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This C&A report relates to our engagement in the
two trading years 03/2010 to 02/2011 and 03/2011 to
02/2012. Our aim in this report is to provide you with
detailed information about all areas of action that we
take in relation to sustainability, all along the supply
chain. For the sake of comparability, our reporting
is guided by the latest G3 Guidelines from the Global
Reporting Initiative (GRI). Restrictions to the scope or
boundaries of the report apply to certain areas of economic information. All disclosures relate to C&A Europe unless otherwise indicated. We also provide additional reporting on the supply chain, even though it
is beyond the bounds of our own corporate processes,
but is seen as a key part of our sphere of responsibility.
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Brussels, April 2012

Ladies and Gentlemen,
Welcome to our fifth CR report, entitled “Acting Sustainably. C&A 2012”.
The global economic climate which has prevailed in the 2 years since our last published report has remained a challenging one. The weakness in the European economy in the interim, with consequent falls in consumer confidence
and disposable incomes, has meant that the need to offer quality fashion at amazing value to customers is ever more
relevant. At the same time, stakeholders, including importantly, our customers, rightly scrutinise the way that business is conducted as much as the value on offer.
In 2011, C&A celebrated 170 years of successful trading. That in itself was something to be proud of but it also
reminded all of us at C&A about the corporate tradition for which we stand. We therefore used our anniversary to
reinforce our commitment to our values and to ensuring that our customer remains at the centre of everything we do.
We have focused on 2 words in particular – “Caring & Amazing”, with caring signifying our reliability and the trust
that our customer can have in us; amazing meaning that we seek to surprise our customers over and over again.
It is this dual commitment of Caring & Amazing that pushes us to innovate, to build on our long-held principles
and values and to strive to continue to deliver outstanding value to customers in a sustainable and ethical manner.
In fact, that has been the mission at C&A for 170 years and we remain committed to doing just that.
Tangible examples of our commitment include that our sales of 100% certified organic cotton products continue to
increase substantially, and we have set a 2020 goal that all cotton used in C&A product by that date will be grown
in a sustainable way. In 2010, we established some pilot projects aimed at improving working conditions in clothing
supply chains, and given the success achieved, have begun the process of expanding this model to our supply base
in all Asian production countries. We are also one of a small leading group of retailers who have committed to zero
discharge of hazardous chemicals in clothing supply chains by 2020.
As a family company, we think in generations, not quarters and we will continue to operate in this way, recognising
that we have a role in ensuring that the world which future generations inherit will be one which they can continue to
enjoy, and in which they can prosper.
In recognition of this generational aspect, we have invited children, who are in various ways linked to C&A in different
parts of the world, to contribute directly to the content of our latest report. We have also included contributions from many
other valued stakeholders who help us to understand how our C&A approach impacts them and those around them.
I conclude by offering my personal thanks to all of those from various cultural and geographical backgrounds who
continue to invest their creativity, their time, their effort and their expertise into every single article and experience,
making up what C&A means to our customers and stakeholders.
I look forward to our continuing to prosper as partners!

Martijn Brenninkmeijer
CEO C&A Europe
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Brussels, April 2012

Dear Readers,
In 2010, we published our previous Corporate Responsibility Report under the title of “Acting Sustainably.”. We included
some very personal statements made by many of the different stakeholders who were linked to the activities of C&A.
Our new report acknowledges our responsibility to ensure that we play our part in helping to hand over a world which
is fit for future generations to be able to enjoy, this being partly dependent on the actions we take as part of our corporate decision-making. Indeed, one of our core values which we outline in Chapter 1 of this report is “Generation”.
Our core business is fashion for the whole family. Sustainability, on the other hand, is not just a recent fashion phenomenon for C&A, since it has underpinned our business model in evolving ways in the 170 years of business which
we celebrated in 2011. Our focus on sustainability matters looks well beyond the short-term consideration of risks,
opportunities and results, demanding that we incorporate wider and longer-term perspectives into our planning
and resultant actions. In addition, it is increasingly clear that it is not just our own direct actions which we need to
focus on in terms of our sustainability strategy, but also matters which occur in the long and complex clothing supply
chains which characterise our industry. Much work still needs to be done in terms of increasing the transparency
necessary in the early parts of our supply chains.
In our last report, we referred to our long-term commitment to the sourcing of more sustainable products with a focus
on organic cotton in particular. In this new report, you can read of further progress we have made in this respect. What
has also evolved in the past couple of years is an increasing awareness of the value related to collaborative work,
whether that be with NGOs, other brands and retailers or other groups of stakeholders. We will tell you the story of the
most important of these developments, which include major social and environmental initiatives which are themselves
mainly long-term in nature. We seek to take such steps in order to keep us amongst the leading group of retailers who
want to do as much as is in our power to ensure not just a reduction of our present impacts, but also to examine how
we can contribute towards some restorative work in addition, taking generational interests into account.
Our new report once more highlights that, despite our best efforts, there are still challenges which remain to be solved,
even given the extensive body of knowledge we have built up courtesy of our proud history and culture. These include
some important social issues in clothing supply chains, but where once more, you can read about the initiatives which
C&A is taking in order to try and improve such matters in a smart way. We continue to listen to our various stakeholders as to what they consider to be important for a company such as C&A to manage.
In 2012, we plan to launch a new digital presence dedicated to our corporate sustainability efforts. This will include
information from this report, as well as important updates going forward.
We remain a learning organisation, one that is always looking for improvement in our performance. We also welcome any feedback you may have in terms of how we can further improve our performance; whether that be in terms
of what more we could or should address, or in terms of the way we tell our story. You are welcome to contact us via
csr@c-and-a.com,
We look forward to hearing from you.

Philip Chamberlain
Head of Sustainable Business Development
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This is C&A

This is C&A
170 years ago, two brothers had an idea: they wanted to offer
goodvalue, fashionable clothing to a broad clientele.
Today, this has developed into more than 1,500 branches in
19 countries across Europe. Good idea, Clemens and August.

What does C&A
actually mean ?
2011 was an anniversary year for C&A. It is now 170
years since the two brothers, Clemens and August
Brenninkmeijer, set up their company in the Netherlands, in the town of Sneek. To this day the company
is known by the initials of their first names, and is
still in family ownership. The brothers were members of an old-established family from Mettingen,
in the Münster region of central Germany, that had
supplied linen to the mainly rural population for
generations before them. Twenty years after founding the company they finally put their revolutionary
idea into practice, an idea on which C&A’s business
success is still based today: they opened a commercial establishment where they offered good-value,
industrially manufactured ready-to-wear clothing
to a broad clientele. This was something entirely
new, because at that time clothing was still made-tomeasure and was correspondingly expensive.
The two company founders withdrew from the
business in 1878, but their sons kept the successful
business model going. In fact more than that, they
expanded it: by 1911 they had opened a further five

RZ_6925_11_engl_Report2012_Kap1.indd 9

C&A branches. They then ventured across the Dutch
border, opening the first German store in Berlin –
meaning that C&A Germany was able to celebrate
its 100th birthday in 2011. Other stores were subsequently opened in the UK, Belgium, France and
other European countries. Today, C&A has over 1,500
branches in 19 countries across Europe and employs
more than 37,500 people.
The whole history of the company is typified by a
fundamental adherence to traditional values whilst
at the same time being driven by a professional
and constantly innovative business culture that
makes sure we meet the demands and expectations
of today’s consumers. C&A operates in a global and
therefore complex environment. It can only do so
successfully if all business units and all members of
staff relate to and abide by the same values.

C&A thinks
in generations,
not in quarters.
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C&A – Caring & Amazing

In a nutshell,
“Caring” stands for what
our customers need,
and “Amazing” for what
they want.

C&A took the 2011 anniversary year as an opportunity
to reorientate the entire company. Just like 170 years
ago, the consumer remains at the centre of everything
that we do. To ensure that this is more than just words,
though, we launched the “Caring & Amazing” initiative. Caring stands for the company’s reliability, for the
fact that customers can trust C&A at all times, and that
C&A takes their wishes and needs seriously. And of
course for the fact that C&A takes responsibility itself
for people and the environment.
Amazing describes the enthusiasm that characterises
C&A as we seek to inspire and surprise our customers,
time and time again – whilst at the same time winning
new customers.

C&A’s seven core values
To make sure that all employees are in tune with
this philosophy, C&A has formulated core values on
which the company is based.
Open. This means listening to other views and opinions openly, using constructive feedback to achieve
better results, and recognising the positive aspects in
new ideas and concepts.
Passion. Performing our work with enjoyment and
enthusiasm, thereby expressing our own enthusiasm
for C&A and passing it on to our customers. Passion
also means constantly questioning the current state
of affairs, because good is not always good enough.
Together. Every employee is fully involved. People
take time for their colleagues and make sure that
everyone is travelling in the same direction.
Generation. C&A and its staff must be environmentally aware in their actions and use resources sparingly. Short, medium and long-term decisions all
have impacts that have to be very carefully weighed up.
Respect. Behaving respectfully and with appropriate
trust, understanding other opinions and taking them
into account.

CARING

C&A – The Company

Deliver. Acting responsibly and in a disciplined manner,
achieving results and fulfilling the assigned tasks in
good time – this calls for a great deal of self-discipline.
“She”. This stands for the customers, for whom C&A
wants to offer more than they expect, every day. The
staff ’s own interests must always be subordinate to
the customers’ wishes.

Responsibility for subsequent generations
The principle of sustainability is firmly embedded in
our corporate mindset and our management structures, and it determines how we deal with people
and the environment. Sustainability, the responsibility for subsequent generations, is the basis of our
business life, in which we have to face up to the new
challenges of working conditions and environmental
conditions every day.
In recent years the notion of sustainability has often
been associated with the “Triple P” principle (people, planet and profit), in other words the aim of
reconciling social, ecological and economic factors
with each other. Our task is to make this principle
an integral part of the whole company, with the
objective of obtaining greater commitment from each
individual and thereby securing sustainable progress.
With achievement of this objective in mind, we
have developed the “Triple I” principle (inspiration,
innovation and implementation). In this connection,
inspiration means having the sensitivity to be aware
of conflicts of interest between social responsibility
and economic activity. Sometimes this is enough in
itself to be the key to solving a conflict. Innovations
can relate to both workflows and product developments, which in ideal circumstances lead to win-win
situations not only in economic terms but from the
environmental standpoint, too. Finally, implementation stands for putting the inspiring and innovative
solutions into practice – solutions that lead to measurable success for the company and to the achievement of sustainable goals. “Triple P” is therefore the
foundation, while “Triple I” indicates the direction
of the process. We will continue along the path that
“Triple I” takes us.

AMAZING
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The structure of Corporate Responsibili ty

The structure of Corporate Responsibility
European Executive Board (EEB)
Corporate Governance

Sustainable Business Development

CR Monitoring Group
5 Key Cross-Functional Representatives

COORDINATION

DIVISIONAL EXECUTION

Product Safety

Compliance Audits

Ethical Sourcing

Environment

Retail Organisations in
19 European Countries

STAKEHOLDER RELATIONSHIP AND ENGAGEMENT
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This is C&A

Achieving goals together

The materiality matrix

The C&A European Executive Board (EEB), the company’s highest management level, defines the sustainability strategy and supervises how it is put into
practice and implemented in all relevant areas of the
company. The Sustainable Business Development
(SBD) department is responsible for coordinating
all activities in this field. Its tasks include constant
querying of set targets, and adjusting them where
necessary. Objective test criteria ensure that potential risks and conflicts of interest are identified and
eliminated at an early stage.
C&A uses the International Financial Reporting
Standards (IFRS) to produce its annual financial
statement. The standard guarantees that all assets
and liabilities are evaluated in a systematic and
standardised manner.
In addition, C&A uses an International Control Risk
Management System that is based on an analysis of
possible influences on the company and risks that it
faces. This system helps C&A to assess the quality of
its processes and internal controls, and subsequently
develop opportunities for improvement and put
them into practice.

The aim of C&A’s sustainability strategy is to enable
it to master the socio-political and environmental
challenges of the future. This involves determining
the relevant issues through which the company can
play its part in creating sustainable development and
resource utilisation. To define these issues as objectively as possible, we examine them from two different but equally valid perspectives: from inside the
company looking out, and from the outside looking
in through the eyes of customers, partners and other
stakeholders of the company.
The materiality matrix combines these two perspectives and is based on the principles of the Global
Reporting Initiative, which has identified significant
sustainability topics for corporate organisations. We
have added other important internal and external
aspects to these topics.
We have defined these topics according to their internal significance for C&A. This means assessing not
only the current relevance of a topic but also what
significance it might have for us in the future.
We have also used the same assessment criteria for
the outside perspective. This is founded on constant
and constructive dialogue with our stakeholders, and
the criticisms and suggestions that they make. The
C&A materiality matrix, as illustrated on the next
page, is subject to comprehensive, constant review
and readjustment, part of which includes discussions
with our stakeholders.
The green-coloured segment shows the topics that
are most relevant not only to C&A as a company but
also to its stakeholders. These topics are the central
focus of our sustainability strategy, even though they
contain aspects that extend beyond the actual bounds
of the company. The other segments are also import
ant, but are treated as lower priority than the others.

13

The diagram on the
next page but one shows
C&A’s focus on the
six core areas of social
responsibility. You will
find more detailed
information about this
in the relevant chapters
of this report.

What is a strategy?
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C&A Materiality Matrix

C&A Materiality Matrix

Textile Supply Markets
• Animal welfare

Retail Operating Markets
high

• Gender issues and equal pay
• Materials
• Environmental impact of products

Textile Supply Markets

• Human rights • Code of conduct
• Employment/working conditions
• Capacity building • Water consumption and waste water treatment
• Energy consumption and reliable
energy source • Chemical safety
throughout Supply Chains

Retail Operating Markets

CONCERN TO STAKEHOLDERS
medium

• Customer satisfaction • Product
safety • Energy consumption • CO2
emissions • Price stability • Currency
stability • Stakeholder engagement

Textile Supply Markets

Retail Operating Markets

Retail Operating Markets

• Waste management
• Grievance mechanisms
• Collective bargaining

•
•
•
•
•
•
•

Textile Supply Markets

• Land use and biodiversity
• Nuisances

Retail Operating Markets
low

Textile Supply Markets

Climate change implications
Waste management
Customer privacy
Increasing regulations
Sustainable Consumption
Legal development
Public redress

•
•
•
•

Access to raw materials
Sustainable production
Supply chain transparency
Community investment

Employment type and wages
Working conditions • Health & safety
Business ethics • Legal compliance
Employee awareness building
An ageing population
Market presence • Product labeling
Corporate giving and employee
engagement • Economic performance
• Life cycle analysis
•
•
•
•
•
•
•

Retail Operating Markets

• Diversity and non-discrimination
• Training and education
• Packaging

• Public policy/lobbying
• Anti-competitive behaviour
• Pollution control/
hazardous substances

low

medium

high

IMPACT ON C&A
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C&A focus on 6 CR Areas

C&A focus on 6 CR Areas
Retail Operating Markets

Retail Operating Markets

Retail Operating Markets

Retail Operating Market

Customer satisfaction
Price stability
Currency stability
Stakeholder engagement

Corporate Governance
(Chapter 1)

• Meeting product safety standard

Product Safety

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Business ethics
Economic performance
Employment type & wages
Working conditions
Occupational health & safety
Market presence
Legal compliance
Customer privacy
Increasing regulation
Diversity and non-discrimination
Gender issues and equal pay
Employee training & education
Public policy/lobbying
Anti competitive behaviour
Employee awareness building

• Product labeling
• Chemical safety of product

(Chapter 2)

Textile Supply Markets

Compliance Audits

Textile Supply Markets

Retail Operating Market

Textile Supply Markets

Retail Operating Market

(Chapter 3)

Ethical Sourcing

• Chemical safety throughout supply chain
• Code of conduct
• Capacity building

• Human rights
• Employment/working conditions

(Chapter 4)

• Energy consumption
• CO2 emissions
(Chapter 5)

• Ageing population

Textile Supply Markets

• Access to raw materials
• Supply chain • Transparency

Retail Operating Markets

Environment

• Legal compliance
• Internal code of conduct

Textile Supply Markets

• Water consumption and
Waste water treatment
• Energy consumption and
reliable energy source
• Chemical safety throughout supply chain

Retail Operating Market
•
•
•
•
•

Environmental impact of product
Climate change implications
Waste management
Life-cycle analysis
Materials

Stakeholder relationship and engagement

•
•
•
•

Textile Supply Markets
• Waste management
• Packaging

Retail Operating Market
Corporate Giving
(Chapter 6)

• Corporate giving

Textile Supply Markets

• Community investment
• Environmental investment
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When I go to village to see
my grandma, I feel happy.
Saranya, Tirupur, India
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The basis of what we do: fairness and trust

The basis of what we do:
fairness and trust
C&A does more than just sell clothes. The company employs
over 37,500 people directly, and gives work to many more
people along the textile chain. This responsibility calls for a
clear strategy.

C&A’s strategy

The principles of C&A’s

We actively encourage awareness building around
important sustainability issues.

The goal of our corporate activities is to secure longterm economic success. This is the fundamental financial principle of every business undertaking, without
which no such entity can exist. It is only when this
goal is achieved that an enterprise can be said to be
operating sustainably in the marketplace and is able to
act accordingly. Our offer must remain attractive to our
customers if we are to continue to be successful and
operate sustainably. The true challenge is not to pursue
social and ecological goals “despite” this assumption
but “because of” and along with these requirements.

We seek to gain and retain the trust of our stakeholders sustainability strategy
by taking responsibility for the following key areas:
A large proportion of the clothing sold at C&A is
manufactured in Asia. This means that C&A is reliant
We offer our customers safe products, of good quality, on the dependability and good faith of its suppliers,
and at excellent value for money.
especially with regard to operating in an environmentally friendly way and providing decent working
We support and promote the sustainable development conditions. We consider the future of our company
of improved working conditions in our supply chain.
to be inextricably linked with responsible, ethical
action in both the social and environmental spheres.
We conduct ourselves responsibly in the communities
This is the core statement of “We C&Are”, the motto
in which we are active.
of our sustainability strategy.

We contribute – where economically feasible – to the
protection of the environment.

Good intentions

RZ_6925_11_engl_Report2012_Kap1.indd 17

The motto of the C&A
sustainability strategy
is “We C&Are”.

This goal can only be achieved if social and ecological
issues are not simply subordinated to the principle of
economic efficiency, but are considered to be equally
important.
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At C&A all employees
work according to
the same principles.

The basis of what we do: fairness and trust

C&A – The Company

A business cannot operate sustainably unless this
is achieved. The Irish economic and social philosopher Charles Handy once described this principle as
follows: “The companies that survive longest are the
ones that work out what they uniquely can give to the
world, not just growth or money but their excellence,
their respect for others, or their ability to make
people happy. Some call these things a soul.”

C&A has been committed to combining business interests with ecological and social responsibility for many
years now. The measures we have taken to achieve
this have also been supplemented by dialogue and
collaboration with various governmental and nongovernmental organisations.

We have defined clear ethical, social and ecological
standards, which are binding components of our
business relations. We follow these up with systematic monitoring to make sure these conditions are
being met.
We are involved in social projects around the world
that are predominantly related to our local business
activities. In this way we try not only to eliminate any
shortcomings by reacting to circumstances, but also
help to put in place a local infrastructure that opens
up prospects for the people working in textile manufacturing and their families to improve the sometimes very difficult situation in which they live.
Doing business honestly and fairly has always been
the fundamental principle of our activities. This is
the “blanket clause” by which we measure our own
actions, but also those of our business partners.
Globalisation, the participation of many countries in
international trade and the resultant growth in competition, has established a new framework for these
actions, and created conditions that we deal with
actively and constructively.

RZ_6925_11_engl_Report2012_Kap1.indd 18

C&A is an active member of selected national and
international trade associations. We regularly receive
information about current developments in the
markets and in society through consultations within
the framework of these memberships and through
contact with the relevant fields of expertise within
the European Commission.
Safe working conditions, safe products, and safety
for the environment – these are the fundamental
principles of what we understand to be sustainable
economics.
C&A demands of itself that it must be a good corporate
citizen beyond the confines of its business activities.
Part of this conception of ourselves is that we do
everything in our power to promote development
opportunities for the people in the communities we
have joined.
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C&A is Europe’s fashion store for the whole family

C&A is Europe’s fashion store
for the whole family
Founded in

1841

37,500

over
employees
More than

800 suppliers,

who are monitored by SOCAM (Service Organisation Compliance Audit Management).
C&A Europe is a subsidiary of COFRA Holding AG headquartered in Zug, Switzerland.
The European head offices are located in Brussels, Belgium, and Düsseldorf, Germany.

11 exclusive brands
Other business areas: C&A Money since 2006 C&A Online since 2008.
In more than

1,500 stores
4,500 different article groups
90 commodity groups.
75,000 different designs
and on the Internet, C&A offers more than

in

In all, there are around

in a wide range of garment sizes. These figures illustrate the complexity of
our fashion portfolio and the very strength of the C&A concept: namely, that each
and every customer can find something in our stores that suits and fits them.
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C&A is Europe’s fashion store for the whole family

Figures from the end of 2011 show that C&A had

1,523 branches,
including 206 Kids Stores in
19 European countries
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1–30
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31–100

101–450

more than 451

C: C&A

K: Kids Store
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The basis of what we do: fairness and trust

And the winner is . . . C&A!

Trusted Brand” to C&A in 2010 and 2011. In addition, C&A’s last CR report was given the Best Belgian
Sustainability Award 2009, Edition 2010.

Everyone is pleased when they receive an award or
a prize. That goes for us, too. Especially when they
come from consumer surveys, because these show us
most clearly that our customers are satisfied with us.
As well as these, though, prizes or awards granted by
associations or organisations whose juries are made
up of experts from the industry are a confirmation of
the standard of work performed by all our staff.
In the last two years we have been pleased to receive
the following awards:
Spain:
According to a pioneering worldwide study by Hydra
Social Media and Socialbakers, C&A Spain has been
included in the top 20 corporate pages of Facebook.
Czech Republic:
C&A Czechia was voted by opinion poll as Retailer of
the Year 2010 inthe category textile retailer.
Netherlands:
Most Trusted Brand 2010 and 2011 – In the last two
years the Dutch readers of Readers Digest chose C&A
as their “Most Trusted Brand” in the category clothing.
SponsorRing 2010
C&A won together with RTL and Endemol the SponsorRing in the category media. The SponsorRing is
the professional award of the sponsorship industry.
The jury awarded the prize to C&A, RTL and Endemol
for the non-spot integration in the programme Benelux
Next Topmodel.
Lean and Green Award – 2011
The state-aided organisation Connekt, which is motivating transport operators to reduce it’s CO2 emission,
awards companies which reduce the amount of CO2
by 20% within 5 years. C&A received this Lean and
Green award as the first fashion retailer.
Belgium:
“Beste Winkelketen Damenmode und Kindermode
2011’ – awards granted after an annual investigation
by Q&A Research and Consultancy. In Belgium, too,
the readers of Reader’s Digest gave the title “Most
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Awards are
the recognition for
hard work.

Germany:
C&A won the German Sustainability Award 2010 for
its organic cotton collection in the category “Germany’s Most Sustainable Products/Services”. In its
reasons for granting the award, the jury stated: “C&A
makes a systematic and very substantial commitment to the growing of organic cotton with its “Bio
Cotton”. In so doing, the company not only has the
ecological benefits in mind but also and in particular
the social advantages for tens of thousands of families in the growing areas. C&A makes it easier for its
own customers to make the switch by not passing on
higher prime costs.”
The consumer association Verbraucher Initiative e.V. granted its “Sustainable Retail Company
2011” award in silver to C&A under the terms of the
Environmental and Social Responsibility in Retail
Enterprises project. The project was supported by the
German Federal Ministry for the Environment and
the Federal Environment Agency.
In 2011 and 2012, C&A was voted the “Most Trusted
Brand” by readers of Reader’s Digest, for the eighth
and ninth time in succession respectively.
C&A once again received the “Superbrands Germany
2012” award, which therefore ranks it as one of the
outstanding brands in Germany.
C&A won the Bauer Best Age Award 2011 in the
fashion category for an advertisement aimed at the
50-plus target group.
Hungary:
In Hungary, too, C&A was awarded the title of “Superbrand” in both 2010 and 2011. This is a wonderful
achievement in a country in which C&A has only had
a presence since 2002.
Austria:
The readers of Reader’s Digest voted C&A their “Most
Trusted Brand” in 2011.

Medals galore!

21.03.12 11:15

24

The basis of what we do: fairness and trust

Expansion of the core business

You can read
more about this in the
“Environmental
Protection” chapter
from page 97.

Around two million people now shop at C&A’s over
1,500 plus stores in Europe every day. C&A has tripled
its number of branches since 2002. New countries
Italy, Romania and Croatia were added in 2008 and
2009, for example, and this expansion is set to continue in the coming years.
In addition to its expansion on the European contin
ent, C&A also continues to expand in China, Brazil
and Mexico with each of these organisations operat
ing independently of C&A Europe.
According to information published by the market
research company GfK (Gesellschaft für Konsumforschung), C&A has been able to maintain its position
as one of the leading fashion store chains in Germany,
the Netherlands and Belgium. We are also reported
as one of the leading fashion retailers in Austria,
Czech Republic and Hungary. In almost all countries
in which C&A Europe operates, we have succeeded in
maintaining or even increasing market share over the
last two years.
As well as the new store openings, over the past
three years many of our existing branches have been
modernised. This has involved C&A investing more
than €330 million in established premises. The aim
of the modernisations was to offer our customers a
contemporary shopping experience, while at the same
time raising ecological standards and improving the
efficiency of the branches.

Retail financial services: C&A Money

C&A – The Company

We advertise these products in our C&A stores and
externally. Transactions can be completed by telephone, on the Internet or in the C&A Money Shops
we have set up in our larger C&A stores.

The principle of responsible lending
When offering credit, C&A Money follows the principle
of “responsible lending”. Just as in our core fashion
business, we are very aware of the ethical responsibility we bear for every product we put on the market
– in this case the extension of credit – and we gear our
processes and operations to match that. The consequence of this may be that we decline to offer credit
to potential clients if we conclude that they will not
be able to afford the repayments. Our aim in this is
to prevent applicants from finding themselves in an
impossible financial predicament.
In the event of an accident, illness or losing a job, each
individual’s private circumstances or work situation
can suddenly change. In the blink of an eye, the borrower is faced with insurmountable obstacles. This is
where C&A’s ethical responsibility becomes apparent.
If an unforeseeable situation does occur, we are ready
to talk to the borrower to work out a strategy for solv
ing the problem and discuss options for rearranging
repayments. This might include extending the term
of the loan or deferring instalments.
C&A has set up a modus operandi for handling ex
treme cases of hardship. In such situations, C&A will
consider assuming the borrower’s obligations as part
of our philosophy of social responsibility.

Trust has always been the basis of our business success. This is true of the products of our core textile
business and, since 2006, has applied equally to our
retail financial services business: C&A Money. The
following retail financial services product lines are
available to our customers in Germany:
• I nsurance: motor, home, accident and personal
liability insurance
• Savings: savings certificates
• Credit: revolving credit and fixed-term loans
• Payments: EC/Maestro debit card

CA_Money_Logo_mitClaim.indd 1
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I want to become a doctor when I grow up.
A doctor can help a lot of people.

Gokul, Tirupur, India
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The C&A Online Shop

Social media – engaging with our fans
in a brand new way!

Social media has also allowed us to share our charitable giving with a wider audience than ever before. In
the run-up to Christmas 2011 we decided to set up a
competition on Facebook to decide how to distribute a
€500,000 charitable donation. Each customer was able
to learn about three charities and the projects they‘re
undertaking before deciding which charity most deserved their vote. This was a great way of spreading the
message of giving at this special time of year.
In combination with our objective to improve customer service, we have also optimised our communication with potential employees. We have developed
a sophisticated career strategy based on the LinkedIn
and XING social networks. In fact, C&A already has
over 4,500 followers on LinkedIn, where current and
potential employees can learn all about C&A.
Developing a social media strategy and setting up the
associated social media department marked both an
internal and external shift in customer interaction.
Internally, the organisation is benefiting from direct
customer feedback, and our C&A employees are able
to interact with the brand at a much more personal
level than ever before. Externally, we want to use this
to offer our customers outstanding customer service
and at the same time engage with them in an entirely
new way.

27

The C&A Online Shop
C&A wants to be close to its customers at all times.
This doesn’t just apply to its store concept, because now
C&A is also close to its customers when they are at home
or on the move. The C&A Online Shop and social media
make this possible.

C&A is now open
24 hours a day and
7 days a week.

Online shopping

Even though C&A is continuing successfully on its
path to expansion with a constantly growing network of branches, online shopping has become
an additional shopping option for many people in
recent years. More and more customers are online
nowadays; they go shopping on the World Wide Web
from home, entirely at their convenience, and are
not dependent on factors such as opening times,
the weather, personal mobility or the place where
they live. It was only logical, then, that C&A would
open up this new sales channel for its customers,
too. Following a successful test phase in the Netherlands, C&A opened its first online shop in Germany
in September 2008, under the domain name www.
cunda.de. C&A Online offers its customers a wide
selection from the collections that are familiar from
its branches. These collections for the whole family –
women’s, men’s and children’s fashion – are offered
on the same attractive value-for-money terms as in
the C&A branches.
The Online Shop underwent a revamp in the spring
of 2011. This involved adapting the visual appearance
to the new C&A corporate identity, while at the same
time making the site even more user-friendly – which
was the real focus of the reworking of the website.

It goes without saying that C&A attaches particular
importance to individual data protection in relation
to its online activities. This means that not only are
all data transfers encrypted, using security systems
such as Secure Sockets Layer (SSL), 128-bit encryption
and PCI certification for credit cards, but that C&A
also imposes a strict data control of its own in order
to prevent access to its customers’ data by unauthorised third parties.
The successful start in Germany was followed by the
opening of two further C&A Online Shops in Austria
and France in the spring of 2011 and another one in
Poland at the end of the same year. In the course of
2012 it is planned to open more new Online Shops
in the Netherlands, Spain, Belgium and Italy, some
of which will be running by the time this report
appears. The Netherlands now has its own Online
Shop in addition to the cooperation with an online
warehouse that has been in place since the test phase.

