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The Swarovski Advisory Board
The Advisory Board is the uppermost decision-making and cost-controlling 

body of the three independent Swarovski companies in Austria and Swarovski 

Holding in Switzerland: D. Swarovski & Co., Wattens, Swarovski Crystal 

Business. Tyrolit Schleifmittelwerke Swarovski K.G., Schwaz. Abrasives 

Business Swarovski Optik K.G., Absam. Swarovski International Holding AG, 

Männedorf, Switzerland. 

The Advisory Board meets once per month in Wattens and alternately 

Männedorf, and consists of six members (Gerlind Buchbauer, Marina 

Giori-Lhota, Hulda Margreiter, Monika Schiestl-Swarovski, Gernot Langes-

Swarovski, Helmut Swarovski) headed by a yearly elected chairperson. The 

Advisory Board represents the company’s more than 60 shareholders.

The Swarovski Executive Board
 

As the policy-making body for the entire Swarovski Crystal Business, the 

Executive Board is made up wholly of members of senior management 

within the group in and beyond Austria. Together they form an integrated 

corporate management team with shared responsibility, making decisions 

and taking action in the interest of the group as a whole. Decisions made 

at the ExB level are binding through the entire Swarovski Crystal Business.

Six members of the Swarovski family and two non-family members of equal 

standing serve on the ExB for the general good of the company. They report as 

a unit to the Advisory Board. In determining responsibilities for each individual 

member of the ExB, the main business segments and the company’s key 

positions were given equal consideration. In addition to day-to-day contact 

in support of collaboration between the individual members, full meetings 

of the ExB are held once a month, alternately in Männedorf and Wattens, to 

discuss important matters and decide collectively on related policies. On the 

whole, the ExB’s goal is the successful promotion of all activities within the 

Swarovski Crystal Business. 

The Swarovski Executive Board
Standing, from left: Mathias Margreiter, Robert Buchbauer, 
Markus Langes-Swarovski, Jakob Oertle, Paul Swarovski
Seated, from left: Heinz Molan (retired since January 1st, 2010), 
Helmut Swarovski, Daniel Cohen

The Swarovski Advisory Board
Seated, from left: Gerlind Buchbauer, Monika Schiestl-Swarovski, 
Standing, from left: Hulda Margreiter, Helmut Swarovski, Marina 
Giori-Lhota, Gernot Langes-Swarovski

World Business Council for Sustainable Development (WBCSD)

The WBCSD, a forum for the exchange of knowledge and experience sees 

itself as a pioneer of corporate social responsibility. Since it was founded in 

1992, more than 200 companies have joined to make their knowledge and 

experience available to support the organization. Swarovski wants to make 

a contribution towards the creation of a framework that allows business to 

effectively promote sustainable development. Therefore Swarovski has been 

an active member of the World Business Council since 2007, especially in 

the area of Water & Sustainable Development“. 

UN Global Compact (UNGC)

Outside the reporting period, in 2010, Swarovski also joined the UN Global 

Compact (UNGC). By participating in this global initiative sponsored by the 

UN, businesses endeavor to uphold 10 principles in the area of human 

rights, labor standards, environmental protection and anti corruption. 

Swarovski supports the idea of being jointly engaged in building social and 

environmental cornerstones for the global economy. 

Swarovski:  

COmmiTTEd TO  
rESpONSiBlE SuSTAiNABlE  

dEvElOpmENT. 
Dear readers!

It is in the nature of a family company to think in terms of 

generations rather than quarter-years. It is, of course, possible 

to make “a quick buck” without acting sustainably and showing 

respect for human beings and the environment. It is possible 

to play an unfair game for a decade. But only thinking and 

acting holistically can lead to success that spans generations. 

For Swarovski, the philosophy of sustainable development has 

been an important part of the company culture right from the 

time it was founded.

The intuition of our company founder Daniel Swarovski led him 

to believe that success in business was only possible if the 

environment and its resources were treated with respect and 

social needs taken into account. He made his own views on 

sustainability known by expressing them as one of his guiding 

principles: “It is the duty of every responsible company to 

support social and environmental projects.” 

At Swarovski, this responsible attitude has matured into a core 

competency, because the company is managed by descend-

ants of the founder’s family in the knowledge that it is even 

more important today to consider the future, and to build up 

and promote a high level of sensitivity concerning the appro-

priate use of available resources, than it was when the company 

first started.

Swarovski’s continued healthy growth and the implementation of 

our many projects show that we are on the right track. Thanks 

to the high level of innovation and the enormous commitment 

of our employees, our internationally established company 

has been able to expand on our position as worldwide market 

and technology leader in the area of crystal manufacture and 

processing, as well as being a trend setter and creative pioneer 

in the fashion and lifestyle business. In doing so, the company 

has particularly adhered to its social responsibility. There are 

however always new economic and social needs that must be 

taken into consideration. This is the challenge we face every day. 

As a “corporate citizen”, Swarovski cannot permit itself to heed 

its customers alone, but must take a wider view to accommo-

date all of its stakeholders. In the future, you will be able to 

learn of the diverse ways in which Swarovski is already fulfilling 

its role as a company that conducts business sustainably in 

a compact, biannual Swarovski Sustainability Report. With 

this document, Swarovski will present both a balance sheet 

and a report card – especially from an ecological and social 

perspective.

Some of you are now probably saying to yourselves: “Are we 

not just leaping onto the bandwagon with this sustainability 

report – are we not stumbling into the zeitgeist trap?” No. We 

are simply putting on paper what has always been the norm at 

Swarovski in the face of increased demand. Because we keep 

receiving more and more requests from our stakeholders, we 

are now talking about our commitment to sustainability, which 

we have been practicing all along without much fuss.

This publication is a prelude, so the reporting history extends 

further back into past company history and focuses on 

Swarovski in Wattens. With future Sustainability Reports, it 

is our aim is to take into consideration all of the areas and 

activities in which Swarovski is engaged throughout the world. 

Also, a new section on the company’s website at www.brand.

swarovski.com will provide ongoing news and information on 

“Sustainability at Swarovski.” 

We would therefore like to invite you to engage in a construc-

tive dialogue with us. We welcome your suggestions and ideas! 

Your Swarovski Executive Board
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JEWELRY & PREMIUM
CONSUMER GOODS

THE SWAROVSKI
COMPANY

SWAROVSKI

Jewelry & Accessories Watches Crystal objects & home 
accessories

Crystal chandeliers & 
lighting systems

Enterainment Loose crystal elements & 
semi-finished crystal products

Genuine gemstones 
& created stones

SCHONBEK

TYROLIT SWAROVSKI
OPTIK

SWARFLEX

ABRASIVES OPTICS OTHERS FINANCIAL 
INVESTMENTS

BUSINESS LINES

CORPORATE LEVEL

PRODUCT BRANDS

GROUP LEVEL

Setting the standards for success

As a result of its corporate philosophy, Swarovski 

is the market leader in a wide variety of fields:

* Precisely cut crystal elements and semi-

finished products

* Crystal jewelry, crystal objects and crystal 

accessories

* Crystal chandeliers, lights, and lighting 

systems

* Genuine gemstones and created stones

As of 2007, Schonbek Worldwide Lighting Inc., a 

leading specialist in the design and production of 

crystal chandeliers, lights, and lighting systems, 

has been part of the Swarovski company.

Within the expanded field of crystal, Swarovski 

developed products that have

now established themselves as independent 

brands:

* Precision optical instruments (SWAROVSKI 

OPTIK)

* Grinding and dressing tools (Tyrolit)

* Road safety products (Swareflex)

A world of creation 

The collections produced by Swarovski and 

Atelier Swarovski continually reflect the spirit of 

the times: they include jewelry, fashion acces-

sories, watches, home accessories and crystal 

objects, as well as crystal chandeliers and lighting 

systems. Their expressive power is rooted in the 

creativity of the Swarovski design team, as well as 

the contributions made by leading international 

designers. 

A world of inspiration 

With SWAROVSKI ELEMENTS – loose crystal 

elements and crystalline semi-finished  products – 

Swarovski has supplied and inspired the fashion, 

jewelry, and accessories industry for many years. 

SWAROVSKI ELEMENTS can also be found on 

design pieces in the fields of home decorations, 

light design, architecture, and interior fittings. 

The innovative SWAROVSKI CRYSTALLIZED™ 

retail concept acts as a platform for exclusive 

jewelry and accessories collections by renowned 

designers using SWAROVSKI ELEMENTS. Under 

the SWAROVSKI GEMS™ name, Swarovski 

offers precisely cut genuine gemstones and 

created stones. The ever-growing range boasts 

a fascinating refractory effect through masterful 

faceting.

Swarovski continually works with international 

designers, and helps them to express their  

creative talent. For many years, Swarovski 

has played an indispensable role in haute 

couture. This long-standing creative partnership  

with the fashion world spans from Coco Chanel and 

Elsa Schiaparelli to the icons of today’s catwalk. 

Thanks to Swarovski’s ongoing commitment  

in the fields of research and innovation, there  

really are no limits when it comes to designing  

with SWAROVSKI ELEMENTS and SWAROVSKI  

GEMS™.

A world of imagination

Mysterious, original, and captivating, Swarovski 

Kristallwelten pays homage to crystal as a medium 

of imagination. In 1995, on the centenary of the 

company’s founding, Swarovski commissioned 

Austrian multimedia artist André Heller to portray 

crystal in all ist incredible facets. He came up 

with Swarovski Kristallwelten and its fantastical 

chambers of wonder in Wattens, the home of the 

company. Within the exhibition, concert and event 

center, artists such as Jim Whiting, Fabrizio Plessi 

and Brian Eno offer an individual interpretation of 

the elegance of crystal. With more than nine million 

visitors, Swarovski Kristallwelten represents one  

of Austria’s most popular attractions.

For over 100 years, Swarovski, the brand synonymous with 

ingenuity, poetry, and technology, has developed its supreme 

mastery of precision-cutting, to become the world’s leading 

producer of cut crystal, genuine gemstones, and created 

stones. The family company has remained fully independent 

since its foundation in Wattens, Austria, in 1895. Over the 

course of its history, Swarovski has produced innovations and 

inspired creative trends in fields as varied as jewelry, fashion, 

accessories, lighting and interior design, culture, and indus-

trial research and development. The company draws its rich-

ness of expression from the cultural heritage of central Europe 

and its talent for forging links between the arts, science, and 

economics. Today, the name of Swarovski stands for exacting 

workmanship, quality, and creativity all over the world.

“Every new era offers new
possibilities for action

and development. Development 
never stands still.

Innovations in one field inevi-
tably lead to innovations

in others. One must remain alert 
at all times, always ready

to make the very best use of 
what emerges.”

Daniel Swarovski

SwarovSki Group
ownerS: family memberS from tHe fourtH and fiftH generation

2009 2008

Number of employees

WattensSwarovski Group Swarovski GroupSwarovski Company Swarovski 

Company

2.25 24,8411.77 20,029 49052.52 25,9981.92 20,674 5896

Turnover

(billion euros)

the WOrld of 
Swarovski
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About the report
A tradition of responsibility

The motivation to produce this Sustainability Report, the first of its kind at Swarovski, came from a 

strong desire to highlight the company’s past and present activities and achievements in a clear and 

simple way. In addition, Swarovski would like to convey the challenges it is facing at present and the 

actions it is contemplating to address them. These will form the basis for a constructive discourse with 

the company’s stakeholders and it underlines the commitment to build and develop Swarovski in a 

sustainable way.    

Reporting period and frequency

The quantitative information in this report covers the financial years 2008 and 2009. As this is 

Swarovski’s first Sustainability Report, some activities from before this time are also included. The 

report provides the reader with an impression of the milestones in place in relation to the develop-

ment of the company, particularly in the areas of ecological and social accomplishments. The section 

“Chances & Goals” provides an overview of the steps Swarovski plans to take to further optimize the 

Sustainability activities. Going forward, Swarovski will publish a report every two years to evaluate the 

goals which have been achieved and the measures which have been implemented.  

Reporting areas

The data in the report, particularly the key data in “Facts and Figures”, relates primarily to the Crystal 

business division at the Wattens headquarters. Other business divisions and sites including subsidi-

aries are only covered very briefly. The reporting areas have been limited in this way for pragmatic 

reasons, not least because it is not possible at this time to provide a complete and standardized set of 

data for the entire company. In an effort to constantly improve the method of reporting, Swarovski will 

strive to continually expand its reporting areas in the future and to take the necessary steps to ensure 

that data is collected and consolidated in an appropriate, quality-assured way.

Content

The themes covered in the report were selected by a diverse editorial team according to the principle 

of relevance. Ongoing discussions with journalists, partners from the value adding chain, NGOs and 

other stakeholder groups were taken into account together with recurring themes from ongoing media 

analysis, such as the internationalization of the production of crystal components.  

Stakeholders

This report focuses on Swarovski’s stakeholders. These are the people who are involved in Swarovski’s 

business operations either directly or indirectly. 

Swarovski’s main stakeholders are its owners, employees and their families, customers and partners, 

suppliers, authorities, social partners, special interest groups, politicians and local residents. There 

are also many other groups which have a direct interest in the current business operations and the 

company’s development. The Sustainability Report aims to keep these stakeholders informed and to 

strengthen dialog with them. Swarovski encourages feedback from its stakeholders and will address 

any issues which are brought to its attention.
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Cut crystal and the leitmotif of “crystallines” 
never fail to spark one’s fantasy. Their beauty 
has lit up Swarovski since the company’s 
inception. This is driven by the great poten-
tial of the Swarovski research spirit, as well as 
from the stream of stories and traditions, and 
the creativity and inspirational collaboration 
between employees, customers and partners. 

