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F or ewor d by  the managemen t  boar d

2022 was once again defined by major challenges within the industry, particularly due to 
inflation and geopolitical instability. Despite these difficult conditions, MAC was able to 
overcome the challenges and boost its revenue once more. It was able to do this thanks to its 
high delivery capacity, cooperative partnerships, reliability and its focus on the quality and 
desirability of our products.

Despite uncertain times, we continue to focus on our values: creativity, innovation, agility 
and authenticity. The desirability of our products, our investments in innovative methods and 
materials, the fast reactions to the market and our tradition and regional roots are what set 
MAC apart. In partnership with our retailers, producers and material suppliers, we work on 
solutions for the future and continue to build on our strengths: the development of desirable 
trousers that are being made from more and more sustainable materials and using increasing-
ly environmentally friendly methods. 

One major area of focus for 2023 will be the increasing attention given to our company’s 
impact. We are proud of the fact that we have continually worked towards developing our 
materials and production methods in order to minimise our impact on the environment. This 
year, we will be going one step further and launching our first comprehensive pilot project 
focussing on the circular economy. Promoting and supporting the reuse and recycling of mate-
rials will be something we are driving forwards across the board. We will be focussing on the 
topic of resources, with our goal being the development of innovative materials to replace 
cotton fibres. We will also continue to look at the topic of carbon emissions. As a company, 
we are responsible for making a contribution towards fighting climate change. 

The long-term financial stability of the company forms the basis for our commitment to 
society and the environment. This not only enables MAC to act boldly and decisively even in 
challenging times, but also to invest in the development of materials, production processes 
and climate protection measures. 

This report aims to show you how we want to tackle the many challenges that await us in 
the area of sustainability and how we want to take responsibility. We have set our course 
and want to inspire you to join us on this journey! 

Yours, 

Eveline Schönleber
Managing Director/Shareholder
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2 . 
COMPA N Y PROF IL E
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MAC Mode GmbH & Co. KGaA was founded in 1973 in Wald/Roßbach by trouser specialist 
Max Gansbühler.

Today, MAC is one of Europe’s leading manufacturers of men’s and women’s trousers.
Every year, MAC develops six collections each for women and men. Another four collections 
are being launched for the DAYDREAM line in the womenswear segment. 

Since its foundation, MAC has stood for harmony with nature. This is epitomised by our 
light-flooded company headquarters made of natural materials and surrounded by a large 
garden with wild flower meadows and watercourses. 

MAC is a key employer in the Cham and Regensburg districts. Today, the company employs 
some 420 staff members in a wide range of areas, from product development to sales. 

Female employees make up 90% of our workforce. Flat hierarchies, open exchange and a 
positive, motivational atmosphere distinguish the workplace culture at MAC. 

Our affiliated production facilities employ around 3,400 workers in the manufacture of MAC 
trousers. Our products are made as locally as possible, in Europe (Germany, North Macedo-
nia, Poland, Italy) and in neighbouring countries (Morocco, Tunisia, Turkey). 

Besides Germany, MAC supplies other important markets such as Austria, Switzerland, the 
Netherlands, Belgium, Denmark, Finland, Spain, the UK and the USA. 

As well as through retail, MAC sells its products via its own online shop and various market-
places. It also operates an off-price trade.

Company pr o f ile

M AC AT A GL A NCE
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W H AT DRI V E S US
Our product lies at the heart of everything we do. MAC trousers stand for desirable, 
high-quality fashion.
Thanks to our in-house sewing workshop, the entire development process – from design and 
material research through product range development and pre-production, all the way to the 
first prototype sample – can be carried out at the MAC headquarters. 
Since 1973, our company has pursued an approach that unites economic success with envi-
ronmental and social responsibility. Sustainability is a major topic that is anchored deeply at 
the heart of the corporate culture typical of a medium-sized, family-run company. 

W HO W E WOR K W I T H
MAC works together with organisations for the standardisation of sustainable working 
practices, such as Better CottonTM and GOTS, and is a member of the German Environmental 
Management Association (B.A.U.M. e.V.).
The company is also a long-standing member of leading associations and organisations such 
as German Fashion, Deutsches Mode Institut (DMI) and Dialog Textil-Bekleidung (DTB).

HOW O T HERS SEE US
In 2023, MAC was once again named the ‘TW Top Brand’ for women’s trousers by the  
industry trade magazine TextilWirtschaft. The company achieved overall victory across  
all categories as well as first place in the ‘Commitment to Sustainability’ category. 
In 2023, MAC received the European Green Award, a European award for particularly  
innovative sustainability projects. 
In 2023, MAC was named a ‘Business in Bloom’ by  Bavaria in Bloom initiative  
from the Bavarian State Ministry for the Environment and Consumer Protection,  
which aims to promote more flower-friendly and insect-friendly companies.
In 2022, MAC received the ‘Sustainability Award’ from the biggest purchasing  
association in the German-speaking world, KATAG. 
MAC was also a finalist in the German Sustainability Award in 2023.
As a company, MAC is GOTS-certified.

Company pr o f ile

W H AT DIS T INGUISHES US
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Our values are principles and beliefs that guide everything that all of us do at MAC. They are 
enshrined in the MAC corporate culture and define the identity of our product and our coop-
eration with our partners.

Company pr o f ile

OUR VA L UES

CRE AT I V E INNOVAT I V E AGIL E AU T HEN T IC
We hold our product to the high-
est standards. We are not satis-
fied with the status quo. 

We believe in innovation, in the 
digital transformation and in the 
permanent development of our 
product.

We are fast, have flat hierarchies, 
respond quickly to the market and 
to customer requirements.

We feel responsible for maintain-
ing our tradition and are deeply 
rooted in our region. We promote 
the individual development of our 
employees.
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The value cycle of a pair of MAC trousers starts with their design and the development of 
styles that are desirable for our customers. The perfect fit is ensured by our own fit develop-
ment team. All of the sustainability features are determined right from the product develop-
ment phase (see p. 56 onwards). 

MAC relies on sustainable materials and production processes when it comes to extracting 
and processing raw materials in order to maintain its environmentally and socially responsible 
approach (see p. 56 onwards).

After the fabric is woven, it is subjected to several finishing processes such as dyeing and 
washing. MAC works together closely with its suppliers in order to implement new technolo-
gies to make these processes significantly more environmentally friendly (see p. 72 onwards).

After production, MAC trousers are transported to the logistics centre in Wald/Roßbach in 
the most environmentally friendly way possible.
Prior to dispatching them to customers and retail partners, MAC conducts strict quality con-
trol testing at its headquarters. 

The MAC trousers are then sold worldwide through specialist retailers, online and via social 
media. Products are dispatched using low-impact methods (p. 96).

MAC champions a circular economy and is looking to establish its own recycling programme 
for its trousers in future. 

In sum, the value cycle of a pair of MAC trousers is an example of responsible actions within 
the textile industry. With sustainable materials, high quality standards and our own recycling 
programme, MAC promotes environmental and social responsibility along the entire produc-
tion process.

Company pr o f ile

T HE M AC VA L UE CYCL E :  
F ROM DESIGN TO RECYCL ING 

R AW 
M AT E R I A L 
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A ND P RODUC T 
DE V E L O P M E N T

R EC YC L ING

T E X T I L E M A N U FAC T U R ING 
A ND F IN ISHING

TA I L O R ING 
A ND WA SHING
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Q UA L I T Y A N D 
L OGIS T IC S
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3 . 
V ISION A ND S T R AT EGY
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Economic
Economic per for mance

Social
Socie t y  and social  commit men t

Ecological
Pr o tec t ion o f  t he envir onmen t 

and r esources

V ision and s t r a tegy

T HE F OUNDAT ION OF OUR BUSINESS

MAC sees economic success and sustainable action as indivisible. We see ourselves as the 
long-term market leader for women’s and men’s trousers in the German-speaking region.  
We believe that economic success builds foundation of sustainable practices. Premium- 
quality materials, perfect cuts and on-trend styles – only by developing and selling desirable 
products we can secure economic success in the long term. 

We pursue our economic goals in harmony with our ecological and social responsibility. 
Appropriate returns enable us to drive innovation and to invest in more sustainable materials, 
more environmentally friendly manufacturing processes and more climate-friendly infrastruc-
ture. Supporting our employees and everyone who works for us is very important to us. It is 
our mission to offer desirable, high-quality products that are manufactured in the most envi-
ronmentally friendly and socially responsible way possible – starting with the outer materials 
to the linings to the embellishments. To do this, we question existing practices, search for 
new solutions and amend our processes as required. For us, sustainability is a daily challenge 
we pose ourselves.
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V ision and s t r a tegy

OUR JOURNE Y TOWA RDS MORE  
SUS TA IN A BIL I T Y

We live up to our responsibility – and have done so since 1973. We are proud of what we 
have already achieved. Of course, we still see plenty of areas where we want to boost our 
sustainability credentials in the future. For this reason, we pursue our sustainability targets 
consistently and step by step – towards more and more sustainability. 

