at etonshirts.com.  

out by addressing the entire value 
chain: from design and production 
to reuse and recycling. The aim is 
to create scalable, circular business 
models that reduce waste and envi-
ronmental impact, while extending 
the life of clothing.
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The Double Materiality Analysis is an 
assessment that identifies impacts, risks, 
and opportunities from both a sustain-
ability and a financial perspective. 

Double Materiality Analysis 

In the fall of 2024, we conducted a double material-
ity analysis in accordance with the CSRD directive 
and ESRS disclosure requirements. For this we 
partnered with the consultancy firm Enact. The aim 
of the assessment was to identify our impacts, risks, 
and opportunities from two perspectives: impact 
materiality and financial materiality. The impact as-
sessment refers to how the company affects the en-
vironment and society. The financial assessment con-
cerns how environmental and societal developments 
may, in turn, affect the company through potential 
risks or opportunities. 

PROCESS TO IDENTIFY AND ASSESS 
MATERIAL IMPACTS, RISKS AND  
OPPORTUNITIES
We began by mapping our company and supply 
chain, starting with a kickoff session that brought 
together internal stakeholders. This was followed by 
a quantitative research phase that helped us identify 
key sustainability issues early on.  

N EXT, WE MAPPED both internal and external stake-
holders based on their knowledge of our company 
and value chain. The most relevant stakeholders 
identified included Tier 1 and 2 suppliers, wholesale 
customers in Europe and North America, owners, 
NGOs, and end consumers. HR provided valuable 
insights regarding our workforce, and we collected 

input from suppliers regarding workers throughout 
the value chain. Feedback from end consumers was 
collected through our Direct-to-Consumer Director, 
providing insights based on customer interactions 
and past surveys. We do not currently collaborate 
with any NGOs and chose to rely on desktop re-
search to assess their perspectives and our potential 
impact there. 

I NTERNALLY, STAKEHOLDERS were interviewed 
from key departments and functions including 
Assortment (design, collection development, fabric 
sourcing and buying) and Supply chain operations 
(production, quality, and distribution). In addition, all 
external stakeholders—except end consumers and 
NGOs—were interviewed to gain a deeper under-
standing of Eton’s specific impacts and opportunities.  

SIG N I FICANT EFFORT was devoted to mapping our 
entire value chain, particularly our supply chain from 
Tier 1 through Tier 4, to ensure full visibility of our 
impacts, risk and opportunities.  

ENACT LED TH E STAKEHOLDER engagement process, 
collecting input on impacts, risks, and opportunities. 
This was followed by a thorough analysis, several 
internal workshops including a financial validation 
workshop. The process concluded with the prioriti-
zation and definition of our material topics.  

TO FI NALIZE TH E ANALYSI S , the results were present-
ed to the Board of Directors and received formal 
approval, marking an important step on our ongoing 
sustainability journey.  
 

After completing the double materiality analysis, we found that the 
material aspects identified were largely aligned with what we have 
previously reported on. As a result, we replaced the former materiality 
assessment with the updated version in this year’s reporting. 

I M PACTS , RI S KS & OPPORTU N ITI ES

POSITIVE I M PACTS

G1  Management of relationships with suppliers

E5  Responsible practices 

N EGATIVE I M PACTS

E1 Energy consumption and GHG emissions 

E2 Pollution of air  

E2 Plastic use  

S2 Working conditions and labour rights  

S2 Human rights violations in the textile industry  

E2 Pollution of water & soil  

E3 Water use  

E4 Impacts on biodiversity and ecosystems  

S2 Health and safety in the textile industry  

S1 Working environment and health-related impacts  

RI S KS & OPPORTU N ITI ES

E1 Climate-related disruptions  

E4 Raw material dependency (cotton and wool)   

Supply chain disruptions

Sustainability certifications and labels

E1 Air transport 

FIG 27. MATERIAL TOPIC S
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TH E SCAN DI NAVIAN TEXTI LES I N ITIATIVE  
FOR CLI MATE ACTION (STICA)

In 2019 Eton joined STICA, an initiative to drive 
collective action within the Scandinavian textile in-
dustry with the aim to lower emissions and combat 
climate change.

