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We’re one of Europe’s leading retailers
of quality affordable fashion. Since 1841,
our family owned company has put serving
our customers and local communities first.
Today, this means striving to do business
sustainably: everyday, everywhere, for
everyone. This report explains why that
matters and what we’re doing.
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About C&A Europe

Today, we’re still helping to reinvent the fashion
industry – by putting people and planet first.
Building on the principles of our founders,
we’re working hard to make sustainable
fashion a reality – in our own operations,
in our supply chain and for our customers.
Our values
We at C&A continue to adapt and apply
our historical values to our work in a
globalised world.
Our seven values form a living context for
every one of our employees in all of their
professional activities. They define how
we do business. They guide how we work
together with our business partners and
they remind us how to treat everyone – from
customers and colleagues, manufacturers
and suppliers, to its people and our planet.
These core values define who we are, what
we do and when linked with the Leadership
Behaviours specifically map out how to make
the execution of these values achievable.
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C&A stores
Below is a map showing
how many stores we
have in 21 countries.

We are a family-owned retail fashion business in its
6th generation, founded by the two Dutch brothers,
Clemens and August Brenninkmeijer, who gave name
to our company more than 170 years ago.
From the start, our company has helped to
define the way people choose and buy their
clothes. We were among the pioneers of
affordable ready-made clothing, advertising,
customer returns and in-store technology.
And, since the early 1990s, C&A has been
active on issues of Corporate Responsibility.
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Hungary
39
Belgium
131
Netherlands
132

Denmark
2

Around

35,000

Germany
504

employees

1,576

Czech Republic
40
Slovenia
13

Poland
64
Slovakia
11

branches, including 206 Kids Stores in
21 European countries

600

France
148

suppliers in our global supply network

10

exclusive brands

Portugal
37

Spain
110
Romania
27

Open: We are open to change
Passion: We are passionately committed
Together: We only work as a team
Generation: We do not accept the waste or
misuse of resources
Respect: We respect people and treat them
accordingly
Deliver: We act responsibly in everything
we do
Her: We exist to serve all our customers

Croatia
15

Switzerland
100
Luxembourg
10
Austria
133

For more information on C&A please
visit www.canda.com/about
Italy
9

Serbia
8

Turkey
29

Russia
14
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We’re changing the way
we do business

And we invite your input
on our future priorities

At C&A we recognise that the best way to
achieve sustainable success is to act in the
long-term interests of our internal and external
stakeholders, the wider society – and our
planet. By behaving in a responsible way,
we strive to be a world-class company,
a responsible corporate citizen and
a good employer.

Dear readers,

We believe that it is now time for C&A and the
apparel sector as a whole to take decisive
actions to act in a more enlightened and
sustainable manner. We are already moving in
the right direction – but much still remains to
be done.
The tragedies that badly affected garment
workers in Bangladesh in 2012 and 2013
brought into sharp focus the need to act –
and have proven to be a major turning point
for our industry. In Bangladesh and across
our wider supply network, we’ve increased our
commitment to sustainable materials and are
focused on securing trusted suppliers that
share our values. The work of the C&A
Foundation is also supporting initiatives at
community level throughout Europe and
further afield. In 2013, grants to sustainable
lives and livelihoods initiatives increased by
76% compared to 2011.
Not just empty promises
We can only operate if we maintain the trust of
people inside and outside the company. We
must earn people’s trust by being fair and
responsible in everything we do. We monitor
our performance closely and aim to report in a
transparent way.
C&A has strengthened its Code of Conduct
and merged sourcing and compliance into a
new Sustainable Supply Chain team. An
example of what this means in practice is
demonstrated in Bangladesh, scene of the
terrible Tazreen fire and collapse of the Rana
Plaza complex, since we now inspect all our
production units to ensure they meet with the
agreed standard required by both the Accord
on Fire and Building Safety and the National
Action Plan. That’s not all – a C&A Foundation,

funded humanitarian programme is helping
those affected by the Tazreen fire, whilst
also supporting sustainable working
practices in Bangladesh and in many other
sourcing markets.
Sustainability in action
A Global Sustainability Framework has been
created that encompasses our collective
efforts under the themes of sustainable
products, sustainable supply and
sustainable lives.
Moving forward we are engaging with
important external stakeholders. Open
and well-informed discussion – between
governments, business, academic bodies,
non-governmental organisations and the
public – is vital as priorities are debated and
solutions developed.
Our sustainability reporting is part of our
commitment to communicate clearly on what
we do and the effect our actions have.
Although we recognise that we still have much
to do, we believe that our report shows that
C&A aims to make a positive contribution to a
more sustainable world. We’re proud of the
engagement and progress being made on
sustainability throughout the business, and
you may be assured that we are fully
committed to deliver on C&A’s long-term
societal responsibilities.

We can only operate if
we maintain the trust of
people inside and outside
the company. We must earn
people’s trust by being
fair and responsible in
everything we do.
Martijn Brenninkmeijer
Chairman C&A Europe

In 2012, we published our previous Corporate
Responsibility Report with the title ‘We Care’,
and this principle has guided our actions
throughout 2012 and 2013. In this Report,
you’ll find our accounting of where we
succeeded and where we have to do more.
However, the tragic events in Bangladesh
also made us realise that ‘caring’ is not
enough. We need and want to take a more
active stand, thinking and acting sustainably
‘everyday, everywhere, everyone’.
Since joining C&A Europe as Head of
Sustainable Business Development in early
2013, I’ve seen first-hand the deep
commitment to sustainability of colleagues
across the business, from our stores in
Europe and our sourcing teams in Asia, to
our European Executive Board and C&A
Foundation’s global team.
One of our key steps, starting in July 2013,
was to review our 2020 commitments and
align our European efforts with our colleagues
in Brazil, Mexico and China. The result is our
Global Sustainability Framework, in which
we’ve identified the issues we want to further
accelerate. To do this, we’ve organised all
our efforts underneath Sustainable Products,
Sustainable Supply and Sustainable Lives.
Within our Framework, we’ve set initial global
priorities for:
•	Sustainable Raw Materials – acting upon
our insights from 10 years of working to
increase organic cotton production and use
•	Sustainable Chemicals Management
– acting upon our commitment to the
Zero Discharge of Hazardous Chemicals
(ZDHC), and
•C
 apability Building in our supply chain
– acting in partnership to improve workers’
conditions, productivity and quality of life.

We’re now using this Framework to define
our strategic roadmap towards 2020
(and beyond) and formalise our Global
Sustainability Strategy 2015. We’ll also
develop a Materiality matrix covering all
the relevant topics that we need to act
upon, enhanced and validated by our
stakeholders across the value chain –
from farmers and sourcing partners, to
our employees and customers.
We know we can’t do this alone. We’re
already working with our key stakeholders on
specific issues, such as Bio Cotton, ZDHC and
Living Wages. We will do more stakeholder
consultation and dialogues in the year ahead,
including a roundtable programme on all
relevant topics to develop truly Sustainable
Products, Supply and Lives.
And so this message is also an ‘Invitation for
Dialogue’ – to join us and share your thinking
via sustainability@canda.com on this Report,
on our Global Sustainability Framework, and
on the issues that you think we need to do
better or differently.
We continue to strive to be among the
leading group of retailers, doing everything
in our power to reverse the present negative
impacts, and find sustainable ways to drive
positive impacts – everyday, everywhere and
together with everyone in our value chain.
We look forward to the dialogue.
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Join us and share your
thinking on this Report,
on our Global Sustainability
Framework, and on the
issues that you think we
need to do better
or differently.
Ingrid Zeegers
Head of Sustainable Business Development
C&A Europe
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Main achievements
2012-2013

We want a more sustainable
fashion industry

In addition to strengthening our strategic approach, we focused
in 2012-2013 on implementing our commitments on sustainable
products, supply and lives, and contributing to multi-stakeholder
initiatives to create a more sustainable fashion industry.

We’re working with experts, communities and our peers to
address the complex environmental and social challenges facing
our sector. Recent examples include new industry standards on
fire and building safety, and on hazardous chemicals.

Sustainable Products
More than 20% of our total collection is made
from sustainable cotton
38% of our cotton products revenue is
Bio Cotton
Commenced trials of chrome-free leather
tanning method
Published our consolidated Product
Commitments
Sustainable Supply
59.5% of orders placed with highest scoring
suppliers in 2013
Strengthened C&A global systems to protect
workers’ rights and safety
Joined the Bangladesh Accord for Fire
and Building Safety
Released our action plan for sustainable
chemicals
Helped shape roadmap for the Zero Discharge
of Hazardous Chemicals initiative
Identified water footprint hotspots for action
in our supply chain
Sustainable Lives
Launched two new Talent Development
programmes and refreshed our Employee
Engagement programme
76% rise in C&A Foundation grants in 2013,
from 2011
7.74% reduction in C&A Europe’s carbon
footprint from 2011 to 2013

38%

of our cotton
products revenue
is Bio Cotton

59.5% 76%
of orders placed
with highest scoring
suppliers in 2013

rise in C&A
Foundation grants
in 2013, from 2011

The apparel sector provides income and jobs
for hundreds of millions of people. At the same
time, well-documented issues associated with
our sector include poor labour standards and
water pollution from wet processing and
dyeing fabrics. The Tazreen fire in November
2012, and the Rana Plaza collapse in April
2013, both in Bangladesh, highlighted the
need to take urgent and significant actions
for worker safety.

Increasing safety for Bangladeshi workers

These challenges are also set against the
context of the global challenges of increasing
stress on natural resources like water and soils,
and climate change.
As a family-owned company, at C&A we
believe in a sustainable fashion industry. This
will take a real shift in practices and attitudes;
systemic change and not business as usual.
To help make this happen, we’re developing
more sustainably sourced products and
working with a wide group of organisations.
Our participation in industry initiatives
includes our active engagement with the
Bangladesh Accord, working with our peers in
the sector, factory owners, and worker
representatives to create better standards on
fire and building safety.
We’re also working with the Sustainable
Apparel Coalition (SAC) on new tools to
evaluate the impacts of facilities, brands and
products. And we’re a member of the Zero
Discharge of Hazardous Chemicals group,
a coalition of brands and retailers that have
made the commitment to eliminate hazardous
chemicals from their production processes
by 2020.
As one of the market leaders for organic
cotton clothing, we work with C&A Foundation
to collaborate closely with growers and
manufacturers. Through partnership with
organisations like CottonConnect and Textile
Exchange, C&A Foundation is helping to
increase critical inputs such as seed and
farmer finance in the context of a global
harvest that declined in 2012 and 2013.

The first International Trade Expo of Building and Fire Safety in Dhaka, February 2014. The event aimed to improve
workplace safety in Bangladesh's ready-made garment sector.