This inspirational source has enabled Swarovski 
to continually tap new markets for more 
than 100 years. Swarovski focuses on life-
style-, fashion- and technology-driven growth 
markets. Swarovski has assumed the position 
as a market leader across the world in these 
fields. We strive to grow our profits steadily 
and to lead the markets in which we operate.

SWArOvSKi,  
A piONEEr OF iTS TimE –  

YESTErdAY,  
TOdAY  

&  
TOmOrrOW
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MileStoneS in the CoMpAny hiStoRy

1892 Daniel Swarovski (1862 – 1956) 

designs a revolutionary machine 

which enables crystals to be cut 

much more precisely than was 

previously possible by hand. 

1895  Daniel Swarovski founds the 

company in Wattens, Tyrol. 

1907  The Ausserachen power plant, the 

company’s first big hydropower 

plant, is built, with 600 KW output 

via three pelton turbines. In addi-

tion to providing electrical power 

to the cutting machines, and light 

to the working areas, large areas 

of Wattens and the neighboring 

mountain communities receive 

“Swarovski power”.

1919  The Tyrolit brand is registered with 

the Innsbruck Bank of Commerce 

and Trade for the production of 

separating and grinding tools. 

1937  Glass reflectors are developed, 

increasing visibility and safety on 

the roads. Today, Swareflex is one 

of the most advanced suppliers of 

road safety products. 

1949  Swarovski Optik is founded, and 

goes on to become a leading 

manufacturer of precision optical 

instruments for hunting and nature 

observation. 

1951  The Ausserachen power plant 

is upgraded to provide 750 KW 

output. 

1956  Together with Christian Dior, 

Swarovski develops the “Aurora 

Borealis” effect, a shimmering 

finish that enhances the sparkle of 

cut crystal. 

1961  An increased demand for energy 

leads to the building of the 

Innerachen power plant with 

2,200 KW output via two Francis 

turbines. 

1965  The first Swarovski crystals for 

chandeliers and lighting are 

launched and in 1977 are regis-

tered under the Strass® Swarovski® 

crystal name.  

 

Swarovski begins the production 

of precision cut gemstones and 

the mechanical cutting of Cubic 

Zirkonia. 

1970  The first cooling tower circuit for 

the cooling of air compressors goes 

into operation. This leads to a 90% 

reduction in the water needed for 

cooling. 

1976  The first decorative crystal figu-

rines win the hearts of consumers. 

1977  The first Swarovski jewelry collec-

tion is launched. 

1978 The first wastewater cleaning 

facility (BARA) is built under the 

guidance of Daniel Swarovski II. It 

purifies wastewater from Plant 1 

before it flows into the River Inn. 

1983  The power plant Wattenbach 

is built in cooperation with the 

Wattens paper factory. 

1984  With an additional dual nozzle 

Pelton turbine, the standard 

capacity of the Innerachen power 

station increases to 478 MWh.  

 

Swarovski imports heating oil with 

low levels of sulfur to Germany, 

increasing annual overheads by 

EUR 210,000 but reducing sulfur 

dioxide emissions by 60 tons. As 

such, the company is awarded 

the “Green Branch” environment 

prize by the Tyrol federal state 

government. 

1987  Passionate collectors now have 

a home: the Swarovski Crystal 

Society is formed. Today, the 

association is made up of around 

350,000 members from around 

the world.  

 

The central water system for 

cutting crystals goes into operation 

in Plant 2. 

1990  The central water system for 

cutting crystals in Plant 1 – ten 

times bigger than the one in Plant 

2 – goes into operation. The waste 

sludge from the crystal cutting 

process is constantly drawn away.  

 

SWArOvSKi: YESTErdAY... 
Symbol for tHe poetry of preCiSion – for more tHan 100 yearS

“you should create good friendships, help each other, support each 
other, and not hinder or work against each other.”

Daniel Swarovski

The founder of the company, Daniel Swarovski (1862 – 1956), had always 

been inspired by the poetic power of cut crystals. Having grown up in a small 

village in Bohemia, he learnt his trade in crystal cutting from his father. As a 

visionary and inventor, he was always a step ahead of his contemporaries. He 

created the first mechanical method for cutting and polishing crystal jewelry 

stones, and laid the foundations for combining craft work with technology, 

which the company recognizes to this day. In 1895 Daniel Swarovski moved 

to Wattens, Tyrol, where he set up the company which has grown to be the 

world’s leading producer of precision-cut crystal. His goal was to democratize 

luxury and make it accessible to a wide spectrum of people. His mechanical 

cutting methods revolutionized the fashion industry: his very first Swarovski 

crystals, the famous “Chatons”, glistened on dresses, brooches, hair acces-

sories and shoe buckles across the world, and contributed to democratizing 

the joy in shining highlights and the extravagance of luxury. The company’s 

roots are embedded in the heart of late 19th century “Mitteleuropa”. The 

combination of history and modernity, a common characteristic of the time, 

is still an important component of the company philosophy today.  

“the secret for lasting success lies in your efforts to think not just 
of yourself but, above all, of your fellow man. where you manage 

that, you will be blessed.”
Daniel Swarovski

Deeply imbued with the spirit of its founder, and his humanitarian instincts, 

Swarovski today is totally committed to its corporate and ecological responsi-

bilities, ensuring the well-being of its employees, and preserving the natural 

world. For example, the social involvement of Daniel Swarovski, particularly 

in the market community of Wattens, extended to employee living quarters –  

low price apartments for employees provided by the company – as well as 

various activities such as the Swarovski sports and music associations based 

in the town. Daniel Swarovski was also well ahead of his time with regard 

to preserving the environment – effective innovations such as the company 

power plants highlight his sense of responsibility, and have remained to this 

day as a benchmark for the sustainable operations of the company. 
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Swarovski is known around the world for its 

incredibly diverse range of precision-cut crystal. 

The Swarovski brand is unmistakeable. The char-

acteristics reflected in the Swarovski brand are 

as varied as the light reflected off the facets of a 

crystal. Heterogeneity is embedded in Swarovski’s 

everyday life. At the same time, all products, 

services and activities meet the highest levels of 

quality: Swarovski sets the benchmark for crafts-

manship precision. The company is as dedicated 

today as it always has been to perfection and 

precision, to invention and creativity. Curious, 

visionary, always ahead of its time and yet time-

less, the company retains its cultural heritage of 

“Mitteleuropa”.   

Swarovski also stands for respect towards people, 

materials and the environment. Openness, appre-

ciation and long-term bonds are as ingrained 

in the principles of the family company as its 

engagement in cultural, social and environmental 

areas. In addition to advancing the many initia-

tives set up by Daniel Swarovski, the company 

embraces and builds on its responsibility of the 

present day.  

In attempting to address all senses, the support 

of art which follows a crystalline concept in the 

broadest sense – whether in structure or thought 

– has always been a concern of the company. The 

comprehensive collection of art available to the 

public as a permanent exhibition at the Swarovski 

Kristallwelten is expanding all the time. Support 

of international artists frequently develops from 

inspiring collaborative efforts for new prod-

ucts, through which the company continually 

strengthens and expands its network. 

The diverse activities and initiatives at the 

Wattens headquarters represent the company’s 

widespread engagement in the ecological-social 

sphere. The company management places 

great emphasis on developing its worldwide 

educational program on the use and preserva-

tion of water. Since the first Swarovski Water 

School was set up at Hohe Tauern national 

park in Austria in 1999, three further Swarovski 

Water Schools have been set up: at Ganges in 

India in 2006, at Jangtse in China in 2007, and 

at Nil in Uganda in 2008. The Water School 

Center in Shangri-La in China in 2009 was also 

established. The aim of the Swarovski Water 

Schools is to educate children - the decision 

makers of the future – and sensitize them to 

the importance of this essential resource to life 

and humanity.  

...TOdAY... 
viSionS beCome reality

“a maxim of our company founder daniel Swarovski 
was to always combine the successes of today 

with the opportunities of tomorrow. 
his visionary spirit is still as strong as ever.”

Helmut Swarovski, Swarovski Executive Board  

result, the brand for precision-cut 

genuine gemstones and created 

stones.  

The new Swarovski temporary 

waste storage facility is built on the 

company’s northern edge. 

The first Swarovski Water School is 

built at the Hohe Tauern national 

park. An educational program is 

formulated to sensitize children 

and young adults to the impor-

tance and scarcity of water. 

2000 The Swarovski safety management 

system is introduced, leading to 

a drastic cut in the amount of 

dangerous charge materials and 

waste. 

2001  An application to be recognized as 

a low water power plant is granted 

– from now on all Swarovski power 

plants will be known as “eco 

power plants”.

2002  As part of the Crystal Palace 

Collection, renowned designers 

interpret classical chandeliers in 

what becomes an annual event. 

2003  André Heller extends the 

Swarovski Kristallwelten with new 

Chambers of Wonder. 

2004  Swarovski develops the XILION 

cut. Through alternating facets of 

different sizes, the light is brought 

together, significantly increasing 

the brilliance of the crystal. 

2005  In Monte Carlo, Swarovski hosts 

“Swarovski Fashion Rocks”, a 

benefit gala with stars from the 

music and fashion industries. 

2006  The first consistent brand 

campaign at Swarovski is 

launched.  

 

Swarovski acquires the remaining 

50% stake in Signity, ensuring 

that it is now entirely owned by the 

company and can become part of 

the Swarovski Group. 

2006  The successful Swarovski Water 

School programme is expanded 

on an international level with the 

initiation of “The Living Ganges” 

project in the Keoladeo national 

park in India. 

2007  Two gas turbines with 19,900 KW 

output from crystal energy GmbH, 

a Swarovski Group company, 

go into operation and are more 

environmentally friendly than the 

combined heat and power plant.  

 

The second stage of the Swarovski 

temporary waste storage facility 

is completed. Its design goes far 

beyond the legal requirements 

and enables the correct storage 

of accumulated dangerous waste 

as well as the central logging of all 

accumulated items.  

 

The Swarovski Kristallwelten is 

expanded with new Chambers 

of Wonder together with a new 

experience of amazement and a 

new shopping experience. 

 

The Swarovski Water School goes 

to China and opens “The Living 

Yangtze” project with UNESCO 

and the Shangri-La Institute for 

sustainable development.

2009  At the Baselworld watch and 

jewelry exhibition, Swarovski 

launches its first watch collection.  

 

The Swarovski Wien inspirational 

center is opened.  

 

In collaboration with award 

winning director Shekhar Kapur 

(“Elizabeth”), Swarovski produces 

the “Passage” short film which is 

presented at the 66th Venice Film 

Festival.  

 

The Swarovski Water School 

continues its journey to Uganda. 

“The Living Nile” project focuses 

on the sustainable development 

of villages in the Bwindi national 

park. 

Swarovski adopts natural gas; 

from now on gas replaces 

heating oil for heat generation 

and crystal smelting. 

1993  Swarovski operates CFC-free in 

both plants. 

1995  Swarovski Kristallwelten opens.  

A channel separation is built in 

Plant 2.  

The Haneburger power plant 

with two Pelton turbines and 

3,400 KW output goes into 

operation.

1996  An innovative dust filter system 

goes into operation in the 

glassworks. The homogenous 

water spray condenses vaporous 

impurities. 

1997  The new wastewater cleaning 

facility (BARA) is completed after 

extensive development. 

1998  A combined heat and power 

plant goes into operation.  

1999  Swarovski and Golay enter into 

a joint venture: Signity is the 
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We stand for crystal in fashion and décor.

We have had incredible luck with crystal: it spar-

kles, it is creative, it brings joy to the senses, it is 

inspirational and, above all, it can be transformed 

into almost boundless expressions of fantasy and 

emotion. Our partners, the design and fashion 

industry, and everyone who wants to make the 

world a more beautiful place, are the ones who 

constantly challenge us to develop Swarovski and 

take the company into the future. Their passion is 

what drives our potential and crystal know-how. 

We develop this potential together, drawing on our 

rich cultural heritage to do so.

 

We keep in touch with our customers and 

consumers and understand their needs.

What could be better than working with a diverse 

group of people? And to work for a company 

which prides itself in its ability to create wonder 

and amazement? As an international and a multi-

cultural company, we are connected through 

numerous channels to a whole range of different 

areas of life and traditions all over the world. We 

are sensitive to local norms and expectations. We 

translate them into exciting products and services 

and in so doing we strengthen our competence.

 

We master integration across the value chain.

Respect, determination and self-confidence are 

the norms we adhere to. Even if it appears that 

we already have optimal processes in place, we 

always use the principle of innovation to improve 

them in order to achieve a perfect combination of 

information, ideas, product and service. A combi-

nation of creativity, trust and professionalism are 

fundamental to achieving this balance.  

We are innovation leaders.

We dedicate ourselves to always striving for more. 

Fortunately, the crystalline principles alone inspire 

us to seek out new applications and possibilities, 

even in new fields of activities beyond pure crystal. 

We work hard to utilize our research, long-term 

view, wealth of ideas and know-how to create and 

enhance successful products and services. We 

stay ahead of our competitors and continually set 

new benchmarks in the area of innovation. 

We are the technological leader in the cut 

crystal business.

When customers expect a lot from us, we strive to 

meet and exceed their expectations. In addition, 

we are able to develop our scope of possibilities 

through more advanced technological processes. 

This allows us to safeguard our crystal know-how 

which is the only way we can protect our competi-

tive advantage.

We add value through branding and active 

communication.

Crystal is no ordinary product that can be 

sold using the classic marketing mix. It needs 

substance like a feeling for life, culture and new 

realities. Our brand conveys and invigorates these 

aspects, encompassing everything and every-

body. We work together to constantly revitalize the 

myth of crystal, to present it in desirable and fasci-

nating new ways. The aura that we have created 

for crystal allows it to bring dazzle and excitement 

to its owner. 

