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Amway is a people focused company. Whatever we 
do, we want to make sure that people thrive and 
are empowered to live up to their full potential. Our 
strong values: “Partnership”, “Integrity”, “Personal- 
Worth”, “Achievement”, “Personal Responsibility” 
and “Free Enterprise” have been guiding the way 
we interact with people and run our operations right 
from the beginning in 1959. 
To become the number 1 Direct Selling company 
for the 3rd year in a row, is not just because of 
our US$ 9.5 billion global sales. This achievement 
is based on the successful businesses founded by 
over 3 million Amway distributors around the world 
and on our resourceful and engaged employees. 
Our social investments have developed over the past 
years, resulting into strategic corporate responsibility 
programs that help us to achieve meaningful impact 
and are aligned with the Amway Core Business:

NUTRITION – we use our expertise with NUTRILITE 
having been the world’s number 1 selling vitamins 
and dietary supplements brand for the past ten 
years (Euromonitor 2015) to provide a solution for 
chronically malnourished children. The fact that 
more than 3 million children die every year because 
of the underlying cause in malnutrition cannot be 
ignored, we have to join our forces to give them 
a chance in life to become full members of their 
society. This is what the NUTRILITE Power of 5 
campaign and NUTRILITE Little Bits, a micronutrient 
powder for children, are about. By the end of 2016 
we plan to expand the program to 15 markets and 
even made a commitment this year at the United 
Nations to provide NUTRILITE Little Bits in 20 
countries by 2019. 

VOLUNTEERING – under the Amway One by One 
campaign thousands of Amway employees and 
distributors worldwide volunteer to make the 
community they live in a better place. On the global 
“Volunteering Day” on December 5th, more than 
800 employees and distributors in Europe and South 
Africa became active in their towns to help educate 
children on a healthy diet and the importance of 
exercising. 

ENTREPRENEURSHIP – the demographic change 
will have an enormous impact on Europe’s society. 
By 2020 one third of the working population will 
be 50 years and above. Working with millions of 
entrepreneurs every day, Amway knows of the 
potential of this group and the strong impact it 
can have on our economy and society.  Therefore, 
we initiated the “50+Entrepreneurship Platform 

Europe”, a group of stakeholders that is promoting 
a better environment for business founders of this 
demographic. 

Another important aspect for a responsible 
company is ENVIRONMENTAL STEWARDSHIP 
– Amway works on reducing its CO2 emissions, 
especially in our production sites. At the same time, 
we create more awareness among our employees 
to recognize the contributions each of us can make 
to the environment. In 2015 the Think Act Save 
campaign was launched in all European affiliates 
and implemented 48 initiatives in its first year. We 
are also proud of our Green Champions who drive 
these changes in the facilities they are based in. 

Corporate Responsibility is a joined effort for Amway 
and will only be as successful, if we all recognize it 
as a strategic approach that brings Amway’s vision 
as a caring company to life. Our joined efforts will 
have a positive impact on our people, the people 
around us – and our business.

Leszek Krecielewski
Managing Director Europe

FOREWORD from the managing director
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“The NUTRILITE Power of 5 campaign is our effort to 
help raise awareness around the issue of childhood 
malnutrition. According to World Health Organization 
(WHO) , more than 3 million children die within the 
first 5 years of their lives, the root cause of which 
being malnutrition, and that’s not okay.”

Jeff Terry, Amway Global Manager for Corporate Social 
Responsibility

Amway's corporate responsibility philosophy is 
that global and local challenges can be addressed 
by using the best of business and the passion of 
people. The nutrition expertise by Amway is being 
used to fight global childhood malnutrition. It’s a 
significant effort,  Amway, employees and distributors 
have partnered with leading international groups, 
including the United Nations Foundation, CARE 
and Glasswing International to bring essential 
nutritients to children aged six months to five years 
old. Amway scientists developed the NUTRILITE 
Little Bits supplement to give malnourished children 
the essential daily vitamins and nutrients needed to 
survive, thrive and grow.

The NUTRILITE Power of 5 Campaign

Over 3 million children under 
the age of 5 die each year from 
preventable disease.

Amway made a pledge at the United Nations’ Every Woman Every Child initiative 1. 
to expand NUTRILITE Little Bits supplement distribution to a total of 20 countries 
by 2019. 
To distribute more than 5 million NUTRILITE Little Bits sachets to malnourished 2. 
children by the end of 2016. 
Amway is also involved in the Scaling Up Nutrition (SUN)  program, which unites 3. 
governments, societies, the United Nations, donors, businesses and researchers 
in a collective effort to improve nutrition. 

THE GAIN MALNUTRITION MAPPING 

With the support of Amway, GAIN (Global Alliance for 
Improved Nutrition) created the global malnutrition 
map, an initiative developed in partnership with 
the Global Nutrition Report, the WHO and the 
International Diabetes Federation, which aim to 
promote the public debate around the “double 
burden”, meaning countries that struggle with the 
issue of hidden hunger and obesity at the same 
time.