In May 2013, C&A became one of the first
major brands to sign the Accord for Fire
and Building Safety in Bangladesh1, a
legally binding agreement designed to
make all garment factories in Bangladesh
safe workplaces.
The Rana Plaza site housed five garment
factories, occupying eight floors in Sanova,
Bangladesh and supplying products to many
of the world’s leading brands. Catastrophic
structural failures at the complex, where we
had sourced from until 18 months prior to
the tragedy2, led to over 1,100 deaths in
April 2013.
Following the accident, global labour
organisations initiated work with a number of
brands on an agreement to improve fire and
building safety in Bangladesh. The initiative
commits brands to disclosing their business
partners and collectively funding the regular
inspections of sites over five years, as well as
ensuring that any necessary remediation
work is carried out. Signatories commit up to
$500,000 annually to pay for detailed safety
inspections at production facilities, training
for workers and their representatives on fire
and building safety issues, and administration.
A few months earlier, a fire had killed 112
people at Tazreen Fashions, a supplier
producing an order to C&A Brazil. We were

already taking action to improve safety in our
supply network, and the Tazreen and Rana
Plaza incidents deepened our resolve to act
for all of Bangladesh’s garment workers. As
members of the Accord’s steering committee,
we’ve remained closely involved in the
implementation of the initiative and helping
to build support.
More than 180 retailers have now signed
the Accord – an agreement with global
trades unions, IndustriALL3 and UNI Global4,
witnessed by international NGOs5, and
chaired by the International Labour
Organisation6.
By May 2014, the Accord’s Chief Safety
Inspector and his team had inspected more
than 550 factories, identifying structural
failures and poor fire prevention measures in
dozens of sites. Corrective action plans have
been implemented at many of the weaker
factories, and in some cases, sites needed
to be temporarily closed.
The Accord team is now coordinating
with factory managers and workers’
representatives to continue inspections,
remedy problems and conduct training. By
2018, the Accord should have helped save
many lives and ensure that Bangladesh
continues to remain a vibrant source of
ready-made garments for years to come.
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Sustainable fashion: everyday,
everywhere, everyone
Our global sustainability framework sets initial goals to increase
C&A’s positive impact through our products, supply network
and partnerships. In 2015, following further stakeholder
dialogue, we’ll launch our global sustainability strategy.
At C&A, success as a business has always
been explicitly tied to our social purpose.
In 1841, our founders’ vision was to offer
quality ready-to-wear clothing at affordable
prices. Today, we are taking inspiration from
our founders in our sustainability mission:
to provide quality fashion that is affordable
for all and sustainable for people and
the environment.
For the past 25 years, C&A has been involved
in a growing range of responsible business
initiatives and standards. In 1989, we set
up our Environment Working Group and in
1996 established our Code of Conduct for
the supply of merchandise. In 2004, we
started our long-term investment in organic
cotton, and in 2011 we committed to the
Zero Discharge of Hazardous Chemicals
by 2020 initiative.
Now, we want and need to do more. First,
because we see sustainability as an
opportunity to grow our business and to make
sustainable fashion available to everyone.
Sustainability is also a spur to innovation:
for example, enhancing fibre quality so that
clothing, textiles and materials can be recycled
and reprocessed into new fashionable
garments. We are determined to accelerate
new ways of making fashion so that
sustainable fashion becomes the fashionable,
and responsible, choice of our customers.
Second, it is clear that also our stakeholders
– governments, unions, NGOs, customers
and the wider public – expect us to do more
on issues such as workers’ safety, living
wages, raw materials, chemicals and water
stewardship. And this needs to be based
on a strong ethos of collaboration
and transparency.
That’s why in 2013 we began an in-depth
revision of our approach to sustainability.
As a first step, we conducted extensive
research and discussions with all of our
business functions, C&A Foundation and
the C&A Executive Boards.

We see sustainability as
an opportunity to grow
our business and to make
sustainable fashion available
to everyone. Sustainability
is also a spur to innovation
and we are determined
to accelerate new ways
of making fashion so that
sustainable fashion becomes
the fashionable, and
responsible, choice of
our customers.
We then created a global framework on
which to build an ambitious and deliverable
strategy. In the coming months we will be
consulting extensively with our stakeholders
on our overall sustainability approach, specific
issues and goals which we will launch in 2015.
Our global framework has three pillars –
Sustainable Products, Sustainable Supply
and Sustainable Lives. Each has an initial
focus area: Raw Materials, Chemical
Management, and Capability Building
Partnerships. On these issues, we aim to be
leaders in thought and action, so we’ve set
ourselves three initial 2020 goals:
Sustainable Raw Materials: By 2020,
100% of the total cotton we use will be more
sustainable. We will also act upon circular
economy and closed-loop product design.

Sustainable Chemicals Management:
By 2020, we are working towards the goal
for the C&A supply network to achieve zero
discharge of hazardous chemicals and we will
be working in partnerships to give our supply
network access to preferred, safer chemistries
and tools, and capability-building programmes.
Capability-Building for Sustainable Lives: by
2020, we’ll have engaged in open dialogue
with all C&A suppliers on programmes that
improve workers’ livelihoods, secure safer
working conditions and increase suppliers’
productivity.
We’ve also identified the following nine
issues on which we aim to secure our license
to operate and contribute to raising global
standards for our industry. In 2015, we will
add to these with specific goals for our
‘license to operate’ topics and a global
implementation roadmap.
• Sustainable Products: Recycling and
Waste Management; Consumer Education
• Sustainable Supply: Health and Safety;
Labour Practices and Human Rights;
Auditing and Transparency; Water Footprint
• Sustainable Lives: Employee Engagement;
Equal Opportunities; Carbon Footprint.
Increasing our impact with C&A Foundation
C&A Foundation is independent of our
business and our partner in many of our
sustainability initiatives. Its mission is to
support and actively drive initiatives that
transform the way the apparel industry works,
into one in which everyone can thrive.
In 2013, C&A Foundation became a global
entity and also anchored its strategy and
activities on the three pillars of the C&A
global sustainability framework. Within this
framework, C&A Foundation is prioritising
three activities: accelerating the production
of sustainable cotton, enabling the positive
environmental impact of the supply chain,
and empowering people to improve their
livelihoods through better skills and
opportunities. In addition, C&A Foundation
supports humanitarian and disaster relief in
the communities where we operate.

Sustainable raw materials
Zero discharge of hazardous chemicals
Water footprint

Capability building

Auditing and transparency
Equal opportunities
Labour practices and human rights
Health and safety
Waste management
Carbon footprint
Consumer education
Employee engagement
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Dialogue with our
stakeholders
For many years, we’ve engaged in an active and sometimes
challenging dialogue with our stakeholders. This open
exchange of knowledge, opinions and experiences is an
essential component of C&A’s approach to sustainability.
We talk regularly with all of our key stakeholders
– our customers, employees, suppliers, unions
and workers’ representatives, governments,
community representatives and NGOs. Our
dialogues take place via meetings, interviews
and surveys, roundtables and participation in
industry and multi-stakeholder initiatives. We
also engage in dialogue arising from enquiries
from stakeholder groups and individuals.
These dialogues with our stakeholders
frequently lead to collaborations and
partnerships, with ambitious goals. For
example, it was through dialogue with
non-profit organisations on organic cotton
that we initiated a partnership to develop new
methods and innovations in the supply chain
and to launch our Bio Cotton initiative.

Through their commitment
to organic cotton, C&A are
confronting some of the key
issues challenging the textile
industry. We applaud their
leadership and continued
commitment to drive
meaningful change.

The views of our stakeholders are also
shaping our global sustainability strategy,
due to be launched in 2015. During 2013,
we conducted several dialogues with
internal and external stakeholders about
our approach and performance.
While generally complimentary about our
initiatives, our stakeholders felt that our
approach needs to be more systematic
and integrated into our business practices.
We also need to implement more effective
sustainability management systems. These
findings have been reflected in our new
sustainability governance framework.

Our external stakeholders also emphasise the
‘game-changer challenge’ facing the apparel
industry – the need to shift to production
methods that ensure human safety, decent
livelihoods and effective environmental
stewardship. For C&A, a company that tries to
think in generations rather than quarters, our
stakeholders view action and collaboration on
such issues as essential. They also expect us
to be more transparent and open about the
various challenges and opportunities our
industry faces.

As part of our global sustainability framework,
we are still developing our materiality
assessment. We will take this further in the
coming year, to develop a Materiality Matrix
covering all the key issues that we need to act
upon, enhanced and validated by our
stakeholders across the value chain. As an
initial step in this strategic process, we have
undertaken a self-assessment of our
performance, based on our stakeholder
engagement and dialogue during 2012-2013.
This self-assessment, by our global
sustainability strategy development team
in late 2013 and early 2014, is shown in the
accompanying ‘Priority Issues’ matrix.

This shows the 12 priority issues in our
global sustainability framework, and our selfassessment of our performance in the past
two years, informed also by our cross-company
dialogue in preparing this Report. We’ve
assessed ourselves using four ratings: Have to
start; Active but need to accelerate; On track,
making good progress; and Advanced
programmes and performance.
We welcome your feedback about
our initial self-assessment, at
sustainability@canda.com

LaRhea Pepper
Managing Director, Textile Exchange

Priority issues: our self-assessment
Priority issues

Sustainable Products

Sustainable Supply

1. Raw materials

4. Workers’ Health
and Safety

2. Recycling and
3. Consumer
waste management education

Sustainable Lives
5. Labour Practices 6a. Auditing
and Human Rights

6b. Transparency

7. Hazardous
Chemicals

8. Water
Footprint

9. Capabilitybuilding

10. Employee
Engagement

11. Equal
Opportunities

12. Carbon
Footprint

Our selfassessment

Aiming for 2014
the next
2015
level

✔
✔

✔
✔

Key

Have
to start

Have to
accelerate

On track

Advanced

✔

✔

✔
✔

✔

✔

✔

✔

✔

✔

✔

✔
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Our goals

How we work

In our previous Report, we set ourselves six targets for
2012-2013. Here we summarise our progress on these and
set out our 2014-2015 targets as initial elements in building
our global strategic roadmap for 2020 and beyond.

C&A Europe does business with a high level of integrity.
We have robust governance systems, including for
sustainability, and clear policies that apply to our
operations and to how we do business with third parties.

C&A Europe sustainability targets
Sustainable
Product

Sustainable
Supply

Sustainable
Supply

Sustainable
Supply

Sustainable
Lives –
Employees

Sustainable
Lives –
Environment
Sustainable
Lives –
Environment

Strategic issue 2012-2013 target
Organic
A minimum sales
cotton
figure of 60 million
units of certified
organic product

Commentary
2012 85 million units
2013 110 million units

2014-2015 target
Achieve minimum 130 million pieces
of Bio Cotton products in 2014-2015

Continuously grow our total shipment
quantity from A and B-rated suppliers
and strong focus on improvement and
capacity-building with lower-rated
suppliers

Workers’
safety and
human rights
in our supply
network

30% of C&A Europe
business to be placed
with A and B-rated
suppliers, those with
the best social
compliance records

59.5% of orders placed
with our highest scoring
suppliers in 2013

Supplier
performance

15% improvement in
overall compliance with
the C&A Code of
Conduct on the most
serious categories of
non-compliance
compared to 2011-2012

In 2013, we strengthened
our factory audit
procedures, guidelines and
assessment tool to support
robust supplier ratings,
therefore this measurement
became redundant

Chemical
safety

Zero withdrawal of
product from stores
necessary, due to
chemical compliance

Employee
engagement
on
sustainability
CO2 footprint
of C&A
Europe direct
operations
Energy
consumption
of C&A
Europe direct
operations

3% reduction in kg
CO2 per square metre
in 2013 compared to
2011-2012
3% reduction in kWh
per square metre in
2013 compared to
2011-2012
Progress

Product

Achieved

Lives

Implementation of our updated global
Code of Conduct for suppliers
Develop and implement strong
capacity-building programmes to build
a world class sustainable supply chain
Develop and start implementation of
C&A Human Rights policy

One product withdrawal
Further develop sustainable chemical
due to legal non-compliance management strategy and action plan
on chemicals
Two voluntary product
withdrawals due to noncompliance with C&A
Restricted Substances List
(New goal) Inform all our employees on
sustainability at three to four key
communication moments

Key: Framework pillar

Supply

Progress

In progress Not achieved

Create a fully operational ambassadors
network and programme
Achieved 7.74% reduction in Update on carbon footprint strategy
2013 compared to 2011
and plan to be developed in 2015

Achieved 8% reduction
in 2013 compared to
2011-2012

Update on energy management strategy
and plan to be developed in 2015

Working with integrity
We have a clear Code of Conduct that
applies to all operations and employees of
C&A Europe, and to how we do business
with external parties. We also have multiple
procedures in place across all business
units to reduce risk in relation to corruption.
This includes, but is not limited to, clear
segregation of duties to ensure at least
a ‘Four eye principle’ is applied to high
risk transactions, continuous integrity
training in different departments, and our
confidential whistle-blowing channel ‘the
Fairness Channel’.
This mechanism is publicised within C&A for
the reporting of misconduct, including bribery,
fraud, discrimination, harassment, bullying or
other criminal or unacceptable behaviour that
goes against our company’s values and
principles, or breaches the law.
We also operate a continuous internal audit
programme to review all business units to
discover and minimise any corruption risks
that may exist. In some areas, this is supported
through third-party auditors, for example: in
each of the overseas sourcing offices. Deloitte
completes two to four internal audits annually.
All fraud incidents are taken extremely
seriously and are investigated to the fullest
degree. Examples of remedial actions in the
past year range from developing action plans,
together with our suppliers, to termination of
suppliers and involved employees.