We, the people, are essential for the success of 

our company.

Irrespective of the size, location or set-up of a team 

of employees, respect is a vital component for 

everyone who works at Swarovski. We never lose 

sight of our goals and our results and whenever 

possible we engage in personal dialog. Getting 

ahead is important not just for the company but 

for every individual – we achieve this by moti-

vating and supporting each other.

 

We build on the founder’s entrepreneurial spirit.

Swarovski is deeply imbued with Daniel Swarovski’s 

visionary, entrepreneurial and humanitarian spirit. 

His principles live on in all of our plans and activi-

ties. Above all else, everybody makes a creative 

contribution to the success of the company.

We preserve and appreciate our financial 

autonomy.

Our motto has always been to live and work 

with self-confidence and in doing so to think 

about the future in a responsible way. This is 

why we are not interested in short-term profits. 

As a forward-thinking family company we want 

to develop a steady, long-term, profitable and 

sustainable business. 

The Company Principles

“We create an environment of mutual respect and 

support in our enterprise. Unconstructive conflict 

must be avoided; we must cultivate productive 

discourse to further our success. We must strive 

to understand and empathize with one another’s 

perspective and approach. Only with this under-

standing can we find a productive path into the 

future and ensure the sustainability and growth of 

our business for the benefit of all.”

Swarovski Executive Board

The Swarovski Executive Board is committed to 

the Swarovski guiding principles. These have 

their roots in the rich cultural heritage of the 

company and they point the way into the future. 

The Swarovski principles, as the basis of the 

company culture, provide employees with an 

orientation and a general understanding of the 

company, and also act as a framework for nego-

tiation for the company management. Employees 

and board members formulated the most impor-

tant guiding principles in mutual dialog and 

agreed on the measures with which to establish 

their best possible practical application. The 

principles are introduced to all new employees 

during a welcome experience and are accessible 

to all employees on the company Intranet.

The Company Principles are currently reworked, 

especially in the context of sustainability. The 

result of this evolution will be published in the next 

Swarovski Sustainability Report.
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If you look into our company history, you are likely to come 

across stories such as those on the previous pages, inevitably 

originating from the creative spirit of the time, and written 

with great enthusiasm and energy. They all bear witness to 

the power of imagination, combined with an intense feeling 

of togetherness between the Swarovski, Weis and Frey family 

company. Also, they retain the unshakeable belief in the root 

idea of founder Daniel Swarovski to bring joy to people using 

sparkling crystals. I would also like to tell a story from my time 

at the company. It is a story that explains how the success of 

the Swarovski finished product began. It is the story of a mouse.

The story takes place in the 1970s, a difficult decade for 

Swarovski. Affected by the oil crisis and the resulting infla-

tion, our markets for crystal components had collapsed. As 

managing director at that time I was heavily involved in our 

marketing activities. It became very clear to us all that we 

would only be able to drag ourselves out of these difficult times 

through our own energies and good ideas. We were well aware 

of our employees’ artistic and entrepreneurial talents. But we 

could not have foreseen the great shift we were to experience 

as a result of the creativity of our employees.  

One of these was Max Schreck from the Technical Development 

department. Inspired by a market survey which suggested 

there was a high demand for schnapps glasses and figures 

made from crystal, I approached him and asked him to take 

one attempt at creating an animal figure from crystal. This spark 

was all it took! Max used his own chandelier components and 

began work on creating something completely new. Using one 

crystal ball, two small pear shapes and a rectangular crystal, 

he formed a small crystal mouse which he brought to life with a 

small tail and whiskers made of metal, and small, black, round 

crystal eyes. The effect of this figure was so irresistible that we 

all committed to making our crystal mouse a success.  

Admittedly, good ideas are often accompanied by luck, and at 

the time we had a great deal of that. We realized that with the 

Winter Olympics coming to Innsbruck in 1976, we as a Tyrol-

based company would be able to utilize the event as an ideal 

selling and advertising platform. We developed a selection of 

“finished products” – paperweights and key chains made out 

of crystal – and marketed them as souvenirs. With this collec-

tion and our newly designed crystal mouse, we saw an explo-

sion of sales! The marketing director at the time, Kurt Mignon, 

announced glowingly: “in one afternoon they have sold the 

entire collection of mice, we are going to have to take this to 

the next level”. And so the flock grew: after the mouse we had 

a cat, then a hedgehog, then a swan, and anyone familiar with 

our logo will be aware of what followed next!

This story highlights the key to Swarovski’s success and with it 

the basic structure of our company culture. I could have easily 

asked Max Schreck by telephone if he had any ideas worth 

developing. But I took the effort to analyze the results of the 

market study which got me personally involved. We worked 

on the details together and cleared any obstacles in our way. 

The tight collaboration of family member and employee is as 

important today as it has ever been. Family companies were 

and are the quality seal of our economic and social system. 

Thanks to their flexible structures we are more alert, innovative, 

quick, flexible and systematic than other types of company. 

Through strategies and operative efficiency, family compa-

nies have special ways of motivating, stimulating and inspiring 

qualified employees. Family companies provide jobs to a great 

number of people, offer apprenticeships, and boast the highest 

levels of innovation. As such, they have also become social 

role models. Company and business ethics, equal opportunity 

based on diversity and sustainability were all being lived out 

at Swarovski long before they became buzz terms across the 

corporate world. 

From the heart 
gernot langeS-SwarovSki, member of tHe SwarovSki adviSory board, 

exeCutive board member from 1967 to 2002... ANd TOmOrrOW 
traditional valueS, new formS of expreSSion 

The company is well aware of its internal crea-

tive strength. It has professional collective centers 

such as its Trend&Design centers to nurture crea-

tive talent. It has its own laboratory for lighting 

research. Employees can also contribute ideas 

and visions to Swarovski’s digital idea repository, 

the iflash IDEA MANAGEMENT. These frame-

works are in place to encourage promising product 

ideas and also to offer a space to suggest possible 

improvements in existing service offerings and 

processes. An internal panel of innovation experts 

then evaluates the implementation potential 

of each and every idea. Every user can submit 

ideas, comment on other ideas, give recommen-

dations, and in so doing further develop ideas. 

The thinking behind this is to liberate the crea-

tive and innovative potential of all our employees 

and to combine all available competencies and 

resources. This collection of skill and knowledge, 

based on the Swarovski principle of supporting a 

culture of openness and innovation, is a special 

feature of our company. And it is successful: 560 

ideas were submitted in 2008 and 2009 for evalu-

ation and incubation.

Swarovski’s willingness to experiment culmi-

nates in the exploration of new activity areas. The 

company’s poetic potential comes to life in depart-

ments such as “Swarovski Entertainment” which 

probe new forms of expression and lead to new 

paths of activities, such as the film industry, which 

go beyond the core competence of cut crystal. It 

is an immeasurable treasure for any company to 

bring people to a state of wonder, to inspire them, 

to be able to tell exhilarating stories, and to ignite 

their imagination with continually evolving stimuli. 

Further, Swarovski collaborates with internation-

ally renowned filmmakers like Shekhar Kapur, 

which opens up opportunities for interesting activ-

ities in other business areas. 

 

One of Swarovski’s biggest challenges at this 

time is the internationalization of the production 

of crystal components. The company manage-

ment has already begun an offensive strategy 

which enables Swarovski to quickly and strategi-

cally react to the changing market conditions and 

increased competition. This is designed to control 

costs, defend the company’s leading position and 

secure the company’s long-term growth. In addi-

tion, it is necessary to analyze how Swarovski’s 

ecological and social standards in addition to its 

business priorities are best implemented at new 

production sites such as in China.    

“to this day we remain loyal to daniel Swarovski’s aspiration of being able to 

inspire people who see one of our creations. unmoved by the changing times, we 

strive for avantgarde, for a mood which today already holds the future within it. 

this adventure takes us way beyond our human, technical and creative limits – 

and is comparable to the facets of our crystals which challenge us to look beyond 

the surface, to discover new depths and incredible moments of fascination.”

Markus Langes-Swarovski, Swarovski Executive Board Member
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a  common  understanding  of  Sustainability  can  only  be 

gained through intensive dialog. this is why we as a company 

strive to have a regular exchange of know-ledge with our 

external partners and why we press ahead with many joint 

initiatives. this first  Sustainability report highlights how 

Swarovski  has  found  the  answers  to  the  important  ques-

tions  of  our  time  through  our  long-term  involvement  in 

many areas as a pioneering company with innovative prod-

ucts, activities and solutions.  

“Swarovski  amazes  me  and  inspires.”    this  vision,  which 

was developed for Swarovski as part of a mission statement 

concept,  refers  to  more  than  services  and  products:  it  is 

embedded in our culture. diversity and equal opportunities, 

employment protection and maintaining good health, envi-

ronmental  awareness  and ensuring high quality manage-

ment are values which are lived out in our everyday work. 

they are in place to strengthen the trust of our employees, 

the respect of our customers and business partners, and our 

public acceptance and credibility.

ANSWErS  
TO THE Big  

CHAllENgES



21 for more information visit www.brand.swarovski.com/responsibility20 
FOR COLLEAGUES 2005

1895

01 . A GLOBAL COMPANY

THE SWAROVSKI KALEIDOSCOPE

21 · ENGAGEMENT

1895
THE SWAROVSKI KALEIDOSCOPE

FOR COLLEAGUES 2010

18
95

21
 · 

EN
G

A
G

EM
EN

T

EN
G

LI
SH

Motivated employees are irreplaceable. Daniel 

Swarovski, the company’s founder, was very 

aware of this. When he came to Tyrol in 1895, 

he built the company based on two fundamental 

pillars which remain integral to the success of 

the business today. The first of these was hydro-

power, which was available as a source of energy. 

The second was to recruit and retain qualified, 

engaged and reliable people. Social Responsibility 

remains a central theme at Swarovski today.  

Swarovski employs around 24,800 people world-

wide, with approx. 5,000 of these based at the 

Wattens headquarters. Like most other interna-

tional companies, Swarovski was presented with 

new challenges throughout the course of the 

reporting period. In light of the worsening market 

environment in the crystal component sector, 

production levels had to be adjusted and unfortu-

nately this resulted in the company having to make 

job cuts in Wattens. Swarovski endeavored to make 

these cuts in the most socially responsible way 

possible – for example, the company was able to 

largely avoid layoffs by utilizing natural fluctuations 

in the workforce. Any affected employees were 

offered re-training programs designed to increase 

their future employment prospects. 

All Swarovski employees are subject to the condi-

tions of wage agreements. New employees are 

paid wages and salaries which are on average 10% 

to 15% higher than the legal minimum for such 

wage agreements. Furthermore, all Swarovski 

employees have been able to participate in the 

company’s voluntary profit sharing scheme since 

1976. The size of the annual premium which is 

paid out with the annual salary is dependent on 

the company’s operating results.    

A good example of Swarovski’s above-average 

social contributions is its pension scheme which 

has been running since 1948. This scheme was 

unprecedented when it was set up. In 2003, 

with the aim of further securing the future of all 

employees, the Swarovski Executive Board intro-

duced a modernized retirement provision model 

including compulsory contributions which met 

all the requirements of a modern day pension 

scheme. The “Bonus Pension Fund” is the only 

certified sustainable investment and risk policy 

association in Austria – it stores and manages 

contributions in a pension fund. Every employee 

has their own account. The assets are secured 

should the pension fund or employer become 

insolvent. In addition, employees can pay in their 

own contributions which are government-backed 

and offer favorable tax rates. 

The company’s social responsibility commitment 

to its workers is also reflected in these voluntary 

measures:

* Company accommodation

* Company loans for building and restoring 

property

*  Company transport

* Travel cost grants

* Additional health insurance

* Subsidies in the company canteen

* Bereavement financial support

* Vacation financial support

* Wedding financial support

* Long service leave

* Child allowance

* Children’s holiday camp

EmplOYEES

via all channels: Employee communication at Swarovski 

As part of Swarovski’s policy of corporate responsibility, any decisions concerning employees are communicated 

quickly, consistently and transparently.

Management personnel from Wattens are informed about company issues and developments at an Information 

Event. These managers serve as ambassadors to the employees and conduct personal discussions with them to 

deliver the most important information. 

In addition, employees at Wattens are informed in writing about the core points of the program via an internal 

announcement.

Global communication to all employees follows in the form of a written bulletin in German and English on the 

company Intranet “Swarovski Infovision Agora (SIA)”.

Employees can submit their own questions to a mailbox. These are promptly and comprehensively answered in 

coordination with the Executive Board. 

The bilingual employee magazine “1895 – The Swarovski Kaleidoscope” is an ongoing communication tool which 

covers important projects through their development and implementation phases. 
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TERMINATIONS:

4755
3599
1156

5214
4011
1273

5284
2171
1273

5224
3904
1320

5530
4148
1382

5953
4452
1501

6517
4832
1685

6738
4905
1833

5896
4008
1888

4892
3146
1746

DEVELOPMENT OF NUMBERS OF EMPLOYEES:

TOTAL
WORKERS
SALARIED PERSONNEL

2008 20092008 2009

RECRUITMENTS:

139

78

61

90

58

32

191

109

82

195

108

87

Workers:

Women:

Men: 

Salaried 
personnel: 

Women:

Men: 

Workers:

Women:

Women:

Men:

Men: 

939

130 196

445

64

417

83

494

66

459

113

Salaried personnel: 

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

876

Total:
Women: 

Men: 

25 years: 
35 years: 
40 years: 
45 years: 

2008 2009
LONG SERVICE EMPLOYEES:

138
27

111

99
29
8
2

154
17
137

114
29
3
8

EmplOYEES 

Women: 519
Men: 1216

Women: 1585
Men: 1585

2009 2008 

Full time: 4252Full time: 5173

Part time: 640Part time: 723

Temporary: 248Temporary: 442

Permanent: 4644Permanent: 5454

Total: 4905

WATTENS:

Workers: 3170 Salaried personnel: 1735

SwarovSki Group worldwidE:  
24,841 

SwarovSki CryStal BuSiNESS:  
20,029
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and responsibility. Interpreters often take part in 

these exercises when foreign staff are present.  