The fight against
childhood malnutrition

Amway commitments in 2015
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4 Micronutrient Initiative
5 World Health Organisation
6 http://www.who.int/mediacentre/factsheets/fs178/en/
7 http://www.micronutrient.org/english/View.asp?x=573
8 http://www.who.int/healthinfo/global_burden_disease/GlobalHealthRisks_report_part2.pdf
9 Chapter 8 - Malnutrition: Global Economic Losses Attributable to Malnutrition 1900–2000 and Projections to 2050 pp. 247-272, by Sue Horton and Richard H. 
Steckel, in “How Much have Global Problems Cost the World? A Scorecard from 1900 to 2050”, edited by Bjørn Lomborg, Cambridge University Press, 2013

Societal Challenge

Individual and societal benefits

iodium

Nutrition

Malnutrition affects hundreds 
of millions of people across the 

globe, especially kids from 6 
months to 5 year olds

Amway is a leader in global nutrition 8, providing vitamins and minerals to many via its NUTRILITE product 
range, a supplement mix born in 2006, which improves the nutritional value of children on a daily basis

In cooperation with the international charity CARE and other local development charities Amway launched 
the NUTRILITE Power of 5 Campaign in 2014, which aims to help kids in some of the world’s poorest 
communities – beginning in Zambia and Mexico.

This campaign is set to grow – and by 2016, the NUTRILITE Power of 5 Campaign will be serving families 
in a total of 15 countries: including Brazil, China, Colombia, Costa Rica, Dominican Republic, El Salvador, 
Guatemala, Haiti, Mexico, Panama, Vietnam, South Africa, Zambia.

7,000,000 children < 5 die due to malnutrition. Seven 
million children under the age of 5 die each year from 

preventable causes 5 – and malnutrition is the underlying 
cause of 45 percent of these deaths 6

Malnutrition also prevents communities in the 
poorest part of the world from lifting themselves 

out of poverty 7

Children deprived of adequate nutrition 
during the first 1,000 days of life often have 
stunted growth, poor cognitive development 

and low immunity to disease

18 million babies born 
mentally impaired due to 

iodine deficiency each year 4

6months 5years

18 mln

7 mln < 5

15

+8%30,000

die due malnutrition

Countries

Amway in action - Solutions

By the end of 2016, the campaign will 
have served 30,000 children in 15 

countries around the globe.

Proper nutrition is important to the 
development of nations too. It is estimated 
that a lack of adequate nourishment can 

reduce a nation’s economic advancement 
by at least 8 percent because of loss 
related to productivity, cognition and 

reduced schooling 9

It helps people live better 
lives and achieve their 

full potential
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260,000 108 75,200More than in

people participated events across the globe
handprints were made into a large 

collage of cut-out handprints, 
and achieved the Guinnes World 

Record in May 2015



The Amway One by One campaign inspires distributors and employees to create 
positive change in each of their communities. In the last 13 years, Amway committed 
itself to help disadvantaged children around  the world helping 12 million children. 

In 2015, the campaign in Europe focused on  projects to help children understand 
the importance of a healthy diet and the importance of exercising.

projects

were related to health

were related to education

were related to general fundraising programs

children impacted

volunteer hours

total contributions

234

121

93

20

23,203

23,517 

$ 532,125 

Helping people around the world

The Amway
One by one campaign

Amway in action around Europe and South Africa 2015
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Country Project Community

Austria Austrian Children’s Cancer Aid Organization Cash donation

Belgium Terres Rouges helping street children in Africa Cash donation

Belgium Think Young Sponsoring the Entrepreneurship Summer School in Brussels 
where more than 50 international students took part

Czech Republic Kolecko Foundation supporting child traumatology 
centres Cash donation

Czech Republic Orphanage facilities Product  donation by Amway distributors in Prague

Denmark The Julemærkefonden foundation providing 
homes for children having special needs

Product and cash donation to the foundation by Amway and 
distributors
A run was organised for the foundation at a community event 
in Copenhagen
Special logo was used in all e-mails sent from Amway Denmark 
to support the foundation
The foundation was supported when children had the chance 
to visit one of the handball games of the Danish female club 
Viborg HK
Amway volunteers in Denmark supported a jewelry workshop 
with the children in one of the homes 

Estonia Food Bank in Viljandi Product donation

Estonia Red Cross in Viljandi Product donation

Finland
Partnership with UNICEF Finland in supporting 
education for girls in Nepal in line with the Finnish 
Government’s support

Amway employees and distributors run for the programme each 
year at Naisten Kymppi (10 km run for women)

Finland UNICEF Global Parent Programme 483 distributors in Finland supported the programme

Germany Network for Teaching Entrepreneurship (NFTE)

Cash donation to support entrepreneurship education in 
Bavaria by providing training lessons on self-confidence, 
promoting one’s own initiative, economic knowledge and 
entrepreneurial thinking

Germany Child Protection League Cash donation by distributors 

Germany School Support Cash donation to support two elementary schools in 
Puchheim 

Germany The Fuerstenfeldbruck Music School Cash donation to a Polish-German music and football youth 
camp

Germany Fuerstenfeldbruck Foundation

Taking over costs for foundation's postal sending
Product donation to a charity tombola
Cash donation to support the foundation’s charity walking 
event

