Organic cotton now represents
38% of our total cotton sales but
we’re not stopping there. We’ve
set ourselves on course to double
sales of Bio Cotton and make all
of our cotton clothing sustainable
by 2020.

At C&A, we believe
everyone has the
right to look and
feel good every day.
That’s why 10 years ago we made
a commitment to use organic
cotton, and developed our ‘Bio
Cotton’ range. Our hope was that
it would be kinder to the
environment, do much more for
the lives of the people producing
it, and our customers would love
this chance to make a difference.
Ten years later, we’re the global
market leader for organic cotton
clothing. It’s been quite a journey
and not always easy. But our
customers have made their choice.
In 2013 we sold over 110 million Bio
Cotton garments, each one doing
more for the environment and the
communities who supply us.

Organic cotton can deliver
substantial environmental, social
and economic benefits around the
world. There’s still work to do – we
need more seeds, more producers
and more retailers. By working
together with our peers in the
business and with experts in the
field, we’ll get there. So join us in
the story of Bio Cotton and help
make positive fashion available
to everyone.

Ingrid Zeegers
Head of Sustainable Business
Development, C&A Europe
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What is Bio Cotton
and why is organic
so important to us?
Organic cotton,
a better alternative
Organic cotton, the raw material
we use in our Bio Cotton range,
performs in just the same ways as
conventional cotton, but has much
better environmental impacts.
Farmers are trained to cultivate
using natural pesticides and
fertilisers, reducing health risks
and protecting natural resources1.
There are other ‘sustainable’
versions of cotton but only organic
is certified to be free of synthetic
fertilisers, toxic and persistent
pesticides2. It is also grown without
genetically modified (GM) seeds.
The Global Organic Textile
Standard (GOTS)3 also ensures
ethical compliance right through
the supply chain, supplementing
the environmental benefits.
What’s good about
cotton production
Cotton is the most commonly
grown non-food plant on earth.
More than 100 million farmers in
80 countries4 cultivate cotton,
creating revenue and jobs for their
families and communities. The soft,
white cellulose fibre surrounding
the seeds of the plant is spun to
create up to 47% of the world’s
textiles5. The seeds are processed
to create products such as cooking
oils, animal feeds and cosmetics.

And what needs to change
The drive to grow more cotton and
increase profits for farmers and
brands is creating challenges for
the environment and communities.
Intensive farming methods,
pesticides and fertilisers are
impacting the health of farmers
and producers, weakening soils,
damaging wildlife, causing
greenhouse gas emissions6 and
polluting increasingly scarce
supplies of fresh water7.
Most cotton is grown by
smallholders in the developing
world, vulnerable to issues like
price fluctuations on commodity
markets and changing weather
patterns. Nearly half of the
global cotton crop is genetically
modified8, increasing seed costs9
and pesticide use for farmers in
India and other countries10.
Established organic cotton
certification standards:
·· Organic Content Standard
(OCS)11 – uses a third party
to verify a final product
contains the accurate amount
of a given organically grown
material. It does not address
the use of chemicals or any
social or environmental
aspects of production
beyond the integrity of
the organic material.
·· Global Organic Textile
Standard (GOTS)12 – is a
textile processing standard
for organic fibres, including
ecological and social criteria,
backed up by independent
certification of the entire
textile supply chain.

Fast facts
Organic producers:
·· Enhance biodiversity
·· Use natural techniques to
support strong, fertile soils
·· Operate free from
synthetic fertilisers
·· Farm without toxic and
persistent pesticides
·· Use natural nutrients like manure
and plant waste
·· Create as much as five times
less 'grey water' pollution in
rivers and aquifers after use.13
·· Grow cotton without genetically
modified seeds
·· Draw upon and support local
knowledge and expertise
Organic cotton accounts
for less than 1% of global
cotton production14. Leading
organic producing regions:
·· India 
74%
·· Turkey 
11%
·· China6%
·· Sub-Saharan Africa
6%
·· South America
1%
·· United States
1%

		

Ten years in,
our journey with
organic cotton
is only just
beginning…
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Our story with organic cotton
began with a small team researching
more sustainable fabrics in 2004.
We soon realised that there was a
big opportunity to influence how
cotton is grown and manufactured.
If successful, this would align directly
with our social and environmental
objectives and could positively
impact millions of people
around the world.