The safety measures have proven to be effective, 

as can be seen in the falling rate of injuries over the 

past few years – this is measured by the number 

of injuries which occurred in the workplace itself 

rather than on the way to or from the workplace, 

and even here there have been a lower number 

of cases recorded. The effectiveness of the safety 

measures can also be seen in the lower financial 

losses accrued due to accidents in the workplace. 

The number of accidents had already fallen by 

17.4% in 2007; from 2008 to 2009 this fell by 

another 37.4% (see diagram for exact figures). At 

the same time, the number of injuries per number 

of employees also fell. 

In 2007, 1 in 23 employees was affected by an 

accident, while in 2009 this improved to 1 in 29. 

A reduction in the financial losses accrued due 

to accidents in the workplace is directly propor-

tional to a fall in the accident statistics. Compared 

to the previous year, downtime in 2008 fell by 

almost 10%, while from 2008 to 2009 it fell by 

over 22% (see diagram). These reductions had 

few, albeit positive, effects on general sick days: 

there were 63,289.94 sick days taken in 2008 

(9.9 days per employee) which fell to 50,268.92 

(9.6 days per employee) in 2009. There were 

no deaths caused by accidents in the workplace 

during the reporting period.  

The fall in incidents can be traced back to the 

company’s constant efforts to develop and opti-

mize safety standards. And Swarovski can also 

go one step further, as it has done in the case of 

Cutting Room 315. With the involvement of an 

institute for work safety, and the evaluation of a 

comprehensive safety analysis and strategy, the 

number of accidents in this business area since 

2009 has been zero. This cooperation has been 

extended to four further business areas and will be 

extended even more in the future with the aim of 

drastically cutting total accident rates in segments 

which have been flagged for improvement. 

Many ideas for health

Physical integrity is guaranteed by following the 

safety measures – the ongoing engagement of 

the Swarovski occupational medicine depart-

ment (SAM) is tasked with not just preserving 

good health, but also promoting and building 

on it. The approach of the occupational medi-

cine department is based on three pillars: 

work psychology, collaboration with Innsbruck 

Sports University whose involvement has raised 

the profile of company sport, and traditional 

medicine. However, the SAM team’s work is 

not simply limited to being reactionary. Quite 

the opposite in fact: the department is forging 

ahead with a prophylactic health plan. The goal 

is to be able to promote preventative action, to 

provide solutions, to offer support, and only be 

reactionary on demand.  

On joining Swarovski, every employee under-

goes a medical examination according to the 

field of work in which they are involved. Such 

an examination could, for example, culminate in 

a well-designed, ergonomic work station set-up 

according to an employee’s needs. Similarly, 

it could lead to employees taking more care of 

their health and becoming more active. As well 

as having on-site emergency services and a 

daily three hour consultation practice, doctors 

and medical personnel conduct trade-specific 

medical check-ups and are able to provide any 

necessary inoculations. Furthermore, employees 

who may be exposed to particular stress can take 

advantage of individual risk-assessed physical 

and psychological consultations. 

The company’s occupational health practices are, 

of course, covered in the DSW training manual 

with programs and courses to promote a healthy 

lifestyle. In addition, various training events are 

offered, such as the “Active in Spring” campaign 

which includes yoga, power yoga, fitness and 

Pilates courses, aimed at offering employees an 

escape from the daily grind. 

The annual “Swarovski Friday” is a highlight of the 

company calendar. It is a one day event focusing 

on the topic of health. Also open to affiliates and 

local residents, visitors are able to participate 

in cooking demonstrations, workshops and a 

number of introductory courses in classical and 

popular sports. 

WORKPLACE ACCIDENTS (MEASURED IN LOST HOURS)

ALL REPORTED ACCIDENTS AT WORK

2007 2008 2009

14,566 13,.244 10,837

263 224 163

Safety in capital letters

“The health and safety of our employees 

is our highest priority. This can be seen in 

the design of our workstations, the provi-

sion of protective clothing, our occupational 

health provisions and the education of our 

employees.”

(Extract from the safety manual of  

12th August 2003)

These safety principles, which like all relevant 

guidelines are available on the Swarovski intranet 

and also handed to all new employees, are the 

foundations upon which the entire safety frame-

work is built. Safety at Swarovski means safety for 

employees, it means making sure the company is 

able to produce its goods, and it means upholding 

the company’s values. The interaction of health and 

safety in the workplace between employees and 

the relevant gatekeepers functions in an effective 

company-specific way. Employees have the benefit 

of a structured safety framework consisting of 

preventative measures from SECURITY (workplace 

protection and plant protection technology) and 

SAFETY. The latter comprises safety management, 

safety specialists (such as qualified chemists) and 

operative entities such as on-site fire crews.

This safety setup is in close contact with occu-

pational medicine. It is also in close contact with 

the employee base represented on the one hand 

by the works council and accessible via a short 

communication chain, and on the other hand  

represented by safety assistants who have been 

established as “safety contact partners” since 

2002. There are currently 143 safety contact 

partners from 91 departments at the Wattens 

headquarters. 30 more will be added from 26 

departments in 2010. 

As such, the safety system and its design are more 

than just a functioning mechanism, they are a 

bond between employer and employee. With this 

strong interconnection and the active involvement 

of the works council, 100% of the Swarovski work-

force can almost directly contribute to the setup 

of the workplace safety measures. The safety 

systems are audited on a regular basis under the 

guidance of the Labor Inspectorate to ensure they 

meet the necessary standards. These audits offer 

a forum in which to discuss the measures needed 

to be taken to address any weaknesses or legal 

breaches in the safety system. From 2008 to 2009 

the conversion rate for these measures improved 

from 78% to 89%. 

In conjunction with the company’s DSW training 

manual which contains a wide range of work-

specific advanced training courses, apprentice-

ships include many sessions on the topic of safety. 

Some of the topics in 2009 covered the handling 

of hazardous materials such as gases, explosives 

and poisons; safety procedures for operating 

machines and vehicles; first aid; the operation of 

medical devices; and safety-based fitness training. 

There are also exercises to foster mutual liability 

Health and safety in the workplace

Health and safety are two sides of the same coin: the wellbeing of employees and their physical condi-

tion in the working environment. This is why Swarovski goes much further than placing emphasis 

merely on physical integrity in the day-to-day work. The company also has a range of technical and 

medical programs in place aimed at making employees feel healthy and energized.    
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Swarovski’s success depends on the ability to 

innovate, and that depends on ideas, which come 

from people. The wide range of perspectives that 

Swarovski gains by keeping its workforce diverse 

helps better understand our customers, suppliers 

and various locations and maintain the position 

of leadership in the global market with regard 

to both corporate responsibility and technology. 

Over the years, it has become clear that working 

in a diverse environment increases employees’ 

sense of fulfilment and makes them more creative 

and productive on the job, leading to heightened 

productivity, efficiency, and innovation. Swarovski 

works continually to foster a corporate culture in 

which all of the employees are equally, respected 

and valued.

Swarovski promotes equal 

employment opportunity 

for all applicants and 

employees, regardless 

of colour, creed, gender, 

nationality, ancestry, age, 

marital status, sexual 

orientation and other non-job-related factors. 

The company also takes steps to accommodate 

employees with disabilities. Its policies apply to all 

aspects and stages of employment – from hiring 

to retiring – and do not tolerate harassment of any 

individual or group. The future, however, presents 

special challenges for Swarovski. While the 

company can and does strive to maintain a balance 

of ages and genders amongst the personnel and 

the Executive Board, this is possible, yet more 

of a challenge, for the Advisory Board, which is 

open only to members of the Swarovski family. 

A further issue Swarovski is working to address 

is the pay gap between genders. There are many 

areas within Swarovski that have traditionally been 

male-dominated – like the glass kiln, for example, 

where hard labour is required – and from some 

that, due to these special conditions, women were 

legally barred in Austria: Until 31 December 2001, 

women were forbidden to work from 10 p.m. to 6 

a.m., legislation passed in 2002 now allows both 

men and women to work on the nightshift (with 

the exception of pregnant women and minors 

under 18 years of age). In recognition of both 

the long-term benefits that diversity and equality 

bring and the simple necessity of practicing fair-

ness, Swarovski is increasing the efforts to address 

and recruit female apprentices. The company 

is also actively addressing complaints related to 

discrimination in two places: in the legal depart-

ment and on the works council. As a third, preven-

tive measure, Swarovski 

regularly holds workshops 

to educate workers on 

these issues and increase 

their sensibility regarding 

discrimination. 

In accordance with Austrian law, which permits 

companies with five or more employees to elect 

a works council to represent their interests, 

Swarovski employees age 18 and older are 

eligible to participate in the election of works 

council members every four years. In accordance 

with Austrian law Swarovski also has a collective 

wage agreement. People are the greatest asset 

for a company. Only by fostering and securing 

a diverse, fair and equal opportunity workforce 

can Swarovski continue to be the world’s leading 

producer of cut crystal – and train employees to 

be fulfilled, respected and dynamic ambassadors 

of the Swarovski brand.  

diversity  &  equal opportunity

Swarovski offers a complete range of educational 

and personal growth opportunities across every 

level of the organization. This means that training 

and development begin on the very first day.   

From apprentice...

Swarovski has provided training courses since 1959. 

Since then, over 1,100 employees have success-

fully completed an apprenticeship. Swarovski offers 

targeted training towards eight different professional 

areas, including crystal cutting – the only one of its 

kind in Austria –, electrical technology and chem-

ical technology. To ensure that the apprenticeships 

cover all necessary ground and thus provide a solid 

basis to use these skills in the workplace, Swarovski 

has run an on-site vocational college since 1978 – 

one of only very few companies in Austria to have 

such a college. In many cases contracts turn into 

open-ended working agreements. 

... to decision maker

The principle of having one eye on the future from 

day one underpins Swarovski’s quest for excel-

lence. Even those who have not completed an 

apprenticeship are welcome to participate in one 

of the many long-running Development Programs 

covering several of the company’s departments 

and functions. These programs are based on a 

three-step plan. The first level includes Welcome 

and Orientation sessions together with intensive 

department-specific coaching when the employee 

joins the company. 

The second level takes advantage of a sophisti-

cated course portfolio which includes use of the 

company’s comprehensive DSW training manual. 

This is an intranet-based multi-themed resource 

available to all employees which was put together 

following close collaboration with line managers. 

The portfolio is set up per development program 

and encompasses administration and IT training, 

personality and leadership training, and language 

learning courses ranging from German to Thai. 

On the third level there is an individual training 

program for a selected group of employees. For 

extra support there is also the Swarovski Academy, 

the modern, internal Competence Center, which 

takes the leaders of today and tomorrow along a 

structured course with scheduled management 

directives. According to an employee’s qualifica-

tions and time at the firm, it is possible to under-

take the Future, Initial, Advanced or Experienced 

Leaders’ Program whereby one receives a high 

level of training by internal and external experts in 

advanced areas of decision making.    

Staff appraisals serve to identify the personal and 

professional development of the employees. There 

is a regular cycle of one-to-one meetings between 

employees and managers in which targets are 

discussed, given a timeframe, and put down on 

paper as action points. In this way an employee’s 

development can be identified and careers can 

be guided effectively. This intensive type of target 

setting, together with horizontal and vertical super-

vision from various levels of the company, is open 

to all employees. 1,500 appraisals with employees 

and 300 with managers take place every year in 

Wattens. Other areas of the company have their 

own ways of appraising their staff. 

There are currently no concrete measures or 

training programs planned for those wishing or 

having to end their Swarovski career. Swarovski is, 

however, very aware of its responsibility to support 

the reintegration of employees. As such, the 

company joined the state labor foundation in 2009 

in working together with the state of Tyrol and the 

Austrian Job Center (Arbeitsmarktservice AMS) to 

help former employees develop a new career path. 

At 6,000 euro per participant, the majority of this 

project was financed by the company.

TrAiNiNg ANd dEvElOpmENT
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Hydropower

The sustainable use of hydropower has accompa-

nied the development of the Swarovski plants in 

Wattens since the very start of operations there. 

One of the main reasons for the development of 

the company in Wattens in 1895 was the energy 

potential of the Inn and Wattenbach rivers. In the 

early days of the company’s life Swarovski rented 

a loden factory from the Rhomberg family which 

contained a power plant with 20 hp output. After 

purchasing the industrial buildings, Swarovski 

added two turbines. Then, after installing a 

dynamo at the turn of the century, electricity 

became the power source to light the production 

rooms.    

1907: Construction of the first hydropower plant 

in Ausserachen with 440 KW output

1951: Upgrade of the Ausserachen plant to 750 

KW output

1958 to 1961: Development of the Innerachen 

plant with 2,200 KW output

1983: Completion of Wattenbach plant (in 

cooperation with the Wattens paper factory) with 

8,800 KW output

1984: Upgrade of the Innerachen plant to 478 

MW output

In 1994/5 after just eight months of construc-

tion, the 3,400 KW output Haneburger plant was 

completed. After many years of pilot studies in 

fresh water ecology, technicians and ecologists 

formulated a fish ladder that was recognized by 

the local authorities as a reference point for other 

hydropower projects. In 2001 the water authori-

ties recognized the Haneburger plant as a small 

hydropower plant, and since then all Swarovski 

plants have been classified as “eco power plants”.