1973
Company 
founded

Since 1983
Nickel-free 
products

1997
Stops using  
metal eyelets  
on hang tags

2005
Stops using plastic  
on waistband tags

2015
Use of materials 
certified with 
the OEKO-TEX® 
STANDARD 100

2012
First product range  
featuring recycled  
cotton (250,000 pairs  
of trousers)

2019
-	�First GOTS-certified  

product range
-	�Membership of the  

Better Cotton TM
-	�“Protect our Planet”  

sustainability campaign
-	�Switch-over to leather- 

free labels
-	�Development of DREAM 

jeans featuring recycled 
materials (recycled  
cotton, rPET)

2020
-	�100% use of more  

sustainable cotton 
-	�First production run  

using hemp
-	�Reduction of use of poly 

bags for transportation  
to specialist retailers

-	�Support for “Plant for  
the Planet” initiative 

2022
-	�100% of all products 

fulfil at least two  
sustainability aspects

-	�DREAM jeans com-
prise 40% recycled 
fibres

2023
-	�Development of the  

“Circular Nettle” by MAC 
Jeans made from nettles 
and recycled cotton

-	�First jeans returned to the 
cycle as part of the MAC 
returns system “MAC Jeans 
for life”

2001
- Wins the TextilWirtschaft forum prize
- First retail concession system

2015
Launch of 
the B2C on-
line shop

2019
MAC launch-
es corporate 
homepage

2020
-	�41 electric charging 

points at our head-
quarters

-	�E-bike leasing for all 
staff

2022 
Photovoltaic system in-
stalled at headquarters

2023
-	�Winner of the German  

Award for Sustainability  
Projects

-	�Winner of the European  
Green Award

2022
-	�Sustainability Award from  

KATAG AG 2022
-	�Finalist in the 2023 German  

Sustainability Award

2017
MAC receives “TW Top Brand” 
award from the specialist  
publication TextilWirtschaft
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Since 1973
Production, fabrics 
and embellishments 
in/from Europe

2007
Compliance with the 
REACH chemicals 
regulation
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V ision and s t r a tegy

T HE M AC WAY:  W H AT DRI V ES US W HEN I T 
COMES TO SUS TA IN A BIL I T Y

Sustainability is an approach that MAC pursues in its own way. We are certain that our eco-
nomic success is inextricably intertwined with our commitment to sustainability. 

(DRI V ING)  INNOVAT ION ( TA K ING)  RESPONSIBIL I T Y
We are pioneers.
We are agile.
We are courageous.
We share knowledge. 
We invest in digitalisation.
We develop solutions together with our partners and clients.

MAC is a major employer in the region.
We strengthen the regional economy.
We maintain close partnerships with suppliers. 
We stipulate social standards. 
We look after our employees and everyone who works for us. 
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In our path towards more sustainability, we are taking the next step and analysing the 
environmental footprint of our products. To do this, we consider the entire cycle of a pair of 
MAC trousers no longer in use – from fibre production to recycling – always with the aim of 
minimising its impact on the environment. 
We also consider our social impact on the people involved in the value chain. 
The MAC sustainability programme adopts specific measures to take action in these areas 
and to find more environmentally sustainable alternatives (see p. 52 onwards). 

V ision and s t r a tegy

OUR IMPAC T A RE AS A L ONG T HE VA L UE CYCL E

R AW M AT E R I A L 
P RODUC T IO N

WAT E R C O N -
S U M P T IO N

P O L L U T IO N

WA S T E -
WAT E R

G RO U N D 
USE

GHG 
E M IS S IO NS

S OC I A L I M PAC T

DE S IGN 
A ND P RODUC T 
DE V E L O P M E N T

R EC YC L ING

T E X T I L E M A N U FAC T U R ING 
A ND F IN ISHING

TA I L O R ING A N D 
WA SH ING

S A L E

Q UA L I T Y A N D 
L OGIS T IC S
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Tr adi t ional  “BL UE” jeans M AC ’s  appr oach to  a  (mor e)  “GREEN” jeans 

The “hot spots” impact areas of our industry:

High water consumption for growing cotton and  
in the finishing process (washing process).

Pollution: Use of harmful chemicals for  
dyeing and washing. Use of pesticides in  
cotton cultivation.

High amounts of wastewater, sometimes  
highly polluted, from dyeing and washing.

Greenhouse gas emissions along the entire  
value cycle. 

High land use for the cultivation of cotton. 

Social impact for all direct and indirect employees  
along the entire value chain.

We address precisely these impact areas in a continuous process 
within our sustainability programme.

Our vision for 2030: 
“Protecting resources instead of using them” 
– Virgin cotton will no longer be used
– �Use of regenerative, low-impact fibres (e.g. hemp, nettle) 
– Expansion of recycling and the use of recycled fibres

As a result of this transformation, MAC is a finalist for the 2023 
German Sustainability Award.

V ision and s t r a tegy

OUR V ISION:  F ROM BL UE TO GREEN  
T R A NSF ORM AT ION

Sus t ainabili t y  as  an appr oach:  T he M AC WAY
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Our business activities are based around the impact that they generate.

V ision and s t r a tegy

W H AT DO W E ME A N BY IMPAC T S?

C on t inuou s im pr ove m en t

We are of the opinion that we can only improve if we consistently 
review our activities, expand our knowledge and continue to learn.

I m pac t  pr ojec t s  and m easur e s 

Through our areas for action, we identify measures 
that we are sure will have a notable effect on our 

future impact as a company (for example, investments 
in climate protection, see p. 94). 

Iconic 
( f lag s hip) 
p r ojec t s

This is where we want  
to blaze a trail and drive  

innovation forwards. This is  
because we are sure that  

sustainability needs to be supported  
with flagship projects (e.g. investments in 
new technologies, such as the processing 

of postconsumer waste, see p. 84).
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Good heal t h  and wel l -being
-	 An attractive workplace surrounded by nature
-	� Active promotion of employee health (FIT FOR MAC)
-	 Use of sustainable materials such as organic cotton
-	 Ban on harmful chemicals
-	� Promotion of biodiversity and the ecosystem at our headquarters and in the 

region

Clean wat er  and sani t a t ion
-	 Reduction of the amount of water used in production
-	 Chemical management
-	 100% sustainable cotton
-	� Use of fibres that use less water to cultivate 

A f fordable  and clean energ y
- �Operation of the photovoltaic system at the company headquarters  

in Wald/Roßbach
-	 41 e-charging points on the company premises

Decen t  wor k  and economic grow t h
-	� Securing jobs in Germany and with producers through the long-term contin-

uation of the company and deep-rooted, trusting partnerships (>10 years of 
collaboration with 90% of suppliers)

-	� MAC Code of Conduct and regular supplier audits
-	� Establishing compliance guidelines (go-live in 2023)

Indus t r y,  innovat ion and in f ras t ruc t ure
-	� Progressive digitisation of processes (including avatars, digital showroom)
-	� Collaboration with suppliers on the social and environmental optimisation of 

processes
-	 Collaboration with universities and colleges

Responsib le  consump t ion and product ion
-	� Provision of high-quality, durable products 
-	� Supporting consumers in maintaining and repairing products
-	� Use of sustainable and recycled materials
-	� Minimisation of packaging and the use of sustainable  

packaging for shipping
-	� Promoting a circular economy (including circular product principles)

Cl imat e ac t ion
-	� Production in Germany, Europe and neighbouring countries
-	� Climate-neutral shipping for orders in our online shop (DHL GoGreen)
-	 E-bike leasing for employees
-	 Promotion of e-mobility

Par t ner ships  for  t he goals
-	� Collaboration with producers and sales partners in order to achieve our 

sustainability goals
-	� Memberships in industry associations, multi-stakeholder initiatives and 

working committees

V ision and s t r a tegy

OUR CON T RIBU T ION TOWA RDS T HE  
SUS TA IN A BL E DE V EL OPMEN T GOA L S 

MAC is committed to supporting the United Nation’s 17 Global Sustainable Development 
Goals (SDGs). Defined by the United Nations, these goals serve to maintain sustainable  
social, ecological and economic development. MAC supports all 17 SDGs. As part of our  
sustainability strategy, however, we are particularly focussed on Goals 3, 6, 7, 8, 9, 12, 13 
and 17, to which we can make the biggest contribution at MAC.
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4 . 
M AT ERI A L I T Y  
A N A LYSIS
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Ma ter iali t y  analysis 

SYS T EM AT IC IDEN T IF ICAT ION OF OUR TOPIC S

In order to identify the sustainability-related areas of action relevant to MAC, we conducted 
a materiality analysis. 
Based on the extensive environment and company analysis (p. 44), we conducted surveys 
among the relevant stakeholders. In the second step, we evaluated the positive and negative 
impacts of our activities on the environment, society and on our business activities. To do 
this, we established a procedure that we follow every year.
Both the results of the stakeholder surveys and the results of the internal impact assessment 
were analysed and validated in a management workshop. This resulted in nine relevant areas 
of action for MAC (p. 52). 
In comparison to our last survey in 2022, the topics of “climate protection”, “recyclability” 
and “biodiversity” received higher priority statuses. 
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Ma ter iali t y  analysis 

S TA K EHOL DER IN T EGR AT ION

Our stakeholders are closely integrated in the development and implementation of our 
sustainability strategy. We strive to achieve an ongoing partnership with them with regard 
to sustainability topics. To do this, we are developing a process that integrates stakeholders 
into the weighting of topics and includes regular feedback loops. 
This helps us to identify our next steps on our journey towards more sustainability and imple-
ment measures to enhance sustainability in all of our actions. Our aim is to be a role model 
for corporate commitment to sustainability. MAC engages in regular exchange with political 
and scientific representatives on the topic of sustainability. 

Supplier s

Employees

Cus tomer s  
(consumer s ,  

r e t ail)

NGOs

Research and busines s

Poli t ics  and socie t y

Busines s par tner s



/ 38 / 39

Ma ter iali t y  analysis 

S TA K EHOL DER IN T EGR AT ION

T he ongoing dialogue wi t h  our  employees and r e t ail  
par t ner s  is  ver y  impor t an t  to  us .  We can only  
implemen t  our  s t r a tegy by  wor king toge t her.
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Ma ter iali t y  analysis 

S TA K EHOL DER IN T EGR AT ION:  E XCERP T S F ROM 
T HE IN T ERV IE W S 

RETAILER | Modehaus Echter 
“A successful product must make customers desire it. In addition 
to good design and a perfect fit, this now also includes good 
sustainability credentials. Target customers are interested in 
sustainable materials and are increasingly enquiring about a 
brand’s compliance with social standards.”

PRODUCTION PARTNER | “Made in Germany” stitching line
“The partnership with MAC has lots of positive aspects and could be a 
model for the future. Locally sourced products ensure lower emissions. 
The close partnership generates trust among employees on both sides. 
Orders such as these create jobs in the region. We can counter the loss 
of this traditional craft in our own country and show that there is an option 
for the future that benefits both people and our environment.”

