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2020 was a uniquely challenging year and I 
want to thank our people for their resilience 
and adaptability as we navigated our way 
through it. 

The worldwide health emergency caused by 
the COVID-19 pandemic shook the global 
economy. Various protective measures, 
including travel restrictions and mandatory 
lockdowns, impacted the travel and tourism 
sectors which resulted in a dip in demand 
for our products. As a result, we made the 
difficult decision to reduce our workforce in 
order to protect our business. For a people-
focused company like Samsonite, decisions 
like these are never easy, but it enabled us 
to navigate through the challenges brought 
on by the pandemic and we worked hard to 
support our teams through this.

The pandemic changed the way we do 
business too. Many of our people found 
themselves in new situations – trying to do 
their jobs from home or with onerous new 
safety measures in place. We acted quickly 
to give them the training they needed to 
adapt to these new circumstances. We also 
supported our manager population to make 
sure they were equipped to lead. 

our approach
Message from Marcie Whitlock,  
Senior Vice President of Global Human Resources

As markets around the world begin to 
emerge from lockdown, we are responsibly 
re-opening our stores, prioritizing the health 
and safety of our employees and their 
families, as well as our customers. Our teams 
have shown remarkable agility in adapting 
to the new ways of working and I want to 
thank them for their dedication, drive and 
perseverance during this very trying time. It 
is because of them, and their commitment 
to continuing to deliver despite everything 
happening in the wider world, that we have 
the strength to move forwards.

we acted quickly to give 
our people the training 

they needed to adapt to these 
new circumstances.

marcie whitlock
Senior Vice President of Global Human Resources
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our samsonite playbook

As the pandemic took hold, our first priority 
was to keep our teams and customers safe. 
In March 2020, we recognised a shared 
need for advice about how to respond to 
COVID-19. Our corporate human resources 
team worked with their HR partners around 
the world and, supported by our legal 
department, created a playbook to guide 
our teams. This was translated into multiple 
languages and shared around the world.

The guide includes specialized advice 
for offices, retail stores or distribution 
warehouses, ensuring all our people 
understand how to keep themselves, their 
colleagues and their customers safe.

Our corporate HR team developed ‘Train the 
Trainer’ materials to support the Playbook, 
empowering HR business partners in the 
different markets to deliver training sessions 
to the wider workforce, both at our sites and 
virtually.

managing risk

The global pandemic has led to the 
introduction of many new measures to keep our 
people and customers safe but managing risk 
is a normal part of our day-to-day processes.

We follow set procedures to make sure we 
comply with relevant occupational health and 
safety laws and regulations. We focus our 
efforts on potential hazards, like machinery 
and moving vehicles, at our manufacturing 
and distribution sites. We have proactively 
created policies and processes to minimize 
these hazards.

We have found that the best way to 
prevent accidents is through raising safety 
awareness, and all relevant employees 
receive basic safety training before they 
begin working with us. This includes learning 
about potential hazards and what to do in 
an emergency. Only specially trained and 
authorized employees are permitted to use 
machinery such as power tools, forklifts and 
vacuum compressors. Our employees are 
also taught what protective equipment they 
should wear, like earplugs, safety glasses 
and steel toed shoes, and we provide all 
necessary personal protective equipment.

Most of our employees work in our retail stores 
where there are fewer health and safety risks 
than in manufacturing and distribution. Here, 
we comply with all local laws, and provide 

Keeping our people safe

training relevant to the retail environment 
(such as learning about safe ways to lift heavy 
items, deal with shoplifters, and minimize 
slips, trips and falls). Despite our best efforts, 
workplace accidents still occasionally 
happen. When they do occur, we have clear, 
standardized processes to guide our people 
in how to manage the situation. Firstly, the 
person who is injured must receive first aid 
or medical attention as required. Secondly, 
the accident must be officially reported. 
This means that we can investigate how the 
accident occurred, and take action to prevent 
it from happening again.

In 2020, we were pleased that we 
experienced no known material instances of 
noncompliance with relevant occupational 
health and safety laws and regulations, and 
no related significant regulatory actions or 
material litigation.
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Samsonite is a people-focused business and 
our regional HR teams are committed to 
creating a supportive working environment 
for every member of our team, wherever in 
the world they are working.

We understand how important it is 
to provide meaningful development 
opportunities for our employees, and to 
reward and recognize good performance. 
We want to help all our people develop to 
the best of their ability, boosting productivity 
and job satisfaction. 

evolving our approach to 
performance management
In 2019, we began the roll out of a new 
web-based platform, Ask Athena, which 
automates and standardizes some of our 
HR functions, enhancing the employee 
experience.

By leveraging the digital capabilities of 
the platform, Ask Athena is also enabling 
us to establish a culture of continuous 
conversation between managers and their 
teams. Through Ask Athena Performance 
Management, our people touch base with 
their line manager at regular intervals, 
creating an opportunity to review and 
discuss progress against their goals, as well 
as overall performance and development. 

developing our people

we will ensure that all employees 
will have access to professional 
development opportunities by 2025.

ouR 2030 Goal The platform also includes an integrated 
feedback system so colleagues can provide 
constructive comments to support each other’s 
development, as well as show each other 
appreciation. 

our evolved approach to 
performance management is 
helping to build highly engaged 
teams that feel valued
Our evolved approach to performance 
management is helping to build highly 
engaged teams that feel valued, motivated, 
and acknowledged for their contributions 
and positive performance outcomes. This 
all contributes to our goal of building an 
organization that is agile and keeps pace 
with the changing business environment and 
workforce needs.