Germany UNICEF Support of general pledge program by distributors

Greece The Smile of the Child Foundation providing 
shelter for street children Cash and product donation to the foundation in Athens 

Hungary
Bókay Children’s Hospital in Budapest and 
paediatric departments at hospitals in Gyula and 
Bekescsaba

Support  via charity cycling and charity walking events

Italy
“Play for Change – Scuola Bottega”  aims at 
fighting school dispersion amongst socially at-
risk kids

Product donation to the NGO in the city of Milan which also 
partners with the network of children hospitals in the city 
and gives support to those children which suffer arduous or 
terminal diseases

Italy CasAmica Onlus providing shelter houses for 
children and their families

Product donation to the NGO in the city of Milan which also 
partners with the network of children hospitals in the city and 
gives support to those children which suffer of arduous or 
terminal diseases

Italy Meyer Children’s Hospital 
Support of the hospital in Florence by providing funds for the 
purchase of an advanced newborn dummy simulator for infant 
medical emergency training 

Eurpean projects and South Africa 2015



Latvia Food Bank in Riga Product donation

Latvia Red Cross in Riga Product donation

Lithuania Food Bank in Vilnius Product donation

Lithuania Red Cross in Vilnius Product donation

Poland Upbringing Through Sport Foundation

"Sports Generation" project events were organised for 2350 
children aged 9-12 years old with physical activity, education 
and entertainment in Warsaw, Poznan and Gdansk
"Independence Day Run" was sponsored as donation for each 
registered participant

Poland Children’s Memorial Health Institute Donation of approximately 350 games and toys for children 

Poland Well-known BMX rider Gustavs Petersilis who had 
an accident and is now bound on a wheelchair

A sports event was organised in favor of the rider and Amway 
donated for each registered participant

Poland Sports event for building of a skatepark

Amway organized a sports event and held a competition to 
choose the biggest Team NUTRILITE among the small towns. 
The "Prize" was a donation of the building a skatepark for the 
winner's community

Portugal
Terra dos sonhos aims to make dreams come 
true for children diagnosed with chronic or in 
advanced stage diseases.

Product donation 

Portugal

Apoio a vida which gives shelter and supports 
teenage and young mothers without resources 
or stable background while their pregnancy, the 
birth and the time after

Product donation

Romania Asoc Dezv du helping poor people Cash and product donation 

Romania Crestina Speranta Foundation helping poor 
people Cash and product donation 

Romania Association for Handicapped Children Cash and product donation 

Slovakia The USMEV helping children and families Cash donation of Amway distributors in Bratislava

Slovenia Happy Feet Foundation helping children with 
growth deficiency

Product donation for the NGO that helps children with 
development delays, especially with professional assistance 
for children with cerebral palsy and related disorders

South Africa Archbishop Tutu Campaign Campaign for providing lap desks for students who have no 
desk at school and home

South Africa Wandsworth School Product donation

Spain Red Cross 
Working together with the Social Inclusion Area of the City 
Council for the marginalized village «El Gallinero» close to 
Madrid by donating for scholarships 

Sweden “Friends” which helps children in Sweden that are 
being bullied in schools and/or in sports clubs 

Cash donations by Amway company and distributors
A run at a community event in Stockholm and a charity show 
were organised to support the foundation

Turkey
Seeds of Volleyball project in cooperation with 
the Turkish Volleyball Federation aims to promote 
volleyball nationwide in elementary schools

In the second year of the project, 300 mini volleyball sets were 
donated to the elementary schools all around Turkey

Turkey Elementary Schools Product donation to 3 schools in Şanlıurfa, Gaziantep and 
Istanbul

Ukraine Chestnut Run for children’s health Amway organizes run to fundraise for the Children’s Centre of 
Cardiology and Cardiosurgery in Kyiv

Ukraine Vth Kyiv City Marathon Team NUTRILITE, with 100 distributors and employees, had the 
biggest team in the event where 6,200 people were involved

Ukraine Kids for Peace

Amway Ukraine sponsored a national program of children's 
sports and entertainment interschool competitions, supported 
by the Olympic Committee in order to promote a healthy lifestyle 
among schoolchildren aged 7-10 years

Ukraine International festival of Retro cars "The Golden 
Horseshoe"

Children from orphanages in Ternopil region were invited to 
visit the festival and had the opportunity to ride in the cars. 
They further received Amway product packages
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3rd annual amway volunteering day

In Belgium, Amway volunteers organized a Nutrition 
Obstacle Course at La Cité Joyeuse school in 
Molenbeek in Brussels where disadvantaged 
children enjoyed nutrition and physical activities 
stations.

Healthy Nutrition activities were also held in Greece 
to support The Smile of the Child Foundation. 

At the Kindergarten "CreaKids" in Riga, Latvia, 
Martins Plavins, a well-known beach volleyball 
player also participated in the activity and informed 
children about phytonutrients - while in Lithuania 
Amway distributors together with healthy nutrition 
experts made different exercises with the children 
from the “Aušros” kindergarten-school. 

Children had the chance to exercise active games to 
improve their heart and circulatory system, sense of 
balance, and strength endurance during a Nutrition 
Obstacle Course in the Holtkamp Primary school in 
Zeeland, Netherlands.  

