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AT HYLO, WE’RE ALWAYS LOOKING AHEAD - FOCUSED ON 
THE FUTURE AND ON THE INCREMENTAL GAINS NEEDED TO 
DRIVE FORWARD MORE IMPACT. WE BELIEVE THE NEXT STEP 
IS THE MOST IMPORTANT ONE IN OUR RACE TO PROTECT 
THE FUTURE OF RUNNING AND SPORT.

HOWEVER, IF YOU DON’T REFLECT ON YOUR ACTIONS 
AND YOUR IMPACT - HOW CAN YOU LEARN AND GET 
BETTER? PART OF WHERE YOU’RE GOING IS KNOWING, AND 
UNDERSTANDING, WHERE YOU’RE COMING FROM. 

OUR IMPACT REPORT IS THERE FOR US TO REFLECT, TO 
SHARE WITH OUR COMMUNITY WHAT WE’VE DONE WELL 
AND TO BE TRANSPARENT ABOUT HOW WE CAN DO BETTER.
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WHAT IS 
OUR VISION 
FOR THE 
FUTURE OF 
RUNNING 
AND 
SPORT? 



WE SEE A FUTURE 
FOR SPORTSWEAR 

WHERE THERE IS 
NO COMPROMISE 

BETWEEN 
PERFORMANCE AND 

IMPACT.

WE SEE A FUTURE 
WHERE RENEWABLE 

MATERIALS REPLACE 
PETROLEUM-DERIVED.
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WHAT IS OUR VISION FOR THE FUTURE OF RUNNING AND SPORT?



WE SEE A FUTURE 
WHERE MATERIALS 

ARE USED AND 
RE-USED IN PRODUCT 

AFTER PRODUCT.

WE SEE A FUTURE 
WHERE YOUR

LEGACY IS AS MUCH 
ABOUT PRESERVING 
THE ENVIRONMENT 

FOR FUTURE 
GENERATIONS AS IT 
IS ABOUT SPORTING 

ACHIEVEMENT. 
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WHAT IS OUR VISION FOR THE FUTURE OF RUNNING AND SPORT?



OUR
MANIFESTO



THE FUTURE IS STILL OURS TO WRITE. 

WE USE MATERIALS SCIENCE TO CREATE 
PRODUCTS THAT DELIVER HIGH PERFORMANCE 
FOR ATHLETES AND LOW IMPACT FOR THE PLANET. 

CHANGE WILL BE OUR LEGACY. 

RUN LIKE THE WORLD DEPENDS ON IT.

A COMMUNITY OF CHAMPIONS OF TOMORROW, 
OUR INNOVATION IS OUR ACTIVISM. 
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WHAT WE’VE 
LEARNT THIS YEAR



2022 has (so far) been a year of exciting company milestones.

In April, we achieved B Corp status. The application took us two years to 
prepare and everyone in the team played a pivotal role in ensuring our 
commitment to be a company that believes in business as a force for good.

However, belief is one thing. Action is another.

Our B Corp score was 104.3 points and took us into the outstanding 
category of B Corps worldwide, which is testament to the many initiatives 
we have carried out and introduced across the B Corp categories of 
governance, workers, community, environment and customers.

We have continued to invest in objectifying our impact work, onboarding 
our suppliers to the Sustainable Apparel Coalition data platform and 
assessing their environmental and social performance. We believe to drive 
forward more and more impact, we need reliable data and information. 

In June, we launched hyloop, our platform to extend the lifespan of hylo 
products through care, repair and recycling. MORE LIFE. 

We now take back not only hylo shoes for recycling but also any trainer 
from any company.

However, we still have a lot of work to do though to hit our goals for the 
year in an ever changing world. The one thing that won’t change is our 
obsession to make high performance products for athletes that have a low 
impact on the Planet. 