We have now introduced Ask Athena to our 
teams in North America, Europe and Latin 
America. We had intended to go live in other 
regions in 2020 and 2021 but our plans have 
been delayed by the pandemic.

Me            My Client Groups     Benefits

Personal Details

Document Records

Identification info

Contact Info

Emergency Contacts

Change photo
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“As lockdowns were imposed and many 
of our people began working from home, 
we recognised a need for tailored support 
to ensure that they could continue to work 
effectively, and remain engaged. We did 
three things: 

1

“We worked in partnership with our IT team 
to develop training materials and guides to 
help everyone adapt to working on Microsoft 
Teams, and keep everyone connected. We 
ran a series of online classes – all of which 
were full – and received really positive 
feedback. 

2

“We also provided training on time 
management because, for many people, 
the pandemic had introduced urgent new 
challenges, forcing them to reprioritize and 
push through paralysis at a point in time 
when everything felt incredibly uncertain. 

3

“The third thing we did in North America 
was to find ways to reconnect our people 
with the business through a series of 
virtual events. For instance, we invited our 
Sustainability Director to deliver a webinar 
reminding people of our goal to be the most 
sustainable travel luggage company in the 
world. While we may have all been siloed 
in our sweats, these sessions reminded 
us all that we are working together to do 
something important!” 

developing our managers

In times of change, we want our leaders to 
be beacons of strength: resilient, forward-
thinking and able to put others at ease.

The pandemic meant that our managers 
had to help their teams to navigate rapid 
change, and their softer skills – empathy, 
engagement, communication – were more 
important than ever. In North America, we 
developed Progressive Leadership training 
to help our manager community to develop 
their communication skills and style to 
enable them to ‘lead through change’. 

manaGinG tHe sKills Gap

when our people began 
working from home, we 

recognised a need for tailored 
support to ensure that they 
could continue to work 
effectively.

laura stone
Head of Employee Experience, 
North America
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employee engagement
KeepinG in toucH 
With many of us working from home, 
there were fewer opportunities to have 
fun together in 2020 so our teams 
came up with creative ways to stay 
in touch and bring some laughter to 
their workday. In the US, for instance, 
we held a Halloween competition, 
awarding prizes for the best costume 
or carved pumpkin. Children and pets 
were enlisted and the winning entries 
were shared across the business to 
bring a little light relief!

 

“samBits”
In December 2020, we introduced 
a new communications tool called 
“Sambits”: a series of bi-weekly 
emails with tips and tricks on a 
variety of topics. These brief emails 
are designed to be read quickly 
and digested easily, helping our 
management population to be 
as effective as possible. As the 
pandemic has affected how we 
work and we are spending less time 
together in an office, the first few 
Sambits offered advice on holding 
effective meetings, whether one-to-
ones or with wider teams.

Happy Halloween!

From,

40



Samsonite Environmental, Social and Governance Report 2020

OVERVIEW  INNOVATIVE 
PRODUCTS

CARBON 
ACTION

THRIVING 
SUPPLY CHAIN

PEOPLE 
FOCUSED PHILANTHROPY APPENDIX

souRcinG masKs FoR 
ouR people  
and communities 
We are sourcing face masks for our people 
to help protect them from COVID-19. To 
date, we have shipped over one million 
masks from our suppliers in Asia to our 
people in Asia, Europe, and North and Latin 
America.

We have also worked to source masks for our 
business partners. In Italy, for example, we 
shipped masks to all our wholesale dealers 
to support their people and businesses. In 
Korea, we have supplied 50,000 masks to 
one of our local business partners.

In addition, we are sourcing masks for our 
local communities. In the US, for instance, 
we donated leftover elastic from our Sample 
Shop to help make over 100 masks for 
frontline workers. During the initial stages of 
the pandemic, when mask shortages were 
wide spread, Gregory helped quickly source 
over 2,000 masks from its overseas vendor 
partners to help supply local hospitals and 
health clinics in need. In Italy, we donated 
€3,000 to the Red Cross to allow them to buy 
masks for those who needed them.

supporting health 
and wellbeing

we partnered with our 
medical insurer to arrange 
two health themed virtual 
events for our Hong Kong 
office.

Supporting the health and wellbeing of our 
employees has been an absolute priority 
during the global pandemic.

In Asia, for example, we partnered with 
our medical insurer to arrange two health-
themed virtual events for our Hong Kong 
office, and our medical insurance plan 
covers our employees to receive routine 
vaccinations. To support wellbeing, we also 
organized yoga classes after lockdowns 
ended and these were very well received.

In Europe, our Belgium operations make 
a company doctor available for our 
employees, who can book an appointment 
regarding any physical or mental health 
concern related to their work. We also 
provide annual flu vaccinations, although 
the government limited this somewhat in 
2020 due to the need to prioritize elderly 
people.