In Poland volunteers together with children from 
the Centre for Rehabilitation, Education and Care 
"Helenów” were involved in making exercises using 
fruits and vegetables and played with them.
 
Children from the Primary School no. 114 in the 
center of Bucharest, Romania completed the tasks 
in the stations which were displayed in the school 
hall.  

International Volunteering Day, on December 5th

focussing on promoting balanced lifestyle with good nutrition 
and exercises for children

In Switzerland, a “Fit Nose Game” was organized 
at the Blumenhaus Buchegg, a home and support 
center for mentally or multiple handicapped people. 
Participants were challenged to guess the smells of 
food. 

During the activities, the children in Turkey had so 
much fun with the enjoyable games and obtained 
knowledge about eating well and to make the sports 
a daily habit in their lives.

Also there were a series of activity classes about 
healthy nutrition for children aged 6-12 at schools, 
orphan schools and special children’s centers in 
Ukraine. 

In cooperation with the NGO Usmev Ako Dar, which 
takes care of several orphanages in Slovakia, 
volunteers spent a day together with children from 
the orphanages in Bratislava. 

Amway distributors and employees in Germany 
created a children’s play room in the refugee 
facilities in Puchheim together with the refugees, 
coming together for intercultural exchange and 
leisure activities. 
 
Volunteers in Italy packed meals for children in 
South Africa in partnership with Stop Hunger Now 
NGO – while in Portugal an art workshop was 
organized to create some puppets and a play on the 
topics of friendship and healthy habits, for children 
of the Terra dos Sonhos Association.
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Volunteering Day
Ukraine

Lithuania

Poland

Latvia

Romania

Portugal

Netherlands

Italy

Turkey

Germany

Belgium

Czech Republic
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Amway believes entrepreneurship, in its broadest 
form, is a powerful way to transform Europe from a 
social-economic standpoint and should be viewed 
as a viable career option for all age groups. Anyone 
who decides to work for him/herself, regardless 
of the level of risk-taking, may be considered an 
entrepreneur. 

The 50+ demographic merits special attention. With 
age comes experience, knowledge, professional 
networks and as we live longer, we need to remain 
socially and economically active. We also need to 
reduce the burden on social security and pension 
systems and the risk of old-age poverty.

Despite the obvious benefits, the immense potential 
of 50+entrepreneurship has not even started to 
be capitalized. For this reason, Amway together 
with a group of stakeholders launched the 50+ 
Entrepreneurship Platform Europe (50+EPE) and a 
call to action to urge the EU and Member States to 
come forward with policies and initiatives that would 
help create a more conducive environment for 50+ 
entrepreneurs.

In 2016 the 50+EPE will also focus on 
intergenerational knowledge and skills exchange in 
numerous ways such as inclusion, mentoring, active 
ageing, innovation, employment options, and simply 
providing a range of new opportunities. 

Creating awareness for the 
entrepreneurial potential of the 50+ demographic

ENTREPRENEURSHIP 
50+



Age Amway ABOs
in Europe 2015

2,36%70+

18-29

30-39

40-49

50-59

60-69

18,48%

27,40%

24,91%

18,48%

8,37%

AESI: The newly introduced Amway 
Entrepreneurship Spirit Index (AESI) 
measures motivational factors for 
starting a business. It shows that young 
respondents have the strongest desire 
to becoming self-employed. As age 
increases the desire for entrepreneurship 
weakens, yet middle-aged respondents 
are the most confident in having the 
necessary resources and skills

is the AESI for the 
50+ demographic in Europe

37%

The challenge
Ageing population

Now 2015

working people working people

retirèe retirèe

= =

O
VE

R
 6

5 Future 2060

4 2
1 1

Societal Challenge/Situation

1/3
2020 2060

+15% 1/2 6%
Over the last decade, the over-50 
group has grown by nearly 15% 1

AGER reveals only 6% of the 
50+ is self-employed 3

By 2020 a third of the working age 
population in Europe will be over 50 and by 
2060 half of the working age population in 
Europe will be over 50. 2

THE OVER-50 GROUP NOW FACE A  MAJOR EMPLOYMENT CHALLENGE IN EUROPE



is the AESI for the 
50+ demographic in Europe

Future 2060
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Amway in action - Solutions

Individual and societal benefits

Achieve independence 
from an employer 

Empowerment by 
helping people create 
more opportunities to 
themselves

Help the 50+ remain 
economically active, 
contribute to economic 
growth and facilitate 
innovation

Prevent loss of valuable 
skills and facilitate 
their transfer to newer 
generations 

Act as a thought leader in promoting the importance of 50+ 
entrepreneurship at EU level, through workshops, events and face 
to face meetings with EU institutions 

1 EUROSTAT Infographic based on the following study: 2014 AGER – July 2014
2 The 2015 Ageing report”, EU Commission
3 Sample 43,902 people in 38 countries http://www.amwayentrepreneurshipreport.com/home

50+ entrepreneurship platform 

Providing background information, statistics, essays, 
studies on 50+ Entrepreneurship

Website: www.50plus-europe.eu
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WHO WHEN WHat WHY HOW
All European 

+ 
South Africa 
employees

starting from 
22nd April 2015

Earth day

Communication 
Campaign for 

increasing  awareness
on environment 

friendly behaviors

Involvement of 
the employees in 

sustainable living in 
workplace

and daily life

through the 
Green Champions

Caring for the environment is a relevant part of the 
company’s philosophy. 