END CONSUMER | N. N.
“I choose products with great care. If I buy a pair of trousers, they not 
only need to fit well and look flattering, they also need to feel good. 
It’s an added bonus for me to know that the product was also manu-
factured in a way that is as sustainable and low-impact as possi-
ble. This also makes me feel good to know that I have a high-quality, 
durable product in my wardrobe.”

EMPLOYEE | Christine Degel, Manager CSR
“Avoiding the use of chemicals where possible is nothing 
new at MAC. Early on, we started questioning conventional wash-
ing and dyeing methods in order to take a new approach. Thanks 
to our market strength and high production volumes, we have also 
been able to persuade suppliers to develop innovative tech-
niques for us in order to avoid the use of polluting chemicals and 
bleaching agents.”

POLITICS | Bavarian Minister for the Environment Thorsten Glauber
“As politicians, our task is not only championing the necessary measures and laws to protect the 
environment but also to advocate for the participation of society and industry. It is our aim to ensure 
that Europe is climate-neutral by 2050. This will only be possible if we fully exploit our innovative 
prowess as an industrialised nation and adopt new, climate-neutral policies. It is therefore essential 
for each and every company to achieve climate-neutral status in order to attain this goal. MAC has 
got the ball rolling and is leading the way in the product development of more sustainable fashion in 
Germany.” 

SOCIETY | Photographer Nomi Baumgartl
“Through my photography, I am consciously committed to protecting nature and the environment. Today, I 
combine my career as a fashion photographer with the urgent necessity of raising awareness of the topic of 
sustainability. We need to support biodiversity and the diversity of nature. Through my photography for the 
German company MAC, I want to motivate people to change the way they think. We all need to start taking 
real action – and even small personal decisions and actions can make a difference. This primarily involves 
adopting a responsible attitude to the use of resources and water as the source of all life. Together, we 
need to fight climate change, rein in our consumption and establish innovative alternatives within our daily 
lives.”

EMPLOYEE | Nina Basanti Lambertz, Head of Design Denim
“We know how important a functioning circular economy is, including in the fashion in-
dustry, and pursue it with great determination. It has to be our collective aim to return the 
raw materials used beyond the product lifecycle to the production process. We are currently 
working on initial concepts and approaches. Furthermore, the use of recyclable and sustaina-
ble materials also plays a decisive role, right from the design stage.”

SOCIETY| Lydia Staltner, founder of senior citizens’ support group LichtBlick
“Social commitment is an important part of sustainability. This has above all to do with 
the actions of every single one of us within a society. We have pledged to support an impor-
tant group of people in our society – senior citizens. In a wealthy, industrialised country such 
as Germany, the importance of maintaining an intergenerational dialogue is often forgotten. 
Giving people who are often overlooked a brighter future. Only with the long-standing support 
of companies such as MAC has it been possible for us to build bridges. Companies should be 
aware of their responsibility and act as role models for domestic social justice.”
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3. Recyclability
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5. Resources
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4. Climate  
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materials
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Ma ter iali t y  analysis 

OUR F OCUS:  S TA K EHOL DER ENG AGEMEN T A ND 
IMPAC T

The materiality analysis evaluates the topics deemed relevant to MAC with regard to their 
impact (x-axis) and their importance to stakeholders (y-axis).
The materiality analysis is conducted in three stages:

1. Environment and company analysis:
The basis for determining the topics is an environment and company analysis that identi-
fies various challenges in the industry taking into account the value cycle. It is important to 
ensure that all challenges from the value cycle are covered. Based on these challenges, it is 
possible to distinguish the sustainability topics of material importance for MAC.

2. Impact analysis (x-axis)
The x-axis is determined in two stages. This helps to identify the impact of the areas for 
action:

a)	�Inside-out perspective: Evaluation of the impact of business activities on the environ-
ment and society within the defined areas for action. 

b)	�Outside-in perspective: Evaluation of the risks and opportunities of business activities for 
the company within the defined areas for action.

3. Stakeholder analysis (y-axis)
The y-axis is determined in a process that actively includes the various stakeholder groups in 
the selection and prioritisation of topics (from p. 36 onwards). We will initiate this process in 
our next materiality analysis.

PRODUCT
1. Sustainable materials
2. Chemical management (sustainable washes and dyes)
3. Recyclability

ENVIRONMENT
4. Climate protection (GHG)
5. Resources (water/packaging)
6. Biodiversity (bees/nature/buildings)

SOCIETY
7. Occupational safety and compliance
8. Employees and employee development
9. Social commitment

Y

X
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Ma ter iali t y  analysis 

DERI VAT ION OF REL E VA N T 
TOPIC S

Raw ma ter ial  pr oduc t ion

- Water consumption
- Water pollution
- Soil erosion
- Fertilisers/pesticides
- �Genetically modified seeds
- Fertility
- Biodiversity
- Fossil fuels
- Crude oil extraction
- Microplastic abrasion
- Fair (living) wages
- Occupational safety
- Health protection

Tailor ing and washing

- Working hours
- Occupational safety
- Health protection
- Forced labour 
- Discrimination
- Child labour
- Textile waste

Tex t ile  manu fac tur ing  
and f inishing

- Water pollution
- Water consumption
- Energy consumption
- Carbon emissions
- Chemicals
- Occupational safety
- Health protection
- �Fair (living) wages

Q uali t y  and logis t ics

- Greenhouse gas emissions
- Packaging
- Working conditions

Recycling

- �Returns and recycling structures
- Loss of quality
- Downcycling
- Sorting by type
- Sorting by material
- Rebound effect

R AW M AT E R I A L 
P R O D U C T I O N

WAT E R C O N -
S U M P T I O N

P O L L U T I O N

WA S T E -
WAT E R

G R O U N D 
U S E

G H G 
E M I S S I O N S

S O C I A L I M PA C T

D E S I G N 
A N D P R O D U C T 
D E V E L O P M E N T

R E C YC L I N G

T E X T I L E M A N U F A C T U R I N G 
A N D F I N I S H I N G

TA I L O R I N G 
A N D WA S H I N G

S A L E

Q U A L I T Y A N D 
L O G I S T I C S
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RELEVANT

MATERIAL

HIGHLY RELEVANT

RELEVANT

8. Employees  
and employee 
development

3. Recyclability

7. Occupational  
safety and  
compliance

IMPACT OF THE COMPANY

5. Resources

2. Chemical  
management

4. Climate  
protection (GHG) 1. Sustainable 

materials

6. Biodiversity

9. Social  
commitment

RE
LE

VA
N

CE
 T

O
 S

TA
K

EH
O

LD
ER

S

Ma ter iali t y  analysis 

PRIORI T ISAT ION OF A RE AS F OR AC T ION
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5 . 
SUS TA IN A BIL I T Y  
PROGR A MME A ND A IMS
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Sus t ainabili t y  pr ogr amme and aims

OUR HIGHL IGH T S F ROM 2 0 2 2 / 2 3

MAC was a finalist in the 
2023 German Sustainability Award

Winner of the  
2022 KATAG Sustainability Award

2023 European Green Award

2023 German Award for  
Sustainability Projects

2023 Blühender Betrieb [Business in 

Bloom] 

41 electric charging 
points 

70% of our vehicle fleet is 
electric or hybrid 

Annual CO2 savings of up to 110 
tonnes 

5,000 m² photovoltaic  
system on our company grounds

E-bike leasing for our employees

“FIT FOR MAC” launched: actively 
supporting employee health

Promoting biodiversity for bees and 
with bat boxes

70,000 m² gardens on the  
company grounds

92%
of suppliers audited (amfori 
BSCI, Sedex, SA8000)

Project to develop circular denim launched:  
“Circular Nettle” by MAC Jeans
- Embroidered rivets and buttons that can be unscrewed
- Vegan leather made from apple pomace and tea waste
- Hemp jeans
- From 2023, jeans with 7% nettle content

8,000 pairs “made in Germany”

Nearly 100% of our trou-
sers cover at least three sustain-
ability aspects

30,000 transportation 
boxes saved



/ 52 / 53

Our sustainability strategy covers the three areas for action of Product, Environment and 
Society. Using a materiality analysis, we identified the most important factors for MAC in 
each of these areas. The materiality analysis and programme of measures were updated as 
part of our annual strategy meeting. We introduced the additional goal of a circular economy 
in 2023. 

Sus t ainabili t y  pr ogr amme and aims

F OCUS OF T HE M AC SUS TA IN A BIL I T Y S T R AT EGY

We do all  we can to  manu fac tur e  t r ouser s  even mor e 
sus t ainably. 

We ac t ively  r educe our  consump t ion o f  ener gy, 
gr eenhouse gases (GHG)  and r esources .

We t ake a  socially  r esponsible  appr oach –  as  an 
employer,  con t r ac t ing en t i t y  and company in  the 
r egion .

PRODUC T EN V IRONMEN T SOCIE T Y

Material topics for MAC: 
- Sustainable materials
- Chemical management (sustainable washes and dyes)
- Recyclability

Material topics for MAC: 
- Climate protection (GHG)
- Resources
- Biodiversity

Material topics for MAC: 
- Occupational safety and compliance
- Employees and employee development
- Social commitment
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5 .1
PRODUC T
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Offering a desirable, high-qual-
ity product that has as many 
sustainable features as pos-
sible from the outer material 
to the lining to the embellish-
ments

Nearly 100% of our products com-
prise at least three sustainability 
aspects 

Use of coconut fibres, nettle 
fibres, vegan apple leather and 
mushroom leather

Development of the internal MAC standard  
that unites design and requirements with  
sustainability aspects

Systematic implementation of the internal MAC  
standard in the collection planning process

Boosting the use of (innovative) sustainable  
materials

PRIORI T ISED 
ISSUE

OUR A IM S TAT USME A SURE S NO TA BL E SUCCE SSE S, 
2 0 2 2 / 2 3

SDG F OCUS IMPAC T

Sus t ainable  
ma ter ials  and 
sus t ainable 
pr oduc t  
developmen t

Status key Initiated Good progress Completed Ongoing New

Pr oduc t

W E DO A L L W E CA N TO M A NUFAC T URE  
T ROUSERS E V EN MORE SUS TA IN A BLY

Elimination of harmful chemi-
cals and a reduction in the use 
of chemical substances

90% of our outer materials, linings 
and embellishments are certified 
in accordance with OEKO-TEX® 
STANDARD 100

EIM score measured for > 58% of 
denims ordered 

Development and implementation of a MAC  
RSL for the use of chemicals that goes beyond  
the REACH directive

Monitoring the EIM scores for 100% of MAC  
products as the basis for deciding on optimisations

MAC trousers are treated using innovative  
dyeing, washing and finishing processes

Chemical  
managemen t

Promoting a circular economy 
and development of durable, 
recyclable products

Development of “Circular Nettle” 
by MAC Jeans

Washing and garment care in-
structions on our website

Returns and repair of worn MAC 
trousers

Establishing circular product principles for  
developing the collection

Supporting MAC customers in order to extend  
the lifecycle of a pair of MAC trousers

Establishing a returns system for worn MAC  
trousers

Recyclabili t y

•

•

•

•

•

•

•
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Pr oduc t

W H AT DO W E REQUIRE OF A MORE  
SUS TA IN A BL E PRODUC T ?

