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The content and data provided here embody 
th e evo l uti o n i n o u r a p p ro a c h to re p o r ti n g . We a re 
evo l v i n g fro m a p ri m a ri l y q u a l it ati ve s u st a i n a b i l it y 
re p o r t to th e fu l l e r p e r s p e cti ve of a n ES G re p o r t . 
We are improving our reporting processes to make 
o u r d i s c l o s u re s m e a n i n gfu l fo r st a ke h o l d e r s by 
a l i g n i n g w ith th e S u st a i n a b i l it y Ac c o u nti n g 
Standards Board (SASB) to the extent possible for 
u s at th i s t i m e . We a l s o c o n s i d e r o u r c o ntri b uti o n 
to th e U N S D G s a s a re s u lt of o u r a cti v it i e s .

We s i g n e d o nto th e U N G l o b a l C o m p a ct ( U N G C) 
i n J a n u a r y 2 0 2 2 . T h i s re p o r t d e m o n strate s o u r 
c o m m itm e nt to upholding the UNGC’s 10 Principles, 
which cover human rights , labour, environment, and 
a nti - c o rr u pti o n , a n d to e n g a g i n g i n c o l l a b o rati ve 
projects that advance the Sustainable Development 
Goals . This report does not, however, ser ve as our 
Communication on Progress (COP). We will prepare 
a separate COP in 2023 .

S P E A K I N G O F T H E F U T U R E
This document contains forward-looking statements. 
T h e s e st ate m e nts a re n e ith e r h i sto ri c a l fa cts n o r 
assurances of future performance. Instead, they are 
b a s e d o n o u r c u rre nt b e l i efs ,  ex p e ct ati o n s a n d 
a s s u m pti o n s re g a rd i n g th e futu re of o u r b u s i n e s s , 
future plans and strategies and other future conditions. 
These forward-looking statements generally can be 
identified by the use of words such as “anticipate,” 

“expect,” “plan ,” “could,” “may,” “ intend,” “predict,” 
“should,” “would,” “will,” “believe,” “estimate,” “forecast,” 
“goal,” “objective,” “target,” “project,” and other similar 

ex p re s s i o n s , a lth o u g h n ot a l l  fo r wa rd - l o o k i n g 
statements contain these identif ying words . These 
forward-looking statements include all matters that 
a re n ot h i sto ri c a l fa cts a n d i n c l u d e st ate m e nts 
re g a rd i n g o u r i nte nti o n s , b e l i efs ,  o r c u rre nt 
expectations concerning, among other things, our 
sustainability strategies, our emission and energy 
consumption and targets, expectations regarding 
i n d u str y tre n d s o n e nv i ro n m e nt a l a n d s o c i a l 
commitments , our business plan and our goals . By 
their nature, forward-looking statements involve risks 
a n d u n c e r t a i nti e s b e c a u s e th ey re l ate to eve nts 
and depend on circumstances that may or may not 
o c c u r in the future. 

Applicable assumptions , risks and uncertainties 
include, among others , those identified throughout 
th i s re p o r t ,  th e r i s ks i d e ntif i e d u n d e r th e h e a d i n g 

“ Risk Factors” in our Annual Report on Form 20 - F 
for the fiscal year ended March 28, 2021, as well as 
in the other information we file with the Securities 
a n d E xc h a n g e C o m m i s s i o n a n d th e s e c u rit i e s 
c o m m i s s i o n s o r s i m i l a r s e c u rit i e s re g u l ato r y 
authorities in each of the provinces and territories 
of Canada . Although we base the for ward-looking 
statements contained in this document on 
assumptions that we believe are reasonable, we 
caution you that actual results and developments , 
including our achievement of our targets, goals and 
commitments, may differ materially from those made 
in or suggested by the for ward-looking statements 
contained in this document as the result of 
assumptions not being realized, scientific or 
technological developments, evolving sustainability 
strate g i e s , c h a n g e s i n c a rb o n m a rkets , evo l v i n g 
government regulations or changes in circumstances 
of our business. Additional impacts may arise that we 
a re n ot awa re of c u rre ntl y.  T h e p ote nti a l  of s u c h 
a d d iti o n a l i m p a cts i nte n s if i e s th e b u s i n e s s a n d 
operating risks which we face, and these should be 
c o n s i d e re d w h e n re a d i n g th e fo r wa rd - l o o k i n g 
statements contained in this document. In addition, 
even if results and developments are consistent with 
the for ward-looking statements contained in this 
document, those results and developments may not 
be indicative of results or developments in subsequent 
periods. As a result, any or all of our forward-looking 
statements in this document may prove to be 
inaccurate. No for ward-looking statement is a 
guarantee of future results. Moreover, we operate in a 
highly competitive and rapidly changing environment 
in which new risks often emerge. It is not possible for 
our management to predict all risks, nor can we assess 
the impact of all factors on our business or the extent 
to which any factor, or combination of factors , may 
cause actual results to differ materially from those 
contained in any forward-looking statements we may 
make. You should read this document and the 
documents that we reference herein completely and 
with the understanding that our future results may be 
materially different from what we expect. The 
forward-looking statements in this document speak 
o n l y a s of th e d ate of th i s d o c u m e nt , a n d we 
undertake no obligation to update or revise any 
of these statements .

A B O U T  T H I S  R E P O R T

Our third report provides information on our strategy, performance 
and communit y relationships during the fiscal year that ended March 
28 , 2021 (referred to simply as “ F Y 21 ” throughout this publication , 
unless other wise stated). 
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C A N A D A E M E A A PA C 

OUR LOCATIONS AS  
OF MARCH 28, 2021:

 
8 operated Canada Goose 

m a nufacturin g fac il it i es 

located in Toronto, Winnipeg 

and Greater Montreal

 

1  B af fin m a nufacturin g 

fac il it y  lo c ate d in Sto n ey 

C re e k , O nta ri o

 

1 Operated Warehouse 

Winnipeg

 

28 directly operated 

retail stores 

51 national e-Commerce 

markets

At Canada Goose, we endure any condition, 
observe every detail, and take the long view in 
order to keep the planet cold and the people 
on it warm.

“ HUMANATURE is how we talk about our purpose. 
It is embedded across every aspect of our operations. 
It ’s part of everything we do.” 

Dani Reiss, Chairman  & CEO

U N I T E D  S TAT E S

WH ERE WE ARE  
ON THE JOU RNEY

RDS
Achieved our  

g oa l to b e c o m e 

Responsible Down 

Sta n d a rd (R D S) 

certified as a brand 

a n d m a nufacture r  

in November 2021.

84% 
of the fabrics used in 

our domestic product 

were bluesign® 

APPROVED.

59% 
Reached 59% in   

our goal to transition  

all packaging to 

more sustainable 

solutions by 2025.

41% 
Recycled and reused 

41% of total post- 

consumer wa rra nt y 

wa ste generated 

during the year.

21%
Preferred Fibres 

a n d M ate ria ls 

(PFMs) purchased 

for domestic 

manufacturing.

Launched the 

Standard Expedition 

Parka and the Crofton 

and Cypress 

collections — 

embodying our 

commitment to 

using more PFMs.

F Y 21 
SUSTAINABILIT Y  
HIGHLIGHTS:



As I look ahead to the future of our work 

to b e c o m e a lead e r in c o rp o rate 

responsibility, I believe the only true way 

to achieve meaningful sustainability is 

through constant evolution. This year, we 

challenged ourselves like never before, 

driving our efforts to reach some 

remarkable milestones.

In the summer of 2021, we announced we 

are officially going fur-free. With this action, 

we have a lready e n d e d th e p urc ha se of 

a l l  fur,  a n d we have c o m m it te d to c ea se 

manufacturing with fur by the end of 

December 2022.

Five months later, we announced that we 

achieved the Responsible Down Standard 

(R D S) C e r tifi c ati o n , a h ead of p la n . R D S 

aligns with our focus to manufacture world-

class products that epitomize sustainable 

in n ovati o n , a n d I  a m p ro u d that Ca nad a 

Goose is recognized globally as a company 

that e m b rac es s usta ina b il it y a n d a n im a l 

welfa re . A ll  th ese ac c o m p lis h m e nts 

wouldn’t be possible without our people, 

who are the heart of Canada Goose.

In January 2022, I was extremely proud 

to sign Canada Goose onto the United 

Nations Global Compact. We are 

committed to respecting and safeguarding 

th e fun d a m e nta l hum a n ri ghts of th ose 

wh o a re dire ctly a n d in dire ctly a p a r t of 

our company, and this partnership solidifies 

our commitment to support inclusive, safe 

and healthy working conditions.

A n d wh ile th ese ac h i eve m e nts m a rk 

significant progress in our commitment to 

protect our planet and build a better future, 

we m ust c o ntinu e to evo lve . Fo r us , It 

m ea ns n eve r restin g o n o ur laurels .

I invite you to read this report and learn 

m o re a b o ut h ow o ur c o m m itm e nt to 

sustainability is at the core of everything 

we do.

Dani Reiss, C.M., OOnt

Chairman & CEO

A  L E T T E R  F R O M  DA N I  R E I S S ,  
C H A I R M A N  &  C E O

One of the greatest pieces of advice I have ever 
received is, “Don’t rest on your laurels”. There was 
a time to celebrate and feel proud; however, the 
next challenge or opportunity always lies ahead. It 
is a belief I have carried with me, and one that feels 
particularly important when I  think about our 
commitment to sustainability at Canada Goose.
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A LETTER FROM OUR VICE PRESIDENT 
OF CORPORATE CITIZENSHIP

At Canada Goose, we have a clear, straightforward 
mission: to keep the planet cold and the people on 
it warm. If you’re familiar with our ESG Report, 
which is now in its third year, you have heard this 
mission before. It serves as our beacon, guiding 
everything we do, from the products we make 
to the way we work.

This year, the team at Canada Goose 

united around this mission and brought it 

to life in an extraordinary way. Employees 

from every corner of the business came 

together to help challenge and evolve our 

sustainability efforts, bringing new insights 

and knowledge that allowed us to reach 

important targets, adapt where needed 

and push ourselves to create new ones.

We have also made important strides in 

our continued effort to reduce waste, an 

initiative that has been close to our heart 

for many years. This past year, we began 

work to divert post- consumer warranty 

products through repurposing, recycling 

and donating them. We also focused on our 

commitment to infuse more sustainable 

packaging across our enterprise. To help 

us get there, we created the Sustainable 

Packaging Working Group. This team 

brings expertise from across the business 

to focus on specific initiatives to strengthen 

our sustainable packaging portfolio. Our 

goal to be an industry leader in this space 

is ambitious, and we’re taking the 

necessary steps to make it happen.

Our products continue to exemplify our 

commitment to sustainability and our work 

to ensure, by the end of calendar year 

2025, that 90% of our materials use 

Preferred Fibres and Materials (PFMs). 

This past year, in addition to launching the 

Standard Expedition Parka — our most 

sustainable parka yet — we produced 

a n ew c ate g o r y of l i ght we i ght d own 

j ac kets , th e C yp res s a n d C rof to n , that 

m irro r o ur c o m m itm e nt to PFM s in o ur 

a s so r tm e nt .  As we c o ntinu e to evo lve , 

we a re fin din g n ew ways to re du c e o ur 

im p act o n th e e nviro n m e nt , with o ut 

s ac rifi c in g th e qu a lit y we a re k n own 

fo r at Ca nad a G o ose .

In this year’s report, you will see a focus 

o n th ese to p i c s: m ate ria ls ,  c h e m i c a ls , 

gre e n h o use g a s (G H G) e m is s i o n 

re du cti o ns , s up p ly c ha in , hum a n a n d 

la b o ur ri ghts , a n d p e o p le (in c lu din g 

diversity and inclusion). Th ese p il la rs a re 

important to us, because we believe they 

a re im p o r ta nt to o ur c o m m un iti es , o ur 

p la n et a n d future g e n e rati o ns to c o m e .

I  c o ntinu e to b e in c re dib ly p ro u d of th e 

milestones we achieved this year, how we 

challenge ourselves each and every day  

to ke e p o ur p la n et c o l d a n d th e p e o p le  

on it warm, and by what I know is possible 

for our future. We look forward to 

continuing to share our journey with you.

Gavin Thompson

Vice President, Corporate Citizenship
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P U R P O S E  
A N D  P R I O R I T I E S



“ I  am a firm believer that 
your purpose can become 
your differentiator.”

DANI REISS, CHAIRMAN & CEO
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O U R  P U R P O S E  A N D  
S U S TA I N A B I L I T Y  P R I O R I T I E S

As a brand born in the Arctic, sustainability  
is part of our DNA . We’ve learned from people  
who have lived there for thousands of years  
what it  means to use resources responsibly,  
adapt to new circumstances and support each 
other as a community. The land itself constantly 
reminds us that we are all part of nature, and  
nature is part of us.

And so, it is imperative that we act with 

our business in mind — and our people, 

communities, and climate. At Canada Goose, 

we’re on a journey to keep the planet cold 

and the people on it warm. In the face of every 

challenge, we follow this purpose with 

relentless focus. We fearlessly explore 

new materials, processes and partnerships 

that bring us another step closer to our goals.

ST E P S I N O U R J O U R N E Y

Keeping the planet cold and the people 

on it warm cannot happen by accident or 

through one- off efforts. Since launching 

our Sustainable Impact Strategy in 2019, 

we’ve seen the power of thoughtful, 

unified action.

The world has changed over the past 

few years, though, and so have we. When 

we encounter barriers, we’ve learned to 

adapt without losing sight of our strategy. 

The pandemic, for example, has restricted 

our access to manufacturing facilities for 

in-person social and waste audits. Our 

progress on related goals may have been 

delayed, but we have forged new paths by 

which to pursue them — such as stronger 

technology platforms that support 

virtual audits.