In North America, we shared self-help 
information from insurance carriers with 
our employees. This included tips relating 
to managing finances, weight loss and 
mental health. We developed a Health and 
Wellness program focused on helping our 
people to de-stress, which generated a large 
audience and received great feedback. We 
also invested time into strengthening our 
Health and Safety training resources, and 
invited a yoga teacher to offer insights for 
our team into how to take care of themselves 
during the pandemic.
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Our Golden Rule, ‘Do unto others as you 
would have them do unto you’, is the 
cornerstone of our approach to diversity 
and inclusion (D&I). We strongly believe 
that differences should be embraced and 
respected and aspire for all our people to 
feel able to be their authentic self at work. 
In this way, both Samsonite as a company, 
and each of us as individuals, can achieve 
great success. This is our vision for our D&I 
strategy.

achieving gender balance

Although more than half (54%) of our 
global workforce is female, this is not yet 
reflected in the composition of our manager 
population. In 2020, we set ourselves a 
target to achieve gender balance in key 
roles across our company by 2030. Last year, 
we began working with external advisors to 
build a global strategy to help us achieve 
this aim.

diversity and inclusion

we will build our understanding 
and ability to achieve gender 
balance in key roles by 2030.

ouR 2030 Goal

HR policY
Our HR policies and procedures 
are designed and implemented in 
keeping with applicable laws and 
requirements. Each regional (or in 
some cases, local) management team 
maintains its HR policies covering 
areas such as compensation and 
dismissal, recruitment and promotion, 
working hours, rest periods, 
equal opportunity, diversity, anti-
discrimination, and other benefits and 
welfare. 
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women in leadeRsHip FloRence YounG,  
cHieF Financial oFFiceR, asia paciFic
I had originally planned to go into marketing 
but one of my university lecturers took me 
aside and told me he thought I’d make a 
great accountant. I wasn’t sure: I thought 
accountancy sounded a bit dull! But, with 
his encouragement, I paid a bit more 
attention in these classes and soon realized 
that accounting is so much more than 
bookkeeping. It’s about collecting all the 
information and seeing how a business 
really works. If you understand a company’s 
financial statement, you can see exactly how 
a company is doing. It’s all about mindset: 
a good accountant is an interpreter, not a 
number-cruncher.

When I joined in 2005, it was just me and my 
boss in the finance team and we took on the 
task of Asia’s consolidation from Belgium to 
Hong Kong.

In 2009, Kyle Gendreau (who was then 
Group CFO) and the former President Asia 
Pacific approached me about the role 
of Asia Head of Finance. Samsonite was 
recovering from the effects of the global 
financial crisis and there was a huge 
amount of restructuring in the pipeline so 
I knew this was going to be a tough role. 
I also knew it would be hard to balance 
the job with my personal commitments: I 
have twin daughters, and, at this time, they 
were just five-years-old and really needed 
their mum! I wasn’t sure I would be able 
to manage, but management showed me 
that they really understood that the girls 

were my priority and would support me if I 
needed to be with them. I think women with 
children are sometimes viewed as having an 
inconvenient burden that might interfere with 
their work – but that’s not the case here at 
Samsonite. This is a company that respects 
the importance of family.

It would have been so easy to hire a 
regional CFO in Hong Kong, but they were 
keen to promote from within and had faith in 
me. They got me a career coach and gave 
me time to settle into the role. I felt hugely 
supported.

12 years later, I’m still here! With the 
Company’s IPO on the Hong Kong Stock 
Exchange in 2011 and the acquisitions 
we have completed, the work has been 
incredibly exciting and varied and there 
has always been something new to learn. 
As regional CFO, I am accountable for 
overseeing all finance related matters 
for Asia including accounting, audit, tax, 
internal control and business process 
improvement, as well as a business 
partnership with President Asia Pacific. In 
addition to the regional finance heads, I 
have 11 colleagues on the regional finance 
team.

I’ve experienced first-hand that Samsonite is 
an equal opportunities company. People are 
not promoted because of their gender: they 
get on because they have the right attitude, 
experience and capabilities.

it would have been so easy 
to hire a regional cFo  

in Hong Kong, but they were 
keen to promote from within 
and had faith in me. they got 
me a career coach, and gave 
me time to settle into the role.  
i felt hugely supported.

Florence Young
Chief Financial Officer, Asia Pacific
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To help develop women in leadership, 
we are in the process of establishing 
a women´s network for Samsonite in 
Latin America – the first such network 
in our global business. Our vision is to 
have a network of female executives to 
promote and develop our women in the 
workplace. 

The network will offer mutual support 
among peers, and will be a safe 
space to share relevant experiences 
in the workplace, as well as personal 
challenges. It will help to develop 
an informal mentoring and coaching 
network, where women can discuss 
topics such as career progression, how to 
develop positive influence and deal with 
the pressures of modern life. We expect 
the network will help us to improve talent 
flow and succession.

We have a team meeting monthly to bring 
our vision to reality, led by the Samsonite 
Brand Manager. We have developed our 
mission statement and logo and aim to 
launch the network before Spring 2021. 
Our first initiative will focus on training 
our people to recognize unconscious bias. 

Through one of our brands, Secret, we 
have also been working with a local 
foundation, Mujer Impacta, which aims 
to drive cultural and social change by 
empowering women.

PEGGY POH
HR & Admin Manager
SINGAPORE

≥

It is an exciting time to be 

in Samsonite, especially 

with the recent focus on 

Women First! We are see-

ing a growing assortment 

of ladies handbags from 

Lipault Paris, Hartmann 

and even Samsonite, which 

I personally like. I often 

find myself recommending 

our ladies handbags to my 

girlfriends!