Achieving goals together
The European Executive Board (EEB) holds
the final responsibility for C&A Europe’s
sustainability programme and supervises
on scope, objectives and content. The
EEB works with a dedicated Sustainability
Committee to ensure consistent
implementation guidance of C&A Europe’s
sustainability programme as well as
appropriate performance management.
C&A Europe’s Sustainability Committee
is chaired by selected members of the
European Executive Board and comprises
representatives from key functions across
the company. The Sustainability Committee
is scheduled to meet quarterly to review
performance of the sustainability programme
and prepare relevant recommendations
to the EEB.
The Sustainable Business Development
department (SBD) oversees all sustainability
activities across C&A Europe’s organisation.
Key tasks for SBD include the coordination
of C&A Europe’s initiatives on sustainable
raw materials, chemicals management, water
stewardship and carbon footprint. The SBD
department works closely with C&A Europe’s
Sustainable Supply Chain (SSC) team, C&A
Foundation, Corporate Communications
and External Relations, all of whom lead
delivery of specific components of our
sustainability framework.
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The C&A Fairness
Channel is an autonomous
mechanism for making
direct contact with the
top management of C&A
Europe, in confidence
and at any time.
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We’re building on our experience and leading
role in organic cotton to apply sustainability
practice across all raw materials. We share
our knowledge across the sector, helping to
develop a more sustainable fashion industry.
And we’re acting upon circular economy and
closed-loop product design.

Highlights for 2012 and 2013 include:
•	Being named the world’s biggest retailer
of organic cotton in 2012
•	Implementing rigorous product quality and
safety standards beyond legal requirements
•	Working on the Higg 2.0 Index with the
Sustainable Apparel Coalition
•	Strengthening our raw materials policies,
published as our Product Commitments
(in April 2014).

Sustainable products

15

Our 2020 target:

100%

of the total cotton we use
will be more sustainable.

everyday
We aim for durable, quality products, made using materials
and production processes that protect natural resources
and are safe for people.
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Bio Cotton – taking
organic mainstream

Growing the organic market
We are working hard to grow supplies of
organic cotton, increase momentum and
ensure sustainability. In April 2014, we
issued a call to action to other brands
to join us in this effort.
Grow more: We’re working with
organisations like CottonConnect
and C&A Foundation to motivate and
help farmers transition to organic.

C&A is one of the world’s largest retailers of organic cotton
apparel through our Bio Cotton range. Organic cotton
delivers substantial economic and environmental benefits
but represents less than 1% of the world’s total annual crop.
The challenges in cotton farming
The drive to always grow more cotton
has resulted in intense farming; involving
mono-cropping, increased reliance on
synthetic agro-chemicals, use of genetically
modified seeds, etc. As a result, farmers’
health has been impacted, soils weakened,
greenhouse gas emissions7 increased and
scarce supplies of water8 polluted. In addition
to these challenges, it also made farming
communities much more vulnerable to price
fluctuation and changing weather patterns.

Why is organic
cotton better for
the environment?
Organic cotton
generates income
and jobs while
reducing negative
impacts on the
environment.
No GM seeds: Increasing
global use of genetically
modified (GM) cotton
seeds9, is creating
long-term complications
through animal and plant
pest resistance, and
contamination of
organic stocks.

93%

of cotton harvested
in India is grown with
GM seeds10.

Organic: Better for people and the planet
Organic cotton, the raw material we use in our
Bio Cotton range, performs just like conventional
cotton, but has considerably less environmental
impacts. Farmers cultivate organic cotton
without synthetic agro-chemicals or genetically
modified seeds. It is grown as part of a diverse
and balanced farming ecosystem, where
organic seeds, fertilisers and pesticides are used
rather than synthetic inputs. It hence protects
natural resources, reduces health risks, and
provides more income diversity and food
security to the farming communities.

Water: Around 70 to
80% of organic cotton
production is rain-fed
rather than irrigated,
resulting in a lower water
footprint. Water quality
is also maintained by
eradication of synthetic
chemicals, which are
known to contaminate or
cause salinisation of both
surface and groundwater.
Organic cotton farming
can create up to 80%
less water pollution11.

Taking Bio Cotton to everyone
C&A has been using Bio Cotton since 2004.
Now, Bio Cotton represents 38% of our
total cotton sales and is a key focus for our
mainstream cotton sourcing operation. We sold
110 million organic products in 2013, all certified
to Organic Content Standard (OCS) or Global
Organic Textile Standard (GOTS) and we’re
committed to growing the share of Bio Cotton
products in our collection. To bring Bio Cotton
to everyone, we do not pass the extra cost to
our consumer, but retail it at the same price as
conventional products.
Crop rotation: To comply
with organic systems,
farmers will rotate crops,
creating a diverse and
self stabilising farming
ecosystem which results
in increased biodiversity
and soil fertility.
Greenhouse gas
emissions: No synthetic
agro-chemicals needed,
reducing pollution and
Nitrous oxide (N2O)
emissions caused in
their production and use
in the fields.

300x

No toxic chemicals:
Synthetic agro-chemicals
can increase emissions
and cause pollution to
water reserves and soils.
Pesticides in non-organic
systems adversely affect
wildlife, groundwater and
rivers, and human health.
Conventional cotton
uses 10% of the world’s
insecticides12 and affects
wildlife, groundwater and
rivers, and human health13.
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Healthy soils: Plant
matter is retained in
the ground, soaking
up carbon dioxide and
creating more robust
soils. Increased organic
matter retains more water
and increases presence
of useful minerals.

Make more: We are also working closely
with our manufacturing partners to establish
reliable supply chains. In India, where most
organic cotton is grown, manufacturers are
teaming up with farming groups establishing
long-term and stable relationships; bringing
in more security.
Sell more: As a leading retailer of organic
cotton, our experience demonstrates that
it is possible for companies to successfully
integrate organic cotton in their collection.
We want to influence others to join us, so
demand for organic cotton increases globally.
Wear more: Finally, it is critical that we engage
our customers on this journey, so they become
more aware of the positive impact they can
make through their purchasing choices.

What are the social and
economic benefits of
organic cotton?
Organic enables the
retailer and consumer
to directly improve the
lives of the people in
the supply network.
Human rights: Organic
agriculture is based on the
principles of health, ecology,
fairness and care.
Ultimately helping farmers
and their families improve
their livelihoods and lives14.

17

Our partners in Bio Cotton
C&A Foundation’s aspiration
is an apparel industry in which
everyone touched by it, from
farmer to consumer, can thrive.
To achieve this, C&A Foundation drives and
supports long-term initiatives that help
transform the way the industry works.
www.candafoundation.org
CottonConnect for-profit
social enterprise, working at
scale, helping brands and
retailers to build capacity and sustainable
value chains around the world.
www.cottonconnect.org
TextileExchange influential
non-profit organisation (NPO)
dedicated to accelerating
sustainable practices in the textile industry.
Helped organic market grow from $240 million
to $8.9 billion (2012) in 10 years.
www.textileexchange.com
Water Footprint Network
NPO promoting the transition
towards sustainable, efficient, and equitable
use of water worldwide. Pioneering the use
of water footprint and assessments.
www.waterfootprintnetwork.org

2012-2013 highlights

30%

38%

In 2012, we became the world’s biggest
retailer of organic cotton garments, selling
85 million pieces – 30% of our total cotton
revenue. In 2013, we reached 38%.

‘Most trusted’
In 2012 and 2013, we received ‘most trusted
brand’ award in Germany. In 2012, we were
named ‘Future Shaper’, and in 2013, ‘Integrity
Champion’, by Textile Exchange.

Global leader
Named No.1 in 2012, and No.2 in 2013, in
Textile Exchange’s global market rating
for organic cotton.

For more information on the work we
are doing on organic cotton, visit our
Bio Cotton pages:
www.canda.com/biocotton

Health and safety: By removing
the use of toxic chemicals,
the health and safety for the
farmers and their communities is
improved. In addition, they benefit
from better food security through
improved variety and quality.

Training and support: To
attain organic certification,
farmers learn how to manage
their farms more effectively.

214,905
organic cotton farmers
worldwide15.

N2O has a 300 times
more potent greenhouse
gas effect than CO2.

Customer relationships:
Growers, manufacturers and
buyers can establish long-term
relationships with improved
quality and stability in the
supply chain.

18

countries growing
organic cotton16.

Income security: Farmers can
reduce costs of production by
relying on on-farm resources
rather than expensive external
input. In addition, crop rotation
creates new revenue streams
to protect them against market
instability or failed harvest.

US$6.2bn
value of the organic
cotton market17.
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Committed to sustainable
raw materials

Working with the Sustainable
Apparel Coalition

We’re working hard to build on our leadership position
in organic cotton by establishing more sources of
sustainable materials.

This collaboration harnesses the industry’s best knowledge
to make it easier to produce clothing, footwear and home
textiles that have a positive impact for the environment
and communities.

We’re constantly working to increase our
sources of more sustainable materials, with
a clear set of C&A requirements. As well
as pursuing new and reliable supplies, we
closely monitor ethical and environmental
issues, acting swiftly on concerns such as
angora and cotton.
In 2013, we reviewed our approach to
individual raw materials and consolidated
them into our Product Commitments, which
we published in April 2014. We’re now starting
to review and evaluate our approach to
verification of sources for more sustainable
raw materials.
Our Product Commitments are posted
online at www.canda.com/
productcommitments

Angora
We no longer
purchase angora.
Previously used in
a limited selection
of our product.
We took action in
December 2013,
following reports of
cruelty to rabbits in
supplier countries,
including China18.

Cotton
In addition to our
Bio Cotton initiatives,
we’re working with
organisations like
CottonConnect
to establish more
sustainable sources of
non-organic cotton
through initiatives
such as Responsible
Environment
Enhanced Livelihoods
(REEL) in India, China
and Pakistan.
In 2008, we decided
we do not source
cotton from
Uzbekistan, following
the uncovering of
forced labour on that
country’s farms.

Leather and skins
We allow only raw
material from animals
reared for meat
production such as
cows, buffalo and pigs.
We don’t accept
exotic animal skins
such as snake, ostrich
and crocodile in our
products.
We don’t accept
the use of any skin
and leather from
endangered species
and exotic animals,
defined by Convention
on International Trade
in Endangered
Species of Wild Flora
and Fauna (CITES)19
and International
Union for Conservation
of Nature (IUCN)20.

Down and feathers
We only use down
and feathers which
are by-products of
the food industry.
We have banned
the live-plucking
of feathers for
our products.
We don’t accept
down and feathers
of any endangered
species21.

Wool, hair and fur
We’re active members
of the International
Working Group
convened by Textiles
Exchange to develop
an effective global
wool standard to,
among other goals,
end harmful practices
such as mulesing22.
We don’t accept any
real fur being used to
make our products.
We don’t accept
products made
with the hair of
endangered species
in our ranges.

C&A joined the Sustainable Apparel Coalition
(SAC) as a Founding Member in January
2011, and has played an active role in the
development of the Higg Index. With its scale
and expertise, the SAC’s influential group of
brands, retailers, manufacturers, government,
non-governmental organisations and
academic experts is a unique collaboration.
Its members produced around 40% of global
apparel and footwear products sold in 2013.
Supporting the SAC’s development
of the Higg Index 2.0
In December 2013, the Sustainable Apparel
Coalition released the new Higg Index 2.0
tools. It distils the knowledge and expertise
from a number of organisations, gathered
over many years in the industry. The result is
a web-based assessment platform combining
the best environmental and social knowledge
from across the apparel and footwear sectors
that is both accessible and shareable.

Michiel van Yperen,
Senior Project Manager, Textile Industry
CSR Netherlands
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Number of SAC manufacturers

41
A key component of the Higg Index 2.0 is
the Material Sustainability Index (MSI).
This is designed to engage and support
product teams during the design process
to select materials that perform better for
the environment.

The development of the Index created a
single, unified platform that standardises both
environmental and social impact measurement,
enabling best practice to be shared more
easily within the industry.
To learn more about the Higg Index 2.0
and the work of the Sustainable
Apparel Coalition visit:
www.apparelcoalition.org

Natalie Ostrowski,
Trainee Production Manager, C&A Belgium

• Co-chairing the social and labour working
group and contributing to working groups on
Higg Index adoption, the development of the
Brand Module, and on European Union policy
• Being a member of the Index Development
Council during the Higg Index 2.0 development
• Supporting SAC strategic planning to 2020
• Conducting pilot tests in-house for footwear
and apparel
• Attending all bi-annual Full Member meetings.

Number of SAC retailers

Number of SAC brands

The MSI can help us to
make better material
choices. As part of my
trainee project, I assessed
the feasibility of new
materials for denim.
The MSI gave me a good
overview of, for example,
the water and chemical
impact of recycled versus
virgin polyester;
or organic versus
conventional cotton.

C&A has been very involved and supported
the development of the Higg Index 2.0 and
SAC in the following ways:

It’s about time that the
CSR efforts of C&A become
more appreciated and
visible. Not only because
they are one of the biggest
purchaser/retailer in
Bio Cotton, but also because
they make efforts to reuse
the Bio Cotton.