To gui d e o ur ste p s ove r tim e , we’ve 

begun identifying how to report on key 

ESG matters and have strengthened our 

disclosures in six key areas: materials, 
chemicals, GHG emission reductions, 
supply chain, human and labour rights, 
and people (including diversity and 
inclusion). Focusing on these areas has 

helped us further integrate our Sustainable 

I m p act Strate gy into o ur p ro c es ses a n d 

decision making. We know we have more 

to d o to e ns ure we’re p urs uin g th e m ost 

m ate ria l  is s u es , a n d we a re c o m m it te d 

to continuously evaluating how to further 

strengthen our disclosure.
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A R E A G O A L TA R G E T  D AT E P R O G R E S S 

M AT E R I A L S Conduct 10 Life Cycle Assessments identifying carbon 
and water footprints of our top-selling products 

End of 2021 100% — target completed  
in August 2021

Move all packaging to more sustainable solutions End of 2025 59%

Define sustainable solutions, conduct baseline measurement 
and finalize plan for improving the sustainable content and the 
recyclability of our packaging 

End of 20222 In progress — initiated

Eliminate single-use plastics that we cannot  
recycle — such as shrink wrap — in all facilities  
we own or control 

End of 20223 In progress — we continued to work 
toward this goal in 2021, but due to 
COVID-19 we have not yet been able to 
conduct waste audits to verify completion

Transition from Canada Goose’s proprietary  
Down Transparency Standard (DTS) to the  
global Responsible Down Standard (RDS) 

End of 2021 100% — target completed in 
November 2021

Increase percentage of Canada Goose materials  
that are Preferred Fibre and Materials (PFMs)  
as specified by Textile Exchange to 90%

End of 2025 21%

Increase percentage of Canada Goose fabrics that are 
bluesign® APPROVED in our domestic production to 90% 

End of 2025 84%

Purchase only PFAS-free Arctic Tech fabric End of 2023 New target

M A N U FA C T U R I N G  

A N D  O P E R AT I O N S

Reduce our scope 1 and 2 emissions in order to achieve  
our net zero goal

End of 2025 3% reduction compared to 2020 (21% 
increase compared to 2019 baseline)

Measure and publish our direct and indirect (scope 1 and 2) 
greenhouse gas emissions from our corporate headquarters,  
factories, retail stores, and transportation 

Annual goal Completed

Maintain carbon neutrality for company operations by investing in 
projects that reduce, avoid or sequester the equivalent of 200% of 
each year’s greenhouse gas emissions 

Annual goal 
until achieving net zero 
emissions by 2025

100% — target completed

Adopt renewable energy commitments End of 2022 In progress — initiated

Invest in energy efficiency and renewable energy  
purchases and/or installations 

End of 2023 In progress — initiated

A R E A G O A L TA R G E T  D AT E P R O G R E S S 

Invest in renewable energy credits, as needed End of 2025 In progress — initiated

Measure scope 3 emissions and set targets End of 2024 New target

Set our SBTi targets and submit for approval End of 2022 New target

Divert 100% of post-consumer global warranty  
waste products4

End of 2025 41% — this work was halted due to 
pandemic -related, cross-border 
shipping disruptions

P E O P L E  A N D 

C O M M U N I T I E S

Promote Arctic preservation through support of Polar Bears 
International (PBI)’s research and conservation work

Ongoing $0.6m donated to PBI

R E S P O N S I B L E 

B U S I N E S S

Launch a collaborative Social Performance Program, including 
a comprehensive scorecard and monitoring system (Tier 1)

2021 Completed

Complete Tier 1 manufacturer assessments 100% by end of 2021 5 8 % — d u e to C OV I D -1 9 d i s r u pti o n s , 
we n ow aim to reach 100% by end of 
June 2022

Introduce the CG Social Performance Program  
in Tier 2 and 3 manufacturers 

50% by end of 2022 20% of our Tier 2 and 3 manufacturers

S U STA I N A B LE I M PAC T ST R AT EGY1

Our strategy comprises specific goals related to the materials we 
use, our manufacturing and operations , people and communities , 
and responsible business practices. All entries in the progress table 
are as of March 28th, unless otherwise stated.

1  Fo r  e a s e  o f  c o m m u n i c a t i o n ,  w e  u s e  c a l e n d a r  ye a r s  (n ot  f i s c a l  ye a r s)  a s  t h e  t a r g et  d a te s  i n  o u r 
S u st a i n a b l e I m p a ct S trate g y. P ro g re s s i s s p e c ifi c a l l y a s of M a rc h 2 8 , 2 0 2 1 , exc e pt w h e re n ote d 
oth e r w i s e . 

2 We p rev i o u s l y i nte n d e d to m e et th i s g o a l by th e e n d of 2 0 2 1 . At th i s t i m e , th e Pa c k a g i n g S trate g y  
i s to b e s et i n m i d -2 0 2 2 . W ith th i s strate g y, o u r S u st a i n a b l e Pa c k a g i n g Wo rk i n g G ro u p w i l l  refi n e  
o u r s u st a i n a b l e p a c k a g i n g s u st a i n a b i l it y g o a l s a n d d e l i ve r a m u lti -ye a r i m p l e m e nt ati o n ro a d m a p 
g u i d e d by th e strate g y.

3 We p rev i o u s l y i nte n d e d to m e et th i s g o a l by th e e n d of 2 0 2 0 . D u e to th e C OV I D -1 9 d i s r u pti o n s  
we h ave n ot b e e n a b l e to m e et o u r g o a l .  T h u s , we h ave ex te n d e d th e g o a l to 2 0 2 2 .

4 O u r g o a l i s to b e at 1 0 0 % d i ve r s i o n by 2 0 2 5 a n d eve r y ye a r af te r.  T h i s g o a l i s b a s e d o n th e tot a l 
a m o u nt of p o st- c o n s u m e r g l o b a l wa rra nt y wa ste p ro d u cts p e r ye a r.  I t  i s n ot c u m u l ati ve ove r t i m e 
c o m p a re d to a b a s e l i n e . T h e a n n u a l p e rc e nt a g e of d i ve r s i o n w i l l  f l u ctu ate e a c h ye a r u nti l  2 0 2 5 a s  
we c o n d u ct tr i a l s fo r va ri o u s d i ve r s i o n m eth o d s , i n c l u d i n g re cyc l i n g , d o n ati o n a n d re p u rp o s i n g . 
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MATERIALS
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M AT E R I A L S

We create products that give people the freedom 
to venture out in any weather, confident they’ll be 
protected from the elements . We believe these 
same products should reflect our commitment to 
protecting the planet, starting with the raw 
materials we choose.

As part of our Sustainable Impact Strategy, 

we’ve re im agin e d h ow we eva lu ate th e 

environmental impact and supply chain 

vis ib i l it y of o ur m ate rials .  O ur p ri o rit y 

areas for action include sourcing verified 

Prefe rre d Fib e rs a n d M ate ria ls (PFM s). 

We set an ambitious PFM target of 90% 

by the end of calendar year 2025 for the 

m ate ria ls we p urc ha se a n d use with in 

d o m esti c p ro du cti o n , a n d we have 

im p le m e nte d a n inte rna l PFM m atrix to 

h elp gui d e so urc in g d e c is i o ns . W ith th e 

expectation of evolving standards, industry 

expectations and government regulations, 

th e m atrix wil l  b e ite rative a n d ad a pt to 

what is going on in the industry.

We achieved Responsible Down Standard 

(R D S) c e r tifi c ati o n a s a b ra n d a n d 

manufacturer in November 2021 after 

m o re tha n t wo yea rs of inte ns ive 

planning, training and process updates. 

We’re a lso well  o n o ur way towa rd 

res p o ns ib le c h e m i c a l m a nag e m e nt in 

o ur p ro du cts a n d s up p ly c ha in th ro u gh 

o ur b lu es i gn® SYSTEM p a r tn e rs h ip .

In August 2021, we completed life cycle 

a s ses s m e nts o n o ur to p 1 0 p a rka s . Th e 

insights confirmed the importance of our 

p refe rre d fib res a n d m ate ria ls p ro c es s 

and helped shape material decisions for 

the year’s new product collections. 

LO O K I N G A H E A D

Our priorities will focus on scaling 

up PFM so urc in g a n d c o ntinuin g 

our progress on bluesign® approval 

to give c o ns um e rs ad diti o na l 

confidence that our garments align 

with th e ir va lu es . Th e S usta ina b le 

Pac kagin g Wo rk in g G ro up wil l 

a lso fina lize o ur strate gy a n d 

multiyear implementation roadmap 

fo r tra ns iti o n in g o ur p ac kagin g to 

more sustainable materials. 

5 We p rev i o u s l y i nte n d e d to m e et th i s g o a l by th e e n d of 2 0 2 1 . At th i s t i m e , th e Pa c k a g i n g S trate g y  
i s to b e s et i n m i d -2 0 2 2 . W ith th i s strate g y, o u r S u st a i n a b l e Pa c k a g i n g Wo rk i n g G ro u p w i l l  refi n e  
o u r s u st a i n a b l e p a c k a g i n g s u st a i n a b i l it y g o a l s a n d d e l i ve r a m u lti -ye a r i m p l e m e nt ati o n ro a d m a p 
g u i d e d by th e strate g y.

6 We p rev i o u s l y i nte n d e d to m e et th i s g o a l by th e e n d of 2 0 2 0 . D u e to th e C OV I D -1 9 d i s r u pti o n s  
we h ave n ot b e e n a b l e to m e et o u r g o a l .  T h u s , we h ave ex te n d e d th e g o a l to 2 0 2 2 .

G O A L TA R G E T  D AT E P R O G R E S S

Conduct 10 Life Cycle Assessments 
identifying carbon and water footprints 
of our top-selling products 

End of 2021 100% — target completed  
in August 2021

Move all packaging to more sustainable 
solutions 

End of 2025 59%

Define sustainable solutions, conduct 
baseline measurement and finalize plan 
for improving the sustainable content and 
the recyclability of our packaging 

End of 20225 In progress — initiated

Eliminate single-use plastics that we 
cannot recycle — such as shrink wrap — 
in all facilities we own or control 

End of 20226 In progress — we continued to work 
toward this goal in 2021, but due to 
COVID-19 we have not yet been able to 
conduct waste audits to verify completion

Transition from Canada Goose’s 
proprietary Down Transparency Standard 
(DTS) to the global Responsible Down 
Standard (RDS) 

End of 2021 100% — target completed in 
November 2021

Increase percentage of Canada Goose 
materials that are Preferred Fibre and 
Materials (PFMs) as specified by Textile 
Exchange to 90%

End of 2025 21%

Increase percentage of Canada Goose 
fabrics that are bluesign® APPROVED  
in our domestic production to 90% 

End of 2025 84%

Purchase only PFAS-free Arctic  
Tech fabric

End of 2023 New target
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MATERIAL SOURCING USED 
IN DOMESTIC PRODUCTION: 
TOP MATERIALS PU RCHASED  
DOWN AN D FABRICS7

 
 

D O W N

In November 2021 , Canada Goose  
became fully R DS Certified.

% O F TOTA L TO P FA B R I C S 
P U R C H A S E D , BY L E N GT H

I n F Y 2 1 we d i d n ot s o u rc e a ny l e ath e r  i n 
o u r d o m e sti c p ro d u cti o n . I n F Y 2 1 ,  c ot to n , 
wo o l ,  c a s h m e re , a n d p o l y p ro py l e n e raw 
m ate ri a l  sourcing represented less than 
0.10% in total q u a ntit y by l e n gth u s e d i n 
d o m e sti c p ro d u cti o n .

D O W N

R D S  C E R T I F I E D 
8 6 % 

 
DT S  C E R T I F I E D  

1 4 %

D R I V I N G S U STA I N A B LE  
M AT E R I A L S E LEC T I O N

In FY 19, we committed to sourcing more 

PFMs as defined by Textile Exchange: 

fib res a n d m ate ria ls with im p rove d 

environmental and social sustainability 

im p acts c o m p a re d to c o nve nti o na l 

p ro du cti o n . Fo r o ur p ro du cts , th is 

primarily means that we are incorporating 

m o re re cyc le d , o rg a n i c a n d oth e r 

res p o ns ib ly so urc e d m ate ria ls . 

We have prioritized PFMs in domestic 

p ro du cti o n s in c e th is re p rese nts a 

significant majority (84%) of our finished 

p ro du cts . I n p a r tn e rs h ip with Texti le 

Exchange, we introduced a new internal 

PFM p ro c es s a n d tra in e d e m p loye es 

across 13 teams — including Innovation , 

Q u a lit y As s ura n c e & C o m p lia n c e , 

Marketing, Sourcing and Merchandising 

— in PFM s up p li e r re quire m e nts , 

th ird - p a r t y c e r tifi c ati o ns , so urc e 

trac ea b il it y a n d c la im ve rifi c ati o n . 

I n F Y 2 1 ,  we ac h i eve d 2 1% th ird - p a r t y 

ve rifi e d PFM m ate ria ls in p ro du cts that 

were manufactured domestically. With this 

valuable experience behind us, we have a 

benchmark and are ready to ramp up our 

sourcing to meet our 2025 goal of 90% 
PFM s . We expect our progress to rise 

dramatically in the coming years; since our 

production cycle requires that we 

p urc ha se m ate ria ls yea rs in advance of 

using them, in F Y 21 we were sti l l  us in g 

p re d o m ina ntly n o n - PFM materials that 

we had purchased in prior yea rs . To 

e ns ure that n oth in g g o es to waste, our 

teams are working to consume all 

existing non- PFM materials as we are 

phasing in and increasing our purchase 

of PFMs.

7 A s of M a rc h 2 8 , 2 0 2 1 .

8 Canada Goose sought third-party certification 
fo r s o m e of th e fa b ri c s p u rc h a s e d i n 2 0 2 1 , 
w h i c h re s u lte d i n 4 0 % of re cyc l e d p o l ye ste r, 
92 % of recycled nylon and 80% of PFM Blend 
being certified.

We put our new PFM process to 
work for several new p roducts . 
Th e Standard Expedition Parka 

s h owc a se d PFM s: we fi l le d it  

with res p o ns ib ly so urc e d  

down, chose organic cotton and 

re cyc le d synth eti c s fo r fa b ri c s , 

a n d use d re cyc le d p la sti c s fo r 

trims like the cordlock, cord end 

and bead. We also launched the 

brand-new Cypress and Crofton 

collections  featurin g re cyc le d 

nylo n o ute r s h ells . 