T HE M AC SUS TA IN A BIL I T Y S TA NDA RD

Raw ma ter ials

MAC trousers use more sustainable raw materials, 
such as cotton from Better CottonTM or hemp or 
bamboo fibres.
Read more from p. 62 onwards.

Chemicals

Suppliers must comply with the EU’s REACH chem-
icals directive. 
Furthermore, we are also implementing our own 
MAC RSL. Read more from p. 72 onwards.

F inishing

MAC trousers are refined with environmentally 
friendly dyeing, finishing or printing methods.
Read more from p. 74 onwards.

Recycling

MAC is boosting the use of recycled materials and 
pays attention to certifications such as the Global 
Recycling Standard.
Read more from p. 80 onwards.

Social  and envir onmen t al  s t andar ds

Suppliers are audited by amfori BSCI, SA8000 or 
Sedex, who evaluate compliance with environmen-
tal and social standards.
Read more from p. 114 onwards.
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Pr oduc t

SUS TA IN A BL E COL L EC T ION PL A NNING

We have defined three stages in our product hierarchy for sustainability in order to plan sus-
tainable collection content in future. 
Nearly all of our products feature at least three sustainability aspects (see p. 62), which we 
define as the “Basic” level. But this isn’t enough for us. 
As a result, we invest in “Advanced” projects, which go a step further in terms of the “im-
pact drivers” in our sustainability strategy, such as the KITOTEX®* finishing process (see p. 
78).
The “Iconic” level supports innovative methods that we develop and implement across the 
board. We always take a bolder approach here, such as with our “Circular Nettle” project 
(see p. 84).

ICONIC
Innova t ion 

dr iver

T HE M AC PRODUC T HIER A RCH Y

A DVA NCED
Impac t  dr iver

BA SIC S

At  leas t  three  sus tainabili t y  aspec t s ,  
near ly  10 0% of  our  produc t s ,  see  p.  6 2

e.g. “Circular Nettle” denim,  
see p. 84

e.g. Production facilities located in Germany,  
KITOTEX®, see p. 78 

*KITOTEX® Candiani’s patented sizing technology
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Pr oduc t

SUS TA IN A BL E M AT ERI A L S

It is MAC’s aim to make its entire product range more sustainable, one item at a time. As 
a result, MAC has defined sustainability aspects that serve as a guideline for the product 
development team. 

MAC categorises sustainability aspects as follows: 

1.	� Material-related, such as the use of more sustainable cotton from Better CottonTM or the 
use of regenerative fibres.

2.	� Product-related, such as the certification of a product with the GOTS label.
3.	� Producer-related, such as the producer’s membership of amfori BSCI. 

MAC strives to gradually increase the number of sustainability aspects in all
MAC trousers.
For the 2023 collections, nearly all products already meet at least three sustainability criteria. 
Calculated by total fibre use, the proportion of sustainable fibres already comes to > 62%.

M AC SUS TA IN A BIL I T Y A SPEC T S

1.  Ma ter ial - r ela ted (ou ter  ma ter ial /embellishmen t s) , 
including
- OEKO-TEX® STANDARD 100
- OEKO-TEX® MADE IN GREEN 
- OEKO-TEX® STeP 
- GOTS-certified outer material
- Better CottonTM

- FSC
- Organic Cotton 
- Regenerative fibres by Lenzing
- ECONYL® 
- Sustainable fibres (nettle, bamboo, hemp, etc.)
- Recycled PES/CO/EA/PA 
- Reused cotton 
- Eco dye/eco print
- OCS
- RCS
- GRS

2 .  Pr oduc t- r ela ted ,  including 
- GOTS 

3 .  Pr oducer - r ela ted ,  including
- amfori BSCI
- GOTS
- SA8000
- Sedex
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*Source: Organic Cotton Market Report (Textile Exchange, 10/22)

Pr oduc t

SUS TA IN A BL E M AT ERI A L S

CO T TON

Cotton is the most important raw material for MAC. However, the cultivation of conventional 
cotton requires huge amounts of water and causes high levels of water pollution and soil 
erosion through the excessive use of fertilisers and pesticides. Since 2020, MAC has used 
100% sustainable cotton. This includes cotton from Better CottonTM, certified organic cotton 
and recycled cotton. 

When using organic cotton, we look for certification such as the Organic Content Standard. 
MAC is working to increase the proportion of trousers made with organic cotton. The cultiva-
tion of organic cotton avoids the use of fertilisers and pesticides. 
However, the availability of organic cotton on the global market continues to pose a chal-
lenge. In comparison to the previous year, the amount of organic cotton cultivated in 2020/21 
increased by approx. 37%, accounting for 1.4%* of all cotton grown.

BE T T ER CO T T ON ™ CO T T ON

Better CottonTM supports and trains farmers in the cultivation of more sus-
tainable cotton. BC farmers minimise the use of chemical fertilisers and 
pesticides and take care to ensure the efficient use of water. This way, they 
promote the health of the soil and preserve natural habitats. Farmers also 
commit to upholding fair working conditions.

ORG A NIC CO T T ON

The cultivation of organic cotton completely renounces the use of chemical 
fertilisers and pesticides. The use of genetically modified seeds is also pro-
hibited. This helps to preserve biological agricultural diversity and improves 
the fertility and biodiversity of the soil. 

RECYCL ED CO T T ON

A mechanical recycling process is used to shred textiles, fabric and fibre 
scraps, which are subsequently spun into new yarn. Most of these materials 
are procured from pre-consumer sources. MAC is now working on its first 
projects involving the use of “post-consumer” sources, i.e. the use of trousers 
that have already been worn. This recycling not only preserves resources, but 
also saves huge amounts of water compared to the cultivation of convention-
al cotton.
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Pr oduc t

SUS TA IN A BL E M AT ERI A L S

REGENER AT I V E F IBRES

Regenerative fibres, or cellulose fibres such as viscose, Lyocell or Modal, are fibres that come 
from plant-based cellulose. Cellulose fibres are obtained from wood, which means they come 
from a renewable raw material. Forests provide a crucial habitat for numerous animal species 
and help to protect the climate by converting carbon dioxide (CO2) into oxygen. It is therefore 
imperative to ensure that the wood used to produce cellulose fibres comes from sustainably 
managed forests or plantations – in other words, forests managed in a way that protects 
nature and the species that live there. For cellulose fibres, we look for Forest Stewardship 
Council (FSC) certification or use TENCEL™ ECOVERO™* fibres, which guarantee sustainable 
forestry practices. Similarly, when selecting regenerative fibres, we ensure that no harmful 
chemicals were used in their production.

T ENCEL™ ECOV ERO™*

TENCEL™* is made from cellulose from sustainably managed forests. 
The certified organic-based fibres are converted into cellulose fibres in an  
environmentally friendly production process, which was distinguished with the 
European Business Award for the Environment by the European Commission. 
The fibres are biodegradable and compostable. 

*TENCELTM is a registered trademark of Lenzing AG*TENCELTM is a registered trademark of Lenzing AG
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Pr oduc t

SUS TA IN A BL E M AT ERI A L S

SY N T HE T IC F IBRES

MAC focuses on the use of natural fibres. Synthetic fibres are, however, important in terms 
of the durability and comfort of our trousers. The production of synthetic fibres such as 
polyester and nylon requires the use of finite raw materials like crude oil and natural gas. At 
MAC, we are always on the lookout for innovations that enable more sustainable alterna-
tives for fibre production and examine whether these could be used for our products. In 2021, 
we started to use ECONYL® nylon instead of conventional nylon. Since then, we have been 
replacing conventional nylon with ECONYL® fibres wherever possible.
In order to conserve finite sources, we have been using recycled polyester since 2019. Some 
31% of products in the spring/summer 2021 collection contained recycled polyester, and this 
has already increased to 43% for the same period in 2022. We make sure that all recycled 
fibres we use are certified in accordance with the Global Recycling Standard (GRS) or the 
Recycled Claim Standard (RCS). Both regulate social and environmental practices and the use 
of chemical additives.

ECON Y L®

ECONYL® is a regenerated nylon fibre made from waste such as fishing nets, 
fibre scraps and old carpets. ECONYL® regenerated nylon can be recycled in-
finitely without incurring any loss of quality. Compared to conventional nylon, 
10,000 tonnes of ECONYL® raw material saves some 70,000 barrels of crude 
oil and 65,000 tonnes of CO2. 
ECONYL® regenerated nylon is not only an ideal way to save waste, but also 
an effective weapon in the fight against climate change. The carbon footprint 
of this type of nylon is up to 90% lower than a material that is derived from 
crude oil.