Environmental assessments
and materials selection

A list of members can be found here:
www.apparelcoalition.org/
current-members

Global apparel and footwear sold in 2013

40%

by members of the Sustainable Apparel
Coalition
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Engaging our customers

Product quality and safety

Our customers value C&A helping them to make better purchasing
decisions for communities and the environment. Communicating
this activity increases the reach and impact of our sustainability
initiatives and connects us more closely to our customers.

For us, product quality and safety are paramount, and our
own standards always match or exceed legal requirements.
We also contribute regularly to industry initiatives to drive
awareness and performance across the clothing sector.

Design Challenge 14 – look into the past
to reimagine the future
We believe that the sustainability of a
product and its materials is fundamental to
good design. This year we invited a series
of up-and-coming designers to rethink
a selection of our heritage garments
using modern environmental and
ethical techniques. The Design
Challenge competition featured
eight designers from our key
markets of Austria, Belgium,
France, Germany, Poland,
Spain, The Netherlands
and Turkey.

Women’s Bio Cotton t-shirts – reinforcing
quality through organic
Organic cotton plays a key role in our goal to
offer high quality clothing at affordable prices.
In 2014, we launched an in-store and online
campaign about our women’s t-shirts, to
highlight the fact that these versatile
classics are manufactured using our
certified Bio Cotton and are resistant to
fading and shrinkage.
The campaign had strong take up. The
message is simple – our clothes are good
quality, great value and better for the planet
than conventional cotton garments. Our
success with Bio Cotton demonstrates the
commercial value of encouraging our
customers’ desire for more sustainable
choices. These organic items sell consistently
well and hold their value for longer than
conventional equivalents.

Using social media
channels such as
YouTube and Facebook,
we then invited our
customers to vote
for their favourite
designs. Competition
entries included a
hand-printed silk shift
dress and bonnet from
Belgium’s Katrien Van
Hecke, a customisable dress
incorporating zips from France’s
Claudine Ivari, and the winning
entry from Michael Hekmat from
Poland – a beautiful jacket made
from a sustainable blend of raffia
and yuta fabrics.
To further embed sustainability
thinking internally, we also ran a
parallel internal campaign for our
own in-house designers.
Externally, we launched our sustainable
design competition and inspirational
workshops involving designers,
bloggers and other key influencers, to
bring the sustainability story to life.

Quality Assurance – a dedicated team
Our Quality and Safety Management (QSM)
team has oversight of all safety and quality
matters, checking physical, chemical and
mechanical characteristics of our products.
The team is also responsible for raising
awareness of issues with suppliers and internal
teams, and liaising with external organisations.
Our assurance process
QSM operates a rigorous quality assurance
process to minimise any risks arising from
the safety and chemical performance of our
products. Working with nominated external
laboratories such as SGS, Bureau Veritas and
Intertek, the QSM team assesses many stages
of the supply network. This includes the
manufacturing of finished goods through
to random testing in stores. Our process
has three phases: sampling inspections,
quality conformity checks, and structured
quality checks.
C&A Restricted Substances List – an
evolving resource
Our restricted substances list (RSL-Policy) is
a key component of our systems for ensuring
product safety and product responsibility.
We also have product safety requirements
that meet and, for some products, exceed
European guidelines.
As well as detailing hazardous substances
restrictions for C&A products, our RSL-Policy
sets out specific handling and testing methods
to ensure accurate results, helping to increase
the safety of workers and inspectors.
We update our RSL-Policy on a regular basis,
working with external partners like
laboratories, institutions and NGOs to add
new substances identified in research.
	Our latest RSL may be downloaded
here: www.canda.com/rsl

Elimination of PFCs from our products
Previously, our RSL-Policy listed two perand poly-fluorochemicals (PFCs). During
2013, we committed to eliminate the use of all
per- and poly-fluorochemicals (PFCs) from
all C&A products that we sell, by no later than
1 January 2015.
Garment manufacturers apply PFCs to
garments to repel liquids and stains. However,
research by organisations such as the US
Environmental Protection Agency has
indicated a link between PFCs and damage to
both human health and wildlife. The chemicals
bio-accumulate in the bodies of humans and
animals, and this has been linked to hormone
disruption and subsequent problems with the
reproductive and immune systems, along with
developmental issues.
Results of recent testing
We have continued to build our testing regime,
conducting checks for the following issues:
2012

2013

Harmful substances

210,357

223,420

Physical properties

218,412

233,935

Total checks

449, 869 472,355

These figures included 93,710 shipments in
2012, and 81,729 in 2013, at our processing
and inspection sites. Deliveries were checked
on chemical compliance with intensive random
sampling. In 2012, 64,228 products and, in
2013, 52,117 products, also underwent safety
deficiency tests.
Outstanding products, verified by experts
In 2013, 29.1% of our range achieved the
Oeko-Tex Standard 10023 rating, with a score
of 30.1% in 2012. The standard verifies that
garments have undergone a rigorous process
to test for harmful chemicals. We have strict
controls on fixing agents, dyes and
impregnating agents used to make clothes
more durable or flexible for all our ranges.

Chrome-free leather tanning

In 2012, C&A began the conversion of the
leather supply chain from chrome tanned
leather to non-chrome tanned leather.
This process involves the use of synthetic
or vegetable based tanning agents which
replace the conventional chrome based
tanning chemistry.
Chrome based tanning requires the use of
a specific substance (chrome lll) which after
the completion of the tanning process may
oxidise in certain conditions such as heat,
light and humidity, into chrome Vl. A new EU
limit for Chrome VI, of 3mg/kg, comes into
effect in January 2015 (previously Chrome
VI was statutorily limited for Germany only).
C&A has invested in this process (already
widely used in the motor car industry)
in order to maintain the same quality,
performance and hand feel of the leather,
whilst avoiding any potential negative impact
on human health.
All leather products delivered to C&A stores
from October 2014 onwards are made from
leather that has been processed in tanneries
that have been audited by C&A on their
capacity to produce good quality chrome
free tanned leather.
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Our new Sustainable Supply Chain strategy
focuses on operating openly with our suppliers
and production units, enabling them to move
from auditing compliance to taking action on
social and environmental issues. Managing
these challenges together, we aim to create a
resilient, profitable business for the long term.

Highlights for 2012 and 2013 include:
•	Launched the new C&A Sustainable Supply
Chain strategy and team
• Strengthened our safety policies, following
the Tazreen Fashions fire
• Joined the Bangladesh Accord for Fire and
Building Safety
• Released our action plan for sustainable
chemicals
• Joined and helped shape roadmap for the
Zero Discharge of Hazardous Chemicals
initiative
• Assessed the water footprint hotspots in our
supply network
• Active partner in the Partnership for Cleaner
Textiles (PaCT) and the Better Mill Initiative.

Sustainable supply
We want to create a responsible and transparent supply
network that makes a positive contribution to social, economic
and environmental development wherever we source products.

23

Our 2020 target:

Zero

discharge of hazardous chemicals from
production facilities, and robust partnerships
to implement sustainable chemicals
management.
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Delivering for
workers’ safety

After Tazreen
On 24 November 2012, a fire swept through the
Tazreen Fashions' factory in Dhaka, Bangladesh,
eventually killing 112 people. C&A Brazil was a
customer of the factory, and we were shocked
and saddened by this tragic event.

In early 2012, we began overhauling our supply network
strategy, policies and practices – a process that we
accelerated following the devastating fire at the
Tazreen Fashions’ factory, Bangladesh, that November.
Our new Sustainable Supply Chain
programme
In 2013, we initiated our new approach
to sourcing, fully integrating social
considerations into the process. Our new
Sustainable Supply Chain (SSC) team
integrates the responsibilities of C&A Sourcing
with the audit work previously carried out by
the independent Service Organisation for
Compliance and Audit Management (SOCAM).
The SSC team’s strategy is to collaborate with
suppliers and production units, working with
full operational transparency to significantly
increase standards by 2016. To help both
buyers and suppliers, we’ve established an
integrated scorecard that rates and selects

our suppliers on their labour compliance as
well as price, quality and on-time delivery.
Using the SSC approach, we were able to
double our orders for higher scoring suppliers
from 29.4% of goods shipped from A and B
suppliers in 2012, to 59.5% in 2013. And
with suppliers now winning extra business
for strong performance in ethical issues,
communication between C&A and suppliers
is also improving significantly.
During 2014, we have reviewed our Global
Code of Conduct to clarify our commitment
to social and environmental performance in
our supply network. The refreshed Code will
be finalised and published at the latest 2015.

Helping our suppliers to make work safe
Supplier countries
We have suppliers in 40 different countries,
although of these five produce 78% of our products
China

27%

Bangladesh

26%
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We are also developing a global Human Rights
policy, to commence implementation across
our operations and supply network in 2015.
In 2013, C&A became a signatory to the
Bangladesh Accord for Fire and Building
Safety. In addition to our participation in the
Accord’s auditing programme, and serving
on the Accord’s steering committee, we’re
sharing our experience of working in this
region with the buyers and suppliers of the
Accord’s community. We’re fully behind the
initiative, applying its standards in Bangladesh
and our own Code of Conduct, which
complements the Accord’s requirements,
across our supply network.

Supplier workers
All of our supplier workers are covered by risk
assessments and inspections.
Cambodia Turkey India

10%

8% 7%

Total number of supplier workers of around

700,000

We responded with an immediate and
multi-year humanitarian programme, funded
by C&A Foundation, to provide financial
assistance and support to help individuals
and the community recover. Working in
partnership with Caritas24, a leading welfare
organisation, the first action was to provide
support to families who had suffered a loss.
The programme is also providing funds to
cover salaries and rent, together with medical
and psychological support for the 104 injured.
For survivors wishing to leave the garment
sector, there is funding for vocational training.
C&A Foundation is providing monthly
payments to the accounts of the 90 children
who lost parents in the fire, as well as financial
support to their guardians. The Foundation is
further partnering with Fung Foundation to
set up a trust fund accessible for these
children once they turn 18 years of age. Also,
60 non-child dependants of victims receive
financial support. Through this multi-year
programme, we and C&A Foundation want to
ensure that the survivors and the dependants
of the victims can recover and live full lives.

Fire and building assessments in Bangladesh
We’re working closely with our supplier
partners to ensure that we can continue to
maintain effective fire and safety standards.
Our own Fire & Building safety programme,
conducted with safety specialists, Bureau
Veritas, examines all of our production units in
Bangladesh. This work is aligned to the Accord
for Fire and Building Safety in Bangladesh.
In addition to assessing fire safety, Bureau
Veritas also conducts fire safety training
to help build local capacity and awareness
to respond quickly and safely to fires.
Results up to August 2014:
PRELIMINARY ONE-DAY CHECKS: All
supplier and third-party production units
(PUs) were audited to identify high-risk
buildings and priorities for the full audit
programme. All new PUs will now receive
preliminary assessments.
COMPREHENSIVE TWO TO THREE-WEEK
AUDITS: detailed assessment of electrical
safety, structural safety, and worker training
for all factories. Following the assessment,
the factory agrees to a Corrective Action Plan
of between 30 and 180 days.
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Preliminary checks in Bangladesh

236

production units checked in 2013
Comprehensive audits

172

production units audited to 1 September 2014

44

production units fully audited under
Bangladesh Accord

105

remaining number of production units
declared to the Accord and auditing
in process

Number of actions taken to improve safety, 2012-2013

Evacuation procedures
(in 407 sites)

421

Fire safety
(in 838 sites)

936

Chemical safety
(in 663 sites)

796

Number of sites inspected
between 2008-2013

11,518

Corporate Responsibility Report 2014
Sustainable supply everywhere

Protecting workers’ rights

Partnerships for workers’ rights
C&A and C&A Foundation are working
together in partnership with NGOs and
industry platforms to increase supply chain
transparency and improve livelihoods and
rights for apparel industry workers in our
supply network. C&A Foundation funds and
initiates scalable pilot projects, drawing on
expertise within C&A and external partners
to drive change through collaboration and
knowledge-sharing.

Upholding workers’ rights is the right thing to do, and it’s
also vital in enabling a sustainable supply network for the
long term. We expect fair wages, manageable working hours,
and access to collective representation for all.
C&A doesn’t own any factories or production
units, but we can make a positive impact in
the many lives of the people who make our
products and increase productivity. With over
600 suppliers in 40 countries we have a
direct influence on the working lives and
prospects of around 700,000 people. Key is to
find suppliers who share our values and work
with them collaboratively to raise standards
and develop a genuinely sustainable source
of products.
As a minimum, we will expect our supply
partners to be able to fulfil and agree in writing
to the C&A Code of Conduct and accept the
Supporting Guidelines. Every new supplier is
also audited, either by our own Sustainable
Supply Chain team or by independent experts
on our behalf. As set out in the Supporting
Guidelines, we look for partners who provide
free employment, lawful contracts and uphold
the freedom of association and the right to
collective bargaining of their workers. We also
want companies who follow our guidelines
to prevent child labour, inadequate wages
and benefits, excessive working hours,
discrimination, irregular employment, inhuman
treatment and poor business practice.
Around 78% of our products are manufactured
by people living in China, Bangladesh,
Cambodia, Turkey and India – countries
where workers’ rights are not always
upheld effectively.