Sustainability: Socio-ecological process characterized 
by the pursuit of a common ideal.10

A sustainable development can exist when 
the exploitation of resources, the direction of 
investments, the orientation of technological 
development and institutional change are all in 
harmony and enhance both current and future 
potential to meet human needs and aspirations.11

These ideals have always been common in Amway, 
since Rich DeVos and Jay Van Andel started our 
business. Amway is therefore always exploring new 
ways to reduce our impact on the planet without 
changing the high quality of our products and 
applying that vision to everything we do.

Launched in European and South African affiliates 
on 22nd April 2015, the Think Act Save project aims at 
engaging Amway employees in becoming more and 
more responsible by sharing positive examples and 
stimulate change of environment friendly behaviors. 
The initiative revolves around the simple fact that 
even the smallest, everyday personal initiative could 
bring a huge impact on energy saving and reduction 
of waste. Small things can make the difference and 
working together, the sum of all small things can 
make a big difference.  

All employees were encouraged to submit new 
ideas and suggestions for everyday life in the office, 
actions that they could all take the lead on, as 
well as bigger initiatives that could be developed 
further with the company’s support, through some 
dedicated advertising materials, such as posters 
and stickers.

10 Wandemberg, JC (August 2015). Sustainable by Design. p. 122. ISBN 1516901789. Retrieved 16 February 2016
11 United Nations World Commission on Environment and Development (WCED), 1987 http://www.un-documents.net/our-common-future.pdf

Tas
think act save

be 
FANTASTIC!



17

10 Wandemberg, JC (August 2015). Sustainable by Design. p. 122. ISBN 1516901789. Retrieved 16 February 2016
11 United Nations World Commission on Environment and Development (WCED), 1987 http://www.un-documents.net/our-common-future.pdf

Country Ideas
AUSTRIA Programmable heating systems were installed

Timer for coffee & XS machines to save energy during the night were introduced

Old batteries and empty XS cans are collected to be disposed and recycled professionally

BELGIUM Introduce eSpring filter to replace water in plastic bottles

Switch off monitors - policy

Giving electrical devices, ink cartridges, light bulbs, XS cans, coffee capusules and worn out clothes to 
recycling

CZECH REPUBLIC Installation of recycling bins on every floor in our building

Recycle natural/food waste in our garden

XS can recycling (funds will be donated to a local charity)

SCANDINAVIA Recycling of empty XS cans 

FRANCE Recycling of old pens and empty XS cans

GERMANY Recycling of Nespresso capsules

XS can recycling (funds support the refugees bicycle garage)

Collecting toners, CDs and cables for recycling (funds also support the refugees)

Participation as a “Team Amway” in the local CityCycling competition to promote cycling amongst 
employees

GREECE Employees bring electrical appliances from home to work to collect them for recycling 

Planting of 78 trees on World Environmental Day

HUNGARY Installation of waste separation (paper, plastic and batteries)

Introduce digital office policy to reduce printings and waste

Collect plastic bottle caps

ITALY Switch off laptop, air condition, lights, and desktop at the end of working day

Recycling boxes for every different material (plastic, food, cans) in the restrooms

Collecting bottles caps for local charities

Default printing on both sides and white/black 

NETHERLANDS Introduction of espring bottles (instead of using disposable plastic bottles for water)

Encourage people to use mugs for coffee / tea

Replacement of plastic cups at the coffee machine for carton cups

Reducing the number of waste bins and with it plastic litter bags

Having a “bike2work” – challenge

Starting a regular TAS newsletter

Ideas implemented in the affiliate to promote 
sustainable living in workplace and daily life
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POLAND Waste separation (plastic, metal, cans, paper, toners)

Black white and two-sided printing

Collecting caps (38kg in 2015, shared with a family changing them for rehabilitative batches)

Switching off equipment (lights, electronic devices) in our office

Secondary use of every material that we can use (e.g. old cartoons or pallets)

Installation/Replacement of energy saving lights in the warehouse

Collecting old bottles for seedlings planted in front of a children’s hospital (installation of a bottle crash 
machine to reduce the volume of the waste)

Buying plants for the office with the proceeds from selling old toners for recycling Iberia

Introducing a no-print and a switch-off policy

Implementing a plastic bottle-tops recycling station

Include an email signature with an eco-friendly message for all employees

TURKEY Warehouse: no more printing picklists to save paper, toner, electricity

Change of fluorescent lights into led lights in the warehouse

Introduction of a battery recycling box and XS can recycling

Default double-sided and black/white printing

Switch off of all electricity, lights, air conditions, air curtain when not needed

Collecting plastic caps

Employee training on waste separation and recycling when introducing the new litter boxes for waste 
separation

UK Installation of hand drying machines instead of towels

Switching to digital in the finance system, no more print outs to save paper

UKRAINE Fix leaking taps and monitor situation

Saving electricity by switching off lights when nobody is in the room and activate safe mode on computers 
when not in use

Separate collection of batteries, bottle caps and plastic will be introduced

Installation of parking spaces for bicycles



From 2014 to 2020 we aim to cut 
energy use by 10%, starting in all our 
US facilities. After the change from 
traditional lightning to LED bulbs in 
the interior, we have now also replaced 
the exterior lighting at the Ada World 
Headquarters with LED lighting to 
reduce energy use and maintenance.
 