We may be 
a multinational company, 

but we strive to retain 
a family atmosphere, 
empowering people 
while also nurturing 

their talents.

153152

deVelopinG a women’s  
netwoRK in latam

tHe women's netwoRK 
will oFFeR mutual 
suppoRt amonG peeRs
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In July 2020, Gregory announced its long-
awaited size inclusive backpack collection, 
available in US stores from Spring 2021. Until 
now, outdoor enthusiasts with a larger body 
shape were under serviced, but this new 
range of bags offers unparalleled comfort 
thanks to the increased harness length, wider 
harness angle, and increased hipbelt pad. 
They are also designed to make it easier to  
access the pockets and adjustment straps.

Gregory is the first pack company in the 
industry to launch a comprehensive size 
inclusive pack collection. It includes more 
than 15 products across the day hiking, 
hydration, multi-day backpacking and 
lifestyle categories that address sizing gaps 
and provide pack solutions currently not 
available. 

The Gregory design team worked hand-in-
hand with Jenny Bruso and her organization, 
Unlikely Hikers, to listen to and understand 
the fit and comfort needs of plus-size hikers. 
“People of diverse body sizes and shapes 
have had to ‘make it work’ with gear that 
wasn’t made for us for too long now” said 
Bruso. “A backpack made with my unique 
needs in mind tells me that I am seen 
as an adventurer and that’s the kind of 
empowerment I want to take to the trail.” 

siZe inclusiVe pRoduct lines Help GRow 
paRticipation in outdooR actiVities

the Gregory design team worked hand-in-hand with Jenny 
Bruso and her organization, unlikely Hikers, to listen to and 
understand the comfort needs of plus-size hikers. 

The launch of a size inclusive product offering 
is the newest pillar in Gregory’s ‘Gateways’ 
program — a long-time brand initiative 
that promotes inclusivity through non-profit 
partnerships and strategic product engineering 
to ensure everyone has the opportunity to 
experience the great outdoors. 
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Our employment and labor practices govern 
a global workforce of corporate, sales office, 
distribution center, manufacturing, and 
retail staff – including store management 
and full- and part-time sales associates. 
Our corporate policy is to attract and retain 
the best talent across all regions, provide 
meaningful development opportunities, 
reward and recognize performance, and 
ensure a safe working environment, while 
promoting and supporting employee health 
and well-being. Employment and labor 
practices cover employment, development 
and training, labor standards, and 
occupational safety and health.

In 2020, there were no known material 
instances of non-compliance with relevant 
employment and labor practice laws and 
regulations regarding compensation and 
dismissal, recruitment and promotion, 
working hours, rest periods, equal 
opportunity, diversity, antidiscrimination, 
and other benefits and welfare in any of the 
countries where we employ people.

employment & labor practices

in 2020, there were no 
known material instances 
of non-compliance with 
relevant employment and 
labor practice laws 

RepoRtinG 
conceRns
We provide the opportunity for 
everyone who works for us to report 
suspected breaches of the Employee 
Code of Conduct, via an anonymous 
confidential hotline and website 
reporting service. Members of our 
management team in the finance, 
legal, human resources and internal 
audit departments review any 
information that is submitted via the 
hotline. The hotline is available toll-
free and is publicized to employees 
electronically, in our Code of Conduct, 
and through posters and in worker 
handbooks throughout our operations. 
Employees may use this hotline, 
anonymously if desired, if they have any 
workplace concern that they wish to 
report. Employees using the hotline are 
protected against retaliation. Reports 
are investigated and appropriate 
remedial actions taken as needed.
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As a global organization, with many well-known 
and well-loved brands, we are uniquely placed 
to raise awareness of important causes and to 
give back. Each of the companies and brands 
that make up the Samsonite family choose 
different ways to support their local community 
and, between us, we support many non-profit 
organizations. Whether through cause-related 
marketing on specific products, or through 
special events in our stores, the funds we raise 
allow these organizations to continue their 
important work and reach more people.

While Samsonite’s different brands may 
approach things differently, we are united 
on our areas of focus and our Philanthropy 
Strategy has three goals. The first is to protect 
Earth’s beautiful places through activities like 
tree planting or trash collecting. The second 
is to promote wellbeing by supporting causes 
that seek to ease physical and metal suffering. 

The third goal is empowering vulnerable 
communities. At TUMI, we support Waves for 
Water which is non-profit organization that 
provides access to clean water to those in need 
using water filtration systems, borehole wells 
and rainwater harvesting systems (see page 
53). We also raise money for All Hands and 
Hearts, a charity which helps to rebuild schools 
in communities that have faced devastation – we 

our approach
Message from Christy Caracciolo, 
Senior Director of Human Resources, TUMI

our philanthropic work 
is of huge importance to 

our people and we get really 
passionate about the causes 
we support.

— christy caracciolo
 Senior Director of Human Resources, TUMI

have raised over US$1.7 million since 2016.