RUN LIKE THE WORLD DEPENDS ON IT
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TIMELINE// OUR SECOND YEAR



First run clubFirst run club
Sun 3rd April 2022Sun 3rd April 2022

B CorpB Corp
25th April 202225th April 2022

Recalculated carbon numberRecalculated carbon number
29th Jan 202229th Jan 2022

Handed in BRMHanded in BRM
June 2022June 2022

Hyloop launchHyloop launch
9th June 20229th June 2022

The team grew to 13The team grew to 13
1st September 20221st September 2022

Hackney Half MarathonHackney Half Marathon
22nd May 202222nd May 2022

Announced Lab certified Announced Lab certified 
vegan by Eurofinsvegan by Eurofins
15th May 202215th May 2022

Announced Announced 
Certified vegan by Certified vegan by 
the Vegan Societythe Vegan Society
16th April 202216th April 2022

Conducted our first energy Conducted our first energy 
efficiency assessmentefficiency assessment
July 2022July 2022

Launch of BlackSandLaunch of BlackSand
18th February 202218th February 2022

Launch of Grey & OrangeLaunch of Grey & Orange
12th November 202112th November 2021

Launch of Slate/Slate BlackLaunch of Slate/Slate Black
23rd March 202223rd March 2022

Launch of Moss/Sage/BlueSandLaunch of Moss/Sage/BlueSand
29th May 202229th May 2022
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TIMELINE// OUR SECOND YEAR



To protect the future of all sports we decided 
to re-evaluate how we go about running hylo. 
From the get go it was clear that we want to 
leverage the position and influence we have as 
a business for good. 

Our ambition is to build a business that does 
good for people and the planet. We seek to 
collaborate with individuals and organisations 
to amplify our collective efforts. And we want 
to create products that perform and preserve.

PURPOSE



B CORP
On 25th April 2022, after almost a full year’s worth of work, 
we became certified as a B Corp. This will always be a major 
milestone in hylo’s history and a certification we will work 
to uphold, not only because we need to recertify every 
three years but also because we are committed to making 
business a force for good.

Put simply, B Corps are businesses that meet the highest verified 
standards of social and environmental performance.

A company has to achieve a minimum of 80 points to be granted 
the B Corp certification. 

There are around 5,000 B Corps in the world. Fewer than 800 in 
the UK currently (at the time of writing) - and we’re proud to be 
joining this community of companies using the power of business 
to transform the global economy to benefit people, communities, 
and the planet.

Being a running brand brings with it a certain degree of 
competitiveness: We scored 104.3 points. 50.9 is the median score 
for ordinary businesses. 80 qualifies you for B Corp Certification. 

What is B Corp?

Our Score: 104.3 
Maximum Score: 200 
Median Score for 
Ordinary Business: 50.9 
80 Qualifies you for B 
Corp Certification™ 
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Since day one it was clear that hylo was established to disrupt our 
industry for the better, which is why becoming a B Corp has always been 
high on the agenda for hylo. 

1. It keeps us true to our values and mission. 

The certification process is rigorous and requires us to introduce 
processes and policies that benefit both people and planet. 

2. It makes our social and environmental impact measurable, 
validates it and provides an industry standard for holistic impact.

This is not a one-off certification. It will run out in 2025 by which point 
we will need to recertify. We are already putting in the work to make 
sure that we keep the business for good mentality at the core of every 
decision we make. Our competitive nature is driving us to always aim for 
better – our B Corp score is no exception. With every re-verification we 
set ourselves the goal to get as close to the 200 upper limit as we can.

Why did we do all the work 
to become a B Corp? 
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 B CORP



WORKING WITH 
COMMON GOAL - THE 1%
We believe in the power of the 1%. That is why we partnered with 
Common Goal. 

Since January 2021 we have been donating 1% of our net revenue. 
The money we have been donating so far has been going to their 
Social Enterprise Assist project. The funds directed to these 
projects, by ourselves and other individuals and organisations, has 
been powering sustainable funding and employment opportunities 
across 12 of their partner impact organisations. 

16

https://www.common-goal.org/about
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THIS TRANSLATES INTO: 
480 YOUNG PEOPLE HAVING ACCESS TO FOOTBALL COACHING.
29 TRAINED COACHES DELIVERING REGULAR SESSIONS.
15 ORGANISATIONS STRENGTHENING THEIR FINANCIAL SUSTAINABILITY. 