In December 2010, C&A decided to set up a Social
Media department. We did this with two primary
objectives. First, we wanted to continue offering our
customers outstanding customer service – whether
they were in the stores, on the telephone, by e-mail
or on Facebook and other major networks. Second,
we wanted to share our exciting and innovative brand
with our customers. We decided that the best way
to do this was to provide every country with its own
social media ambassador, who in turn would work
together with the marketing team in that country to
deliver industry-leading social media services to
our customers.
By early 2011 we had adopted the social media strategy and established the associated departments, and
we were ready to begin launching our first project.
We started by setting up C&A pages on Facebook in
10 countries across Europe. In line with our mission
to provide the best customer service in the industry,
we offer our customers some really useful features
such as a store finder and the latest fashion tips and
trends. It is our aim to respond to every question
from a customer within 12 hours.
We had the good fortune of starting social media
the same year C&A turned 170 years old, and so we
decided to celebrate these two events by building a
Heritage microsite. This site, which included a timeline of C&A’s history and a design competition where
users were able to design their own piece of clothing
with the chance to win a trip to New York, got a lot of
“Like” clicks and we received many good reviews –
both from fans and the press.
Our next big campaign was the 1841 Denim Campaign.
This was based around a new clothing line that we introduced to commemorate our 170-year anniversary.
The website included a digital wardrobe, for example,
where users could put different items of clothing on a
manikin, and also a digital styling guide. Once again,
this site was very well received by our customers.

C&A is always looking
for new ways
to come into contact
with its customers.

. . . I like
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with its customers.
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When I grow up, I want to see
the whole world.

Lore, Humbeek, Belgium
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Communication by C&A
C&A had a lot to say in 2011. In the course of the year,
the company celebrated its 170th anniversary. Marking such
an event had to become the “talk of the town”, of course.
An obvious case for the communication department.

For communication at C&A, too, 2011 was of course
a year very much dominated by anniversaries: the
170th anniversary of the founding of the company,
100 years of C&A in Germany, 20 years of C&A in
Portugal and 10 years of C&A in Poland. In all these
years C&A has quite certainly become part of European society. Every day, more than two million people
throughout Europe visit our stores. As well as that,
our more than 37,500 employees represent a great
range of nationalities. In all that it does, C&A is
noticed by a broad swathe of people. Dialogue with
its customers, employees and all kinds of groups is
becoming increasingly important for C&A. All these
groups are equally informed about what is going
on at C&A, using various channels. To meet new
demands towards communication, we pushed ahead
with setting up the social media departments in the
various countries and made the corporate website
more customer-friendly. Openness is one of the core
values of our corporate philosophy in this connection. Thus C&A always aims to communicate openly,
honestly and transparently with its customers, staff
and other stakeholders. Examples of this are our
proactive handling of product recalls and the regular
interaction with our stakeholders that enables us to
respond as promptly as possible to current events
and social trends.
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C&A’s new brand identity
The company’s 170th anniversary was also the signal for the launch of the C&A brand identity. C&A
approached this freshening up of its brand very
cautiously, because it is well known that customers
respond very sensitively to any kind of change. This
was why the new store concept was prepared well
in advance and initially tested in selected branches.
Core of the new concept is the creation of what we
call style worlds in keeping with the times. These
take a different form for each target group, and help
to guide customers in the direction they want to go.
At the same time, individual brands are moved more
to the background. In the further refined company
logo and in all visual media, as well as of course at
the point of sale, the wave-like frame of the logo,
known as the scallop, has become a design element
and from now on will appear on stationery, in the
branches, on the new shopping bags, on C&A trucks
and naturally also in the new online content and in
advertising campaigns. The new corporate design
gives the entire brand a light, bright look.
Essentially, C&A wants to give its customers even
more pleasure and enjoyment in shopping in future.
C&A wants to surprise people, and win over new
groups of customers with the new appearance and
great collections again and again, while still

The wave-shaped
frame around the C&A
lettering is called
the “scallop”. Together
they form the logo.
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New look, tried-andtested idea: good quality
at affordable prices.

Communication by C&A

reaffirming our faithful regular customers’ choice of
C&A. It is not only a matter of families continuing to
find everything that they need at C&A, they should
also feel an emotional link with the company, while
always be assured to get best value for money.

External communication by C&A
C&A communicates with a great many people across
Europe. Our product portfolio is aimed at the widest
possible range of people, from young to old, from
big to small and from slim to stout. This needs to be
taken into account in our advertising campaigns and
especially in our choice of models for each campaign.
They are a reflection of society. Our advertising is
meant to convey joy and a positive attitude to life, in
line with our corporate culture. When devising new
advertising campaigns we therefore take very great
care to ensure that the motifs and content can by
no means be perceived as discriminatory, defamatory or hurtful. It goes without saying that the same
applies to compliance with all legal requirements
and guidelines from the respective national adver
tisers’ associations.
C&A thinks European. Our communication strategy
is therefore systematically targeted at the whole of
Europe. Apart from a few cases where national needs
are different, we use the same advertising campaigns
in all 19 European countries where C&A is represented: whether in adverts, on posters, in brochures,
radio and TV commercials, the Internet, or the display windows in our branches. The principal message
of our advertising remains constant in all of these:
“value for money” – good-quality fashion products
at affordable prices. Because this is understood by
everyone from Portugal to Russia.

C&A – The Company

Internal communication by C&A
Societal change towards the assumption of greater
personal responsibility by the individual makes it
urgently necessary for internal communication to be
clearer. Although C&A has always cultivated a feedback culture, we have taken up these societal changes
and intensified the process of in-house dialogue.
A series of events and seminars prepared our staff
members for the reorientation of the business and
informed them about the various issues and developments relevant to the company. For people to act as
team players, they need to be familiar with the corporate strategy and philosophy.
Particularly in the countries in which C&A celebrated
jubilees, notably in Germany, internal communication has already been stepped up by involving staff in
various actions.
To ensure that our staff are quickly and fully notified
of the latest news, C&A uses not only traditional
sources of information such as posters and notices
in staff rooms, brochures and the C&A website, but
also and in particular national intranet sites and the
SOCAM (Service Organisation for Compliance Audit
Management) website. The workers’ representatives and staff councils also communicate with our
employees on a national and European level. It goes
without saying, of course, that individual members
of staff can approach the management at any time
with questions, criticism or suggestions for improvement. Even more, our management appreciates any
kind of suggestion to further develop our company
and its culture.

Value for Money
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C&A’s employees –
our greatest asset
170 years of C&A – that is the success of several generations.
It is the result of a strong community in which every individual
has been able to add their own contribution. This is why, today,
all current and former C&A employees can be proud of them
selves and their company.

Read more about the
“Caring & Amazing”
strategy and
the seven core values
of C&A on page 10.

C&A’s success would not have been possible without the commitment, creativity and friendly attitude
of its staff.
Another reason for C&A’s success is its corporate
philosophy, which has been founded on traditional
values ever since the days of its founding fathers.
These are values such as fairness, openness, equal opportunities and mutual trust, which run like a thread
through the whole company, from the sales floor to
the board of management. These are international
values that are put into practice throughout Europe
by over 37,500 employees of every imaginable nationality in 19 countries. Our staff are spread across more
than 1,500 stores, 17 distribution centres and the two
head offices in Düsseldorf and Brussels, employed in
a variety of working time models.

C&A’s corporate culture
In the course of C&A’s reorientation around the
occasion of the company’s 170th anniversary, our
corporate culture and the new “Caring & Amazing”
strategy were presented in a variety of different
ways, including descriptions and explanations of
the mutually interdependent factors that go to make
up our corporate culture.
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1. Company development and success
A company that has maintained its position on the
market for 170 years and continues to grow offers
its employees and suppliers long-term prospects.
It does not operate with the short term in mind but
with a forward-thinking agenda. It has the financial
strength to withstand crises and implement visions.
2. Attractiveness as an employer
C&A is successful. That makes it attractive to its
employees and to future employees. The same applies to the career opportunities that C&A offers its
employees. As a family enterprise that operates on
a long-term and sustainable basis, C&A is always a
dependable employer and business partner.
3. Interaction with each other
Success will only be secured if all the employees
within the company jointly pursue the stated objectives. This is why teamwork is a key concept at C&A.
It is essential for everyone to respect each other and
regularly exchange ideas. This helps to prevent conflicts arising in the first place.
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Flexible working hours

Training and careers

Personal responsibility

Variable working hours schemes help to reconcile
employees’ interests with the company’s operational
needs. This also applies to the arrangement of temporary or permanent part-time employment or lengthy
periods of leave to enable employees to harmonise
parenthood or family care with their professional
careers. The employees concerned are offered the
option of flexible working time models that enable
them to combine work and parenthood as smoothly
as possible to suit their individual circumstances
and depending on their position and professional
requirements, in line with the needs of the company,
especially the wishes and needs of their colleagues,
and to the mutual satisfaction of all parties.
A flexible approach to work structuring also makes
sense for other employee groups, too, such as
younger staff members and students. In that way
they can also work at weekends or outside peak business hours, for example to finance their studies. C&A
looks to maintain a balance between the number
of employees with full-time contracts and parttime workers so that we can respond equally well to
operational needs and the personal preferences of
our staff. The company is also able to adapt to the
seasonal requirements of its business in this way.
Such flexibility is particularly important if our
employees’ ability to work is affected by illness or
personal problems. As a socially responsible enterprise, C&A works with the person concerned to try
to find a solution that suits the individual’s current
circumstances in each case.
Another example of flexible working practices is
currently used at the distribution centres in the
Netherlands. To enable them to find out in greater
depth about the various areas of work the employees
there can take part in a rotation model that lets them
work in a number of different departments, such as
incoming goods and goods distribution. This gives
the staff a better overall view of the workflows within
the company, and they can be assigned to whichever
role best suits their strengths and interests.

C&A trains hundreds of young people in a wide range
of vocations every year. Each of them subsequently
has the same opportunities to engage in further training and the same opportunities for career advancement. It need hardly be said that C&A complies with
all the relevant legislation on vocational training in
each country. Our in-house training system actually
goes beyond what is required by law, however. Among
other things, C&A operates an integrated mentor system that places experienced members of staff alongside trainees to help them on their way. In addition,
C&A has in-house trainers who provide additional
know-how targeted at their specific area of work. The
training is provided either as a teaching module with
a lecturer in a seminar over a number of days or as
lessons on the intranet, where trainees can choose
the time to suit themselves. Theory is important, but
the practical side is equally important, if not more so.
This is why our trainees also always receive on-thejob training, accompanied by an appropriate coach.
C&A also offers other opportunities for continuing
training. There is a diverse range of training programmes, extending from seminars for managers
and training courses in data-processing systems to
courses on the C&A Code of Conduct in the field of
social affairs. Courses in first aid are also held for
the staff members in all of our stores, as well as fire
drills. At our head offices we also provide English
courses for employees, as this is the working language for C&A Europe.
Attracting good young talent to the company is
becoming more and more important. In 2011, therefore, C&A launched a new recruitment campaign.
The Internet was used as the primary conduit for
this, as this is the medium that young people today
mainly use to find out about career opportunities.
In short online clips on the redesigned C&A website, real C&A trainees describe the occupations that
they are training for to potential recruits. They speak
entirely naturally about their everyday work, the aim
being to inspire people to join C&A as employees.
The campaign has been backed up by C&A stands
at vocational training fairs and information stands
informing people in C&A stores about specific career
opportunities at C&A.

Appreciation of individual worth and the assumption of personal responsibility are among our guiding principles. We are firmly convinced – as our
many years of experience confirm – that employees work more efficiently and are more satisfied in
their work if they are able to take responsibility for
their own actions rather than being asked to do the
groundwork for others. This is why we entrust our
staff with as much responsibility as possible for the
field in which they work.
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When I grow up, I want
to work in a C&A shop, too
4. Working atmosphere
The fundamental precondition for corporate success
is the willingness of each individual to perform. This
must never be at the expense of others, however. The
working atmosphere is socially oriented, and being
helpful is seen as the norm.
5. Motivation and satisfaction
The length of employment of C&A staff members is significantly above the industry average. Assuming personal responsibility for one’s work ensures emotional
attachment to the company, as do loyal managers.
6. Customers
C&A has a faithful, satisfied clientele. The image change
in recent years and the new brand launch will enable
C&A to win new groups of customers in addition.

Our human resources strategy
C&A’s overall human resources strategy is defined by
the EEB and EHO, but follows the guidelines set out
by the International Labour Organization (ILO) and
the OECD guidelines for multinational enterprises.
On top of that, C&A complies with the national legislation in force in the countries in which the company operates. The national C&A organisations then
implement the strategy independently.
C&A pays its employees a fair salary in line with market conditions in each country and at least matching
the respective national legal requirements. C&A also
expects and requires its suppliers and manufacturing
partners to do the same in their countries, too.
The staff turnover rate among permanent employees
with open-ended contracts at C&A is below the market average. This is the positive outcome of a human
resources policy designed for the long term.
Without having set a specific quota for women, C&A
has more women than men employed in management positions in sales.
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Motivation, responsibility
and career opportunities
are integral parts of the
corporate culture at C&A.

Teamwork
To be successful, an enterprise the size of C&A has
no call for “lone warriors”. Our employees need to
be team players. Each of our stores employs people
with different levels of qualification and experience – from the trainees, the caretaker and the sales
staff to the store manager. Every individual makes
its own contribution to the success of the business as a whole. This is why C&A has introduced a
Europe-wide, cross-departmental bonus system that
is equally worthwhile for every member of staff. Individual bonus targets are set for each store; achieving
them is a realistic prospect, according to clear and
transparent criteria. The rules for the bonus system
are based on the SMART principle:
Specific = tailored to the task
Measurable = brings results
Achievable = within reach
Reliable = trustworthy
Timing = set for a specific period
Those at management level benefit from a variable,
performance-related bonus scheme.
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Even the best families
have arguments.
It always just depends on
how you settle them.

Complaints management

The C&A Fairness Channel

C&A’s corporate culture is based on fairness, openness, equal opportunities and mutual trust, but it is
still possible that differences of opinion arise within
the company. Consequently, any employee who
feels discriminated against at their place of work or
who considers themselves compromised or hurt in
some other way has the right to take their concerns,
in confidence, to a member of the management or
to a staff representative. If employees so wish, they
can of course also be accompanied by a colleague of
their choice to the meeting with the management.
C&A has also created yet another means of voicing
opinions in confidence, the Fairness Channel, which
is described in more detail below.

In the meantime there are anti-discrimination directives in force across Europe that protect all EU citizens by law against discrimination. These directives
forbid discrimination against anyone on the basis of
their gender, age, ethnic origin, religion, ideology,
sexual orientation or disability. The law governs the
relationship of employers vis-à-vis their employees,
of employees among each other, and of employees
with customers and vice versa.
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 work
to their own satisfaction and to that of the company.
Certain rules and regulations therefore apply at C&A
that codify how our employees, but also our suppliers
and manufacturers, are to deal with each other fairly
and honestly:

Partnership with the works council
Every employee, both male and female, has the right
to join an organisation of his or her choice which
represents the interests of employees. It goes without
saying that C&A complies with all legal provisions in
respect of lobbies at all levels and in all countries.
We view works council members and other comparable employee representatives at C&A as partners with
whom we maintain a trusting relationship, and we see
their work as an important contribution to the success
of the company. Communication takes place at all
levels, from the local works councils in the stores and
the general works council at national level to the European C&A Information and Communication Forum
(CICF), C&A’s European works council.

For employees:
• Ethics in Business Dealings
• Human Resources Management Guidelines
For suppliers and manufacturers:
• Code of Conduct for the Supply of Merchandise
Before commencing business relationships with new
suppliers, we notify them that it is essential for them
to declare their agreement with our Code of Conduct,
which is part of the binding contractual basis, otherwise it will be impossible to enter into any business
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ties. C&A does not accept any contraventions of these
basic contractual principles. C&A takes grave exception to unethical actions and other misconduct, irrespective of the area in which these occur or at what
hierarchical level, and regardless of the specific effect
that these have on the business relationship.
The fundamental business principle of C&A is based
on the principle of fair and honest dealings at all
times and in all circumstances. This is the central
maxim of the Code of Conduct, against which C&A
measures its own behaviour but also that of its business partners. The observance and implementation
of the resultant obligations is monitored by SOCAM
with regard to C&A’s business partners.
Some infringements and irregularities, however, are
not easy to discover, and even more difficult to prove.
This is especially true of bribery and corruption.
Criminal practices such as these have the potential
to cause considerable harm, and must be prevented
by setting out clear ethical behavioural norms and
imposing monitoring procedures. In order to support
this corporate policy, C&A has created an autonomous mechanism for making direct contact with
the top management of C&A Europe, in confidence
and at any time. This communication channel is the
C&A Fairness Channel, founded on the basis of the
company’s own First-to-Know policy. It is a means
of establishing contact for “whistle-blowing”, to be
able to notify the management of critical issues in a
confidential setting.

The Executive Board of C&A wants to be informed
immediately and directly of any circumstances
that are liable to impair or jeopardise the ethical or
economic integrity of C&A. C&A draws attention to
the possibility of doing this by placing appropriate
notices, especially posters, in its procurement markets. Misconduct such as bribery, fraud, nepotism,
exploitation, discrimination, sexual harassment,
bullying or other criminal or unacceptable behaviour
is not only a transgression of the law, it also goes
against the company’s own principles. Furthermore,
such behaviour results in the wasting of human and
financial resources and thus puts the company’s
financial security and integrity at risk.
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The C&A Fairness Channel
is a confidential way
to expose injustices.

Our dog is involved in all our family discussions.
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I would like to find out how a
T-shirt is made - right from the sta
rt.

Our trading network
C&A is a trading company. We do not manufacture our goods
ourselves: we either purchase them ready for sale or arrange
for them to be produced according to our designs or our own
specific requirements. This is how our global network is built up.

Making the supply chain
transparent is one of the
big challenges for C&A.

The “textile chain” is the name we give to the cycle
through which an article of clothing goes from the production of its fibre through to disposal or the recycling
of its fibres. The stages in this cycle are as follows:
• Fibre extraction/production
• Thread and textile making
• Textile finishing
• Manufacturing of clothing
• Transport and distribution
• Use
• Material recycling
• Disposal
In recent years, the management of the supply chain for
textiles has become more challenging. Suppliers often
commission producers who, in turn, may employ the
services of subcontractors. This may result in long
transportation routes not only for the individual components of each article of clothing, but also for the
finished product. Before an item of clothing can actually be worn by its owner, it has already covered many
thousands of miles.
For developing and emerging economies, from which
C&A purchases the majority of its goods, globalisation offers welcome opportunities. Jobs created by the
textiles and clothing industry secure the incomes of
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thousands of families. The ensuing economic growth
increases the standard of living in many regions by
providing market access to manufacturers there.
However, this development also leads to challenges:
in many of these countries, the production conditions that prevail are often not compatible with our
perceptions of a responsible clothing manufacturing industry. Environmental and labour regulations are frequently lax, lack adequate scope, or are
poorly enforced.
Like many other industries, the textile retail sector
is today subject to ever increasing price pressures,
and such pressures are also felt by all the players
in the supply chain. Additionally, the increasing
rate at which trends change in the fashion industry
demands rapid production and supply under high
time pressure. If not managed correctly, these factors place undue stress on the production units in
the supply chain, and can also affect the conditions
under which people work.
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Our trading network

Safeguarding mechanisms in
the textile chain
C&A assumes full responsibility for its products. This
is why it is particularly important for us that every single link in the supply chain is as transparent as possible. For a long time now, we have worked together with
our supply partners to create a network that offers the
greatest possible degree of safety for all employees
involved in production right through to the safety of
the product for our final consumer.
We have developed tools and processes which we will
describe in greater detail in separate chapters of this
report. To help you to better understand our responsible dealings, here is a brief summary:
• Code of Conduct for the Supply of Merchandise
• Quality management
• SOCAM
• Training
• Dialogue with customers and consumers
• Dialogue with stakeholders

Code of Conduct for the Supply
of Merchandise

Quality management
We strive to guarantee to our customers that at all
times they can purchase goods that are safe to wear.
To this end, the staff in our Quality Assurance department inspect production samples for their workmanship and their physical and chemical properties.
This work is done mainly in the countries where the
goods are made.
Only then are the goods actually manufactured and
shipped to our European distribution centres.

The Code of Conduct
is described in more
detail from page 67.

Our quality management
system is explained in
more detail from page 51.

SOCAM
But we’re not just concerned about the safety of our
customers. Over sixteen years ago, we also set ourselves the goal of ensuring that the people in the
factories that manufacture our goods can work in
acceptable circumstances. This is why C&A set up the
Service Organisation for Compliance Audit Management (SOCAM) in 1996. This organisation’s steadily
growing team of auditors visits the production facilities of companies which manufacture on behalf
of C&A, as well as other service providers along the
supply chain, to ensure that they comply with the
C&A Code of Conduct.

The work of SOCAM is
presented in more detail
on page 71.

The principle of “fair and honest dealings” is of particular importance at C&A. Fairness and honesty are at Training
the same time the basic cornerstones of our strategy for The task of SOCAM is not just about auditing, since a
ethically responsible dealings related to sustainability. growing area of importance for the SOCAM team is to
provide advice to various parts of our supply chain as
• The products we offer must always satisfy our high
to how they can create production conditions which
demands on quality and safety.
comply with the requirements of the C&A Code of
• Goods for C&A must be manufactured under fair,
Conduct. In the last 12 months alone, SOCAM has
socially acceptable and environmentally friendly
held a total of 7 major workshops for the employees
conditions.
of Mondial, 38 in C&A’s own buying departments and
5 in-depth seminars for groups of suppliers in variThese requirements have been laid down in our Code ous countries. In addition, 77 individual coaching
of Conduct for the Supply of Merchandise. They are
sessions were held on a one-to-one basis with supply
also obligatory components of our General Delivery
partners during 2011.
Instructions (GDI) for our suppliers. What is more,
they incorporate guidelines for ensuring minimum
social and ecological standards, as well as clear specifications in respect of the manufacture and product
quality of our goods.
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I would like to find out how a
T-shirt is made - right from the sta
rt.

Our trading network
C&A is a trading company. We do not manufacture our goods
ourselves: we either purchase them ready for sale or arrange
for them to be produced according to our designs or our own
specific requirements. This is how our global network is built up.

Making the supply chain
transparent is one of the
big challenges for C&A.

The “textile chain” is the name we give to the cycle
through which an article of clothing goes from the production of its fibre through to disposal or the recycling
of its fibres. The stages in this cycle are as follows:
• Fibre extraction/production
• Thread and textile making
• Textile finishing
• Manufacturing of clothing
• Transport and distribution
• Use
• Material recycling
• Disposal
In recent years, the management of the supply chain for
textiles has become more challenging. Suppliers often
commission producers who, in turn, may employ the
services of subcontractors. This may result in long
transportation routes not only for the individual components of each article of clothing, but also for the
finished product. Before an item of clothing can actually be worn by its owner, it has already covered many
thousands of miles.
For developing and emerging economies, from which
C&A purchases the majority of its goods, globalisation offers welcome opportunities. Jobs created by the
textiles and clothing industry secure the incomes of
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thousands of families. The ensuing economic growth
increases the standard of living in many regions by
providing market access to manufacturers there.
However, this development also leads to challenges:
in many of these countries, the production conditions that prevail are often not compatible with our
perceptions of a responsible clothing manufacturing industry. Environmental and labour regulations are frequently lax, lack adequate scope, or are
poorly enforced.
Like many other industries, the textile retail sector
is today subject to ever increasing price pressures,
and such pressures are also felt by all the players
in the supply chain. Additionally, the increasing
rate at which trends change in the fashion industry
demands rapid production and supply under high
time pressure. If not managed correctly, these factors place undue stress on the production units in
the supply chain, and can also affect the conditions
under which people work.
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Safeguarding mechanisms in
the textile chain
C&A assumes full responsibility for its products. This
is why it is particularly important for us that every single link in the supply chain is as transparent as possible. For a long time now, we have worked together with
our supply partners to create a network that offers the
greatest possible degree of safety for all employees
involved in production right through to the safety of
the product for our final consumer.
We have developed tools and processes which we will
describe in greater detail in separate chapters of this
report. To help you to better understand our responsible dealings, here is a brief summary:
• Code of Conduct for the Supply of Merchandise
• Quality management
• SOCAM
• Training
• Dialogue with customers and consumers
• Dialogue with stakeholders

Code of Conduct for the Supply
of Merchandise

Quality management
We strive to guarantee to our customers that at all
times they can purchase goods that are safe to wear.
To this end, the staff in our Quality Assurance department inspect production samples for their workmanship and their physical and chemical properties.
This work is done mainly in the countries where the
goods are made.
Only then are the goods actually manufactured and
shipped to our European distribution centres.

The Code of Conduct
is described in more
detail from page 67.

Our quality management
system is explained in
more detail from page 51.

SOCAM
But we’re not just concerned about the safety of our
customers. Over sixteen years ago, we also set ourselves the goal of ensuring that the people in the
factories that manufacture our goods can work in
acceptable circumstances. This is why C&A set up the
Service Organisation for Compliance Audit Management (SOCAM) in 1996. This organisation’s steadily
growing team of auditors visits the production facilities of companies which manufacture on behalf
of C&A, as well as other service providers along the
supply chain, to ensure that they comply with the
C&A Code of Conduct.

The work of SOCAM is
presented in more detail
on page 71.

The principle of “fair and honest dealings” is of particular importance at C&A. Fairness and honesty are at Training
the same time the basic cornerstones of our strategy for The task of SOCAM is not just about auditing, since a
ethically responsible dealings related to sustainability. growing area of importance for the SOCAM team is to
provide advice to various parts of our supply chain as
• The products we offer must always satisfy our high
to how they can create production conditions which
demands on quality and safety.
comply with the requirements of the C&A Code of
• Goods for C&A must be manufactured under fair,
Conduct. In the last 12 months alone, SOCAM has
socially acceptable and environmentally friendly
held a total of 7 major workshops for the employees
conditions.
of Mondial, 38 in C&A’s own buying departments and
5 in-depth seminars for groups of suppliers in variThese requirements have been laid down in our Code ous countries. In addition, 77 individual coaching
of Conduct for the Supply of Merchandise. They are
sessions were held on a one-to-one basis with supply
also obligatory components of our General Delivery
partners during 2011.
Instructions (GDI) for our suppliers. What is more,
they incorporate guidelines for ensuring minimum
social and ecological standards, as well as clear specifications in respect of the manufacture and product
quality of our goods.
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Our partnerships with
Textile Exchange and
the Shell Foundation developed from a dialogue.
Read more on page 103.

Dialogue with stakeholders

Dialogue with customers

C&A is highly interested in how the activities of the
company are viewed in society. For many years, we
have consciously engaged in an active and sometimes
critical dialogue with various stakeholders. This open
exchange of knowledge, opinions and experiences is
gaining in importance, and is an essential component
of C&A’s sustainability strategy.
This includes, for example, listening to and following
up on advice from non-governmental organisations
on possible controversial matters, and taking suitable practical measures if these are within our scope
in terms of influence or resolution. We continue to
receive detailed enquiries from various stakeholders
and individuals, and we reply to each and every enquiry to the best of our ability.
Thanks to our close collaboration with non-governmental organisations (NGOs) and non-profit organisations (NPOs), we have been able to learn, and via
cooperation with many of these, we have been able to
move forward together in a much more constructive
and beneficial way.
Thanks to our partnership with these organisations,
C&A has been able to scale up our commitment to the
purchase of more sustainably cultivated cotton fibre,
including organic, whilst at the same time providing us with the opportunity to support many of the
farming communities involved via the financing of
various social and environmental projects, supported by the C&A Foundation, as well as by providing
access to markets for their cotton fibre.

The satisfaction of the more than 2 million people
who visit us every day takes top priority for C&A.
In order to better understand the wishes of our
customers, C&A employs various ways to seek their
opinions. First and foremost, of course, this is done
through personal contact with our employees in
the stores, but also through our customer service
operation by telephone or e-mail. More and more of
our customers are now also using the contact page
of the C&A website for such feedback. In addition,
we conduct interviews with customers in selected
European stores in accordance with guidelines drawn
up by INIT Institut GmbH. Customers are asked to
answer questions on how satisfied they are with the
range of goods on offer, on employee friendliness, the
smoothness of the workflow and on the furnishings
and facilities in the stores. The information provided
by our customers gives us important insights into the
visual impression made by our stores and product
ranges, whilst it also serves as a regular check on our
levels of service. Our goal, of course, is always to offer
our customers the best possible products and services.
Furthermore, we also use further methods of finding
out how our customer base is structured across
Europe and what expectations our customers have
towards our product offer, stores and presentation.
In this context we carry out a variety of dedicated
ad-hoc researches applying either more explorative
qualitative techniques like focus groups, or quantitative researches such as large-scaled surveys via
online panels.

Sometimes I also have to talk a lo
t
until I get what I want.
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A list of stakeholders
we cooperate with,
and the organisations C&A
is a member of can be
found on the next page.

Our trading network

Industry-wide cooperation
C&A operates at many different levels to bring about
improvements in the conditions under which it trades,
but from time to time we reach the limits of what
we are able to influence as an individual company.
That said, more and more companies are recog
nising the fact that businesses must work together
to achieve jointly agreed goals and that this is the
route to achieving sustainability. This is why C&A
is collaborating not only with other companies in
cross-industry associations, but also with NGOs,
scientific institutes, employees’ associations and
public authorities.
Our cooperation agreements with AFIRM (Apparel and
Footwear International RSL Management) and CADS
(Cooperation for Avoiding Dangerous Substances in
Shoes) are two prime examples of this, which we will
deal with in greater detail in the chapter entitled “The
Quality Assurance department at C&A”. C&A is also
an active member of the Global Social Compliance
Programme (GSCP). Thanks to our experience in social
auditing processes, C&A has played a key role in this
forum. Additionally, C&A was part of the GSCP Expert
Task Force which produced an environmental module
for use in focusing on environmental issues in clothing supply chains.
In this respect, the GSCP serves as an information
platform and is consequently of great importance to
C&A, because it enables us to exchange experiences
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with companies in our industry, to orientate ourselves to the GSCP reference tools, and to learn from
good practice and market developments. Through our
involvement in this forum, we would like to develop
processes that lead to both an improvement in working conditions and convergence of methods.
And finally, in 2011 we became a Founding Circle
Member of the Sustainable Apparel Coalition (SAC),
which we describe in more detail below.
Communication between the participants in these
various global networks is helping to make the principle of sustainability increasingly familiar.
C&A sees this dialogue as an important contribution
to efficient implementation of its sustainable corporate strategy. For if sustainable and positive development is to be ensured, economic growth must go
hand in hand with consistent implementation of
minimum social standards and eco-friendly production conditions.
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Dialogue with stakeholders
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The Sustainable Apparel Coalition

Pathway to measuring performance

Apparel Index goals

The ultimate purpose of the Apparel Index is to measure and evaluate the environmental and social performance of a product from cradle to grave. While few
(arguably none) organisations and their supply chains
have the capability to do that today, we want to create a pathway that moves the clothing and footwear
industry in that direction. Accordingly, Version 1 of
the Apparel Index uses indicators of performance
(i.e. practices) as a proxy for understanding the relative performance of clothing product. Version 2 of
the Apparel Index aims to use quantifiable data –
metrics – to gain a more accurate picture of environmental and social performance.