Our philanthropic work is of huge 
importance to our people and we get really 
passionate about the causes we support. 
Every year, TUMI North America raises 
money for St. Jude Children’s Research 
Hospital® through events in our stores. 
Our retail teams get to know the stories of 
individual children and sometimes decide 
to raise funds for something specific like 
a ‘no more chemo’ party for a child ready 
to be discharged from treatment. The top 
five fundraisers then get to come to our 
annual ‘TUMI Takes You Home’ event at 
the hospital, to meet the children that our 
donations are helping, and to give them 
an exclusive bag. It’s a really special and 
inspiring partnership.

2020 was a difficult year for everyone and, 
while local lockdowns meant fundraising 
campaigns weren’t as big as in a normal 
year, we continue to look for additional  
ways to support our charity partners.

I feel grateful to be part of a company that 
supports all these important causes and 
am extremely proud of what we collectively 
do to give back to our community. 
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protecting earth’s beautiful places
Our business relies on the availability of the 
Earth’s natural resources, so it is important 
that we do what we can to protect the 
environment. We source raw materials 
carefully, work with different NGOs around 
the world to find ways to compensate for 
our carbon footprint, and participate in 
reforestation projects. 

Reforestation enhances quality of life for 
local communities, provides valuable 
habitats for wildlife, and is one of the most 
important parts of our strategy. Since 2017, 
we estimate that we have planted around 
760,000 trees around the world, which are 
collectively capable of drawing thousands 
of tonnes of carbon out of the atmosphere 
as they grow.

In Latin America, we have been working with 
Fundación Reforestemos since 2018. As well 
as planting trees, they have supported us in 
hosting education days for our people and 
enabling corporate volunteering. This has 
included taking three teams of employees 
from our Chile business to plant native 
trees in the Cerro Castillo national park in 
Patagonia. Although the pandemic meant 
that our 2020 trip had to be postponed, 
Fundación Reforestemos continued to 
support us throughout 2020 to create a 
culture that respects the environment. 

tuRninG 
BlacK FRidaY 
GReen!

Gregory is a member of 
The European Outdoor 
Conservation Association 
which raises money to 
protect wild areas. In 
November 2020, we 
decided to turn our Black 
Friday event green by 
donating 20% of all sales 
made in Europe that week 
to the Association.

plantinG  
500,000 tRees in 
nasHiK, india

During 2020, we planted a further 
25,000 trees in the land surrounding our 
manufacturing plant in Nashik, India. Some 
were planted on land owned by Samsonite, 
and some in the surrounding community. 
Since 2011, we have planted over half a 
million trees here. We procure saplings and 
raise seedlings in our in-house nursery on 
our campus. Once they are at least two feet 
tall, we either plant them on our own land 
or distribute them to our employees, local 
villagers and our vendor partners, who plant 
them in the local area. These trees absorb 
carbon as they grow and, by 2030, we 
estimate the maximum carbon sequestration 
from these trees will be over 9,000 metric 
tonnes.

specK: 
cleaninG up 
caliFoRnia’s 
coasts
Volunteers from our Speck 
team join thousands of 
volunteers to collect trash 
from California’s beaches 
and natural spaces on 
Coastal Cleanup Day every 
September. The event is 
part of the International 
Coastal Cleanup, organized 
by the Ocean Conservancy. 
To encourage greater 
participation in 2020, staff 
members who took part were 
entered into a prize draw.   

 
[Caption] Speck’s Mechanical Design Engineer, Harlan Dannenberg, collected several bags of trash 
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We support a variety of non-profits that 
help people at risk or suffering from physical 
and mental health issues. Our involvement 
includes fundraising in our retail stores and 
online, as well as deeper partnerships with 
particular organizations. 

TUMI, for example, has partnered with St. 
Jude Children’s Research Hospital® since 
2010, helping to make a difference to 
children battling cancer and other serious 
illnesses. So far, we have raised over US$6 
million for the hospital. We have done this 
through a variety of events, campaigns 
and sponsorships, including giving patient 
families custom luggage pieces, raising 
money in our stores and online through our 
St. Jude Thanks and Giving® campaign, and 
donating 100% of the purchase price from a 
range of custom luggage tags, accent kits 
and cosmetic pouches.

As well as our corporate activity, our 
individual employees make a big 
contribution too. Two great examples are 
Viviane Nuyttens, HR Director in Europe, and 
Christoph Bonte, General Manager Benelux, 
who both volunteer at Covid-19 vaccination 
sites, helping to promote wellbeing in their 
local communities.

promoting 
wellbeing 

incReasinG BReast 
canceR awaReness
Every October, we mark Breast 
Cancer Awareness Month with a Pink 
Day in our stores in North America. 

suppoRtinG 
susan G. Komen
Samsonite North America 
supports Susan G. Komen, the 
world’s largest non-profit source 
of funding for the fight against 
breast cancer. We donate US$50,000 each 
year to support their work to tackle the 
disease through research, community health, 
global outreach and public policy. 
We carry a range of Susan G. Komen pink 
luggage lined inside with the organization’s 
logo and, every October, we mark Breast 
Cancer Awareness Month in our North 
American stores with ‘pink’ events. Our retails 
teams dress up and our window signage, 
merchandising and marketing help to raise 
awareness of the organization’s important 
work. 

HelpinG people  
in cRisis
Since 2017, Speck has been helping to build 
awareness of Crisis Text Line, a free, 24/7 
service enabling people in times of difficulty 
to connect with trained counsellors via text.