Read their 2021 impact report for more detailed information of their overall impact.

WORKING WITH COMMON GOAL - THE 1%

https://www.common-goal.org/Content/downloads/Common-Goal-Impact-Report-2021.pdf


MEMBERSHIP TO 
THE SUSTAINABLE 
APPAREL COALITION



The Sustainable Apparel Coalition or SAC in short, is a global 
multi-stakeholder nonprofit alliance for the consumer goods 
industry. Its members include over 250 leading apparel, footwear 
and textile brands, retailers, suppliers, service providers, trade 
associations, non-profits, NGOs, and academic institutions 
working to reduce environmental impact and promote social 
justice throughout the global value chain.

The membership makes us part of a wider movement within our 
industry and gives us access to the Higg Index, a suite of tools 
that standardised value chain sustainability measurements. 

In the Supply Chain section you can read more about the audits 
we did using the Higg Index. 

Collaboration

We also know that we don’t know it all. We need each other. 
Brands, customers, athletes, all working in collaboration to help 
solve the huge existential threat that is the climate crisis.
 
Therefore, being part of such a collaborative and industry-
unifying body is important to us. We need everyone to support 
us in our mission to protect the future of running and sport. In 
exchange, we will contribute our knowledge and expertise where 
possible to drive forward our collective goals.

MEMBERSHIP TO THE SUSTAINABLE APPEAREL COALITION
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By aligning with the UN Sustainable 
Development Goals (SDGs in short) or 
Global Goals we make sure that our impact 
strategy is built on a strong foundation 
and in line with a holistic agenda. 

We aim to incorporate all 17 Goals over 
time. Now, our strategy is primarily guided 
by four pillar SDGs. For more information 
on the SDGs, click here. 

WORKING IN LINE WITH 
THE UN SUSTAINABLE 
DEVELOPMENT GOALS

SDG 10 REDUCED INEQUALITY - we believe in equal opportunities for everyone 
and work to implement it within the company and through our 
contribution to Common Goal. 

SDG 12 RESPONSIBLE PRODUCTION AND CONSUMPTION - we aim to better the 
entire lifecycle of our products. From improving production processes to 
making sure we have circularity solutions in place at the later stages of 
the product’s life. 

SDG 13 CLIMATE ACTION - we want to protect the future of running by doing what 
we can to reduce the negative and increase the positive impact on the 
planet and its ecosystems. 

SDG 17 PARTNERSHIP FOR THE GOALS - we can run better and further as a team. 
Collaborating, learning from and partnering with others to achieve our 
common goals. 
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https://sdgs.un.org/goals


OUR
FOOTPRINT
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Scope 1 and 2 emissions refer to direct and 
indirect emissions a company is responsible for. 
Direct GHG emissions occur from sources that 
are owned or controlled by the company whereas 
indirect emissions are often purchased. For hylo 
this includes: 
Electricity usage by assets over which we have 
direct operational control (boilers or vehicles).
District heating by assets over which hylo has 
operational control (electricity or energy we 
purchase for our office). 

Our Scope 1 and 2 emissions were calculated in 
house and have not been verified by a third party. 
We largely based them on national averages as 
we didn’t have the sufficient resources to engage 
an external consultancy or platform for this 
process. We did make sure that all our sources 
were credible and baked in enough room to 
make sure we didn’t underreport on emissions. 

In total, our Scope 1 and 2 emissions amounted 
to 16,01 tonnes of CO2 equivalent in 2021. 

SCOPE 1 & 2
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OUR FOOTPRINT

[Figure 1] Overview of GHG Protocol scopes 1-3 and emissions across the value chain

Source: Figure 1 of Corporate Value Chain (Scope 3) Accounting and Reporting Standard

Our carbon footprint is made out of three different parts, also referred to as scopes. 