IndustriALL is appreciative
of the leadership role
that C&A has played in
the steering committee
of the Accord. C&A has
clearly recognised how
working cooperatively with
trade unions is enabling
entrenched supply chain
problems such as worker
health and safety to be
successfully addressed. We
look forward to continuing
to work with C&A to change
employment practices in
garment factories around
the world towards improved
pay and conditions for
workers and a more
sustainable industry.
Jenny Holdcroft,
Policy Director, IndustriALL Global Union

It’s therefore vital that our internal sourcing
teams, who operate locally in these key
markets and procure our products, receive
sufficient training to play their part in
reducing risks.
Through collaboration and positive incentives,
we have established trusting relationships
with many of our suppliers, 40% of whom
have been working with us for 10 years or
more. This has led to improved working
conditions and a new awareness of their rights
for many of the people in our supply network.
Problems still arise and, when they do, our
strategy is to work transparently with
suppliers and production units to identify
and remediate problems openly through
dialogue and collaboration.
We recognise that there are opportunities to
do more. We work with a number of NGOs and
industry platforms to share knowledge and
benchmark our performance. These include the
Global Social Compliance Programme, in which
C&A contributed to the work of the expert task
force developing auditing best practice; and the
Ethical Trading Initiative, which we joined in
2011, and with whom we complete annual
reports with assessments of our production
units’ social performance and are currently
rated as ‘Achiever’.
Together with other brands and retailers, we
will increasingly reach out to local regulators to
deepen the impacts of ideas that we, and our
competitors, champion.

The clothing industry is one of the world’s largest, providing jobs and income for millions of people,
and generating annual revenues of around €2.2 trillion

€2.2,
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For example, in November 2013, we and
C&A Foundation joined forces with Textile
Exchange, CottonConnect and a small
group of retailers to accelerate organic
cotton production. This Organic Cotton
Accelerator will work globally to address the
key constraints to organic cotton production
and better link producers to the market. C&A
Foundation is the founding funder of the
two-year incubation phase and the chair
of the initiative’s steering committee.

27

Measuring social performance
To track our progress and that of our suppliers
and production units, we annually assess our
supply chain on social performance. Since
2011, we have aimed for at least 30% of C&A
orders to be placed with ‘A’ or ‘B’ rated
businesses – i.e. the most socially compliant.
In 2012, this was the case with 29.4% of
orders, rising to 59.5% in 2013.

In 2011, we also set a goal to seek a 15%
annual improvement in overall compliance
for the most serious failures against the
C&A Code of Conduct. However, this
target became redundant as in 2013
we strengthened our factory audit
procedures, guidelines and assessment
tool to support robust supplier ratings.

Percentage of orders placed with our A + B rated suppliers
29.4%

59.5%

2012

2013

Partnerships to promote living wages
In June 2014, C&A signed, with a group of
retailers and brands, the ‘Brands’ Enabling
Principles on Wages in Supply Chains’. The
enabling principles aim to provide clarity on
concepts, roles and responsibilities of all
parties to achieve a wage that meets workers’
basic needs, includes some discretionary
income, and is negotiated through a fair
process. We are now working with
stakeholders such as the global union,
IndustriALL, to build on these principles.
In Bangladesh, as part of efforts to advance
and promote human rights and living wages
throughout the industry, C&A Foundation has
also embarked on several key initiatives.
These include: A collaborative pilot initiative
with the Awaj Foundation and Impactt, which
helps women understand their rights and build
leadership skills. And partnering with The
Hague Institute for the Internationalisation of
Law (HiiL), a leader in justice innovations, to
identify and support new ways to create more
transparency and fairness in wages.

,

,
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Acting to eliminate
hazardous chemicals

Our Chemicals Action Plan

We’re committed to providing customers with clothing embodying
the highest standards for the environment and human safety. We’re
implementing our own ambitious action plan and the apparel sector
initiative for Zero Discharge of Hazardous Chemicals (ZDHC).

C&A doesn’t own any production facilities, but we’re using our
influence and knowledge to refine the use of chemicals – a key
focus of our work in 2012 and 2013.

In 2011, we developed our first sustainable
chemical management commitment and
action plan. Later that year we were amongst
the first members of the new garment and
footwear coalition with the ambitious target
of ZDHC. Three years later this growing
collaboration of brands, retailers, NGOs and
chemical companies has grown significantly
to help meet this commitment and develop
a roadmap to get there.

We’ve set ourselves the goal that, by 2020,
our supply network will produce zero
discharge of hazardous chemicals. To do
this, we’ll have established partnerships to
allow our supply network to have access to
preferred, safer chemistries and tools, and
capability programmes to eliminate the use
of hazardous chemicals completely.

1. Setting out the business case for acting
responsibly for the environment and
communities on hazardous chemicals

We are setting out the following steps to meet
these commitments:

4. Partnering with chemical suppliers,
manufacturing partners, and wet processors
to increase availability of alternatives to
hazardous chemicals.

Significant progress towards ZDHC
In 2012 and 2013, the ZDHC marked
significant progress, with C&A actively
working together with the other ZDHC
members for the following activities
and results:
• Increased membership
• An updated joint roadmap
• Completion of a benchmarking study on
current wastewater discharge and future
phase-out activities in the supply chain
• Development of a prioritisation framework
to assess hazardous substances for
further action
• Research on right-to-know chemical
disclosure methodologies, including Pollutant
Release and Transfer Registers (PRTR)
• Nearly 30 presentations at key global
chemical management and textile
conferences, including co-hosting a
stakeholder meeting on hazardous chemicals
in Beijing with the China National Textile and
Apparel Council (CNTAC)
• Development of a chemicals management
training curriculum
• Development of a generic environmental
audit protocol for suppliers, and
• Development of a landmark Manufacturing
Restricted Substances List (MRSL).
The overall approach is to provide transparent,
tangible progress in collaboration with the
best scientific knowledge from multiple
stakeholders throughout the value chain.

From an original group of five signatory
brands, the ZDHC membership, as of June
2014, includes 18 of the world’s leading
clothing and footwear brands: adidas,
Benetton, Burberry, C&A, Esprit, Gap,
G-Star Raw, H&M, Inditex, Jack Wolfskin,
Lbrands, Levi Strauss, Li Ning, M&S, New
Balance, NIKE, PUMA and PVH.
The Group seeks advice and information from a
wide range of experts including: textile industry
suppliers and associations; government
agencies and NGOs in Asia, Europe and the
United States; international development
organisations; and the chemical industry.

The latest updates to the plan, known as the
‘ZDHC Joint Roadmap Version 2’, include an
overview of the guiding principles and strategy
for a shared vision by 2020, as well as a guide
to our key activities creating traction in the
industry. Launched in June 2013, the Joint
Roadmap also presents a new management
system framework consisting of seven
workstreams to help organise and plan
our progress.
For more information on progress
towards ZDHC, please visit:
www.roadmaptozero.com

2. Increasing transparency in C&A’s
supply chain
3. Training C&A’s manufacturing and wet
processing partners in chemicals management
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Our key activities in 2012-2013 included:
•	Successfully testing three PFC-free water
repellent agents from three chemical
suppliers at three production units in China
• Testing a methodology to eliminate
alkylphenol ethoxylates25 (APEOs) at two
fabric mills in India, together with a local
textile expert consultancy
• Working with, and training, a vertically
integrated Bangladesh supplier, together with
a chemical company, to optimise its chemical
inventory and chemical management system,
while documenting its wastewater effluent
and product quality
• Working with the Better Mill Initiative in China
and Partnership for Clean Textiles (PaCT) in
Bangladesh to help textiles wet processing
plants to improve their environmental
footprints, including chemical discharge.
Recognition for our environmental
performance in China
In July 2014, C&A was ranked 4th among 147
global brands and 3rd among 50 apparel
brands, in the Corporate Information
Transparency Index (CITI), developed by the
China-based Institute of Public and
Environmental Affairs (IPE) and the
U.S.-based Natural Resources Defense
Council (NRDC), to measure a company’s
performance in managing the environmental
impacts of factories in their supply chains in
China. The CITI Report says that C&A
“… demonstrated outstanding effort in
extending green supply chain practices.
They actively tracked chemical suppliers and
actively pushed them to develop corrective
actions for their pollution problems.”
For further detail on our action plan please
see www.canda.com/sustainability

Improving our
water profile

Water Footprint Network – measuring
impacts
To understand our water impacts and
develop an effective response, C&A and
C&A Foundation commissioned the Water
Footprint Network27 (WFN) to conduct a
Water Footprint Assessment of our supply
chain. This pioneering work for our sector
focused on the impacts of cotton production
and wet processing, where most of our water
use occurs.
Based on 2011 figures, the study showed
a total water footprint associated with
manufacturing of our products of between
5.7 and 9.7 billion cubic metres a year. In 2013,
we published the study, which also showed a
high variation in the water footprint between
regions, depending on the techniques
and technologies used in cultivation and
wet processing.

Many of C&A’s water
projects owe their success
to the effective way in which
the company managed to
engage directly with its
suppliers, coupled with the
overarching commitment to
sustainable sourcing at the
highest level of the company.
Ruth Matthews
Executive Director of Water Footprint Network

C&A has, in the past few
years, taken big steps to
further build their approach
towards environmental
sustainability, strengthening
their in-house expertise
and taking an active part in
leading collaborative efforts
in the industry. Another
important step is to keep
strengthening supply chain
knowledge and relationships,
also beyond direct suppliers.

x5
It takes 2,600 litres
of water to grow the
cotton raw material
needed for a single
t-shirt.
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Drip irrigation
technology, which
we’re piloting, can
increase yields
by 30%.

Conventional
cotton production
can create up to
five times more
water pollution than
organic farming.

Water resources are under pressure from expanding
populations, changing consumption patterns and poor water
management. We’re working on a number of initiatives to
understand our impacts and promote sustainable water use.
Large quantities of water are used in the
manufacturing of textiles and garments – for
wet processes such as dyeing and washing,
but also in the cultivation of raw materials such
as cotton. For example, it takes 2,600 litres of
water to grow the cotton raw material needed
for a single t-shirt26.
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+30%
We have a total
water footprint of
between 5.7 and
9.7 billion cubic
metres a year.

Drip irrigation
reduces water
usage by up
to 60%.

-60%

C&A and C&A Foundation are currently
working on two programmes to help Asian
wet processing plants to improve their
environmental footprint.

5.7bm

3

In Bangladesh, the Partnership for Cleaner
Textiles (PaCT) is creating a network of
manufacturers who are cooperating, with the
support of experts and their brand customers,
to improve water and energy efficiencies as
well as occupational health and safety.

Marieke Weerdesteijn
Solidaridad
The WFN study also looked at 480 farms in
India to compare water use for organic and
conventional cotton. This showed conventional
cotton production can generate as much as five
times more pollution than organic farming, mainly
because of the use of synthetic agro-chemicals.
We have been sharing all results of this study28
to help other companies and their supply
partners improve their water profiles.

2,600 l

To improve water efficiency on cotton farms,
we’re working in partnership with C&A
Foundation and CottonConnect to pilot finance
schemes giving farmers greater access to drip
irrigation technology. These new irrigation
systems can increase yields by 30% and reduce
water usage by up to 60% compared with
traditional systems.
	For more information on the WFN visit:
www.waterfootprint.org

13%

In conventional
cotton farming 13%
of water used ends
up as ‘grey water’,
polluted by nitrogenbased fertilisers.

Helping factories and mills manage
environmental impacts
Solidaridad – M. Weerdesteijn
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The Better Mills Initiative (BMI) is a similar
scheme taking place in the Yangtze River
Delta in China. In addition to improving
resource efficiencies, BMI also looks into
better chemical management practices.