But also for the energy still used, we 
are looking for more environmental 
friendly alternatives. Starting in 
January 2017 50% of the electricity 
used at the Ada World Headquarters 
complex will power generated by wind 
turbines. This is an increase from 20%.  
We are also in the process of adding 
a significant solar panel array at the 
NUTRILITE Buena Park facility.  The 
goal is produce 20% of the electricity 
from on-site solar.

Is part of our policy for reducing 
carbon emissions. To reduce business 
travel which are not essential, 
we have implemented according 
employee travel guidance. To facilitate 
remote meetings where possible 
we use telephone conferences, 
videoconferences, webinars and 
other tools. In 2015 we expanded 
and modernized our systems to 
make remote meetings even more 
attractive.

Packaging is one of the biggest 
single factors in our ecological 
footprint and we know it can be more 
environmentally friendly and working 
to make this reality. The boxes we 
use to transport goods in Europe are 
made with up to 60 per cent recycled 
material – and the filling used in our 
main warehouse in Venlo is made out 
of corn starch.
Moreover, in the most business 
centres, we are replacing plastic bags 
with paper bags.

In order to save emissions by 
transport we produce more and more 
Amway Home Care products locally 
while keeping the same quality, 
performance and commitment to the 
environment.
Amway has worked to reduce also 
the impact of our warehouses 
and logistical operations on our 
environment. Replacing fluorescent 
lights by LED ones and stop printing 
picklists to save paper, toner and 
electricity are just two examples which 
we implemented already in Turkey, the 
Netherlands and now also in Poland.

Knowing how important water 
conservation is, we have committed 
to reduce water use across the global 
business by 10% between 2014 
and 2020. We have already started 
action in our facilities, e.g. in the 
new manufacturing plant in India 
which is at the moment applying for 
LEED certification.  It has a number 
of environmentally friendly features 
including: a zero discharge water 
system.  All water used in the plant 
is treated and either returned to the 
ground water or used to irrigate the 
landscape around the plant, there 
are solar panels for heating hot water 
and for generating electricity, and the 
lighting is LED. Also the NUTRILITE 
R&D building in Buena Park CA in the 
US is a LEED certified building with a 
green roof.

Amway believes that the proper use 
and management of the earth’s 
resources is the responsibility of 
industry and individuals alike. 
Recycling material and thus saving 
resources is one important factor on 
this. We have set a goal to have all of 
our North American manufacturing 
facilities landfill free by 2020.  We 
already have two plants that meet that 
goal with a recycle rate over 95%.

Amway in action

How can we 
make the 
world better 
green

Less and greener energy 
from alternative sources

Conserving 
water

Recycling

More meetings via remote 
= less carbon emissions

Sustainable 
packaging

Green 
logistics
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Amway is a globally acting company, aware of the 
impact local actions might have around the world 
due to the complex processes. However, in this 
report we focus on our activities in Europe and the 
markets where we operate. 

Building a sustainable 
business in Europe

The 2015 Corporate Responsiblity Report continues 
our commitment to GRI reporting by setting out our 
GRI Index with a range of economic, social and 
environmental performance indicators under GRI’s 
G3 guidelines.

GRI
reference

Description Type Report section/Information

Strategy 
and analysis

1.1 Statement from the 
Managing Director

Core Foreword from the Managing Director

Organization
profile

2.1 Name of the 
organization

Core Amway (parent company: Alticor Inc.)

2.2 Primary brands, 
products and/or 
services

Core Over 450 nutrition (NUTRILITE brand), beauty (Artistry brand) and 
household (Amway Home brand) products

Sales of Amway Products in 2015: Europe

2.3 Operational structure 
of the organization

Core By 31 December 2015, we had 16 offices, 6 warehouses and 
distribution centers, and 17 Experience Centers and Promotional 
Centers (incl. Business Centers and Plazas) in 20 different countries. 
Our main European logistics center remains in Venlo, in the 
Netherlands
The Access Business Group (ABG) belongs to the Alticor Group, 
Amway’s parent company. ABG is a team of vertically integrated 
business-to-business experts providing product development, 
sourcing, manufacturing, printing, packaging, and distribution

2.4 Location of 
organization’s 
headquarter

Core Global headquarters is located in Ada, Michigan, USA

European headquarter is located in Puchheim near Munich, Germany

2.5 Number of 
countries where the 
organization operates

Core 29 countries in Europe

Beauty
Nutrition
Personal care
Home care
Durables
Other

14%
33%
19%
22%
10%

1%
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2.6 Nature of ownership 
and legal form