Upstream activities Downstream activitiesReporting company



Scope 3 encompassess all our indirect emissions which occur in 
our value chain (see image). To arrive at our carbon number we 
conducted a Life Cycle Assessment (LCA) using the Higg Index.  

The Higg Index is a suite of tools that allows us to use industry-
standard measurements to conduct the LCA for our products. Read 
more about what an LCA is here. It is worth noting that the data we 
use is a mix of primary data and industry averages. 

In January, we recalculated the carbon footprint of the hylo Light.

SCOPE 3
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OUR FOOTPRINT

PRODUCTION USE END-OF-LIFE

https://ecochain.com/knowledge/life-cycle-assessment-lca-guide/


What makes up the Run Light’s carbon footprint?

Materials: 2.43. It’s estimated that over 80% of the harmful impact of 
shoes comes from the raw materials and manufacturing stage.  
That’s why we use materials that are renewable, circular and resource-light.  

Manufacturing 3.01. The average shoe has 65 different parts with more 
than 360 processing steps. With fewer components, materials and 
processes the hylo Run Light is:
• less energy-intensive to build 
• easier to recycle, reuse or biodegrade. 

The hylo Run Light has ten materials across 16 components.

Packaging 0.56. This is calculated based on our box, the foot form and 
tissue paper. Our box is responsibly-sourced and FSC-certified, as well as 
being resealable for when you’re sending your shoes back. 

Transport 0.08. We have a localised supply chain.  We use sea freight 
rather than air freight. Transporting our shoes by air would emit 44x more 
carbon than by sea. 
(Sourced: UK Government) 

Fulfilment 0.10. This is made up of the energy it takes to run the 
warehouse our shoes are stored in. 

End of Life 0.38. This number is an estimation. We are currently working 
on the basis that 95% of our shoes will end up in landfill (the industry 
average) as we don’t have the data for how many shoes are sent back for 
recycling at the end of their running life.
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OUR FOOTPRINT

13.60 CO
2e  THE INDUSTRY AVERAGE

7.84 CO
2 e  OUR OLD NUMBER

6.56 CO
2 e  OUR NEW NUM

BER

[Figure 2] Comparing carbon numbers

OUR TOTAL EMISSIONS

Our total emissions amounted to 194.04 metric 
tonnes of CO2 equivalent. 
To date we have offset 363.4 tonnes of CO2 equivalent. 



LESS IS MORE
HOW WE DESIGN



Once materials are selected, the way they’re put together is key to a running 
shoe’s circularity. 

The average running shoe has 65 parts meaning over 360 processing steps are 
required, making them carbon-intensive to make as well as a barrier to circularity. 

At the end of life, the hurdle to recycling many shoes is not just the amount of 
components but the amount of materials and colours too. Up to 40 different 
materials are stitched or glued together - making them arduous to break up and 
recycle separately. 

The Run Light is made up of 16 different parts - 25% of the average running shoe. 
Meaning, when we design, we get more out of less. And apply the principle of 
circularity at the start of the shoe’s life. 
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Our focus, when creating any new product, is to create more 
performance with less impact. Previously, the entire sportswear 
industry has been built using fossil fuels. We’re removing the use 
of fossil fuels by using renewable materials in our sportswear. The 
vision is to eliminate fossil fuels from the future of running. The Run 
Light prioritises renewable materials because they are regenerative, 
biodegradable and recyclable - and crucially emit less carbon.

LESS IS MORE - HOW WE DESIGN

DESIGNING TO GET MORE OUT OF LESS
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Once into manufacturing, we apply a philosophy of cross-
componentry to our products. Again, seeking to see more 
in the marginal gains. 

• All of our materials are transported to our manufacturing 
centre by road, rather than flown from around the world.   

• We use flat-knitting - a technique which wastes less 
material when creating the Run Light’s upper. 

• The yarn used on the is dope-dyed at pellet level to 
reduce water consumption. 

Our less is more approach means less waste and less 
carbon emitted during manufacturing - as well as an 
easier process at end of life. 