N Y L O N

V I R G I N  N Y LO N 
2 5 %  2 ,7 7 2 ,0 8 3  M

R E C YC L E D  N Y LO N 8 
9 %  1 ,0 3 0 , 9 0 9  M

P O LY E S T E R

V I R G I N  P O LY E S T E R 
3 8 %  4 , 2 0 0 ,0 2 2  M

R E C YC L E D  P O LY E S T E R 8 
> 0 .1 %  9 ,0 4 0  M

B L E N D  FA B R I C S

N O N - P F M  B L E N D  
2 6 %  2 , 8 5 8 , 0 0 1  M

P F M  B L E N D 8  
> 0 . 5 %  5 5 , 8 8 2  M

https://textileexchange.org/wp-content/uploads/2021/05/Materials-Terminology-Guide.pdf
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R E S P O N S I B LY S O U R C E D D OW N

Down is one of the best natural sources for 

lightweight insulation. It is an important raw 

m ate ria l  fo r us du e to its p e r fo rm a n c e .

I n N ove m b e r 202 1 , we s u c c es sfully 

completed the multiyear transition from our 

proprietary Down Transparency Standard 

(DTS) to th e glo b ally re c o gn ize d R DS , 

which provides a strong chain-of-custody 

certification program. We received RDS 

certification for both our brand and our 

d o m esti c m a nufacturin g s ites . I n tota l , 

we c e r tifi e d a ll  o p e ratin g fac il it i es a n d 

c o ntracte d d o m esti c m a nufacturin g 

p a r tn e rs that ha n dle d own . 

Our journey required intense focus and 

long-term dedication: six cross-functional 

teams took 60 individual action steps over 

two years to reach our goal. The effort 

invo lve d n ew inte rna l m a nag e m e nt 

syste m s fo r p ro du ct i d e ntifi c ati o n , 

warehousing and data tracking, as well as 

education and training for every supplier 

a n d Ca nad a G o ose e m p loye e wh o 

handles down at any point in the process. 

Education and re-certification will continue 

o n a n a n nu a l b a s is to h elp us p ri o ritize 

unwavering integrity in our management 

systems and best practices.

We’re proud to belong to a leading 

community of global brands who, like us, 

are committed to responsibly sourcing 

d own . Th e R D S res p e cts th e Five 

Freedoms of animal welfare, prohibits 

l ive - p lu c k in g o r fo rc e -fe e din g in th e 

supply chain, and stipulates that all down 

is a by-product of the poultry industry. 

Our RDS certification also means we are 

part of the Textile Exchange network, so 

when standards are reviewed and updated, 

we now have a voice at the table. By 

sharing our unique perspective as both 

a brand and manufacturer, we will take 

an active role in continuing to strengthen 

requirements for down responsibility 

within the supply chain. 

R ECYC LE D M AT E R I A L S

S ynth eti c m ate ria ls a re a sta p le in th e 

apparel industry. But very few are made 

with re cyc le d c o nte nt .  It  wil l  ta ke a n 

industry-wide effort to change this status 

qu o, a n d we c a n h elp by s p e c if yin g 

re cyc le d p o lyeste r a n d nylo n fo r o ur 

products. Recycled polyester, in particular, 

is re c o gn ize d to g e n e rate s i gn ifi c a ntly 

less c a rb o n . 9 

Our FY 20 and FY 21 product LCA studies 

showed us the difference that recycled 

synthetics make in our products’ footprints 

and validated our decision to incorporate 

m o re re cyc le d synth eti c s into 202 1 

product collections. 

S U STA I N A B LY S O U R C E D A N D 
M A N U FAC T U R E D LE AT H E R

When we started designing our first-ever 

footwear collection — which ultimately 

launched in November 2021 — we knew  

it  s h o ul d e m b o dy o ur H U M A N AT U R E 

p lat fo rm by p rote ctin g c o ns um e rs a n d 

the environment. It was our first significant 

fo ray into leath e r,  so we jo in e d th e 

nonprofit Leather Working Group (LWG) 

as a brand member to support responsible 

manufacturing practices and access this 

group’s established environmental auditing  

syste m fo r leath e r m a nufacture rs .

We ultimately partnered with Heinen®, an 

LWG-certified manufacturer that received 

a Gold medal audit rating. This company’s 

TerraCare® leather gives our new products 

exc e pti o na l p e r fo rm a n c e o ut in th e 

ele m e nts a n d a un i qu e b ac ksto r y of 

environmental sustainability. TerraCare®  

is d e di c ate d to us in g a n d d evelo p in g 

ecological tanning methods, resulting in 

lower water and chemical consumption. 

Heinen® also sources from farms within  

a set radius of its tanning facilities in 

Germany, providing us with assurance  

that all of our leather originated in Europe.

Thanks to the LWG auditing protocol,  

we gained visibility into the supply chain 

and third-party assurance of material 

traceability as well as sustainable energy 

and water consumption, chemical 

management and other critical factors. 

Canada Goose is now RDS certified as a brand and a manufacturer. 
With RDS certification, consumers will be able to feel confident that 
the down in our domestically produced jackets is third-party verified 
for responsible sourcing and traceability. 

9 Tex ti l e E xc h a n g e p rov i d e s d et a i l s h e re .

https://www.leatherworkinggroup.com/brands-and-retailers
https://textileexchange.org/2025-recycled-polyester-challenge/
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E X P L O R I N G  PAT H WAYS  
FO R  I M P R OV E M E N T

To make the best decisions during product design 
and development — and to choose the most 
sustainable materials — we need data about our 
existing products’ impacts, from raw materials to 
end of life. 

We had already completed a LCA  to 

c o m p a re th e E xp e diti o n Pa rka to th e 

new Standard Expedition Parka design 

in 2020 . We th e n exp a n d e d o n th is by 

initiating LCAs of our 10 top-selling parkas 

a lo n g with th e Sta n d a rd E xp e diti o n 

Parka , to evaluate GHG e m is s i o ns a n d 

wate r c o ns um pti o n by p a rka , p a rka 

c o m p o n e nt a n d l ife cyc le stage. Third-

party consultant Brown and W ilm a n ns 

Enviro n m e nta l ,  LLC (BW E) c o m p lete d 

th e full  LCA stu dy in Au gust 202 1 .

Th e d ata p a inte d a vivi d c o m p a riso n 

between our products. More specifically,  

it  h i ghli ghte d wh i c h p ro du cti o n a rea 

contributed most to the overall product 

environmental footprint. Component 

Production (e.g., fabrics) topped the  

charts and became our first priority  

for improvement.

P R O C ES S ES I N C LU D E D I N T H E AS S ES S M E N T

D I S T R I B U T I O N 
A N D  R E TA I L

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

C O M P O N E N T
P R O D U C T I O N 1 0

 
FIBER PRODUCTION 

TRANSPORT 
TO DISTRIBUTION 

CENTER
SEWING INCINERATION DRY CLEANING 

YARN SPINNING 
TRANSPORT 

TO REGIONAL 
WAREHOUSES

PACK AGING L ANDFILL

TEXTILE  
FORMATION

TRANSPORT 
TO RETAIL

RECYCLING 

WET  
PROCESSING

TRANSPORT
TO CONSUMER OR 

E- COMMERCE

DYEING 

C O N S U M E R  
U S E

E N D  
O F  L I F E

T R A N S P O R T
TO  A S S E M B LY

1 0 C o m p o n e nt p ro d u cti o n p h a s e c o ntri b ute d m o st 
 to b oth wate r a n d G H G e m i s s i o n s i m p a cts .



The LCA findings confirmed the importance of our PFM goal and 
equipped our design and sourcing teams to make educated product 
and material  decisions . The significant environmental benefits 
associated with the Standard Expedition Parka’s recycled synthetic 
s h e ll ,  fo r  exa m p l e ,  m oti vate d  o u r  te a m s  to  c o ntin u e  d eve l o p in g 
recycled technical fabrics for new products. The results were 100% 
recycled, high-performance nylon shells for the year’s new Cypress 
and Crofton collections. 
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11  We previously compared the Standard E xpedition 
Parka and the Expedition Parka in our 2020 report, 
based on the 2020 LCA study. The data shown here 
has been updated to reflect the 2021 LCA study.

12 Our 2021 LCA study was designed as an internal 
benchmark and is not verified to conform to ISO 
standards . For that reason , we are not disclosing 
absolute values of emissions or water consumption.

D E F I N I N G  S O L U T I O N S  
FO R  O U R  PAC K AG I N G

Sustainable materials belong in our garments 
— and our packaging . Our internal Sustainable 
Packaging Working Group has tackled small 
changes that would have an immediate impact 
on our packaging footprint. They also began  
the process of mapping out a plan for moving  
all packaging to more sustainable solutions. 

Th e gro up’s ef fo r ts have already 

p ro p elle d o ur in c lus i o n of ve rifi e d 

re cyc le d c o nte nt a n d oth e r 

environmentally responsible materials 

and designs. We have transitioned two 

of seven polybag types that we use in 

shipping from 85% virgin/15% recycled 

low- density polyethylene (LDPE) to 

100% post-industrial recycled LDPE . 

E LI M I N ATI N G  
S I N G LE - U S E P L ASTI C S 

We c o ntinu e d to el im inate s in gle - use 

plastics in our retail stores, cafeterias and 

offices. Due to the pandemic disruptions, 

h oweve r, we have n ot yet b e e n a b le to 

c a rr y o ut th e wa ste au dits re quire d to 

verify our progress.

We knew eliminating non-recyclable, 

single-use plastics within our operations 

would be challenging because they are so 

commonly used for shipping and transport. 

Polybags are one of the hardest packaging 

t yp es to re p lac e . W h ile we have n’t 

el im inate d th e m yet ,  o ur re gi o na l 

Sustainability Councils continue to help us 

fin d m o re ways to re du c e , reuse a n d 

recycle them as often as possible. 

Our retail teams began reusing polybags 

to se n d p a rka s b ac k to us fo r wa rra nt y 

replacements, while manufacturing teams 

devised a different tactic to reduce our 

reliance on plastic. In the past, they used 

plastic bags to keep coat parts clean and 

s afe wh e n m ovin g b et we e n dif fe re nt 

production lines. Now, our manufacturing 

teams opt for reusable cloth bags made 

from scrap material. 

We are challenging ourselves 
and our suppliers to eliminate 
single-use plastics across the 
rest of our supply chain.

L C A  I N S I G H T S

We designed the Standard 

Expedition Parka to be just as warm 

a n d just a s dura b le a s o ur i c o n i c 

E xp e diti o n Pa rka — wh ile havin g 

les s im p act o n th e e nviro n m e nt . 

Th e LCA s h owe d we s u c c e e d e d . 

B a se d o n ove ra ll  fo otp rint ,  its 

d es i gn re quire d 6 8% les s wate r 

a n d g e n e rate d 3 3 % les s G H G 

e m is s i o ns11 tha n th e E xp e diti o n . 

Lo o k in g s p e c ifi c a lly at raw 

m ate ria ls a n d texti le p ro du cti o n , 

the design nearly cut the amount 

of GHG emissions in half (47% 

decrease). It also required the 

lowest amount of water out of 

all 11 parkas evaluated. Th is is 

la rg ely du e to its re cyc le d fib e rs ; 

virgin fib e rs have h i gh e r levels 

of embedded water in the textile 

production stage.12



G O I N G FU R T H E R W IT H B LU E S I G N ®

As a global brand, we wanted to take extra 

steps to ensure safety for our customers, 

the environment and workers across our 

supply chain. To that end, we became a 

SYSTEM Partner of bluesign® in F Y 19.

Th is glo b a lly re c o gn ize d , th ird - p a r t y 

organization serves as an independent 

auth o rit y o n c h e m i c als ,  p ro c es ses , 

materials, and products that are safe for 

the environment, workers, and consumers. 

The bluesign® SYSTEM is a framework for 

systematically reducing risk to people 
and the p lanet  by el im inatin g 

environmentally damaging chemicals at 

each point where they might enter the 

supply chain.

Our partnership is a vital part of how  

we m a nag e ris ks a s so c iate d with 

chemicals. bluesign® uses a system of 

factory assessments, process control, 

chemical formulation review and regular 

follow-ups to monitor the complex journey 

of materials from chemical formulation  

to the finished goods. We have wholly 

embraced their criteria as the standard  

for resource efficiency, worker safety, 

environmental and consumer protection, 

and chemical safety.

We’re aiming for 90% of Canada Goose 

fa b ri c s use d in d o m esti c p ro du cti o n  

(by vo lum e) to re c e ive th e b lu es i gn® 

APPROVED label for responsible and 

sustainable practices by the end of 

calendar year 2025.

84%
We reached 84% 
bluesign® APPROVED 
fabrics, up from 45% 
in FY 20.
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P U R S U I N G  S A F E  M AT E R I A L S

We operate and sell in markets around the world, 
many of which have their own distinct product 
safety regulations. To ensure that our chemical 
management processes are thorough and 
comprehensive, we maintain a Product Restricted 
Substances List (PRSL) with exposure thresholds 
based on guidance from the American Apparel & 
Footwear Association (AAFA). 

The AAFA tracks evolving regulations from 

around the world, and by following their 

“master list ” of standards, we confidently 

match and exceed what is required of us 

in our markets. Our PRSL is global and 

applies to all of our products, which sets 

standards that should be applied, even if 

the list contains chemicals that are not yet 

regulated in certain markets. 

We are all a part of nature, and 
nature is part of us. When we 
talk about safe products and 
m a t e r i a l s ,  w e ’ r e  t a k i n g  i n t o 
account any effects they may 
have on the people who make 
them, the consumers who use 
them, and the environment in 
which we all live. 

T E STI N G I S PA R T O F O U R P R O C E S S 

We focus on managing restricted 

substances upstream in our supply chain 

to prevent any of these substances from 

making it into finished goods. For this 

reason, Tier 1 and Tier 2 suppliers must 

comply with our PRSL. To ensure that they 

are responsibly managing chemicals, dyes, 

and finishes, Canada Goose includes 

a sta n d a rd o p e ratin g p ro c e dure fo r 

substance testing as part of our material 

selection and approval process.

