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and boxes. Redesigning and modernising such pieces 

is a conscious decision for eco-friendly jewellery that 

can simultaneously help revive memories and per-

sonal connections to the dearly departed. 

 

Use instead of own. Our jewellery can be shared, ex-

changed or borrowed for a special occasion instead of 

being bought new each time. As described in the pre-

vious chapter, in addition to sharing among family and 

friends, there are numerous service providers availa-

ble that offer the possibility of renting jewellery and 

watches.  

 

 

 

  

Box 7: Summary of what consumers can do 
 

Think twice about whether you really need new jewellery or a new watch  

  

Always try to repair defective items to extend their lifetime or have old jewellery reworked or recycled 

by local jewellers or your preferred brand 

Avoid purchasing industrially manufactured mass-produced watches or jewellery whose raw mate-

rials come from uncertain sources, and focus on high quality 

For products with precious metals or gemstones, choose certified recycled and re-refined metals 

and recycled or synthetic gemstones 

With newly mined materials, prefer certified eco-friendly conflict-free and fair-trade products and 

always ask about the origin and story of the raw materials 

Recycle old and unused jewellery, watches and electronic devices (e.g. mobile phones)  

 

Choose jewellers and watch-makers that comply with international environmental and social stand-

ards and can prove the origin of their critical raw materials 

Prefer watch and jewellery companies that apply a holistic sustainability approach and communicate 

on their practices and efforts (e.g. in sustainability reports) 

If you need jewellery for special occasions, you can rent or borrow it instead of buying new  

 

Ask the brands how they tackle the environmental issues of their sector, and discuss this with col-

leagues, friends and family 

 















https://www.bilanz.ch/lifestyle/uhren/auswahl-die-wertvollsten-schweizer-uhrenmarken-2015


A precious transition towards transparency and responsibility 

 

 

 

Environmental benchmark and industry report for the watch and jewellery sector December 2018 

40 

The findings of the rating are discussed and elaborated in more detail below. 

 
 

 

Governance & policies 
This section evaluates whether companies have adopted a comprehensive governance structure and an 

environmental policy. The aim is to get a better understanding of how environmental management is being 

implemented and enforced through structures and responsibilities as well as its integration into top management.  

 

Discussion: The results show that IWC and Cartier clearly outperform the other 

companies in respect of governance structure and policies. IWC, for example, has 

a formal commitment that covers the relevant parts of their operations and there is 

a clear management structure as well as a sustainability board. Jaeger-LeCoultre, 

Piaget and Vacheron Constantin show only an informal, anecdotal governance 

structure, yet there is some integration of sustainability aspects in decision-making 

processes. These companies do have reasonable policies and systems in place 

but have received a lower grade, for instance, due to the lack of information on 

management structures and responsibilities. Five out of twelve analysed 

companies do not have a formal and transparent approach to environmental 

management policies and systems. These companies provide no or very limited 

information on their commitment to environmental issues and apparently lack the 

means to measure and manage their environmental impacts. For a higher score in 

this section, companies should have a dedicated position responsible for 

environmental sustainability which repors directly to the executive board. 

Furthermore, sustainability aspects need to be fully integrated in all decision-

making processes.  
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 Audemars Piguet non-transparent

 Breguet non-transparent

 Cartier X upper midfield

 Chopard lower midfield

 IWC X ambitious

 Jaeger-LeCoultre X upper midfield

 Longines non-transparent

 Omega non-transparent

 Patek Philippe non-transparent

 Piaget X upper midfield

 Rolex non-transparent

 Swatch non-transparent

 TAG Heuer X lower midfield

 Tissot non-transparent

 Vacheron Constantin X upper midfield

 

 Overall score 

 environmental rating
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Monitoring & reporting 
This section analyses the collection, monitoring and verification of relevant performance figures. Also, it assesses 

what channels for reporting and communicating environmental information are used (e.g. publicly available envi-

ronmental or sustainability report, information on website) and what standards were applied (e.g. GRI, G4). The 

verification of the data is another critical evaluation criterion since relevant sustainability data should be assured by 

an external party to increase credibility for stakeholders.  

 

Discussion: IWC is the only company that publishes its own sustainability report, 

which is done on a bi-annual basis. The report is written in accordance with the 

GRI G4 standard and includes many relevant environmental aspects. Cartier and 

Jaeger-LeCoultre are rated as Upper Midfield due to internal monitoring efforts re-

garding key environmental figures (i.e. energy, water, fuel), but still without com-

prehensive monitoring and reporting activities. The remaining companies have no 

or only qualitative / anecdotal monitoring and reporting on environmental sustaina-

bility. 