MANUFACTURING

LESS IS MORE - HOW WE DESIGN



GIVING PRODUCTS MORE LIFE

HYLOOP



At hylo, we believe it is our responsibility to own the journey of 
our products from beginning to end.

In June, we launched hyloop - our More Life platform. This is our 
platform for extending the lifespan of our products through care, 
repair and recycling. 

To launch the hyloop world, we announced our takeback scheme 
for other brands’ trainers - in exchange for £10 hylo credit. We 
don’t just see more life in our shoes. We see more life everywhere. 

To date, we have collected around 200 pairs of trainers. 

And we are continuing the development of our More Life platform 
with each new product we make. This quarter, we will be 
launching the latest innovation in our more life development. 

In order to take our products back, we need help. Changing 
to a circular model of consumption is a team effort. We need 
you, our community.

In order to take back our products, we need help.

Whenever you’re done with your hylo products, you’re not really 
done. You can send them back to us. 

We are close to releasing our technology to fully enable our 
community to care, repair and recycle their hylo products.

The model of sportswear is currently extremely linear. What 
does that even mean?
 
Brands make things, people buy them and invariably, once 
they can no longer perform in the same way or go out of style, 
they are disposed of and end up in landfill, are incinerated or 
are offshored.

These products are predominantly plastic-based too and can 
take hundreds of years to biodegrade.

90% of all footwear products currently end up in landfill 
and global textile waste is expected to increase 60% 
annually until 2030 (source: The Guardian). 
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HYLOOP - GIVINGPRODUCTS MORE LIFE



Afterlife Hierarchy

Our Product Life Framework sets out 
our methodology and vision for keeping 
products and materials in use for as 
long as possible. We need to find better 
solutions in the products we make. That’s 
why our priority is to extend the life of our 
products by using renewable materials 
and designing with durability in mind. 

But what happens when your hylo 
products can no longer be worn? 

We have created a framework that 
considers their afterlife. 

WHERE WE’RE AT WITH 
OUR CIRCULARITY
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Biodegradability is a natural process which ensures 
that materials (given the right conditions) can be 
broken down safely and are non-toxic at the end of 
their life. Where possible we seek to use materials that 
can be returned safely to the natural environment. 
Status: We currently use several biodegradable in the 
hylo Light but are not biodegrading them at the end of life

We are taking active steps to put our framework for product 
life into practice. In some areas of our framework, we’re just 
starting out. We’re in a marathon, not a sprint. 

Product Life Framework

We’re working towards implementing care 
and repair processes for our current and 
future products. We’re aiming to have this 
in place, specifically for future launches, 
by September 2022. 
Status: 85% 

If you no longer need your hylo products but they still 
meet our performance standards, the option to re-
sell offers a second (or third, or fourth) extension of 
life. We haven’t started work on this project but it’s 
something we have in the pipeline. 
Status: 0% 

We want to take accountability for the 
products that we make. We are currently 
trialling multiple recycling solutions. Our 
approach never stands still. It continues to 
evolve and improve over time as we learn. 
Status: In Trial 

If there is a material stream that is not 
able to feed into Hylo products, open loop 
recycling enables us to work with other 
industries that have the capabilities to 
recycle what we cannot - keeping materials 
in circulation for as long as possible.
Status: In Trial

• Care and Repair • Re-sale • Closed-Loop Recycling

• Open Loop Recycling • Biodegradability
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WHERE WE’RE AT WITH OUR CIRCULARITY



GOING VEGAN

Next to focusing our attention on increasing 
the bio based content of our products we also 
set ourselves the mandate of only creating 
vegan products. Afterall, we cannot have a 
positive impact on the planet without looking 
after all its inhabitants. 

This means that none of our products nor any 
materials in them have undergone animal 
testing, no animal products or byproducts are 
used and we manage cross-contamination 
during the manufacturing process. In short, not 
even the smallest trace of animal products can 
be found in our products. 

For this we worked with our suppliers to have 
every single component tested and lab certified.
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WORKING WITH SUPPLIERS
Measuring our impact is an integral part of what we do. If we don’t measure and collect 
data, we would be taking a blind guess at where we need to improve.
 