Today, through our Bio Cotton
range, 38% of our total cotton
product sales are organic, and
we’re still growing.
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38%

The organic system requires
in-depth knowledge, skills and the
cooperation of the communities who
grow it. From the outset, our model
was to work in partnership with
experts, developing programmes
with a small selection of dedicated
farmers and supporting them
as they transitioned to organic.
It made sense for us to begin in
India, where most of our cotton
is grown. The experiment was
successful and by 2007 we
achieved annual sales of two
million Bio Cotton garments.
Now, our Bio Cotton range is
a key focus for our mainstream
cotton sourcing operation.
We’re already selling over
110 million articles a year at the
same price as conventional
cotton products and we are
working hard to increase this
number every year.

2013

110m

Grow sales further, reaching
110 million garments sold.
Publish research24 with the C&A
Foundation and Water Footprint
Network, showing reduction
in water pollution from Indian
farms growing organic cotton.
Replace all men’s and boy’s
shirts with Bio Cotton ranges.

2012
2011

2010
2008/9

2005
Develop a strategy with Textile
Exchange and team up with five
farming groups in India.
2004
Take a fresh look at the
sustainability of our collections,
and research alternative materials.
Join Organic Exchange, now the
global platform Textile Exchange.15
Buy our first organic cotton
stock, initially blending it with
conventional cotton.

Source more certified organic
cotton and experiment with new
designs and manufacturing.
Release our first 100% organic
Bio Cotton products to customers.
Commit to ensuring that all
our Bio Cotton products only
use 100% certified cotton
and never a blend with
conventional cotton.

2007
Generate a positive response
to Bio Cotton products
from customers.
Commit to not passing on
higher prices for organic
cotton to customers.
Increase sales of Bio Cotton
products, reaching two million
by the end of the year.

5%
15m

Release our first pan-European
Bio Cotton collection and increase
sales to 15 million garments, 5% of
total cotton revenue.
Launch CottonConnect
with Textile Exchange and
Shell Foundation16. The social
enterprise’s five-year mission
is to grow production of organic
cotton, initially in India.

9%
26m

Grow Bio Cotton sales to 9% of
our total cotton revenue, selling
26 million organic garments.

13%
32m

Increase sales of Bio Cotton,
reaching 32 million pieces by
the end of the year, 13% of
our total cotton revenue.
Integrate Bio Cotton fully into
the mainstream business.
Launch ‘We Love Bio Cotton’
marketing campaign.
Become second-biggest selling
brand for organic cotton.17

Win German sustainability
award for Bio Cotton range.

Win ‘most trusted brand’ in
Germany and the Netherlands.18

Continue to increase organic
cotton production, which rises
around the world, especially in
India where most is grown.

Establish the C&A Foundation19
whose wide remit includes
sector-building activities
around organic cotton.

Become a sponsoring partner
of the Water Footprint Network.

World organic cotton production
peaks at around 240,000 tons20.

30%
85m

Become world’s biggest
retailer of organic cotton
garments, selling 22,500 tons,
85 million pieces – 30% of
our total cotton revenue –
and exceeding our target
by more than 40%.
Introduce Bio Cotton for
all baby nightclothes
and underwear.
Receive ‘most trusted
brand’ award in Germany.
Win ‘Future Shaper’ award
from Textile Exchange at
annual conference in
Hong Kong21.
India now producing 74%
of global organic cotton22.
World output falls by 8%.
But 50% of countries around
the world increase production
from the year before23.

Named global market leader
for textiles made from organic
cotton by Textile Exchange25.
Global production of organic
cotton continues to fall,
despite increased demand
in international markets.

		

What’s the big
opportunity for
organic cotton?
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Organic cotton cultivation
preserves the natural resources
that farmers and the wider
community rely upon. Organic
growers avoid the use of toxic
and persistent pesticides and
synthetic fertilisers, protecting
their soils, fresh water and
revenue streams26.
It also makes sound business
sense for brands. We pay more
for our certified organic cotton
but we don’t pass the higher cost
on to customers. Because our
customers like to feel great about
what they wear, our experience
is that the clothes hold their
value for longer.