RECYCL ED P OLY E S T ER

Recycled polyester is obtained by melting down existing plastics and spinning 
them into new polyester fibre. Therefore, recycled polyester not only helps 
to avoid plastic waste, but also to conserve finite resources such as crude 
oil and natural gas. Compared to virgin polyester, significantly less energy is 
required for its production. Greenhouse gas emissions can also be reduced by 
up to 70% compared to virgin polyester.*

* Textile Exchange, Higg Material Sustainability Index (Sustainable Apparel Coalition).
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INNOVAT I V E F IBRES

In addition to more sustainable alternatives for conventional materials, MAC also focusses 
on the use of innovative materials. For example, we use leather made from waste from the 
apple juice industry and from mushrooms, as well as hemp and nettle fibres. 

V EG A N A PPL E L E AT HER

Apple leather is made of waste produced during fruit juice and compote man-
ufacturing. The apple skin, stems and fibres are collected, dried, pulverised 
and subsequently mixed with a biodegradable plastic substitute made from 
milk protein. This way, a new, high-quality material is obtained from a waste 
product. As well as protecting the ecosystem, this enables farmers to gener-
ate additional income from waste. 
MAC developed a version of its all-important patch labels made from apple 
leather.

MUSHROOM L E AT HER

Mushroom leather is made from mushrooms’ root system (mycelium), which 
normally grows underneath the soil. Compared with conventional leather, 
mushroom leather has a much lower carbon footprint because it does not 
require any animal husbandry, water use or greenhouse gas emissions.
MAC uses mushroom leather as a replacement for genuine leather for its 
labels and patches.

HEMP F IBRE S

No chemical fertilisers or genetically modified seeds are used in the culti-
vation of hemp. Growing hemp promotes soil health by restoring nutrients 
which, in turn, helps to prevent soil erosion. Compared to conventional cotton, 
hemp fibres require less water to produce. Hemp fibres are also compostable. 
MAC uses hemp fibres in its outer materials in order to reduce the amount of 
cotton used. 

NE T T L E F IBRE S

Nettle plants are a tough, highly resistant and fast-growing raw material. 
They generally do not require any pesticides or other chemicals and use much 
less water than cotton. The natural fibres are biodegradable, tear-resistant 
and durable. 
MAC uses nettles in a similar way to cotton in its outer materials. 

COCONU T F IBRE S

Coconut fibres are taken from the outer layer of unripe coconuts. The fi-
bres are made up of lignin and cellulose, which make them very flexible and 
strong. The fibres, which measure between 15 cm and 30 cm long, are hollow. 
This makes the fibres good insulators and gives them antistatic properties. 
MAC uses buttons made from coconut fibres and has started initial tests to 
experiment with using fibres in outer materials.

Pr oduc t

SUS TA IN A BL E M AT ERI A L S
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Pr oduc t

CHEMICA L M A N AGEMEN T

It is our mission to ensure that every MAC product is safe to use and complies with strict 
legal requirements in terms of the amounts of pollutants they use and contain. Currently, we 
are unable to completely avoid the use of chemical substances in our denim production and 
particularly when it comes to finishing our jeans. What we can do, however, is avoid toxic 
chemicals that are harmful to humans and nature. MAC focusses on the continuous measure-
ment of environmental impacts, the regulation of chemical use and uses innovative produc-
tion methods that do not require any harmful chemicals. 

ME A SURING  
EN V IRONMEN TA L 

IMPAC T S

REGUL AT ING  
CHEMIC A L USE

INNOVAT I V E  
PRODUC T ION  

ME T HODS

Including the MAC  
Restricted Substances  

List, EU chemicals  
directive

Including use of 
EIM score

Including laser and ozone technologies, 
such as KITOTEX®*

*KITOTEX® Candiani’s patented sizing technology
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Pr oduc t

CHEMICA L M A N AGEMEN T

ME A SURING EN V IRONMEN TA L IMPAC T S

We can use software to determine how sustainably a product is made. 
The Environmental Impact Measurement (EIM) score is an inherent part of our internal sus-
tainability standard and assesses the impact of textile finishing in the categories of chemical 
products used, water consumption, energy consumption and worker health. Threshold values 
are defined for each of these four categories, which classify the impacts using a traffic light 
system (green, amber and red). Together, they yield an accurate EIM score, which tells us 
how sustainable a particular denim wash is. If the EIM score falls below our guidelines, we 
can change production processes to improve sustainability.

We also raise awareness of the EIM score among producers who do not yet use it. In recent 
years, we have been able to consistently increase the proportion of trousers with an EIM 
score. Calculated by number of items, the proportion is already around 58% in 2023. 43% of 
our trousers with an EIM score were in the green category in 2022. A further 38% were in 
the amber category. MAC’s aim is to achieve transparency regarding the EIM score of all of 
its trousers and for as many of its trousers as possible to achieve a “green” score. In order to 
do this, we are in close dialogue with our suppliers and take into account the results of the 
EIM score in the design and procurement process when developing new collections. 

EIM scor e evalua t ion scale 

Percen t age o f  pr oduc t s  wi t h  E IM scor e a t  M AC (2 0 19 – 2 0 2 3)

Process with low 
impact

Process with moder-
ate impact

Process with high 
impact

0 – 3 3	 3 4 – 6 6	 6 7–10 0

With EIM score Without EIM score
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Pr oduc t

CHEMICA L M A N AGEMEN T

REGUL AT ING CHEMIC A L USE

At MAC, we have complied with legal reference values since the introduction of the EU 
REACH regulation on chemicals in 2007. These values are demonstrably and fully met for 
every single item used in all of our production orders. However, compliance with the REACH 
regulation is not enough for us. We have set ourselves the goal of extending our guidelines 
for the use of chemicals in production beyond the statutory requirements. MAC aims to 
reduce the use of chemicals as much as possible, completely eliminate harmful chemicals or 
replace them with less harmful ones. 

In cooperation with the German Fashion textile association, MAC has started developing 
its own Restricted Substances List (RSL). The RSL defines substances that are restricted or 
banned in MAC trousers. The RSL will go beyond the statutory requirements of the REACH 
regulation. We are currently working with our producers to examine the extent to which the 
requirements of an RSL are already being met today and how the specifications can be imple-
mented in the future. The aim is to ensure that all producers must comply with a MAC RSL. 
We want to achieve this aim by 2024. 
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Pr oduc t

CHEMICA L M A N AGEMEN T

INNOVAT I V E PRODUC T ION ME T HODS

As the third element of our chemical management programme, MAC is focussing on innova-
tive production methods. In the conventional manufacture of jeans, chemicals are primarily 
used in the wet processes of denim production, i.e. for dyeing, washing and finishing the 
jeans. MAC jeans are made using innovative, more sustainable technologies. This enables 
us to avoid the use of chemicals that could pollute bodies of water and drinking water when 
unfiltered.

We use laser and ozone technologies, for example, when pretreating or finishing trousers. 
Thanks to ozone, the use of chemicals can be reduced by an estimated 85%; with laser 
technology, no chemicals are required at all. At the same time, the consumption of water and 
energy consumption is also reduced. 

Some of our trousers are also treated with an eco dye process. This is a special technique 
with ecological dyes that considerably reduce the environmental impact. 

KITOTEX®* is a new finishing process that uses Kitosan®, a bio-based polymer from shells 
or mushrooms, which is applied to the fibres. Kitosan® is used to coat the yarn following the 
dyeing process. This replaces the use of sizing agents such as polyvinyl alcohol (PVA), which 
leaves microplastic residues in the water. It also means that the temperatures used in dyeing 
and washing can be reduced by 40%.

*KITOTEX® Candiani’s patented sizing technology
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Source: Ellen MacArthur Foundation. A New Textiles Economy, 2015

Pr oduc t

RECYCL A BIL I T Y

CL OSING T HE L OOP

Nowadays, clothing tends to be used in a linear process. In other words, after a consumer  
has bought a garment and ideally used it for as long as possible, they dispose of it in a 
clothes recycling bin, for example. However, this linear process causes high levels of resource 
consumption. 

At MAC, we therefore ask ourselves how this intense consumption of resources can be 
counteracted. The solution lies in the concept of a circular economy. A circular economy 
means that the raw materials used in the production of a garment can be fully recycled at the 
end of its useful life and thus reused for as long as possible. The life of existing materials or 
products should also be maximised. This might be in the form of recycling, but repairing and 
reselling second-hand clothing also belong to the principles of a circular economy – after all, 
these methods can extend the useful life and thus the lifecycle of the garment. 
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M AC JE A NS
F OR L IF E

Pr oduc t

RECYCL A BIL I T Y

MAC launched the “MAC Jeans for Life” project at the end of 2021. This initiative bundles 
our activities for the promotion of a circular economy,

1.  Circular  pr oduc t  pr inciples
Include the criteria for the development of recyclable products

3 .  Repair s  and end- o f- li fe
Initiatives to extend the lifecycle of MAC trousers and for recycling them

2 .  Consumer  engagemen t
Supporting consumers in caring for their MAC trousers with the aim of ex-
tending their lifecycle
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Pr oduc t

RECYCL A BIL I T Y

1.  CIRCUL A R PRODUC T PRINCIPL E S

We started developing the MAC circular product principles in 2022. These defined criteria 
determine how a pair of MAC trousers can be developed to be durable and recyclable in the 
product development phase. In specific terms, this specifies how the proportion of recycled 
materials, the recyclability and the durability of the trousers are to be taken into account.

One key innovation project for us, therefore, is our experiment with the first completely re-
cyclable MAC jeans – the “Circular Nettle” by MAC Jeans. What does that mean exactly? In 
the development of the “Circular Nettle” by MAC Jeans, we pay particular attention to using 
as few different biodegradable materials as possible. As a result, these trousers do not con-
tain any elastane fibres because these are very hard to separate for the recycling process us-
ing current technologies. We are experimenting with our suppliers on a very high proportion 
of nettle fibres and as much recycled cotton from post-consumer sources as possible. Nettle 
fibres are very robust, durable and biodegradable and require much less water to grow than 
cotton, for example. Buttons that can be unscrewed make it easier to separate the individual 
components of a pair of jeans in the recycling process. We will completely avoid the use of 
metal rivets. The label will be completely biodegradable and made from apple pomace.