Heating Oil (Light)

An audit was carried out at the beginning of 

the 1980s in the area between Innsbruck and 

Schwaz which detected that sulfur emissions from 

Swarovski’s factories exceeded locally accepted 

limits. In light of this, Swarovski decided immedi-

ately to switch to low-sulfur heating oil.

Low-sulfur heating oil contains a maximum of 1% 

sulfur and first became available in 1984, though 

not in Austria. As such, Swarovski had to import 

this more environmentally friendly heating oil from 

Germany at an additional annual cost of 210,000 

euro. As a result, emissions from heat generation 

were cut by half. The Wattens plant, with its annual 

consumption of 3,000 tonnes of heavy oil, expe-

rienced a 60 ton cut in sulfur dioxide emissions.  

This voluntary measure was recognized by the 

Tyrol state government, and in 1984 the Regional 

Minister Dr. Alois Partl presented the Swarovski 

management with the “Green Branch” environ-

ment prize, an award given for environmental 

excellence. 

The energy types “heating oil extra light” and 

“diesel” have henceforth only been used inter-

nally for transport fuel (forklift trucks) and emer-

gency power (for short-term use in case of power 

outages and for tests).

Natural Gas

In a bid to further reduce emissions, Swarovski 

decided to switch to environmentally-friendly 

natural gas at its Wattens plant. 

Swarovski had the vision of bringing a gas supply to 

Tyrol as early as 1965. The Tyrolean Gas Company 

(TFG) was founded by the Tyrolean Water Power 

AG (TIWAG), Swarovski and other industrial 

prOACTivE ENErgY mANAgEmENT
With an ever increasing selection of energy sources at its disposal, and 

through the efficient use of renewable energy and innovative energy tech-

nologies, Swarovski is working towards its goal of minimizing the effects of its 

production process on the environment and optimizing its energy efficiency.

The two state-of-the-art gas turbines were named after Louisa Langes-Swarovski and Isabella Margreiter 

Haneburger plant

Hydropower plant at Mölstal 
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The falling usage figures can be attributed to production cuts during the reporting period.

The failing quantities of internally generated power can be attributed to the lower water supply as a result of reduced rainfall. External procurement and 

the amount of eco-power fell due to production cuts during the reporting period.

pRiMARy eneRgy SouRCeS 2008 2009

Natural gas MWh 63,442.4 73.5726% 50,716.1 69.3305%

Heating oil (light) MWh 20,744.3 24.0567% 20,415.0 27.9079%

Heating oil (extra light) MWh 28.1 0.0326% 5.9 0.0081%

Diesel MWh 8.1 0.0094% 5.2 0.0071%

eCo-eneRgy: RenewAble eneRgy AS A peRCentAge oF totAl 
poweR CAptuRe

2008 2009

Internally generated hydropower GWh 77.59 71.5% 75.81 67.1%

External procurement of eco-
energy  EVU

GWh 84.51 57.42

total power capture gwh 226.87 198.47

poweR lAbeling ACCoRding to §45 elwog / eVu tiwAg-ReChnung Supplier mix Total eco quantity

Hydropower 62.31% 62.31%

Wind energy 3.51% 3.51%

Solid and liquid biomass 3.10% 3.10%

Other eco-energy 1.02% 1.02%

Imports from UCTE 30.06%

Hydropower 11.59% 3.48%

Fossil fuels 52.64%

Nuclear energy 29.43%

Other renewable energy sources 5.97% 1.79%

Other 0.37%

total 100.00% 75.22%

poweR/eleCtRiCity Internally generated 
hydropower

1970 1980 1990 2000 2008 2009 2008 2009

Internally generated 

hydropower

GWh 15.40 15.40 48.90 81.00 77.59 75.81 34.2% 38.2%

Cogeneration plant crystal 

energy

GWh 0.00 0.00 0.00 10.50 36.93 46.33 16.3% 23.3%

External procurement EVU 

TIWAG

GWh 11.20 18.70 43.60 29.50 112.35 76.33 49.5% 38.5%

total power capture gwh 26.60 34.10 92.50 121.00 226.87 198.47

Delivery to third parties GWh 0.00 0.00 -11.10 -10.60 -21.98 -17.73

total power use gwh 26.60 34.10 81.40 110.40 204.89 180.74

heAt RAtioS 2008 2009

Captured heat MWh 9,214 13% 5,564 8%

Cogenerated heat MWh 33,757 48% 39,967 55%

Boiler house heat MWh 27,822 39% 27,067 37%

companies in the Tyrol lowlands. Prompted by the 

oil crisis in the 1980s and with the audit showing 

how sulfur dioxide emissions exceeded accepted 

limits, a natural gas line was installed in the area 

from Kiefersfelden to Innsbruck. The Swarovski 

plant in Wattens was connected to the grid on 

18th December 1990. Gas has replaced heating 

oil since then for heat generation and, to a certain 

extent, the crystal smelting process. 

In 2007 two state of the art gas turbines from 

crystal energy GmbH, a Swarovski Group 

company, with a total output of 19,900 KW went 

into operation. The installation of a cutting edge 

SOLONOX burner allowed the Wattens plant to 

function even more environmentally friendly than 

the combined heat and power plant built in 1998. 

The exact emissions index recorded for the 2009 

calendar year was 0.045g/kWh which is compa-

rable to one tenth of the emissions of a modern 

truck traveling along the Inntal motorway between 

Kufstein and Brenner. 

Gas turbines, in conjunction with highly efficient 

cogeneration systems, produce power and heat 

at the same time. Construction and operation of 

such facilities are supported in Austria. Generated 

power is fed into the company’s internal network, 

while the heat is used to bring room- and 

industry-water up to operational temperature. 

Under optimal conditions, these cogeneration 

plants run at over 85% efficiency: in winter they 

are used to heat production plants, while in 

summer they are used to cool plants via their inno-

vative absorption technology. 

Heat Recovery

Swarovski uses recovered heat in efficient and 

sustainable ways wherever there is scope in the 

production process to do so.

Rotary heat exchangers capture heat lost to the 

air and use this heat to power ventilation systems, 

facilitating up to 50% heat recovery. Three cooling 

absorption systems are used to cool the produc-

tion halls. Compared to commercial cooling 

compressors, this technology reduces approxi-

mately 30% of electrical energy in relation to the 

amount of cooling energy required. 

By operating heat recovery units, the company’s 

entire water requirements – around 175m liters 

on average each year – can be met via recovered 

heat. The company’s total average annual thermal 

energy requirements are more than 60% met 

through heat recovery and by extracting retained 

heat from the highly efficient heat and power 

generation systems. 
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Swarovski is totally committed to its ecological responsibility of preserving 

the natural world and working towards emission-free production. The 

company has developed its own range of technological methods to reduce 

its emissions. 

extracted Air

The reduction of greenhouse gas emissions such as CO² is the primary way 

of preserving air quality. 

- CFC-free production

Within a few months of it becoming understood that CFCs contribute to the 

destruction of the ozone layer, Swarovski developed technology which could 

deliver the same results using only treated water and ultrapure air. In recog-

nition of this technology, the company received a letter in the spring of 1994 

from Maria Rauch-Kallat, then federal minister for environment, youth and 

family affairs. The letter stated: “Your actions prove that your company is a 

true role model. Rather than simply switching from CFCs to CHCs (chlorin-

ated hydrocarbons) which would, for the short term at least, have been the 

easier route to take, you have developed a real innovation which represents 

a sustainable solution to a well-known conflict between industrial production 

and the protection of the environment.”  

- Changeover to natural gas for heat supply

Natural gas, which has been used as an energy source in Swarovski’s boiler 

house since 1990, can also be used in a cogeneration unit. This plant, which 

runs at 85% operational efficiency and is well below the mandatory limit for 

nitrogen oxide emissions, generates power and heat at the same time

- Glassworks dust filter system

The concentration of dust in extracted air is only 40% of the upper legal limit. 

Under normal operating conditions this value falls short on average by over 

90%. Lost heat is used to warm up the fresh air in the production hall. 

 

- Wet electrofilter technology

This technology contributes to the creation of a thorough cleaning process 

for lubricant vapors, thus reducing the risk of fire. Water is pumped into the 

circuit and purified, waste heat is then used to heat up the fresh air supply 

in the production hall. 

- Extraction unit in the glassworks

A homogenous water spray moistens dirt particles in the air circuit and 

condenses the vaporous impurities. This eliminates fire risk and avoids the 

build-up of deposits in the suction pipes. 

- Wet separator unit

Through the resource-saving energy and water cycles, the wet scrubber 

system reduces the impact on the environment far below the legally required 

levels and contributes to much improved air quality in the Glass Forming 

division. 

water / waste water

The first cooling tower circuit for the cooling of air compressors went into 

operation as early as 1970. At that time it was already possible to save 

around 90% of the water needed for this cooling process. 

Borehole wells are used to bring industrial water to Plant 1. Independently 

verified audits show that the extraction of industrial water has only a very 

marginal effect on lowering the groundwater level of the River Inn. For Plant 

2, the Wattenbach river provides 10% of the required industrial water which 

is fed into the operating network via a filtering process. The other 90% is 

sourced from the excess runoff water from the Wattens municipality-owned 

drinking water factory. 

The processing of uncut crystal fragments includes polishing the face of the 

crystal. A by-product of this process is gaseous silicon tetrafluoride which is 

extracted by sealed acid polishing units and washed out with water. Any useful 

materials in the sludge from this unit are regained via a recycling unit and fed 

back into production. Swarovski has patented this production process. 

In 1978/9 the first waste-water cleaning facility (BARA) was built under 

the guidance of Daniel Swarovski II. This purifies waste water from Plant 1 

before it flows into the River Inn. The first steps were also taken at this time 

to build a channel separation in order for a rain storage reservoir to provide 

continual power to a purification plant. To ensure successful and economi-

cally viable waste water treatment, separate canals for surface and cooling 

water, sanitary waste water and process waste water were installed. 

1983/84: Pilot study for the separate treatment of cutting water

1987: Central water system for cutting crystals goes into operation in Plant 2 

1990: A central water system for cutting crystals goes into operation in  

Plant 1 – this is ten times bigger than the system in Plant 2

1992: A reservoir to take industrial waste water from Plant 2 to Plant 1 is built

1995: A channel separation in Plant 2 is built

1997: The new waste-water cleaning facility (BARA) goes into operation

Swarovski has a number of complex water treatment facilities for cutting 

water, polishing water and other process water. Up to 99% of the cutting 

water remains in the production circuit, while up to 95% of the polishing 

water is retrieved and re-circulated into the production circuit. Any lost 

quantities are replaced by sludge which is waste water from the purification 

process of other treated materials. Pump water is used for cooling mecha-

nisms and then sent back to the River Inn after being thoroughly purified.   

EFFECTivE EmiSSiONS mANAgEmENT
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products and Services

Swarovski places great emphasis on product 

safety. The targeted use of sustainable mate-

rials and the development of innovative products 

underline how the company is at the cutting edge 

of its sector. Swarovski addresses the industry’s 

increasingly strict legal requirements and the 

increased awareness of today’s consumers often 

before new legislation is introduced. 

All Swarovski products, whether produced 

in-house or purchased from external sources, 

conform to all laws and regulations. Swarovski 

often exceeds these requirements and in doing 

so underlines its role as a leader of innovation. 

Swarovski’s legal department is always up-to-

date in process and reporting requirements, and 

informs the relevant departments of any changes 

in legislation. The company has a number of ways 

of monitoring the compliance of legal regulations:

One of the many initiatives is the “Product 

Compliance Program” which relates to goods 

produced in-house and product elements 

purchased from external sources. The program’s 

core feature is a set of CLEAR lists which were 

introduced in 2007 and updated in 2009. These 

are structured by product segment; display all 

relevant, restricted and prohibited substances; 

and represent an important part of all product 

specifications. Compliance to these limits ensures 

that all Swarovski products and their raw materials 

and components meet the global legal require-

ments for industrial and consumer products. 

CLEAR lists were developed in the following areas:

* Finished jewelry and accessories for adults

* Components for jewelry, accessories and textile 

applications for adults

* Architecture, interior and decoration products

* Packaging materials including food packaging

* Additional requirements for electric and elec-

tronic products

* Additional requirements for products for chil-

dren between 3 and 14

100% of all Swarovski’s products are included on 

at least one of the CLEAR lists. 

The CLEAR lists undergo a legal audit twice a year 

to ensure they remain up-to-date. During these 

audits important new laws in all of Swarovski’s 

sales regions are analyzed and their ramifications 

are examined. 

Swarovski ensures that its products always 

match their intended use and do not present any 

danger to health or safety. This can be judged, 

for example, in the way the company complies 

100% with the Product Safety Act. Product safety 

is tested at every stage of a product’s lifecycle – 

from the original idea, through its development, 

and to its market entry – and is a permanent 

feature of the quality gates in Swarovski’s devel-

opment process. 

There were no instances during the reporting 

period of failing to observe legal requirements and 

voluntary procedures with regard to information 

on the labeling of products and services. Similarly, 

there were no instances during the reporting 

period of failing to observe legal requirements and 

voluntary procedures with regard to the effects of 

products and services on health and safety. 