We engage a leading testing, inspection 

and certification company to assess all raw 

materials for compliance with our PRSL 

before we purchase them each season. 

We re quire that o ur s up p li e rs a lso test 

orders of those raw materials periodically 

as they arrive in our facilities to ensure they 

meet the same standards over time. If 

the test res ults d o n ot m e et o ur PR S L 

requirements, the order is rejected until the 

supplier can deliver a product that is fully 

PR S L c o m p lia nt .

Fabrics that are bluesign® APPROVED  

a re th e o nly exc e pti o n — th ey have  

already achieved assurance through  

a proactive systems approach of 

ensuring chemical integrity.

S U P P L I E R  E V A L U AT I O N S

We p ri d e o urselves o n c h o os in g 

th e ri ght m ate ria l ,  with th e ri ght 

quality, from the right suppliers who 

understand our shared responsibility 

to s afe gu a rd wo rke rs , c usto m e rs 

and the environment from 

restri cte d s ub sta n c es . To h elp us 

m a ke th e ri ght so urc in g d e c is i o ns , 

we use a s up p li e r sc o re c a rd that 

includes compliance with our PRSL . 

It also gives preference to suppliers 

that partner with bluesign®.

Th e sc o re c a rd is n ot o nly fo r 

n ew s up p li e rs ; o ur key existin g 

s up p li e rs a lso un d e rg o qu a r te rly 

reviews so that we can evaluate their 

performance over time and enforce 

corrective actions when we identify 

instances of n o n - c o m p lia n c e .

W H AT  W E ’ R E  P H A S I N G  O U T

Pe o p le a ro un d th e wo rl d rely o n 

Ca nad a G o ose to p rote ct th e m  

in al l  k in ds of weath e r.  Th ey  

a lso trust us to b a la n c e p ro du ct 

p e r fo rm a n c e with p ro du ct s afet y. 

That ’s why we’ve committed  
to phasing out per- and 
poly fluoroalk yl substances  
(PFAS) in our Arctic Tech fab ric .

PFAS have made waterproof and 

windproof outdoor gear possible for 

decades. But when these substances 

esc a p e into th e e nviro n m e nt , th ey 

don’t break down. We believe it’s time 

for a change.

We laun c h e d inte rna l p ro c es ses  

to in itiate re d evelo p in g o ur  

A rcti c Te c h fa b ri c with o ut PFAS . 

We b e g a n by b e n c h m a rk in g 

p e r fo rm a n c e in di c ato rs of  

o ur existin g fa b ri c a n d testin g 

a lte rnatives ag a inst th ose 

b e n c h m a rks . B y th e e n d of 

c a le n d a r yea r 202 3 , we a im to 

p urc ha se o nly A rcti c Te c h raw 

m ate ria ls that a re PFAS fre e .
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M A N U FA C T U R I N G  
A N D  O P E R AT I O N S
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M A N U FAC T U R I N G  A N D  O P E R AT I O N S

Climate change is real. We see it take the form 
of melting permafrost, receding glaciers, and 
habitat loss. 

We also see the path forward — it’s right 

here inside our manufacturing facilities, 

offices and stores. We must take bold 

steps, quickly, to change “business as 

usual” in our operations.

To h elp p rote ct o ur c o m m un iti es .  

To h elp resto re th e natura l wo rl d .

To make an impact that matters, we 

focused our efforts on refining our net 

ze ro c a rb o n strate gy. We b e g a n 

im p le m e ntin g th e first p ha se of o ur 

th re e - p ro n g e d strate gy: im p rovin g 

energy efficiency in the facilities that 

use th e m ost e n e rgy a n d have th e 

h i gh est G H G e m is s i o ns a n d inte ns iti es .

We’re also protecting our planet by 

reducing waste and stewarding our 

resources wisely. We implemented a 

wa ste dive rs i o n h i e ra rc hy that ha s 

prepared us to scale up our warranty 

waste reuse and recycling.

1 3 O u r g o a l i s to b e at 1 0 0 % d i ve r s i o n by 2 0 2 5 a n d eve r y ye a r af te r.  T h i s g o a l i s b a s e d o n th e tot a l 
a m o u nt of p o st- c o n s u m e r g l o b a l wa rra nt y wa ste p ro d u cts p e r ye a r.  I t  i s n ot c u m u l ati ve ove r t i m e 
c o m p a re d to a b a s e l i n e . T h e a n n u a l p e rc e nt a g e of d i ve r s i o n w i l l  f l u ctu ate e a c h ye a r u nti l  2 0 2 5 a s 
we c o n d u ct tr i a l s fo r va ri o u s d i ve r s i o n m eth o d s , i n c l u d i n g re cyc l i n g , d o n ati o n a n d re p u rp o s i n g . 

G O A L TA R G E T  D AT E P R O G R E S S

Reduce our scope 1 and 2 emissions in 
order to achieve our net zero goal

End of 2025 3% reduction compared to 2020 (21% 
increase compared to 2019 baseline)

Measure and publish our direct and 
indirect (scope 1 and 2) greenhouse 
gas emissions from our corporate 
headquarters, factories, retail stores, 
and transportation 

Annual goal Completed

Maintain carbon neutrality for company 
operations by investing in projects 
that reduce, avoid or sequester the 
equivalent of 200% of each year’s 
greenhouse gas emissions 

Annual goal 
until achieving net zero 
emissions by 2025

100% — target completed

Adopt renewable energy commitments End of 2022 In progress — initiated

Invest in energy efficiency and renewable 
energy purchases and/or installations 

End of 2023 In progress — initiated

Invest in renewable energy credits, 
as needed

End of 2025 In progress — initiated

Measure scope 3 emissions and 
set targets 

End of 2024 New target

Set our SBTi targets and submit 
for approval 

End of 2022 New target

Divert 100% of post-consumer 
global warranty waste products13

End of 2025 41% — this work was halted due to 
pandemic -related, cross-border 
shipping disruptions

L O O K I N G  A H E A D
I n ad diti o n to o n g o in g e n e rgy 

efficiency improvements, we plan 

to tra ns iti o n away fro m c a rb o n -

intensive, natural gas heating. Our 

warranty waste diversion efforts will 

c o ntinu e to grow, a n d we p la n to 

c o lla b o rate with s up p li e rs o n th e 

c ha lle n g e of el im inatin g s in gle -

use plastics in our supply chain.



“Climate change is real and is 
happening. It ’s not only governments 
that have to play a role in solving the 

problem. Companies that don’t do 
this won’t be around in 20 years.”

D A N I  R E I S S ,  C H A I R M A N  &  C E O

M A N U FA C T U R I N G  A N D  O P E R AT I O N S 3 23 1 C A N A D A  G O O S E  -  E S G  R E P O R T  F Y  2 1

14 Ac c e s s th e Wo rl d R e s o u rc e s I n stitute’s 
fu l l  d efi n it i o n h e re . 

M A P P I N G  T H E  PAT H  T O  N E T  Z E R O

We’ve committed to an ambitious — and 
vital — goal: achieve net zero scope 1 and 
2 emissions by the end of calendar year 
2025 or sooner.  The path ahead will  be 
challenging, but Canada Goose has 
never chosen the easy route.

Achieving net-zero emissions means 

reaching the point when any remaining 

human- caused GHG emissions are 

balanced out by removing GHGs from the 

atmosphere.14 Reaching net zero involves 

first significantly reducing GHG emissions, 

then balancing the remaining emissions 

with the amount of carbon we remove from 

th e ea r th’s atm os p h e re th ro u gh nature-

based solutions (like restoring forests) or 

technological methods.

We will reach our goal of net zero scope 1 

and 2 emissions through a three-

pronged strategy:

• Improve building efficiency

• Reduce carbon sources

• Embrace renewable energy

I M P R OV E B U I LD I N G E FFI C I E N CY

Energy efficiency is the essential starting 

p o int ,  a n d th is is wh e re we fo c use d o ur 

efforts so far. Our annual global scope 1 
and 2 GHG emissions inventory showed us 

that our facilities in North America make up 

the vast majority of our GHG emissions 

a n d th e greatest o p p o r tun iti es fo r 

improvement. We have already completed 

e n e rgy au dits fo r s ix of th ose s ites . 

The audit findings have helped us focus 

on the most impactful energy and GHG 

re du cti o n m ea s ures . We have th e 

opportunity to substantially reduce our 

energy use by prioritizing high-impact 

up grad es ac ros s th is p o r ti o n of o ur 

fac il it y p o r t fo li o — up grad es l ike LED 

l i ghtin g , b uil din g e nvelo p e up d ates , a n d 

new HVAC and automation systems. These 

im p rove m e nts a lso of fe r a h i gh return 

on investment, trimming our operating 

exp e nses a s th ey d e c rea se o ur e n e rgy 

use. Going forward, we plan to establish a 

gre e n p ro c ure m e nt p o li cy that in c lu d es 

standards for leasing facilities that will help 

us reduce our energy use and emissions.

https://www.wri.org/insights/net-zero-ghg-emissions-questions-answered


We’ve partnered with Carbonzero 

to so urc e th ese p roje cts s in c e 

2019. Carbonzero helps companies 

like ours choose high-quality 

carbon offsets that are certified to 

international standards and verified 

by th ird p a r ti es . Th ey wo rk with 

carbon- offset projects around the 

world, but as a Canadian company 

based in Toronto, they also provide 

a unique expertise in projects 

that appeal to other Canada-

based companies.

U ltim ately,  we h o p e to d evelo p  

o ur own p roje ct in Ca nad a that  

will offset our GHG emissions over  

the long term.

50% Yingxin Glassworks Waste 

Heat to Energy Project (China) and 

50% Sutas Aksaray Biogas Project 

(Turkey); certified to the Gold 

Standard

Afgonak Island Forest Conservation 

Proje ct (U SA); c e r tifi e d to th e 

VCS Standard

Thermal Residential Aggregation 

Heating Project (Canada); ISO -

14064-2 certified

R E D U C E CA R B O N S O U R C E S

In common with the majority of Canadian 

buildings, our domestic manufacturing and 

wa re h o use fac il it i es use natura l g a s a s 

th e ir p rim a r y so urc e of winte r h eatin g .

Natural gas is also a significant source of 

our GHG emissions. To reach our emission 

reduction goals, we plan to explore how we 

can convert our heating equipment from 

natura l g a s to ele ctri c it y.  Ele ctri c it y is 

predominantly generated by hydropower 

in our three key manufacturing provinces 

(Manitoba , Ontario, Quebec). Converting 

to electricity will create opportunities for 

us to add other forms of renewable energy 

into our mix as well.

E M B R AC E R E N E WA B LE E N E R GY

The third phase of our strategy will 

incorporate additional sources of 

renewable energy. Without this part of 

our strategy, we will not be able to 

reach our net zero goal.

We wil l  wo rk with th ird - p a r t y p a r tn e rs 

to un d e rsta n d th e c ha lle n g es a n d 

opportunities of investing in onsite and 

of fs ite re n ewa b le so urc es . We’l l  a lso 

exp lo re a va ri et y of fina n c in g m o d els 

for optimizing the ROI of transitioning to 

more renewables.

We believe that transitioning to renewable 

e n e rgy is th e ri ght d e c is i o n fo r o ur 

company and our planet for the long term. 

Doing so provides us the opportunity to 

dramatically reduce GHG emissions while 

also choosing an arrangement that helps 

us reduce our operating expenses.

I M M E D I AT E  I M PAC T  T H R O U G H 
C A R B O N  O F F S E T S

Reaching net zero is a must. But we knew we 
couldn’t wait until 2025 to make a difference for 
the climate. So, we set an intermediate goal for 
ourselves: maintain carbon neutrality annually 
for company operations.15

2019

2020

2021
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TA K I N G  T H E  S T E P S  
T H AT  C O U N T

We’re a lready se e in g th e 

dif fe re n c e that h i gh - im p act 

up grad es c a n m a ke in a fac il it y ’s 

e n e rgy use . At o n e of o ur 

m a nufacturin g p la nts in To ro nto, 

O nta ri o,  a n LED l i ghtin g retrofit 

is s avin g 2 14 ,0 0 0 kW h eac h yea r 

c o m p a re d to c o nve nti o na l l i ghtin g 

a n d a n a ir c o m p res so r up grad e 

ha s re du c e d yea rly e n e rgy use  

by 3 3 ,0 0 0 kW h .

E ac h yea r,  we invest in c a rb o n of fset 

p roje cts tota ll in g 20 0 % of o ur G H G 

footprint — in other words, these projects 

reduce, avoid, or sequester the equivalent 

of 200% of our annual scope 1 and 2 GHG 

e m is s i o ns . Th ose p roje cts , wh i c h have 

been located anywhere around the world, 

b a la n c e o ut th e G H G e m is s i o ns we 

p ro du c e fo r th e set p e ri o d of o n e yea r.

1 5  C a rb o n n e utra l it y i s a c h i eve d w h e n 
th e G H G e m i s s i o n s a s s o c i ate d w ith a n 
e ntit y a re re d u c e d a n d of fs et to ze ro fo r 
a d efi n e d d u rati o n . S e e ht tp s : //a s s ets .
n atu ra l c a p it a l p a r tn e r s . c o m /d ow n l o a d s / T h e _
C a rb o n N e utra l _ P roto c o l _ J a n _ 2 0 2 1 . p df

https://assets.naturalcapitalpartners.com/downloads/The_CarbonNeutral_Protocol_Jan_2021.pdf
https://assets.naturalcapitalpartners.com/downloads/The_CarbonNeutral_Protocol_Jan_2021.pdf
https://assets.naturalcapitalpartners.com/downloads/The_CarbonNeutral_Protocol_Jan_2021.pdf


C O 2

Carbon dioxide equivalent (CO2e) is the measure used to compare the emissions, in metric tons (MT), of various greenhouse gases based on their global warming 
potential. Canada Goose follows the definitions of scope 1, 2, and 3 as set out in the GHG Protocol Corporate Accounting and Reporting Standard.

S C O P E  1

Direct emissions from sources 

 that are owned or controlled  by 

Canada Goose.