MAC received the European Green Award for this innovative project.

FABRIC MADE 
FROM NETTLES 
AND RECYCLED 

COTTON

LABEL MADE 
FROM VEGAN 

APPLE POMACE

BUTTONS THAT CAN 
BE UNSCREWED AND 

REUSED INSTEAD 
OF A ZIP

EMBROIDERED 
RIVETS INSTEAD OF 

METAL RIVETS
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Pr oduc t

RECYCL A BIL I T Y

2 .  CONSUMER ENG AGEMEN T

MAC trousers should be worn by the consumer with pride for as long as possible.  
To ensure that this is the case, we not only take care to select durable, high-quality materials 
and timeless designs in the product development stage but also support consumers in taking 
care of their MAC trousers. In our online shop, consumers receive comprehensive information 
with regard to caring for their MAC trousers. Consumers can also get direct advice at MAC 
outlets and from specialist retailers. We regularly train our staff and support them with  
videos that explain sustainability aspects and quality features. 
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Pr oduc t

RECYCL A BIL I T Y

3 .  REPA IRS A ND END - OF -L IF E

MAC offers consumers a repair service upon request via the online shop.  
Repairs such as replacing buttons, rivets or stitching are carried out at our sample sewing 
facility at our headquarters in Wald/Roßbach. 

Furthermore, MAC consistently pursues technological developments to further the possibili-
ties of recycling. Full textile recycling, in which a new item of clothing is made entirely from 
a worn item, is currently only possible to a limited extent. Globally, less than 1% of textile 
waste is recycled into new clothing.* Recycling is a technically complex process and the 
quality of the recycled fibre is often inferior to the original fibre. 

As a component of our strategy to develop sustainable collections (see pyramid on p. 61), we 
test innovations in the form of pilot projects and capsule collections. For instance, we devel-
oped compostable MAC trousers made of cashmere and denim.  
Cashmere wool is a natural and renewable raw material that is 100% biodegradable. MAC 
had already developed a pair of trousers made from worn, recycled jeans in the 2022 au-
tumn/winter collection. In order to guarantee high fibre quality, the recycled fibres were spun 
with extra-long staple, pesticide-free cotton fibre. 

* Source: McKinsey (2022)

“For our pilot project, we worked with our Italian supplier to develop a 
special ‘nearshore’ approach for recycling worn trousers into new fibres.

All of the recycling process steps, including sorting, separating rivets and 
preparation, take place within a maximum radius of 50 km.”

Barbara Hirt – Head of Product Management Womenswear 
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5 . 2
EN V IRONMEN T
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MAC makes a contribution 
towards achieving the Paris 
Agreement by reducing GHG 
emissions in its value chain

Launch of climate footprint project 

PV system went into operation
CO2 savings of around 110 tonnes 

E-charging points at the company 
headquarters:  
Number increased to 41 
Switch-over to electric vehicle 
fleet (70% hybrid or electric cars)

Creating transparency with regard to GHG  
emissions via a carbon footprint measurement  
for the value chain and derivation of measures

Establishing climate-neutral status for the  
site Wald/Roßbach

Promoting more climate-friendly mobility

PRIORI T ISED 
ISSUE

OUR A IM S TAT USME A SURE S NO TA BL E SUCCE SSE S, 
2 0 2 2 / 2 3

SDG F OCUS IMPAC T

Pr o tec t ing  
the clima te

Status key Initiated Good progress Completed Ongoing New

Envir onmen t

W E AC T I V ELY REDUCE OUR CONSUMP T ION  
OF ENERGY,  GHG A ND RESOURCES

We use resources with care

30,000 transportation boxes saved

Conclusion of implementation of 
PLM, continuation of roadmap IT 
modernisation

Reduction of water consumption at the site  
Wald/Roßbach and in the production facilities

Reduction of the use of paper and packaging  
materials where possible

Digitisation of processes

Pr o tec t ing  
r esources

We protect our ecosystem and 
promote biodiversity

2023 Blühender Betrieb [Business 
in Bloom] award

Promotion of biodiversity and the ecosystem  
at our headquarters and in the region

Biodiver si t y

•

•
•

•

•

•

•

•



/ 94 / 95

Envir onmen t

PRO T EC T ING T HE CL IM AT E

BOOS T ING RENE WA BL E S A ND SE T T ING CL IM AT E TA RGE T S

The consequences of climate change on people and the environment are already clear to 
see today. In our country, global warming translates into heat waves, extreme droughts 
and heavy rainfall. At MAC, we believe it is our responsibility to make a contribution to the 
central aim of the Paris Agreement to reduce global warming to 1.5 degrees Celsius. As a 
company, our biggest influence is on the emissions we cause directly. Energy generation and 
consumption, mobility and transport are among the main causes of emissions in Germany.

In 2021, MAC worked together with the Institut für Energietechnik IfE GmbH at the Techni-
cal University of Applied Sciences Amberg/Weiden to create an operational energy concept 
for the company’s headquarters in Wald/Roßbach. The project was funded by the Bavarian 
Ministry of Economic Affairs, Energy and Technology. One element of the energy concept is 
the installation of a photovoltaics system. This was installed on the roof in 2022 and then put 
into operation. Through the photovoltaic system, MAC is able to cover a very large proportion 
of its energy requirements using its own renewable sources. In terms of carbon emissions, 
this saves around 110 tonnes every year – a huge milestone on our journey towards climate 
neutrality at our headquarters in Wald/Roßbach! 

Our goal for 2023 is to launch a regional climate protection project and we are starting to  
calculate our climate assessment (Scope 1 and 2). 
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Envir onmen t

PRO T EC T ING T HE CL IM AT E

P ROMO T ING MORE CL IM AT E- F RIENDLY MOBIL I T Y

MAC has set itself the goal of promoting more climate-friendly forms of mobility for its em-
ployees. 
This will help us to reduce CO2 emissions caused through our employees’ commute to work. 
Back in 2020, we commenced the installation of e-charging points on our premises in  
Wald/Roßbach. This measure was continued in 2022. Now, we have 41 e-charging points 
that can be used by employees and visitors alike. We are also converting to e-mobility solu-
tions for our company cars. 70% of the vehicles in our fleet are already hybrid or electric.  
The proportion of electric cars is continuing to increase and currently accounts for 26% of  
the entire fleet. 

MAC offers incentives to encourage employees to cycle to work instead of taking the car. 
Since 2021, MAC has offered employees the opportunity to use the JobRad bicycle leasing 
programme. Staff can lease their desired bike or e-bike through MAC and benefit from a 
price discount of up to 40% compared to a conventional purchase. We also want to motivate 
our customers to use more environmentally friendly mobility options by giving away bikes, for 
example. 

Since 2019, all online orders within Germany have been delivered using the DHL GoGreen 
service. This option ensures climate-neutral shipping by offsetting the transport-related CO2 
emissions through investments in internationally recognised climate protection projects. From 
2022, orders going to the Netherlands will also be delivered with the climate-neutral DHL 
GoGreen service.
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M AC ROA DM A P,  C A RBON F OO T PRIN T A ND CL IM AT E NEU T R A L I T Y:

F ocus :  Emis sions a t  the Wald / Roßbach,  s i te F ocus :  Scope emis sions ,  company-r ela ted and pr oduc t- r ela ted

2020
Initiating more climate- 
friendly mobility

-	� Started installing e-charg-
ing points

-	� Switched the fleet over to 
e-mobility

2021
Energy concept at the 
site Wald/Roßbach

2022
Generated our own energy 
at the site Wald/Roßbach

-	� Installation of a PV system 
to generate our own elec-
tricity for the site Wald/
Roßbach saves up to 110 
tonnes of CO2 every year 

From 2023
Create climate assessment  
and formulate climate targets (MAC total) 

-	� Calculate GHG emissions in accordance with the GHG Pro-
tocol in order to enable reduction of company-related and 
product-related emissions

-	� Plan and implement measures to reduce and offset emis-
sions

Envir onmen t

PRO T EC T ING T HE CL IM AT E
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Envir onmen t

PRO T EC T ING RESOURCES

WAT ER A S A RE SOURCE WOR T H PRO T EC T ING

A large part of the water consumed by the textile industry is caused by the cultivation of raw 
materials. MAC pays particular attention to the use of materials such as hemp, bamboo and 
nettle fibres, which use less water to grow. We source 100% of our cotton from sustainable 
sources. This enables us to make a key contribution to saving water. In the cultivation of 
Better CottonTM cotton, for example, farmers use up to 15% less water.*

Our suppliers use innovative technologies like KITOTEX® ** and SaveTheWater® in their fab-
ric production, thus drastically reducing their water consumption. Such processes also enable 
a reduction in chemical use and energy consumption. 

When it comes to dyeing, some MAC trousers are treated with a terra dye that complete-
ly renounces the use of synthetic chemicals, opting instead for organic resins and natural 
enzymes. This natural dyeing process is skin-friendly and uses around 35% less water and 
approximately 35% less electricity. In addition, water recycling is achieved through waste-
water treatment in the MAC production facilities. This enables a significant reduction in the 
amount of fresh water used.

In the future, we aim to reduce water consumption and wastewater pollution further by using 
even more sustainable materials and environmentally friendly production and dyeing process-
es. A key milestone in this will be the MAC Restricted Substances List (RSL), which we are 
developing in collaboration with the German Fashion textile association. 

“We see that there is enormous potential in developing particularly low-impact  
materials, especially when it comes to reducing water consumption. We already use  

fabrics containing hemp or nettle fibres and are continually working on other  
alternatives to conventional cotton.”

Simon Khasani – Creative Director MAC Menswear   

  *BCI Farmer Results 2018/19
** KITOTEX® Candiani’s patented sizing technology
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Envir onmen t

PRO T EC T ING RESOURCES

T OP PRIORI T Y:  EL IMIN AT ING PACK AGING W HERE V ER P OSSIBL E

The issue of packaging concerns our entire value chain and is a key focus of the MAC sus-
tainability strategy. It is not only the consequences of microplastic pollution of the world’s 
oceans that pose a threat to the environment. Deforestation for the production of paper 
and cardboard has a huge impact on the climate and environment, too. At MAC, we want to 
play a part in reducing the environmental impacts of packaging as much as possible. Our top 
priority is to minimise packaging to the greatest possible extent. However, ensuring that our 
products arrive with our retailers and customers in a well-protected and undamaged condi-
tion, is not yet entirely possible without packaging. 