9.7bm

3

For both initiatives, the C&A teams identify
and work with the participating mills.
Following a baseline assessment to identify
opportunities, factories receive training and
assistance to implement Cleaner Production
measures. It might be simple measures such
as insulating pipes and replacing light bulbs
that can make a significant difference. After
15 months, impact is measured and further
recommendations made.
Both programmes are industry initiatives,
involving other brands and retailers as well as
experts. They support factories that take
ownership and responsibility for their resource
use and improve the environmental footprint.
	For more information on the PaCT
www.textilepact.net
For more information on BMI visit:
www.textiles-solidaridad.org
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As a family-owned business, enhancing
people’s lives is a priority for all our
sustainability initiatives. We aim to draw on
the best ideas and knowledge from within
C&A and to work transparently with external
organisations to deliver more sustainable
outcomes for the communities we serve in
Europe, and in our supply countries.

Highlights for 2012 and 2013 include:
•	Launching two major new Talent
Development Programmes for leaders and
potential leaders among our employees
•	Positioning C&A Foundation with a global
mandate to improve lives across the apparel
value chain
•	Reducing the carbon footprint of our
direct operations in Europe by 7.74% from
2011 to 2013

Sustainable lives for

33

Our 2020 targets:
We will be engaging in dialogue, knowledge
generation and programmes to support
production units that improve workers’
conditions, quality of life and productivity.
We will also be engaging our C&A employees
and customers in sustainability awareness and
action programmes in the workplace, in store
and online.

everyone
We want in Europe and our supply countries, to have a positive
impact on people’s lives at work and in our local communities,
now and for generations to come.
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C&A employees –
our greatest asset
At C&A, listening to, and investing in our people, has always
been essential. In Europe today, our 35,000* employees play
a valuable role every day in our long-term success – working
with each other, our customers and the wider community.
Listening and acting
From the start, it’s been our people, at all
levels of C&A, who have taken our business
forward. Effective and regular engagement –
listening and acting – enables us to be a
smarter, more effective company.
In 2012 and 2013, we continued to develop
our employee engagement programme,
increasing knowledge and effectiveness at
all levels of the business. These included
survey and listening initiatives, internal
communications campaigns on, among
others, sustainability issues, specialist
training, and talent development initiatives.
Our most recent C&A Employee Engagement
Survey shows that in general our people
recognise that we have made progress on
important issues that are likely to increase
job satisfaction. Highlights included positive
responses to our latest training and
development programmes and an increase
in the sense of empowerment felt by staff.
Responses also indicated more satisfaction
and enthusiasm for C&A products. Areas
for improvement included communications
on business strategy, and training and
engagement opportunities for employees.
We’ve implemented a number of initiatives
to address these issues.

Developing talent and careers
In 2012, we launched two new Talent
Development programmes designed to
accelerate the careers of emerging and
potential leaders at all levels of our business.
Leadership in Action! : This modular
programme spans a period of approximately
12 months and supports unit leaders and
district managers who have demonstrated
the qualities to move into more senior
management roles. The course is a
combination of homework and group training,
and focuses on personal development, leading
teams, and managing change.
Leadership Development Centre: This
intensive two-day programme provides
leadership training for a wider range of staff,
including store managers and product
managers. The highly interactive course
enables all candidates to design their own
personal development plan. In 2013, more
than 100 managers attended the sessions.
These new programmes add to our existing
courses:
International Buying Trainee Programme:
A 24-month course for annually 25 trainees
who want to pursue an international career
in buying.
COFRA29 (the holding company of C&A)
Leadership Programme (CLP): A two-week
modular training at the Institute for
Management Development in Lausanne,
for heads of departments who have a
responsibility for a particular function and its
contribution to overall business performance.
COFRA Advanced Leadership Programme
(CALP): An 18-month course for senior
managers responsible for the financial
performance of a COFRA business.

*Figures accurate at 31 March 2014 (total C&A Europe 34,743), including 704 sourcing employees in the Far East
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C&A employees – our greatest asset (continued)
4

2

Training to share skills and knowledge

These policies are also supported by our
confidential whistle-blowing channel, the C&A
Fairness Channel.
Diversity is also important to us. Our workforce
at C&A Europe, around 35,000 in early 2014,
presently comprises 30,385 women and
4,358 men.

In 2012, C&A Belgium and Luxembourg
launched the C&A Learning Academy to
promote training and knowledge sharing.
With a strong focus on customer service
and employee career development, the
Academy is for experienced store managers
and district managers, helping them to
introduce valuable new skills to their teams.
This ambitious training programme is
delivering both commercial benefits and
increased job satisfaction to our managers.
In December 2012, the European Social
Fund recognised the scheme, with a grant
to be paid by the Flemish Government until
2015. The funds are now helping even more
of our people to learn how to transfer skills
and knowledge to their peers.
Equal Opportunities
We uphold EU anti-discrimination directives
that forbid discrimination against anyone on
the basis of their gender, age, ethnic origin,
religion, ideology, sexual orientation or
disability. Fairness and mutual trust are
fundamental aspects of our actions. Only
employees who feel at ease at their place of
work are in a position to carry out their duties
to their own satisfaction and that of the
company. Our Ethics in Business Dealings and
Human Resources Management Guidelines
codify how our employees are to deal with
each other, fairly and honestly.

Flexible working hours
Wherever feasible, C&A’s country operations
have flexible working hours to accommodate
the personal and economic needs of our
diverse staff. From permanent part-time
employment to lengthy periods of leave for
young families and carers, we aim to create
space for people to fulfil their commitments
beyond work.

5

The initiative was a success, increasing
awareness of C&A sustainability initiatives
by 50%, and inspiring actions at home like
turning off the lights. The pilot also highlighted
workplace opportunities, such as including
sustainability metrics in managers’ targets and
communicating the environmental benefits
of our Bio Cotton ranges to customers.

1

Our experience shows that responding to our
teams’ needs maintains morale and increases
our operational effectiveness. For example,
flexible work plans allow students to pay for
their studies by working on weekends and
this, in turn, allows C&A to efficiently meet
changing seasonal demands. We also
encourage staff in certain departments,
such as distribution, to rotate around different
areas of the business, acquiring new skills
and invaluable oversight of how the
company operates.
Internal communications
In 2012 and 2013, we invested time and
resources to increase the frequency and
quality of our internal communications –
a key priority for our business. We made
improvements to existing programmes,
including our ‘employee forum’ questionand-answer meetings, and the roundtables
we host for individual business units. We also
developed several new initiatives to support
interest and skills on aspects of the business,
including our new sustainable business
development strategy.

Re-Imagine: IN ACTION – road-testing
our sustainability strategy with in-store
colleagues:
In November 2013, two Belgian stores took
part in a pilot scheme to increase knowledge
of C&A’s sustainability activities and inspire
responsible actions at home. Led by the store
managers, the pilot took place over a week,
with activities designed to demonstrate the
value of simple behavioural changes on issues
like reducing energy use and conserving water.

3

Re-Imagine E-zine: Launched in June
2013, this is our flagship digital channel for
internal updates about C&A. Released at
least every quarter, we focus on people and
achievements, with engaging human interest
stories from around the business.
In The Know: These are informal face-to-face
sessions for people working in our C&A
Europe and Hong Kong offices to learn about
different parts of the business. Recent topics
included presentations by the Marketing
Group on flagship stores and by the
Sustainable Business Development team
on C&A’s sustainability strategy.
Ask the EEB (European Executive Board):
Launched in June 2013, this is an online
channel for all colleagues to put questions
to our senior leadership team.
Coffee Time: These enable colleagues at all
levels of the business to meet senior leaders
and discuss any aspect of the business.

1	In The Know, Brussels,
March 2014.

4	Coffee Time, Hong Kong,
November 2013.

2	C&A Day, Czech
Republic, October 201330.

5	C&A Re-Imagine event,
Spain, September 201331.

3	C&A Day, Czech
Republic, October 2013.
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Supporting communities
in our supply countries
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2

We have a strong commitment to our local communities.
Through C&A Foundation, we support a wide range of
initiatives, including strategic partnerships to improve working
conditions and livelihoods, in our key sourcing countries.

	For more information on C&A
Foundation visit:
www.candafoundation.org
C&A Foundation 2013 commitments
by region
Africa:
The Americas:
0.11%
36.15%
Europe:
19.17%

In reality, the girls are kept under surveillance
and are rarely permitted to leave the
compound. Most work long shifts, six days a
week, and are subjected to verbal and physical
abuse. Many run away from these slave-like
conditions and some commit suicide.

1

Investing for the future where we source
and manufacture
In many of the countries that produce
C&A apparel, communities face intense
environmental and social challenges. C&A
Foundation funds and leads our efforts to
start and scale-up initiatives that improve
working conditions, skills and knowledge
for local people and communities.

C&A Foundation’s partnership provides
counselling, and offers vocation skills training,
creating access to further education and new
employment for the girls. In 2013 alone, over
700 girls received education opportunities
and vocational training, with 84 obtaining
places in further education and 234 finding
new jobs. Overall, over 9,000 girls and young
women have been helped since the
programme started in 2011.

Rehabilitating victims of bonded labour
in India
Through C&A Foundation’s partnership
with Terre des Hommes and local partner,
CARE-Trust, we have been working to
rehabilitate victims of an exploitative bonded
labour scheme in Tamil Nadu, India.

3

• Significant cost savings based on an external
assessment by Solutions Matrix which
modelled the business case of SSP in India –
estimated savings for each factory was
€450,000.

1	Lady near a
Vermicomposting pit, a
CottonConnect project.
India, 2013.
2	Participant in Sumangali
rehabilitation programme,
southern India, 2012.

Solidari
d

ad – M.

3	Young people in Konabari,
Bangladesh, a focus area
for PaCT, 201332.

Asia:
44.56%

Lives:
74.02%

The focus was placed on empowering workers
through improved dialogue while introducing
better production methods, which decreased
rework time and increased incentive-based
wages. C&A Foundation developed and
tracked 10 metrics throughout the programme
in order to assess whether it has materially
improved conditions in the factories.
• Material improvement in both productivity
and working conditions across the factories,
with sewing efficiency improved by 20%,
total take home wages, excluding overtime,
increased by 15%, and worker turnover
reduced by 24%.

Known as ‘Sumangali’, the scheme lures
young girls into textile mills with the false
promise of decent working conditions and
a lump-sum payment after several years.

C&A Foundation 2013 commitments
by pillar
Supply:
7.76%
Product:
18.22%

Improving factory workers’ livelihoods
In late 2011, C&A Foundation initiated a 12 to
18-month initiative in 18 garment factories in
five countries – Bangladesh, China, Cambodia,
India and Indonesia, covering more than
22,599 workers. The initiative, in partnership
with the Deutsche Gesellschaft für
Internationale Zusammenarbeit (GIZ) and
TBM Consulting Group, tested whether
improved productivity in factories can lead
to better working conditions.

On the positive side, the programme achieved:

ijn

In 2013, C&A Foundation’s annual grant
budget was approximately EUR 23 million,
an increase of 76% from 2011. Almost
three-quarters of C&A Foundation’s 2013
global funding commitments supported the
Sustainable Lives pillar of our sustainability
framework. Overall, almost half of the global
funding is dedicated to improving lives for
communities across our supply chain in Asia,
whereas the other half enables a wide range
of C&A initiatives in our retail countries,
where our employees play an important role
in serving their local communities.

This reflects both the extent of our C&A
business activities in countries like India,
Bangladesh and China, and also the scale
of the challenges that people in these
fast-industrialising countries face.

Weerde
ste

As a family-owned business for over 170 years,
being part of the communities where we
operate – and source our products – has
always been important to us. We have a
long-standing focus on causes that support
young people and the most vulnerable,
including education and humanitarian relief.
And, as sustainable development grows
in importance to our communities, it is
naturally an expanding focus for our
community programmes.

A number of lessons were also learned,
including the challenge in scaling up the
programme, the reasons for variability across
factories, and the difficulty getting good data,
due to the poor systems in place at many
participating factories.
However, we and C&A Foundation remain
optimistic that certain levers, such as
improved productivity and improved worker
dialogue, can indeed lead to lasting and
positive changes in garment factories, and
these lessons will inform our future initiatives.
Following this initial pilot, C&A Foundation
has launched a second phase in China that
aims to create a more cost effective and
scalable model.
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1	FEDER, 'Drawing for a
worthy cause', Spain.

Every year, our employees give their time and energy
to raise funds and awareness for local and international
causes. We’re proud to support them via donations
from C&A Foundation and our retail network.
Environmental and social challenges are
not confined to our sourcing destinations,
and during 2012 and 2013 our European
employees, customers and C&A Foundation
supported a large number of local and national
community causes.