Organic cotton makes sound
commercial sense and is a chance
for the apparel industry to really
make a difference for communities
and the environment.

The success of Bio Cotton is
central to our sustainability goals.
In March 2012, encouraged by the

“All cotton in our
products labelled
with Bio Cotton is
100% certified
organic cotton.
Never blended.”

We’re now at a crucial moment where
demand is outstripping supply. And
uncertainty over its availability threatens
long-term investment in organic cotton.

So what are the barriers we need
to overcome to grow production?
Demand
·· Clearer market signals and
long-term purchase agreements
are needed from brands and
retailers to drive production
of organic cotton28
·· In India, where most organic
cotton is grown, there is limited
domestic demand, reducing the
opportunities for growers29
Farmer take-up
·· Although established organic
production can often lead to
higher profits, reduced yields
during the initial planting seasons,
and a three-year wait to be
verified to receive a premium
can be a short-term barrier
for many30

·· Farmers in the developing world
often have poor access to the
supply chain31 and are reduced
to selling their organic crop as
conventional cotton with
no premium
Access to seed
·· With fewer farmers producing
organic plants, access to quality
seeds is becoming a serious
issue32, which organisations
like the C&A Foundation, bioRe33
with FIBL34, and Textile Exchange
are trying to address
·· 90% of India’s cotton crop is
genetically modified and its
presence is growing around
the world35. In some regions,
genetically modified seeds are
grown close to organic crops,
causing contamination36

40

%

%

2020
We’d like to make 100% of the cotton
used within our garments sustainable

Target scope: Although global
organic cotton supplies are
declining, we think we can convert
at least 80% of our cotton ranges
to organic by 2020. The remaining
20% of our ranges will be sourced
responsibly in collaboration with
organisations like CottonConnect,
and verified to ensure the raw
material performs better for the
environment and communities
than conventional cotton27. The
‘more sustainable’ cotton may also
act as a useful bridge for farmers
who are considering developing
organic production.

The challenge is,
there’s simply not
enough organic
cotton being
produced globally...
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2014
Proportion of world textile production accounted for by cotton37

38
2013
We’ve already hit

progress we had made on organic
cotton, we announced a new
ambitious target – to use only
100% 'more sustainable' cotton
by 2020.

		

100

%

0.5

2014
Proportion of world cotton production accounted for by organic cotton,
presenting a huge opportunity for growers, suppliers and manufacturers38

%

		

How can we take organic cotton to everyone?

Make it easy
for farmers
to grow more
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Overcoming the challenges
facing farmers
With less than 1% of world cotton
production grown to organic
standards, we’re working with
organisations like CottonConnect
and the C&A Foundation to make
it easier and more attractive
for farmers to grow it.

Through initiatives like our
collaboration with CottonConnect
we’re helping these farmers earn
a more equitable share of the
profits. Our partnership enables
farmers to have better access to
organic processors and buyers,
creating more secure business
and trading conditions.

Developing the market
Organic cotton textiles tend
to hold a higher market value
but the extra money generated
often fails to reach farmers. Most
cotton is grown by smallholders
in developing countries farming
up to two hectares39 of the crop,
and they have the least power
in the supply chain.

Creating access to non-GM seeds
We’re supporting, through the C&A
Foundation, farmers’ access to
non-GM seeds. Working with
two organic farm groups in India
– EcoFarms and Pratibha Syntex’s
Vasudha Organic – we’re creating
more resilient seed supplies, which
should increase take-up by farmers.