In 2020, we drastically reduced the use of poly bags for shipping to retailers. By completely 
eliminating individual packaging for our trousers and instead using large outer packaging, we 
can reduce the amount of plastic packaging used by 92%. Wherever possible, our trousers 
are packed in paper rather than plastic. 

We can also minimise the amount of packaging we use by optimising processes or reducing 
the returns rate. In 2020, our logistics department was equipped with a new dispatch facility. 
This not only enables faster order processing, but also helps to reduce the error rate in the 
picking process and thus lowers the returns rate. Packaging is also reused. By introducing 
dropshipping, we were able to avoid the use of 30,000 transportation boxes in 2023. Further-
more, customers receive digital invoices, rather than printed ones. 
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Envir onmen t

PRO T EC T ING RESOURCES

DIGI T ISAT ION OF PROCE SSE S

The digitisation of processes is one major way to help protect resources. As a result, we 
started comprehensively updating and expanding our IT architecture back in 2020. 

The MAC roadmap also includes the updating of the enterprise resource planning (ERP) sys-
tem. This enables the digital recording and automation of standard processes. It also saves 
paper and improves process efficiency, for instance. Logistics and transport processes can be 
made more efficient and ecological through the optimal exploitation of capacities. In 2021, 
we were already able to consolidate and optimise our supply of goods in order to minimise 
transport routes.

The product lifecycle management (PLM) system was also put into operation in 2021. A PLC 
system unites all product-related data and information gathered over its entire lifecycle in 
one single system that can be accessed from any location. This enables our design and prod-
uct development teams to work with the same knowledge as our producers. 

The year 2021 also saw the introduction of our digital order platform. This has been in use 
since 2022. A digital order platform makes it possible to reduce both the number of sample 
trousers shown to our sales partners when ordering a collection in the MAC showroom and 
the need for face-to-face appointments that also require our customers to travel. Since fewer 
sales samples need to be produced, this saves resources. Finally, CO2 emissions are saved 
through the reduction in customer travel. 

Our pilot projects are also testing the use of 3D avatars in product development or retail. 
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Envir onmen t

BIODI V ERSI T Y

P RO T EC T ION OF OUR ECOSYS T EM AT T HE SI T E WA L D/ ROSSBACH

Since its very foundation, MAC has always stood in harmony with nature. The extensive 
MAC company grounds (70,000 m2) in the rolling hills of the Upper Palatine Forest offer the 
ideal habitat for lots of different plants and animals. Trees and shrubs are perfect hiding  
places for various species of bird. The flower meadows around the company offices are a  
sea of colourful blooms in the summer months. We were named a ‘Business in Bloom’ by  
the Bavaria in Bloom initiative in 2023. In addition, the diverse flora offers a habitat to  
numerous small animals and insects such as butterflies, flies, honey bees and bumblebees. 
The large grounds are also home to several bee hives. A beekeeper looks after the hives, 
which are spread around the grounds. In 2019, we were able to collect our first honey from 
a total of 20 bee colonies. In the flowery surroundings and nearby forests and meadows, 
bees can find plenty of nectar and help to maintain our cultural heritage and agriculture as 
pollinators. The ecological natural trail that weaves through our premises explains interesting 
ecological facts. 
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Envir onmen t

BIODI V ERSI T Y

P RO T EC T ION OF OUR ECOSYS T EM AT T HE SI T E WA L D/ ROSSBACH

It’s not just our company grounds that show our love for nature. Over 20 years ago now, MAC 
staged a trade fair stand featuring cherry trees. These were then planted on the MAC com-
pany grounds. As part of the annual MAC cherry blossom festival, the whole MAC team can 
now enjoy the beautiful blooms. 

Protecting bat species is also very important to us. As a result, we have installed bat boxes 
on the trees and under the eaves of our company buildings. These are used as hiding places 
and homes for the endangered mammals.

Renowned photographer Nomi Baumgartl has also been documenting these measures at 
MAC since 2021. Among many other things, Nomi Baumgartl is an international B.A.U.M. 
award winner and founder of the EAGLE WINGS project for the protection of the Alps. Her 
photography reflects her deep commitment to people, animals and nature. MAC also received 
the EAGLE WINGS Light Ambassador Award in 2022. 
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SOCIE T Y
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Offering all employees along 
the entire value chain a safe 
workstation and a safe work-
ing environment (MAC and 
producers)

Compliance guidelines project 
launched, go-live in Q4 2023

Implementation of the MAC Code of Conduct

Systematic supplier management based on audit  
results

Establishing risk and compliance management

PRIORI T ISED 
ISSUE

OUR A IM S TAT USME A SURE S NO TA BL E SUCCE SSE S, 
2 0 2 2 / 2 3

SDG F OCUS IMPAC T

Occupa t ional 
sa fe t y  and  
compliance

Status key Initiated Good progress Completed Ongoing New

Socie t y

W E TA K E A SOCI A L LY RESPONSIBL E A PPROACH 
– AS A N EMPL OY ER ,  CON T R AC T ING EN T I T Y A ND 
COMPA N Y IN T HE REGION

We are the most attractive 
employer in the region

Launch of FIT FOR MAC, including 
weekly back exercises 

MAC creates an attractive working environment 

MAC employees can hone their skills through  
individual training programmes

Employees  
and employee 
developmen t

We practise responsible busi-
ness and want to give some of 
our success back to society

Support for LichtBlick Senioren-
hilfe e. V., Sauti Kuu Foundation, 
donating trousers for Ukraine

MAC makes annual donations to social projects  
(monetary and in kind)

Social  
commit men t

•

• 

•
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Socie t y

OCCUPAT ION A L SA F E T Y A ND COMPL I A NCE

E S TA BL ISHING RISK A ND COMPL I A NCE M A N AGEMEN T

It is MAC’s aim to meet the requirements of the German Supply Chain Act and to guarantee 
compliance with these requirements. To do this, MAC has initiated the following process:

1. 	� Con t inually  incr easing t r anspar ency in  the supply  chain  (in ternally 
and ex ternally) :

	 - �Implementing measures to improve transparency in the supply chain.
	 - �Taking into account internal and external data in order to obtain a comprehensive view 

of the supply chain.

2 . 	� Conduc t ing r isk  analyses to  iden t i f y  social  impac t s  in  the supply 
chain .

	 - �Evaluating potential risks and impacts on social issues in the supply chain.
	 - �Identifying areas where improvements are required.

3 . 	� De f ining policies  and speci f ica t ions (including Code o f  Conduc t ) :
	 - �Developing policies and specifications to set out our expectations of the supply chain.
	 - �Integrating a Code of Conduct that defines ethical standards and social responsibility.
	 - �Implementing the compliance policy project with go-live in the fourth quarter of 2023.

4 . 	 Implemen t a t ion and moni tor ing :
	 - �Consistent implementation of the policies and specifications in the supply chain.
	 - �Regular monitoring to ensure compliance.
	 - �Regular audits and supplier assessments.
	 - �Monitoring performance and compliance with specifications.

5 . 	 Impr ovemen t :
	 - �Partnership with suppliers to improve any identified shortcomings.
	 - �Facilitating an effective complaints system in order to address concerns and complaints.

DETERMINING 
RISKS AND  

OPPORTUNITIES

DEFINING  
POLICIES AND 

SPECIFICATIONS

IMPLEMENTATION 
AND MONITORING

ENSURING M AC  
M A IN TA INS I T S DUE  

DIL IGENCE AS A  
COMPA N Y

IMPROVEMENT

PROMO T ING 
T R A NSPA RENCY
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M AC CODE OF CONDUC T (E XCERP T )

Pr ohibi t ion o f  forced labour  and disciplinar y  measur es
Employment is voluntary; i.e., all forms of forced labour are  
prohibited. No employee may be mentally or physically punished  
as a ‘disciplinary measure’.

Pr ohibi t ion o f  child  labour
All employees must be at least 16 years old. Where national  
regulations stipulate a higher age, these shall prevail.

F air  r emuner a t ion
Wages must at least correspond to the statutory regulations  
and/or standards of the local economy.

Special  pr o tec t ion measur es for  young wor ker s
Young people may not work at night. They are also protected  
against working conditions that endanger their health,  
safety, morals or development.

Pr ohibi t ion o f  discr imina t ion
Discrimination is not tolerated in any form! All employees  
and workers must be treated equally.

F r eedom o f  as socia t ion and collec t ive  bar gaining
Employees and workers have the right to form or join a  
workers’ association or trade union of their choice for the  
purpose of collective bargaining.

Safe t y  in  t he wor kplace
Adequate measures must be taken to prevent occupational  
accidents and to protect the health of employees.

Wor king hour s
Working hours must comply with the applicable national legislation.  
Every employee has the right to at least one day off after six  
consecutive working days.

Socie t y

SA F E WORK ING A ND A SA F E WORK PL ACE

SA F E WOR K PL ACE S A L ONG T HE EN T IRE VA L UE CH A IN

MAC’s goal is to provide a safe workplace and working environment for all employees 
throughout the value chain. This has always been a priority for MAC. The implementation 
of the MAC Code of Conduct throughout the supply chain and within the company itself 
therefore represents a key milestone. The Code of Conduct serves as a binding basis for our 
business relationships and our suppliers and business partners are required to pledge their 
commitment to it. 
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Monitoring result for DENIM AUTHORITY S.A. on
site Site 1

Monitoring

Monitored Party : DENIM AUTHORITY S.A.

amfori ID : 788-000094-000

Site : Site 1

Site amfori ID : 788-000094-001

Address : Boulevard de l'Environnement

: 7070, Ras Jebel

: Bizerte

: Tunisia

Monitoring Activity : amfori Social Audit - Manufacturing

Monitoring Type : Full Monitoring

Submission Date : 13/04/2022

Expiration Date : 13/04/2024



This is an extract of the online monitoring result, generated on 15/04/2022, and is only valid as
an acknowledgement of the result. To see all the details, review the full monitoring result, which is
available here - The English version is the legally binding one.

amfori does not assume any liability with regard to the compliance of this extract, or any versions of this extract, with the Regulation (EU) 2016/679
(General Data Protection Regulation).