• Measure the full life-cycle environmental and social
performance of clothing and footwear products
• Support decision-making and behaviour change
throughout the supply chain to improve environmental and social performance
• Drive business value throughout the supply chain
(e.g. product and process innovation opportunities)
• Be a catalyst for education and collaboration;
create new conversations and excitement, internally and externally

45

The Sustainable Apparel Coalition
We are only strong if we are together. This is why C&A has allied
itself with several other companies and organisations from our
industry with the aim of achieving greater sustainability in the
production of clothing and shoes, for the benefit of people and
the environment.

The Sustainable Apparel Coalition (SAC) is an industry-wide group of leading clothing and footwear
brands, retailers, manufacturers, non-governmental
organisations, academic experts and the U.S. Environmental Protection Agency working to reduce the
environmental and social impacts of clothing and
footwear products around the world.
Through multi-stakeholder engagement, the coalition seeks to lead the industry toward a shared vision
of sustainability built upon a common approach
for measuring and evaluating clothing and footwear product sustainability performance that will
spotlight priorities for action and opportunities for
technological innovation.

The coalition’s vision and purpose are
based on a set of shared beliefs:
• The environmental and social challenges around
the global clothing and footwear supply system
affect the entire industry.
• These challenges reflect systemic issues which no
individual company can solve on its own.
• Pre-competitive collaboration can accelerate
improvement in environmental and social performance for the industry as a whole and reduce cost for
individual companies.
• This collaboration enables individual companies
to focus more resources on product and process
innovation.
• Credible, practical and universal standards and
tools for defining and measuring environmental
and social performance support the individual
interests of all stakeholders.

The vision that all SAC stakeholders have is clothing
and footwear industry that produces no unnecessary
environmental harm and has a positive impact on the
people and communities associated with its activities.

www.apparelcoalition.org

Measurement of performance
and the actual results (V2)
Evaluation of
methods (V1)

One is none. Two are more than one.
But as soon as there are three,
everyone else will join in and agree.
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Die Sustainable Apparel Coalition

Der Weg zur Messung
der Nachhaltigkeitsleistung

Die Ziele des Apparel-Index
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Die Sustainable Apparel Coalition
Nur gemeinsam ist man stark. Darum hat sich C&A mit
mehreren Unternehmen und Organisationen aus der Branche
zusammengetan, mit dem Ziel, zum Wohle von Mensch und
Umwelt mehr Nachhaltigkeit in der Bekleidungs- und Schuhproduktion zu erreichen.

Die Sustainable Apparel Coalition (SAC) ist ein
branchenweiter Zusammenschluss von führenden
Bekleidungs- und Schuh-Markenunternehmen, Einzelhändlern, Herstellern, Nichtregierungsorganisationen (NROs), wissenschaftlichen Experten und der
US-Umweltschutzbehörde EPA (= Environmental Protection Agency) mit dem Ziel, die ökologischen und
sozialen Auswirkungen der Herstellung von Bekleidungs- und Schuhprodukten weltweit zu reduzieren.
Durch das gemeinsame Engagement mehrerer Interessengruppen strebt diese Koalition an, die Branche
zu einer Vision der Nachhaltigkeit hinzuführen, die
auf einem gemeinsamen Ansatz der Messung und
Bewertung der Nachhaltigkeitsleistung von Bekleidungs- und Schuhprodukten aufbaut. Dieser Ansatz
zeigt die Prioritäten für zu ergreifende Maßnahmen
und Chancen für technologische Innovationen auf.

Die Vision und der Zweck der Koalition
gründen sich auf eine Reihe gemeinsamer
Überzeugungen:
• Die ökologischen und sozialen Herausforderungen
im Zusammenhang mit dem weltweiten Liefersystem der Bekleidungs- und Schuhindustrie betreffen
die gesamte Branche.
• Diese Herausforderungen spiegeln systemische Probleme wider, die kein Unternehmen allein lösen kann.
• Die vorwettbewerbliche Zusammenarbeit kann die
Verbesserung der ökologischen und sozialen Leistungen der gesamten Branche beschleunigen und die
Kosten für die einzelnen Unternehmen reduzieren.
• Diese Zusammenarbeit ermöglicht es den einzelnen
Unternehmen, mehr Ressourcen auf Produkt- und
Prozessinnovationen zu fokussieren.
• Zuverlässige, praktische und universelle Standards
und Instrumente für die Definition und Messung
der ökologischen und sozialen Leistung unterstützen die individuellen Interessen aller Beteiligten.

Der Zweck des Nachhaltigkeits-Indikators der Bekleidungsindustrie, des sogenannten Apparel-Index, ist
letztlich, die Leistung eines Produkts – seinen gesamten Lebenszyklus umfassend – auf ökologischem und
sozialem Gebiet zu messen und zu bewerten. Da
nur wenige (genau genommen gar keine) Unternehmen und ihre Lieferketten heute bereits dazu in der
Lage sind, wollen wir einen Weg schaffen, der die
Bekleidungs- und Schuhindustrie in diese Richtung
lenkt. Dementsprechend verwendet die Version 1
des Apparel-Index Leistungsindikatoren (d. h. Praktiken) als einen Näherungswert zur Einschätzung
der relativen Leistung eines Bekleidungsprodukts.
Version 2 des Apparel-Index zielt darauf ab, quantifizierbare Daten – Kennzahlen – einzusetzen, um ein
genaueres Bild von der ökologischen und sozialen
Leistung zu bekommen.

Bewertung der
Praktiken (V1)

• Die Messung der ökologischen und sozialen Leistungen von Bekleidungs- und Schuhprodukten über
deren gesamten Lebenszyklus
• Die Entscheidungsfindung und die Verhaltensänderungen über die gesamte Lieferkette hinweg
zu unterstützen, um die ökologische und soziale
Leistung zu verbessern
• Den Geschäftswert über die gesamte Lieferkette
hinweg zu steigern (z. B. durch Chancen zu Produktund Prozessinnovationen)
• Ein Katalysator für Aufklärung und Kooperationen
zu sein; neue Gesprächsmöglichkeiten und Begeisterung zu schaffen – intern und extern
Die Vision, die alle an der SAC Beteiligten haben, ist
eine Bekleidungs- und Schuhindustrie, die keine
unnötige Umweltbeeinträchtigung verursacht und
deren Aktivitäten mit positiven Auswirkungen für
die Menschen und Gemeinden verbunden sind.

www.apparelcoalition.org

Messung der Leistung
und der tatsächlichen
Ergebnisse (V2)

Einer ist keiner.
Zwei sind mehr als einer.
Ist man erst zu dritt,
machen alle anderen mit.
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How C&A procures its goods
C&A purchases its goods from suppliers located in 40 countries,
who in turn have the goods manufactured in more than
60 markets. This is organised and coordinated by our purchasing
and sourcing organisation, C&A Buying.

Around 450 buyers, designers and stylists are
employed at the two head offices in Brussels and
Düsseldorf, working to develop and research the latest fashion trends for our customers, and to buy final
products for C&A.
C&A has buying offices in countries around the world
which operate under the name “Mondial” and belong
to the C&A Group. Mondial employees work directly
with C&A’s contractual suppliers at the local level.
Mondial focuses on the following priority activities:
• Analysis of the production markets
• Market analysis of suppliers and production
facilities
• Assessment of the technical equipment at the
production companies
• Agreeing the capacities and production schedules
with suppliers and buyers
• Inspection of samples
• Checking workmanship and fit
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• Monitoring delivery times
• Quality control and final acceptance
• Coordination of transportation logistics
• Customs formalities
• Payment approvals
C&A procures its goods via „direct” and „indirect”
supply channels:

Direct purchase through Mondial
Several hundred suppliers are based directly in the
manufacturing countries, where they are supported
by the local Mondial branches as described above.
C&A’s buyers visit the manufacturers, both in the
production facilities and in the Mondial offices.

Direct purchase through Canda OHG
Direct purchase also includes the CMT (Cut, Make
and Trim) method. For this, C&A’s subsidiary Canda
works with C&A designers, utilises its production
knowledge, takes care of the procurement of fabrics,
other materials and trims, and organises the production and shipment of the goods. The manufacturing
facilities with which Canda cooperates are mostly
located in Eastern Europe and China.
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Where C&A procures its goods

1.200

Where C&A procures its goods
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Total number of merchandise suppliers working for C&A worldwide

12.4% Others
1.5% Romania
2.6% Pakistan

30.30% China

2.8% Sri Lanka
2.9% Vietnam
3.9% Cambodia
4.2% Indonesia
6.5% Turkey

25.10% Bangladesh

7.8% India

Where C&A procures its goods
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The General Information Network
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The General Information Network –
the quick route to information
Direct purchasing
channels create
more transparency in
the supply chain.

Indirect purchase

Selecting and evaluating suppliers

With this method of purchasing, C&A procures the
goods from hundreds of suppliers located in European countries, who then in turn have the articles
manufactured.

Apart from important commercial criteria, C&A
selects its suppliers on the basis of product quality
and the social and ecological conditions in the production facilities. Our requirements are defined in
the C&A Code of Conduct and in our General Delivery
Instructions (GDI). All suppliers are required to agree
to comply with these guidelines before the start of
the business relationship. In addition, prior to any
C&A production being carried out in a potential new
production unit, a pre-audit of that unit is a mandatory step. Evaluation and monitoring of the suppliers
is conducted according to three criteria:

A change of strategy
In recent years C&A has significantly increased the
share of direct purchases to bring more transparency
to the supply chain, to permit more frequent access
to the production units through our local Mondial
teams, and to allow better control over both the capacity management and the manufacturing conditions.
C&A procures more than 80% of its products via the
direct purchase channel.
In our last CR report we described how the number of
suppliers had fallen steadily since 2003, that by the
end of 2007 we had 895 suppliers, and that we wanted
to reduce this number further to 800. We achieved
that objective. Our target is to reduce the overall
number of suppliers further. In tandem with the
reduction in the number of suppliers, we have been
able to reduce the number of production units used.
From the beginning of 2010 until the end of 2011, this
figure fell further from 1,984 to 1,570. The production volume in the remaining plants rose accordingly.
C&A continues to attach great importance to fostering
long-term, trusting business relationships with its
contract partners. This is illustrated by the fact that
more than 40% of our current suppliers have been
working with us for over 10 years, and many of those
for 20 years or more.

Where C&A procures its goods
Our worldwide buying activities can essentially be
divided into four geographical zones, from which we
procure most of our goods:
• Indian subcontinent
• China
• South-East Asia
• Turkey and Eastern Europe

• Profitability (Supplier Profitability Report)
• Quality (Supplier Quality Report)
• Social responsibility (Supplier Compliance Rating)
C&A attaches great importance to personal contact
with its suppliers in order to deepen existing relationships and to make it easier to identify potential
for growth and improvement.
In October 2010, as in previous years, C&A organised supplier conferences, to which all of the main
Asian suppliers were invited. At the conferences this
important group of manufacturers was informed
about our strategies and priorities, and – including
as always – important statements concerning our
social and ecological requirements. As part of these
conferences we encourage our suppliers via their
own discussion groups to provide us with feedback
about any constraints they might be facing, particularly in relation to the difficult economic climate,
and to make suggestions to us as to where we could
make improvements from their point of view. This
feedback gives us in-depth insights, which help us
to bring sustainable processes into the supply chain
for the future.

Knowledge is good. More knowledge is better. To make sure
that all suppliers are up to date at all times, C&A has set up
an information platform that tells each supplier everything
that they need to know: GIN.

The General Information Network, or GIN, is the
name of the open information platform on the
Internet and the C&A intranet that we set up as far
back as the year 2000. Relevant employees at C&A
and each contractual supplier around the world have
access to GIN with their own personal password. The
user interface that appears varies, depending on the
purpose and the function of the person operating the
system. The information is so extensive that it has
been broken down according to country and task.
GIN is primarily intended as an information platform
for our suppliers and partner companies. In addition to the General Delivery Instructions, they also
have access to all of the company’s quality assurance
regulations. There are also descriptions and explanations of international legal provisions such as the
EU regulation on the use of chemicals (REACH). As
well as this, GIN includes information about the C&A
Code of Conduct, requirements concerning social
standards, SOCAM and the Fairness Channel.
When they accept the General Delivery Instructions,
suppliers promise to use GIN as an information

source for their work and to refer to the site at regular
intervals. The suppliers are notified of important
new developments by e-mail or in pop-up windows
on the main page of GIN. The most commonly used
language for GIN is English, but some country-specific information relating to logistics or legal matters
is written in other languages in order to convey the
information in the clearest possible form.
As well as its purpose as an information source for
C&A standards, GIN is also important for day-to-day
work in the company, since buyers at C&A and the
suppliers are both able to check the delivery requirements for an order via the system.
Suppliers can call up the SAVIS program (Suppliers’
Advice Via Internet System) via the GIN page. SAVIS
is C&A’s own interactive system that automatically
checks delivery data and organises information about
the delivery of goods. A consignment first has to pass
all the processes set by the Quality Assurance department before SAVIS issues the approval for shipment.
Suppliers can call up another program via the GIN
site, the MAC application (Mondial Action Calendar).

I think the
Internet is great

My T-shirt comes from India.
My trousers from Turkey.
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The General Information Network –
the quick route to information
Direct purchasing
channels create
more transparency in
the supply chain.

Indirect purchase

Selecting and evaluating suppliers

With this method of purchasing, C&A procures the
goods from hundreds of suppliers located in European countries, who then in turn have the articles
manufactured.

Apart from important commercial criteria, C&A
selects its suppliers on the basis of product quality
and the social and ecological conditions in the production facilities. Our requirements are defined in
the C&A Code of Conduct and in our General Delivery
Instructions (GDI). All suppliers are required to agree
to comply with these guidelines before the start of
the business relationship. In addition, prior to any
C&A production being carried out in a potential new
production unit, a pre-audit of that unit is a mandatory step. Evaluation and monitoring of the suppliers
is conducted according to three criteria:

A change of strategy
In recent years C&A has significantly increased the
share of direct purchases to bring more transparency
to the supply chain, to permit more frequent access
to the production units through our local Mondial
teams, and to allow better control over both the capacity management and the manufacturing conditions.
C&A procures more than 80% of its products via the
direct purchase channel.
In our last CR report we described how the number of
suppliers had fallen steadily since 2003, that by the
end of 2007 we had 895 suppliers, and that we wanted
to reduce this number further to 800. We achieved
that objective. Our target is to reduce the overall
number of suppliers further. In tandem with the
reduction in the number of suppliers, we have been
able to reduce the number of production units used.
From the beginning of 2010 until the end of 2011, this
figure fell further from 1,984 to 1,570. The production volume in the remaining plants rose accordingly.
C&A continues to attach great importance to fostering
long-term, trusting business relationships with its
contract partners. This is illustrated by the fact that
more than 40% of our current suppliers have been
working with us for over 10 years, and many of those
for 20 years or more.

Where C&A procures its goods
Our worldwide buying activities can essentially be
divided into four geographical zones, from which we
procure most of our goods:
• Indian subcontinent
• China
• South-East Asia
• Turkey and Eastern Europe

• Profitability (Supplier Profitability Report)
• Quality (Supplier Quality Report)
• Social responsibility (Supplier Compliance Rating)
C&A attaches great importance to personal contact
with its suppliers in order to deepen existing relationships and to make it easier to identify potential
for growth and improvement.
In October 2010, as in previous years, C&A organised supplier conferences, to which all of the main
Asian suppliers were invited. At the conferences this
important group of manufacturers was informed
about our strategies and priorities, and – including
as always – important statements concerning our
social and ecological requirements. As part of these
conferences we encourage our suppliers via their
own discussion groups to provide us with feedback
about any constraints they might be facing, particularly in relation to the difficult economic climate,
and to make suggestions to us as to where we could
make improvements from their point of view. This
feedback gives us in-depth insights, which help us
to bring sustainable processes into the supply chain
for the future.

Knowledge is good. More knowledge is better. To make sure
that all suppliers are up to date at all times, C&A has set up
an information platform that tells each supplier everything
that they need to know: GIN.

The General Information Network, or GIN, is the
name of the open information platform on the
Internet and the C&A intranet that we set up as far
back as the year 2000. Relevant employees at C&A
and each contractual supplier around the world have
access to GIN with their own personal password. The
user interface that appears varies, depending on the
purpose and the function of the person operating the
system. The information is so extensive that it has
been broken down according to country and task.
GIN is primarily intended as an information platform
for our suppliers and partner companies. In addition to the General Delivery Instructions, they also
have access to all of the company’s quality assurance
regulations. There are also descriptions and explanations of international legal provisions such as the
EU regulation on the use of chemicals (REACH). As
well as this, GIN includes information about the C&A
Code of Conduct, requirements concerning social
standards, SOCAM and the Fairness Channel.
When they accept the General Delivery Instructions,
suppliers promise to use GIN as an information

source for their work and to refer to the site at regular
intervals. The suppliers are notified of important
new developments by e-mail or in pop-up windows
on the main page of GIN. The most commonly used
language for GIN is English, but some country-specific information relating to logistics or legal matters
is written in other languages in order to convey the
information in the clearest possible form.
As well as its purpose as an information source for
C&A standards, GIN is also important for day-to-day
work in the company, since buyers at C&A and the
suppliers are both able to check the delivery requirements for an order via the system.
Suppliers can call up the SAVIS program (Suppliers’
Advice Via Internet System) via the GIN page. SAVIS
is C&A’s own interactive system that automatically
checks delivery data and organises information about
the delivery of goods. A consignment first has to pass
all the processes set by the Quality Assurance department before SAVIS issues the approval for shipment.
Suppliers can call up another program via the GIN
site, the MAC application (Mondial Action Calendar).
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Internet is great

My T-shirt comes from India.
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The General Information Network

MAC is an interactive production tracking system
used to follow up the various production steps and
the delivery of the orders.
The network also has a chemical archive, where
test results are collected showing which substances
are contained in various products; the details are
available to the C&A Quality Assurance department
around the world.
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C&A – The Company

Over the past few years GIN has thus been expanded
to become a fully integrated network that makes work
easier for our employees and suppliers and serves as
a guarantee to our customers that our goods satisfy
the strictest requirements in terms of safety and quality. The fact that our suppliers approve of this information pathway is demonstrated by the number of
visits to the GIN website: more than 16,000 per week.
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The Quality Assurance
Department at C&A
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Quality from the outset
As long ago as 170 years, our company’s founders attached
the greatest importance to the quality of their products. In that
respect, nothing has changed to this day. It is essential that
our customers are always able to rely on the safety of the goods
they buy from us.

This is why our products are subjected to a variety
of testing and safety measures – from the fibre to
the finished article.
All activities related to safety and quality at C&A are
coordinated by the Quality Assurance department
(QAD). The QAD has two central offices in Düsseldorf
and Brussels, from where it organises the observance of specified guidelines and defines our own
control standards in cases where we deem the values
required by law to be insufficiently stringent. As well
as that, it is the QAD’s objective in general to increase
the level of awareness of health and safety aspects
relating to our products, both within the company
and along the entire supply chain.
The QAD therefore examines our goods to determine
their physical, chemical and mechanical properties
and to check their fit and workmanship. We apply
particularly strict test criteria to baby clothes and
children’s clothing. The inspections are carried out
both by inspectors at C&A and in cooperation with
external laboratories such as Hohenstein, SGS, Intertek, Bureau Veritas STR and TÜV Rheinland. In that
way, in collaboration with the labs we make sure of
the greatest possible protection and safety worldwide
and can guarantee that our collections always meet
the latest safety standards.
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Quality down to the last detail
The fact that C&A offers its customers clothing that
meets high expectations of quality is perhaps most
clearly shown by compliance with the Oeko-Tex®
Standard 100 for products worn close to the skin, or
by the constantly growing range of collections made
of certified organic cotton. Furthermore, the quality
of our goods can also be detected in what might seem
relatively small, less obvious details that make our
fashion even more comfortable for our customers –
whether men, women or children. Some examples
of these are listed below:
• Clothing for babies at the crawling stage is made of
especially soft material. This makes it easier for parents to take it off and put it on, and is good for the
mobility of the child.
• Elastic waistbands help toddlers to pull down
their trousers themselves even when their
belts are fastened.
• For toddlers we offer trouser fasteners with hooks
and eyes instead of more laborious buttons.
• We offer a broad range of easy-iron men’s shirts.
• In underwear, potentially scratchy sewn-in labels
are replaced by printed information.
• Men’s suit trousers have a sewn-in elastic waistband
to prevent the shirt from slipping out.
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• In our XL collections the trousers are made with
zips only, because they are easier to handle than
buttons for people of a larger girth.
• The majority of our jeans include 2% Lycra to provide better comfort and fit.

Stage 1: Sampling inspection
Whether or not a certain product can be sold at C&A is
only decided after a sample of the item has been thoroughly examined according to various criteria:

We take care of our customers’ safety
To make sure that C&A clothing is comfortable to wear
and preserves its appearance, it is often necessary
to add certain auxiliaries. For example, dyes, fixing
agents or impregnating substances make the clothes
more durable, more hard-wearing, more comfortable
to wear and often simply more attractive. The use of
these substances and materials by our suppliers is
subject to the strictest controls and legal requirements.

The three stages of quality assurance
In the course of recent decades, C&A has developed
a comprehensive and highly successful system of
ensuring the safety and the human and ecological integrity of our products. This extends along the entire
manufacturing chain, beginning with the manufacture of the fibres and continuing through the production of the articles of clothing, shoes and accessories
to the final random sampling of individual products
in our stores. Responsibility for im-plementation and
control of this system lies with our QAD, operating
around the world. The QAD also informs our suppliers about the C&A quality standards that they are expected to meet. Each item has to pass through three
vital stages of the quality assurance process before it
reaches the retail store:

55

At C&A quality control
runs through the entire
textile supply chain.

• Workmanship
• Checking of the fit and sizes
• Physical properties (such as resistance to tearing,
resistance to washing and colour fastness)
• Chemical substances contained in the products
• Legal regulations (adherence to maximum legal
limits of substances contained in the products)
• Labelling of the article with care and washing instructions, size specifications and material components
• Safety requirements (particularly important for
baby and children’s clothing), for example:
· doing without small decorative parts and accessories
that could become detached and be swallowed
· observance of EN 14682, which prohibits the use of
cords that could potentially constitute a danger on
baby and children’s clothing
· buttons, snap fasteners and zips are tested rigorously to establish their safety: they must not come
off, and their use must under no circumstances
lead to injury
· compliance with the toy standard EN 71
To sum up: after all of these aspects have been
examined a control report is produced, known as the
Sample Approval Report. It is only after all the criteria
have been fulfilled that the goods are permitted to be
manufactured for C&A.
Stage 2: Quality conformity check (QCC)
The Sample Approval Report enables the Quality
Assurance department to check precisely whether
the product actually matches the requirement profile. The outcome of the checks of the workmanship,
sizes and safety regulations must be positive before
the various items are allowed into the C&A stores.
Stage 3: Structured quality checks
To guarantee the greatest possible safety for our
customers, in addition to all the quality assurance
measures described above C&A arranges for external
inspection agencies to check samples of goods that
are already on sale in the stores.
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Safety information systems
Many different people are involved in the manufacture of each individual product. C&A and its suppliers
use a range of Internet platforms and databases so
that we can be certain of the quality of our clothes at
all times and to ensure that every person involved in
the textile chain is always fully up to speed with the
latest knowledge about particular fabrics or finished
goods. All of the information we obtain is pooled and
edited in such a way that it can be transferred quickly
and in an easily comprehensible form to the individuals involved in the production process.

GIN

The GIN network
is presented in depth on
page 49 of this report.

The QAD at C&A

Quality from the outset

GIN stands for General Information Network. It is
C&A’s in-house communications platform, where
suppliers and external inspection agencies can find
a large number of statutory regulations and other
requirements introduced by C&A to enable them to
comply with our quality assurance standards.

QUIS
The Quality Interactive System (QUIS) is a database
in which the inspectors responsible for checking the
goods enter all the results of the various processing
analyses, safety checks and inspections.

REACH (Registration, Evaluation and
Authorisation of Chemicals)
Since mid-2007, our suppliers around the globe have
been subject to the EU Regulation on the Registration,
Evaluation, Authorisation and Restriction of Chemicals (REACH), which was introduced at that time.
The introduction of the new REACH regulation simplified and improved European law relating to chemicals. This reshaped chemicals legislation will have a
crucial impact on the consumer safety of chemicals
and chemical products in Europe.
The primary objective of the new regulation is to
ensure a high level of protection for human health
and the environment against potential risks posed
by chemicals.
REACH assigns responsibility for the safe handling of
their products to manufacturers, importers and users.
In the year before the regulation came into force,
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C&A organised seminars in the manufacturing
countries for all those in positions of responsibility,
to inform them about the new requirements.

Greater product safety with GPSD
Our customers’ confidence in the safety of our product range has grown over a period of many decades.
Every day, therefore, we do all we can to live up to
this trust placed in us.
The EU’s General Product Safety Directive (GPSD) has
been implemented in individual countries’ national
legislation throughout Europe, and applies to C&A as
it does to all other commercial enterprises, producers
and importers. The GPSD is fully integrated into C&A’s
delivery and quality assurance processes.
In this context, the term “safe product” is used for a
product that consumers can use without concern.
There is an obligation on distributors, importers and
manufacturers to report potentially dangerous products to the EU without delay via a rapid alert system
called RAPEX, accessible online, by which means they
also notify their national authorities.

Oeko-Tex® Standard 100
In some areas C&A has decided of its own accord that
it makes sense to go further than the minimum statutory requirements. This is the reason why 32% of
our goods at C&A carry the Oeko-Tex® Standard 100
certificate. Apart from baby clothes, these are mostly
textiles that our customers wear next to their skin,
such as sleepwear, underwear and hosiery.

Training, advice and support
C&A attaches great importance to defining our safety
requirements clearly and passing that information
on throughout the entire distribution chain, so that
they can develop into globally applicable C&A standards. Regular checks are essential for this, but we are
also available to our suppliers in an advisory capacity.
We offer them extensive training and backup support
to convince them of the importance of our standards
and ensure they adhere to them.
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School is life 's start
of a journey.

Yabesh, Tirupur, India
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Joint initiatives within the industry
For many years now C&A has cooperated with many
international clothing and footwear companies in
working groups, committees and interest groups in
the interests of environmental protection, the safety
of customers and employees and the right to fair and
just employment conditions at manufacturers.
The Apparel and Footwear International RSL Management Working Group (AFIRM) is a good example of
the joint initiatives within the sector that are aimed
at protecting customers. Its aim is the avoidance of
harmful substances in the procurement chain for
clothing and shoes. AFIRM was set up in July 2004
with the participation of C&A and international
trading groups such as Nike, H&M, Adidas and other
companies. The main purpose of this group is to
maintain and intensify the exchange of the latest
findings on potentially harmful substances in order
to ensure the best possible alignment with the RSL
(Restricted Substances List). The RSL should be as
uniform as possible to enable common standards to
be defined for suppliers, so that they can be established as quality standards that apply to everyone in
the manufacturing countries.
C&A is also represented on several DIN (Deutsches
Institut für Normung e. V.) committees, to make sure
that the company is always in touch with the latest
developments. Round-robin tests by the standards
committee on physical and technological test methods
for textiles, for example, are used to establish the
precise determination of parameters for test procedures and their results.
The fact that we are simultaneously members of the
association of footwear manufacturers, laboratories,
suppliers and retailers known as CADS (Cooperation
for Avoiding Dangerous Substances in Shoes) and the
DIN footwear committee is meant to ensure the greatest possible safety for shoes in our product range.
All safety regulations are kept under constant review,
particularly those applying to children’s clothing. C&A
is involved in many working groups in this connec-

tion, too, including the textile clothing association
DTB (Dialog Textilbekleidung). These bodies pay
particular attention to issues such as the avoidance
of high flammability in textiles, for example, and
standardisation of the various underlying legislation
and test methods in Europe.
C&A is also actively involved in the SizeGERMANY
steering committee to ensure that the fit of our
clothes matches the typical proportions of people
today. About 13,000 men, women and children in
Germany had their sizes measured in 2008, and the
findings from that study are now used in practice for
our clothing.

Animal welfare at C&A
Animal welfare is another important topic for C&A. It
barely needs saying that we comply with all relevant
national legislation and international agreements
such as CITES (Convention on International Trade in
Endangered Species of Wild Fauna and Flora). Every
time we use products of animal origin, we make very
specific enquiries to establish their origin. We apply
the principle that we will only use animal products if
they are basically by-products from the meat processing industry; in other words we do not use any fashion products that involve slaughtering animals solely
for their skin or feathers. The only furs found at C&A,
therefore, are artificial furs.

Protection of copyright in designs
and motifs
The QAD also deals with other tasks in addition to
the fields outlined above. Observance of the intellectual property rights of third parties, for example, also
falls within its remit. This includes trademark rights,
copyrights and design patents. We work with our
company’s legal department in paying close attention
to the existing rights of third parties before purchasing any goods, and check these rights again at the
subsequent sampling inspection stage.