Cows and cotton,
nothing wasted
Cow's urine, once discarded,
is now playing a vital role for an
Indian cotton farmer, thanks to
training from CottonConnect.
Since 2013, Indian cotton farmer
Tarcila Raphael Bhuriy has been
learning how to farm organic
cotton on her plot in Madhya
Pradesh. Her instructors at the
local Vasudha Organic Cotton
Group taught her that waste from
the eight cows she keeps could
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Sharing knowledge
and capacity building
Converting to organic cotton
requires commitment and
knowledge. Organic growers, just
like conventional farmers, are likely
to face increasingly extreme weather
events, like the huge cyclone that
struck Bengal, India in October
201340. But training and support
through our initiatives like
CottonConnect are helping farmers
to learn organic farming methods.
By dropping the use of synthetic
fertilisers and toxic pesticides,
and by introducing organic
composts, farmers can improve
the health of soils, save costs, and
make their incomes more resilient
to climate and market shocks.

play a vital role at her farm. Along
with dung for compost, the urine
is particularly versatile – acting
as a potent organic fertiliser that
also prevents pest infestations.
Tarcila has dug a trench to ensure
that none of the precious material
is wasted, and her fields are
thriving. Impressed, her village
recently appointed Tarcila as
a community leader and she’s
working to promote female
development and organic
farming in the area.

Global cotton harvest 2011–1241

27.6m tons

Total organic harvest 2011–1241

138,813 tons
Number of organic
farmers, global:42

214,905

		

Why is organic
cotton better for
the environment?
Organic cotton generates income
and jobs, whilst reducing impacts
on the environment.
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With a global harvest of around
27.6 million metric tons43, after
food crops, cotton is the world’s
most commonly grown plant.
The cotton industry provides jobs
and incomes for more than 250
million agricultural workers and
100 million farmers44. But growing
cotton conventionally exerts a
huge toll on biodiversity and
natural resources.
Fresh water is becoming an
increasingly scarce and precious
resource, especially in countries
such as China and India where
most cotton is grown45. The
fertilisers and pesticides used in
conventional cotton farming leach
into the water table, causing as
much as five times more pollution
than organic methods.

Non-GM Seeds
Increasing global use of GM cotton
seeds is creating long term
complications through animal
and plant pest resistance, and
contamination of organic stocks51.

93%

of cotton harvested in India
is grown with GM seeds52.

Fertilisers also contribute to soil
depletion and erosion, along with
the practice of monocropping
where farmers exclusively grow
cotton. Organic cotton production
encourages farmers to rotate their
crops, leaving more vegetative
matter in the ground, which
promotes healthier soils and absorbs
more carbon dioxide emissions.
Using artificial nitrogen-based
fertilisers in conventional cotton
farming also generates large
amounts of greenhouse gas
emissions46 – both in the field and
where the nutrients are refined.
Organic cotton requires the use of
natural fertilisers from manure and
plant waste, reducing this problem.

		

As much as 93%47 of cotton grown
in India uses GM seeds designed
to resist insects and particular
herbicides. But GM cotton has
been proven in many cases48
to be ineffective or increase the
problems it is trying to address –
with plants and pests becoming
resistant to the chemicals in the
plants or weed killers. Organic
farms use natural methods to
control predators and unwanted
plants, without the dangers of
infestation that resistant
organisms can present.

By using organic methods,
farmers can dramatically improve
their positive impacts on the
environment, and create a more
resilient and economically stable
crop. And by stocking certified
organic cotton, retailers and
customers can trust that the
clothes or products they sell
or buy have been produced
to strict standards that have
helped to deliver positive
environmental benefits.

of the 'grey water'
footprint of
conventional
cotton54.

Understanding water usage
and helping farmers to
change behaviours
We work with the C&A
Foundation and the Water
Footprint Network49 to assess
water use in our supply chain.
In 2013, we published the results
of research comparing the 'grey
water' footprint of growing organic
and conventional cotton across
480 farms in India. This showed
conventional cotton production
creating as much as five times
more water pollution than organic
farming, mainly because of the
use of synthetic pesticides.
In 2011 our total supply-chain water
footprint for cotton production
was 3.6 billion cubic metres:

Water
It takes 2,600 litres of water
to grow the cotton raw
material needed for a t-shirt.
In conventional farming, 13%
of this will end up as 'grey water'
pollution. Most cotton is grown
in India and China where water
scarcity is becoming an
increasing problem53.

20%
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No toxic chemicals
Synthetic fertilisers can increase
emissions, and cause pollution
to water reserves and soils.
Pesticides in non-organic
systems are responsible for
poisoning wildlife and rivers
as well as causing health issues,
killing an estimated 16,000 people
each year55.
Conventional cotton uses

10%

of the world’s insecticides56.