In addition to complying with new legal require-

ments, Swarovski also voluntarily meets many 

other industry standards:

* ÖKO-TEX certificate for components of jewelry, 

accessories and textile applications for adults

* EN71/3 and ASTM F963-03: European 

standard for the safety of children’s toys

Swarovski also provides the following information 

regarding the sustainability impact of its products:

The origin of a Swarovski product can be traced 

back 100%

The safe use of each product is 100% guar-

anteed. Swarovski provides its customers with 

directions of use in case of any possible product 

misuse

waste

Swarovski has been actively engaged in the recycling and 

reuse of raw materials, additives and fuels for many years. The 

company has innovative technical procedures and environ-

mentally friendly production planning in place to avoid waste. 

A large amount of waste comes from cutting sludge from the 

chamber filter presses of the central cutting water system. The 

company’s sanitation department works closely with the internal 

works laboratory to keep track of the environmental effects of 

production and to minimize total emissions. The etching sludge 

from the acid polishing process of crystal fragments is treated 

in a recycling facility developed and patented by Swarovski.

The company’s in-house recycling processes make it possible 

to reuse hundreds of tons of waste in production. For example, 

there is an in-house facility to clean and shrink any cracked 

crystals so that they can be used again as raw materials. 

The Swarovski temporary waste storage facility today enables 

the correct storage of any accumulated dangerous waste 

as well as the central logging of all accumulated items. The 

storage container for water-polluting materials has a capacity of 

16,000 liters, comprised of 200 liter steel barrels. Flammable 

liquids are classified into one of three levels of danger which 

give information about their flashpoint. Any waste being stored 

temporarily until collection by authorized waste disposal 

contractors is stored in an 8,000 liter capacity storage container 

with a 90 minute fire resistance threshold. A state of the art fire 

alarm system together with a suction unit over the catch basin 

completes the secure set-up of the in-house temporary waste 

of harmful substances.     

The introduction of the safety management system in 2000 has 

led to a sharp fall in the amount of dangerous charge materials 

and waste. In addition to taking care of all operative aspects of 

waste disposal, the central department for waste disposal also 

has overall responsibility for the environmental measures taken 

at Swarovski. 

All measured data for wastewater, waste and extracted air is 

published on a regular basis. This information is provided to 

water and environment authorities for external examination 

and evaluation. 

totAl diReCt And indiReCt gReen-
houSe gAS eMiSSionS

2008 2009

CO² to/year 19,611 16,784

AiR eMiSSionS 2008 2009

NOx to/year 3,7403 2,0288

Staub to/year 0,0771 0,0936

CO to/year 0,1476 0,027

SO² to/year 0 0

wAteR extRACtion FRoM induStRiAl 

wAteR SouRCeS

2008 2009

Plant 1: 

Ground water wells  

East

m³/year 1,005.643 818.455

Plant 1: 

Ground water wells  

West

m³/year 1,083.693 577.079

Plant 1: 

Ground water wells 

North

m³/year 246.775 5.669

Plant 1: 

Ground water wells 

South 

m³/year 562.036 413.325

Plant 1: 

Ground water wells 

North-East

m³/year 0 668.875

Plant 1: 

Ground water wells 

Boiler house

m³/year 0 0

Plant 2: 

Industrial water supply

m³/year 367.722 233.705

total extraction 

industrial water sources

m³/year 3,265.869 2,717.108
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and are often assisted by state subsidies. As such, 

Swarovski’s goal is to work more flexibly and produc-

tively and to produce higher quality goods. 

For the crystal components business, the production 

facilities in Qingdao (China) will be expanded and 

further production facilities will be built in Eastern 

Europe. These sites belong to the Swarovski world and 

do not present any competition to Wattens since they 

will be used for processes which cannot be carried out 

profitably at Wattens.

GLOBE stands for the future strength of the Wattens 

headquarters and the company’s overall ongoing 

success. Wattens will remain the central and most 

important site in the company’s future international 

product network from where all production sites and 

suppliers will be guided and controlled. Wattens will 

also continue to be the competence center for tech-

nological and product development and to host crystal 

glass production and crystal cutting. These measures 

underpin investment of up to 100 million euro by 2014.

Finally, the Wattens quality seal is a key feature for 

a successful, global marketing campaign in the high 

end market. Swarovski’s strength will always lie in 

its unique craftsmanship which Swarovski guaran-

tees in all the goods produced under the company 

name. GLOBE is proof that Swarovski is able to follow 

a sound concept in Tyrol to remain active and the 

market leader. Swarovski is and will always be one of 

Tyrol’s leading companies.

Like with many other international companies, the finan-

cial crisis in 2008 and 2009 together with increased global 

competition left their mark on Swarovski. The components 

market has been undergoing a transformation over the last 

few years in light of sharply falling prices and a big increase 

in the volume business. Swarovski has been faced with 

both increased competition and new market realities. For 

example, consumers now demand lower price points which 

has resulted in Swarovski selling much higher quantities to 

achieve a similar turnover. Swarovski has reacted to these 

conditions from a position of strength by initiating an offen-

sive strategy for a global production network in the crystal 

components business. 

The Swarovski Executive Board agreed on the strategic reori-

entation of the production concept for the crystal components 

business in July 2009. The result was GLOBE – Global 

Offensive for Business Excellence. This was designed to gain 

cost leadership, defend the company’s position as market 

leader, and secure long-term growth at Wattens headquar-

ters. The process will run until 2014 with the aim of creating 

a global, market-oriented and integrated production and 

distribution network. The close integration of production sites 

and the resulting business flexibility will secure Swarovski’s 

ongoing growth.

Swarovski does not react to market conditions, it dictates 

them. The company does not do this on a national or regional 

level, but on a global level. The company’s competitors in the 

rapidly growing volume market operate according to different 

laws and working conditions. These companies pay their 

local production sites much lower wages compared to Austria 

A global network
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The Swarovski music association in Wattens is almost as old as the company 

itself. Originally set up as a company band by Daniel Swarovski, it quickly 

turned into a club available to all and remains closely connected with the 

company through a variety of music initiatives.

The Swarovski Wattens sports association is an amalgamation of nine 

different sports: soccer, judo, bowling, table tennis, taekwondo, horseback 

riding, skating, diving and fencing. The association gives employees the 

opportunity to get involved in sport and it also promotes youth activities. 

Sport, and in particular soccer, has always played an integral role in the 

company’s sponsorship activities. A highlight of the company calendar is the 

annual winter indoor soccer tournament.  

Swarovski’s involvement in the local community in Tyrol extends to Research 

and Science: The Daniel and Maria Swarovski Trust provides scholarships 

for students from low-income families who live in Tyrol and have a record 

of high grades. The Daniel Swarovski Research Laboratory for Transplant 

Surgery was set up at Innsbruck Medical University – this prestigious 

research center focuses primarily on the study of organ rejection and molec-

ular cancer research. Swarovski established a three-year endowed chair in 

molecular transplant biology. The company also set up the Brand Research 

Laboratory in the Social and Political Sciences department at the University 

of Innsbruck. Here students interact with experts from the most diverse fields 

and, together with the support of Swarovski and Innsbruck-based scientists, 

are able to discuss modern day questions and challenges in the area of brand 

research – with their results they are able to reach a high level of analysis. 

With the establishment of the Brand Research Laboratory, the University 

of Innsbruck and the state of Tyrol have become a center of excellence for 

the study of branding. Its development has further strengthened the long-

standing relationship between Swarovski and the University of Innsbruck. 

The company also supports many charitable associations such as the Tyrol 

Society for the Blind and Partially Sighted, and the SOS Children’s Village.

triesen

In a similar way to the Wattens headquarters, Swarovski’s sales and distri-

bution business in Triesen in the Principality of Liechtenstein is closely 

interlinked with its native region and offers a lively support culture. There 

are around 70 to 80 active associations and initiatives. Sport is represented 

by many clubs, including Triesen soccer club, Triesen tennis club, and 

the local running and ski clubs. In addition, the locale enjoys culture – 

ranging from Liechtenstein Guitar Days to diverse amateur dramatics and 

the Triesen youth choir. All these clubs benefit from Swarovski’s on-site 

presence. Many charitable projects are also the beneficiaries of funding 

and other forms of support.   

Männedorf

Swarovski in Männedorf in Switzerland is actively involved with charitable 

programs and institutions. Together with Swarovski AG Triesen, it has been 

associated with the Swiss Cancer League for several years. The company 

developed a collection on their behalf under the motto of “Pink Hope”, with 

20% of all earnings from the sale of this collection being donated to the fight 

against cancer. Swarovski donated 80,000 euro to the Swiss Cancer League 

in 2009. 

COmmuNiTY 
iNvESTmENT

engagement and social responsibility have been a tradition throughout 

Swarovski’s history. the whole company contributes to the creation of a posi-

tive working experience. Furthermore, Swarovski supports a variety of chari-

table projects, organizations and initiatives in the areas of culture, science, 

education and sport, and in social, non-profit and humanitarian fields. 

wattens

Swarovski has been present in Wattens for 115 years and the company’s 

influence on the town is tangible in many different ways. The most influ-

ential contribution of recent times has been the creation of the Swarovski 

Kristallwelten. In 1995 Swarovski commissioned the Austrian multimedia 

artist André Heller to create a fitting tribute to Swarovski’s art of crystal, cele-

brating the first hundred years of the company’s achievements. This was 

the beginning of the Swarovski Kristallwelten and in turn a highly profitable 

tourist attraction for Wattens – so far nine million visitors have come through 

its doors, making it Austria’s second highest visitor attraction. It is now used 

to host the extensive program of events established since its opening. Named 

after the Kristallwelten landmark – the giant – the portfolio includes Art in the 

Giant, Music, Children, Workshops, Culinary Activities and Clubbing in the 

Giant. Made possible by the support of Swarovski, this program has given 

Wattens a lively, multi-faceted cultural scene, ranging from sophisticated to 

contemporary art, from young to old, from shaping leisure time to shaping 

the future. 
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the auction as well as any profits made from the CRYSTALLIZED™ Ways to 

Say Black catalog have been donated to the American Cancer Society and 

La Ligue nationale contre le cancer in France. 

wizard of oz

As part of the Wizard of Oz Ruby Slipper Collection, Nadja Swarovski, Vice 

President International Communications, invited world-renowned shoe 

designers such as Manolo Blahnik, Jimmy Choo, Sergio Rossi and Diane 

von Furstenberg to design their own version of the ruby slipper as worn by 

Dorothy in the Hollywood classic “The Wizard of Oz” (1939). The Wizard of 

Oz Ruby Slipper Collection for SWAROVSKI ELEMENTS was celebrated in 

several world capitals throughout 2008 and 2009, culminating in a dazzling 

event at Manhattan’s historical “Tavern on the Green” where all items were 

auctioned off. Net proceeds from the online auction were donated to the 

Elisabeth Glaser Pediatric Aids foundation. 

divine Rock for Charity water

As part of the launch of the New York store opening, Swarovski 

CRYSTALLIZED™ launched a project on the theme of water with the Charity 

Water Organization. Profits from the sale of “Divine Rock” necklaces are 

donated to drinking water projects in developing countries. 

Crystal Snowflake

As a symbol of hope for children, Nadja Swarovski, Vice President 

International Communications, illuminated a huge crystal snowflake during 

the company’s Christmas celebrations in London in 2008 – this charity 

project was undertaken together with UNICEF. The snowflakes, which 

contained 4,000 crystals, were designed by German light designer Ingo 

Maurer, whose creations always bring a smile to the faces of their audience. 

A limited range of miniature snowflakes were also created as part of the 

project, with a percentage of all proceeds going to UNICEF.

CFdA Fashion Awards

Swarovski has sponsored the Council of Fashion Designers of America 

(CFDA) in awarding the most coveted fashion prizes in America for nine 

consecutive years. One such award is the Swarovski Award for Young Talent, 

aimed at embracing and supporting young designers with immense and 

unique creative abilities. “The CFDA Awards provide the perfect platform to 

recognize young talent” says Nadja Swarovski, Vice President International 

Communications. Winners of the Swarovski Awards receive financial support 

as well as access to the SWAROVSKI ELEMENTS product range. 

bAFtA Awards

Swarovski sponsored the TV Costume Design category at this year’s British 

Academy of Film and Television Arts (BAFTA) awards. BAFTA is an inde-

pendent charity which supports, develops and promotes television and 

cinema. 

divine Rock Charity bracelet

The renowned jewelry designer Stephen Webster created a Divine Rock 

Charity bracelet for ATELIER SWAROVSKI, with all net proceeds going to 

the Clinton Bush Haiti Foundation which supports victims of the 2010 

earthquake. 

Marigot

Swarovski works with the authorities in Marigot, Thailand, to provide invest-

ment to poor areas on the outskirts of Bangkok. In 2007, Swarovski built 

a library for the Baan Nhong Sakae School in the Petchaboon province, 

and donated an additional 160,000 Thai Baht, sports equipment and 

stationery to the school. This money came directly from the employees at 

Swarovski Marigot. In October 2008, Swarovski Marigot employees used 

their own savings to donate 200,000 Thai Baht together with stationery and 

other necessary items to the Baan Tasamor Khok Somboon School in the 

Yasothorn province. In October 2009, Swarovski Marigot employees donated 

217,600 Thai Baht, stationery and other urgently-needed items to the Baan 

Huay Pao Nue School in the Loey province.  