As Speck produces smartphone cases and 
covers, we understand that our phones 
can be a lifeline in times of crisis. Our goal 
is to have a sticker placed in every public 
bathroom in the US with Crisis Text Line’s 
contact details. In 2020, we included a 
cling sticker with every Speck web order 
and, in addition, sent more than 250,000 
cling stickers and posters to individuals, 
schools, youth organizations, doctors, social 
workers, law enforcement and others. We 
encourage people to “Take one. Stick one. 
Help someone” by placing the cling sticker in 
a public bathroom. 

We also seek to raise awareness of Crisis 
Text Line by putting their logo and website 
address on our homepage, packaging and 
social media posts. In 2020, our website 
was visited by five million people and we 
produced 12 million pieces of packaging.

We encourage Speck employees to sign up 
as Crisis Text Line Crisis Counselors and know 
that at least half a dozen people have chosen 
to do so. Mental health support is in greater 
demand because of COVID-19 and, in 2021, 
we plan to launch The Sticker Project in the 
UK with Crisis Text Line and mental health text 
support service Shout.
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COVID-19 has put a strain on health services 
around the world, and frontline workers 
have demonstrated incredible commitment 
as they worked long hours, risking their own 
health to care for the sick and dying. 

We wanted to find a way to support these 
health workers. 

We learned that many doctors and nurses 
were having to live away from home to 
keep their families safe and, when at work, 
were too busy to go back to their lockers to 
retrieve essential items so wanted to carry 
things on them at all times. We responded 
by arranging for donations of over 1,500 
carry-on bags and waist bags or pouches to 
be sent to hospitals in the US and Canada.

In Russia, as the first wave eased up, 
we donated 300 backpacks to a large 
hospital in Moscow to encourage medical 
professionals to take a break and get out 
into nature.

donatinG ouR pRoducts to HealtH woRKeRs

400 
eco-nu spinneRs  
donated to umass medical 
centeR ‘caRinG FoR tHe 
caReGiVeRs’ pRoGRam

200 
eco-nu undeRseateRs 
GiVen to Hospital 
woRKeRs in Boston wHo 
staYed awaY FRom Home 
to caRe FoR coVid-19 
patients

300 
ameRican 
touRisteR 
BacKpacKs  
GiVen to a 
Hospital in 
moscow

our samsonite north america 
team donated 200 Go clear 
backpacks to a local police 
department. these were used 
to create sanitation kits that 
were given to frontline workers, 
veterans, and the homeless.

300 
Go cleaR BacKpacKs  
100 GiVen to FRontline  
woRKeRs in BRooKlYn 

400 
tumi waist 
BaGs, slinGs, 
cRossBodies 
and poucHes 
GiVen to 
Hospitals in 
new YoRK citY

200 
samsonite totea-
ton duFFel BaGs weRe 
donated to Hospitals 
in canada

150 
tumi Basel tRianGle poucHes 
pRoVided FoR Hospital 
woRKeRs in paRis

plus 200 pRoVided 
to tHe police 
depaRtment in Hampden, 
massacHusetts to maKe 
FRontline woRKeR caRe 
pacKaGes
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empowering vulnerable communities

comFoRtinG  
Rape suRViVoRs
In 2020, our team in South Africa 
donated 30 Samsonite Karissa 
Handbags to The Jes Foord 
Foundation which puts together 
comfort bags for rape survivors.

HelpinG tHe Homeless 
High Sierra partners with the CITYPAK project to 
provide homeless people with a secure, convenient 
and versatile backpack specially designed to meet 
their needs. In 2020, we donated an 
additional 11,300 bags in 152 North 
American cities, taking the total since 
2012 to almost 80,000 bags.

suppoRtinG Families witH 
sicK cHildRen
The Samsonite team in Hong Kong 
donated more than 2,000 backpacks to 
different groups that support low-income 
families or children affected by cancer.

In the US, we donated a variety of 
Gregory backpacks to support different 
groups that work with vulnerable people 
including Wasatch Adaptive 
Sports which helps people 
with physical disabilities to get 
outdoors and stay active.

our teams around the world raise and donate money for a variety of good causes, as well as giving 
their time as volunteers. at the company level, we have formed relationships with a number of non-
profit organizations which pass our products on to vulnerable people who need them:

HelpinG VulneRaBle  
people Get actiVe
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Since 2016, TUMI has supported Waves 
for Water, a non-profit organization that 
provides access to clean water to people 
who need it. Each year, we hold a World 
Water Day fundraising event in March and 
donate a portion of our revenue to the 
charity. 

In 2019, TUMI Europe helped raise the profile 
of the charity’s work by taking a group of 
carefully chosen social media influencers to 
South Africa, where they helped to install 100 
water filters in a community where a third of 
inhabitants had no access to clean water. 
Later in the year, we continued the mission 
in Nepal, taking another 100 filters to help 
communities living in water-stressed areas in 
the mountains.

In December 2020, we partnered with 
eleven world-renowned street artists to 
raise awareness of the charity’s work 
and encourage donations. The artists, 
led by American graffiti pioneer JonOne, 
transformed the brand’s iconic 19 Degree 
Aluminum silhouette into unique art pieces. 
In total, they created 26 collectors’ items 
which guests competed to win at a special 
event. The funds raised enabled the charity 
to give 116 filters to help communities in 
the Philippines which were affected by the 
devastating typhoons.

