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Industry Breakfast Agenda 2022
Programme Agenda

•Intro from the European Outdoor Group  |  Peter Ottervanger
•It’s Great Out There Coalition (IGOT) & Opening Up The Outdoors  |  Julian Lings (VFC)
•TexAid & Schoeffel  |  Sarah Case (TexAid) & Mirjam Kroenert (Schöffel)
•Quantis |  Luca Mosca & Stefan Frehland
•European Sustainability Strategy Course  |  Katy Stevens
•European Outdoor Conservation Association (EOCA)  |  Catherine Savidge & Tanya Bascombe
•End of Breakfast





A coalition of outdoor industry and community experts who envision an outdoor community and 
industry in the UK and Europe that is truly diverse, equitable and anti-racist. 

An outdoor community where everyone, regardless of ethnicity, religion, gender, sexual identity or 
physical ability is welcomed and included, and can participate and express themselves freely and 
safely.



Opening Up the Outdoors is made up of outdoor industry and community experts from the UK and 
Europe, including Adidas Terrex, Arc’teryx, Berghaus, Finisterre, Patagonia, The North Face and 
Vivobarefoot. The group came together in Spring 2021, in response to the systemic racism that led to 
the murder of George Floyd, the increase of anti-Asian sentiment and violence, and in support of the 
Black Lives Matter movement.

Less than three in ten Black people (26.2%) and Asian people (25.7%) in the UK spend time in the 
countryside, compared with more than four in ten White people (44.2%). 
The barriers to accessing the outdoors are varied, but often include hostility and discrimination.



Launch of the Online 
Allyship Commitment
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Sarah Case & Mirjam Krönert 
Graduates from University of Borås

MANAGING COMPLEXITIES 
OF REPAIR SERVICE 
OFFERINGS IN THE 
OUTDOOR TEXTILE 
INDUSTRY 

ISPO Munich | 2022-11-30



HOW REPAIR SERVICES ARE OFFERED

Sarah Case & Mirjam Krönert | ISPO Munich | 2022-11-30



KEY FACTORS

Strategic Operational Contextual

Customer service strategy Industry contextResponsibility

Sustainability strategy

Product development strategy

Financial strategy

Communication strategy

Operational flows

Standards for repair

Required resources

Impact of regulations

The customer
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FULL THESIS HERE
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01 Introduction & Context

02 What is Life Cycle Assessment, why is 
important and how can it be used

03 LCA in Action: how to approach it right

04 Current debates around LCA & Brand 
Accountability

05 What role will LCA have in the future

11

Agenda

LCA: Life Cycle Assessment, Action, 
Accountability

From measurement to management: how the correct use of the Life Cycle framework can support sustainable business 
transformation
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Speakers

Luca Mosca

Quantis
Senior Sustainability Strategist

Stefan Frehland

Quantis
Sustainability Expert Consultant

Luca.mosca@quantis-intl.com Stefan.frehland@quantis-intl.com

mailto:Stefan.frehland@quantis-intl.com
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1 LCA >> Life Cycle 
Assessment 2

LCA metrics are the ones 
to guide your 
environmental actions, 
enabling the Brand to 
focus on priorities, when it 
comes to environmental 
sustainability

3 LCA >> Life Cycle
Accountability

LCA will enable your Brand 
to correctly communicate 
with all stakeholders, 
adhere to new and more 
stringent regulatory 
frameworks and avoid 
reputational risks

LCA is the science-based 
tool that will help you 
measure Brand’s footprint 
and environmental 
hotspots across different 
categories 

LCA >> Life Cycle 
Actions

Environmental sustainability consultancy that works with brands across the globe to 
drive sustainable transformation and align business with planetary boundaries
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What is the carbon footprint of a cotton T-shirt?

Key Assumptions:

● 150 g cotton T-shirt
● Conventional cotton cultivation (global 

average)
● Manufactured in China
● Assembled and used in Europe
● 52 washing events (washing and 

drying) during the lifetime of the 
product
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LCA is a tool to assess the environmental impacts of a 
product, service or company from cradle to grave. 

The key elements of LCA are:

Metrics-based approach, allowing impact evaluations 
and/or comparisons to be made on a quantified and 
credible scientific basis.