Carefully checked
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Annual checks
of our goods 2010
Roughly

391,390 individual tests
were carried out in total:
187,834 for harmful substances
203,556 for physical properties
More than

118,228 shipments

were checked at our goods receiving centres
or inspection centres

76,918 products

were tested for safety deficiencies

More than

3,700 products

that were tested as safe, were then additionally taken at random from each product group
and checked again for chemical compliance
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Data security

C&A regularly trains all staff who have access to personal data and obliges them to maintain data secrecy
in accordance with the German Federal Data Protection Act. In addition, a binding Code of Conduct
places an obligation on all employees who use hardware and software as well as the Internet and e-mails
as tools and means of communication.
In order to prevent risks from use of the Internet or
the processing of private data by employees, use of
the Internet at C&A is restricted to employees who
require access to the Internet for professional purposes, and no use of computers or the Internet for
private purposes is permitted.

C&A takes full account of data protection provisions
when processing personal data relating to our customers or business partners. Constant, ongoing coordination of this information processing with the data security officers ensures compliance with the provisions.
C&A observes the principle of data minimisation.
No personal data is processed unless this is deemed
essential. One of our elementary principles is that
no personal information relating to purchases by
our customers is saved in our stores unless this is
absolutely necessary for the business transaction, for
example data needed for a cashless payment process.
If customers make enquiries on the Internet about
C&A Money financial or insurance products from
C&A Bank, their data is not passed on to third parties.
C&A employs technical and organisational security
measures that are constantly enhanced in line with
technological developments in order to counteract
random or deliberate manipulation, loss or destruction of data and to prevent access to personal data by
unauthorised persons.
C&A operates a central computing centre that is protected against external attack in accordance with the
current state of the art. The security of our network
is ensured by the use of a professional firewall and a
single, centralised interface to the Internet. Furthermore, we use encrypted data communications with
VPN (virtual private network) technology for data
links between different locations. C&A ensures the
security of its in-house network by providing upto-date virus protection and making regular checks
for potential security deficiencies. The possibility of
unauthorised persons gaining access to business data
or customer data is ruled out by the need to authenticate themselves on C&A systems and the use of graded
access rights tailored to the particular task in hand.
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C&A undertakes a lot
in order to guarantee
the highest possible level
of data security.

Protection of merchandise
C&A uses RF (radio frequency) technology to secure
its merchandise against theft. The means of protection, or electronic article surveillance (EAS) as it is
also known, is included invisibly in each individual
item during manufacturing. When the customer
pays for the goods at the till the RF tag is deactivated.
This system is used solely to prevent theft, and not
to identify or locate products.

Clothing
of the future
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The Crisis Management Team
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When quick response is vital:
the Crisis Management Team (ECMT)
If something unexpected does occur, C&A has put structures
in place to be able to address the problem as quickly as possible.
The rapid reaction force is called the ECMT.

The ECMT acts promptly
if there is any danger
to customers, employees
or the company itself.

In any company it is always possible for unforeseen situations to arise which call for immediate,
coordinated intervention at a high level within the
organisation in order to avert harm to the company
or to third parties. In such instances it is essential to
act quickly and effectively, to take the right decisions
and put them into practice. This is why the European
Crisis Management Team (ECMT) was established.
ECMT members are in constant contact with each
other, and take action if there is any indication of
a critical situation arising for the company or its
employees and customers. The team reports directly
to the CEO. To enable the ECMT to respond appro
priately in such cases, the team is made up of experts
from within the company in the fields of CR, law and
corporate communication. It also receives support
from a representative of the Board of Management.
Depending on the situation, the ECMT can be en
larged to include a member of national management
of a country concerned. It is also possible to bring
in additional experts at any time, from inside or
outside the company.
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The reasons for the necessary involvement of the
ECMT can vary enormously. Such reasons may be
goods-related problems, but they can also include nat
ural disasters or other threats to corporate interests.
Apart from this, C&A also bears responsibility for
ensuring the safety of its employees when they
travel. In the event of an emergency, or if employees’
safety can no longer be guaranteed in the countries
to be visited, they are forewarned by the ECMT and
alternatives are discussed. In addition, an SOS organ
isation operating worldwide is available to arrange
assistance for any employee who falls seriously ill
while travelling.

21.03.12 11:13

Responsibility at C&A:
Principles and Auditing

RZ_6925_11_engl_Report2012_Kap3.indd 63

21.03.12 11:11

RZ_6925_11_engl_Report2012_Kap3.indd 64

21.03.12 11:11

Principles and Auditing by C&A

Responsibility for people and the environment

65

Responsibility for people
and the environment
Assuming responsibility for people and the environment
is a deeply rooted principle for our company. That is why
it is a matter of course for us to use whatever influence
we can to improve working and environmental conditions
all along the textile chain.

Corporate responsibility (CR) describes a company’s
responsibility for economic, ecological and social
behaviour, in other words for bringing all of its
corporate activity into a meaningful and functional
balance. The core themes of CR at C&A are corporate
governance, product safety and ethical procurement
in accordance with our Code of Conduct, supported
by ethical audits and capacity building, along with
corporate giving in the retail and procurement markets and a broad range of activities aimed at protecting the environment.
On the long road to mastering these tasks – as complex as they are difficult – C&A’s aim above all is that
wherever we do have the ability to exert influence we
set things in motion and get them moving in the right
direction: namely people’s working conditions in the
manufacturing countries and raw material efficiency
along the production chains, optimising transport
routes, and, not least, the safety of our clothing for
people and the environment. The following pages
include a number of examples illustrating these topics.
C&A is a company whose goods are manufactured
throughout the world, and therefore needs considerable
resources in terms of both raw materials and energy. We
are aware of the consequences of our economic activity
and assume responsibility for that accordingly.
Assuming responsibility for people and the environment is an integral part of our core value “Generation”
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and consequently is also one of our most important
objectives. Responsible action is therefore actively
integrated into our management processes and our
way of thinking, every day. All along the textile chain,
which encompasses a multitude of different actors
and interests, it is essential to introduce and implement our principles in a pragmatic and practicable
manner. This is the only way that we can start out
from a common basic understanding and provide
our customers with clothing in which they can feel
totally at ease.
In this report C&A would like to describe the key
aspirations transparently, both to document the seriousness of our efforts and convictions, and to provide
evidence of the relevant action we take. C&A is open
to suggestions and any form of objective criticism.
As far as we are able, we are very happy to engage in
social discourse and discussion on the issues that we
address here.
C&A has a department known as Sustainable Business
Development, which is dedicated to sustainability in
its various forms including environmental issues.
The department’s task is to examine the company’s
processes and projects for their relevance to environmental concerns and sustainability, and to develop
proposals for action in that connection. We will look
at the work done by this department in more detail
later in the report.

Read more about our
core value “Generation”
on page 10.
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Everybody should meet
each other with a smile.
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Michiel, Kortenberg, Belgium
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The C&A Code of Conduct
The basis for all business relationships between C&A and its
contract partners has been set out in the Code of Conduct for
the Supply of Merchandise since 1996. The Code of Conduct
defines the ethical framework for our business dealings.

As the C&A Code of Conduct lays down fundamental
requirements for our suppliers, which thus become
part of the contract, C&A considers it essential to have
a long-term, enduring set of rules and regula-tions to
which we can refer. This is why the code includes not
only specific commitments but also deliberately abstractly worded regulatory content. The central principle behind this is one of fair and honest dealings at
all times, in everything that the company does.
Social discourse and legal developments give rise
to a need to adapt the Code of Conduct. However, so
as not to have to make constant amendments to the
text, we decided to provide C&A suppliers with a detailed explanation of our understanding of the specific content of these standards in the form of binding
comments, which can be adapted as appropriate, as
and when required. To translate the environmental
and social requirements formulated in the Code of
Conduct into practical action, we pursue a “policy
of continuous improvement”, by means of which we
progressively achieve tangible results. This approach
seems to us to make more sense than imposing idealistic demands, which in reality, on the ground, are
difficult to enforce.
The C&A Code of Conduct has been translated into
all relevant local languages. This is how we establish
the conditions in which the guidelines of the Code
can be properly understood by our various global
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supplier partners and be put into practice in the
form of concrete action. The text of the C&A Code
of Conduct given below is a shortened version containing its key elements.

Introduction
The C&A Code of Conduct contains all the rules and
regulations that we see as fundamental in our dealings with merchandise suppliers. Our contact with
suppliers often takes place in cultures which have a
different set of norms and values. Nevertheless, the
standards are universally valid and are applied to all
of C&A’s commercial activities.

Supplier relationships
The essential basis to the relationships with suppliers
and a general abstract principle is the principle of
fair and honest dealings at all times among all those
involved. Actions and procedures that are incom
patible with this principle, even though they may be
tolerated in the supplier’s own cultural and social
environment, will not be accepted. This principle is
set out partly in the code itself, through the description of important unacceptable circumstances, and
partly by way of the explanations in which we spell
out what we mean in detail. In this context a vital
and valuable contribution to the content is provided

How is a dress
made at C&A ?
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The C&A Code of Conduct
is available in many
different languages
in order to rule out any
misunderstandings.
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by international conventions and agreements, in particular the conventions adopted by the International
Labour Organization (ILO).
Regardless of their specific cultural background,
C&A expects every business partner to accept these
basic human rights provisions without reservation,
especially as they have often also been incorporated
in national legislation.

Legal aspects & intellectual property rights
C&A operates in compliance with the legal requirements of the countries in which the company does
business, and requires its suppliers to do likewise.
The intellectual property rights of third parties will
be respected by all concerned.

Employment conditions
Suppliers must extend the principle of fair and honest dealings to all others with whom they maintain
business relations. The use of child labour is absolutely unacceptable. C&A will not tolerate forced
labour or physical or mental abuse or any form of
corporal punishment. Under no circumstances will
the exploitation of any vulnerable individual or group
be tolerated. Wages and benefits must be comparable
with local norms, must comply with local laws and
must conform to the general principle of fair and
honest dealings.

Environmental aspects
The realisation of generally recognised environmental standards is a complex issue – especially in
developing countries. C&A works with its suppliers
to help them to meet our joint obligations towards
the environment.

Freedom of association
C&A recognises the right of employees to choose
whether or not to associate with any legal group of
their own choosing. Employers must not prevent or
obstruct such activities.

Disclosure & inspection
C&A requires its suppliers to make full disclosure
to it of all circumstances concerning production by
subcontractors in particular. Suppliers must inform
their subcontractors of the C&A Code of Conduct. Suppliers are required to authorise SOCAM, the auditing
company appointed by C&A, to make unannounced
inspections of any production facility.

Monitoring
The standards set out in this Code of Conduct are
an integral part of the day-to-day management process. Compliance with these standards on the part
of C&A’s own employees and suppliers is actively
audited and monitored.

Sanctions
If a supplier breaches the requirements set out in
the code either for C&A production or for any other
third party, C&A will take action. The supplier will
be called upon to remedy the established grievances
of whatever type and intensity without delay. Precise
plans to bring this about must be submitted; implementation of the plans will, in turn, be reviewed.
Serious infringements or the abuse of our trust and
refusal to implement changes can ultimately also
lead to the termination of the business relationship.

Corrective plans
Where business has been suspended due to an in
fringement of the C&A Code of Conduct, the business relationship may only be re-established after
a convincing corrective plan has been submitted by
the supplier.

Awareness & training

Environmental protection
affects everyone. Everywhere.
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C&A will take all necessary steps to ensure that
employees and suppliers are fully aware of this Code
of Conduct and to promote full understanding and
cooperation with its aims and objectives.

21.03.12 11:11

RZ_6925_11_engl_Report2012_Kap3.indd 69

21.03.12 11:11

My future aim is
to serve the poor people.
RZ_6925_11_engl_Report2012_Kap3.indd 70

Sandhya, Tirupur, India
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C&A T-shirt factory

If compliance with the Code of Conduct is not regularly checked
and encouraged, it is not worth the paper it is printed on.
This is why the Service Organisation for Compliance Audit
Management (SOCAM) was set up.

SOCAM was established back in 1996, when C&A laid
down its principles for ecologically and ethically
responsible production in the Code of Conduct. It is
an organisation that is operationally independent of
C&A, with headquarters in Düsseldorf and Singapore. On its behalf, experienced auditors visit about
1,800 production facilities each year as part of their
assignment to verify adherence to contractual obligations arising from the C&A Code of Conduct. The
auditing procedures used for this are based on the
internationally recognised ISO 62/EN 45012 standard. SOCAM is fully authorised by C&A to perform its
monitoring activities.

How the SOCAM auditors work
As the basis for the work carried out by SOCAM, C&A
contract partners must disclose, without exception, both their own production locations and those
of their suppliers and subcontractors at which the
respective C&A orders are processed. They are contractually obliged to do so under the terms of the
General Delivery Instructions (GDI). The auditors are
multilingual, and are normally based in the regions
in which the supplier companies are located. Each
has many years of professional experience in the
textile industry and understands the situation of the
people at the local sites. The auditors also undergo
regular training. The content of this training covers
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current developments in the textile supply markets,
new auditing requirements and procedures, information about labour-law provisions and other topics
relevant to the C&A sustainability strategy.
The majority of visits to manufacturing facilities are
unannounced, as this is the only way of ensuring
that SOCAM employees are able to obtain a realistic
picture of the working conditions. This flexibility
also enables the auditors to make the best use of their
time according to the location and size of the facility
that they visit. The auditors use detailed checklists
(Production Unit Visit Reports) for their inspections, based on the principles set out in the C&A
Code of Conduct. The checklists mainly relate to the
conditions under which the employees work in the
factories. For example, they check that regulations on
working hours are observed, appropriate wages are
paid and the employees’ right to freedom of association is assured. Checking compliance with safety
regulations and legal provisions is also an important
part of the auditors’ work.
In addition to checking the technical facilities, the
auditors also talk to the factory employees, asking
them questions in personal interviews. In 2011
they spoke to a total of 10,413 employees. The confidentiality of the information was assured and, of
course, maintained.
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Child labour is absolutely
unacceptable for C&A and
is a serious infringement
of the Code of Conduct.

The work of SOCAM
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If the auditors find any deficiencies or violations
against the Code of Conduct, they rate them on a
scale from minor to severe. If no immediate steps
can be taken to bring about improvement, a plan of
correction is required; implementation of the plan
is then checked at a later time. Cooperation between
the visited production facilities and SOCAM is not
always easy: manufacturers occasionally deny access
to the production sites, stipulations relating to labour
law or safety are not complied with, the terms of
environmental permits are not satisfied, or key documents are not available or may even be falsified.
As well as talking to the factory management, SOCAM
also contacts the responsible suppliers, our contract
partners. We work together to try to find a solution
to the situation. As well as companies in the clothing industry, SOCAM also inspects associated service
enterprises such as suppliers of clothes hangers and
labels, and C&A’s logistics partners.

precisely defined process instructions, with the aim
of helping the children. It then depends on the specific case what steps will be taken, with the involvement of the parents, the employer and local NGOs.
Usually an attempt is made to persuade the suppliers
to commit to finance training and pay for a scholarship to compensate for the loss of earnings. NGOs
help to find appropriate alternatives in the locality, whether in school or vocational training, and to
appeal to the parents to give their permission for this
course of action. This is a complex procedure and
highly situation-specific, determined by the individual circumstances of the case. As a general rule it is
necessary for all parties to make a contribution. However, if a supplier refuses to cooperate in reaching a
solution, we have no alternative but to discontinue
the business relationship in such cases.
As a result of this clear approach, which C&A repeatedly publicises and makes plain to its partners, it
is now only in absolutely exceptional cases that we
come across child labour in the course of our audits.
This is, in itself, a success that demonstrates that
child labour can indeed be combatted by taking resolute action.

How C&A and SOCAM are working
against child labour
The employment of children or underage youths for
the production of textiles is not acceptable to C&A
under any circumstances and is a serious infringement of the C&A Code of Conduct. Thanks to considerable efforts in recent years, however, we now
only encounter such instances in isolated cases. The
procedure described below has proved successful.
The first step begins when cooperation first starts.
In the C&A Code of Conduct we make it very clear
that we do not tolerate child labour under any circumstances. We expect the same of our suppliers.
Infringements of this principle are viewed as a serious breach and relevant sanctions are applied without
exception and swiftly in cases where we have found
contraventions of the code.
The findings are made by mainly unannounced
checks conducted by SOCAM on site. Each company
must grant access to the auditors and permit them to
visit the production location and interview employees. There is no long wait: the auditors move very
quickly and purposefully towards where actual production takes place. If they come across any children
or young people, they approach the situation with
great sensitivity in each individual case according to

Consultation and sanctions
In the field of health and safety, the audits enable
C&A to obtain an impression of the current state of
production at the time, particularly in relation to
occupational safety. This is an extremely important
issue, not least because it is sometimes not given
the attention it deserves in the countries where
production takes place. The basis for this is that we
hold suppliers responsible for complying with their
national legislation and observing existing occupational safety and protection rights. The suppliers
have to acknowledge these rights, by law. Often,
though, the employers do not realise at all how
dangerous a situation might be, or they do not have
the necessary awareness of the issue. In this case
SOCAM has the task of drawing attention to the
dangers and to safety at the workplace. The suppliers are then able to benefit from the experience of
the SOCAM auditors, who can provide comprehensive advice on how to avoid sources of danger and
introduce safety standards.

Protective safety gloves
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Summary of
SOCAM’s results:
Since 1996, SOCAM has visited over

25,000 sites in more than
60 countries worldwide.
In 2011 a total of

1,724 audits were conducted in
25 countries.
This meant that roughly

73% of the companies working for C&A were inspected.

87% of the audits were conducted
on the Indian subcontinent
and in other parts of Asia –
the remainder in Europe and North Africa.
About 80% of C&A merchandise suppliers
were involved.

Shortcomings were established
in 65% of the cases, leading either to

immediate action to improve the situation or to
agreement on the implementation of binding
corrective plans.
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A special focus is put on cases related to inadequate or
missing personal protective equipment (PPE), such as
protective gloves, safety glasses and safety boots. Safety
precautions designed to prevent injury, for example
when two contacts have to be pressed simultaneously
with both hands when operating saw machines, are
also checked. Repeated infringements against these
safety measures will lead to a suspension of the business relationship until the shortcomings have been
comprehensively and adequately corrected.
The provision of training and consultation services
for suppliers is becoming an ever more important factor for the work of the SOCAM auditors, because the
infringements that they detect frequently occur simply due to ignorance, lack of experience or inadequate
management capacity. For that reason, the activities
of SOCAM are currently divided into two phases:

took place in 2011. Over 430 supply partners attended
our most recent seminars in Shanghai, Dhaka Delhi,
Dalian and Dongguan. All of the events are conducted
in the local language.
Another aspect of SOCAM’s work is the further improvement of communication between suppliers
and subcontractors so that the requirements set out
in the C&A Code of Conduct can be passed on to each
individual in the production and supply process in
an unbroken information chain.

1. Achievement of compliance: the resolution of insufficiencies in order to comply with legal or contractual requirements on the part of C&A.
2. Capacity building: the distribution of knowledge
and competencies that help the suppliers to improve
their factories and their production methods step by
step and in that way gather experience and knowledge
themselves so that they conduct their business in
conformance with the law and regulations.
In the latter phase, in particular, it is not merely a
matter of observing rules and regulations; what is
important above all is the transfer of knowledge
of how to comply with them. In the context of the
knowledge transfer and counselling offered by
SOCAM, for example, experts explain labour law
provisions, procedures for calculating overtime
and obligations concerning social issues and legal
liability. In 2010 there were 51 counselling meetings
in the Far East, and in 2011 a further 37. In Europe
a total of 82 counselling meetings were held in the
same period.
In addition to this we organise conferences for our
suppliers in their respective countries. These conferences cover general themes to do with organisational
matters or logistics, but also deal with questions
and experience arising from the practical application of the C&A Code of Conduct. Five conferences
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Results obtained by SOCAM
In the meantime, SOCAM has been operating successfully for sixteen years, and we observe that
working and production conditions have improved
in many enterprises. More and more suppliers recognise the need to align their production conditions
with the requirements of the C&A Code of Conduct
and to make use of the resulting opportunities to
establish a successful long-term business relationship with C&A. Most suppliers have accepted the
constructive criticisms from SOCAM and improved
the working conditions in their factories. The experience gained has also contributed to making the work
of SOCAM itself continuously more professional:
grievances or even attempts to defraud with falsified
documents are recognised by auditors much more
quickly today than in the past, and auditing procedures have become more focused and more efficient.

The limits to what we can do
What makes auditing more and more complicated is
the fluctuation in the use of production units, which
also makes it hard to keep a consistent level of compliance with regulations. The supply chain and the
large number of parties involved means it becomes
more and more complex. The tougher competitive
conditions in worldwide supply markets, increasing
division of labour, more outsourcing and the constant appearance of new entrants on the market all
contribute to the emergence of shortcomings. Ultimately, C&A is neither able nor willing to take on any
policing. Instead, the aim is to create transparency,
lay down clear ethical rules and, through commercial
incentives, endeavour to convince its business partners of the necessity to apply the principles of fair
and honest dealings – also for themselves.
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Deviations from Code of Conduct

Deviations from Code of Conduct
Freedom of association hindered
Missing social beneﬁts
Illegal working conditions
General unacceptable working hours
GENERAL
FINDINGS

General unacceptable payment conditions
Incidents with maternity rights
Incidents related to minimum age
Forced labour
General unacceptable facilities
General unacceptable health and safety conditions
Discrimination/harassment
General unacceptable working conditions

No ﬁre drill conducted
HEALTH AND SAFETY

No evacuation plan posted
Improper storage of inﬂammable/dangerous substances
No protective/safety apparatus for workers
Stairways obstructed
Emergency exit locked and/or obstructed
Unsafe electrical wiring/equipment
Inadequate emergency exits/light boxes

WORKING
CONDITIONS

Inadequate ﬁreﬁghting equipment

Inadequate lighting
Inadequate air ventilation
Poor housekeeping
2010

2011

RZ_6925_11_engl_Report2012_Kap3.indd 76

0%

10%

20%

30%

40%

50%

21.03.12 11:12

Principles and Auditing by C&A

77

The work of SOCAM

How is a jumper made at C&A ?
So far in this report we have described the successes
of the work carried out by C&A and SOCAM.
Not everything succeeds every time, however. A large
number of unresolved problems and challenges still
remain to be overcome. In some cases we have to recognise the limits to our ability to exert influence.

In 2010 the SOCAM auditors visited and inspected 1,985
establishments, which had a total of 964,654 employees. In 2011 1,724 establishments were inspected, with
a total of 899,466 workers and employees.
The most common violations discovered in the course
of the audits were as follows:

Where we stand

• Too many hours worked, including overtime
• Incorrect payment and incorrect calculation 		
of wages, in particular for overtime
• Insufficient personal protective equipment
• Inadequate sanitary conditions and
working conditions
• Lack of social benefits
•Documentation/accounts not properly maintained

On its foundation sixteen years ago, SOCAM started
out with a focus directed at preventing child labour
and other obvious violations against the Code of Conduct. As a result of the experience gained, the working conditions in the manufacture of clothing becoming an international issue, and an ever more professional approach and make-up of the organisation, the
audit structures have been developed to produce a
comprehensive, professional audit programme.
SOCAM divides the audits into three categories:
Level 1: A visit that provides a concise overview. This
can make sense if the intention is to investigate certain indications of verifiable and obvious grievances
and the auditors want to gain a quick impression for
themselves, or in other circumstances if they merely
intend to check the current state of affairs in com
panies that have been investigated many times before
or want to discuss specific individual issues.
Level 2: This detailed standard audit begins with an
inspection of the production facility. This is followed
by a lengthy audit discussion with the production
management, where official documentation on
attendance, earnings, employment contracts, overtime and other agreements have to be presented.
At the same time talks are held with employees
engaged in production at the company, with management excluded. In 2011, 79% of all audits were
conducted using this method.
Level 3: An intensive, situation-specific audit, and
rather rare. It is carried out by SOCAM if there are
clear and unambiguous pointers to serious grievances, for example coming from NGOs. In such cases
the establishment is subjected to close inspection by
the SOCAM employees in a procedure that may take
several days. A full audit of this type can also be carried out pre-announced at the request of a supplier,
particularly if the supplier wishes to offer its services
to C&A and prove its quality.
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Other contraventions comprised falsified or manipu
lated documents relating to overtime worked or wages
paid. On occasions, attempts were made to embellish the findings of the audit and to offer the auditors
money to make corrections. In such instances the
business relationship is immediately suspended until
the situation is finally solved.

Discrimination
Through the stipulations in its Code of Conduct,
C&A exerts influence on certain ethically related
labour standards in the countries in which the company makes its purchases. In view of the nature of
some of the requirements, this leads to conflicts with
the legal, cultural or socially established standards
or traditions. In relation to the distribution of roles
between the genders, we must guarantee that whatever the cultural or social standards and traditions,
no discrimination or exploitation takes place.

Migrant workers in China
Large numbers of people in China move to the east
coast of the country for economic reasons. They do
find work there, but often no suitable housing. Instead
they live in accommodation that is often very basic,
provided for them by their employers, and frequently
they work for 15 or sometimes even 18 hours per day.
This does not comply with C&A stipulations, which
specify a regular working week of up to 48 hours and
no more than 12 hours of overtime per week.
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In China, however, we have to recognise that the
objective of limiting working hours is difficult to
enforce, because it is precisely the employees in
need of protection who do not accept this limitation; on the contrary, in some cases they demand
to work the longest possible hours in order to earn
additional wages. In such instances it is difficult to
obtain understanding for our requirement and in
particular work is needed to persuade those affected
of the protective effect of the measure, which is also
to their benefit.

Sumangali in India: a pernicious,
illegal and inhuman system

Homeworkers
In some countries and for certain goods, homeworking is very much encouraged by our producers.
However, as there are often no safety standards of
any kind, homeworking can be dangerous for those
involved. Furthermore, the observance of working hours and the age of those employed cannot be
monitored, so abuse is liable to occur.
Any means of control is almost impossible in such
cases. C&A was therefore called upon to develop
an independent concept so as to be able to gain an
insight into this area of production as well. As it
is not feasible to visit the workers in their homes
in order to check the circumstances in which they
work, we have categorically prohibited the execution
of goods orders by homeworkers. Although that is
not necessarily entirely to the benefit of the workers
concerned, the only other possible alternative is that
we allow the registration of so-called homeworking
centres, in other words production sites where the
employees carry out the work that they would otherwise have done at home at a central location. There
are only very limited opportunities for this, and consequently it is the exception rather than the rule.

In southern India in particular, an illegal system is
commonly used that we first became aware of in
2007. As there is a shortage of labour in the region,
especially of workers for spinning mills, women
are enticed to engage in slave-like work under false
pretences. It is a widespread custom in India that
women have to provide a sum of money as a dowry
(= sumangali) when they get married. By taking on
this work the women hope to earn enough money to
be able to marry some time in the future. However,
a large proportion of their wages is held back, and
not paid out until after the end of the contract – if at
all. Up to that point the women are at the mercy of
their employers. They are not permitted to change
job, and are forced to accept all work and whatever
conditions are imposed, without complaint. C&A
condemns this system in the strongest possible
terms. C&A has therefore joined various initiatives
committed to ending the sumangali system. Within
Europe, for example, C&A is an active member of a
forum under the auspices of the Ethical Trade Initiative (ETI), which seeks a collaborative approach with
other companies and non-governmental organisations to help abolish the sumangali system in India.
In India, C&A is a member of the Brands Ethical
Working Group, itself part of a multi-stakeholder
body known as the Tirupur Stakeholder Forum. These
groups share the concerns of the brands and are able
to support the objective of abolishing the sumangali
system from an Indian perspective. In addition, over
the coming four years C&A is funding a ‘terre des
hommes’ project that aims to provide some 9,000
young women with an alternative to working under
this system through education and vocational training. It is only through the joint efforts of brands,
local manufacturers, NGOs and public authorities
that a lasting solution to the problem can be found.
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C&A contract partners in
the region are informed
that we do not accept
them making use of the
sumangali system.

Those who work should also be PAID FAIRLY.
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Cotton harvest in Uzbekistan

Cotton plant

Read comments about
the code on the
SOCAM home page,
which is linked
to the C&A website:
www.socam.org/
index.php?id=9
Find out about the
conventions on
internationally statutory
minimum wages at:
www.ilo.org

In autumn 2007 it became known that in Uzbekistan
the government closes the schools during the cotton
harvest and that, instead of learning, children are
forced to work hard in the fields and bring in the harvest. There is virtually no payment involved. Instead,
the children are misused as unpaid or low-paid
workers. Furthermore, they are exposed to pesticides
and the chemicals used during harvesting, or their
physical development is impaired as a consequence
of the heavy work. SOCAM subsequently investigated
the situation and was able to confirm the accusations.
As well as that, the region around the Aral Sea in
Uzbekistan and Kazakhstan is suffering severe consequences of the environmental sins of the past.
The Aral Sea, which was once the fourth largest
inland sea in the world, has lost 90% of its volume
of water. Former ports are now 100 km away from
the shore. One of the main reasons for this was the
huge amount of water abstraction from the 1950s
and 1960s onwards to be used for irrigation of massive cotton plantations. Thousands of tonnes of
sand from the exposed dry lake bed are carried by
the wind across the region, thus fostering desertification. Along with the sand, salt is also carried onto
the fields, reducing crop yields. The salt and sandstorms pick up nitrates, pesticides and defoliants
from the plantations and carry them long distances,
even to remote cities such as Tashkent, where they
cause chronic diseases among many inhabitants and
lead to higher levels of child mortality.
These are all reasons why C&A has resolved not to
accept any cotton from Uzbekistan for our goods
until the situation is solved and transparency of the
entire process is given. C&A has obliged all of its suppliers not to source any cotton materials out of this
region. This is a difficult area to monitor, especially
as we have no direct contractual means of intervention in the preliminary stages of textile production.
Nevertheless, we have devised a concept of verification that enables us to impose this ban with widespread validity.
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Collective wage agreements and
freedom of association
SOCAM has been called upon from various sides to
monitor the observance of freedom of association
and collective wage agreements.
We point out to all companies that the C&A Code of
Conduct contains requirements to this effect and
that we insist on compliance. In the comments on
the code we explain that C&A respects all lawful
organisations that can be formed by employees in
order to establish their entitlements. This applies to
the situation in China, for example, where even following implementation of the new labour law since
1 January 2008, the state-controlled umbrella union
ACFTU (All-China Federation of Trade Unions) retains
the sole right of representation for all workers.