Core Family business

Austria: Amway Gesellschaft m.b.H,
Bulgaria: Amway Romania Marketing S.R.L.
Belgium: Amway Belgium Co.
Croatia: Amway d.o.o.
Czech Republic: Amway Česká republika, s.r.o.
Denmark: Amway Danmark ApS
Estonia: Amway Polska Sp. z o.o.
Finland: Amway Suomi
France: Amway France S.A.R.L.
Germany: Amway GmbH
Greece: Amway Hellas
Hungary: Amway Hungaria Marketing Kft.
Ireland: Amway (U.K.) Limited
Italy: Amway Italia srl
Latvia: Amway Polska Sp. z o.o.
Lithuania: Amway Polska Sp. z o.o.
Netherlands: Amway Nederland Ltd.
Norway: Amway Norge
Poland: Amway Polska Sp. z o.o.
Portugal: Amway Iberia S.A.
Romania: Amway Romania Marketing S.R.L.
Slovakia: Amway Česká republika s.r.o.
Slovenia: Amway Slovenija L.L.C.
Spain: Amway Iberia S.A.
Sweden: Amway Sverige
Switzerland: Amway (Schweiz) GmbH
Turkey: Amway Türkiye Ltd.
UK: Amway (U.K.) Limited
Ukraine: Amway Ukraine Ltd.

2.7 Markets served by 
the organization

Core Amway operates in 29 countries in Europe

2.8 Scale of the reporting 
organization

Core N/R

2.9 Significant changes 
during the reporting 
period

Core New Managing Director for Europe and Africa announced in 2015: 
Leszek Krecielewski 
Opening of Milan Business Center

2.10 Awards received in 
the reporting period

Core CSR award by CSRmedia for Amway Romania and Junior • 
Achievement for the programmer “The Company” (business and 
entrepreneurship skills for students)
Certificate for 30 years of entrepreneurial engagement by the • 
Austrian Chamber of Commerce for Amway Austria
The Bokay children’s hospital gives the certificate of appreciation • 
for its support of the institution to Amway Hungary 
Recognition of Amway Italy for “best fundraising event” by AC • 
Milan
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Reporting 
parameters

3.1 Reporting period Core January 1st 2015 - December 31st 2015

3.2 Date of most recent 
previous report

Core “Because We Care” Amway Europe CR Report 2014

3.3 Reporting cycle Core Annually

3.4 Contact point for 
questions

Core You can contact the CSR Europe department at corporate.affairs.
europe@amway.com

3.5 Process for defining 
report content

Core Materiality and priorization of topics covered were based on previous 
reports together with discussions and consultation of a variety of 
stakeholders

3.6 Boundary of the 
report

Core Amway in Europe

3.7 Any specific 
limitations on the 
scope or boundary of 
the report

Core Where possible, the scope of this report covers all Amway operations 
that were active in Europe up to 31 December 2015.
Following GRI 3.1 guidelines, Level C

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

Core This report does not cover operations from ABG or suppliers

3.10 Explanation of the 
effect and reason of 
any re-statements of 
information provided 
in earlier reports

Core N/A

3.11 Significant changes 
from previous reports

Core Opening of Milan Business Center

Governance, 
Commitments and 
Engagement

4.1 Governance structure 
of the organization

Core

The Vice President for Corporate Affairs operates within the EET and is 
who the CR Manager for Europe reports to

4.2 Indicate whether the 
Chair of the highest 
governance body is 
also an Executive 
Officer

Core The Managing Director is Chair of the European Executive Team (EET).

Managing Director Europe

Director
Strategic 

Planning and PM 
Europe

Director
Marketing

Europe

VP Corporate 
Affairs 
Europe

Director 
Market 

Development

CFO 
Europe

CSR 
Europe

Director
Sales Support 

Europe

Director
European
Affiliates

Head 
of HR 

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

Core None - family business

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

Core Bi-annual employee opinion survey (latest one in 2014)• 
Annual corporate responsibility survey amongst employees and • 
distributors (latest consultation in 2015: 3,421 participants, 
almost 98% think that CR initiatives are (at least) important to 
the Amway brand, 88% are familiar with the CR issues, 77% of all 
respondents say Amway is supportive of its people professional 
and personal development
Holding thematic events (especially on entrepreneurship)• 

4.14 List of stakeholder 
groups engaged by 
the organization

Core Customers, Amway distributors, employees, European policy makers, 
civil society, trade associations

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

Core Sources used for this process included (amongst others): Global 
and European Corporate Responsibility Strategy of Amway, internal 
and published documents on the company’s objectives and policies, 
guidelines of the World Federation of Direct Selling Associations and 
the European Direct Selling Association, employee surveys, feedback, 
insights and surveys of distributors and customers, discussions 
with EU policy makers and NPOs, communications of the European 
Commission on CSR
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GRI
code

Description Units Report section/Figures

Economic

Annual turnover US dollars 9.5 billion global revenue

EC4 Significant financial assistance 
received from government

US dollars none

EC5 Range of ratios of standard entry 
level wages by gender compared to 
local minimum wage at significant 
locations of operation

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

EC7 Procedures of local hiring and 
proportion of senior management 
hired from the local community at 
locations of significant operation

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

Social

Employment and distributor numbers

Number of employees in Europe 
(31/12/2014)

Number 1,398

Number of employees in Europe 
(31/12/2015)