In 2024, we took the next step by in addition join-
ing STICA+, expanding our focus to include environ-
mental impact such as biodiversity preservation and 
water efficiency. Eton—led by our Head of Sustain-
ability who serves as co-chair—actively participates 
in working groups to drive progress in these areas. 
To learn more, please visit sustainablefashionacade-
my.org/stica

SU STAI NAB LE FAS H ION ACADEMY (S FA)

In 2022 Eton joined SFA Learning & Innovation 
Network (LIN), launched by the Sustainable Fashion 
Academy (SFA). The purpose of the network is to 
help apparel and textiles companies stay updated 
and prepare for upcoming EU environmental and so-
cial policies and regulations that will impact brands 
and retailers operating in or placing products in the 
European common market. 
 

Memberships and Associations

TEXTI LE EXCHANG E ( TE)

TE is a non-profit organization driving beneficial 
impacts on climate and nature across the fashion, 
textile, and apparel industry. TE works closely with 
its global network of members to set industry stan-
dards, promote preferred materials, and support 
sustainable practices throughout the supply chain.

TH E SWEDI S H CH EM ICAL S G ROU P (KEM I K ALI EG RU PPEN)

Kemikaliegruppen provides current insights on 
chemical and environmental issues to textile and 
electronics industry members. A membership offers 
access to external monitoring, networks, practical 
tools, early notice on relevant legal updates, and 
news about chemicals found in articles and potential 
substitutes.

TEKO, SVERIG ES TEXTI L & MODEFÖR ETAG

TEKO is a Swedish trade and employers’ association, 
representing around 340 member companies in the 
textile and fashion industry globally. They inform the 
public and government about industry matters, ne-
gotiate collective agreements, and provide support 
in various areas including logistics, media, and lobby-
ing. Eton is also part of TEKO’s environmental group, 
where member companies meet and discuss current 
sustainability issues several times a year.
  

TH E SCI ENCE BAS ED TARG ETS I N ITIATIVE (S BTI)

The SBTi is a collaboration between CDP (formerly 
the Carbon Disclosure Project), the United Nations 
Global Compact, World Resources Institute (WRI), 
and the World Wide Fund for Nature (WWF). The 
initiative encourages and helps companies to set 
ambitious emission reduction targets in line with the 
latest climate science. Read more on Eton’s own Sci-
ence Based Target validated by the SBTi on page 39. 

LOCAL COM M U N ITI ES 

Many of Eton’s leaders and staff regularly 
participate in interviews and provide sup-
port to students at schools, both locally and 
globally. We also contribute materials for 
product development in line with studies. 
Many organizations are interested in our 
Production Unit in Gånghester, and we  
often arrange tours to showcase it.
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How We Report  Direct Economic Value
SCOPE AND BOUNDARIES 
The Eton Group publishes its annual sustainability 
report within the same timeframe as the annual fi-
nancial report. The Sustainability Report is prepared 
in accordance with GRI standards and encompasses 
the global operations of the Eton Group.  

As of 2024, this includes the following wholly 
owned subsidiaries: Eton AB, Eton Group AB, Eton 
Shirts GmbH, Eton Shirts Ltd, Eton Canada Inc, Eton 
Holding Inc, Eton Inc, Eton Madison Avenue Inc, 
Eton S.R.L., and Eton AS.  

The report also covers five offices located in Swe-
den, Italy, the USA, and the UK, six showrooms in the 
Netherlands, Italy, UK, USA, Germany, and Sweden, 
two company-operated logistics centers in Sweden 
and the USA, and all Eton-owned stores and outlets. 

The report does not include wholesale customer 
stores, Eton-branded shop-in-shops operated by 
partners. If any results presented in the report de-
viate from this defined Scope, such exceptions are 
clearly indicated alongside the specific data.

THE ETON GROUP IS OWNED BY EQT   
To ensure compliance with laws and regulations,  
we make our sustainability report public on  
bolagsverket.se and etonshirts.com. The report  
has not been reviewed in full by any third party.  

FRAMEWORK   
This report is prepared in accordance with the Global 
Reporting Initiative (GRI) Standards: Core Option. 
Additional information about our ownership structure, 
business operations and financials can be found in 
our Annual Report for 2024. 