Minimum wages and living wages
In some countries, such as Bangladesh, the factories
pay minimum wages set by the government. The
question is whether these state-regulated wages are
adequate to meet the basic cost of living. There is a
fierce debate about this, especially concerning the
method of calculating wage levels of this nature.
Convention 131 of the International Labour Organization (ILO) defined certain criteria for stipulating
the national legal minimum wage. These are criteria
such as the general cost of living, the average wage
level in the country, the living standards of other
social groups, economic development, productivity,
issues regarding employment policy and in particular the needs of the workers and their families. C&A
requires its suppliers to respect at least these legal
minimum wages. Whether, in the final analysis,
these wages are sufficient to meet the necessities of
life for the employees is a matter of serious political
dispute. C&A has set out its position clearly to the
extent that we welcome every solution that ensures
precisely this meeting of needs. However, this is a
highly charged political issue, and as an individual
company we can achieve only little when acting on
our own. Nevertheless, we are currently devoting
much effort to this topic to determine how we can
make our influence felt.
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The work of SOCAM

Sandblasting

ship with the company concerned immediately if it
is found to have failed to comply with the stipulations of the Code of Conduct. Rather, we enter into a
dialogue with the companies that can turn a deficient
situation around in a positive direction. Working
conditions – and hence the situation of the local
people – can only be improved if C&A maintains its
presence at the relevant location and offers constructive assistance on the ground.

At the beginning of 2009, SOCAM drew the attention
of all relevant contract partners to the considerable
health risks for workers who are involved in the
sandblasting of textiles, a finishing process which
is mostly used for jeans. Ultimately this led to C&A
taking the decision that as of 2011 it would stop any
use of sandblasting on any of its products. The following alternative methods were proposed for all
suppliers involved:
• The use of brushing machines to achieve the same
look, which does require special training of the
workforce in order to get this right
• The use of emery paper where just small areas of the
garment are involved
• The use of potassium permanganate applied by a
cloth dipped in PP, and spread on the required area,
followed by neutralisation in the wet process
Suppliers have been asked to inform any of their
customers who may still wish to pursue the practice
of sandblasting of the danger to health of their workforce which this process entails, and are encouraged
to cease using this process whenever the practice
is still discovered.
This topic is further monitored and regularly
checked during SOCAM audits.
In June 2011, a further reminder was sent to suppliers that it is not permitted for any products
destined for C&A to be manufactured using the
practice of sandblasting.
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Grievance mechanisms
The C&A Code of Conduct guarantees that all
employees of external companies must have the
opportunity to complain about grievances at their
place of work. The SOCAM auditors do notice from
time to time, however, that workers want to express
their opinion about deficient working conditions
but are unable to pluck up the courage to do so or
fear retaliatory measures from their employer. In
such instances the auditors leave a contact address
behind so that the person concerned can pass on the
information at a later date as appropriate, when the
situation better suits them.

The SOCAM auditors
also give the workers the
opportunity to reach
them confidentially via
contact addresses outside
the businesses.

Transparency and consistency of the audits
Sometimes SOCAM is criticised that the results of
its investigations are not sufficiently transparent
and are not published in full. However, we consider
the findings from SOCAM’s factory inspections to be
confidential information which is exclusively a matter for exchange between the visited establishment,
the supplier and SOCAM itself. C&A is informed by
SOCAM of serious infringements at its suppliers and
in their production facilities. It is not, though, C&A
corporate policy to terminate the business relation-
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The work of SOCAM

Cotton harvest in Uzbekistan

Cotton plant

Read comments about
the code on the
SOCAM home page,
which is linked
to the C&A website:
www.socam.org/
index.php?id=9
Find out about the
conventions on
internationally statutory
minimum wages at:
www.ilo.org

In autumn 2007 it became known that in Uzbekistan
the government closes the schools during the cotton
harvest and that, instead of learning, children are
forced to work hard in the fields and bring in the harvest. There is virtually no payment involved. Instead,
the children are misused as unpaid or low-paid
workers. Furthermore, they are exposed to pesticides
and the chemicals used during harvesting, or their
physical development is impaired as a consequence
of the heavy work. SOCAM subsequently investigated
the situation and was able to confirm the accusations.
As well as that, the region around the Aral Sea in
Uzbekistan and Kazakhstan is suffering severe consequences of the environmental sins of the past.
The Aral Sea, which was once the fourth largest
inland sea in the world, has lost 90% of its volume
of water. Former ports are now 100 km away from
the shore. One of the main reasons for this was the
huge amount of water abstraction from the 1950s
and 1960s onwards to be used for irrigation of massive cotton plantations. Thousands of tonnes of
sand from the exposed dry lake bed are carried by
the wind across the region, thus fostering desertification. Along with the sand, salt is also carried onto
the fields, reducing crop yields. The salt and sandstorms pick up nitrates, pesticides and defoliants
from the plantations and carry them long distances,
even to remote cities such as Tashkent, where they
cause chronic diseases among many inhabitants and
lead to higher levels of child mortality.
These are all reasons why C&A has resolved not to
accept any cotton from Uzbekistan for our goods
until the situation is solved and transparency of the
entire process is given. C&A has obliged all of its suppliers not to source any cotton materials out of this
region. This is a difficult area to monitor, especially
as we have no direct contractual means of intervention in the preliminary stages of textile production.
Nevertheless, we have devised a concept of verification that enables us to impose this ban with widespread validity.
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Collective wage agreements and
freedom of association
SOCAM has been called upon from various sides to
monitor the observance of freedom of association
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the sole right of representation for all workers.
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Convention 131 of the International Labour Organization (ILO) defined certain criteria for stipulating
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such as the general cost of living, the average wage
level in the country, the living standards of other
social groups, economic development, productivity,
issues regarding employment policy and in particular the needs of the workers and their families. C&A
requires its suppliers to respect at least these legal
minimum wages. Whether, in the final analysis,
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life for the employees is a matter of serious political
dispute. C&A has set out its position clearly to the
extent that we welcome every solution that ensures
precisely this meeting of needs. However, this is a
highly charged political issue, and as an individual
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much effort to this topic to determine how we can
make our influence felt.

Principles and Auditing by C&A

The work of SOCAM

Sandblasting

ship with the company concerned immediately if it
is found to have failed to comply with the stipulations of the Code of Conduct. Rather, we enter into a
dialogue with the companies that can turn a deficient
situation around in a positive direction. Working
conditions – and hence the situation of the local
people – can only be improved if C&A maintains its
presence at the relevant location and offers constructive assistance on the ground.

At the beginning of 2009, SOCAM drew the attention
of all relevant contract partners to the considerable
health risks for workers who are involved in the
sandblasting of textiles, a finishing process which
is mostly used for jeans. Ultimately this led to C&A
taking the decision that as of 2011 it would stop any
use of sandblasting on any of its products. The following alternative methods were proposed for all
suppliers involved:
• The use of brushing machines to achieve the same
look, which does require special training of the
workforce in order to get this right
• The use of emery paper where just small areas of the
garment are involved
• The use of potassium permanganate applied by a
cloth dipped in PP, and spread on the required area,
followed by neutralisation in the wet process
Suppliers have been asked to inform any of their
customers who may still wish to pursue the practice
of sandblasting of the danger to health of their workforce which this process entails, and are encouraged
to cease using this process whenever the practice
is still discovered.
This topic is further monitored and regularly
checked during SOCAM audits.
In June 2011, a further reminder was sent to suppliers that it is not permitted for any products
destined for C&A to be manufactured using the
practice of sandblasting.

81

Grievance mechanisms
The C&A Code of Conduct guarantees that all
employees of external companies must have the
opportunity to complain about grievances at their
place of work. The SOCAM auditors do notice from
time to time, however, that workers want to express
their opinion about deficient working conditions
but are unable to pluck up the courage to do so or
fear retaliatory measures from their employer. In
such instances the auditors leave a contact address
behind so that the person concerned can pass on the
information at a later date as appropriate, when the
situation better suits them.

The SOCAM auditors
also give the workers the
opportunity to reach
them confidentially via
contact addresses outside
the businesses.

Transparency and consistency of the audits
Sometimes SOCAM is criticised that the results of
its investigations are not sufficiently transparent
and are not published in full. However, we consider
the findings from SOCAM’s factory inspections to be
confidential information which is exclusively a matter for exchange between the visited establishment,
the supplier and SOCAM itself. C&A is informed by
SOCAM of serious infringements at its suppliers and
in their production facilities. It is not, though, C&A
corporate policy to terminate the business relation-

21.03.12 11:12

Education is richness.

Nitheeshwaran, Tirupur,
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Actions speak louder than words

Actions speak louder than words
C&A does not seek to enhance its reputation by making
donations. For us, rather, it is an obligation to help those 		
who are less fortunate. With our support, we want to help 		
them to help themselves.

For many years now, C&A has not only taken a pos
ition on topical issues concerning the environment
and society it has also demonstrated how corporate
social and environmental responsibility works in
practice. Some examples are shared below:
• We actively participate in current debates on envir
onmental and socially relevant issues at universities
and institutes.
• We explain our activities at seminars, conferences
and at meetings of the industry associations of
which we are a member.
• We advise and train our business partners to enable
them to ensure that their production facilities are
safe, clean and in compliance with ethical, social
and environmental requirements.
• With the support of the C&A Foundation, we fi
nance a wide range of social and environmental
projects in those countries, in which C&A products
are manufactured, in order to create better oppor
tunities in education and training for children and
young people, as well as actively supporting various
healthcare projects, and providing a safer environ
ment for local communities and for workforce em
ployees in clothing supply chains.
• The reach of the C&A Foundation funding today
stretches right back to the beginning of our supply
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chain, including support for farming communities,
particularly in India, via various social, educational
and environmental projects.
• The C&A Foundation supports requests for donations
to alleviate the effects of acute natural disasters.
• Through our extensive network of European stores
we support small-scale social projects in their local
urban areas where we are present.

The C&A Foundation
The C&A Foundation was established in 2011 to con
tinue the charitable work previously led by the C&A
Initiative for Social Development (CISD). Governed by
a board of directors and headquartered in Switzer
land, the C&A Foundation’s goal is to support sustain
able development and create better long-term pros
pects for people in the many different countries, not
limited to those in which C&A operates. Specifically,
the foundation both contributes to local, charitable
initiatives in the countries in which C&A has a retail
presence and supports larger initiatives that aim to
improve the social, economic and environmental
conditions across the cotton and clothing value chain
in Asia, Africa and the Middle East. For example, the
C&A Foundation is continuing to support CottonCon
nect, an entity launched with the initial support of

The C&A Foundation
supports numerous
projects for environ
mental protection,
education and health.

21.03.12 11:10

86

Corporate Giving by C&A

Actions speak louder than words

CISD, to help thousands of farmers in Asia convert
to more sustainable methods of cotton cultivation,
including organic, improving their incomes and the
environment as a whole. To achieve its objectives,
the C&A Foundation has developed strong partner
ships with key NGOs (such as terre des hommes),
local champions of sustainable development (such as
Grameen Shikkha) and other implementing partners
(such as Gesellschaft für Internationale Zusam
menarbeit or GIZ).
In the past 10 years, the number of projects supported
by various C&A corporate giving activities has grown
to more than 100 separate initiatives. Our direct
funding of many of these has since been completed.
The success in relation to the sustainability of such
efforts is that local partners now view these projects
as being their own, with funding and operations now
taken over at local level. The sustainability of such
projects is a key consideration in the planning stages
when we talk with our local project partners.
The first impetus to provide assistance has very often
come from our business partners, or through our
employees. This personal engagement has enabled
us to help in an effective and expeditious way, with
proven stepbystep progress having been demon
strated as a result.

A summary of some C&A Corporate Giving
achievements in the supply countries
In reviewing some of the earlier projects in the sup
ply countries, more than 5,500 children continue to
benefit from the opportunity of a primary or second
ary education in schools, which were built as part
of our Corporate Giving activities. More than 2,200
young people have had, or continue to have the chance
of a vocational training in order to prepare them for
eventual employment. The latest such commitment
towards vocational training involves the construction
of a new vocational centre in Dhaka, Bangladesh, fully
funded by the Foundation, which will offer training to
between 1.500 and 2.000 students per year. Approxi
mately 800 children are housed in orphanages, which
have been constructed using C&A Corporate Giving
funds. Six different healthcare projects have been es
tablished in some of those same countries from where
C&A is sourcing its product.
We have provided access to drinking water to 85,000
villagers in the suburbs of Tirupur in India, where
clean drinking water is scarce. In Bangladesh, 130,000
villagers in the areas of Comila and Chandhpur are
able to enjoy arsenicfree water supplies due to a
number of investments made by C&A Corporate Giv
ing activities in such communities.
These are the very tangible benefits to have resulted
from the activities of C&A Corporate Giving.

Now we have a well directly in front of our house.
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Some of the organisations whose projects were supported by the C&A Found
in 2010/2011
tion • Licht ins Dunkel
Child Helpline International • Ein Herz für Kinder • Grameen Founda
r • Oxfam Ireland
Médecins sans frontiéres • NFTE Deutschland e.V. • Nummer gegen Kumme
des hommes • Textile Exchange
Petits Princes • Pink Ribbon • Rotes Kreuz • SOS Kinderdörfer • terres
Foundation (CZ)
Water Footprint Network • Kom ob Tegen Kanker (Belgium) • Our Child
ja Anny Dymnej
Gyermekgyógyászati Klinika, Hungary • Spring Association (Poland) • Fundac
• Love Ride, Switzerland
“Mimo Wszystko“ (Poland) • Caritas (Poland) • Abla Fundacion (Portugal)
• UNICEF (Turkey) • Volkshilfe Österreich
Europe.
And over 1,000 local emergency services and organisations throughout

•
•
•
•
•
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Bo, Antwerp, Belgium
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C&A Foundation activities linked to
the European retail countries
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• In the Netherlands, support has been provided for
organisations such as NFTE and Team Stages, which
In addition to cooperating with NGOs and relief
help train young people for work or even prepare
organisations, for example, C&A also initiates local
them to be able to start their own businesses.
activities and campaigns of its own to help to redress
Assistance was also given to SOS Children’s Villages
various social imbalances. We are pleased when ideas
to set up a children’s village in Macedonia.
for the support of such social projects are initiated by • In Germany, support continues to be given to the
C&A employees at different levels. Not all activities
“Ein Herz für Kinder” campaign (“A Heart for Chil
are initiated by the central CR team. Many are organ
dren”). During a big TV show in December 2011,
ised on a regional basis through our retail stores,
C&A handed over a cheque for 250,000 euros to
because our local staff know best where help is par
donate to this children’s aid organisation. As well
as that, donations to support local children’s or
ticularly urgently needed in their towns and cities.
family projects were made on the occasion of 13
store openings.
Local initiatives by C&A in 2010/2011
• In Belgium, four cycling teams were sponsored
Summarised below are many, but not all, of the vari
who ride for the “Kom ob Tegen Kanker” organ
ous initiatives activated by the C&A retail teams across
isation. As part of a Christmas campaign, cuddly
Europe. The list is intended to give a flavour of the var
toys were sold for the benefit of “Beyond The
ied and locally focused activities which were funded
Moon”, an organisation that helps families with
in 2010/2011.
children to go on holiday.
• In France, one of the organisations receiving
C&A donates around one million euros
throughout Germany in its anniversary year support from us was “Petits Princes”, which fulfils
wishes for seriously ill children.
As part of a nationwide campaign, at Christmas all
• In Switzerland, the local “terre des hommes” organi
500 or so branches of C&A in Germany each distrib
sation was grateful to receive donations which were
uted 2,000 euros to a regional or local initiative or a
used for projects in Bangladesh, Burkina Faso and
project in their vicinity. The fundraising campaign
Vietnam, as well as two in Switzerland itself.
was part of a range of campaigns associated with
C&A’s 100th anniversary in Germany in 2011. Thanks • In Spain, the beneficiaries have included various
organisations providing medical assistance for chil
to their close contact with people in the locality, it
dren – for example helping
is the staff in each individual branch who know best
children with mental disabilities, social problems
who needs help. The choice of which projects should
or polio.
receive the donations was therefore deliberately left
• In Portugal, children and young people in socially
to the employees in the C&A branches. Even in Ger
disadvantaged areas were among those helped by
many there are many people and organisations who
local donations and team contributions.
need help – often even in our immediate neighbour
hood. C&A wants to show them that they are not for • In Poland, donations have been given to organisa
tions working on behalf of the mentally disabled
gotten. As a family enterprise, social commitment is
and families living in poverty.
deeply rooted in our company history.
• In Austria, one of the charities supported was “Licht
ins Dunkel” (“Light into Darkness”), which devotes
itself to projects focusing on the socially disadvan
taged or people with a disability.
• In Turkey, C&A Foundation has helped the “Stars of
Istanbul” organisation, which collects donations for
UNICEF Turkey at a variety of events.

C&A has been able to
make a lot of young
and old people happy
with its donations.

Donations
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Children always SUFFER THE MOST.
We have to help them.

• In many Eastern European countries such as the
Czech Republic, Slovakia, Hungary, Slovenia,
Romania and Croatia a large number of charity
campaigns have been supported at Christmas and in
connection with store openings.
C&A is pleased to be able to demonstrate that with
the full backing of the Foundation, through these
examples, that it is concerned about the wellbeing
of the people living in the communities in which the
company has a presence.

C&A and terre des hommes

www.tdh.de

www.einherzfuer
kinder.de

C&A and terre des hommes are now in our 12th year
of fruitful cooperation. terre des hommes is a child
welfare organisation, which amongst its many other
areas of activity operates school and education pro
jects in various countries. One of the longerterm
projects which C&A has supported is the construc
tion and running of a vocational training centre in
cooperation with terre des hommes and the Salesians
of Don Bosco in the Indian textile city of Tirupur.
Thanks to our joint efforts, we have succeeded in
largely eliminating child labour from clothing manu
facturing in the exporting companies based in Tiru
pur – an essential requirement of a longestablished
Code of Conduct. Having said that, children who may
have worked in the textile industry in the past do
need alternatives to turn to instead. Our cooperation
with terre des hommes is therefore aimed at offering
such children other opportunities and vocational
training courses.
The Vocational Training Centre for former child
workers offers training to 120 girls and 120 boys at
a time. These young people, some of whom have
already been working for a number of years, learn
to read and write and are trained to become tailors,
mechanics, electricians or plumbers.
In the past 3 years, 526 students have graduated from
this centre with a vocational skill, and a further 64
students passed examinations for the 10th standard.
The school governing body engages with public author
ities and employers in Tirupur to try and persuade
them to prevent any exploitation of children, as well
as to push for better state schools.
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The number of child workers in Tirupur has declined
significantly in the past twelve years. This does not
mean, however, that the problem has completely
disappeared. Underage working still exists mainly in
smaller factories producing for the Indian market, or
in hotels and restaurants or on the street.
A similar project together with terre des hommes is
managed in collaboration with the local organisation
SNEHA in the Indian city of Bellary, which is involved
in jeans production mainly for Middle East markets.
Our partnership with terre des hommes is not just
restricted to the important work described above.
With climate change impacting on weather patterns
in many parts of the world, C&A, and latterly via the
Foundation has been supporting a project managed
by terre des hommes in Bihar, India, related to flood
prevention. C&A was very proud to be able to celebrate
10 years of cooperation with terre des hommes in
2009. To mark that event a very impressive textile
mural, handmade by the students of the vocational
training centre in Tirupur, was put on display at the
Fashion Centre in Düsseldorf, one of our two Euro
pean head offices.

C&A has “A Heart for Children”
Especially as a family enterprise, we are very aware
of the importance of sustainability strategies. This
is why children, the next generations to come, are so
close to our hearts. It is something that we have set
out to express with the design of this report, and it is
why for many years now we have been supporting a
number of organisations active in this field, includ
ing “A Heart for Children”, which was created by the
German newspaper BILD and promotes children’s
aid projects around the world. To enable socially
disadvantaged children to carry on receiving help in
the future, C&A Foundation will continue to provide
financial support in this field.
“‘A Heart for Children’, the aid organisation set up by, has
been intervening for the past 33 years wherever children
are seen to be in need. Axel Springer first established ‘A
Heart for Children’ in 1978 – initially as a campaign for
better road safety. In the meantime, though, ‘A Heart
for Children’ is hugely wide-ranging and has developed

into one of the most effective and versatile aid organisations in Germany, Europe and the world. The association,
BILD hilft e.V., receives generous assistance from C&A.
During the most recent fundraising campaign under
the motto ‘Children Help Children’, 250,000 euros were
raised for this good cause. Every child who rode on the
popular palomino horse in a C&A store not only had fun,
they were also doing good: 5 cents from each ride were
donated to BILD hilft e.V. ‘A Heart for Children’. All in all,
C&A has donated 1.9 million euros through a wide variety of campaigns. On behalf of the children, ‘A Heart for
Children’ would like to thank C&A for the generous support that it has granted the association for many years. It
enables children who do not live on the sunny side of life
to be given hope for their future.”

“Millions of people engage with our work overseas
through our network of Oxfam shops. Our partnership
with C&A means we can offer a brighter future to thousands of families in the developing world. In Ireland,
every time someone buys C&A stock in an Oxfam shop,
they are contributing to a better future for someone
living in poverty. Together, we are making a positive
difference, replacing poverty with security, dignity and
hope. For this, we at Oxfam Ireland are especially grateful to C&A.”

Martina Krüger
Managing Director
BILD hilft e.V. “Ein Herz für Kinder”

Child Helpline International (CHI) is the global net
work of child helplines, working to protect children
worldwide. As of October 2011, CHI’s membership
spanned 138 countries across the globe. Together,
CHI’s member child helplines receive over 14 million
contacts from children in need every year, and are
often a child’s first point of contact with any child
protection service. CHI supports the creation and
strengthening of national child helplines worldwide,
and uses data collected from its members to high
light gaps in child protection systems and to advo
cate and lobby for the rights of children.

Emergency aid in response to disasters
There are situations in which immediate assistance,
free of bureaucracy, is what is needed. C&A has main
tained good relations with many relief organisations
for years so that it can take prompt action in the
event of disasters once more via financial support
from the Foundation.

C&A and Oxfam Ireland
We live in a rich world. Yet more than a billion people
live in poverty, and the gap between rich and poor is
widening. Charity as we’ve known it is not enough.
Oxfam International, is a global confederation of 15
independent agencies working together in nearly 100
countries – a network that empowers individuals,
communities and organisations to build a future free
from the injustice of poverty.
During the recent famine and drought in Kenya,
Ethiopia and Somalia in 2011, Oxfam reached over
three million people with food, water, sanitation and
shelter. Across the globe they work to secure long
term livelihoods, healthcare and education for those
living in poverty. And they help them to demand
their rights from their governments and make sure
they are delivered.

www.oxfamireland.org

Dennis Duncan
Stock Sourcing Manager
Oxfam Ireland

C&A and Child Helpline International (CHI)

“As a non-profit organisation in the field of child protection and children’s rights, CHI looks to join forces with
worthwhile and responsible companies; companies with
similar values and ideals and which can be trusted to give
more than just lip service to the concept of social and ethical involvement. C&A is such a partner. Over the years,
C&A has contributed to the successful operations of CHI
and has made many important social strides possible in
Europe and worldwide.
Using feedback from its members, CHI works to implement training and workshops to help child helplines stay
abreast of changing times, and to provide all child helplines with the most up-to-date skills they need to consistently provide the best possible services to children in
need. By bringing child helplines, partners and experts
from across the network together for training and work-
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In the past 3 years, 526 students have graduated from
this centre with a vocational skill, and a further 64
students passed examinations for the 10th standard.
The school governing body engages with public author
ities and employers in Tirupur to try and persuade
them to prevent any exploitation of children, as well
as to push for better state schools.
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The number of child workers in Tirupur has declined
significantly in the past twelve years. This does not
mean, however, that the problem has completely
disappeared. Underage working still exists mainly in
smaller factories producing for the Indian market, or
in hotels and restaurants or on the street.
A similar project together with terre des hommes is
managed in collaboration with the local organisation
SNEHA in the Indian city of Bellary, which is involved
in jeans production mainly for Middle East markets.
Our partnership with terre des hommes is not just
restricted to the important work described above.
With climate change impacting on weather patterns
in many parts of the world, C&A, and latterly via the
Foundation has been supporting a project managed
by terre des hommes in Bihar, India, related to flood
prevention. C&A was very proud to be able to celebrate
10 years of cooperation with terre des hommes in
2009. To mark that event a very impressive textile
mural, handmade by the students of the vocational
training centre in Tirupur, was put on display at the
Fashion Centre in Düsseldorf, one of our two Euro
pean head offices.

C&A has “A Heart for Children”
Especially as a family enterprise, we are very aware
of the importance of sustainability strategies. This
is why children, the next generations to come, are so
close to our hearts. It is something that we have set
out to express with the design of this report, and it is
why for many years now we have been supporting a
number of organisations active in this field, includ
ing “A Heart for Children”, which was created by the
German newspaper BILD and promotes children’s
aid projects around the world. To enable socially
disadvantaged children to carry on receiving help in
the future, C&A Foundation will continue to provide
financial support in this field.
“‘A Heart for Children’, the aid organisation set up by, has
been intervening for the past 33 years wherever children
are seen to be in need. Axel Springer first established ‘A
Heart for Children’ in 1978 – initially as a campaign for
better road safety. In the meantime, though, ‘A Heart
for Children’ is hugely wide-ranging and has developed

into one of the most effective and versatile aid organisations in Germany, Europe and the world. The association,
BILD hilft e.V., receives generous assistance from C&A.
During the most recent fundraising campaign under
the motto ‘Children Help Children’, 250,000 euros were
raised for this good cause. Every child who rode on the
popular palomino horse in a C&A store not only had fun,
they were also doing good: 5 cents from each ride were
donated to BILD hilft e.V. ‘A Heart for Children’. All in all,
C&A has donated 1.9 million euros through a wide variety of campaigns. On behalf of the children, ‘A Heart for
Children’ would like to thank C&A for the generous support that it has granted the association for many years. It
enables children who do not live on the sunny side of life
to be given hope for their future.”

“Millions of people engage with our work overseas
through our network of Oxfam shops. Our partnership
with C&A means we can offer a brighter future to thousands of families in the developing world. In Ireland,
every time someone buys C&A stock in an Oxfam shop,
they are contributing to a better future for someone
living in poverty. Together, we are making a positive
difference, replacing poverty with security, dignity and
hope. For this, we at Oxfam Ireland are especially grateful to C&A.”

Martina Krüger
Managing Director
BILD hilft e.V. “Ein Herz für Kinder”

Child Helpline International (CHI) is the global net
work of child helplines, working to protect children
worldwide. As of October 2011, CHI’s membership
spanned 138 countries across the globe. Together,
CHI’s member child helplines receive over 14 million
contacts from children in need every year, and are
often a child’s first point of contact with any child
protection service. CHI supports the creation and
strengthening of national child helplines worldwide,
and uses data collected from its members to high
light gaps in child protection systems and to advo
cate and lobby for the rights of children.

Emergency aid in response to disasters
There are situations in which immediate assistance,
free of bureaucracy, is what is needed. C&A has main
tained good relations with many relief organisations
for years so that it can take prompt action in the
event of disasters once more via financial support
from the Foundation.

C&A and Oxfam Ireland
We live in a rich world. Yet more than a billion people
live in poverty, and the gap between rich and poor is
widening. Charity as we’ve known it is not enough.
Oxfam International, is a global confederation of 15
independent agencies working together in nearly 100
countries – a network that empowers individuals,
communities and organisations to build a future free
from the injustice of poverty.
During the recent famine and drought in Kenya,
Ethiopia and Somalia in 2011, Oxfam reached over
three million people with food, water, sanitation and
shelter. Across the globe they work to secure long
term livelihoods, healthcare and education for those
living in poverty. And they help them to demand
their rights from their governments and make sure
they are delivered.

www.oxfamireland.org

Dennis Duncan
Stock Sourcing Manager
Oxfam Ireland

C&A and Child Helpline International (CHI)

“As a non-profit organisation in the field of child protection and children’s rights, CHI looks to join forces with
worthwhile and responsible companies; companies with
similar values and ideals and which can be trusted to give
more than just lip service to the concept of social and ethical involvement. C&A is such a partner. Over the years,
C&A has contributed to the successful operations of CHI
and has made many important social strides possible in
Europe and worldwide.
Using feedback from its members, CHI works to implement training and workshops to help child helplines stay
abreast of changing times, and to provide all child helplines with the most up-to-date skills they need to consistently provide the best possible services to children in
need. By bringing child helplines, partners and experts
from across the network together for training and work-
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national.org
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CHIamsterdam
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International/
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shops, CHI is able to tap into the vast pool of knowledge
and experience available. In 2011, C&A’s support allowed
CHI to host a number of invaluable training sessions,
including Online Counselling Training and a very fruitful training course on New Technologies. Both training
sessions were attended by child helplines from across
Europe and elsewhere.
CHI’s Fourth Regional Consultation for European child
helplines, held in Athens, Greece in October 2011, was
also made possible with support from C&A. The Consultation brought together delegates from over 60 organisations representing 38 European countries. Regional
Consultations afford child helplines in various stages of
development the opportunity to discuss common regionspecific issues, to meet with important partners and
stakeholders and to get advice and insight from other
child helplines working in a similar context.

C&A helps make many other CHI projects and activities
possible, including CHI’s efforts to lobby for free numbers. Children should be able to contact a child helpline
at any time and under any circumstances. Short, easyto-remember, free numbers are crucial for making child
helplines readily accessible to children. Free numbers
and support from telecommunications companies also
enhance a child helpline’s sustainability.
CHI greatly values the important contribution and ongoing support of C&A. Together, we can all work to ensure
that no child ever goes unheard, and that children everywhere are safe and protected.”
Leen Decadt
Head of Programmes
Child Helpline International

It's great when you have
a friend who you can talk to.
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Our engagement in Bangladesh and India

Our engagement in
Bangladesh and India
In Bangladesh and India, many people want to establish a
means of securing a livelihood for themselves, but often
they do not have the confidence or the resources to take the
first step. This is where the C&A Foundation wants to help.