·· 63% = volume of rainwater
stored in the soil, consumed by
the cotton plant (green water
footprint).
·· 24% = surface and groundwater
used in irrigation (blue water
footprint)
·· 13% = pollution from
nitrogen-based fertilisers
(grey water footprint)
To reduce water wastage,
we are working in partnership
with the C&A Foundation and
CottonConnect to develop pilot
finance schemes, giving farmers
greater access to drip-irrigation
technology. These new irrigation
systems can reduce water usage
by up to 60% and increase yields
by 30%50.

Healthy soils
Plant matter is retained in
the soil, retaining water and
increasing presence of useful
minerals. Crop rotation is
encouraged, which also
helps soil fertility.

Greenhouse gas emissions
No synthetic fertilisers such
as nitrogen-based products are
needed. This reduces pollution
and the N2O emissions generated
in their manufacture and when
used in the fields.

Cotton production accounts for

Nitrous oxide has a

of farmed land57.

more potent greenhouse
effect than carbon dioxide58.

2.5%

300x

		

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 chain.

“Seeing the benefits
that organic cotton
has brought to
their children,
farmers today are
more positive about
farming as an
occupation."
Shreyaskar Chaudhary,
Managing Director,
Pratibha Syntex
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Organic cotton is helping to
promote human rights, generate
income security and reduce
negative impacts on the
environment59. The strictest
organic certification process
assesses the supply chain from
the farm, right through to when
the garment is completed for sale.
This helps the people growing
the raw materials and making the
finished garments. It also ensures
that the retailers can create and
sell products that demonstrate
their commitment to the
environment and society.

We buy organic cotton using two
standards, both of which benefit
manufacturers and communities.
The OCS60 verifies that our
Bio Cotton products contain
100% organically grown cotton.
The GOTS61 goes further,
assuring not only environmental
compliance but also social
compliance, including human
rights and labour standards. In
both cases the journey of the
Bio Cotton is tracked and verified
by independent experts to ensure
the integrity of our approach.

		

Secure revenue
Organic cotton can provide
farmers with greater certainty on
prices through consistent quality63
and long-term partnerships between
growers, processors and buyers.
Farmers can also access training
and support to help them learn
how to switch to organic methods
and make financial savings from
the reduced use of synthetic
fertilisers and pesticides.

Organic verification protects the
value of the raw materials, and can
attract a premium to the farmer in
certain conditions62. We support
this by working with the C&A
Foundation, in partnership
with Textile Exchange and
CottonConnect, to help farmers
have better access to markets, get
greater certainty over prices and
establish long-term relationships
with customers.
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Cooperation and organisation
Organic standards encourage
farmers to organise themselves
and work together on the
management of certification
and sale of crops. This helps to
encourage greater cooperation
from farmers – improving business
security and growth, promoting
knowledge sharing and expertise,
and strengthening communities.

Supporting farmers
and their families
We believe in investing all the
way through the supply chain
to support both the farmers
producing organic cotton and
farmers looking to transition
from conventional cotton.
With the support of the C&A
Foundation, we’ve helped to
establish schools to serve the
communities of farming groups
we work with in India. By 2012 our
initiative was enabling 500 children
to regularly attend school, helping
them and their families to secure
a more certain future.

Improved wellbeing
Through the GOTS, farmers
and manufacturers must meet
high social and environmental
standards on issues including
child labour, decent wages,
regular hours and environmental
degradation, which improve
the lives of local people and
communities growing
organic cotton64.

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

Crop rotation
To comply with organic systems,
farmers will rotate crops, creating
new revenue streams to protect
against market and climate
failures. Less intensive methods
of farming, such as crop rotation,
promote healthy soils and make
the farmers less vulnerable
to failed harvests.

214,905

Human rights
With GOTS certification, high
standards on issues like fair
wages and child labour must be
met all along the supply chain.

Organic cotton
farmers worldwide65.

0

Children should be working in
the supply chain with GOTS67.