Number 1,356

Number of distributors in Europe Number > 250,000

Human rights

HR1 Percentage and total number of 
significant investment agreements 
and contracts that include clauses 
incorporating human rights concerns, 
or that have undergone human rights 
screening

Qualitative We comply a “Code of Conduct” as part of our 
standard terms and conditions with all our 
suppliers, regulating fair and ethical employment 
practices

HR4 Total number of incidents of 
discrimination and corrective actions 
taken

Number No cases

Labor practices and decent work

LA1 Total workforce by employment type, 
employment contract, and region, 
broken down by gender

Number Full time: 1,250 – part time: 106
Female: 899 – male: 457

LA2 Total number and rate of new 
employee hires and employee 
turnover by age group, gender, and 
region

Number New Hires Europe

All
Below 

30
Between 

30-50
Above 

50 F M

186 95 85 6 134 52

Leavers Europe

All
Below 

30
Between 

30-50
Above 

50 F M

196 63 106 27 114 82

LA3 Benefits provided to full-time 
employees that are not provided to 
temporary or part-time employees, by 
major operations

Qualitative The same benefits are provided to full-time and 
part-time employees

LA4 Percentage of employees covered by 
collective bargaining agreements

Number 8% (Austria, Italy, Spain)
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LA5 Minimum notice period(s) regarding 
significant operational changes, 
including whether it is specified in 
collective agreements

Qualitative Based on statutory law in all countries

LA7 Rates of injury, occupational 
diseases, lost days, and 
absenteeism, and total number of 
work-related fatalities by region

Number 3 accidents on way to/from work 
(Germany; 2 males, 1 female)

LA10 Average hours of training per year 
per employee by employee category

For employees:
Amway University (2,633 learning units: 1,893 • 
by females, 740 by males;  1,495 instructor-led 
class units, 932 web based training units) 
Amway College (410 participants)• 

For distributors:
Amway Academy 
(679,017 learning units: 295,350 e-learning, 
383,667 instructor led, 127 Academy certified 
distributors)

LA11 Programs for skills management 
and lifelong learning that support 
the continued employability of 
employees and assist them in 
managing career endings

Qualitative Amway Leadership Certification program (6 
participants: 2 females, 4 males) 

A selection of outplacement training opportunities 
is provided to all employees who experience career 
endings in the UK

LA12 Percentage of employees receiving 
regular performance and career 
development reviews

% 100

LA13 Composition of governance bodies 
and breakdown of employees per 
employee category according to 
gender, age group, minority group 
membership, and other indicators of 
diversity

Numbers Total employees

899 females 
457 males 

Below 30: 279 (196 females, 83 males)
30 – 50: 920 (619 females, 301 male)
Above 50: 157 (84 females, 73 male)

European headquarters in Puchheim:
194 females (10% managers)
103 males (12% managers)

Below 30: 29 (all female)
30 – 50: 208 (180 females, 28 male)
Above 50: 60 (46 females, 14 male)

11 employees with disabilities

32 nationalities

LA14 Ratio of basic salary and 
remuneration of women to men by 
employee category, by significant 
locations of operation

Qualitative Amway’s pay philosophy defines that we pay the 
same remuneration for women + men

LA15 Return to work and retention rates 
after parental leave, by gender

Number Leavers: 47 females, 1 male
Returners: 30 females, 1 male

Society

SO6 Total value of financial and in-kind 
contributions to political parties, 
politicians, and related institutions 
by country

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

Total donations as part of the Amway 
One by One Campaign

US dollars 532,125

Corporate US dollars 358,325

Distributors US dollars 172,350

Employees US dollars 1,450

Volunteering engagement hours 23,502

Number of One by One projects 231

Product responsibility

PR8 Total number of substantiated 
complaints regarding breaches 
of customer privacy and losses of 
customer data

Number None

Environment

Resource efficiency

Energy consumption in buildings MWh 6,468

EN3 Direct energy consumption (gas 
heating)

MWh 2,130

EN4 Indirect energy consumption 
(electricity)

MWh 4,338

Energy consumption from business 
road travel

litres 169,036

Air travel km 7,836,005

Recycled packaging Qualitative Further initiatives under the umbrella of the Think – 
Act – Save Campaign

Carbon emissions in Europe

Total CO2 emissions tonnes 4,578

EN16 CO2 emissions from buildings tonnes 2,799

EN17 CO2 emissions from business travel tonnes 1,779

EN18 Initiatives to reduce carbon 
emissions

Qualitative Think – Act – Save Campaign initiatives

Carbon emissions by electricity per employee in Europe

Total CO2 emissions per employee tonnes 3.75

CO2 emissions per employee from all 
buildings

tonnes 2.06

CO2 emissions per employee from 
business travel

tonnes 1.69

EN28 Monetary value of significant fines 
and total number of non-monetary 
sanctions for non-compliance with 
environmental laws and regulations

US dollars None





Contact
We welcome your views about our efforts to be a more sustainable company
You can contact us at: corporate.affairs.europe@amway.com

Credits
This report has been prepared by Amway Europe
Copyright © 2016 Amway

Amway is committed to sustainability. 
Please consider the environment before printing this report