S C O P E  2

Indirect emissions resulting from 

the  generation of electricity, heat, 

cooling,  and steam purchased by 

Canada Goose.

S C O P E  3

Indirect emissions resulting from all 

other sources in Canada Goose’s 

value chain.

O U R  F Y  2 1  G R E E N H O U S E  G A S  F O O T P R I N T

TOTAL

2 , 6 4 2  M T  C O2 e
2 2 %  o v e r  2 0 1 9

TOTAL

I N  P R O G R E S S

TOTAL

1 , 3 1 6  M T  C O2 e
1 8 %  o v e r  2 0 1 9
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C A R B O N  E M I S S I O N S :  
W H E R E  W E  A R E

Canada Goose significantly expanded our retail 
footprint from FY 19 to FY 21, going from 12 to 28 
retail stores.

Th is m ad e re du c in g G H G e m is s i o ns a 

greater challenge. Despite our expanding 

physical footprint, we decreased our FY 21 

GHG emissions by 3% compared to FY 20. 

Our energy efficiency initiatives played a 

role in this reduction, as did disruptions 

related to COVID-19. 

We a re sti l l  2 1% h i gh e r tha n o ur F Y 1 9 

baseline, against which we measure each 

year’s emissions. This means we still have 

significant work to do to reach net zero by 

th e e n d of c a le n d a r yea r 2025 . G o in g 

fo r wa rd , we m ust fac e th e c ha lle n g es 

more directly through our three-pronged 

strate gy, a n d evo lve o ur b us in es s 

processes and infrastructure to support 

this goal. 



WA R R A N T Y  A P PA R E L  R E C O V E R Y  H I E R A R C H Y

S O U R C E R E D U C TI O N
R e d u c e th e vo l u m e of s u rp l u s e n d - of- l ife wa rra nt y g o o d s  

th ro u g h i nte rn a l fe e d b a c k l o o p 

P R OV I D E W E A R A B LE E N D - O F - LI FE WA R R A N T Y  
G O O D S TO P EO P LE

D o n ate to N G O s a n d g ro u p s th at a l i g n w ith  
C G b ra n d /p u rp o s e

R AW M ATE R I A L E X TR AC TI O N
D i ve r t fa b ri c s c ra p s to c o m m u n iti e s ,  

re cyc l e a p p l i c a b l e m ate ri a l s s u c h 
 a s d ow n

Landfill /  
incineration last  

resort to  
disposal 
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S T E P P I N G  U P  O N  
WA S T E  D I V E R S I O N

Everything we make, every piece of packaging 
we use, has energy, water and other resources 
embedded within it. These resources are too 
important to waste. We regularly explore new  
ways to reduce, reuse, and recycle across all  
areas of our operations. With ingenuity and 
commitment, our teams are transforming what 
was once considered waste — material scraps, 
used packaging and end-of-life products —  
into opportunities to protect our planet.

E X T E N D I N G P R O D U C T 
LI FE TO R E D U C E WAST E

We p ri d e o urselves in d evelo p in g 

exc e pti o na l p ro du cts m ad e with 

h i gh - qu a lit y m ate ria ls a n d un m atc h e d 

at te nti o n to d eta il .  O ur g ea r is b uilt  to 

last, whether it ’s worn trekking the Arctic 

tundra , climbing the highest mountain, or 

navigating city streets.

N o m at te r h ow dura b le we m a ke o ur 

jackets, though, the wear and tear of life 

(plus accidental damage) can accumulate 

ove r tim e . That ’s why in ad diti o n to o ur 

Warranty Program, we offer value-added 

parka repair services for our customers 

so that th ey c a n c o ntinu e to l ive o ut in 

the open. We even take it one step further 

by e quip p in g o ur reta il  tea m s with th e 

to o ls a n d k n owle d g e to p e r fo rm qui c k 

re p a irs ,  m a k in g th e p ro du ct jo urn ey 

more seamless.

Through our warranty program, our jackets 

a re fully p rote cte d ag a inst d efe cts in 

materials and workmanship for the lifetime 

of the product. Our dedicated warranty 

teams evaluate each product sent to our 

five global warranty facilities. If one fails 

du e to a m a nufacturin g d efe ct ,  we wil l 

re p a ir th e p ro du ct fre e of c ha rg e o r  

replace it at our discretion.

Our warranty team’s firsthand insights  

also help us update or develop new 

products with repairability and our 

customer’s product journey in mind  

— which helps reduce waste over time.

G I V I N G WA R R A N T Y WAST E  
N E W LI FE — I N M U LTI P LE WAYS

When we determine that a warranty return 

must be replaced, the “end-of-life warranty 

wa ste” re m a ins with us . I n th e p a st ,  we 

faced a dilemma: what should be done with 

the warranty waste — those garments that 

we deem should be replaced instead of 

repaired and returned to their owners? 

C o m m o n in dustr y p racti c es in c lu d e 

incineration and sending it to the landfill . 

Instead, we challenged o urselves to 

d evelo p n ew p athways fo r res p o ns ib ly 

m a nagin g wa rra nt y wa ste .

We d evelo p e d o ur Warrant y Ap parel 
Recovery Hierarchy to guide our efforts. 

To im p le m e nt th e h i e ra rc hy, eac h 

e n d - of- l ife j ac ket n ow g o es th ro u gh 

a n i d e ntifi c ati o n p ro c es s in wh i c h we 

a s ses s wh eth e r it  is b est fit  to b e 

re cyc le d o r reuse d .

The hierarchy demonstrates how we will 

focus our efforts to achieve the goal of 

diverting all annual warranty waste by 

2025. By that time, we will make the largest 

impact on warranty waste by reducing 

end- of-life warranty goods through 

repairs and by continuously improving 

our products; goods that are still wearable 

will be reused and donated through our 

Resource Centre and Response Program; 

jackets that cannot be reused will be 

deconstructed so that the different 

materials can be recycled.

To make the greatest difference, we are diverting waste from the 
landfill and reducing the volume of waste that requires diversion by 
extending the life of our products.
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P R O G R E S S T H R O U G H 
PA R T N E R S H I P S

We p a r tn e re d with texti le re cyc le rs in 

Canada, the United States and Europe to 

conduct trials for various recycling and 

reuse (which includes donation) options 

for end- of-life warranty products.

Our continuing partnership with reverse 

lo gisti c s exp e r t D e b ra n d in Va n c o uve r 

p laye d a vita l  ro le in ac h i evin g 1 0 0 % 

diversion of those warranty products in 

Ca nad a . To g eth e r,  we dive r te d 2 ,6 5 3 

g a rm e nts fro m th e la n dfi l l .  O f th ose , 

2 1% of  j ac kets we re reuse d , p rim a rily 

th ro u gh d o nati o ns to N o r th e rn 

communities. While 79% of jackets did not 

qualify for reuse, they were diverted toward 

a down extraction recycling stream.

We successfully implemented our Warranty Apparel Recovery Hierarchy 
in Canada — and diverted 100% of Canadian end-of-life products from 
the landfill .  G lobally,  we diverted 41% of our total end - of- life warrant y 
jackets . We will  continue to seek out new diversion opportunities in  
all of our global warranty service locations.

https://www.debrand.ca/
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PEOPLE AN D  
COM M U NITIES



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

Building relationships is a vital  element of 
our journey. We support our employees, local 
neighbours , and global communities on their 
unique paths — and gratefully acknowledge how 
their wisdom, passion and actions help us live 
out our HUMANATURE platform.

As th e p a n d e m i c c o ntinu e d in F Y 2 1 , 

we c reate d n ew ways to s up p o r t th e 

people around us. We offered new mental 

health resources to employees and worked 

ac ros s o ur o rg a n iz ati o n to in c o rp o rate 

dive rs it y a n d in c lus i o n in m ea n in gful , 

auth e nti c ways . We exp a n d e d o ur 

Resource Centres project to provide not 

only materials but refurbished parkas for 

remote Northern communities.

I ns i d e a n d o uts i d e o ur fac il it i es ,  we 

continued to create good together — to 

maintain healthy, respectful workplaces, 

prepare individuals for successful careers, 

ke e p o ur n e i gh b o urs wa rm , c ele b rate 

th e I nuit h e ritag e , a n d b rin g hum a ns 

and nature closer together.
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G O A L TA R G E T  D AT E P R O G R E S S

Promote Arctic preservation through 
support of Polar Bears International 
(PBI)’s research and conservation work

Ongoing $0.6m donated to PBI

L O O K I N G  A H E A D
With the addition of a dedicated 

diversity and inclusion (D&I) 

director role, we will gain a broader 

un d e rsta n din g of o ur e m p loye es 

across the organization and continue 

to grow a n d stre n gth e n o ur D& I 

fo c us . We wil l  a lso exp lo re n ew 

ways to engage a broader employee 

population in our online CG Gives 

platform to build back a strong sense 

of community connection in the wake 

of the pandemic.
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E M P OW E R I N G O U R E M P LOY E E S

Canada Goose is the sum of its team 

members. Their passion, expertise and 

authenticity are the driving force of our 

company. For that reason, empowering 

employees at all levels is foundational to 

who we are and to our ability to make an 

impact for our world.

As a company, we work to support the 

whole person by providing each team 

member with the freedom and resources 

to pursue their goals, create change, and 

be proud of who they are in every aspect. 

Together, we live out our core values of 

entrepreneurship, relentlessness, 

passion, innovation and authenticity. 

And together, we achieve greatness.

S U RV E Y I N S I G H T S LE A D TO AC T I O N

Each year, we survey our global employee 

p o p ulati o n to b et te r un d e rsta n d h ow, 

when and why employees engage within 

o ur c o m p a ny. I n F Y 2 1 ,  9 8% of glo b a l 

e m p loye es p a r ti c ip ate d to h elp us 

i d e ntif y what ’s wo rk in g a n d wh e re 

we n e e d to grow a n d c ha n g e .

“Pride in Canada Goose” and “inclusivity” 

received some of the highest scores 

from our employees. Other areas of 

strength include:

• Clear company values

• Employee understanding of how 

their work contributes to overall 

business objectives

• Manager communication, feedback, 

and team building abilities

We s ha re ove ra ll  a n d d e p a r tm e nt-

specific results with employees to tee up 

collaborative action-planning sessions. 

The results help us develop new initiatives 

that our employees value. The F Y 2 1 

engagement survey showed us that 

employees needed a greater degree of 

flexibility during the pandemic, and as a 

result, we created a hybrid work model.

We also saw that employees wanted more 

learning and development opportunities. 

This led us to engage a partner in 

developing a new, proprietary manager 

development series to be piloted in FY 22.

E X PA N D I N G D I V E R S IT Y  
A N D I N C LU S I O N

As a company, we don’t simply want 

our employees to feel welcomed, safe and 

free of judgment — we’re taking action 

to integrate diversity and inclusion even 

deeper into the fabric of our company. This 

is absolutely necessary for our employees 

to succeed and for Canada Goose to grow.

Each year, all employees around the 

globe participate in our “ Respect in 

the Workplace” training. This course 

is designed to educate our people about 

b ia ses a n d th e c o n n e cti o n b et we e n 

wo rk p lac e dive rs it y a n d ac h i evin g 

objectives like efficiency, effectiveness 

and innovation. It provides an overview 

of cultural sensitivity, how to support 

diversity, and harassment awareness 

and prevention.

To help create authentic, long-term 

equality, our Talent Acquisition team also 

completed unconscious bias training, and 

we regularly review our processes for 

developing and promoting employees 

internally to help us monitor the effects of 

unconscious bias. We also consider how to 

support diverse representation in project 

groups and our open feedback culture.

C R E ATI N G T H E I N C LU S I O N 
A DV I S O RY C O U N C I L

Authenticity is a core value of our brand. 

We encourage each of our team members 

to stretch themselves, speak out, and 

share who they really are. Creating our 

Inclusion Advisory Council (IAC) was a 

natural outcome of our commitment to 

authenticity. The IAC brings together 

employee members representative of a 

variety of roles and regions within the 

c o m p a ny, in c lu din g m a ny dif fe re nt 

backgrounds, intersectional identities, 

perspectives and diversity of thought. The 

group is committed to advocating for team 

members across the spectrum of diversity

and facilitating meaningful dialogue about 

in c lus i o n with c o ns i d e rati o n of b e in g a 

global organization.

Th e I AC ha s a dire ct l in k with o ur 

lead e rs h ip : our Chairman & CEO as well 

as our Chief of Staff and EVP of People and 

C ulture we re a p p o inte d a s exe c utive 

s p o nso rs . Th e gro up is a lready p layin g 

a fun d a m e nta l ro le in b us in es s strate gy, 

p a r tn e rs h ip a n d m a rketin g d e c is i o ns .

The IAC’s efforts have laid a foundation 
for us to continue advancing D&I in ways 
that are authentic to our brand and our 
people. Within its first year, the IAC helped 

our leadership identify a significant gap in 

our internal data — we needed to better 

understand our starting point in order to 

measure impact. They began researching 

what data should be collected and how it 

should be used. They also identified 

opportunities for greater awareness and 

education. They curated learning 

reso urc es to h elp e m p loye es ac ros s 

Ca nad a G o ose e n g ag e in p e rso na l 

c o nve rs ati o ns a n d fac il it y-wi d e 

o b se r va n c es s u c h a s B lac k H isto r y 

Month and International Women’s Day.

STR E N GTH E N I N G O U R D &I STR ATEGY

Th e I AC ’s wo rk d e m o nstrate d th e 

need to develop a clear D&I strategy 

a n d h ire a s ub je ct m at te r exp e r t to 

strategically lead our efforts, help us 

more deeply understand our starting 

p o int a n d e m b e d a D& I le ns ac ros s 

the organization to foster meaningful 

outcomes. 

We created the position of Director of 

D ive rs it y & I n c lus i o n in J uly 202 1 to 

guide our ongoing journey and take on 

a n ew d e gre e of ac c o unta b il it y fo r 

meaningful progress. The creation of 

this role is a testament to the level of 

c o m m itm e nt fro m o ur lead e rs h ip . 