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

Income security
Organic cotton can provide
better access to markets, less
vulnerability to market price
fluctuations and more certainty
over payments. Farmers also
reduce costs with reduced
need for toxic pesticides
or synthetic fertilisers.
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$6.2bn

Countries growing
organic cotton66.

Value of the organic
cotton market68.

		

How can we take organic cotton to everyone?

Guarantee demand
so manufacturers
can make more

12

		

Challenges and opportunities
for manufacturers
The manufacturers have a
vital role to play in the organic
cotton story, helping to satisfy
increasing demand and raising
their own environmental and
ethical standards. With overall
cotton cultivation falling69,
the short-term challenge for
manufacturers is to establish
reliable sources of supply. This is

not just about securing volumes,
on time and at the right quality, but
also making sure that conventional
cotton does not contaminate
organic cotton production.
In India, where the domestic
market for clothing is expected
to grow to around $225 billion
by 202070, manufacturers are
teaming up with farming groups
to secure guaranteed supplies.

Fast-growing Indian company
secures organic supply chain
An Indore-based textile
manufacturer is securing
its supply of organic cotton
by collaborating with farming
groups. In 1999, the company
Pratibha Syntex created Vasudha
Organic, a collaboration that
began with 500 farmers and
4,000 hectares.
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Historically, it’s been the role
of third-party organisations
like India’s Control Union to
issue certificates proving the
credibility of organic fibres. But
increasingly, transactions can
be processed digitally, reducing
costs and errors. This information
can be easily accessed online
or repurposed for internal or
customer communications.

Growing both Fairtrade71 and
organic cotton, production has
expanded and there are now
more than 130,000 hectares
planted. Pratibha Syntex has
secured a reliable and growing
supply of organic and Fairtrade
cotton, and the farmers’ incomes
and quality of life has risen
substantially.

		

How can we take organic cotton to everyone?

Increase and sustain
global supplies

14

		

Brands have a key part to
play in the development of
organic cotton as a sustainable
resource. With marketing
budgets and many channels of
communication, major retailers
have the opportunity to reach
customers wanting to make
more sustainable choices. As the
leading retailer of organic cotton,
our experience demonstrates that
it is possible to create awareness,
fulfil the demand and be profitable.
But it’s not as simple as throwing
up green messages and waiting
for responsible citizens to form
an orderly queue.

The key issue is supply. We’ve
reached a critical moment where
production needs to significantly
expand to meet the growing
demand of an emergent global
middle class72, increasingly aware
of the environmental and social
impacts of their spending.
Some brands are acting. But the
supply crisis shows that a great
more needs to be done. Working in
partnership with experts, the local
communities and governments,
we can produce even more of the
clothes that people feel great about,
and enable organic cotton to fulfil
its potential.

Pricing, marketing and
critical mass help C&A
exceed Bio Cotton targets
Phillip Chamberlain,
Head of External Stakeholder
Engagement, C&A Europe:
“We’ve been committed to
Bio Cotton for 10 years. Through
the commitment of many of our
colleagues and external partners
we developed the initiative and
experienced steady growth. But
it took a major push in 2011 by the
mainstream business to realise
the potential of our organic
clothing. We were then able

Key benefits
·· Protect the supply chain: minimise
the impacts of fluctuating
commodity prices by securing
your own supplier network
·· Connect with customers: our
experience shows that customers
who buy sustainable products
are in the frequent purchasing
category, even if they won’t
pay more
·· Embed sustainability in product
development: brands and
manufacturers can develop
more sustainable raw materials
and sourcing policies, and drive
product design and innovation

to replace entire ranges
and launched the ‘we love bio’
marketing campaign. Rather
than selling at a premium to
reflect higher prices paid for the
garments, we replaced lines like
baby night and underwear, and
children’s t-shirts, and charged
the same. Customers appreciate
the organic quality at a value
price and the increased stock
on shop floors helps to market
the Bio Cotton ranges in-store.
During 2014 we expect to see the
growth continue as we convert
all underwear to Bio Cotton.”
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·· Engage staff: a positive,
commercially successful story
can motivate employees and
help them to engage with, and
communicate brand values
·· Deliver targets: every major
brand has a CR/CSR strategy.
Buying sustainable cotton helps
to achieve real targets
·· Earn license to operate: buying
sustainable products strengthens
a company’s reputation and
reduces exposure to negative
campaigns by media and NGOs
·· Get ahead: show leadership
and extend your sustainable
supply chain while you can
still do it by choice

		

How can we take organic cotton to everyone?