REPORTING PERIOD AND FREQUENCY   
Eton creates a public sustainability report each 
year, this report covers the period 1 January, 2024 
through 31 December, 2024. The report was ap-
proved by the Board on the 24th of April 2024.  
  
PROCESS   
The Head of Sustainability is responsible for re-
viewing and approving the reported information, 
including the organization’s material topics. This is 
done in collaboration with all department represen-
tatives, and the identified issues and progress is doc-
umented. The report is presented to, and approved 
by CEO, David Thörewik, and Board of Directors, 
chaired by Peter Sjölander.  

CONTACT   

G EN ER AL R EQ U ESTS AN D Q U ESTION S : 

csr@etonshirts.com  

S PECI FIC Q U ESTION S ON TH I S R EPORT:   

Lina Ödeen, Head of Sustainability
lina.odeen@etonshirts.com  
  
ETON AB   

Stora vägen 8  
507 71 Gånghester  
Sweden
  
ETON S H I RTS .COM

S EK PRODUCT CATEGORY

I. Direct economic value generated during  
the reporting period: revenues.

1 009 000 000  Garments and Accessories  

II. Economic value distributed during the 
reporting period: inc. operating costs,  
employee wages and benefits, payments to 
providers of capital, payments to government 
by country, and community investments. 

1 010 000 000   Garments and Accessories 

III. Economic value retained during the  
reporting period: ‘direct economic value 
generated’ less ‘economic value distributed’

 –160 000 000  Garments and Accessories  

S EK PRODUCT CATEGORY

Wholesale  614 000 000    Garments and Accessories  

Retail  134 000 000   Garments and Accessories 

eCom 254 000 000 Garments and Accessories  

FIG 28. DI R ECT ECONOM IC VALU E G EN ER ATED AN D DI STRI B UTED

EVG and D on an accrual basis, including the basic components for the organization’s global operations.         

EVG and D separately at market levels

For more information on our financial status see our Annual Report. There were no substantiated complaints 
received concerning breaches of customer privacy, and no identified leaks, thefts, or losses of customer data.  
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Statement of use: Eton Group has reported in accordance with the GRI standards for the period 2023 01 01–2023 12 31 
GRI1: Foundation 2021. Applicable GRI sector standard(s): No applicable sector standad at the reporting period.

G RI STAN DARD DI SCLOSU RS LOCATION OM I S SION S & COM M ENTS

G RI 2: G EN ER AL DI SCLOSU R ES 2021

1. �Organizational 
profile

2-1 Organizational details x

2-2 Entities included in the organization’s 
sustainability reporting

x

2-3 Reporting period, frequency and contact 
point 

x

2-4 Restatements of information  x We have adjusted the base year 
2019 total CO2e emissions, due to 
a previous error in the base year 
calculation.

2-5 External assurance  x The climate calculations have been 
externally assured.

2. �Activities and 
workers

2-6 Activities, value chain and other business 
relationships

x

2-7 Employees  x

2-8 Workers who are not employees  x

3. Governance 2-9 Governance structure and composition  x

2-10 Nomination and selection of the highest 
governance body

x Page 50 in reference to gender  
parity BoD.

2-11 Chair of the highest governance body  x

2-12 Role of the highest governance body in 
overseeing the management of impacts 

x

2-13 Delegation of responsibility for managing 
impacts 

x

2-14 Role of the highest governance body in 
sustainability reporting

x

2-15 Conflicts of interest  x No conflicts of interest identified.

2-16 Communication of critical concerns  x

2-17 Collective knowledge of the highest gov-
ernance body 

x

2-18 Evaluation of the performance of the high-
est governance body

x

2-19 Remuneration policies  x

2-20 Process to determine remuneration  x

2-21 Annual total compensation ratio  x

G RI STAN DARD DI SCLOSU RS LOCATION OM I S SION S & COM M ENTS

G RI 2: G EN ER AL DI SCLOSU R ES 2021

4. �Strategy, policies 
and practices

2-22 Statement on sustainable development 
strategy 

x

2-23 Policy commitments  x

2-24 Embedding policy commitments  x

2-25 Processes to remediate negative impacts  x

2-26 Mechanisms for seeking advice and raising 
concerns 

x

2-27 Compliance with laws and regulations  x No non compliance with laws and 
regulations for the reporting period.