To do this we rely on our manufacturing partners to collaborate and engage throughout the 
process. In the industry we operate in this is not always a given. This is because conducting 
these audits takes time and expertise. Next to that, they’re often new processes and include 
data some manufacturers have never had to provide.
 
Without the help of our suppliers and co-workers at the factories we wouldn’t be able to 
report on anything in this section.
 
This year we have conducted four audits within our supply chain so far. They have been 
mainly focused on our manufacturing partner SEMS. Three out of the four audits were 
conducted with them. The fourth audit we did was with Hengtien, one of our Tier 2 suppliers.
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Tier 1 – SEMS:
Facility Social and Labour Module (FSLM)
Facility Environmental Module (FEM)
Energy Efficiency Assessment
 
Tier 2 – Hengtien:
Facility Environmental Module (FEM)
 
The FEM and FSLM for all factories are currently pending verification which is due in 
October 2022. Once this is finalised, we will be analysing the findings. Once we’ve dug 
through the data, we’ll tell you all about it!

We are looking to expand our auditing programme to other factories where possible and 
work on acting on the data we get to collectively introduce improvements and reduce our 
negative impact.   

The audits were conducted using the Higg platform and in collaboration with ResetCarbon.

https://openapparel.org/facilities/CN20221163P97FQ?contributors=1879
https://openapparel.org/facilities/CN2022116A2YVW0?contributors=1879


THE TEAM



At the turn of 2022, our founder Michael had a bit of 
a personal epiphany. We weren’t living out our love of 
running. London was out of lockdown but our habits 
as a company didn’t reflect our ability to run free. We 
were stuck behind our desks which was hampering 
our business growth, as well as our enjoyment of the 
journey. 

We needed to go back to our roots. 

Running, and nature. 

We started off as a team on Hampstead Heath. 
Convincing certain members of the team of the joys of 
team running… 

Then, we shared the run - with customers, community 
members, people we’ve worked with, and friends and 
family. 

We have a WhatsApp group now. And we meet every 
week. At a pub near our office. And we love it.
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THE TEAM - OUR RUNNING & OUR EVENTS

OUR RUNNING & OUR EVENTS

https://chat.whatsapp.com/G4FgjweSOGJ2Y5sesbGdyQ


WHAT WE NEED 
TO DO BETTER
We are well aware that we are not perfect, and we 
won’t be any time soon (if ever). We cannot tell you 
that we’ve done everything right last year, nor would 
we want to. Mistakes, misjudgments, and revelations 
are here for us to learn from them and that is exactly 
what we aim to do. So here is the honest truth:  



B Corp
Although we are very proud of our B Corp score, there is still room for 
improvement. The maximum score is 200, meaning that there are 
still 95.7 points to be gained and sections we can improve on.

We are currently building an improvement plan which we will start 
actioning soon to make sure we get even closer to the 200 next time.

Our footprint
In 2021 we calculated our Scope 1 and 2 emissions (also known as 
direct emissions) which encompass any direct emissions of hylo-
owned or controlled assets. Given the fact that we were working from 
home for a substantial part of the year and moved office once, we 
couldn’t collect raw data for our 2021 water and energy consumption 
and had to use national averages. Where more than one average was 
available, we used the one that would result in a higher footprint as 
we didn’t want to underreport our footprint. However, this means that 
the results are not representative of what our actual footprint was.
 
We are looking into other ways to calculate our 2022 Scope 1 and 2 
emissions more accurately.
 
Communicating our Targets 
This whole document is filled with information on what we have 
done in the past year.  However, we realise that we can do better 
when it comes to communicating our long-term vision and goals. 
Which is why we’ll start to publish our long term goals and targets 
and update you on our progress towards them more frequently. 
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WHAT WE NEED TO DO BETTER



LOOKING AHEAD
We hope you enjoyed reading our Impact Report as 

much as we enjoyed working on all the projects. If you 

have any questions, comments or just want to say hi – 

reach out to us via ask.impact@hyloathletics.com
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