Through the C&A Foundation, we support many
organisations in the Indian subcontinent in order
to empower people concerned in such countries to
develop as individuals, to gain greater independ
ence, and via various educational opportunities, to
help prepare them with skills to be able to eventu
ally take up meaningful employment. We will briefly
describe one example among many:

Grameen in Bangladesch
Grameen was founded in 1983 by Professor Muham
mad Yunus. C&A and the Grameen organisation
have been partners in many different projects since
1996. Initially, Grameen’s work consisted mainly of
providing smallscale loans known as microcredits,
particularly to women. The granting of such micro
credit enables such beneficiaries to secure their
livelihood by providing them with finance, whilst it
also strengthens particularly the economic situation
of women in Bangladesh. Professor Yunus’ achieve
ments received global recognition in 2006, when he
was awarded the Nobel Peace Prize for his many years
of work in empowering the poor in Bangladesh to
have the chance to escape poverty.

Our first project was to help establish a weaving
centre, with a laboratory to enable testing of fabrics
produced by Grameen. In addition to this, our locally
based technicians were able to offer training to the
Grameen staff in order to advise them how they could
improve the quality of their fabrics so that they would
meet international standards. Since then, C&A has
supported the Grameen network with a very wide
range of projects and current funding of such projects
has now been taken up by the Foundation:
• In Chittagong a digital health centre has been set up
to provide care for the rural population. This was a
very advanced project at the time, making use of the
latest technology available. Doctors at the centre are
able to hold telephone conferences with specialists
in major cities and to call up the results of medical
tests in digital form. In addition, a specially trained
team from the centre travels around the villages to
raise awareness of tuberculosis, whooping cough
and AIDS among the population.
• C&A assisted with the buying and equipping of three
ambulances for treating injuries, performing surgery
and looking after pregnant women out in the field.
As a result, medical care can be provided in remote
regions of Bangladesh, and in emergencies patients
can be transported to hospitals in larger cities.

School is like heaven.
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• In many regions of Bangladesh, arsenic is naturally
present in dissolved form in groundwater; over the
long term, this is poisoning the population. In the
districts of Comilla and Chandhpur, CISD initiated a
programme that enabled more than 120,000 people
to gain access to potable water again with deep
drilling for wells, a rainwater treatment plant and
special filters.
• Many children in the capital, Dhaka, have no oppor
tunity to learn to read or write. CISD therefore joined
with Grameen in helping to set up an education
system outside the conventional school system, so
far offering literacy to more than 600 children, and
therefore giving them improved prospects for chal
lenges later in life. In the meantime, more than 20
such centres have been established.
• In recent years, C&A has teamed up with the Gra
meen organisation in order to offer vocational train
ing to young people in Dhaka. This particular project
continues today, with the latest support from C&A
enabling a permanent VTC location to be established
in Dhaka, which will as from 2012 offer vocational
training to up to 2,000 young people per year.
C&A is very proud of its long-term association with
Professor Yunus and his team, the result of which
being that many women and children in Bangladesh
have been empowered with the chance to improve their
long-term prospects, given the opportunity that one or
more of the projects described have offered them.
“Grameen Shikka is proud to have been working with
C&A for nearly 15 years through a number of different partnership projects. The focus of C&A has been in
wishing to play a role in alleviating the suffering of the
poorest and most underprivileged in society. I look forward to the partnership between Grameen Shikka and
C&A continuing and expanding further, to empower
those who are most needy.”

Corporate Giving by C&A

The C&A Foundation’s sustainable supplier
programme in Asia
In late 2011, the C&A Foundation began a partner
ship with GIZ (Deutsche Gesellschaft für Internatio
nale Zusammenarbeit) in an innovative, multi-year
programme aimed at improving the well-being of
thousands of people employed in clothing production
across all major Asian producing countries. The part
nership aims to increase productivity, improve wages
and contribute towards better social standards for the
workers concerned. This initiative has been launched
in the first instance in Bangladesh and India, and has
the eventual goal of reaching more than 200 clothing
supply companies across all parts of Asia.
GIZ was chosen to lead this programme given their
strong presence and track record in Asia in effecting
such improvements. Topics which will be covered,
based on intensive and tailored coaching of supplier
management and workers themselves, will focus on
improved wages, better workplace communication,
anti-discrimination and improved awareness of
healthcare issues.
The C&A Foundation aims to achieve a number of
critical milestones linked to this programme includ
ing a significant increase in productivity (such as
increased output per worker, decreased rejection rates
of product, better on-time shipment performance,
etc.) all of which will contribute to payment of higher
wages. Furthermore, the aim also includes improved
social conditions and will measure metrics such as
reduced overtime hours, increased female partici
pation, decreased discrimination and absenteeism,
and much more.
To achieve such impacts, effective dialogue between
management and staff is critical. GIZ will work to
strengthen dialogue mechanisms involving manage
ment and staff, and work with each group to resolve
any conflicts in a constructive way.

Muhammad Yunus
Managing Director
Grameen Bank
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Think sustainably,
act decisively
More than 20 years have now passed since C&A began to
incorporate sustainable environmental protection as an essential
factor in the manufacture of our products for the benefit of
our customers and to minimise the impact on the environment.

An Environmental Working Group was set up in
1989. Among other topics it addressed issues such
as waste management, recycling and energy saving.
The first stakeholder cooperation began with the
environmental organisation Deutsche Umwelthilfe
e. V. which focused on the cleaning up of the rivers
in Germany. The C&A Code of Conduct for the Supply of Merchandise, which stipulates the observance
of social and ecological standards, was developed
in 1995. C&A environmental management was then
certified in accordance with ISO standard 14001 in
1999. In 2007, the European Environmental Working Group was set up on a cross-departmental basis.
Finally, in 2010, all environmental-related activities
were integrated into the Sustainable Business Development department. All of these indicate step-bystep developments in our active support for sustainable protection of the environment.
As far as our direct impact on environmental issues is
concerned, we primarily apply ourselves to the area
where the greatest potential economic and environmental savings are to be found: our energy consumption. Our strategy focuses on two objectives: firstly to
reduce our total energy consumption in all relevant
areas – from transport to the presentation of goods –
by means of action to improve efficiency, and secondly
to meet our remaining energy needs from renewable
resources with low CO2 emissions.
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Communication on the issue
of environmental protection
As individuals, and as corporations, we all have a
responsibility to do as much as possible to help minimise our various environmental impacts. C&A invests
heavily in environmentally friendly products, efficient
logistics, energy-saving technologies, renewable
energy sources and recycling schemes. We do this
partly for economic reasons, of course, to reduce costs
over the medium and long term, and partly for the
sake of lasting protection of the environment. We symbolise this with our sustainability motto “We C&Are”.
This is a visible representation of the individual
engagement of each employee in the whole value
chain and their commitment to social responsibility,
sustainability and protection of the environment.
In the following section we point out what key environmental protection measures C&A takes at the
separate stages in the chain, beginning with cultivation of the cotton, continuing through the various
production sequences and transport, right up to the
finished product in our stores.
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C&A is aware of its
responsibility and, together
with others, is taking on
the pioneering role
in order to change things
for the better.
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Another important step in a better future
In August 2011, Greenpeace challenged our industry
to commit to Zero Discharge of hazardous chemicals
by 2020. C&A accepted that challenge together with
five other companies in our industry in the following
months. In November, C&A published its own “Commitment to Zero Discharge of Hazardous Chemicals”,
as well announcing together with the other five
brands the release of a “Joint Road map” towards Zero
Discharge of hazardous chemicals in the supply chain
by 2020.
Below, you can read details of both the C&A commitment, as well as a summary of the main goals established in the “Joint Road map”.

Our “Commitment to Zero Discharge
of Hazardous Chemicals”
In support of the principles of prevention and precaution, and in line with our overall commitment
to water stewardship, C&A recognises the urgent
need for eliminating industrial releases of hazardous chemicals. According to its approach based on
prevention and the precautionary principle C&A is
committed to Zero Discharge of hazardous chemicals
associated with supply chains and the life cycles of
clothing products by 2020.
We recognise that to achieve this goal, mechanisms
for disclosure and transparency concerning the hazardous chemicals used in our global supply chains
are important and necessary, in line with the ‘rightto-know-principle. We will increase the public
availability and transparency of our restricted sub-

Environmental Protection at C&A

stance list and audit process, and will set up public
disclosure of discharges of hazardous chemicals in
our supply chain.
To make this a reality, C&A will continue phasing
out hazardous chemicals in our supply chain and we
will accelerate the phaseout of the highest-priority
hazardous chemicals. C&A will continue to work
with companies, materials suppliers, the broader
chemical industry, NGOs and other stakeholders to
achieve this goal.
C&A also commits to support systemic (i.e. wider societal and policy) change to achieve Zero Discharge of
hazardous chemicals (associated with supply chains
and the life cycles of products) within one generation
or less. This commitment includes sustained investment in moving industry, government, science and
technology to deliver on systemic change, and to affect
system change across the industry towards this goal.
We commit to continue to share what we learn,
our approaches and tools and work with others in
finding new solutions and removing existing barriers, and to report progress towards comprehensive
chemicals management.
C&A understands the scope of our commitment to
be a long-term vision – with short-term practice to
be defined in the clarification of actions to follow.
An action plan was set up by C&A in January 2012,
which detailed the measures to be taken in order to
implement this commitment including timelines
for public disclosure and for the elimination of the
highest-priority hazardous chemicals.

Environmental Protection at C&A
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In addition, we are cooperating with a small group
of other leading brands and retailers to develop and
implement a joint road map to detail specific programmes and actions which we can take collectively
in order to drive our industry towards the goal of
Zero Discharge of hazardous chemicals.

The joint road map is a living document: it will continue to be refined as we gain additional intelligence
and insights through our initial pilots and research,
as well as our collaboration with other brands and
stakeholders. We commit to reviewing and updating the road map at least annually and making the
results public.
Tackling and achieving the goal of Zero Discharge is
a complex challenge – one that we cannot solve with
the five other companies of our industry alone. Our
vision is that the road map serves as a benchmark
and that many more brands join us in our efforts.
Ultimately, we want and need a broad array of participants to partner with us in this endeavour – chemical
suppliers, academics, NGOs, textile experts, entrepreneurs, policy makers and others. We understand
that we are setting out to change the way clothing and
footwear is manufactured, globally, and are thus casting our net wide for the best ideas and solutions.

The Joint Road map
The Joint Road map is a very ambitious plan, one that
sets a new standard of environmental performance for
the global clothing and footwear industry. The road
map includes specific commitments and timelines to
realise this shared goal. These commitments include:
• Jointly communicating the mission of Zero Discharge of hazardous chemicals to all suppliers
beginning immediately
• Conducting pilot projects at major, vertically integrated and materials suppliers between 2011 and
2013 to better understand scope of use and discharge
of hazardous chemicals
• Verifying that nine classes of hazardous or persistent chemicals are not currently used
• Initiating an inventory of all chemicals used in
clothing manufacturing by the end of 2012
• Disclosing the results of all pilots and studies
undertaken as part of this commitment
• Reporting regularly and publicly on our progress
against this commitment (quarterly in 2012, annually from 2013 to 2020)
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Changes don’t always
happen overnight.
That’s why you have
to set goals.

Toxic chemicals
cause illness.
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• Better water balance and higher levels of carbon
sequestration in the soil, which means that less CO2
is emitted into the atmosphere
• Measurable improvements to the livelihoods of the
farmers and their families
• Expansion of protective measures and regeneration schemes for the ecosystems in the areas where
cotton is grown

• To develop a model for capacity expansion that can
be adopted by other cotton-growing regions such as
China, Africa, South America or Turkey
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Organic cotton at C&A
It is our aim that eventually, step by step, an increasing amount
of our cotton products should be made of organic cotton,
because growing conventional cotton consumes huge quantities
of chemical pesticides and fertilisers. That is harmful for people
and the environment.

At the end of 2004 C&A reinforced its focus on the
issue of sustainability by examining the materials
used in our collections in much greater detail. Like
most clothing retailers, C&A offers products for sale
that are made of natural fibres such as cotton or
wool, or synthetic fibres such as nylon or polyester.
In-depth material analyses led to a series of decisions
within the company to switch to more sustainably
grown materials over the long term. This was the
signal for the launch of products made of certified
organic cotton at C&A.
In 2005 C&A became a member of the non-profit
organisation Organic Exchange (now known as Textile Exchange), which helped us to develop our strategy for the cultivation of organic cotton. In 2008 the
two partners, together with the Shell Foundation, initiated a five-year project in India. The focus was on
scaling up our use of organic cotton. The intention
was to establish a sustainable textile value-added
chain that would eventually also be transferable to
other regions of the world.

Why we are converting to organic cotton
Cotton is the most commonly grown non-food plant
in the world. Cotton is grown in more than 100 countries around the globe, and some 50 million farmers
and an estimated 290 million agricultural workers
are engaged in its production.
The conventional methods of cultivating cotton
consume considerable quantities of natural resources,
such as water, which have limited availability, and
require large amounts of artificial fertilisers
and toxic pesticides.
Cotton is a high-yielding crop for the farmers and
makes a key contribution to agricultural employment.
However, growing cotton by conventional means is
detrimental for both man and the environment.
At C&A we view the long-term changeover to organic
cotton as an essential task within the context of our
broader commitment to supporting sustainable agriculture. The conversion to certified organic cultivation
methods opens up a number of possibilities:
• Doing without synthetic chemicals and pesticides.
This helps to reduce the number of poisonings
caused by these substances, and to minimise pollution of the air and water on cotton farms and in the
surrounding areas
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Our vision: greater sustainability

In analysing our own business, our partner’s activities in the value-added chain, and the cultivation
methods used by our cotton farmers, it quickly
becomes clear that we are only at the start of a proOrganic agriculture calls for the greatest possible
cess that will lead step by step from a high-impact
transparency and inspection of every production and production system via one with lower impact until,
processing section along the textile chain.
finally, reaching a sustainable, environmentally
The cultivation of organic cotton is still in the process friendly method of growing cotton.
of being built up. At present, organic cotton accounts
The business model in this “new world” would be
for just over 1% of global cotton production. Howbased on transparency, mutual commitment and
ever, it is moving out of its niche position, and into
cooperation throughout the entire value chain.
the mass market. One significant reason for this is an Farmers, clothing manufacturers and distributors
increase in consumer awareness of ecologically grown would work jointly on planning and creating new
components into the manufacture of clothing prodproducts. The result would be clothing made of susucts. The social and environmental motives for our
tainable material that is sustainably manufactured,
commitment to the cultivation of organic cotton are
transported and traded.
obvious. However, it goes without saying that C&A,
Within this sustainability system the consumers would
as a globally operating retail business, also has a com- be fully aware of the ecological impacts that their
mercial interest in the success of using organic cotspecific purchase decisions would have, because
ton. All of the efforts put into this project are investfinally they are the true drivers of the concept. It is only
ments in the future, which will be to the benefit of
by our consumer choosing products made of organic
not only people and the environment but also of the
cotton that they support all those involved in the
company as we innovate our product range to include textile chain on their route to greater sustainability.
an increasing number of sustainable products, which
attract new, as well as existing customers.

Together with our
customers we want
to turn our visions
into a reality.

Good partners
The successful partnership of C&A with Textile
Exchange (2005) and the Shell Foundation (2008),
had the following initial objectives.
• To help C&A and its partners in the textile chain to
expand their capacities and strengthen their work
in relation to organic cotton, starting with India
• To build up investment by C&A in companies and
communities in rural areas of India for the process
of conversion to organic cotton
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• Better water balance and higher levels of carbon
sequestration in the soil, which means that less CO2
is emitted into the atmosphere
• Measurable improvements to the livelihoods of the
farmers and their families
• Expansion of protective measures and regeneration schemes for the ecosystems in the areas where
cotton is grown

• To develop a model for capacity expansion that can
be adopted by other cotton-growing regions such as
China, Africa, South America or Turkey
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Organic cotton at C&A
It is our aim that eventually, step by step, an increasing amount
of our cotton products should be made of organic cotton,
because growing conventional cotton consumes huge quantities
of chemical pesticides and fertilisers. That is harmful for people
and the environment.

At the end of 2004 C&A reinforced its focus on the
issue of sustainability by examining the materials
used in our collections in much greater detail. Like
most clothing retailers, C&A offers products for sale
that are made of natural fibres such as cotton or
wool, or synthetic fibres such as nylon or polyester.
In-depth material analyses led to a series of decisions
within the company to switch to more sustainably
grown materials over the long term. This was the
signal for the launch of products made of certified
organic cotton at C&A.
In 2005 C&A became a member of the non-profit
organisation Organic Exchange (now known as Textile Exchange), which helped us to develop our strategy for the cultivation of organic cotton. In 2008 the
two partners, together with the Shell Foundation, initiated a five-year project in India. The focus was on
scaling up our use of organic cotton. The intention
was to establish a sustainable textile value-added
chain that would eventually also be transferable to
other regions of the world.

Why we are converting to organic cotton
Cotton is the most commonly grown non-food plant
in the world. Cotton is grown in more than 100 countries around the globe, and some 50 million farmers
and an estimated 290 million agricultural workers
are engaged in its production.
The conventional methods of cultivating cotton
consume considerable quantities of natural resources,
such as water, which have limited availability, and
require large amounts of artificial fertilisers
and toxic pesticides.
Cotton is a high-yielding crop for the farmers and
makes a key contribution to agricultural employment.
However, growing cotton by conventional means is
detrimental for both man and the environment.
At C&A we view the long-term changeover to organic
cotton as an essential task within the context of our
broader commitment to supporting sustainable agriculture. The conversion to certified organic cultivation
methods opens up a number of possibilities:
• Doing without synthetic chemicals and pesticides.
This helps to reduce the number of poisonings
caused by these substances, and to minimise pollution of the air and water on cotton farms and in the
surrounding areas
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Our contractual manufacturing partners are asked to
buy their organic cotton yarns and fibres from certain
nominated spinning mills, who in turn obtain the
organic cotton from selected farm groups.
Each year, C&A organises value chain conferences
related to organic cotton, involving its manufacturers and their business partners and partner farms.
These conferences are used to pass on information
about our expansion plans for the organic cotton programme, and to state our expectations of our partners
in our organic supply chain. The main theme of these
events is the topic of “integrity”, whilst parallel training sessions have been held on textile processing,
certification, labelling and opportunities for environmental protection such as saving water and energy.

• A critical food situation
• Shortage of water
• Need for information and training for their
farming practices
• Lack of capital to expand their businesses
and to establish necessary social projects
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The most important steps
Wanting to have more organic cotton is one thing, reality is
another. So that the wish can become reality, C&A has had
to take a number of decisive steps. We have not yet reached
our goal, but we are on the right track to get there.

The cultivation of organic
cotton costs more than
that of the conventional
variety. But it is our
investment in the future.

Building up our organic cotton programme
In 2007 the European Executive Board decided on a
long-term strategy to expand the use of organic cotton
for its products. In order to draw consumers’ attention
to these new products and to raise their awareness of
the subject of organic cotton, C&A developed a broad
range of organic cotton clothing for men, women and
children. The introduction of the new collection was
accompanied by bio campaigns and special presentation of goods in the stores. Our unique selling proposition for our customers was – and remains – that our
organic cotton products are offered at the same price
as those made of conventional cotton. The higher
costs of an organic supply chain are not passed on to
the customers. This is C&A’s contribution to bringing
certified organic cotton products to the attention of
our aspirational, value-conscious customer.
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The volume of sales of our organic cotton collection continues to grow. In 2010 C&A sold 26 million
articles of clothing made of organic cotton, meaning that more than 10% of our total cotton collection
was made of certified organic cotton.
In 2011, C&A sold 32 million items made of organic
cotton. This figure is set to double by 2013. And by
2020, it is even planned that all of the cotton at C&A
should originate from sustainable cultivation.

Selecting and training suppliers
For farmers, the conversion to certified organic cotton is associated with major financial risks, especially
in the early stages, since cotton cannot be certified
as organic until it has been managed according to
organic cultivation methods for about three years.
C&A plays an active part in supporting this changeover by entering into cooperation with selected agricultural enterprises, and by placing an appropriate
order volume in order to help establish an economically viable size of operation.

Development programme for organic farms
In order to help the organic cotton farmers supplying our partner enterprises in the textile chain to
build up their business, C&A invested in a comprehensive development programme which included an
economic assessment of the farms, training measures and support for social projects as identified by
the farming projects themselves.
C&A, in collaboration with Textile Exchange has
systematically recorded the entire textile value chain
for organic cotton at C&A – from the farms to the
finished products. In 2009 roughly 15,000 farmers
worked in these projects in various regions of India.
In the course of 2008, Textile Exchange and C&A also
began to assess the economic, social and environmental situation in those organic cotton projects,
which supply our partners in the textile chain. Investigations were carried out at farm level in twelve
selected villages, with the aid of key performance
indicators (KPIs) developed by Textile Exchange.
These investigations revealed many of the challenges
with which the organic cotton farmers are confronted:

Many thousands
of people meanwhile
make a living
from the cultivation
of organic cotton.

In 2009 a total of 24 villages were investigated on the
basis of such KPIs. The collected data helped Textile
Exchange and C&A to provide technical assistance
for the farmers in their villages and enable them to
develop appropriate training schemes. The data was
also used to identify the potential for new business
or necessary social projects at an early stage, and to
promote these accordingly. These investigations have
continued ever since.

Fashion as colourful as the world.
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Fashion as colourful as the world.
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The CottonConnect brand
CottonConnect was set up in 2009 by C&A together with 		
Textile Exchange and the Shell Foundation. The joint aim 			
was to advance the transition from conventional to sustainable methods of cultivating cotton.

The CottonConnect model
was so successful in India
that it is now also
being applied in China.

However, as much as C&A has developed in a measurable sense its commitment to organic product, and
indeed continues to set expanding targets for the
sale of organic products, there was a realisation that
organic cotton on its own was not sufficient if we
were to drive positive impact on farming communities from a wider perspective.
Therefore, our partnership with Textile Exchange
and the Shell Foundation led to the establishment of
an independent enterprise known as CottonConnect
Global in late 2009, and the first subsidiary CottonConnect South Asia in early 2010.
CottonConnect aims to provide targeted support for
the transition from conventional to sustainable and
renewable farming methods, with the aid of transferable business models.
The CottonConnect brand is a for-profit organisation
with a social objective: to cooperate with retailers
and fashion brands in order to make the global supply chains for cotton more sustainable. Any profits
will be reinvested.

The CottonConnect model operates by building
partnerships with brands and retailers to achieve
two main goals:
• To link and transform the various cotton production and processing stages in order to create ethical,
effective and efficient supply chains.
• To define sustainable cotton strategies that are
developed around the customers’ respective performance targets and standards.
“Shell Foundation are delighted to partner C&A, who are
leading the way in embedding sustainable practices to
generate meaningful business results. They have shown,
conclusively, that it is possible to improve livelihoods and
the environment by creating new types of products that
customers want to buy. C&A lead the field in organic
cotton sourcing and now, through CottonConnect, they
are helping others in the industry realise the economic,
social and environmental benefits of sustainable cotton.”
Chris West
Director
Shell Foundation
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CottonConnect helps
during the difficult
transition phase from
conventional to organic
cultivation methods.

The CottonConnect brand

Environmental Protection at C&A

“C&A continues to set a high standard of excellence in
creating products and goods that have a lower impact
on our world for both people and the planet. They are
a leader in the world of organic cotton and sustainably
grown cotton. C&A has been innovative in creating training, education that allows farmers in India to implement
best practices, with access to information as well as
access to seed and other key resources. It has been very
rewarding to see their commitment to making a difference in people’s lives over the past six years, with deeper
commitments to their supply chain and the farmers that
grow their cotton. C&A’s consumer engagement strategy
with the Bio shopping bag allows the consumers to support schools, water wells and other investments in the
farm communities is also another great example of their
long-term strategy for being responsible and having a
high impact with the farmers in their value chains.
C&A provides inspiration to other brands and retailers
that are also utilising organic and sustainably grown
cotton in their products.”

Some examples of the work of C&A on the ground
in India, in cooperation with CottonConnect, include
the following:

LaRhea Pepper
Managing Director
Textile Exchange, formerly Organic Exchange
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• C&A has invested in a fund, which will allow farmers in Gujarat access to interest-free loans in order
to be able to install drip irrigation systems on their
farms. The aim is that, within five years, this should
allow more efficient irrigation of up to 2,500 acres of
cotton farming land (the equivalent of 1,250 football
pitches), and will lead to a saving of 4.2 million litres
of water per year in relation to current practice.
• C&A is co-financing a seed development project with
two of our organic cotton farming group partners,
one based in Maharashtra, the other in Madhya Pradesh. Together, these two projects will generate 15
metric tons of certified foundation seeds, which can
again be multiplied to grow commercial seeds, and
these foundation seeds will cater to 11,500 acres of
land under organic cotton cultivation.

Environmental Protection at C&A

The CottonConnect brand

Finally, with an impressive track record in the first
two years of operation in India, C&A, Textile Exchange
and the Shell Foundation have recently joined together
to establish Cotton Connect China where we hope to
replicate some of the learning from India, as well as
to help the process of innovation in relation to more
sustainable methods of cotton cultivation in China in
the years ahead.

“Cotton made in Africa (CmiA) is an initiative of the
Aid by Trade Foundation, which pursues an innovative
approach to development cooperation: helping people to
help themselves through trade.
CmiA is based on the idea of a social business, and aims
to maximise the social return on investment rather than
the financial return on capital. In order to do this it is
building an alliance of international textile companies
that expresses demand on the global market for cotton
produced sustainably by small-scale farmers in Africa.
Since October 2011 C&A has also been a partner of
CmiA, and is making a considerable contribution to the
success of the initiative.
C&A actively demands the African cotton for its worldwide textile production and, in return, pays a licence fee
to the foundation. The surpluses are reinvested in the
work carried out by CmiA on the ground. While C&A
receives cotton that is produced in accordance with social
and ecological standards, the African smallholders have a
number of advantages: they learn more efficient growing
methods, so that they improve their income by obtaining
higher yields, and they benefit from social projects such
as the expansion of educational infrastructure. Planned
profit repatriation will further raise the incomes of the
cotton growers. By adopting this holistic approach CmiA
is helping to improve the living conditions of 240,000
cotton farmers and their families in Benin, Burkina Faso,
Zambia, Malawi and Côte d’Ivoire.
In 2012 C&A will process 1,000 tonnes of this African
cotton in its collections, and demand will double by 2014.
CmiA is thus a crucial building block of C&A’s commitment to sustainability, alongside organic cotton.”

C&A and Cotton made in Africa:
African cotton for a better life
In late 2011, C&A signed a 3-year contract with Cotton made in Africa (CmiA), an initiative which was
started by the Aid by Trade Foundation, founded by
Dr Michael Otto, a Hamburg-based entrepreneur.
Cotton made in Africa is a business-driven initiative
with a social purpose. Operating in accordance with
sound business methods, the objective is to improve
the living conditions of a large number of African
cotton farmers and their families. Indeed the goal
of CmiA is to activate market forces to help combat
poverty whilst also contributing to environmental protection in the sub-Saharan region of Africa.
CmiA provides training on site to teach these farmers
resource-efficient cultivation methods. This helps
them in turn to improve the quality of their cotton
as well as to increase the yields from their cotton
cultivation. Such training programmes empower the
farmers to escape a spiral of poverty as a result of
their own efforts.
C&A is pleased to be able to help in the continuing
success of this initiative by boosting the demand for
CmiA via our 3-year commitment for an increasing
amount of such cotton on a year-by-year basis. Our
commitment to CmiA complements the very similar
work we are already undertaking in India and China
via CottonConnect, meaning that we are helping to
build a more sustainable base for cotton cultivation
over a broader geographical scope.
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With its commitment
to CmiA, C&A wishes
to help African farmers
find a long-term way out
of poverty.

Tina Stridde
Executive Director
Aid by Trade Foundation
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I am very happy when I am
in school. Here I can learn and
have fun with my friends.

Yalini and Jeenath, Tirupur, India
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Environmental protection
in textile production
C&A bears responsibility for the people who make our goods,
for our employees who come into contact with our products,
for our customers who wear them, and for the environment
in which they are produced. Four crucial reasons for environmentally friendly production methods.

C&A does not produce its own goods; instead, it obtains them from supply partners, many of whom
have them manufactured by subcontractors in a wide
variety of production facilities. So as to ensure that the
general environmental standards are observed even in
the smallest link in the chain, the C&A Code of Conduct also lays down a number of requirements relating
to protection of the environment. Everyone who supplies goods to C&A commits themselves and all subsuppliers to compliance with the terms of the contract,
and undertakes to produce the goods on that basis.
If no adequate safety precautions are taken, chemicals
like chlorine bleach or dyes are capable of harming
not only the people who come into contact with them
in the production process, but also the environment
as a whole. This is why C&A backs production ecology,
an approach which employs environmentally friendly
technologies such as waste-water treatment plants,
which does without heavy metals, azo dyes and other
such substances, and which uses measurement and
control instruments to allow optimum metering of
the volumes of water and chemicals used. Compliance with our Code of Conduct and the relevant legal
provisions is checked by SOCAM auditors.
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Developing ideas together
C&A and other globally operating textile and clothing companies have organised themselves under the
umbrella of the Global Social Compliance Programme
(GSCP), an organisation founded in 1995 that works
for the improvement of working and environmental
conditions in the production of consumer goods, to
develop a standard set of environmental guidelines
for the entire manufacturing chain. The aim is to
make factors such as water consumption, water treatment, CO2 emissions, waste avoidance and the use of
harmful materials easier to control and to monitor.

Sponsoring partner of
Water Footprint Network
As part of our overall commitment to water stewardship and in recognising that water is an increasingly
scarce resource which demands urgent attention,
C&A has for the past 2 years been a sponsoring partner of the Water Footprint Network, an organisation
based in Enschede, Holland, and dedicated to promoting sustainable water use through the advancement of the water footprint with partners worldwide.