2-28 Membership associations x

5. �Stakeholder 
engagement

2-29 Approach to stakeholder engagement  x

2-30 Collective bargaining agreements  x

GRI 3: MATERIAL TOPICS 2021

Material topics 2021 3-1 Process to determine material topics x

3-2 List of material topics x

3-3 Management of material topics

Human rights x

Climate Impact x

Fair labour conditions in supply chain x

Pollution in supply chain x

Circularity x

Transportation x

More sustainable materials x

Transparency  x

Chemical management x

Audits and supplier assessment x

Economic performance and impact x

Anti-corruption and ethics x

GRI-Index



GOVERNANCE & FINANCEABOUT ETON EMPOWER PEOPLELEGACY FOR LONGEVITY PLANET RESPONSIBILITY

1 0 6   ETO N  SUSTAINABILIT Y REPORT 2024

G RI STAN DARD DI SCLOSU RS LOCATION OM I S SION S & COM M ENTS

G RI 200: ECONOM IC DI SCLOSU R ES

201-1 Direct economic value generated and  
distributed 

x

201-2 Financial implications and other risks and opportunities 
due to climate change 

x

205-1 Operations assessed for risks related to corruption  x

205-2 Confirmed incidents of corruption and actions taken x

G RI 300: ENVI RON M ENTAL DI SCLOSU R ES

301-1 Materials used by weight or volume x

301-2 Recycled input materials used x

301-3 Reclaimed products and their packaging materials x Packaging materials has intentionally 
been excluded due to limitations in 
data collection.

301-own 1 Number of articles which inhabitate a sustainable  
certification

x

301-own 2 Amount of textiles that are more sustainable x

303-3                                                                      Water withdrawal                                                                         x 303-3c are omitted information due 
to lack of datain data collection.

303-4 Water discharge                                                                            x 303-4a Information on destination 
for water discharge omitted due to 
no available data.303-4b Information 
on water discharge to fresh water 
and other omitted due to no avail-
able data.303-4c are omitted infor-
mation due to lack of data.

303-5                                                          Water consumption                                                                     x

303-own 1 Share of suppliers with waste-water systems in place                                                              x

303-own 2 Number of suppliers that that measure their water use 
and have set reduction goals 

x

305-1 Direct (Scope 1) GHG emissions x

305-2 Energy indirect (Scope 2) GHG emissions x

305-3 Other indirect (Scope 3) GHG emissions x

306-1 Waste generation and significant waste-related impacts x

306-2 Management of significant waste related impacts x

G RI STAN DARD DI SCLOSU RS LOCATION OM I S SION S & COM M ENTS

G RI 300: ENVI RON M ENTAL DI SCLOSU R ES

306-3 Waste generated                      x A list of waste fractions, composition 
of waste and weight of each can  
be received by request to  
csr@etonshirts.com

306-4           Waste diverted from disposal                          x

306-5           Waste directed to disposal     x

308-1 New suppliers that were screened using environmental 
criteria

x

308-2 Negative environmental impacts in the supply chain and 
actions taken

x

G RI 400: SOCIAL DI SCLOSU R ES

401-1 New employee hires x

401-3 Parental leave x

404-1 Average hours of training per year per employee x

404-2 Programs for upgrading employee skills and transition 
assistance programs

x

404-3 Percentage of employees receiving regular performance 
and career development reviews.

x

406-1 Incidents of discrimination and corrective actions taken x

405-1 Diversity of governance bodies and employees x Information on age are omitted.

405-2 Ratio of basic salary and remuneration of women to men x

407-1 Operations and suppliers in which the right to freedom of 
association and collective bargaining may be at risk

x

408-1 Operations and suppliers at significant risk for incidents 
of child labor

x

409-1 Operations and suppliers at significant risk for incidents 
of forced or compulsory labor

x

414-1 New suppliers that were screened using social criteria x

414-2 Negative social impacts in the supply chain and actions 
taken

x
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