Swarovski north America

Swarovski’s North American headquarters in Cranston, Rhode Island, are 

the home of the Community Outreach Program in the US. Swarovski North 

America is an active supporter of organizations such as the American Cancer 

Society, The Libby Ross Foundation and the American Heart Association. It 

works to spread the message of these organizations to the general public, 

and also donates profits from some of its products. Swarovski has contri-

buted over USD 1.5 million to the fight against heart disease in women. On 

a local level, Swarovski North America supports several charitable organiza-

tions in the south of New England, including Starlight Starbright, Toys for 

Tots, the St. Jude Children’s Hospital, The Rhode Island Food Bank, RISPCA, 

the Rhode Island Veteran’s Relief Fund, the Make a Wish Foundation, the 

Rhode Island Mentoring Partnership and WaterFire Providence. Swarovski 

has worked with the American Cancer Society since 2000. At the start of this 

collaboration Swarovski employees took part in the “Making Strides Against 

Breast Cancer” charity fun run, and in 2005 Swarovski became main 

sponsor of the event. In 2008, Swarovski became Rhode Island’s Healthy 

Children’s Champion for the development of healthy hearts in children, and 

continued to be the Helping Heart Society Champion in 2009 for spreading 

the message about heart disease in women. 

glOBAl ACTiviTiES

endangered wildlife trilogy

“Swarovski is heavily involved in all matters associated with water. Water 

and hydropower are very important for our brand since our company and 

the materials we produce can only exist because of this resource which 

happens to be in plentiful supply in the Alpine region,” explains Ann-Sophie 

Mayr, International Head of SCS. “With every membership and purchase of 

an exclusive SCS Annual Edition, the collectors’ club members are directly 

supporting the ‘Water for Nature’ SCS initiative from the very beginning.” 

little black dress

In 2009, SWAROVSKI ELEMENTS commissioned 22 of fashion’s most notable 

names to design one-of-a-kind little black dresses. Following the launch of 

the range during Paris Fashion Week, the collection travelled to Beijing in 

spring 2010 and New York City in autumn 2010 where all items were sold 

at the famous auction house Phillips de Pury & Company. All proceeds from 
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Children and young adults are the decision  makers of tomorrow. this is why it is so 
important to sensitize them to our planet’s most  precious resource - water. the philosophy of 
the hugely successful Swarovski water School  program is to promote a responsible approach 
to the use of water and to convey its ecological,  economic, social and cultural significance. 
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teachers are highly trained national park rangers 

who go directly into schools, taking with them all 

necessary lesson materials. During the five day 

courses, children and young adults between the 

ages of 8 and 13 receive a detailed and thorough 

introduction to water including its chemical and 

physical properties; its ecological, economic and 

cultural significance on national, regional and 

international levels; and its influence on people’s 

health. After three exciting days in the classroom, 

the program takes the participants out into nature 

to study waterways. The courses have the char-

acter of project weeks, based around a variety of 

methods and interdisciplinary lessons. A total of 

more than 40,000 school children have visited 

Swarovski’s Water School at Hohe Tauern national 

park. A further development has been the House 

of Water, built with the support of Swarovski, 

which aims to make the Water School accessible 

to students from other regions – based on the 

motto “School goes to the Water School”. Around 

1,300 school students from all over Austria and 

South Tyrol have taken part in workshops lasting 

several days each year since 2003. Children of 

Swarovski employees have been able to take part 

in a five-day water camp since 2007, with the firm 

covering two thirds of the costs. 

The Swarovski Water School in Austria also 

supports the WWF environmental education initia-

tive “inn.building – Our river makes school”, a 

program initiated by the Austrian government to 

revitalize the River Inn in Tyrol. The environmental 

education activities, which follow the methodology 

of the Water School, build awareness of the signifi-

cance of natural rivers, and focus on the necessity 

and significance of the integrated flood protection 

measures along this important tributary to the 

Donau river. The program includes a wide range 

of activities, from varied lessons to the provision of 

education for teachers and adults. On one occa-

sion, a film about the River Inn was created by 

children and young adults from Tyrol as part of the 

“inn.film” school project.

Given the success of the Swarovski Water School 

at Hohe Tauern national park, and in light of the 

company’s global profile, it was a logical step 

for Swarovski to use water as a leitmotif for its 

Corporate Responsibility and to expand the project 

across the world. 

Water and Swarovski have a very strong bond, 

as can be seen in many of the projects at the 

company. The biggest and best known project 

is the Swarovski Water School which has been 

a remarkable success story since its introduc-

tion at the Hohe Tauern national park in 1999. 

Since then, the Water School has expanded to 

Uganda, India and China. The philosophy of the 

Water School is to promote awareness and under-

standing of the use of water amongst children 

and young adults in an informative and playful 

manner, to teach them how to use water sustain-

ably, and in so doing to promote the responsible 

use of water. In addition to the environmental 

education, the project acts as a cultural platform 

for young adults with diverse ethnic backgrounds. 

These projects are financed by the Swarovski 

company, membership fees from Swarovski’s 

collectors’ club SCS (Swarovski Crystal Society), 

from sales of specially designed crystal collector’s 

items, and by auctioning limited edition items.  

Swarovski water School at hohe tauern national park

At the beginning we realized something unusual 

yet very obvious. The Hohe Tauern national park 

and its surroundings are home to an abundance 

of water, but we asked ourselves whether the local 

children were aware of just how privileged they 

were to live there? Did they know that one quarter 

of the world’s population live in areas where there 

is not enough water or no clean water? Or that 

the water from their region is required by millions 

of other people just to survive? That the way they 

dealt with water determined the fate of others? 

Swarovski’s goal in this project is to provide chil-

dren with more education on the world’s growing 

water problems. This idea ultimately led to the 

foundation of the Swarovski Water School at Hohe 

Tauern national park, Austria, in 1999. 

The Swarovski Water School at Hohe Tauern 

national park is mobile and lives by its motto “The 

Water School goes to school”. The Water School’s 

The Swarovski 

 WATEr SCHOOl
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the liVing nile – Swarovski water School in uganda

At the end of 2008, the Swarovski Water School program 

continued its global expansion. From the drainage basin of the 

great Donau, Ganges and Yangtze Rivers, the program went to 

Uganda, to the source of the Nile, the world’s longest river. The 

Bwindi national park is located in the mountains in the south 

west of the country. This national park has been on the list of 

UNESCO World Heritage sites since 1994 and is an area of 

huge international importance as it is home to one of only two 

remaining populations of the extremely endangered mountain 

gorillas. The area is, however, densely populated by people and 

the population growth here is one of the fastest in the world. 

The region used to have dense mountain rainforests but due to 

destructive shifting cultivation these have mostly disappeared. 

This has led to the paradoxical situation whereby the area has 

a plentiful supply of water due to the rainfall but water scarcity 

and water pollution still present huge problems to local people. 

This is because water sources, which are reliably available all 

year round, are often located far away from people’s homes. 

Furthermore, these water sources are often polluted due to 

erosion and other agricultural pollution which creates a huge 

health risk to the population. 

Together with the Bwindi Mgahinga Conservation Trust (BMCT), 

the Swarovski Water School program is building a team of 

teachers to teach over 10,000 school children at 22 selected 

schools near the park how to maintain water. A second 

component of “The Living Nile” project is the construction of 

water supply systems in five to six villages so that women do 

not need make long and dangerous journeys to water sources 

far away from their homes. In addition, all participants of the 

Swarovski Water School project are provided with rainwater 

tanks and sanitary facilities so that children, many of whom 

stay at home instead of going to school, have access to safe 

water. The project has also supplied water tanks to the prov-

ince’s only infirmary. 

A part of this project is financed by the sales of a “Swarovski 

Crystal Society” mountain gorilla figurine, guided by the idea 

that the ecological and fair use of water by the population also 

indirectly contributes to the protection of this scarce resource. 

The preservation of a healthy, water-storing forest - the habitat 

of the apes – is one of the central messages of the Swarovski 

Water School in Uganda. 

Swarovski Water School – An idea makes school 

Water is a vital resource for life but it is in limited supply, 

so it must be protected. This is why Swarovski strives to 

sensitize and educate children and young adults on these 

topics. The Swarovski Water School program aims to portray 

the massive significance of water, to increase the standard 

of living of people in regions where there is limited water, 

and to preserve the ecological functions of the natural 

water cycle. 

The aims of the Swarovski Water School:

* To build awareness and understanding of life’s most 

precious resource - water

* To introduce the ecological, economic, social and 

cultural problems which affect water on local and 

global levels

* To explain the principles of sustainable water 

management

* To empower people to use water responsibly 

The methods:

* Use fun and playful learning techniques using imagi-

native lesson materials and methods

* Train local teachers to be representatives of the 

program

* Encourage children to be ambassadors for the water 

cause so that they can pass on their knowledge to their 

families and communities with the aim of achieving 

important behavioral change

the liVing yAngtZe – Swarovski water School in China

The next stage in the evolution of the Swarovski Water School was 

China. In 2007, Swarovski started “The Living Yangtze” project 

with the Shangri-La Institute for Sustainable Development 

and with support from the Chinese Ministry for Education and 

UNESCO. The 6,300 km long Yangtze begins in the Tibetan 

plateau and flows via Shanghai to the East China Sea. Around 

a third of the Chinese population receive their water from this 

huge river. Yet the ecological problems are immense: erosion in 

the mountains, an increasing number of dams and hydropower 

plants, pollution from industry and the over-use of water for 

agriculture make it more and more challenging to maintain the 

ecological functions of the river which are required by both man 

and nature. 

The Water School program is being carried out at four points 

along the river: in the northern Yunnan Province (Shangri-La), 

in Sichuan Province (Mianyang, Dujiangyan), and in the big 

cities Chongqing and Shanghai. A total of 33 schools are 

involved in the program – the topic of water is taught in a wide 

range of subjects and built into lessons in imaginative ways, 

and special activities are developed for the students. In addi-

tion to the classroom lessons, the students are given support to 

initiate projects in their home lives (family, village community, 

local interest groups), thereby becoming ambassadors for the 

promotion of the sustainable use of water. 

An example of this in action can be seen in Shangri-La where a 

Swarovski Water School “Community Center” was set up. This 

is where local people host events on environmentally friendly 

living and behavior. Local villagers can also receive guidance 

here on how to adapt their community to a more ecological 

style of living, thus also giving them the opportunity to have 

better business prospects in the future. This project is espe-

cially geared towards ethnic minorities and includes the active 

involvement of Buddhist monasteries which have a huge influ-

ence on the daily life of the Tibetan population in this region.

the liVing gAngeS – Swarovski water School in india

Built in 2006, the Swarovski Water School in Keoladeo national 

park in India was the first Water School to be built outside 

Austria. The Keoladeo national park, located in the drainage 

basin of the Ganges, was artificially created 150 years ago with 

the intention of being a hunting ground for the Maharaja of 

Bharatpur. Despite its small size of just 30 square kilometers, it 

is considered one of the most important wetlands in South Asia. 

It is a UNESCO World Heritage Site and contains an incredible 

variety of flora and fauna. The continued existence of the area 

rests heavily on the supply of water during monsoons but these 

levels are highly unpredictable due to climate change. 

Swarovski has been a partner of WWF India at Keoladeo national 

park since 1999. In one of the first collaborations we helped to 

develop a detailed information concept for the park’s visitors 

and the local population. This included the construction of the 

Dr. Salim Ali Visitors Center, the formation of nature trails, the 

production of comprehensive information materials, and the 

training of local people to work as guides for the park’s visitors. 

It was a logical extension of Swarovski’s engagement in this 

unique area of natural beauty to develop a Water School for the 

children of surrounding villages. Within a very short space of 

time the new Water School became a real success, and it has 

been continually expanding ever since. The program, based on 

the principle “Learning by Doing”, aims to stimulate the crea-

tivity and research spirit of the children from the surrounding 

villages. 400 children took part in the program in 2009, and 

an additional educational program called “Young Environment 

Leaders” was set up for particularly interested participants.  
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More than a century ago, when Daniel Swarovski invented the machine that 

would make it possible to cut and polish crystal, he may not have foreseen 

that his creativity would turn a small family business into a global manu-

facturer of premium crystal goods. Yet, he did have the foresight to engrain 

sustainability into the fabric of his company.

As a business in today’s world, Swarovski understands that sustainable 

development makes good business sense and that environmental resources 

need to be properly valued and utilized. This is increasingly important in our 

resource-constrained world where a Green Race has started among compa-

nies, and governments, to supply services and products that are sustainable. 

Take the topic of water, a key concern and growth driver for the company. 

More than ever before, societies are waking up to the fact that this resource 

is one of the single greatest engines of business productivity and overall 

economic stability. The demand for sustainable water management prac-

tices can only increase in future and those – societies and companies alike –  

that figure out how to do this effectively will succeed compared to those  

that don’t.

Looking to the future, I am convinced that Swarovski will be part of the 

first group.

*The WBCSD is a CEO-led, global coalition of 200 companies advocating for 

progress on sustainable development. The Council provides a platform for 

companies to share experiences and best practices on sustainable devel-

opment issues and advocate for their implementation with governments, 

non-governmental and intergovernmental organizations. The Council also 

benefits from a network of 60 national and regional business councils and 

partner organizations, a majority of which are based in developing countries. 

Swarovski joined the WBCSD in 2007.

A business in today’s world 
björn StigSon, preSident, world buSineSS CounCil 

for SuStainable development (wbCSd)*Opportunities and Objectives 
AN OuTlOOK

Swarovski’s system of values and spirit of innovation which underpin many 

of the achievements set out in this report will, of course, continue into the 

future. This will ensure that the company is able to forge ahead in the quest 

to meet its economic, social and ecological goals. Developments will be 

seen in the next few years in each of these three areas which tie in with 

the reporting period, address existing endeavors, and contribute to further 

improvements.     

Structures and processes are continually being revised and improved in 

order to meet the ambitious objectives of a constantly growing global organi-

zation. A new Human Resources system will make it possible in the next 

Sustainability Report to include a commentary on the global employee 

structure at Swarovski. Called “HRconnect”, the new system will collate and 

consolidate employee information according to location. 