Life-cycle oriented, allowing users to consider various 
product stages, to highlight potential ‘burden shifting’, 
or unintended consequences. 

Multi-criteria: an LCA can cover a multiplicity of 
indicators in the assessment (including water use, 
ecotoxicity, ozone depletion, etc.) CARBON 

FOOTPRINT
WATER 

FOOTPRINT
ECOSYSTEM 

QUALITY
NATURAL 

RESOURCES
HUMAN 
HEALTH

Life cycle assessment approach
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LCA - Life Cycle Assessment, Action, Accountability

ASSESSMENT ACTION ACCOUNTABILITY

See the full picture, get the facts right

Identify environmental issues 
along the value chain (hotspots)

Compare alternatives

Focus on the right thing

Identify improvement possibilities 
and priority actions

Define the strategy, set goals and 
measure progress

Manage risk

Communicate and facilitate 
conversations with stakeholders

Take ownership and communicate

LCA is the compass that guides you through your sustainability transformation process

Avoid shifting the burden
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The LCA framework you need to know
ISO NORMS 14 040 + 14 044 (2006) FOR LCA

Life cycle 
inventory Interpretation

Life cycle impact 
assessment

Goal and scope 
definition

Get the right picture:
● Define your system, data requirements and assumptions to 

fill potential gaps

Select the right tools and databases
● To complement available and collected primary data, 

background databases can fill the gaps (secondary data)

Consider the right impact indicators for your context:
● Select the impact indicators for the assessment based on 

your context
● Avoid tradeoffs by using a multi-indicator approach
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Keep in mind…

● LCA evaluates potential impacts and produces relative results

● LCA provides a hot spot view but depending on the context, it needs to be complemented by other
additional insights

● LCA is not risk assessment

● There is uncertainty associated with data and results
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LCA - Assessment, action, accountability

LCA is not a treasure map … it is our compass to sustainability 
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What are the consequences of un-correct practices?

1 Regulatory
Measures

2
3 Reputational 

Risk

Consumers’
Dis-engagement
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What went wrong - why were these in-correct practices?

1. Data requirements: wide use of generic (secondary) data instead of specific (primary) ones

2. Database selection: datasets from different sources, resulting in a risk of lack of consistency in the modeling 

3. (Involuntary) Greenwashing: misalignment between the indicator and what was communicated to consumers
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Remember the cotton T-shirt? 
carbon Footprint per Life Cycle step
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1 2
Sustainability is a journey 
and an extremely 
complicated matter. Be 
aware about what you 
don’t know, focus on 
transforming the hotspots 
of your value chain and let 
LCAs monitor your actions. 

3 Go beyond the 
carbon tunnel 
vision.

By adopting a multi-
indicator approach, LCAs 
can thoroughly show the 
impact of your business on 
the environment, pointing 
you towards the right 
decisions and stopping 
you from just shifting the 
burden.

Strive for progress 
over perfection.

It’s not about the number 
itself. LCAs can show you 
the right way forward in 
your sustainability journey 
. 

LCA is your 
sustainability 
compass.

What are the 3 key things we want you to walk away with?
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The EOG Sustainability Strategy Course

Text

With the global challenges ahead, sustainable solutions are needed at all levels of society. Outdoor 
industry players, with nature as playground, are expected to have sustainability as a core aspect of 
the business strategy. 

The course is both a learning material and a toolbox for building a solid sustainability strategy. By 
starting in your current situation and establishing a structured approach to the challenges ahead, you 
can activate the whole company for concrete action while in parallel establishing long-term goals, 
follow-up methods and strategy development. 

The course is divided into 5 chapters 

1.Sustainability Baseline 
2.Vision and Commitment 
3.Strategy Formulation 
4.Framework & Management 
5.Activity Planning

EOG Sustainability Strategy Course

https://www.europeanoutdoorgroup.com/courses-resources/european-sustainability-strategy-course
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Starting in your current situation and establishing a structured approach to the challenges ahead

A complete course for building your sustainability strategy

Text

Sports and Outdoor Exclusive Material A Complete Strategy
This course is tailored for 
small/mid-sized companies in 
the outdoor sports sector, 
referring to tools and examples 
that relate to your current 
reality.