To date, TUMI, globally, has raised more 
than US$1.8 million which has enabled 
Waves for Water to implement 16,500 
filtration systems, 417 rain catchment 
systems, and 12 wells – improving the lives of 
500,000+ people around the world.

tumi euRope: suppoRtinG waVes FoR wateR

tumi paRtneRed witH 
ameRican GRaFFiti pioneeR 
Jonone and woRld-
ReKnowned stReet aRtists 
to Raise awaReness oF 
tHe cHaRitY’s woRK and 
encouRaGe donations.

in 2020, tumi Became a memBeR oF 
tHe 1% FoR tHe planet FamilY, a 
GRowinG GloBal moVement. we 
now donate 1% oF tHe ReVenue 
FRom ouR RecYcled capsule 
collection acRoss euRope to 
waVes FoR wateR.
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appendix
about this Report

This report covers the activities and results 
for the Company’s fiscal year ended 
December 31, 2020. This report will be 
prepared and published on an annual basis.

This report is prepared in compliance with 
the “comply or explain” provisions set out 
in the ESG Reporting Guide in Appendix 27 
to the Main Board Listing Rules, the Rules 
Governing the Listing of Securities on SEHK.

Unless otherwise specified, the report 
includes all the consolidated subsidiaries 
under the Company’s direct control as 
reflected in its Consolidated Financial 
Statements for the Company-owned 
or -operated offices, retail stores, and 
distribution/manufacturing facilities. Unless 
specified, third-party owned and operated 
companies, and product categories 
managed by licensees, are beyond the 
scope of this report.

The methods used to gather, report and 
verify information in this report are based 
on the Company’s own processes as well 
as internationally recognized reporting 
standards.

The content for this report was developed on 
the basis of its relevance to the Company’s 
business objectives, its regionalized 
organizational structure, and expectations of 
key stakeholders.

environmental data measurement, 
methodology and Boundaries

The Company applies an operational 
control approach to defining organizational 
boundaries. The Company has focused on 
the material sources of emissions including 
the owned and operated manufacturing 
facilities in Oudenaarde (Belgium), 
Szekszárd (Hungary), Nashik (India) and 
Cuautitlán Izcalli (Mexico); and a global 
network of distribution centers; offices; and 
retail stores (the “Reporting footprint”). The 
Company uses the principles and guidance 
of the World Resources Institute (WRI)’s GHG 
Protocol to calculate and report direct and 
indirect GHG emissions.

Carbon dioxide (CO2) emissions and CO2e 
are determined on the basis of measured or 
estimated energy and fuel usage, multiplied 
by relevant GHG emission factors, and 
global warming potentials. The Company 
uses the most current eGrid conversion 
factors, where available. Alternatively, 
factors from the International Energy Agency 
(IEA)’s publication: CO2 Emissions from Fuel 
Combustion (2019 Edition) are applied.

The Company’s Scope 1 emissions (arising 
from the fuel combusted in its owned 
and controlled operations) are a result of 
the combustion of natural gas, propane, 
gasoline, and diesel, as well as the leakage 
of hydro-fluorocarbon refrigerant gases 

from its HVAC (heating, ventilation, and air 
conditioning) equipment. The Company’s 
Scope 2 emissions – arising from the 
consumption of purchased electricity – are 
from its use of purchased electricity in those 
same facilities. Energy data from these fuel 
sources is converted into CO2e  for reporting 
purposes.

Questions, comments, or feedback regarding 
this report or any of the Company’s ESG 
programs should be sent by email to: 
sustainability@samsonite.com.
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environmental Kpis
Kpi scope of Reporting 2020

aspect a1: emissions

a1.1

Air emissions from 
fuel consumption 
(NOx and SOx).

Total reporting 
footprint (all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

3,025 kg

2,996 kg NOx (1,073 kg 
from diesel; 1,598 kg from 
natural gas; 56 kg from 
propane; 268 kg from 
gasoline)

29 kg SOx (9 kg from 
diesel; 10 kg from 
natural gas; 0.4 kg from 
propane; 9 kg from 
gasoline)

Methods and Assumptions: We used the relevant countries’ average fuel 
economy for applicable vehicles to calculate air emissions from vehicle fuel 
consumption. We applied the average fuel economy to the volume of fuel 
consumed, and then applied relevant NOx and SOx emission factors to arrive 
at total air emissions from vehicle fuel. Relevant NOx and SOx emission 
factors were applied directly to heating and generator fuel consumed to 
arrive at total air emissions from heating and generator fuel.

Kpi scope of Reporting 2020

a1.2

GHG emissions in 
total (in tonnes) and, 
where appropriate, 
intensity (e.g. per unit 
of production volume, 
per facility).