There are various brands that conduct consolidated monitoring and reporting at the 

group level, but it is often not evident whether the individual companies (maisons) 

are applying these measures at their level with the same structured approach. 

Companies should implement regular (at least bi-annual) and systematic internal 

quantitative monitoring and reporting (including follow-up activities) for all environ-

mental targets. Furthermore, a systematic public sustainability report with quanti-

tative reporting on all targets, according to e.g. GRI standards should be standard 

procedure and relevant publicly reported information needs to be assured by a third 

party to increase credibility.   

 

 

Greenhouse gas emissions (inventories, reduction targets, etc.) 
This part of the rating focuses on the scope and activities covered by greenhouse gas inventories, the disclosure 

of calculation methods and publicly communicated reduction targets. It is therefore assessed whether the surveyed 

companies measure greenhouse gas emissions of their operations and business activities, how these emissions 

have developed over the years and what targets the companies have set to achieve substantial emission reductions 

in the future.  

 

Discussion: The results in this section show that measuring and actively reduc-

ing greenhouse gas emissions is fairly new to the industry and many of the com-

panies are still in the development phase. Even though several companies show 

comprehensive measurement of GHG emissions (at least for scope 1 & 2), and 

some efforts to reduce emissions are evident, the reason for the poor perfor-

mance is also due to no or only anecdotal reduction targets and a lack of histori-

cal data gathering. 

Overall, it needs to be highlighted that almost 2/3 of the evaluated companies have 

adopted no or non-comprehensive measures for GHG emissions or do not com-

municate publicly about it.  

To increase their performance, companies should have comprehensive measure-

ment of GHG emissions (scope 1, 2 & 3) and ambitious objectives for the near and 

remote future should be published and in line with science-based climate ap-

proaches (e.g. the 1.5°C scenario or one-planet living). 
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Traceability & emissions of transportation 
This section analyses efficient transport logistics and asks whether companies have access to an estimate/survey 

of transport (i.e. weight, distance and means of transport) for its products and soft commodities over all or parts of 

the value chain. It further assesses if and how companies model their GHG emissions of the transport of goods and 

whether they set targets to reduce GHG emissions in transport.  

 

Discussion: TAG Heuer, IWC, Jaeger-LeCoultre, Piaget and Vacheron Constantin 

have access to transport data/estimates, at least for their own, internal logistics 

operations and/or tier-1 inbound/outbound. These companies moreover show en-

deavours to estimate emissions but have no significant GHG-reduction targets. 

For the rest of the evaluated companies, there are no significant transport and 

emission data/estimates and no relevant targets are indicated.  

To improve in this area, companies must implement measures to estimate or cal-

culate transport emissions from origin to point of sale. Furthermore, they should 

have reduction targets for distance and GHG intensity based on a 1.5°C or similar 

science-based target concept. Finally, the implementation of these measures 

should be monitored and systematically tracked. 

 

       

 

 

 

 

 

 

 

Environmental impact of products (data collection / research) 
This part of the questionnaire focuses on the measures taken by the companies to use environmental assessment 

tools, life cycle assessments and similar procedures (eco-audits or climate footprints, risk assessments, pathway 

to 1.5°C, etc.) in product design to minimise the environmental impact of products throughout their life-cycle. It 

analyses the approach and eco-design considerations, as well as the specific product group and the percentage of 

the total product portfolio which this applies to.  

 

Discussion: None of the companies was able to achieve a satisfactory result in 

this section, yet some of the rated brands have started to look into the topic. The 

brands of the Richemont group mention several approaches where, for example, 

an eco-conception guide was developed or the company had selective applications 

of life cycle assessments. Since none of the companies were able to demonstrate 

a systematic eco-design approach based on a thorough eco-assessment, the room 

for improvement is huge.  

To receive a higher score in this section, companies should apply a strategic and 

systematic application of specific life-cycle assessments or similar approach. The 

method should be described accordingly or commonly acknowledged. Eco-design 

aspects moreover need to form an integral part of products and the companies 

should report on results in this area. 
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Membership of (inter)national business initiatives for sustainability 
This last section is aimed at finding out whether companies are members of national or international sustainability 

or environmental business or any related initiatives. Companies were also asked to indicate in what environmental 

or sustainability projects of these initiatives they have actively taken part over the past three years. 

 

Discussion: This is the section where many of the assessed companies achieved 

their highest scores. According to the evaluation, Cartier is the most actively in-

volved company, with memberships and active participation in several relevant in-

dustry initiatives. Many other brands such as IWC, Chopard and Vacheron Con-

stantin were also able to show a more ambitious commitment to collaboration within 

their industry. Unfortunately, over a third of the assessed brands still do not show 

any evidence of being members of sustainability or environmental business initia-

tives. 
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