As well as the funds that C&A Foundation
provides, we can utilise our retail spaces
and marketing channels to reach the public.
Recent campaigns have used in-store and
online promotions, and print media to raise
funds and awareness for issues including
children in care, eating disorders, and rare
bone disorders.
Highlights from across Europe in
2012-2013 include:
C&A Germany
In 2013, C&A Foundation donated more than
EURO 1 million to C&A Germany’s annual
Christmas fund-raising campaign. Across the
country, over 500 C&A stores each received
EURO 2,000 to support a cause they had
nominated around the core themes of women
and children.

2	500th C&A store,
support for local
charities, Germany.

6

3	Koruncuk Foundation,
supporting & homing
vulnerable children,
Turkey.

4

1

Since the earliest days,
social commitment is deeply
rooted at C&A.
We offer not only fashion
for young and old, but
also feel responsibility for
families and the society in
which we live.

When C&A opened its 1,000th store in
Europe, it also launched a community-giving
programme. Our colleagues across C&A
stores identify impactful grassroots
organisations which are working to improve
lives in their communities, and C&A
Foundation provides a small grant, typically
EUR 2,000, as core support. In Germany, for
example, over 500 stores participate every
year in this programme.
The ‘golden thread’ in our approach to
community investment is local empowerment
through a combination of store, employee and
and customer engagement. As a result, our
people are passionate about connecting their
efforts to causes that matter in their stores,
offices and communities. These, like our
communities and Europe itself, are very
diverse – from long-term partnerships with
organisations such as Pink Ribbon, in support
of women’s health, and Terre des Hommes on
children’s rights and welfare, to volunteering
and fund-raising for small local charities.

41

Benedict Spangenberg
Director of C&A Germany

2

5

In October 2012, at an event in Berlin to
celebrate the opening of C&A’s 500th store
in Germany, C&A Foundation announced
a donation of EURO 1 million for charity,
representing EURO 2,000 for each C&A
store in Germany. The donation was
distributed to local charities nominated by
C&A branches, aligned to their focus on
helping parents, children and young people.
At the event in Berlin, the Director of C&A
Germany presented, on behalf of C&A’s
25 stores in Berlin and Potsdam, a donation
of EURO 50,000 to the charity, Ein Herz
für Kinder (‘A Heart for Children’).
C&A Netherlands
PINK RIBBON finances research and projects
on treatment, after-care and the long-term
effects of breast cancer. From October until
December 2013, we sold special Pink Ribbon
bracelets at all Dutch stores, raising donations
on every purchase.
SOS KINDERDORPEN offers a home for
children around the world. In 2013, C&A
organised a ‘swopping’ initiative for children’s
clothing named ‘Give your old kids clothing
a second life’. With the return of old clothes,
customers also supported ‘SOS
Kinderdorpen’. A special ‘swopping’ bag was

4	Pink Ribbon, Breast
Cancer awareness and
fundraising, Belgium.
5	SOS Kinderdorpen,
giving kids clothes a
second life, Netherlands.
6	Fundacio Do Gil,
supporting ill children
& families, Portugal.

distributed door-to-door in The Netherlands.
C&A took care of the recycling of the old kids
clothes and, for every bag that customers
handed in at C&A, the C&A Foundation
donated 1 euro to SOS Kinderdorpen.
C&A Belgium
PINK RIBBON33 finances research and
projects on treatment, after-care and the
long-term effects of breast cancer. C&A
Belgium developed a promotional campaign
using special bags with discounts, whose
value customers could donate to the cause.
BEYOND THE MOON provides free holidays
to families with seriously ill children. During
the winter season, stores in Belgium and
Luxemburg sold special promotional teddy
bears and raised awareness at the Ostend
Marathon, helping to send more than 50
families on holiday in 2013.
C&A Portugal
FUNDACIO DO GIL provides seriously ill
children and their families with support at
home and in hospital. In 2012 and 2013,
C&A Portugal raised funds for the charity
and nominated it for support from C&A
Foundation. C&A Portugal also raised funds
for organisations helping children living with
HIV and AIDS.
C&A Spain
FEDER (SPANISH FEDERATION FOR RARE
DISEASES34) raises awareness with the
general public and decision-makers about
conditions and their impact on patients’ lives.
C&A Spain developed a ‘Drawing for a Worthy
Cause’ campaign to raise money for bone and
blood conditions by charging for children’s art
created in local stores. C&A Spain also ran a
series of fund-raising campaigns throughout
the year for children with social disadvantages
and psychiatric disorders.
C&A Turkey
KORUNCUK FOUNDATION35 provides
vulnerable children with homes in special
villages where they receive education, support
and guidance. In November 2013, C&A
Foundation donated the revenue of sales
of 5,000 toys to the organisation, raising
EURO 30,000.
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Green Operations:
Reducing our Emissions

Transport and Logistics

With almost 1,600 stores and around 35,000 employees in
Europe, and a supply network across Europe and Asia, we’re
constantly looking for ways to reduce our energy consumption
and greenhouse gas emissions.

We’re constantly refining how we move our products around
the world. Our focus on efficiency saves money, reduces
waste and avoids greenhouse gas emissions.

We assess our energy across three broad
categories:
•	Energy purchased: in our retail outlets,
offices, Distribution Centres etc
• Business travel: corporate activity between
offices and facilities
• Logistics: transporting our goods in Europe.
Measured in this way, our emissions can be
broken down as follows:

Logistics is the second biggest ingredient
of our carbon footprint, accounting for 26%
of the total in 2013.

Working with an NGO to change
behaviours

Business travel covers both rail and air travel
and mostly concerned the trips made to
supply partners in the Far East and other
countries. A big part of our work needs to be
done in close cooperation with our suppliers.
The impact of travel to our carbon footprint
is only 1.27% of the total in 2013.

Carbon Footprint tCO2e by Source
(Tonnes of carbon dioxide equivalent)
2011
Energy
197,664
Logistics
68,718
Business Travel 4,603
Total carbon
270,985
footprint tCO2e36

2012
186,824
63,298
4,841
254,963

2013
181,700
65,151
3,173
250,024

The overall progress over the years 2011-2013
is a reduction in our carbon footprint of almost
8%, which is well ahead of the goal of 3% we
formulated for these three years. Note that the
reduction was achieved in a two-year period,
2012 and 2013 compared to base year 2011.
This data exclusively covers our operation in
Europe, but we are aware of the fact that we
operate a supply network across 40 countries.
For the years 2014 and 2015, we therefore see
the need to investigate how, and to what
extent, we can include our carbon footprint
strategy to also include the supply chain.
This will give a more holistic picture of our
full operation and impact.
Representing over 70% of total consumption,
our retail stores and support facilities are the
most energy-intensive aspect of the business.
Next to reducing our overall energy
consumption by over 8%, we work to reduce
the associated emissions by purchasing
renewable energy wherever feasible. In 2013,
we bought 45% of our electricity from
renewable sources. Belgium, Germany
and Luxembourg even purchased 100%
green electricity.

In 2013, C&A Belgium partnered with climate
change experts ‘Global Action Plan37’ on a
project to help employees to reduce their
emissions. Working with C&A colleagues
from two stores in Leuven and Lier, the
initiative focused on changing behaviours,
both at work and at home.
Energy Audits
To help understand how to achieve our
energy target we carried out an energy
survey in Belgium stores. The survey
addressed ways to be more efficient, for
example through better operational
processes. One of the results of the survey
was the fact that energy consumption could
be reduced by at least 10% through simple
interventions such as refining heating and
lighting procedures in-store.
Energy Clinic
We have a group of 10 people across Europe
who are responsible for energy reduction in
the countries within which we operate. With
this group we held an ‘Energy Clinic’ to share
best practice and identify new opportunities,
including engaging our employees in energy
efficiency initiatives. As a result of this activity,
we are looking at how we can provide C&A
Europe country operations with improved
energy reporting and benchmarking data,
to give them the tools for the job to reduce
energy in their country.

The project demonstrated that most staff
had a strong awareness of climate change
and many practiced responsible behaviours
at home, such as switching off lights, washing
at lower temperatures and taking action for
better insulation. The project team identified
an opportunity to transfer that kind of
responsible thinking into the workplace –
giving employees more awareness and
ownership of the problem to create solutions
for the business.
By integrating climate change discussions
regularly into team meetings, the Leuven and
Lier staff began to identify actions they could
take at work. Global Action Plan recorded a
50% improvement in reduction behaviours in
areas like lighting, water and energy saving.
The topic of being an ambassador of Bio
Cotton was also discussed, linking the topic
to our core product. We’re now looking
at how we can replicate this shift across
our operations.

We need to service our extensive European
stores network with a regular supply of
garments appropriate to the local market
conditions. With most of our products
manufactured in Asia, we select our transport
solutions based on the least cost to the
environment and to the bottom line.
The journey from consolidation centre
to store
We transport around 95% of our products
from Asia to Europe on container ships – the
most cost effective and carbon efficient
method of distribution for long distances.
In exceptional circumstances we also use air
freight services, which are far more carbon
intensive. This happens when we need to get
our merchandise to countries quickly, following
production delays or when responding to
unexpected weather patterns, for example.
Following arrival in ports, the majority of
containers are sent by rail or barge to our
Consolidation Centre (CC) and from there to
one of 15 C&A Distribution Centres (DCs) in
our retail countries. The centres then process
the garments for despatch directly to stores.
At this stage of the chain, the clothes are
mainly taken by truck for efficient access to
the stores themselves.
We implement energy saving measures at all
stages of our transport network:
• Shipping: We provide our logistics provider
with strict guidelines on the use of space
in containers and we monitor efficiency
regularly. Slow steaming will be used by
our logistics providers to reduce fuel
consumption and emissions
• Rail and barge: We encourage our logistics
providers to use these lower-carbon solutions
where feasible
• Road freight: To avoid duplication and
unnecessary road miles, we carefully plan our
use of trucks, sharing deliveries for smaller
stores and timing the regular exclusive
deliveries to larger stores. For parts of the
Spain merchandise delivered from Asia, there
is a separate merchandise flow set up since
2011, via Barcelona to our DC in Madrid,
saving extra transport miles.

C&A Europe uses over
200 million hangers a year.
In 2012, 61% were reused
and 39% were recycled into
reusable plastic. In 2013,
65% were reused and
35% were recycled into
reusable plastic.
Our transport and logistics teams are carrying
out a broad range of environmentally
responsible activities in all the countries where
we have stores. Some highlights for 2013 are
below. In order to further sensitise our staff in
logistics roles to environmental topics, a
training programme is being planned, starting
with a train-the-trainer initiative.
Belgium
• Bought solar energy for DCs
• Reduced delivery days for 100 stores from
five to four in 2013
• Lowered light levels in areas during periods
of inactivity
• Decreased temperature levels in DCs
• Introduced new Heating Ventilation and
Air Conditioning systems in DCs.
Germany
• Increased efficiency of deliveries with an
increase of 8% per truck
• Trucks for store deliveries carry two
shelters instead of one, reducing the
kilometres travelled
• Took on previously outsourced merchandise
processing tasks in-house, reducing
transport miles
• Electric vehicles are used in the district
of Berlin
• Mienenbuttel DC received the Gold Energy
Award for its wide range of reduction activities.
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Spain
• Replaced road freight with trains from
harbour in Canary Islands
• Reduced truck journeys between stores
and DCs
• Increased use of sensors to control lighting
across all facilities.
Reducing packing materials
We’ve adopted a wide range of measures to
reduce and reuse packaging wherever
feasible. To avoid excess packing materials, we
inspect all cartons containing product as part
of our formal quality control processes. All
packaging materials used between DCs and
stores is potentially reusable, with empty
containers and materials carried back to the
DCs by the carrier. Anything that cannot be
reused because of damage is recycled.
Recycling textiles
We also took steps to reuse and recycle
unsellable merchandise. In 2012, 368 tons of
textiles went to Vökotex for recycling, and in
2013, 334 tons. In the Netherlands an initiative
to collect second hand textiles from customers
resulted in another 60 tons in 2013. Also in
2012, 231,862 pieces were given to charity,
e.g. Oxfam, and in 2013, 288,490 pieces.
Our logistics providers
We work with trusted logistics service providers
chosen for their value, reliability and
environmental performance. Two examples are:
HAPAG LLOYD: Provides shipping, rail, barge
and road freight services to C&A. With ISO
14001 environmental certification, the
company’s ships use ‘slow steaming’ to reduce
emissions and have extra fins to reduce drag
in the water. Its vessels also carry Energy
Efficiency Design Certification from the
International Maritime Organisation, with
information on carbon emissions.
LUFTHANSA CARGO AG: LH Cargo is C&A’s
main service provider of air freight services. The
firm has an emissions target and has adopted
a range of organisational and technological
solutions. These include the use of efficient
flying techniques and satellite communication
to reduce travel time and fuel use. The
company has received ISO 14001 certification.
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Memberships and
key dialogues

External recognition

We are a member of a range of international organisations and
participate in dialogues with international non-governmental
organisations (NGOs). And C&A Foundation has formal
partnerships with a number of international NGOs.