Without water,
there's no life.
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WFN is helping us to map the water footprint in our
global supply chain in an effort to identify where the
main hot spots in terms of most water-intensive and
water-polluting processes are, and in which geographic locations such processes take place. When
we are in a position to verify such impacts, we can
then start the important work with WFN to identify
various policy options, which will help us to address
those hot spots, with the intention of reducing our
overall use of water and water pollution as a result.
In a separate study conducted by WFN and financed
by C&A, we have used our leading position in the
organic cotton sector to study the grey water footprint as an indicator of water pollution, comparing
organic and conventional cotton cultivation in India.
The results of this study clearly favour a wider implementation of organic cotton cultivation, given that
pesticides used in the cultivation of conventional
cotton agriculture were found to be the critical pollutant on most of the conventional farms. C&A has
agreed to further funding of a study aimed at a more
detailed analysis of conventional and organic farm-
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ing practices and their impacts on water quality. The
outcomes of this project can be used to train farmers
how to reduce water pollution coming from their
fields. These additional results should be ready for
presentation in the latter part of 2012.
“C&A’s commitment to the Water Footprint Network as
a sponsoring partner and to the projects it is undertaking
with WFN is an example of how a company can use Water
Footprint Assessment to understand water consumption
and pollution in their supply chain and take responsibility for reducing impacts to scarce and precious water
resources. C&A has demonstrated a real hunger to go
beyond getting a water footprint to using the water footprint and the sustainability assessment to identify what
can be done – to use less water, to reduce pollution – but
more importantly to take action to improve ecosystems for
people and nature as a conscientious global citizen.”
Ruth Matthews
Executive Director
Water Footprint Network
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Reducing the environmental impact
of transport: logistics at C&A
Textile production has been globally established for a long time
now – with long transport routes being the inevitable consequence.
This is why we do all we can to reduce the environmental impact
of our logistics and save as much fuel as possible.

C&A is a global player. This is not simply because C&A
operates more than 1,500 branches in 19 European
countries and is additionally represented in China
and South America. Over and above that, we procure
our goods from a total of 60 countries around the
world. To enable us to offer our customers up-to-theminute fashion at any time, we have to ship the goods
via long transport routes, mostly from the Far East,
to our branches. We therefore take our responsibility very seriously to arrange this transport so as to
minimise the impact on the environment and save
as much energy as possible. Over the years we have
worked closely with our forwarding agents and transport service providers to continually optimise the
transport of goods.

How we transport our goods
Our goods are manufactured around the world and
shipped to our 17 distribution centres in Europe, from
where they are forwarded to the branches in the individual countries. C&A uses a variety of means of transport for this, which is described in more detail below.

Ship ahoy!
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Long-distance transport
The majority of our goods are produced in Asia. As forwarding by sea is by far the most energy-efficient means
of transport, for the most part our goods are sent to
Europe by ship. At present the proportion of our goods
transported by sea amounts to about 95% in 2011.
The majority of all goods for the German market are
brought to two destinations, the ports of Hamburg
and Bremerhaven. Items for other European countries
are delivered to Antwerp, Rotterdam and Zeebrugge.
In 2011 we have introduced an additional merchandise flow for Spain and Portugal. The majority of
containers for these two countries are routed to the
port of Barcelona directly. From there, they are then
forwarded to the distribution centre at Fontanar near
Madrid. This saves the lengthy transport of goods by
truck from the container ports in Belgium and the
Netherlands via Germany to Spain (Madrid) of about
1 million km per year.
It is a key part of our sustainability strategy to transport our goods by the most environmentally friendly
means and in the most energy-efficient way. We
repeatedly draw attention to this in the regular negotiations we hold with our transport partners. This is
why we work with the major logistics companies
Hapag Lloyd, Maersk and Evergreen for most of the
containers that need to be shipped from the Far East.
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Good logistics already
begin with the purchasing, as good planning
saves unnecessary transportation later on.
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These logistics partners are members of either the
Green Cargo Group (Hapag Lloyd and Maersk) or
the Pacific Greenhouse Gases Measurement Project
(Evergreen). Both of these organisations are actively
committed to defining clear environmental rules and
reducing emissions from transport.
Transporting goods by air not only costs far more than
it does by container ship, it also still accounts for the
largest proportion of the emissions balance from C&A
logistics. Time and again, therefore, C&A reminds its
purchasing teams that proper planning and environmental awareness not only saves costs, it is also to the
benefit of the environment: it is a win-win situation.
Consequently, we use airfreight only in exceptional
cases, for example if merchandise needs to be sent to
Europe quickly because it would miss the season if
it was delivered late, or if the goods involved are the
very latest examples of a fashion trend that has to be
served quickly, or in some cases also if the weather in
Europe does not match the current season.
The latter case is one reason why the proportion of
goods carried by air in 2010 was around 10% of the
total. In July and August 2010, temperatures in large
parts of Europe were well below the usual average
summer temperatures, so our autumn ranges had to
be brought to the stores sooner than planned. But the
use of airfreight did drop again significantly in 2011,
however (by 55% between March 2011 and December
2011). Our principal partner for transport by airfreight
is Lufthansa Cargo.
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Transport by rail
The ports of Rotterdam, Zeebrugge, Amsterdam and
Antwerp are the destinations for about 80% of all
containers carrying goods for C&A from the Far East.
From there, roughly80 % of the transport distance to
our distribution centres is covered by rail or barge.
The proportion of connecting transport movements
that subsequently likewise involved further transport
by rail rose by about 35% between 2007 and 2010. This
is equivalent to saving approximately 500 truckloads.

Transport by road
Unfortunately, it is impossible to avoid transporting
goods by truck, because C&A’s branches are spread
right across Europe, often in the centre of towns
and cities, and require flexible deliveries every day.
Nevertheless, C&A tries to embrace environmental
thinking in this case, too. In terms of fuel use this is
best achieved by avoiding unnecessary transports.
Our transport-optimised logistics approach therefore starts at the very beginning, when the goods are
loaded in the production countries. C&A’s forwarding agents are instructed to load all containers at the
local loading points in such a way that they contain
goods for only one country or region and can therefore be assigned to the nearest seaport.
All transports are optimised to minimise mileage,
and the best possible use is made of the loading capacity of all vehicles. Use of the latest technology and
constant renewal of our transport service providers’

Environmental Protection at C&A
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transport fleets plays a crucial part in minimising
diesel consumption and reducing emissions of
environmentally relevant exhaust gases and fine
particulates when transporting goods by road. One
example of this is the introduction of the Euro 5 standard for trucks: even before it entered into force 19% of
our fleet already complied with this new regulation.
The proportion of trucks meeting Euro 5 emission
standards used for transport to branches in European countries has continued to rise since 2010; in
Switzerland, for example, it reached almost 100%.
This made it possible to achieve a further reduction
in emissions. Our aim is to continue to increase the
proportion of Euro 5 trucks.
Furthermore, since 2010 we have been using special
trucks known as EEVs (Enhanced Environmentally
Friendly Vehicles). These vehicles offer even better
environmental performance than the ones built to
the Euro 5 standard, which has applied since 2009.
There are also two electrically powered trucks and
one hybrid truck in service for C&A in Germany.

Less transport packaging

Drive and save
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Waste prevention is

Changes on a voluntary basis are mostly ineffective.
an important principle
If someone really wants to bring about change, there in the logistics of C&A.
have to be clear objectives and stipulations. This is
why, for example, C&A laid down precise requirements in its General Delivery Instructions (GDI) for
suppliers and forwarding agents stating that from
January 2009 onwards at least 70% of transport packaging made of corrugated cardboard had to consist of
recycled material. Wherever possible, reusable boxes
are used to transport flat goods between the distribution centres and the branches.
In addition, since September 2011 all orders from
suppliers from Germany, Belgium and the Netherlands are supplied without foil packaging, apart from
white or delicate merchandise such as leather. Since
January 2012 this action has been extended to all
European suppliers (except Turkey). Firstly this saves
a huge amount of time, because there is no need to
remove foil from the hanging garments concerned,
and secondly there are considerable material savings
in terms of plastic foil.

What use is the latest technology if it is not used
properly? We therefore urge our forwarding agents
to arrange training for their drivers that teaches
them how to save fuel when driving. We also make
it plain to them that there is an increased need for
environmentally friendly and innovative transport
systems at C&A.

21.03.12 11:42

116

Gute Logistik beginnt
schon beim Einkauf,
denn gute Planung
erspart später unnötige
Transporte.
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Umweltschonung beim Transport

großen Logistikunternehmen Hapag Lloyd, Maersk
und Evergreen zusammen. Die genannten Logistikpartner sind Mitglieder der „Green Cargo Group“
(Hapag Lloyd und Maersk) bzw. im „Pacific Greenhouse Gases Measurement Project“ (Evergreen). Diese
Organisationen setzen sich aktiv dafür ein, klare
Umweltregeln zu definieren und die Emissionen
beim Transport zu reduzieren.
Transporte auf dem Luftweg kosten nicht nur viel
mehr als mit den Containerschiffen, sondern verursachen auch noch den größten Anteil an der Emissionsbilanz der C&A-Logistik. C&A erinnert seine Einkaufsteams deshalb immer wieder daran, dass sachgerechte Planung und Umweltbewusstsein nicht nur
Kosten einsparen, sondern in einer Win-win-Situation auch der Umwelt zugute kommen. Darum nutzen wir das Flugzeug nur in Ausnahmefällen, wenn
zum Beispiel Bekleidung schnell nach Europa transportiert werden muss, weil sie durch eine verspätete
Lieferung die Saison verpassen würde, wenn es sich
um hochaktuelle Ware eines Modetrends handelt, der
schnell bedient werden muss, oder aber das Wetter in
Europa nicht zur jeweiligen Jahreszeit passt.
Der letzte Fall ist ein Grund, warum der Anteil der per
Flugzeug transportierten Waren 2010 bei ca. 10 % lag.
Im Juli und August 2010 lagen die Temperaturen in
großen Teilen Europas weit unter den durchschnittlichen Sommertemperaturen, so dass die Herbstwaren früher als geplant in die Geschäfte mussten. Der
Einsatz von Luftfracht ging aber schon im Jahr 2011
wieder deutlich zurück (Januar 2011 bis Oktober 2011
um 50 %). Unser Hauptpartner beim Transport per
Luftfracht ist Lufthansa Cargo.
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Transport auf der Schiene
Die Häfen von Rotterdam, Zeebrugge, Amsterdam und
Antwerpen sind das Ziel für etwa 80 % aller Container
mit Waren für C&A aus Fernost. Von hieraus werden
ca. 80 % der Transportstrecke in unsere Verteilzentren per Bahn oder Barge zurückgelegt. Der Anteil der
Anschlusstransporte, die anschließend von dort aus
ebenfalls per Bahn weitertransportiert wurden, stieg
von 2007 bis 2010 um ca. 35 %: Das entspricht einer
Einsparung von etwa 500 Lkw-Ladungen.

Transport auf der Straße
Leider lässt es sich nicht vermeiden, Ware per Lkw zu
transportieren, denn die in ganz Europa verteilten und
häufig in den Stadtzentren liegenden C&A-Filialen
müssen täglich flexibel beliefert werden. C&A versucht jedoch trotzdem, auch hier den Umweltgedanken aufzugreifen. Dies gelingt am besten beim Treibstoff durch die Vermeidung unnötiger Fahrten. Unsere
transportoptimierte Logistik setzt daher bereits bei
der Verladung in den Herstellungsländern an. Die
Spediteure für C&A sind angewiesen, sämtliche Container vor Ort so zu beladen, dass sie nur Waren für
ein Land oder eine Region enthalten und sie so dem
nächstgelegenen Hafen zugeordnet werden können.
Sämtliche Touren sind kilometeroptimiert und das
Ladevolumen aller Fahrzeuge wird bestmöglich
genutzt. Der Einsatz neuester Technik und die stetige
Erneuerung der Transportflotte bei unseren Transportdienstleistern ist ein entscheidender Schritt zur
Reduzierung des Dieselverbrauchs und der umweltrelevanten Abgas- und Feinstaubemissionen beim
Transport auf der Straße. Ein Beispiel hierfür ist

Umweltschutz bei C&A

Umweltschonung beim Transport

die Einführung der Euronorm 5 für Lkw, die unsere
Flotte zu 19 % schon vor dem Inkrafttreten der Verordnung erfüllte.
Der Anteil der Euro-5-Trucks an den Filialtransporten in die europäischen Länder stieg seit 2010 weiter
an und lag zum Beispiel in der Schweiz schon bei
nahezu 100 %. Damit konnten die Emissionen weiter
verringert werden. Unser Ziel ist es, den Anteil der
Euro-5-Trucks weiter auszubauen.
Darüber hinaus setzen wir seit 2010 spezielle Lkw,
sogenannte EEVs (Enhanced Environmentally
Friendly Vehicles), ein. Diese Fahrzeuge haben ein
noch besseres Umweltverhalten als die mit der seit
2009 gültigen Euro-5-Norm ausgestatteten. Zusätzlich sind in Deutschland zwei Elektro- und ein Hybrid-Lkw für C&A im Einsatz.

Weniger Transportverpackungen

Sparen beim Fahren
Was nützt die neueste Technik, wenn man sie nicht
richtig einsetzt? Darum halten wir unsere Spediteure dazu an, Fahrertrainings zu kraftstoffsparendem Fahren durchzuführen. Zudem machen wir
ihnen deutlich, dass bei C&A ein erhöhter Bedarf an
umweltfreundlichen und innovativen Transportsystemen besteht.

Änderungen auf freiwilliger Basis sind meist uneffektiv. Wenn man wirklich etwas ändern will, braucht es
klare Ziele und Vorgaben. C&A hat darum beispielsweise in seinen allgemeinen Lieferbedingungen für
Lieferanten und Spediteure (General Delivery Instructions, GDI) genau vorgeschrieben, dass Transportverpackungen aus Wellpappe ab Januar 2009 mindestens
zu 70 % aus recyceltem Material hergestellt sein müssen. Liegende Ware wird zwischen den Verteilzentren
und den Filialen wenn möglich in wieder verwertbaren Boxen transportiert.
Zusätzlich werden seit September 2011 alle Order von
den Lieferanten aus Deutschland, Belgien und den
Niederlanden ohne Folienverpackung angeliefert,
außer weißer und empfindlicher Waren wie zum
Beispiel Leder. Seit Januar 2012 wurde dies auf alle
europäischen Zulieferer (außer der Türkei) ausgeweitet. Dies ist erstens eine enorme Zeitersparnis, weil
bei der betroffenen Hängeware keine Folie entfernt
werden muss und zweitens zu einer großen Materialeinsparung an Kunststofffolie führt.
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Müllvermeidung ist
ein wichtiges Prinzip bei
der Logistik von C&A.
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Hannes, Humbeek, Belgium
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Energy saving in buildings
Lighting, heating, ventilation – in C&A branches, too, all this
needs electricity. Thanks to the use of innovative technology,
though, for years now we have managed to reduce our energy
consumption, time and again.

A company of the size of C&A plainly needs a certain
amount of energy. About 50% of the electricity that
we consume is used for lighting our buildings, and
a further 35% or so for ventilating and cooling them.
These are precisely the demand factors that we address
to further improve our energy efficiency and save as
much energy as possible. In recent years, for example,
we have been able to achieve a significant, lasting
reduction in energy consumption relative to the floor
area of our buildings in Germany by over 10%.

Energy-efficient ventilation technology

Demand-oriented building services
management technology

The changeover to a more energy-efficient lighting
system is being continued. The new lamps now being
used provide a higher light yield, which means that
in some cases the wattages (connected load) can be
reduced. The required quality of light and brightness
can therefore be obtained while saving energy at the
same time. The switch from the old lighting system to
the new one is being carried out gradually, however,
because it would make no ecological sense to take a
product out of service before the end of its life cycle.
The reasoning behind this is that more energy and raw
materials are required to manufacture new products
than will be consumed by the existing equipment.
So far, between 2008 and the end of 2011, more than
400 of our branches in Germany, in other words

The use of demand-oriented building services management technology is being advanced in all countries.
In the meantime this new technology is opening up
scope for further potential energy savings in many
stores, including all of them in the Netherlands, half
of them in Switzerland and 114 German stores – making up around 40% of the sales area in Germany. The
building services management systems are centrally
controlled, and ensure that the ventilation, cooling,
heating and in some cases also the lighting are only
activated when they are really necessary. It is planned
to use this technology in other existing branches and
new buildings in future, wherever possible.

More and more of the ventilation systems used at
European C&A branches are more efficient than ever,
and thus save energy. As many as 181 of the branches
in Germany now have ventilation systems whose fans
are fitted with frequency converters. These ensure
that ventilation is optimised when compared to
conventional systems, which can only be adjusted
in set steps.

Innovative lighting system

Not all light is the same.
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around 90% of our sales area, have been equipped
with the new lighting system. In the process of implementing this changeover, almost 300,000 lamps have
been swapped and nearly 70,000 ballasts have been
replaced with lower-wattage versions. This means
that electricity consumption can be reduced by 16 million kWh per year. There is also a welcome side effect
to the system: because of their lower wattage, the
lamps do not heat up as much, and consequently they
give off less heat to their surroundings. These areas of
the building therefore need less cooling, and this, in
turn, has a positive impact on energy consumption.
Thanks to the rapid progress in lighting technology
in recent years we are now even in a position to set
about tackling a second phase of the changeover to
a more energy-efficient lighting system. As of 2012,
we are planning to reduce the wattages/connected
loads once again, and by doing so we hope to be able
to reduce our electricity consumption in Germany by
about 7 million kWh per year by the end of the second phase in 2015.
The fact that C&A is always open to new energysaving technologies is illustrated by an ongoing test
at a branch in Remscheid, Germany. An LED lighting
installation is being trialled here in everyday use on
an entire floor, as an alternative to the previous lighting system. The advantages of this technology are
a reduction in consumption by up to 20%, a longer
lifetime, and less waste heat, something that – as
already mentioned above – has a beneficial impact
on energy consumption for cooling. If the outcome
of the trial is positive, we will be able to roll out LED
technology in more new stores in future.

Environmental Protection at C&A

New developments in the standard
building specifications
C&A is continuing to grow and consequently always
needs new sales premises. When new floor space is
rented in Germany, energy-sensitive guidelines apply;
these are laid down in the company’s internal standard building specifications, which are constantly
updated. In addition to the usual requirements concerning size, position and appearance, they above all
include specifications on energy efficiency. The latest
standard building specifications, for example, now
include swing doors with insulating glazing, a central, demand-controlled ventilation system, energyefficient general lighting and the central automatic
control technology. A heat recovery system has also
recently been added to the standard building specifications. This makes use of waste heat to preheat fresh
air, and is already reducing heating energy consumption by up to 30% in 98 new German C&A branches.

Our environmental flagship:
the C&A ECO Store in Mainz
The C&A ECO Store in Mainz, which was opened in
2008, is representative of an ultramodern building
complex and shopping infrastructure. New lighting concepts, innovative automatic control technology, environmentally friendly facade elements and a
photovoltaic system make this branch exemplary in
terms of its energy efficiency. Compared with the C&A
average, it has proved possible to reduce electricity
consumption by around 40% in the years since it was
opened, and the consumption of energy for heating
by as much as 87%.
The basis for these savings is provided by an architectural concept that combines ecology, economy and
aesthetics. The main aim of the redevelopment was
to renovate the building shell with energy considerations in mind, paving the way for the energy-saving
measures inside the structure.
The ventilation technology at the ECO Store was
entirely renewed. The new system operates as an
air-recirculation system, and reduces the amount
of outside air needed by 75% while maintaining the
same air quality. The electricity savings from the
new ventilation system as a whole thus amount to
67%. The lighting concept used at the store produces
10% more light output, which enabled the number
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of lamps to be reduced as well as the wattages of the
lamps themselves. Power requirements for lighting
fell by 33% as a consequence. The ECO Store is heated
by an environmentally friendly district-heating system, and its electricity needs are met by hydropower.
In addition, the photovoltaic panels on the roof and
facade, covering an area of around 900 m2, generate
some 93,000 kWh of electricity per year. The entire
retail business at the ECO Store can therefore be
operated on a CO2-neutral basis.
A joint working group set up by the company that
owns the building, REDEVCO, and C&A is currently
analysing the energy consumption figures for other
buildings and drawing up energy-saving redevelopment measures. Heat-recovery systems have
already been successfully installed in three existing
branches, and a further four stores are due to follow
down this route by the end of 2012. The retrospective
installation of heat-recovery systems like these
involves considerable technical effort, but the expected
savings in heating energy, about 2.5 million kWh,
justify the expense. Over the coming years it is
planned to implement other measures beyond this
as well, stage by stage.

mean an increase in electricity consumption. However, a series of energy-saving measures have had
the effect that our power consumption in relation to
performance is continuing to fall.
Power consumption and heat output have been crucial criteria in the procurement of new computers for
a number of years now, alongside computing power,
because in large data-processing centres in particular large amounts of energy are needed to cool the
servers. Investigations are therefore currently under
way to examine whether well water can be used to
cool the systems at our computing centre. Well water
helps to reduce electricity consumption because a
supply of cold water effectively provides free cooling, in other words enabling the waste heat from the
servers to be dissipated without the use of additional
energy in a cooling unit. Power consumption is also
lowered as a result of reduced use of recirculating
air-cooling equipment and recooling systems. Putting these ideas into practice does require official
approval, however, as well as the prior establishment
of certain infrastructure. Work is currently ongoing
to achieve both of these aims.

In a continuing push to further optimise energy consumption, C&A Germany is implementing “behaviour-steering energy controlling”. This involves
supplying the individual branches with information
about their current electricity consumption in graphical form. In this way weak points, in other words
unnecessary energy consumption, can be identified
quickly and shut down in future.

sides of the paper whenever possible. For this reason
almost all of the printers at our head offices are set up
for duplex printing. Thanks to this, paper consumption was reduced by about 10% from 2007 to 2011
despite the expansion by over 100 stores in Germany.
In all German stores and distribution centres and in
our head offices in Düsseldorf and Brussels, all the
paper used is recycled and chlorine-free – apart from
a number of exceptions when true-colour printing is
important, for example.
When we choose which paper to use, we also pay
attention to environmentally friendly manufacturing methods. Our German supplier Steinbeis, for
example, received the 2008 German Sustainability
Award for their paper production.
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Less paper and fewer printer cartridges
Further energy-saving measures in buildings When printing, our employees are urged to use both

Energy-saving measures in the IT sector
C&A is a successfully expanding enterprise. Over the
past two years alone, around 200 branches have been
opened across Europe, and a further 500 are due to
follow by 2015. C&A customers in Germany, France,
Austria and most recently also in Poland can also go
shopping from home in their countries, entirely at
their convenience in C&A Online Shops. In 2012 this
opportunity will also be available to customers in the
Netherlands, Belgium, Italy and Spain. All of this. of
course. calls for the provision of additional computer
resources and storage capacity. More computers

Department store of the future
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around 90% of our sales area, have been equipped
with the new lighting system. In the process of implementing this changeover, almost 300,000 lamps have
been swapped and nearly 70,000 ballasts have been
replaced with lower-wattage versions. This means
that electricity consumption can be reduced by 16 million kWh per year. There is also a welcome side effect
to the system: because of their lower wattage, the
lamps do not heat up as much, and consequently they
give off less heat to their surroundings. These areas of
the building therefore need less cooling, and this, in
turn, has a positive impact on energy consumption.
Thanks to the rapid progress in lighting technology
in recent years we are now even in a position to set
about tackling a second phase of the changeover to
a more energy-efficient lighting system. As of 2012,
we are planning to reduce the wattages/connected
loads once again, and by doing so we hope to be able
to reduce our electricity consumption in Germany by
about 7 million kWh per year by the end of the second phase in 2015.
The fact that C&A is always open to new energysaving technologies is illustrated by an ongoing test
at a branch in Remscheid, Germany. An LED lighting
installation is being trialled here in everyday use on
an entire floor, as an alternative to the previous lighting system. The advantages of this technology are
a reduction in consumption by up to 20%, a longer
lifetime, and less waste heat, something that – as
already mentioned above – has a beneficial impact
on energy consumption for cooling. If the outcome
of the trial is positive, we will be able to roll out LED
technology in more new stores in future.
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New developments in the standard
building specifications
C&A is continuing to grow and consequently always
needs new sales premises. When new floor space is
rented in Germany, energy-sensitive guidelines apply;
these are laid down in the company’s internal standard building specifications, which are constantly
updated. In addition to the usual requirements concerning size, position and appearance, they above all
include specifications on energy efficiency. The latest
standard building specifications, for example, now
include swing doors with insulating glazing, a central, demand-controlled ventilation system, energyefficient general lighting and the central automatic
control technology. A heat recovery system has also
recently been added to the standard building specifications. This makes use of waste heat to preheat fresh
air, and is already reducing heating energy consumption by up to 30% in 98 new German C&A branches.

Our environmental flagship:
the C&A ECO Store in Mainz
The C&A ECO Store in Mainz, which was opened in
2008, is representative of an ultramodern building
complex and shopping infrastructure. New lighting concepts, innovative automatic control technology, environmentally friendly facade elements and a
photovoltaic system make this branch exemplary in
terms of its energy efficiency. Compared with the C&A
average, it has proved possible to reduce electricity
consumption by around 40% in the years since it was
opened, and the consumption of energy for heating
by as much as 87%.
The basis for these savings is provided by an architectural concept that combines ecology, economy and
aesthetics. The main aim of the redevelopment was
to renovate the building shell with energy considerations in mind, paving the way for the energy-saving
measures inside the structure.
The ventilation technology at the ECO Store was
entirely renewed. The new system operates as an
air-recirculation system, and reduces the amount
of outside air needed by 75% while maintaining the
same air quality. The electricity savings from the
new ventilation system as a whole thus amount to
67%. The lighting concept used at the store produces
10% more light output, which enabled the number
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of lamps to be reduced as well as the wattages of the
lamps themselves. Power requirements for lighting
fell by 33% as a consequence. The ECO Store is heated
by an environmentally friendly district-heating system, and its electricity needs are met by hydropower.
In addition, the photovoltaic panels on the roof and
facade, covering an area of around 900 m2, generate
some 93,000 kWh of electricity per year. The entire
retail business at the ECO Store can therefore be
operated on a CO2-neutral basis.
A joint working group set up by the company that
owns the building, REDEVCO, and C&A is currently
analysing the energy consumption figures for other
buildings and drawing up energy-saving redevelopment measures. Heat-recovery systems have
already been successfully installed in three existing
branches, and a further four stores are due to follow
down this route by the end of 2012. The retrospective
installation of heat-recovery systems like these
involves considerable technical effort, but the expected
savings in heating energy, about 2.5 million kWh,
justify the expense. Over the coming years it is
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as well, stage by stage.

mean an increase in electricity consumption. However, a series of energy-saving measures have had
the effect that our power consumption in relation to
performance is continuing to fall.
Power consumption and heat output have been crucial criteria in the procurement of new computers for
a number of years now, alongside computing power,
because in large data-processing centres in particular large amounts of energy are needed to cool the
servers. Investigations are therefore currently under
way to examine whether well water can be used to
cool the systems at our computing centre. Well water
helps to reduce electricity consumption because a
supply of cold water effectively provides free cooling, in other words enabling the waste heat from the
servers to be dissipated without the use of additional
energy in a cooling unit. Power consumption is also
lowered as a result of reduced use of recirculating
air-cooling equipment and recooling systems. Putting these ideas into practice does require official
approval, however, as well as the prior establishment
of certain infrastructure. Work is currently ongoing
to achieve both of these aims.

In a continuing push to further optimise energy consumption, C&A Germany is implementing “behaviour-steering energy controlling”. This involves
supplying the individual branches with information
about their current electricity consumption in graphical form. In this way weak points, in other words
unnecessary energy consumption, can be identified
quickly and shut down in future.

sides of the paper whenever possible. For this reason
almost all of the printers at our head offices are set up
for duplex printing. Thanks to this, paper consumption was reduced by about 10% from 2007 to 2011
despite the expansion by over 100 stores in Germany.
In all German stores and distribution centres and in
our head offices in Düsseldorf and Brussels, all the
paper used is recycled and chlorine-free – apart from
a number of exceptions when true-colour printing is
important, for example.
When we choose which paper to use, we also pay
attention to environmentally friendly manufacturing methods. Our German supplier Steinbeis, for
example, received the 2008 German Sustainability
Award for their paper production.
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Less paper and fewer printer cartridges
Further energy-saving measures in buildings When printing, our employees are urged to use both

Energy-saving measures in the IT sector
C&A is a successfully expanding enterprise. Over the
past two years alone, around 200 branches have been
opened across Europe, and a further 500 are due to
follow by 2015. C&A customers in Germany, France,
Austria and most recently also in Poland can also go
shopping from home in their countries, entirely at
their convenience in C&A Online Shops. In 2012 this
opportunity will also be available to customers in the
Netherlands, Belgium, Italy and Spain. All of this. of
course. calls for the provision of additional computer
resources and storage capacity. More computers

Department store of the future
RZ_6925_11_engl_Report2012_Kap5.indd 120-121

21.03.12 11:42

122

Environmental Protection at C&A

Environmental protection and the presentation of goods

Environmental Protection at C&A

Environmental protection and the presentation of goods

Organic cotton shopping bags instead

cost-benefit factor. Further to that, each individual
branch has to enter its specific advertising material
requirements in an online database. This prevents
overproduction of decorative materials from happening in the first place.
At C&A we mainly use paper for short-term campaigns, floor displays or counter-top displays in
the sales areas. For the most part, these advertising
materials are printed with solvent-free inks using a
screen-printing process. Once the campaigns have
come to an end, each store returns the decorative
materials – whether paper or plastic – to our recycling partners.
Since 2008, we have tried to use only or FSC-certified
and PEFC-certified (Programme for the Endorsement
of Forest Certification Schemes) material in our external communication. Of course, also this report, has
always been printed on paper that conforms to the
guidelines of the Forest Stewardship Council (FSC).
The FSC and the PEFC certificates provide assurance
that the raw materials come from sustainable forests.
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Environmental protection
and the presentation of goods
Sustainable and environmentally aware thinking influences
more than just the energy balances of our buildings of course.
In many other fields, too, we exploit the possibilities open to
us to do something for our shared environment.

Eco-awareness applies even
to clothes hangers

Washing, but with energy in mind

No fashion company can do without clothes hangers.
They are indispensable for transporting and displaying
merchandise. This is why C&A hangers are collected,
damaged ones are sorted out and undamaged ones are
reused many times. If specifically requested, however,
we also give them to our customers free of charge.