Connect with our
customers to increase
knowledge and
drive demand

16

		

The digital revolution means that
brands interact more closely with
their audiences than ever before.
The advent of social media and
smart devices has also enabled
consumers to connect rapidly
to each other, exchanging their
views on people, products and
brands. This connectivity will
play an increasingly useful role
for conscious consumers as the
environmental and social impacts
of a changing climate become
better understood, and they
can make choices based on
these outcomes.
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Individuals and organisations have
begun to map and upload detailed
supply chain information for goods73.
The accessibility of this data already
enables consumers to use their
devices to make choices based
on the sustainability credentials
of brands and their products. Now
the knowledge is there, it needs to
be tackled. The brands who have
established sustainable supply
chains are at an advantage –
less exposed to increasing
environmental regulations74, and
perhaps more importantly, with a
license to talk to their customers.

Key benefits
·· Demonstrate your values:
Bio Cotton and other sustainable
fabrics and textiles are a simple
and effective way to improve
the lives of communities, and
to protect the environment
·· Have a stake: companies
committed to doing the right
thing need people, not just to
buy their products but also,
perhaps more importantly, to
recommend them. Purchases
sustain incomes, jobs and profits

C&A awarded ‘Future Shaper’
status for sustainable
textile production
Textile Exchange, one of the
world’s leading organisations
for the promotion, analysis and
certification of organic cotton
and organic textiles, awarded
C&A Europe the title of a
‘Future Shaper’ in 2012. Only
10 companies worldwide have
received the accolade.

The award recognises C&A’s
continued commitment to organic
and sustainable practices, with
more than 1,500 stores in 21
European markets75.

·· Connect with communities:
be part of a group and find
other people who share
your views and have
useful knowledge
·· Shape your brand: with
the power of social media
you can begin to influence
how your brands behave
and what they could be selling

		

Who do we work
with to realise
our ambition?
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We began our Bio Cotton
programme with big ideals and
modest expectations. By engaging
with partners in the growing
community and amongst experts,
we were able to grow an exciting
idea into a multimillion dollar
sustainable business within
three years.
Bio Cotton is all about
cooperation. We rely on the
support and commitment of our
suppliers and partners across
the supply chain to maintain the
quality of the organic cotton that
we use in our Bio Cotton range.
And we collaborate to ensure that
our approach to organic cotton
continues to deliver significant
environmental, economic and
social benefits.

Collaboration is the key
to the success and scale
of our Bio Cotton work.

This philosophy is clearly
demonstrated by our key partner,
Textile Exchange. Founded in 2002,
the non-profit organisation has
developed into a global platform
to accelerate the growth of the
organic cotton market, working
closely and energetically with
farmers, manufacturers, brands
and retailers.

CottonConnect, the social
enterprise business founded in
2009 by C&A with Shell Foundation
and Textile Exchange, has also
played a crucial role, helping
farmers to develop their
production of Bio Cotton. The
company supports farmers to
form trading groups, enabling
them to respond to the demands
of larger customers.
Water Footprint Network, an
international network by, and for
its partners, founded in 2008
by the University of Twente,
WWF, UNESCO–IHE, World
Business Council for Sustainable
Development, International Finance
Corporation, Netherlands Water
Partnership, and Water Neutral
Foundation, have a mission to
promote the transition towards
sustainable, fair and efficient use of
fresh water resources worldwide.
The company has partnered with
Water Footprint Network since
2010 to improve water sustainability
of the textile supply chain.

Step 2
Map total value chain
and analyze volume
from garment to farmer.