“As the fi rst D & I le ade r at C an ad a 

G o o se , my go al is to b e i nte ntio n al 

ab o ut we avi ng D & I i nto the fabric of 

o u r o rg an izatio n to me et the ne e d s 

of o u r d ive rse te am s and b u i ld a 

se nse of b e lo ng i ng fo r al l .”  

– S he e n a C h aud r y, D i re cto r,  

D ive rsit y & I nclusio n

1 6  R e p re s e nts fu l l  a n d p a r t-ti m e e m p l oye e s . D o e s n ot i n c l u d e e m p l oye e s o n l e ave at th at t i m e .
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O U R  I N C L U S I O N  S TAT E M E N T
We believe in the power of inclusion and that our best work happens when people 
bring their authentic selves to work and are welcomed for exactly who they are. 
We embrace diversity in all its forms and definition and strive to remove barriers 
to create an inclusive culture and equitable workplace where everyone can live 

authentically, every day and in every situation.

W E  L E A R N  F R O M  
E A C H  O T H E R
Junior team members can learn 

firsthand from seasoned colleagues 

th ro u gh o ur G lo b al M e nto rs hip 

Pro gra m . M e nto rs s up p o r t a n d 

ins p ire m e nte es (a n d of te n 

vi c e ve rs a) a s th ey gui d e th e m 

th ro u gh th e ins a n d o uts of l ife 

a s a ris in g p rofes s i o na l .

Th ese relati o ns h ip s a re in c re dib ly 

im p act ful .  We s ur vey p a r ti c ip a nts 

th ro u gh o ut th e s ix- m o nth program; 

100% of mentees said they felt the 

program met their goals, and 97% of 

participants — b oth m e nte es a n d 

m e nto rs — s a i d th ey we re o p e n 

to exte n din g th e ir p a r tn e rs h ip 

b eyo n d th e p ro gra m tim efra m e .

Program participation jumped from 

3 6 m e nto r/m e nte e p a r tn e rs h ip s in 

F Y 19 to 48 in F Y 21. We’re excited 

to see how it grows in F Y 22.

“ Serving as a mentor has proven to 

be a rewarding experience. I ’m not 

re q u i re d to h ave al l  the answe rs . I 

just need to provide a safe place for 

open communication and dialogue. 

In doing so, we both learn and grow.” 

– Program Mentor

“ The me nto rsh ip pro g ram h as 

p o sitive ly sh ap e d my wo rk 

exp e rie nce i n the way th at I 

g ai ne d valu able g u id ance , 

wisdo m , and knowle dge fro m 

anothe r exp e rie nce d i nd ivid u al .” 

– Program Mentee

S U P P O R TI N G O U R  
E M P LOY E E S ’ S U C C E S S

Fro m th e sta r t ,  we a im to p re p a re 

e m p loye es to s u c c e e d . We’ve a lways 

welc o m e d n ew full -tim e h ires with a 

c o m p re h e ns ive se m ina r a b o ut Ca nad a 

G o ose a n d by h elp in g th e m tra ns late 

o ur values into their new roles. New hires 

with people management responsibilities 

a lso at te n d ta i lo re d ses s i o ns to lea rn 

a b o ut re c ruitm e nt ,  o n b oa rdin g , 

performance management and other 

key topics.

Th ro u gh o ut th e yea r,  we e n c o urag e 

e m p loye es at eve r y level to e n g ag e 

th e ir c o lleagu es a n d m a nag e rs fo r 

b ra insto rm in g , advi c e a n d c a re e r 

ins i ghts . Th is is fo rm a lize d with in th e 

biannual performance review process, 

as employees work with their managers 

to set goals and plan for growth.

A culture of open, honest feedback 
is vital for employee success. We 

welcome employees to speak up about 

a ny th in g a n d eve r y th in g with o ut fea r of 

n e g ative c o nse qu e n c es . It ’s es p e c ia lly 

im p o r ta nt fo r e m p loye es to k n ow th ey 

c a n s ha re fe e db ac k o n th e ir m a nag e r ’s 

performance, and we provide numerous 

confidential outlets.

As e m p loye es d evelo p th e ir c a re e rs , 

we k n ow s atisfacti o n c a n c l im b up — 

a n d d own . We b e g a n to im p le m e nt 

“ Stay S ur veys” to h elp us b et te r se r ve 

h i gh - performing employees who show 

signs of disengagement or dissatisfaction. 

Stay S ur veys h elp us m a ke p roactive 

c ha n g es that give e m p loye es a rea so n 

to re - e n g ag e with o ur b ra n d a n d th e ir 

s p e c ifi c ro le .

D E V E LO P I N G A WO R LD - C L AS S 
WO R K FO R C E

Supporting our employees’ professional 

development is an investment in their 

future and ours. We provide multiple routes 

for growth, including reimbursement for 

continuing education course fees and 

unlimited access to LinkedIn Learning. 

Our global workforce has more than 

16,000 online modules at their fingertips 

to help them learn new business, creative 

and technology skills.

In addition, we run monthly product 

k n owle d g e ses s i o ns to intro du c e 

employees to the functional purpose 

b e h in d va ri o us d es i gn ele m e nts . 

Recording our virtual sessions during 

the pandemic has made it easier for 

p a r ti c ip a nts to s ha re what th ey 

lea rn e d with th e ir c o lleagu es .

Retail store managers and other high-

potential retail employees have their own 

tailored program, the bi-annual Goose 

Academy. We immerse participants in our 

brand values and engage them in product 

knowledge sessions. The Academy has 

traditionally been hosted at our Toronto 

h ead qu a r te rs , b ut we’ve ta ke n th is 

p ro gra m o nlin e a s well  durin g 

th e p a n d e m i c .

I N V E STI N G I N O U R 
E M P LOY E E S ’ CA R E E R S

Our unique Canada Goose Career 

Development Tool helps employees 

identify their career goals and map 

th e b est p ath to ac h i eve th e m . It ’s 

d es i gn e d to fu el self- refle cti o n , 

spark the right questions, and guide 

employees as they develop a clear, 

detailed plan.
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P R O M OTI N G E M P LOY E E H E A LT H 
A N D W E LLN E S S

At Canada Goose, we prize excellence 

and exploration, but we know employees’ 

physical, mental and financial well-being 

must come first. When we care for our 

whole selves, we can do our best work. 

We’ve d es i gn e d o ur h ea lth b e n efits , 

wellness programs and financial benefits 

to help employees be at their best, at 

home and on the job.

We provide competitive health plans for 

any full-time employee, with plan details 

varying for salaried and hourly workers. 

All health plans include dental, eyecare, 

and oth e r h ea lth s p e c ia l ists ,  s u c h a s 

massage therapy. Family coverage is 

ava ila b le . B oth s a la ri e d a n d h o urly 

wo rke rs c a n also qu alif y fo r l ife a n d 

dis a b il it y ins ura n c e .

N U R T U R I N G M E N TA L A N D  
P H YS I CA L W E LL- B E I N G

In response to the pandemic, we launched 

our Employee Assistance Program to 

provide employees and their families 

with confidential, 24/7 counselling 

services. Th is p ro gra m ha s c o ntinu e d 

to b e n efit  e m p loye es , p rovi din g h elp 

through everyday stress, personal 

challenges, and acute crises. For 

additional mental health support, 

e m p loye es c a n ta ke o nlin e c o urses 

th ro u gh o ur Lea rn in g Management 

System such as Coping with Anxiety, 

Managing Stress in the Workplace, 

and An Introduction to Meditation.

As vaccines became available, we began 

focusing on how to remove barriers to 

vaccination and ensure equitable access. 

We now offer employees up to four hours 

paid leave to receive COVID -19 

vaccinations and partner with a leading 

Toronto physician to share guidance 

and answer employees’ questions 

around vaccination safety, side effects 

and success.

S U P P O R TI N G FI N A N C I A L  
W E LL- B E I N G

I n M a rc h 2020, we qui c kly c reate d a n 

Employee Assistance Fund for employees 

impacted by our store and manufacturing 

c los ures b ut in eli gib le fo r g ove rn m e nt 

assistance. This fund provided financial 

support beyond compensation packages 

and extended benefits. As the pandemic 

ha s stretc h e d o n , we have c o ntinu e d to 

provide the Employee Assistance Fund for 

our team members and their families.

We also offer financial benefits 

for employees:

• Ca nad a G o ose m atc h es e m p loye es’ 

biweekly Registered Retirement Savings 

Pla n (R R S P) c o ntrib uti o ns up to a 

c e r ta in a m o unt fo r b oth s ala ri e d a n d 

h o urly e m p loye es .

• Pe rm a n e nt ,  s a la ri e d e m p loye es c a n 

enroll in the Employee Share Purchase 

Plan (ESPP) to become a shareholder in 

Ca nad a G o ose . We of fe r a c o m p a ny 

m atc h in g p ro gra m to p urc ha se 

s ha res up to a c e r ta in a m o unt .

R E FR E S H I N G O U R P O LI C I E S 

As passionate as we are about our 

work, we know how important work 

and life balance is. As of the end of 

F Y 21, we updated our policies to 

provide all our Canadian employees 

with a minimum of 15 paid vacation 

d ays p e r yea r.  I n ad diti o n , ful l -

tim e , s a la ri e d e m p loye es c a n 

adopt flexible start/finish hours, 

tele c o m m ute (we instate d th is 

p o li cy b efo re C OV I D -1 9 m ad e 

this a standard part of office life), 

and take advantage of reduced 

summer hours.

We launched the Global Wellness Council 

to champion employee wellbeing across 

the organization and help us drive positive 

change. The council is composed of 

corporate, manufacturing and retail 

employees from around the globe. EVP of 

People and Culture, Kara MacKillop serves 

as the executive sponsor. In May 2021, the 

council sponsored its first initiative: a week 

of virtual activities that included meditation 

and yoga classes as well as a lunch-and-

learn for people managers to help them 

recognize mental health issues and 

support their team members. Since then, 

the council has continued to sponsor 

events, provide educational resources, 

and develop employees’ ideas into actions.



G E N E R O S I T Y  I S  W OV E N  I N

Employees know that our in-house charitable 
endeavours are born directly from our sense of 
purpose. They also believe that doing good in our 
communities isn’t  just for Canada Goose as a 
corporate body. Every person has the opportunity 
to make an impact, at home and in the northern 
communities that inspire us.

We developed a new virtual volunteering 

platform to put our CG Gives program at 

employees’ fingertips, making it easy for 

them to donate to and find volunteer 

opportunities with nearly 2 million non-

profit organizations worldwide. We also 

encouraged employees to complete acts 

of goodness for people and planet right in 

their own backyards and track their acts 

via CG Gives.

Salaried employees have up to three paid 

days off each year to volunteer for a charity 

of their choice. When an hourly employee 

volunteers their personal time, we make an 

equivalent cash donation to their chosen 

charity — for each employee, we donate 

$20 per volunteered hour, up to 100 hours 

per calendar year. Over time, we could see 

hourly employees’ participation on the 

CG Gives platform remained significantly 

lower than that of salaried employees. In 

2022, we will focus on engaging our hourly 

retail and manufacturing employees.

We also match employee financial 

donations to charities around the world, up 

to $2, 500 per employee each fiscal year. 

We double our match, up to $5,000, when 

employees give to the organizations that 

Canada Goose corporately supports, 

including Polar Bears International, 

Students on Ice, and the national 

Inuit representational organization, 

Inuit Tapiriit Kanatami (ITK).
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W H E N  E M P L O Y E E  
A N D  E N V I R O N M E N TA L 
H E A LT H  I N T E R S E C T

Employees at our European 

headquarters in Zug, Switzerland, 

c o m m it te d to stay active a n d 

sustainable by joining an annual 

Swiss challenge: biking to work 

over the course of two months. 

As part of the challenge, they were 

given a choice: did they want to win 

personal gifts or donate trees? Their 

decision was unanimous. After biking 

2 ,17 7 k i lo m ete rs a n d p reve ntin g 

314 k i lo gra m s of c a rb o n di oxi d e , 

th ese Ca nad a G o ose e m p loye es 

joined challenge participants from 

many other companies to donate 

a total of 14,000 trees for planting 

across Africa and Asia .

The Bike to Work Challenge is one 

of the many ways employees across 

the globe are incorporating our 

HUMANATURE platform into their 

everyday lives. This shows just how 

much we are part of nature and 

nature is part of us.

We’re a lso us in g o ur n ew C G 

G ives o nlin e p lat fo rm to m otivate 

sustainable and inclusive changes. 

Em p loye es c a n n ow c o m p ete in 

c o m p a ny a n d d e p a r tm e nt-wi d e 

c ha lle n g es , s u c h a s th ose we 

c reate d to s up p o r t Po la r B ea rs 

I nte rnati o na l and to connect our 

employees with tangible ways to 

c ele b rate B lac k H isto r y M o nth .



C R E AT I N G  A N D  S H A R I N G  VA L U E 
W I T H  L O C A L  C O M M U N I T I E S

The North is our home. Years ago, we made a 
conscious decision to be a caring, connected 
neighbour. 

We act lo c ally to ad dres s glo b a l 

environmental and social issues, including 

climate change and the need for decent 

work and economic growth. So, in addition 

to C G G ives , we’ve c ultivate d lo n g -te rm 

p a r tn e rs h ip s a n d p ro gra m s d e di c ate d 

to s up p o r tin g th e p e o p le a n d p lac es of 

th e N o r th .

Community partnerships 
are a point of connection for 
consumers, too. As Chairman 
& CEO Dani Reiss says, 
“Consumers want to buy 
things from companies that 
are good for the world and 
good for the c o m m u n i t i e s 
i n  w h i c h  th ey  serve.” We 
leverage our global platform 
to help our partners raise 
awareness of critical issues, 
including climate change, 
and create entrepreneurship 
opportunities.

T R A I N I N G T H E FU T U R E 
WO R K FO R C E

When the majority of domestic apparel 

manufacturing shifted overseas, we were 

determined to stay in Canada. Our choice 

was rewarding, but not easy. Filling the 

growing demand for our products was 

a challenge when the supply of skilled 

workers was dwindling.