The course combines texts and 
i l lustrat ions with v ideos 
containing fact-based learning 
and inspirational examples 
from outdoor industry brands. 
You will also get access to 
useful links, downloadable 
te m p l ate s a n d p ra c t i c a l 
guides.

A!er implementing all parts of 
this course, you will have a 
widely accepted corporate 
sustainabil ity strateg y, a 
structured approach to future 
challenges and on-going 
transitional activities in many 
parts of the company.



Catherine Savidge and Tanya Bascombe
Joint General Managers

Biodiversity and Business

“In delivering on biodiversity, we deliver on climate, on 
pollution, on the UN Decade of Ecosystem Restoration, 
and on the food and energy system transformation. So 
let us ensure that this COP [15] will be remembered as 
the moment we finally set our societies and 
economies on the path to rebuilding the biodiversity 
upon which we all rely.”
Ingar Andersen – UN Under-Secretary-General and 
UNEP Executive Director



• Over 1 million species are now at risk of extinction

• 40% of plants at risk of going extinct

• Experts say the rapid rate of species loss we are seeing today is between 1000 and 10,000 
times higher than natural extinction rates.

• Biodiversity loss has serious implications for business: half the world’s total GDP ($44 trillion) 
is at moderate or severe risk due to nature loss

The loss of biodiversity crisis is urgent: 
For people, for business and for the planet 



Biodiversity provides economic value through:

• Environmental Stability. Eg regulating climate, air purification, flood prevention.

• Provision of raw materials. Eg cotton, cellulose

• Habitats. Eg production of healthy soils

• Culture/Wellbeing. Eg educational and recreational opportunities in natural habitats

Why does your Business Depend on Biodiversity?



• Raw materials. eg extraction/cultivation

• Manufacturing/Production. eg pollution, energy use

• Infrastructure and transportation. eg land use changes, pollution

• Consumption. eg consumer behaviour, plastic pollution, product end of life 
disposal 

How does your Business Impact on Biodiversity?



Nature Positive - A growing movement
‘Halt and reverse nature loss by 2030.’ Fully restore nature by 2050

• G7 leaders: Call for a halt and reversal of nature loss by 2030

• 94 Countries plus EU: Leaders Pledge for Nature, to reverse loss of biodiversity by 2030

• 1100 businesses: calling on governments to adopt policies to reverse nature loss by 2030 

• Finance sector: ‘Taskforce For Nature-Related Financial Disclosure’ will help direct 
investments towards a nature positive future



COP 15 will focus on adoption of an 
equitable and comprehensive framework, 
containing  agreed global targets to halt 

and reverse the loss of biodiversity

COP 15: UN Biodiversity Conference
Montreal, 7-19 December



#MAKEITMANDATORY
Signed by more than 330 businesses and 
financial institutions from 52 countries 
with a total revenue of $1.5 trillion



• Outcomes from COP 15

• EU ‘Nature Restoration Regulation’ Legislation. 
• Mandatory for state members to protect and restore their natural habitats. 

• EU Corporate Sustainability Reporting Directive (applied 2024-2026). 
• Will require businesses to annually disclose their impact, targets and progress on biodiversity and nature.

• Climate change is accelerated by biodiversity loss. 
• Expect more regulation relating to biodiversity to arrive.

Can We Expect New Legislation Relating to Business and Biodiversity?



Why Turn Your Business Nature Positive Now?

• Get ahead of regulation changes and associated costs: Lead the way. Gain the advantage.

• Mitigate risks of supply chain disruption: From raw material sourcing to risk of flooding in factories

• Strengthen positive brand reputation: With customers, employees, investors and society

• Opportunities to collaborate with other stakeholders and innovate: To benefit your company 
and the planet.



Ambitions for 2023

Put funding into conservation projects impacting over 1m hectares….

Reach milestone of having put €5 million into conservation 

EOCA funding in 2021 and 2022 has contributed to projects 
implementing conservation in over 710,000ha!!



• Provide summary of outcomes of COP 15

• How to:
- Measure impact and dependency on nature
- Avoid and reduce negative impacts
- Move to being nature positive

2023 Event:  Bio-Diversify your Business!





Join Us!

• Join Us to learn about biodiversity and your business - the risks and the 
opportunities

• Join Us - to help halt and reverse nature loss by 2030

• Join Us – because it is the right thing to do.