A further system under development which aims to improve internal proc-

esses is the Product Compliance Program, initiated in 2009, which is based 

around CLEAR (see “Products and Services” for more information). A team 

of materials experts is currently working on CLEAR qualification for all mate-

rials used at Swarovski internally and externally. Separately, work is being 

carried out on computer software, scheduled to be introduced in 2011, 

which can simulate product compliance as early as the development phase. 

This will make it possible to tell at an even earlier stage than before whether 

innovations meet the necessary ecological and legal requirements.  

Swarovski has set some very clear ecological goals over the next few years. 

For example, there are plans to improve the effectiveness of the heat 

recovery system, which at this time is already used for industrial waste heat. 

Improvements will make it possible to meet all water needs and 60% of heat 

energy requirements. There are also plans to build a long-distance heating 

network into which excess heat energy from waste heat can be fed. 

Although Swarovski is becoming more international in its outlook all the 

time, one of the company’s fundamental objectives remains the same: to 

instil Swarovski’s established values and principles at all sites across the 

world. The progress made in this area will be covered in future Sustainability 

Reports in increasing levels of detail. 
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peRFoRMAnCe indiCAtoRS
eConoMiC peRFoRMAnCe indiCAtoRS

EC3 Coverage of the organization’s defined benefit plan 
obligations

20

EC5 Range of ratios of standard entry level wage 
compared to local minimum wage

20

EC8 Services provided primarily for public benefit 40--49 

eCologiC peRFoRMAnCe indiCAtoRS

EN3 Direct energy consumption by primary energy source 31

EN4 Indirect energy consumption by primary source 31

EN5 Energy saved due to conservation and efficiency 
improvements

30 Most of the optimizations and efficiency 
improvements mentioned in the report 
were implemented in the years prior to the 
reporting period.

EN8 Total water withdrawal by source 32-34

EN9 Water sources significantly affected by withdrawal of 
water

There are no water sources that are affected 
significantly by the withdrawal of water water 
at Swarovski. 

EN10 Percentage and total volume of water recycled and 
reused

32-34

EN11 Location and size of land owned, leased, or managed 
in protected areas

Swarovski does not own or operate any 
business premises in or adjacent to 
conservation areas.

EN16 Total direct and indirect greenhouse gas emissions 
by weight

34

EN18 Initiatives to reduce greenhouse gas emissions and 
reductions achieved

11-12, 28-30  Most of the optimizations and efficiency 
improvements mentioned in the report 
were implemented in the years prior to the 
reporting period.

EN19 Emissions of ozone-depleting substances by weight No ozone-reducing substances are emitted.  

EN20 NOx, SOx, and other significant air emissions by type 
and weight

34

EN21 Total water discharge by quality and destination 32-34

EN22 Total weight of waste by type and disposal method 34

EN23 Total number and volume of significant spills There were no incidents of hazardous 
substance release in the reporting period. 

EN25 Water bodies significantly affected by the reporting 
organization’s discharges of water and runoff

There are no bodies of water that are affected 
by the organization’s water intake.

EN28 Fines for non-compliance with environmental 
regulations

No sanctions or fines were imposed on 
the company for failure to comply with 
environmental legislation during the reporting 
period.

SoCiAl peRFoRMAnCe indiCAtoRS: lAboR pRACtiCeS And deCent woRk

LA1 Total workforce by employment type, employment 
contract, and region

22-23

LA2 Rate of employee turnover 23

LA4 Percentage of employees covered by collective 
bargaining agreements

100 percent of the employees are covered by 
the provisions of the collective agreement. 

LA5 Minimum notice period(s) regarding significant 
operational changes

Termination notice periods are linked to 
length of service. Individual employment 
contracts must conform to the legal 
provisions of the Austrian Labor Constitution 
Act.  

LA6 Percentage of total workforce represented in 
formal joint management-worker health and safety 
committees

24

LA7 Rates of injury, occupational diseases, lost days, and 
absenteeism, and work-related fatalities

25

gRi Content index StAtuS linkS StAteMent/CoMMentARy

pRoFile diSCloSuReS
1. StRAtegy And AnAlySiS

1.1 Statement from the most senior decision-maker of 
the organization

2

2. oRgAniZAtionAl pRoFile

2.1 Name of the organization. Reporting organization is D. Swarovski KG, 
Wattens. 

2.2 Primary brands, products, and/or services 5, 35

2.3 Operational structure of the organization 4-5, 40-42

2.4 Location of the organization’s headquarters 5 The corporate headquarters of D. Swarovski 
KG is in Wattens, Tirol.

2.5 Number of countries where the organization operates 38-39

2.6 Nature of ownership and legal form 4 The company has the form of a 
Kommanditgesellschaft (limited partnership). 
The general partners and limited partners are 
members of the Swarovski, Weis and Frey 
families. 

2.7 Markets served 5

2.8 Scale of the reporting organization 4.22

2.9 Significant changes during the reporting period 
regarding size, structure, or ownership

22-23, 36-37

2.10 Awards received in the reporting period No prices for D. Swarovski KG in the 
reporting period.

3. RepoRt pARAMeteRS

3.1 Reporting period for information provided 6

3.2 Date of most recent previous report n.a. This is the first sustainability report prepared 
by D. Swarovski KG.

3.3 Reporting cycle 6

3.4 Contact point for questions regarding the report or its 
contents

1

3.5 Process for defining report content 6

3.6 Boundary of the report 6

3.7 Limitations on the scope or boundary of the report 6 There are no limitations to the scope within 
the chosen limits of the report. 

3.8 Basis for reporting on joint ventures, subsidiaries, etc. 6

3.10 Restatements of information n.a. This is the first sustainability report prepared 
by D. Swarovski KG.

3.11 Significant changes from previous reporting periods n.a. This is the first sustainability report prepared 
by D. Swarovski KG.

3.12 GRI Content Index 52-54

4. goVeRnAnCe, CoMMitMentS, And engAgeMent

4.1 Corporate governance / Management structure of the 
organization 

3

4.2 Independency of the highest governance body No, that is not the case.

4.3 Structure of the governance body in organizations 
that have a unitary board structure

3

4.4 Mechanisms for shareholders and employees to 
provide recommendations

No firmly regulated procedures have been 
established for this. 

4.14 List of stakeholder groups engaged by the 
organization

6-7 

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

6-7 
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DI Harald Reisinger  

Project manager

ExTErNAl CONFirmATiON 
independenCe of tHe auditing organization 

DI Dr. Alfred Strigl,

Managing director

LA8 Risk-control programs in place to assist workforce 
members regarding serious diseases

25

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

26

LA11 Programs for skills management and lifelong learning 26

LA12 Percentage of employees receiving regular 
performance and career development reviews

26 Salaried personnel receive a performance 
appraisal, which is conducted in the context 
of an employee interview.

LA13 Composition of governance bodies and breakdown of 
employees in terms of diversity

22-23, 27

LA14 Ratio of basic salary of men to women by employee 
category

27 Women and men receive equal pay for the 
same activities in all cases at Swarovski.

SoCiAl peRFoRMAnCe indiCAtoRS: huMAn RightS

HR5 Right to exercise freedom of association and 
collective bargaining

27

SoCiAl peRFoRMAnCe indiCAtoRS: SoCiety

SO7 Total number of legal actions for anti-competitive 
behavior, anti-trust, and monopoly practices

There were no claims in this regard during 
the reporting period.

SoCiAl peRFoRMAnCe indiCAtoRS: pRoduCt ReSponSibility

PR1 Life cycle stages in which health and safety impacts 
of products and services are assessed

35

PR2 Incidents of non-compliance with regulations  
concerning health and safety impacts

35

PR3 Type of product and service information required by 
procedures

35

PR4 Incidents of non-compliance with regulations and 
voluntary codes concerning product and service 
information and labeling

35

PR9 Fines for non-compliance with regulations concerning 
the provision and use of products and services

35

Legend:
EC1 Key Performance Indicators
EC5 Additional Indicators

  Fully reported 
  Partly reported
n.a. Not applicable

1  plenum-gesellschaft für ganzheitlich nachhaltige entwicklung gmbh www.plenum.at
2  siehe: http://www.globalreporting.org/Reporting Framework/G3Online/DefiningReportQuality/

plenum1 has been commissioned by D. Swarovski KG to audit 

the present sustainability report with regard to the accuracy of 

the information it contains. plenum is an organizational stake-

holder in the GRI and operates independently and impartially 

with respect to the commissioning organization. 

Responsibility for content

The information contained in this report has been prepared 

by D. Swarovski KG in accordance with GRI guidelines for 

quality assurance reporting2. D. Swarovski KG is responsible 

for the preparation of the report and for the information it 

contains. This responsibility also extends to the develop-

ment, implementation and maintenance of internal controls 

designed to prevent substantially inaccurate information from 

being included in the report. 

Audit procedure

The audit is based on test records that have been collected by 

the organization’s management level. The following steps were 

carried out:

•	 Evaluating the completeness and pertinence of the 

contents on the basis of a first draft of the report and 

several meetings with the sustainability report’s editorial 

team 

•	 Submitting recommendations regarding the contents of 

the report based on the first draft of the report

•	 Collecting and checking information about the systems 

and processes that are implemented by D. Swarovski 

KG for gathering, administering and aggregating specific 

report data 

•	 Checking the qualitative and quantitative information 

contained in the report 

•	 Developing a list of recommendations for future sustain-

ability reporting practices.

limitations

The GRI guideline for reporting on sustainability states that a 

sustainability report should cover all organizational units that 

are controlled or strongly influenced by the organization, and 

which also (actually or potentially) contribute significantly to 

sustainability). The information contained in the report, particu-

larly the performance indicators, are for the most part limited to 

the Crystal division located at the Wattens site. Other Swarovski 

divisions and sites are only cited in isolated instances and for 

illustrative purposes. 

evaluation

On the basis of our auditing activities, we have concluded the 

following evaluation: 

Within the stated limits, the report presents an adequate profile 

of all essential aspects of the business activity, incidents and 

performance of D. Swarovski KG. A review of the information 

in the report did not reveal any evidence that it contained any 

substantially incorrect statements. 

Recommendations for future reporting

With this publication, D. Swarovski KG has produced a good 

first sustainability report, which will serve well as the basis for 

refining future reporting efforts. The requirements of applica-

tion level C+ as defined by the GRI have been satisfied in full, 

and in certain instances more than satisfied. For example, a full 

report was included on considerably more than the required 10 

GRI core indicators. 

We would therefore recommend that for the future, D. Swarovski 

KG aim to fulfill the requirements defined for application level 

B+ with a view to refining its reporting. In that case, the choice 

of core indicators to be reported should then be made on the 

basis of their pertinence and in consultation with the company 

stakeholders.  

At the same time, D. Swarovski KG should attempt to extend the 

limits of the report progressively, and implement measures for 

quality-assured collection and consolidation of the relevant data.

In conclusion, we wish to encourage Swarovski to consistently 

pursue the path it has begun towards sustainable company 

development, and to continue to communicate candidly not 

only the successes, but also the challenges and difficulties it 

encounters on this path. 
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Report on:
1.1
2.1 - 2.10
3.1 - 3.8, 3.10 - 3.12
4.1 - 4.4, 4.14 - 4.15

Not Required

Report on all criteria 
listed for Level C plus:
1.2
3.9, 3.13
4.5 - 4.13, 4.16 - 4.17

Management Approach 
Disclosures for each 
Indicator Catergory

Report on a minimum of 
10 Performance 
Indicators, including at 
least one from each of: 
Economic, Social and 
Environmental.

Report on a minimum of 
20 Performance 
Indicators, including at 
least one from each of: 
Economic, Environmen-
tal, Human Rights, 
Labour, Society, Product 
Responsibility

Same as Level B

* Sector supplement in  final version

Management Approach 
Disclosures for each 
Indicator Catergory

Report on each core G3 
and Sector Supplement* 
Indicator with due regard 
to the Materiality 
Proinciple by either: a) 
reporting on the Indicator 
or b) explaining the 
reason for it’s omission.
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Report Application Level C C+ B B+ A A+ 

G3 Profile
Disclosures

G3 Managament
Approach

Disclosures

G3 Performance 
Indicators & Sector 

Supplement Performance 
Indicators

OU
TP

UT
OU

TP
UT

OU
TP

UT

CONFirmATiON OF THE  
AppliCATiON lEvEl

gRi Sustainability Reporting guidelines

The Global Reporting Initiative (GRI) develops globally applicable quality 

criteria for sustainability reporting in consultation with a wide range of 

stakeholders drawn from business, employer and employee representation, 

civil society, academic institutions, and other areas. The GRI Sustainability 

Reporting Guidelines are designed to serve as a universally valid framework 

which an organization can use to report on its economic, environmental, 

and social performance. The voluntary adoption of the criteria set out in the 

Guidelines increases transparency, credibility, and comparability in sustain-

ability reporting. 

3rd generation

The latest revised version of the GRI Sustainability Reporting Guidelines was 

published in October 2006 in Amsterdam. This third-generation version (G3) 

was developed in a process involving thousands of stakeholders, and follows 

the first revised version (G2) of the original Guidelines which appeared in 

1999 (G1).

Application levels

Organizations that use GRI G3 for their reporting are obliged to declare the 

extent to which the GRI Guidelines have been utilized. The requirements for 

reporting on each of the three Application Levels, A, B, and C, are shown in 

the table below.

gRi Confirmation of Application level C+

The present report, the Swarovski Sustainability Report 2008/09, meets 

the requirements of the C+ Application Level of the GRI G3 Sustainability 

Reporting Guidelines. Compliance with the reporting criteria for this level has 

been thoroughly checked by the Global Reporting Initiative and is herewith 

officially confirmed.