We created Sewing Training Schools 

to c lose th is g a p . Th ro u gh th is s ix-

we e k p ro gra m , we e quip un e m p loye d , 

underemployed, and immigrant community 

members with in- demand skills. Trainees 

learn progressively more challenging 

sewing techniques and have the option 

to ea rn a se c o n d la n gu ag e p ro gra m 

c e r tifi c ati o n in En glis h o r Fre n c h to 

in c rea se th e ir o p p o r tun iti es . Pro gra m 

graduates move onto the production line 

a s S ewin g M ac h in e O p e rato rs . Th e 

p ro gra m p re p a res th e m n ot o nly fo r 

p ro du cti o n l in e p os iti o ns , h oweve r, b ut 

also for advancing th e ir c a re e rs a s future 

s up e r viso rs , e n gin e e rs , a n d m a nag e rs .

S in c e 201 5 , n ea rly 5 ,0 0 0 p e o p le have 

completed our Sewing Training. COVID-19 

has affected our ability to offer training, but 

we are eager to resume the program in 

th e future .
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$106,000 
In FY 21, we gave more than 
$106,000 to charities through 
CG Gives employee donations 
and matching contributions.

A N I N T R O D U C TI O N  
TO T H E I N D U ST RY

We teamed up with the University 

of Manitoba engineering department 

to give undergraduates the opportunity 

to p racti c e th e ir s k il ls in a real -

l ife set tin g . O ve r th e c o urse of a 

se m este r,  Ca nad a G o ose tea m 

m e m b e rs m et we e kly with th e 

students to discuss manufacturing 

p ro c es ses , b us in es s n e e ds a n d 

sustainability. By the project ’s 

end, the students had not only 

applied their knowledge outside 

the classroom — they’d also learned 

firstha n d a b o ut o p p o r tun iti es in 

our industry, and more specifically, 

a b o ut th e p a s s i o nate , p ro b le m -

solving culture here at Canada Goose.



E LE VAT I N G N O R T H E R N A R TI SA N S

Through Project “Atigi” — the Inuktitut 

word for parka — we celebrate Inuit culture 

and artistry. They are the original parka 

makers, and their rich heritage of 

craftsmanship that seamlessly combines 

b eaut y a n d fun cti o n ha s ins p ire d us 

fo r g e n e rati o ns .

We commission Inuit designers to make 

one-of-a-kind parka collections using their 

traditi o na l m eth o ds a n d o ur m o d e rn 

m ate ria ls .  S a les p ro c e e ds g o to I nuit 

c o m m un iti es th ro u gh th e I nuit Ta p iri it 

K a nata m i (ITK ),  th e nati o na l 

representational organization that works 

with the four regions of Inuit Nunangat. ITK 

uses research, advocacy, public outreach, 

and education to promote Inuit health, well-

being, and prosperity.

Proje ct Ati gi  laun c h e d in F Y 1 9 , wh e n 

we supplied 14 Inuit seamstresses with 

i d e nti c a l fixin gs , trim s , a n d m ate ria ls . 

Fro m th is sta n d a rd k it ,  eac h d es i gn e r 

created something unique. For the second 

yea r of Proje ct Ati gi ,  we sele cte d 1 8 

new designers and commissioned five 

garments from each. Not only did 

we increase the collection size — we 

leveraged our global marketing platform 

to showcase their designs around the 

world and enable these artists to build 

new entrepreneurial opportunities. We 

continued to promote their parkas in FY 21.
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D O N ATI N G S U P P LI E S  
TO N O R T H E R N C O M M U N ITI E S

In 2007, two seamstresses from Pond Inlet, 

Nunavut, inspired an ongoing community 

partnership. During a visit to our Toronto 

factory, they asked for surplus material 

to make their own jackets for friends 

and family. Their request evolved into 

the Canada Goose Resource Centres 

program, a way for us to give back to 

the people of the North while preventing 

waste. This program helps Inuit continue 

their traditional ways of sewing with 

modern and technical materials that 

might otherwise be too expensive and 

difficult to find in their area .

Several times a year, we send surplus 

fabric, zippers, buttons, and other 

finishings to pop -up Resource Centres 

in remote Northern communities. With the 

generous assistance of local volunteers 

and transportation provided at no cost by 

airline Canadian North, these deliveries 

provide community members with 

everything they need to make their own 

outerwear using their preferred methods 

and our high-quality fabrics.

We partnered with ITK in FY 21 to expand 

the program: we now donate refurbished 

parkas, many of which are upcycled from 

our warranty program. In partnership with 

third party reverse logistics partner, 

Debrand, we ensure these parkas are 

clean, functional, and ready to protect 

their wearers.

In addition to our Resource Centres, we donated more than 300 
parkas and Baffin boots to provide elementary students in Arctic Bay, 
Nunavut, with adequate protection for the winter months.

Since 2009, we’ve supplied more than 1 million metres of fabric to 14 remote 
Northern communities. In F Y 21, we also distributed 699 refurbished parkas. 
This expansion of the Resource Centres program not only delivers ready-to -
wear warmth to communities in all four regions of Inuit Nunangat, but also helps 

us build a more circular business model.



P R OTEC TI N G TH E  
A R C TI C ’ S FU T U R E

For more than 10 years, Canada Goose has 

championed Polar Bears International 

(PBI). Through our involvement with this 

nonprofit organization, we aim to inspire 

people to care about the Arctic and help 

consumers understand the connection 

between climate change and the threats 

not only to polar bears, but to all who call 

the Arctic North home.

Our support takes many forms, starting 

with the Arctic-worthy parkas we donate 

to keep PBI researchers warm as they 

perform critical studies in fiercely cold 

conditions. Proceeds from the sale of 

our exclusive PBI Collection — including 

parkas, raincoats and wind jackets, all in 

the signature shade of PBI blue — go 

directly to the organization. The marketing 

campaigns we create for the collection put 

PBI’s mission in front of millions of people 

around the world. Additionally, each year 

on International Polar Bear Day (February 

27 ),  o ur e ntire b us in es s , o nlin e a n d 

in - sto re , fo c uses so lely o n sell in g 

PBI products.
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E N G A G E D  I N  K E E P I N G  
T H E  A R C T I C  C O L D

Our employees care deeply 

about our home ecosystem — 

the Arctic. To h elp th e m lea rn 

a b o ut PB I ’s im p o r ta nt wo rk , 

we d e c i d e d to c ele b rate Po la r 

B ea r We e k a n d G ivin g Tu es d ay 

to g eth e r by launching our first-

ever PBI Challenge. The challenge 

was divided into three different 

missions with a variety of activities to 

complete. Everyone who completed 

th e c ha lle n g e wa s e nte re d into a 

drawin g to re c e ive $ 5 0 to d o nate 

to th e o rg a n iz ati o n of th e ir c h o i c e 

th ro u gh o ur C G G ives p ro gra m .

In F Y 21 ,  we contributed $0.6 mill ion to PB I .  Cumulatively to 
date, th i s  a d d s  u p  to  m o re  th a n  $ 4 . 6  m i l l i o n  f u n n e l e d  i nto 
u rg e nt  research, outreach and a state - of-the -art educational 
centre in Churchill ,  Manitoba .

https://www.canadagoose.com/ca/en/polar-bears-international.html
https://www.canadagoose.com/ca/en/polar-bears-international.html
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RESPONSIBLE  
BUSIN ESS
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R E S P O N S I B L E  B U S I N E S S

Our high standards of integrity and accountability 
drive us to look beyond our business, today. We 
think through what’s beneficial for those around 
us: consumers, employees, business partners, 
suppliers and investors. Ultimately, we exercise 
our strengths, skills and position in the industry 
to care for the planet and the people with whom 
we share it.

In F Y 21, we began assessing suppliers 

according to the standards set out in our 

Supplier Code of Conduct — standards 

designed to protect the health, well-being 

and dignity of workers around the globe. 

Recently in 2022, we formed the 

Environmental & Social Committee, as 

a committee of our Board of Directors, 

to provide an additional level of focused 

ove rs i ght .  We b eli eve th is wil l  h elp us 

further integrate environmental and social 

issues into our corporate strategy — and 

increase our effectiveness in keeping the 

planet cold and the people on it warm. 

G O A L TA R G E T  D AT E P R O G R E S S

Launch a collaborative Social 
Performance Program , including 
a comprehensive scorecard and 
monitoring system (Tier 1)

2021 Completed

Complete Tier 1 manufacturer 
assessments 

100% by end of 2021 58% — due to COVID -19 disruptions , we 
now aim to reach 100% by end of June 
2022

Introduce the CG Social Performance 
Program in Tier 2 and 3 manufacturers 

50% by end of 2022 20% of our Tier 2 and 3 manufacturers

L O O K I N G  A H E A D 

C OV I D -1 9 restri cti o ns c ha lle n g e d 

us to ad a pt o ur s up p li e r 

a s ses s m e nt p la n a n d p ro c e e d 

m u c h m o re s lowly tha n we had 

p la n n e d . G o in g fo r wa rd , we a re 

c o ntinuin g th e Ti e r 1 s up p li e r 

a s ses s m e nts that C OV I D -1 9 

d elaye d , a s well  a s ro ll in g 

o ut o ur S o c ia l Pe r fo rm a n c e 

Pro gra m to re m a in in g Ti e r 2 

a n d 3 facto ri es . We wil l  also 

p ri o ritize o n b oa rdin g o ur own e d 

a n d o p e rate d m a nufacturin g 

fac il iti es o nto th e H i g g Fac il it y 

S o c ia l L a b o ur M o dule (FS LM) 

a n d Fac il it y Enviro n m e nta l 

M o dule (FEM) As ses s m e nt .

https://www.canadagoose.com/on/demandware.static/-/Library-Sites-CG-Global/default/dw47cb788b/pages/sustainability/Supplier_Code_of_Conduct.pdf
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M A N AG I N G  O U R  
S U S TA I N A B I L I T Y  P R O G R E S S

To embed a culture of citizenship, we’ve built 
roles and responsibilities that stretch across 
the Canada Goose enterprise. We’ve established 
processes and have begun to put in place the 
tools and technologies that will  help bring our 
sustainability vision to life. 

At the core of this is our Global 

Sustainability Working Group. The group 

re p o r ts to o ur E xe c utive Ste e rin g 

C o m m it te e , a n d to g eth e r,  th ey s ha re 

the responsibility for mitigating unethical 

standards, environmental exposure and 

other risks. 

LE A D E R S H I P FR O M T H E TO P 

The Environmental & Social (E&S) 

Committee was chartered in F Y 22 to 

help our Board of Directors fulfill the 

responsibilities of overseeing our ongoing 

environmental and social policies and 

programs, including the development of 

our GHG emissions reduction strategy. 

Working in close partnership with the 

Nominating and Governance Committee, 

they will ensure ESG is embedded in 

Canada Goose’s corporate governance.

The committee’s focused guidance will 

help us further integrate environmental and 

social issues into our long-term vision and 

daily operations.

LE A D E R S H I P O N LO CATI O N

Making a lasting impact for good requires 

support and action from employees at 

every level of Canada Goose. Canada 

G o ose e m p loye es m a ke up o ur N o r th 

America, APAC, and EMEA Sustainability 

Councils — our boots on the ground 

across our global operations.

These groups bring environmental issues 

to the forefront for other employees 

through events and advice. They assist 

th e G lo b a l S usta ina b il it y Wo rk in g 

G ro up by c o m p il in g info rm ati o n fo r 

a n nu a l re p o r tin g a n d b e n c h m a rk in g , 

and by reporting quarterly on practical 

challenges and solutions they see around 

them. Their insights and passion help us 

create and promote region-specific 

sustainability initiatives that align with 

our global Sustainable Impact Strategy. 

During the pandemic, the Sustainability 

Council encouraged all employees to take 

steps to reduce energy and waste. For 

example, the North America Sustainability 

Council created a dedicated GooseNET 

page for sharing at-home tips to living more 

sustainably while working remotely. All 

three Sustainability Councils promoted a 

LinkedIn Learning course called “The 

Employee’s Guide to Sustainability” to help 

all of our people learn not only what to do to 

be sustainable, but also why sustainability 

is so important for us as a company. 

The APAC Sustainability Council also 

initiated a global contest for Canada Goose 

retail teams: creatively upcycling all the 

materials used in our Standard Expedition 

Parka window displays. The results took 

many forms — and all of them were 

inspiring. Some teams transformed the 

materials into artwork. Other teams built 

office and stockroom supplies, plant 

stands and even cat scratching posts 

from the displays. One team created 

paperboard baffles that protected 

parkas in storage without the need 

for plastic bags. 

C O R P O R AT E  C I T I Z E N S H I P  G O V E R N A N C E 
S T R U C T U R E  A N D  R E S P O N S I B I L I T I E S

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

The E xecutive Steering Committee reviews and approves 
the Sustainability Impact Strategy annually. The Committee, which 
meets quarterly, assesses proposals of the Sustainability Working 
Group, and approves capital spend requirements , where required. 

G L O B A L  S U S TA I N A B I L I T Y  W O R K I N G  G R O U P

The Sustainability Working Group, which meets monthly, is 
responsible for identif ying sustainability risks , reporting them 
promptly to senior management, and managing these risks in 
collaboration with the relevant divisions . It is responsible for 
identif ying areas for improvement and relevant improvement 

measures , thus creating value in the long term . 

N O R T H  A M E R I C A 
S U S TA I N A B I L I T Y 

C O U N C I L

A S I A  P A C I F I C 
S U S TA I N A B I L I T Y 

C O U N C I L

E U R O P E ,  
M I D D L E   E A S T  

A N D  A F R I C A 
S U S TA I N A B I L I T Y 

C O U N C I L

These cross-functional groups of 10 to 15 employees , which meet 
quarterly, are responsible for raising awareness of social and 

environmental issues within their respective areas and for promoting 
and implementing sustainability initiatives in l ine with 

Canada Goose’s stated objectives . 

S U S TA I N A B L E  P A C K A G I N G  
W O R K I N G  G R O U P

S U S TA I N A B L E  P R O D U C T  
W O R K I N G  G R O U P

Through these groups , 
employees from across various 

areas of business take ownership 
of strengthening our sustainable 

packaging and product portfolios .