Step 3
Build capacity and connect
the whole supply chain.
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Success in the field

C&A Foundation: a charitable
foundation based in Switzerland,
which aims to improve social,
economic and ecological
conditions along the cotton and
apparel value chain. Committed
to the communities in which C&A
operates, it also promotes local
charitable initiatives, ultimately
touching the lives of hundreds of
thousands of people in Europe,
Asia and Latin America.
www.candafoundation.org

CottonConnect: the for-profit
social enterprise works at scale,
helping brands and retailers to
build capacity and sustainable
value chains around the world.
In 2011, the company helped source
more sustainable cotton for over
50 million garments. CottonConnect
has expert teams in South Asia
and China with farm and value
chain management expertise, and
an extensive network working with
over 50,000 farmers. By 2015,
CottonConnect aims to increase
the land under more sustainable
cotton by one million acres.
www.cottonconnect.org

Textile Exchange: the influential
non-profit organisation has helped
the organic market grow from
$240 million in 2002 to $8.9 billion
by 2012. Headquartered in the USA,
Textile Exchange has a global reach.
The organisation is dedicated to
accelerating sustainable practices
in the textile industry. Textile
Exchange’s strong network includes
many leading organic cotton brands,
manufacturers and producers.
Textile Exchange’s annual Farm
and Fibre, and Market reports are
key publications for the industry
www.textilexchange.org

Water Footprint Network: based
in the Netherlands, this non-profit
organisation promotes the transition
towards sustainable, efficient and
equitable water use worldwide,
through the advancement of the
water footprint concept and the
application of Water Footprint
Assessment. It connects and
inspires global, strategic action
amongst the full spectrum of
stakeholders involved in solving
the world’s water problems. C&A
has worked with Water Footprint
Network to publish details on our
own water footprint, and important
research showing the dramatic
reduction in water pollution through
organic cotton farming in India.
www.waterfootprint.org

These organisations are helping
us to reach our ambitious goal to
achieve 100% sustainable cotton
by 2020. But we want to go beyond
that target. With the energy and
commitment of our partners and
peers, we aim to make sustainable
fashion available to everyone.

CottonConnect’s five steps to transform the world’s cotton for good

Step 1
Work with brands
and retailers to build
sustainability into
their supply chain and
marketing strategies.

		

Step 4
Monitor impacts and help
brands and retailers tell
the story.

Step 5
Create and implement
community investment
programmes.

CottonConnect and Water
Footprint Network learning
shared across continents
In 2013, C&A published the
results of a study conducted
by CottonConnect and Water
Footprint Network, to collect
water footprint data from 480
cotton farmers in Gujarat and
Madhya Pradesh states. Half of the
farmers were using conventional
farming practices and the other
half, organic practices. The results
revealed that although organic
production did impact water
resources, through leaching of
nitrogen and phosphorous from
organic fertilisers, its overall
impact was significantly smaller
than conventional practices.
CottonConnect communicated
this information to over 20,000
conventional cotton farmers
in South Asia and China.

		

What’s the
future for
Bio Cotton?
Much achieved, but opportunities
and challenges remain.
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In 10 years we’ve made significant
progress, growing our knowledge
and capabilities, and sharing our
experience with communities and
organisations to grow theirs. But
the global production of organic
cotton is still declining, so there is
much more we need to do to make
it mainstream.

As one of the world’s leading
retailers of organic cotton,
experience teaches us to
be cautiously optimistic. By
collaborating with our peers in
the apparel and clothing industry,
Governments, NGO’s, partners,
suppliers and our customers, our
Bio Cotton will continue to:

We’ve set ourselves the target
to achieve 100% sustainable
cotton by 2020. It’s going to be
challenging. We hope to sell over
120 million Bio Cotton garments
by the end of 2014 and to reach
155 million in annual sales by
2015. But with fewer ranges
in conventional cotton left to
transform to organic, we will
increasingly be looking at the
sustainability of our other textiles.

·· Improve the health and livelihoods
of millions of cotton farmers, and
workers around the world
·· Help to eradicate forced or
child labour in the production
through the purchase of GOTS
certified cotton76
·· Cut the environmental impact
of cotton by reducing the use of
toxic and persistent pesticides
and synthetic fertilisers, and by
enabling farmers to use less water
·· Support our customers’ own
aspirations to help communities
and protect the planet by
choosing Bio Cotton and
more sustainable clothes.
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