Total emissions and 
square footage of 
reporting footprint 
(all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

17,352 tonnes (Intensity: 
0.0024 tonnes/sq ft)

Scope 1: 2,755 tonnes

Scope 2 (market-based): 
14,598 tonnes

Scope 2 (location-
based): 14,195 tonnes

Methods and Assumptions: GHG emissions were calculated in a manner 
consistent with the WRI GHG Protocol. For vehicle fuel and generator fuel, 
we used the relevant countries’ emission factors from the International 
Energy Agency (IEA)’s publication: CO2 Emissions from Fuel Combustion 
(2019 Edition) . For natural gas and refrigerants, we used data provided by 
WRI. For US and Canadian facilities’ location-based emissions, we used the 
US EPA’s Portfolio Manager’s emissions calculator. This calculator is based 
on the WRI GHG Protocol and allows us to calculate emissions associated 
with the mix of fuels specific to each facility’s electricity supply. For all other 
countries, we used the relevant country-level location-based emission 
factors from the International Energy Agency (IEA)’s publication: CO2 
Emissions from Fuel Combustion (2019 Edition) . For market-based emissions, 
we used country-level market-based emission factors, when available, from 
Green-e and the Association of Issuing Bodies.
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Kpi scope of Reporting 2020

a1.3

Total hazardous 
waste produced (in 
tonnes) and, where 
appropriate, intensity 
(e.g. per unit of 
production volume, 
per facility).

Total hazardous waste 
and square footage of 
owned and operated 
manufacturing facilities 
in Oudenaarde 
(Belgium), Szekszárd 
(Hungary), Nashik 
(India), and Cuautitlán 
Izcalli (Mexico)

15.7 tonnes

Intensity: 0.01 kg/sq ft

a1.4

Total non-hazardous 
waste produced (in 
tonnes) and, where 
appropriate, intensity 
(e.g. per unit of 
production volume, 
per facility).

Total non-hazardous 
waste and square 
footage of owned 
and operated 
manufacturing facilities 
in Oudenaarde 
(Belgium), Szekszárd 
(Hungary), Nashik 
(India), and Cuautitlán 
Izcalli (Mexico)

476 tonnes

Intensity: 0.32 kg/sq ft

a1.5

Description of 
measures to mitigate 
emissions and results 
achieved.

Total reporting 
footprint (all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

Refer to report for further 
information

Kpi scope of Reporting 2020

a1.6

Description of how 
hazardous and non-
hazardous wastes are 
handled, reduction 
initiatives and results 
achieved.

Owned and operated 
manufacturing facilities 
in Oudenaarde 
(Belgium), Szekszárd 
(Hungary), Nashik 
(India), and Cuautitlán 
Izcalli (Mexico)

Refer to report for further 
information

aspect a2: use of Resources

a2.1

Direct and/or 
indirect energy 
consumption by type 
(e.g. electricity, gas 
or oil) in total and 
intensity (e.g. per unit 
of production volume, 
per facility).

Total energy 
consumption and 
square footage of 
reporting footprint 
(all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

37,435,518 kWh from 
electricity (Intensity: 5.1 
kWh/sq ft)

10,534,987 kWh from 
natural gas (Intensity: 1.4 
kWh/sq ft)

8,682,050 kBtu from 
vehicle fuel (Intensity: 1.2 
kBtu/sq ft)

441,681 kBtu from 
generator fuel (Intensity: 
0.06 kBtu/sq ft)

19 kg from refrigerants 
(Intensity: 0.000003 kg/
sq ft)

Methods and Assumptions: Energy consumption was calculated using 
data obtained from utility invoices. Energy data were available from all 
manufacturing facilities, most distribution centers, some offices, and a 
statistically valid sample of retail stores. Where needed, we estimated 
energy use by analyzing actual data for similar facilities, comparing these 
data to reference data, and then developing an estimation approach 
specific to each type of facility based on square footage.
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Kpi scope of Reporting 2020

a2.2

Water consumption 
in total and intensity 
(e.g. per unit of 
production volume, 
per facility).

Total water 
consumption and 
square footage of 
owned and operated 
manufacturing facilities 
in Oudenaarde 
(Belgium), Szekszárd 
(Hungary), Nashik 
(India), and Cuautitlán 
Izcalli (Mexico)

27,098 m3

Intensity: 0.018 m3/sq ft

a2.3

Description of 
energy use efficiency 
initiatives and results 
achieved.

Total reporting 
footprint (all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

Refer to report for further 
information

a2.4

Description of 
whether there is any 
issue in sourcing 
water that is fit for 
purpose, water 
efficiency initiatives 
and results achieved.

Owned and operated 
manufacturing facilities 
in Oudenaarde 
(Belgium), Szekszárd 
(Hungary), Nashik 
(India), and Cuautitlán 
Izcalli (Mexico)

Refer to report for further 
information

Kpi scope of Reporting 2020

a2.5

Total packaging 
material used for 
finished products (in 
tonnes).

Owned and operated 
manufacturing facilities 
in Oudenaarde 
(Belgium), Szekszárd 
(Hungary), Nashik 
(India), and Cuautitlán 
Izcalli (Mexico)

1,978 tonnes

0.2 tonne polystyrene

117 tonnes plastic

1,855 tonnes cardboard

5.6 tonnes tape

aspect a3: the environment and natural Resources

a3.1

Description of the 
significant impacts 
of activities on the 
environment and 
natural resources and 
the actions taken to 
manage them.

Total reporting 
footprint (all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

Refer to report for further 
information

aspect a4: climate change

a4.1

Description of the 
significant climate-
related issues which 
have impacted, and 
those which may 
impact, the issuer, 
and the actions taken 
to manage them.

Total reporting 
footprint (all owned/
directly controlled 
manufacturing, 
distribution, office, and 
retail facilities)

Refer to report for further 
information
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