C H A R T E R E D  I N  F Y  2 2

-

B O A R D  E & S  C O M M I T T E E

The Environmental & Social 
Committee will assist the Board of 

Directors of Canada Goose, in 
fulfil l ing its responsibilities relating 

to oversight of the company’s 
ongoing commitment to 

environmental and social policies , 
plans and programs , tied closely 

with the Nominating & Governance 
Committee to ensure a robust and 

comprehensive ESG program . 
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M A N AG I N G  O U R  S U P P LY  C H A I N

Our VP Sourcing & Procurement and EVP 
Manufacturing & Supply Chain are responsible 
for supply chain management and supporting 
our Social Performance Program. 

Through the Social Performance Program, 

we take measures to protect and respect 

the people who make our products. The 

program uses a comprehensive score 

card and monitoring system in addition 

to annual social self-assessments and 

th ird - p a r t y a s ses s m e nts . We in itiate 

ongoing collaboration and open dialogue 

with o ur s up p li e rs to d elive r o n o ur 

commitment to responsible manufacturing. 

We have launched the Social Performance 

Program, which involves policy, audits and 

c a p ac it y b uil din g , ac ros s Ti e r 1 

m a nufacture rs of o ur supply chain. We 

have also introduced the program to 20% 

of our Tier 2 and 3 manufacturers, with the 

goal of reaching 50% by the end of 2022.

 

Tier 1: Finished goods manufacturing (Canada Goose owned and 
operated factories plus finished goods manufacturers with 
which we directly engage)

Tier 2: Raw material suppliers
Tier 3:  Yarn, spinners and fiber processors

Canada Goose Tier 1 manufacturing as of March 28, 2021 

Canada Goose operated 8 Canada

Finished goods – domestic third party 13 Canada

Third party finished goods – international 26 Europe and Asia

Our suppliers are true partners — we give 

a n d re c e ive m utu a l s up p o r t .  We a im to 

m otivate s up p li e rs n ot o nly to m e et o ur 

sta n d a rds , b ut to c o ntinu o us ly im p rove 

their processes. Together, we can make 

a m o re s i gn ifi c a nt im p act fo r s afe , 

in c lus ive , res p o ns ib le wo rk p lac es .
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S U P P LI E R S O C I A L AU D IT S 

A critical element of our Social 

Performance Program involves regularly 

auditing suppliers to the standards 

described in our Supplier Code of 

Conduct. Our due diligence process starts 

with the supplier self-assessment, our 

request and review of third-party social 

assessment(s), and corrective action 

plan submission and review. When local 

COVID -19 protocols permit, Canada 

Goose staff also visit factories.

Most factories that undergo our Canada 

Goose Supplier Code of Conduct audit 

(conducted by our auditing partner Bureau 

Veritas) are approved for production for up 

to a year. If the factory’s performance is 

outstanding, we may consider a two -

year approval period. 

To reduce audit fatigue within our supply 

chain, we have an alternate audit policy 

that allows suppliers to submit existing 

and current third-party assessments 

for review. This policy was especially 

successful in F Y 21 as it protected the 

safety of workers and auditors during 

the pandemic.

The audits we accept under the alternate 

p o li cy c a n b e fro m a num b e r of glo b a l 

standards, including WRAP, Sedex, SLCP, 

A mfo ri a n d oth e r b ra n d au dits ,  o n a 

c a se - by- c a se b a s is .  D e p e n din g o n 

the audit standard, factory location and 

findings, factories may be approved for 

production for up to two years. In some 

cases, factories may be working with other 

brands, so we respect the audit cadences 

these factories may already have in place.

When an audit has expired, we reach out 

to the factory to request their most recent 

report and corrective action plan. 

O n a c a se - by- c a se b a s is ,  we m ay a llow 

factories with less than 25 people to submit 

a self- a s ses s m e nt in l i eu of a full - sc a le 

au dit .  I n th ese c a ses , Ca nad a G o ose 

staf f wil l  ro utin ely c o n du ct facto r y 

vis its to validate these self-assessments.

This process is currently being rolled 

out to factories beyond Tier 1 . Overall, 

we completed 58% of Tier 1 supplier 

assessments due to continuing delays 

resulting from the pandemic. 

TOTA L FI N I S H E D G O O D S  
(M A N U FAC T U R E D A N D P U R C H AS E D) 

% OF TOTAL U NITS FROM E ACH REGION OF 
 PRODUCTION IN CALENDAR YE AR 2021 17

A S I A

1.95%
E U R O P E

13.77%
N O R T H  A M E R I C A

84.28%

1 7 T h e s e f i g u re s a re p re s e nte d i n c a l e n d a r ye a r 
i n ste a d of f i s c a l a s th ey a l i g n w ith o u r i nte rn a l 
p ro d u cti o n s c h e d u l e .

https://www.canadagoose.com/on/demandware.static/-/Library-Sites-CG-Global/default/dw47cb788b/pages/sustainability/Supplier_Code_of_Conduct.pdf
https://www.canadagoose.com/on/demandware.static/-/Library-Sites-CG-Global/default/dw47cb788b/pages/sustainability/Supplier_Code_of_Conduct.pdf
https://www.canadagoose.com/on/demandware.static/-/Library-Sites-CG-Global/default/dw47cb788b/pages/sustainability/Supplier_Code_of_Conduct.pdf
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H E LP I N G S U P P LI E R S I M P R OV E 

If a Tier 1 supplier or one of their factories is 

found to be non- compliant with any of the 

principles or guidelines in our Supplier 

Code of Conduct, we take an active role in 

assisting the factory as needed to improve 

their practices and following up on the 

status of corrective action plan items. For 

example, in some factories, we identified 

the need to increase the number of fire 

extin guis h e rs ava ila b le a n d a s ke d fo r 

rectification. We request a report on the 

corrective actions taken, supported by 

photographic evidence. We then follow 

up after six months to a year, depending 

on the specific issue, to assess how the 

non- compliances have b e e n ad dres se d . 

N o c o ntracts we re terminated for 

non-compliance in FY 21.

S U P P LI E R E N V I R O N M E N TA L 
P E R FO R M A N C E

We strive to do business with suppliers 

wh o s ha re o ur c o n c e rn fo r a n d 

c o m m itm e nt to p rese r vin g th e 

e nviro n m e nt . W h e n we jo in e d th e 

Sustainable Apparel Coalition (SAC), we 

gained access to a suite of measurement 

tools to help drive environmental and 

social responsibility throughout our 

supply chain. One such tool is the Higg 
Facility Environmental Module (FEM) 

As ses s m e nt . W h e rea s o ur life cycle 

assessments p rovi d e ins i ghts into a 

p ro du ct ’s e nviro n m e nta l im p act ,  th e 

H i g g FEM m ea s ures a n d qu a ntifi es 

the sustainability impacts of a facility. It 

standardizes how facilities evaluate a 

range of performance indicators, including 

environmental management systems, 

energy, emissions, water and wastewater, 

waste and chemical management. The 

results will help us prioritize improvement 

opportunities , collaborate with our 

s up p li e rs to im p le m e nt c ha n g es , a n d 

b et te r m a nag e e nviro n m e nta l ris k in 

th e s up p ly c ha in g o in g fo r wa rd . 

As part of our first-year SAC membership 
requirements , we p repared to begin 
repor ting on the FEM As ses sment in 
F Y 2 2 . S ix of o ur Ti e r 1 a n d 2 facto ri es , 

which share business with multiple clothing 

b ra n ds , have a lready b e e n a s ses se d 

according to the Higg FEM. Five of these 

have b e e n ve rifi e d in l in e with H i g g’s 

verification process. 

R E S P E C T I N G  A L L  P E O P L E

We believe each and every person deserves to be 
treated with dignity. We take measures to protect 
and respect the people who make our products by 
upholding our Human Rights Commitment and 
rooting out discrimination and harassment. Our 
internal Workplace Violence & Sexual Harassment 
Policy outlines steps any Canada Goose employee 
can take if they have been harassed or bullied for 
any reason. 

Discrimination has no place in our 
operations or our suppliers’. We believe 

people of all personal characteristics and 

beliefs deserve fair and equal treatment, no 

matter their age, race, ethnicity, nationality, 

religion, marital status, family status, sexual 

preferences, gender identity/expression, 

maternity status, disability, political beliefs 

or record of offenses. 

Our Code of Business Conduct and 
Ethics makes it clear that we are an equal 
opportunity employer c o m m it te d to 

acti o ns a n d p o li c i es to a s s ure fa ir 

employment, including equal treatment in 

hiring, promotion, training, compensation, 

te rm inati o n a n d c o rre ctive acti o n . I n 

a l i gn m e nt with I nte rnati o na l L a b o ur 

Organization (ILO) core conventions, our 

S up p li e r C o d e of C o n du ct a lso c lea rly 

states that n o wo rke r s h o ul d b e 

disc rim inate d ag a inst in a ny fo rm , in 

a ny a s p e ct of th e ir e m p loym e nt .

Our Supplier Code of Conduct sets the 
standards for working conditions and 
environmental responsibility 
throughout our supply chain.  The Code 

is informed by the United Nation’s 

Universal Declaration of Human Rights 

and is based on the ILO core 

conventions. It applies to our own 

factories, contractors, manufacturing 

partners, and their factories that we 

manufacture with, both directly and 

indirectly. A m o n g oth e r im p o r ta nt 

p rovis i o ns la i d o ut  in th e S up p li e r C o d e 

of C o n du ct (a n d wh i c h a re re p rese nte d 

in o ur supplier audits), we do not tolerate 

any human rights abuses including forced 

and prison labour; slavery or human 

trafficking; or verbal, emotional or sexual 

ha ra s s m e nt . We d o n ot to le rate c h il d 

la b o ur a n d set restri cti o ns o n th is in 

accordance with ILO Core Convention 138. 

S U P P O R TI N G WO R K E R S ’ R I G H T S

Th e S up p li e r C o d e of C o n du ct o utl in es 

o ur b eli ef that wo rke rs have th e ri ght to 

c o lle ctive b a rg a in in g a n d fre e d o m 

of a s so c iati o n . 

As of M a rc h 28 , 202 1 , th re e of o ur e i ght 

o p e rate d fac il iti es we re un i o n ize d . 

S ub se qu e ntly,  a n ad diti o na l th re e 

fac il iti es have vote d fo r un i o n iz ati o n . 

Ca nad a G o ose e m p loye es wh o a re 

c ove re d by a c o lle ctive b a rg a in in g 

https://investor.canadagoose.com/static-files/38a94b15-f8c9-4fb4-b323-d4a7e97c0cc6
https://investor.canadagoose.com/static-files/38a94b15-f8c9-4fb4-b323-d4a7e97c0cc6
https://www.canadagoose.com/on/demandware.static/-/Library-Sites-CG-Global/default/dw47cb788b/pages/sustainability/Supplier_Code_of_Conduct.pdf
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agreement can use their union’s grievance 

process if needed; employees who aren’t 

c ove re d c a n re p o r t gri eva n c es to th e ir 

s up e r viso r,  th e ir fac il it y ’s H R m a nag e r 

or the whistleblower hotline. 

Wo rke rs at o ur Ita l ia n s up p li e rs a re 

covered under the national contract of 

the textile sector. 

I n re gi o ns wh e re laws p ro h ib it th ese 

fre e d o m s , we re quire s up p li e rs to a llow 

workers to develop means for independent 

association and collective bargaining, such 

as by creating representative committees.

G ri eva n c es fro m wo rke rs in o ur 

extended supply chain can be submitted 

a n o nym o us ly th ro u gh o ur d e di c ate d 

platform. In F Y 21, zero grievances were 

reported via this mechanism.

SA FE LY R E P O R TI N G G R I E VA N C E S

Our Whistleblower Policy ensures that our 

e m p loye es a n d th ird p a r ti es c a n re p o r t 

actual or suspected unethical behaviors 

confidentially and, if desired, anonymously, 

without fear of negative consequences. 

A nyo n e wis h in g to re p o r t a c o n c e rn o r 

complaint can do so in one of three ways: 

address it with their manager, submit a 

re p o r t dire ctly to th e a p p ro p riate 

d e p a r tm e nt h ead (s u c h a s th e C ha ir of 

the Audit Committee or the Chief of Staff 

and E V P, Pe o p le a n d C ulture),  o r s ub m it 

a re p o r t th ro u gh th e th ird - p a r t y 

wh istle b lowe r h otl in e , ava ila b le via 

p h o n e o r o nlin e .

P R O M O T I N G  A  C U LT U R E 
O F  I N T E G R I T Y

At Ca nad a G o ose , we act with 

h o n est y a n d in ac c o rd a n c e with 

h i gh eth i c a l a n d le g a l sta n d a rds . 

O ur C o d e of B us in es s C o n du ct 

a n d Eth i c s a r ti c ulates h ow we 

exp e ct e m p loye es to e m b o dy th is 

commitment and points employees 

to additional, detailed guidelines for 

preventing corruption and bribery 

as set out in our I m p ro p e r Paym e nt 

Po li cy a n d Conflict of Interest Policy. 

To h elp foste r a wo rk c ulture in 

wh i c h inte grit y is th e n o rm , eve r y 

employee must review the Code of 

B us in es s C o n du ct a n d Eth i c s o n 

a n a n nu a l b a s is a n d ac k n owle d g e 

that th ey un d e rsta n d o ur 

exp e ctati o ns a n d sta n d a rds . We 

h o l d o ur s up p li e rs ac c o unta b le fo r 

inte grit y,  to o, th ro u gh o ur S up p li e r 

C o d e of C o n du ct .

https://investor.canadagoose.com/static-files/4038d9bd-5284-4300-8c66-6eac1dfbd38d


L E A R N  M O R E  A B O U T  S U S TA I N A B I L I T Y  AT  C A N A D A  G O O S E :  

C A N A D A G O O S E . C O M / S U S TA I N A B I L I T Y

C O P Y R I G H T  ©  2 0 2 2  C A N A D A  G O O S E  I N C .

http://canadagoose.com/sustainability
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