During the past two years our commitment to excellence
and to sustainability has been recognised by a range of
awards and ratings.

International memberships and dialogues

Awards received 2012-2013

Organisation/initiative

Since

Participation type

Code/charter

C&A recipient entity

Award name and year

Accord on Fire and Building Safety in Bangladesh

2013

Steering Committee Member

Yes

C&A

‘Integrity Champion’ award by Textile Exchange in 2013, for product verification and transparency

Ethical Trade Initiative (ETI)

2012

Board Member

Yes

C&A

‘Future Shaper’ award by Textile Exchange in 2012, for commitment to sustainable textile industry

Forum for the Future

2012

Member

Yes

C&A

Sustainable Apparel Coalition (SAC)

2010

Founding Circle Member

Yes

Leather Working Group

2010

Member

Audit Protocol

Partnership for Clean Textiles (PaCT)

2010

PaCT Steering Committee Member Yes

C&A Foundation

Ranked 4th among 147 global brands and 3rd among 50 apparel brands, in the Corporate Information Transparency
Index (CITI), developed by the China-based Institute of Public and Environmental Affairs (IPE) and the U.S.-based
Natural Resources Defense Council (NRDC), for performance in managing the environmental impacts of factories
in their supply chains in China
Beyond the Moon ‘Gold Award’ for fundraising, in 2013

Water Footprint Network (WFN)
Global Social Compliance Programme (GSCP)

2009
2008

Sponsoring Partner
Member

Yes
Yes

C&A Austria

‘Superbrands Austria’ award in 2013

C&A Belgium

‘Most Trusted Brand’ (fashion retail category), Readers Digest brand research, 2012

Textile Exchange

2004

Advisory Board Member

Yes

C&A Germany

‘Sustainability Communication in Retailing’ award in 2013, by the Die Verbraucher Initiative e. V.

Kauri – Belgian meeting point for sustainability network

2000

Member

Yes

European Retail Round Table (EERT)

2000

Member

Yes

‘Most Popular Clothing Retailer’, and ‘Distributor of the Year, women’s and men’s fashion’, in the 2013 Retailer of the
Year Awards, by HL Management Consulting
Superbrands Germany Jubilee edition: 10 years Excellent Brand Management 2002-2012

Dialogues with international NGOs

‘Honest Retailer’ 2012, awarded by www.servicevalue.de

NGO

Dialogue platform

Initiative involves Code/charter

GREENPEACE

Stakeholder in ZDHC

Yes

Clean Clothes Campaign

Stakeholder in Social Dialogue

Yes

IndustriALL

Stakeholder in Workers’ Rights dialogue

Yes

C&A Poland

‘Superbrands Poland’ award in 2013

Responsible Sourcing Network

Stakeholder in Cotton Campaign

Yes

C&A Spain

‘Retailer of the Year – children and infants category’, in 2012 and again in 2013, by Q&A Research and Consultancy

C&A Switzerland

‘Retailer of the Year – fashion category’ award in 2013, by Q&A Research and Consultancy

Strategic partnerships of C&A Foundation
Organisation/initiative

Since

Member

Child Helpline International (CHI) in Netherlands

2008

C&A Foundation

CottonConnect

2009

C&A Foundation Board Member

Grameen Shikha in Bangladesh

1996

C&A Foundation

Deutsche Gesellschaft für
Internationale Zusammenarbeit (GIZ)
Terre des Hommes

2011

C&A Foundation

2000

C&A Foundation

For C&A Europe’s national memberships, please also see
www.canda.com/memberships

Named in July 2014 as one of seven German companies that are top examples of protecting the climate,
by ‘Deutsche Umwelthilfe’
‘Most Trusted Brand – fashion retail category', Readers Digest brand research, 2012, 2013 and 2014
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About our report

External review

This C&A Europe Corporate Responsibility
Report 2014 relates to our sustainability
activities and performance in 2012 and 2013.
Our C&A Europe reporting cycle is presently
biennial. Our previous Report was published
in 2012, covering 2010 and 2011. We plan to
publish our next C&A Report in 2015.

At Forum for the Future we salute those
pioneering businesses who seek to not only
transform their own businesses, but also the
wider system in which they operate. C&A is a
great example of such a pioneer; the progress
detailed in this report is testament to this
ambition. From reductions in absolute carbon
emissions, to switching out hazardous
chemicals from manufacturing processes, to
harnessing possibly its greatest asset – its
staff – C&A is making good progress.

This Report is published in both print and
online formats. The print and online Report
formats contain the same content.
Additionally, the online Report format provides
some additional case studies, links to policy
documents and the GRI Index for the Report.
You can download the print Report in
English, and view the online Report, at
www.canda.com.
Our aim in this C&A Europe 2014 report is
to provide you with concise information on
our priority areas of sustainability action in
our C&A Europe operations and supply chain.
This forms the boundary of the Report. The
content of this Report is defined by our global
sustainability framework, which incorporates
initial feedback from key stakeholders on
priority issues for C&A Europe and the
apparel industry to make the transition to
sustainable fashion.

For the sake of comparability, our reporting is
guided by the Global Reporting Initiative (GRI)
G3.1 guidelines. Our Report, including GRI
Application Level, is externally assured by
Steinbach Strategien, an independent
consultancy specialising in sustainability.
The GRI Index and the External Assurance
Statement for our report are included in our
online Report, at www.canda.com.
All disclosures relate to C&A Europe unless
otherwise stated.
The main restriction in scope of reporting
applies to financial information. At this stage in
our reporting journey, we report in more detail
on our manufacturing supply chain than our
raw materials supply chain.
No significant changes in reporting scope,
boundary or measurement techniques have
been made compared to our 2012 Report.
We also asked Forum for the Future, the
sustainability non-profit organisation, to
review the Report and provide its independent
view on our performance and reporting.
Their commentary is published in both the
print and online formats of our Report.
If you have questions or feedback on
our Report, please let us know at
sustainability@canda.com.

But C&A’s focus goes way beyond the direct
boundaries of its business. The profound
tragedies of Tazreen Fashions and Rana Plaza
served to accelerate C&A’s efforts in delivering
on a deeply held commitment to improve the
welfare of those in the supply chain. C&A was
one of the first to sign up to the Accord for
Fire and Building Safety in Bangladesh and
continues to push for real, on the ground,
progress. Initiatives such as these will raise
labour standards which benefit not only those
suppliers, but the whole fashion industry.
C&A recognises that labour standards are
just one of a suite of challenges that need
to be addressed in order to shift the global
apparel sector to a more sustainable footing.
The business recognises that these issues
are so complex and systemic that it can’t
tackle them alone, which is why the business
takes collaboration seriously and is involved,
with intent, in initiatives such as the
Sustainable Apparel Coalition, CSR
Netherlands and ZHDC (Zero Discharge
of Hazardous Chemicals).
However, collaboration alone won’t deliver
a shift to a more sustainable apparel sector,
market mechanisms also need to play a role.
This is why the commitment to Bio Cotton
is so important.

Committing to being one of the biggest
purchasers of Bio Cotton will help more
sustainable products such as organic cotton
become the norm and increase the capacity of
farmers to use sustainable farming practices.
Focusing the C&A Foundation on supporting
this market shift is eminently sensible.
Going forward, as the business works on its
next sustainability strategy, C&A needs to
build on the solid foundations evident in this
report and push their ambition levels even
higher. They need to mainstream their organic
cotton and zero chemicals initiatives across
all lines, as well as extend the high welfare
standards across all suppliers, both within the
apparel sector and beyond.
The business also needs to engage its
customers to improve clothes recycling rates,
as well as tackle purchasing behaviours and
values. Whilst the mainstream consumer is
demanding fast fashion, which has a high
environmental and social cost, the global
apparel sector will not be able to transform
to become truly sustainable. The strategic
challenge we would pose then, is how can
C&A, both alone and in collaboration, change
this narrative, and drive greater demand for
sustainable fashion? Increased demand for
sustainable fashion could create a future
where the end consumer helps to inject both
environmental and social value back into
global apparel supply chains, thereby playing
an active role in creating what C&A and others
would most like to see – a sustainable future
for fashion.
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Contact, credits
and footnotes

1	www.bangladeshaccord.org
2	In the past C&A had procured from Ethertex, based in
Rana Plaza, but our orders ceased 18 months before the
collapse of the site
3 www.industriall-union.org
4 www.uniglobalunion.org

21	IUCN Red List of Threatened Species:
www.iucnredlist.org
22	Mulesing is a sheep shearing practice used in
Australia in which wool-bearing skin is removed
from the live animal. C&A does not regard mulesing
as an acceptable method

www.canda.com
Corporate Communication C&A Europe
Thorsten Rolfes/Thomas Ahlers
Wanheimer Straße 70
40468 Düsseldorf
Germany

5	Witness signatories include the NGOs Clean Clothes
Campaign, International Labour Rights Forum, Maquila
Solidarity Network, and Workers’ Rights Consortium

23	The OEKO-TEX® Standard 100 is an independent
testing and certification system for textile raw materials,
intermediate and end products at all stages of
production. www.oeko-tex.com

Email: press@canda.com

6 www.ilo.org

24 www.caritasbd.org

Printed by Deckers Snoeck (Belgium)

7	http://farmhub.textileexchange.org/upload/library/
cotton%20briefings/Cotton%20Briefing%202010%20
-%20Small.pdf

25	This chemical has many uses including the washing
of cotton and fibre lubrication and can remain on
finished garments as a residue

Deckers Snoeck is an environmentally
conscious printer powered 100% by
renewable electricity.

8	www.waterfootprint.org/Reports/Report18.pdf

26	www.unwater.org/downloads/
waterscarcity.pdf)

This document is printed on Cocoon Offset
which is made using 100% recycled pulp.

9	http://farmhub.textileexchange.org/learning-zone/
farmgate-integrity/co-existing-with-gm-cotton
10	Source: Flemish Institute for Biotechnology: ‘Bt Cotton
in India’
11	www.waterfootprint.org/Reports/Grey%20WF%20
Phase%20II%20Final%20Report_Formatted%20
06.08.2013.pdf
12	www.soilassociation.org/whatisorganic/organictextiles/
organiccotton
13	www.ota.com/organic/environment/
cotton_environment.html
14	www.ifoam.org/en/organic-landmarks/
principles-organic-agriculture
15	Textile Exchange ‘Farm and Fibre Report’ 2011-12
16	Textile Exchange ‘Farm and Fibre Report’ 2011-12
17	2011 figure: http://textileexchange.org/sites/default/
files/te_pdfs/2011_Organic_Cotton_Market_Report_
websize.pdf
18	A limited number of angora products remain in our
stores, which were ordered before we became aware
of this issue
19	According to the CITES and the IUCN Red list.
http://www.iucnredlist.org
20	Convention on International Trade in Endangered
Species of Wild Flora and Fauna: www.cites.org

27	An international non-profit foundation with partners
including academic institutions, government agencies,
NGOs, businesses and international organisations:
www.waterfootprint.org
28	The study can be downloaded here: www.waterfootprint.
org/Reports/CA_Strategy_Final_Report_Formatted
06.08.2013.pdf
29	COFRA refers to COFRA Group, which includes the
holding company of the C&A business: http://www.
cofraholding.com
30	Czech Republic C&A Day, October 2013 – 190
employees each with a C&A lamp had a group
photograph taken of them standing in Olomouc Square,
photographed from the top of a tower. Employees came
from Poland, Czech Republic, Slovakia and Hungary
31	In September 2013, 150 C&A employees from Spain and
Portugal met at the Royal Tapestry factory for the C&A
Re-Imagine event.
32 PaCT image refers to the case study on page 31
33 www.pinkribbon.com
34 www.enfermedades-raras.org
35 www.koruncuk.org
36	The use of more environmentally friendly trucks was not
taken into account at the moment of calculating the
Carbon Footprint.
37 www.globalactionplan.org.uk

Designed and produced by
SALTERBAXTER MSLGROUP

Our Report is also available online at
www.canda.com/sustainability
There you will also find news and regular
updates on our sustainability initiatives
We welcome your comments and feedback,
contact us at sustainability@canda.com
C&A’s next report will be published in 2015