All rights reserved. No part of this publication may be reproduced, translated, stored in a retrieval system, or transmitted, in any form or by any
means electronic, mechanical, photocopying, recording or otherwise, be lent, re-sold, hired out or otherwise circulated without the amfori consent.
© amfori, 2021

Overall rating

A B C D E None

Section rating

PA1: Social Management System B

PA 2: Workers Involvement and Protection A

PA 3: The Rights of Freedom of Association and Collective Bargaining A

PA 4: No Discrimination A

PA 5: Fair Remuneration A

PA 6: Decent Working Hours A

PA 7: Occupational Health and Safety A

PA 8: No Child Labour A

PA 9: Special Protection for Young Workers A

- 1 / 6

Socie t y

SA F E WORK ING A ND A SA F E WORK PL ACE

AUDI T S 

Enforcing and ensuring fair working conditions within complex supply chains is no easy feat 
for companies in the textile industry. We make sure that our suppliers and producers are 
audited by organisations like amfori BSCI or SA8000. Audits take place at least every two 
years. Regular visits to our production sites mean we can also gain a clear idea of the work-
ing conditions for ourselves. 

A MF ORI  AUDI T SCOPE (E X A MPL E) 
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Socie t y

EMPL OY EES A ND EMPL OY EE DE V EL OPMEN T

MAC firmly believes that motivated employees are key to a company’s success. Our aim is to 
create an attractive and appreciative working environment that nurtures the well-being and 
health of employees. At MAC, our work motto is ‘It’s better together!’ – cohesion, listening 
to and learning from each other lie at the very heart of the MAC corporate culture. 

VOC AT ION A L T R A INING A ND A DVA NCED T R A INING 

MAC believes in nurturing individual skills and offers a wide range of training and further 
development opportunities. This also includes dual courses of study and vocational qualifica-
tions. In the technical side of the business, for example, 18 apprentices are being trained in 
vocations such as stitcher, dressmaker, tailor and model maker. However, we are also a lead-
ing provider of vocational training in the region in the business professions, marketing and IT. 
Furthermore, there are also regular internal training courses available not only to employees 
but also to apprentices and students. We also regularly invite external employees from our 
retail partners to training sessions. 
We actively invest in good-quality training in order to continually expand and improve the 
knowledge and skills of our employees and apprentices.
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The MAC three pillar model for our employees: 

Socie t y

EMPL OY EES A ND EMPL OY EE DE V EL OPMEN T

F L E X IBL E WORK ING AT M AC F I T F OR M AC AT T R AC T I V E WORK ING  
EN V IRONMEN T

- Flexible working hours
- Mobile working 
- Work from abroad
- 30 days’ holiday/year

-	 JobRad bicycle leasing scheme
-	� Weekly back exercise class for all employees during  

working hours (FIT FOR MAC)
-	 Power snacks corner with drinks, nuts and fruit 
-	 Two chefs meet our employees’ culinary needs 
-	 Company pension plan

-	 Staff events such as the cherry blossom festival
-	 Cooking events every month
-	 Coffee bar (barista course)
-	 41 electric charging points at our headquarters
-	� Extensive MAC grounds in a natural setting,  

awarded with various architecture prizes 
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Socie t y

SOCI A L COMMI T MEN T

As a company, it is important to us to give back a little of our success. MAC therefore  
supports charitable institutions with monetary donations and donations in kind and is actively 
involved in social projects. This tradition already has a long history at MAC. With these  
contributions, we want to make a positive impact on society and help to promote social  
projects and help disadvantaged people.

M AC turns  Black F r iday in to  Br igh t  F r iday
Last year, we launched another fundraising campaign to help the LichtBlick Seniorenhilfe e. V. 
senior citizens’ support group. For each pair of trousers purchased, we donated 5 euros to the 
charity. LichtBlick Seniorenhilfe helps senior citizens living in poverty by providing emergency 
financial assistance, shopping vouchers or meals on wheels, for instance.

Suppor t  for  the Sau t i  Kuu F ounda t ion
We have also been supporting the work of the Sauti Kuu Foundation headed by Dr Auma 
Obama since 2021. Sauti Kuu is committed to helping disadvantaged children and young  
people in Kenya and Germany. Through the provision of education and training, the  
Foundation seeks to encourage children and young people to discover and unlock their own 
resources and potential in order to achieve sustainable economic independence. 

# Pr oud to  help
Together with the Order of Malta Volunteers in Passau, MAC donated trousers for  
people in Ukraine. 

Suppor t ing univer si t ies
In addition to our social projects, we also support various research and education  
projects at universities. 
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6 . 
M A N AGEMEN T
CORPOR AT E GOV ERN A NCE
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Managemen t

SUS TA IN A BIL I T Y M A N AGEMEN T AT M AC

At MAC, sustainability is something that affects all areas of the business. The implementa-
tion of our sustainability strategy requires change both in the organisational structure and in 
the organisation of processes. 
We make sure that the overall transformation process applies to the entire company. From 
the executive management to the employees, every single person plays a part in this interdis-
ciplinary process. We are certain that sustainability requires a comprehensive approach. As a 
result, sustainability management is anchored throughout the entire company. I T

L OGIS T IC S

HR

SUS TA IN- 
A BIL I T Y

SOURCING

PRODUC T

SA L E S
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Managemen t

ORG A NISAT ION A L INCORPOR AT ION

From an organisational perspective, our Corporate Social Responsibility (CSR) team is in-
tegrated at the executive level with a project management office (PMO). This means that 
sustainability is not the isolated remit of a single department but is enshrined in the day-to-
day processes at MAC.

The responsibility for sustainability extends to the specialist divisions, supported by what 
are known as bridge roles. These roles champion the topics of innovation and research in 
particular. With this structure, we ensure that sustainability is taken into account and driven 
forwards in all areas of the company.

E xecu t ive  managemen t

C SR-PMO

C SR core team

Produc t
Women

Managemen t

C SR br idge 
role

Managemen t

C SR br idge 
r ole

Managemen t

C SR br idge 
role

Managemen t

C SR br idge 
role

Pr oduc t
Men

Pr ocuremen t Marke t ing
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Managemen t

RESPONSIBIL I T IES A ND ROL ES

Role Tasks

CSR core team	 - Develop strategic targets and measures
- Manage sustainability in the specialist divisions

CSR-PMO
(project management 
office)

- Project controlling of the sustainability measures
- Establishing sustainability policies (e.g. Code of Conduct)
- Sustainability communication
- Responsible for sustainability reporting and monitoring

CSR Manager, specialist 
divisions

- �Project management and implementation of the sustainability  
measures by specialist division

- �Data collection for sustainability reporting
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Managemen t

PROCESS ORG A NISAT ION:  T HE PROCESSES  
BEHIND T HE ORG A NISAT ION

Every year, the strategic targets and measures are developed together with the management 
and the Corporate Social Responsibility (CSR) core team. The implementation and monitoring 
of the measures is taken care of by the project management office (PMO). There is an inter-
departmental project controlling and management team that reports directly to the executive 
management.

The core team meets at least once a month in order to discuss measures and the progress of 
sustainability targets. Thanks to our flat hierarchies, we can make decisions and implement 
measures quickly. Employees are regularly kept up to date on sustainability issues through 
the company’s internal newsletter. With this structured approach, we can guarantee continu-
al monitoring of progress and are in a position to be able to effectively track the status of our 
sustainability targets.



/ 136 / 137

Managemen t

OUR RESPONSIBIL I T Y IN T HE SUPPLY CH A IN

Responsible business practices, fairness and the considerate treatment of people and nature 
are essential elements of our corporate culture. At MAC, we set great store by the respectful 
treatment of others – both within the company and with our business partners.

We strive for long-term partnerships as equals with all of the partners in our supply chain. 
Our purchasing strategy is based on trust and continuity. These values enable great trans-
parency and peace of mind with regard to where our products are manufactured, and under 
what conditions. We only work with partners that share and implement our requirements in 
terms of working conditions and responsibility for the product.

We are committed to upholding human rights and safeguarding fair working conditions. We 
also expect this from our business partners throughout the entire value chain. Our values are 
safeguarded by the MAC Code of Conduct, which is the basis for our business relationships. 
We strictly require our suppliers to comply with our requirements. Our Code of Conduct is 
available to download from our website at: https://corporate.mac-jeans.com/en.
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Managemen t

W HERE OUR PRODUC T S A RE M A NUFAC T URED

Since our production takes place exclusively in Europe and neighbouring countries, our supply 
chain is more resilient to disruptions in globally networked supply chains. This makes MAC a 
reliable partner for specialist retail. The short transport routes also protect the environment. 
By way of comparison, the CO2 emissions for MAC transport are far lower than air freight or 
sea freight from Asia. Through regular visits to our production facilities and many years of 
trusting collaboration, we are able to monitor compliance with social standards much more 
effectively and know how and under which conditions MAC trousers are made.
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This report presents developments and events for the reporting period January 
to December 2022. 
Throughout this report, gender-specific terms may have been used to refer to 
individuals for the purpose of easier readability. This should be construed to 
include all gender identities. 

Publisher:
MAC Mode GmbH & Co. KGaA
Industriestraße 2
93192 Wald/Roßbach
Germany
mac-jeans.com

If you have any questions, comments or suggestions regarding sustainability at 
MAC, please contact us in one of the following ways:

Christine Degel
CSR Officer
e: c.degel@mac-jeans.com
t: +49 (0)946 385 50
f: +49 (0) 946 385 519

Nature and company photos by Nomi Baumgartl
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