C&A has set itself the task of reducing its own energy
consumption on a lasting basis. C&A’s customers have
yet far greater opportunities to save energy through
their own action. Even reducing the washing temperature from 40 to 30°C can save as much as 40% of the
electricity used domestically. If the customers also
choose not to use a tumble dryer their electricity consumption falls even further.

Plastic shopping bags
As a general principle C&A pursues the goal of limiting the use of plastic carrier bags. The manufacture of
carrier bags consumes raw materials and energy. So
that we also save raw materials in the shopping bags
that we hand out, since March 2008 we have been
using standard shopping bags that consist of at least
80% recycled film. The effect of this was to avoid the
production of 2,900 tonnes of new plastic film in 2011.

In order to offer our customers an alternative to plastic
carrier bags and support our commitment to protecting and conserving the environment, shopping bags
made of organic cotton – Bio Cotton – are also available at C&A. For every one of these special Bio Cotton
bags, which are sold, the C&A Foundation donates
30 cents to organic cotton farming projects in India.
Most of these funds are used to provide contamination prevention kits for the use of the workers on the
various farm projects, which we work with. Since this
innovative closed loop initiative was started, close
to 1 million of these Bio Cotton bags have been sold
through our stores.

Safe handling of sensitive materials
C&A strives to avoid using substances that could harm
the environment. However, both in our laboratories
and distribution centres and in our stores there are a
small number of areas in which the use of chemicals
to test or clean articles of clothing is unavoidable. Our
staff engaged in these operations are trained to handle
these substances safely and are instructed on how to
use the necessary safety equipment. Such equipment
is available as standard issue wherever any substances
are used which are potentially harmful to health or
the environment.

Of course, also this report
was printed on FSCcertified paper and was
produced on a climateneutral basis through the
promotion of the hydropower project in Mobuya
Village in Indonesia.

Protecting the environment
in advertising material, too
A large clothing company such as C&A has to use
a variety of means of communication. These also
include the decorative materials in our stores. When
choosing these materials we also pay heed to their
environmental compatibility, in addition to the

Very chic
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A large clothing company such as C&A has to use
a variety of means of communication. These also
include the decorative materials in our stores. When
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Very chic
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Environmental protection
and waste disposal
For C&A, responsibility for our products does not end at the till.
We take care that both non-reusable transport packaging and
clothes hangers, as well as unsaleable products, become part of
our recycling activity.

Recycling transport packaging

tonnes of plastic, 1,330 tonnes of metal and around 2.74
million kWh of electricity. About 121 million clothes
hangers, amounting to roughly 3,025 tonnes of plastic,
were returned to the material cycle.

C&A is obliged by law to recycle its transport packaging. A good example of a sustainable life cycle for
transport packaging has been in place at our distribution centre in Wickrath since the beginning of 2009.
Here, we collect used, recyclable transport packaging and send it via a recycling company to a supplier of plastic carrier bags, who then subsequently
processes it to produce – in some cases – new C&A
shopping bags.

Disposal of printer cartridges

Hangers turned into hangers

Handling of unsaleable goods

The clothes hangers that customers do not ask for
are collected at the point of sale and forwarded to a
recycling company in specially designed boxes. They
are then sorted, with the undamaged hangers being
used again, and damaged ones shredded. The metal
is melted down and the plastic turned into granulate, which can be reused for making clothes hangers
again. We have not yet quite achieved our declared
goal of a closed recycling cycle because the granulate
is to some extent also used for other purposes.
In 2010 a total of about 254 million clothes hangers
were collected in Europe, of which 133 million were
able to be reused. This is equivalent to a saving of 3,325

Clean, exchanged goods or articles of clothing that
have not been sold because of minor defects, for
example, are collected at a central point and in some
cases given to charitable institutions free of charge.
In 2009 we were able to pass on a total of 46,310 items
in this way. In 2010 we passed 14,114 items on this
way. Soiled goods from exchanges or damaged articles
of clothing are sent to the textile recycling company
Vökotex. In 2009 this amounted to 292,148 kg of
goods. In 2010 this amounted 420,728 kg. Together
with its partners, C&A thus makes an important contribution to ecological handling of textiles that are no
longer saleable and to the sustainable utilisation of
valuable raw materials.

Used printer cartridges are collected at C&A and
passed on to specialist firms which refill them
ready to be reused, or otherwise recycle them in an
environmentally friendly way.

The more we recycle, the less waste we produce.
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The submitted items are first sorted according to the
following criteria: outerwear, accessories, shoes, bags,
socks and tights. Any waste arising, such as plastic
film, cardboard, paper or other plastics, is separated
and sent for reuse or subjected to a recycling process.
The textiles are then divided into three categories:

Any proportion of returned goods that do not come
into any of these categories are used for energy
recovery. This means that the goods are supplied to
a district-heating plant or to an incineration unit to
generate energy for the cement industry, for example.
Those textiles that are intended for reuse or repro
cessing are first sorted according to type before being
pressed into bales as residual products, valuable
materials and raw materials are forwarded to specialist companies, which break and cut the textiles and
separate the raw materials, thereby enabling them to
be reused according to ecological and environmentally relevant criteria.
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Some of the unsaleable
stock is sent for free to
charitable organisations.

a. Reuse (i.e. the textiles can still be worn 		
if appropriate)
b. Reprocessing (i.e. used to make products 		
with a different function, for example secondhand clothes are used to make cleaning cloths,
upholstery covers, packaging, etc.)
c. Recycling (for example to manufacture
non-woven fabrics or wool wadding)
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2010 carbon footprint

2010 carbon footprint
Since 2006, C&A has calculated the greenhouse gas emissions
caused by its business activities in Europe each year, its carbon
footprint. The carbon footprint provides the information that
serves as the basis for recognising the most important sources of
emissions and reducing emissions by taking appropriate action.

What does carbon footprint mean?
The carbon footprint, also
sometimes called CO2
(carbon dioxide) footprint,
provides an overview of
all the climate-changing
greenhouse gases emitted as a result of certain
activities.
What is CO2?
CO2 (carbon dioxide) is
one of the greenhouse
gases that cause the
earth’s atmosphere to
heat up (greenhouse
effect) and influence
the way that the world’s
climate is changing.

Data on consumption and use by various business
processes is therefore calculated for all C&A locations in Europe and converted into CO2 equivalents.
The recorded emissions can be divided into three
categories of business processes:
1. Business travel
2. Logistics and transport
3. Buildings
When interpreting the results of the carbon footprint
it must be borne in mind that conversion factors from
various scientific sources are used to calculate the
CO2e emissions. Nevertheless, it is possible to draw
comparisons between years, with certain limitations.

Business travel
The number of kilometres travelled on business trips
has risen since 2008 and, because of a greater number
of flights, emissions rose considerably: more than 70%
of the greenhouse gas emissions of business travel in
2009 and 2010 was attributable to flying. The distance
travelled by rail rose slightly as a proportion in 2010.
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Logistics and transport
In the field of logistics and goods transport 20% less
CO2e was emitted in 2009 when compared to 2008,
with a slight rise in tonne-kilometres overall; this
can be explained by a further decline in the amount
of transport by air. In 2010, however, the quantity of
goods transported by truck and aircraft rose; this therefore resulted in a corresponding increase in the CO2e
emissions from these two modes of transportation,
which are the principal sources of greenhouse gases.
Sea transport continued to account for 90% (2009)
or 86% (2010) of the tonne-kilometres; because of
the lower greenhouse gas emissions per unit transported, ships were responsible for 16% (2009) and
10% (2010) of CO2e emissions respectively. Whereas
in 2009 almost half of CO2e emissions were caused by
truck journeys, in 2010 air transport was responsible
for the majority of climate change gases.
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Business travel
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What does CO2e mean?
To be able to compare
the effect that various
greenhouse gases have
on the climate, their
climate impact is determined in relation to that
of carbon dioxide and
expressed in units known
as CO2 equivalents.
CO2e is the abbreviation
for CO2 equivalent.

2010 carbon footprint

Environmental Protection at C&A

Emissions relating to buildings arise from the energy
expended on heating, cooling, lighting and operation
of the stores and administration buildings.
In 2009, emissions from buildings rose by a total
of over 3% compared with 2008, and between 2009
and 2010 by a further 5%, if conservative conversion
factors are continuously applied. If less conservative
conversion factors are used, CO2e emissions fell by
almost one-third in 2010 when compared with 2009.
The chart shows that the total amount of emissions
varied between 214,891 and 336,816 tonnes of CO2e,
depending on the conversion factor used. The higher
figure is based on the more conservative emission

factors that have been used until now (European
ecoinvent database), and the lower figure on various
internationally oriented databases.
In Germany, Austria and Belgium all of the electricity
purchased comes from renewable energy sources.
Some does in Switzerland and the Czech Republic,
too, as in those countries electricity generated from
hydropower is purchased as well. In addition, in the
case of Germany and Spain a small proportion is generated from photovoltaics.
Thanks to the use of renewable energy, C&A Europe
can claim a saving of almost 57% of its total CO2e
emissions from electricity consumption or almost
54% of the total energy demand for its buildings.

Buildings
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Vivienne, Düsseldorf, Germany
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Our objectives

Our objectives
If you set targets for yourself, you have to let yourself be judged
by them. In our last report we declared our intention to do
many things. We reached a lot of our objectives, but some of
them only in part. And one or two, unfortunately, we did not
manage. But we are carrying on working. And we will be happy
to be judged by that again.

Chapter 1
Intensification of internal and external communication in relation to our commitment to CR
A further increase in the proportion of female
managers in the company in the coming years
Constant training of managers and provision of
increasing employment opportunities related
both to expansion and in line with trends in the
market and society

Chapter 2
A continuing commitment to delivering on
product safety standards which fully meet the
expectations of our customers
The demonstration of rigorous quality assurance processes, due diligence related to testing
of products, and adequate final quality control
systems in the quality department
Greater transparency in process and in the
knowledge of the origin of inputs into our final
product, aided by a further increase in the proportion of direct business placed via our own
sourcing organisation

Chapter 3
Additional focus on internal training schemes
related to the maintenance of social standards
as laid out in the company Code of Conduct,
with particular focus on requirements in the
textile supply chain
Ensuring that the guidelines in place concerning production carried out by homeworkers are
fully understood and implemented
The continuing extension of audit programmes,
supplemented by additional capacity-building
(training) sessions in the earlier areas of the
clothing procurement chain. In 2008, 43 counselling meetings took place in Asia alone, whilst
in 2009, this figure increased to 92. This increasing trend will continue
Increase in audit capacities in the important
production markets, with a growing focus on
environmental aspects as well as more traditional social matters
A constant monitoring and reporting of suppliers’ performance in relation to economic,
qualitative, social and environmental factors
Enhanced control of our supplier performance
via a more vigorous vetting of production facilities ahead of any C&A production taking place,
together with a further decrease in the overall

number of production units used. (Recent experience shows that in 2008, the number of
production units used in the manufacture of C&A
merchandise was 2,730, and in 2009, this had
dropped significantly to 2,040, for example)

Chapter 4
The continuation of our expansion of dialogue
and cooperation with various stakeholder groups
Cooperation in multi-stakeholder initiatives
with other companies in the sector, via industry
associations and information platforms, and
with various NGOs
We will continue to demonstrate our positive
impact on the various communities in which we
operate via support for various social projects in
the producing countries as well as in the many
countries where we have a retail presence

Chapter 5
Expansion of the proportion of certified Bio
Cotton within the total cotton purchase to more
than 10% in 2010, whilst starting our long-term
journey towards the purchasing of more sustainably grown cotton on a year-on-year basis
To map our water footprint in the supply chain,
leading to an impact assessment, and the setting of a strategy to mitigate the use of this
scarce resource in all parts of our supply chain
Increasing the use of renewable energy to reach
80% of our floor space by the end of 2010, saving more than 100,000 tonnes of CO2 emissions
in relation to the starting point in 2007
Having opened our first CO2 -neutral ECO Store
in 2008, and by using the resultant learning,
further investments are planned in a number of
stores to make them more energy-efficient
As part of the continuing store refurbishment
programme as well as in new branches, a further
roll-out of the energy-saving “Elite” lighting system will take place
Greater use of recycled or FSC-certified materials

Increasing the share of transport packaging
made of recycled material beyond the 50%
achieved in 2009. Suppliers are advised via
C&A GIN site to only use transport packaging
with a minimum of 70% recycled materials
Further increase in the proportion of trucks for
store delivery meeting the Euro 5 emissions
standard, and adoption of the new EU 6 trucks as
soon as mass production vehicles are available
and well ahead of the 2014 deadline required
In 2010 C&A Logistics is going to start operating
with so-called EEV trucks (= Enhanced Environmentally Friendly Vehicle) for store deliveries.
The EEV standard is even stricter than Euro 5.
It only tolerates very low particulate and gas
emissions, in particular in transitional engine
phases, i.e. acceleration and deceleration
C&A Logistics is in permanent contact with our
main forwarder and plays a major role in looking
for possibilities to introduce a hybrid or E-truck
as a feasibility study in store delivery for C&A

Target not yet
achieved.
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C&A sustainable targets

Units of organic cotton
sales at C&A

Business placed with
A + B rated manufacturing partners
regarding their compliance performance

Improvement in the
pass rate of social
compliance audits
conducted by SOCAM

Improvement in performance of product linked to
chemical safety

CO2 footprint of direct
operations in Europe

Energy consumption
used in direct operations
in Europe
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TARGET 2012/2013

LONG-TERM OBJECTIVES

A minimum sales ﬁgure
of 60 million units of
certiﬁed organic product

All cotton used in
C&A products by 2020
will be cultivated in
sustainable ways

30% of C&A business

The share placed with
A + B-rated suppliers will
continue to increase by 5%
per year, until A + B category
suppliers account for more
than two-thirds of our
business.

A 15% improvement
rate in overall compliance
with the C&A Code
of Conduct on the most
serious categories of
non-compliance versus
2011/12

Achieving the objective
above will automatically lead
to a continuing improvement
in overall compliance with
our Code of Conduct

Zero withdrawal

Product safety in all
respects shows measurable
progress year on year

3% reduction

To reduce our CO2 footprint
in kg CO2 /sq. m.
by a minimum of 20%
by 2020 compared to the
base year of 2006

3% reduction

To reduce our energy
consumption in kWh /sq. m.
by a minimum of 20%
by 2020 compared to the
base year of 2006

to be placed with A +
B-rated suppliers,
those with the best social
compliance records

of product from stores
necessary for chemical
compliance

in kg CO2 /sq. m.
in relation to 2011/12

in kWh/sq. m.
in relation to 2011/12
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Assessment of this report
When it comes to evaluating this report, the opinions of
independent third parties are very important. They do not wear
C&A-tinted spectacles, and thanks to their expert knowledge
and the fact that they are on the outside looking in, they help us
to become even better in future.

Employee representation

Quality management

“Responsible action is more difficult in times of economic
difficulty and currency crisis than it is in periods when
the economy is on the rise. This makes me all the more
appreciative of the fact that, despite all the crisis scen
arios, C&A does not let up in its efforts to offer its cus
tomers high-quality products at fair prices while at the
same time manufacturing and distributing the products
on ethically, socially and ecologically responsible terms.
I am proud to be working at a company that leads the
way in this respect. As works council members we also
play our part in this by regularly making suggestions to
improve the processes in all areas of the company.
Placing people at the centre of the company’s activities,
creating decent working conditions in the production facil
ities, combating child labour – all of these are particularly
important to me as a member of the works council. Two
years ago I expressed the wish that C&A should continue
to steer a sustainable course even in a strained economic
climate. Today I am able to say that my wish has been
fulfilled. I am firmly convinced that C&A will continue to
be guided by these principles in future.”

“C&A continues to build on the strengths of the quality/
safety teams that have been operating globally for many
years. In the main production countries increasingly
effective processes for quality assurance and control,
including product safety, are applied in order to meet
C&A customer expectations.
The solid relationships that exist between C&A and the
leading laboratory groups has, over many years, formed
the basis for development of standards for product
performance and product safety. Extensive laboratory
testing of delivered articles, prior to them reaching any
C&A store, continues to be one of the main processes in
the C&A value chain.
Over many years the testing procedures have been opti
mised, with product performance and customer satisfac
tion being the main drivers of the process.
Testing and analysis of products continues even after
goods have been shipped and regular control of mer
chandise selected at random from the major C&A
distribution centres and C&A stores takes place. These
controls are designed to monitor the efficiency of the
testing of the goods which will have taken place prior to
shipment, and even prior to production.

Roswitha Prangenberg
C&A Information and Communication Forum
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The GRI Guidelines

The GRI Guidelines

Anke Steinbach
CEO Steinbach Strategien

Internal and external revision
and assessment of this C&A report –
GRI Application Level

www.globalreporting.org

An overview of the
comments is provided
on page 137.

The official GRI certificate
for this C&A Report is
reproduced on page 153.

The CR-Report “Acting Sustainably. C&A 2012.” was
produced under the internal supervision of the CR
Monitoring Group, with the inclusion of all relevant

Report Application Level

C

G3 Proﬁle
Disclosures

Report on:
1.1
2.1–2.10
3.1–3.8, 3.10–3.12
4.1–4.4, 4.14–4.15

G3 Management
Approach Disclosures

Not required

G3 Performance
Indicators & Sector
Supplement Performance Indicators

Report on a minimum of
10 Performance Indicators,
including at least one from
each of: social, economic,
and environmental.

C+

B

B+

Report on all criteria
listed for Level C+:
1.2
3.9, 3.13
4.5–4.13, 4.16–4.17

Management Approach
Disclosures for each
Indicator Category

Report on a minimum of
20 Performance Indicators,
at least one from each of:
economic, environmental,
human rights, labour,
society, product
responsibility.

A

A+

Same as requirement
for Level B

Management Approach
disclosed for each
Indicator Category

Report Externally Assured

“Steinbach Strategien is an independent consultancy
specialized in sustainability. We were asked by C&A to
give an external assurance for the C&AReport ‘Nach
haltig handeln’ 2012.
Our assessment is based on the Sustainability Reporting
Guidelines of the Global Reporting Initiative (GRI). The
assessment covered all information and data provided in
the C&AReport. The goal was to verify data on Standard
Disclosures (including Performance Indicators) in the
report appendix in accordance with the requirements
of GRI. Additionally, we analyzed the status of sustain
ability at C&A. The accuracy of data provided was not
assessed and is solely responsibility of C&A. According to
our assessment, the C&AReport 2012 reaches GRI appli
cation level B+, as selfdeclared by C&A.
C&A reports relevant information on the report profile
exhaustively and comprehensively. We want to empha
size the high quality of information on stakeholder
engagement and on materiality. However, data measure
ment techniques and the bases of calculations should be
presented in a more concise manner.
The C&AReport covers extensively the approaches and
activities led by C&A to meet its sustainability challenges.
Accomplishments and correspondent indicators in the
economic, ecological and social field are documented
on application level B. Especially in the social section,
coverage of indicators is advanced. In the economic sec
tion, coverage is expandable. Ecological indicators could
be presented more detailed in the future, also over time.

information from the respective specialist departments at C&A Europe. Subsequently all of the details
were checked by the Sustainable Business Development department, which is also responsible for this
report. In addition, an assessment was conducted by
GRI itself and by internal and external stakeholder
groups or groups of individuals. We asked these groups,
with whom we cooperate in specific instances or in
selected projects and who also know us from practical
cooperation, to assess this report or parts of the report
on the basis of their particular expertise. After examining the specified G3 Application Level grid and the assessments, the external assessors and the GRI declare
the contents of this CR Report to be level B+.

Report Externally Assured

External Assurance GRI application level: B+

The Global Reporting Initiative (GRI), in collaboration
with international committees and experts, has drawn
up a set of guidelines on the structure of sustainability reports. The purpose of the guidelines is to help
companies describe their commitment to economic,
environmental and social issues. Reporting is carried
out on a voluntary basis. The guidelines are subject
to continuous further development in order to create
an internationally applicable standard for the quality
and comparability of individual reports.
You can use the index listed below to compare the
structure of the GRI Guidelines with the content of
this report.

Report Externally Assured

Dr Helmut Krause
SGS

For a higher application level, more data will have to be
presented on several indicators, such as economic perfor
mance, materials used, energy consumption, water with
drawal and discharge, waste, composition and turnover
of workforce, health and safety measures, training and
education as well as measures against discrimination or
forced and compulsory labor.
It is recommended to present disclosure on management
approach and goals in a more concise manner. Goals
will have to be operationalized further and presented
with its results over time. GRIindicators presented ‘in
a nutshell’ facilitate orientation for the reader. It can be
noticed that C&A covers several indicators of the Sector
Supplement, for example on Code of Conduct, policies
for supplier selection and practices to source safer alter
native substances.
The C&A Report demonstrates how seriously C&A is deal
ing with social and environmental responsibility. Activities
and reporting of C&A are in many areas far above aver
age of other retailers. It is positive that C&A is bring
ing forward topics that are not at all yet standard in the
retail industry, namely environmental conditions in the
supply chain, cerodischarge or water footprint. Also,
some approaches can be regarded as above average in
the industry, such as the C&A Fairness Channel and
CottonConnect. We want to emphasize the high level of
transparency on working conditions in the supply chain,
supported by the quality of the represented results of the
SOCAM audits. C&A also displays frankly and straight
forward its challenges and limitations of own influence
and points out its future fields of action.”

Standard Disclosures

C&A applies a policy of keeping ahead of legislation and
of setting standards that, whilst perhaps not required
legally, are felt to be in the best interests of their custom
ers and of all the people involved in the workplace in
producing the articles that will be sold in their stores.
All components in a product, no matter how large or how
small, are required to meet the standards set by C&A,
and we, and other laboratory groups, are highly active in
supporting C&A and their suppliers to ensure that ‘value
for money’ is reflected in their products.”

Respond on each core G3
and Sector Supplement*
indicator with due regard to
the materiality principle by
either: a) reporting on the
indicator or b) explaining
the reason for its omission.

*Sector supplement in final version
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The GRI Guidelines

Anke Steinbach
CEO Steinbach Strategien

Internal and external revision
and assessment of this C&A report –
GRI Application Level

www.globalreporting.org

An overview of the
comments is provided
on page 137.

The official GRI certificate
for this C&A Report is
reproduced on page 153.

The CR-Report “Acting Sustainably. C&A 2012.” was
produced under the internal supervision of the CR
Monitoring Group, with the inclusion of all relevant
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Management Approach
Disclosures for each
Indicator Category

Report on a minimum of
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Management Approach
disclosed for each
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Our assessment is based on the Sustainability Reporting
Guidelines of the Global Reporting Initiative (GRI). The
assessment covered all information and data provided in
the C&AReport. The goal was to verify data on Standard
Disclosures (including Performance Indicators) in the
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ability at C&A. The accuracy of data provided was not
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C&A reports relevant information on the report profile
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The C&AReport covers extensively the approaches and
activities led by C&A to meet its sustainability challenges.
Accomplishments and correspondent indicators in the
economic, ecological and social field are documented
on application level B. Especially in the social section,
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tion, coverage is expandable. Ecological indicators could
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information from the respective specialist departments at C&A Europe. Subsequently all of the details
were checked by the Sustainable Business Development department, which is also responsible for this
report. In addition, an assessment was conducted by
GRI itself and by internal and external stakeholder
groups or groups of individuals. We asked these groups,
with whom we cooperate in specific instances or in
selected projects and who also know us from practical
cooperation, to assess this report or parts of the report
on the basis of their particular expertise. After examining the specified G3 Application Level grid and the assessments, the external assessors and the GRI declare
the contents of this CR Report to be level B+.
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with international committees and experts, has drawn
up a set of guidelines on the structure of sustainability reports. The purpose of the guidelines is to help
companies describe their commitment to economic,
environmental and social issues. Reporting is carried
out on a voluntary basis. The guidelines are subject
to continuous further development in order to create
an internationally applicable standard for the quality
and comparability of individual reports.
You can use the index listed below to compare the
structure of the GRI Guidelines with the content of
this report.

Report Externally Assured

Dr Helmut Krause
SGS

For a higher application level, more data will have to be
presented on several indicators, such as economic perfor
mance, materials used, energy consumption, water with
drawal and discharge, waste, composition and turnover
of workforce, health and safety measures, training and
education as well as measures against discrimination or
forced and compulsory labor.
It is recommended to present disclosure on management
approach and goals in a more concise manner. Goals
will have to be operationalized further and presented
with its results over time. GRIindicators presented ‘in
a nutshell’ facilitate orientation for the reader. It can be
noticed that C&A covers several indicators of the Sector
Supplement, for example on Code of Conduct, policies
for supplier selection and practices to source safer alter
native substances.
The C&A Report demonstrates how seriously C&A is deal
ing with social and environmental responsibility. Activities
and reporting of C&A are in many areas far above aver
age of other retailers. It is positive that C&A is bring
ing forward topics that are not at all yet standard in the
retail industry, namely environmental conditions in the
supply chain, cerodischarge or water footprint. Also,
some approaches can be regarded as above average in
the industry, such as the C&A Fairness Channel and
CottonConnect. We want to emphasize the high level of
transparency on working conditions in the supply chain,
supported by the quality of the represented results of the
SOCAM audits. C&A also displays frankly and straight
forward its challenges and limitations of own influence
and points out its future fields of action.”

Standard Disclosures

C&A applies a policy of keeping ahead of legislation and
of setting standards that, whilst perhaps not required
legally, are felt to be in the best interests of their custom
ers and of all the people involved in the workplace in
producing the articles that will be sold in their stores.
All components in a product, no matter how large or how
small, are required to meet the standards set by C&A,
and we, and other laboratory groups, are highly active in
supporting C&A and their suppliers to ensure that ‘value
for money’ is reflected in their products.”

Respond on each core G3
and Sector Supplement*
indicator with due regard to
the materiality principle by
either: a) reporting on the
indicator or b) explaining
the reason for its omission.
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Profile of this CR report · GRI Index
Strategy and analysis
1.1
1.2

Statement from the most senior decision maker of the organisation
Description of key impacts risks and opportunities

Governance, commitments and engagement
3
9, 10, 13ff.

Organisational profile
Name of the organisation
20
Primary brands, products and/or services
20
Operational structure of the organisation including main divisions, operating companies,
subsidiaries, and joint ventures
12, 20, 24, 26, 105
2.4 Location of organisation’s headquarters
20
2.5 Number of countries where the organisation operates
20
2.6 Nature of ownership and legal form
20
2.7 Markets served
21
2.8 Scale of the reporting organisation
20 (p.r., C&A does not disclose financial figures)
2.9 Significant changes during the reporting period regarding size, structure or ownership
24ff.
2.10 Awards received in the reporting period
22f.
2.1
2.2
2.3

Report parameters
3.1 Reporting period
153
3.2 Date of most recent previous report
153, 5
3.3 Reporting cycle
153
3.4 Contact point for questions regarding the report
154
Report scope and boundary
3.5 Process for defining report content, determining materiality
13ff., 153
3.6 Boundary of the report
153
3.7 Specific limitations on the scope or boundary of the report
153
3.8 Basis for reporting on joint ventures, subsidiaries, leased facilities and outsourced operations
24ff.
3.9	Data measurement techniques and the bases of calculations
32, 75, 76, 128ff.;
Internal statistics, audit analyses, internal reporting systems
3.10 What is the effect of any restatements of information provided in earlier reports, and the reasons
for such restatements
No changes: database same as 2010
3.11 Significant changes in the scope, boundary or measurement methods applied in the report
153
GRI-Content Index
3.12 Table identifying the location of the standard disclosures in the report

139

Assurance
3.13 Policy and current practice with regard to seeking external assurance for the report

139

RZ_6925_11_engl_Report2012_Kap6.indd 142-143

Governance
4.1 Governance structure of the organisation
13
4.2	Is the chair of the highest governance body also an executive officer?
yes
4.3	Number of members of the highest governance body that are independent and/or non-executive
members
none
4.4	Mechanisms for shareholders and employees to provide recommendations or direction to the highest
governance body
30, 36f.
4.5	Linkage between compensation for members of the highest governance body and the organisation’s
performance
yes
4.6	Processes in place for the highest governance body to ensure conflicts of interest are avoided
13, 36f.
4.7	Process for determining the qualifications and expertise of the members of the highest
governance body
13
4.8	Internally developed statements of mission or values, codes of conduct, and principles relevant to the
organisation
10, 36f., 67ff.
4.9	Procedures of the highest governance body for overseeing the organisation’s identification and
management of economic, environmental and social performance
9f., 71ff., 99ff.
4.10 Procedures for evaluating the highest governance body’s own performance
13
Commitments to external initiatives
4.11 Explanation of whether and how the precautionary approach or principle is addressed by the
organisation
13
4.12 Externally developed economic, environmental, and social charters, principles, or other initiatives
		
32ff., 67ff.
4.13 Memberships in associations
42f.
Stakeholder engagement
4.14 List of stakeholder groups engaged by the organisation
4.15 Basis for identification and selection of stakeholders with whom to engage
4.16 Approaches to stakeholder engagement
4.17 Key topics and concerns that have been raised through stakeholder engagement

43
40ff.
65ff., 85ff.
40ff.
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Performance indicators according to G3

Performance indicators according to G3
Economic performance indicators
Management Approach

13, 17f., 24ff., 46ff., 132ff.

Economic performance
EC1 Direct economic value generated and distributed,including revenues, operating costs, employee
compensation, donations and other community investments, retained earnings, and payments to
capital providers and governments
n.s.
EC2 Financial implications and other risks and opportunities for the organisation’s activities due to
climate change
99ff. (p.r.)
EC3 Coverage of the organisation’s defined benefit plan obligations
n.s.
EC4	Significant financial assistance received from the government
not reported, NL: promotion of
in-service vocational training, A: promotion of vocational training,· B: promotion of vocational
training, D: reimbursement payment for semi-retirement
Market presence
EC5 Range of ratios of standard entry-level wage compared to local minimum wage at significant locations
of operation
not reported
EC6 Policy, practices, and proportion of spending on locally based suppliers at significant locations
of operation
n.r.
EC7 Procedures for local hiring and proportion of senior management hired from the local community at
locations of significant operation
Almost 100% local personnel in management positions
Indirect economic impacts
EC8 Development and impact of infrastructure investments and services provided primarily for public
benefit through commercial, in-kind, or pro bono engagement
85ff. (p.r.)
EC9 Understanding and describing significant indirect economic impacts, including the extent of
impacts
85ff. (p.r.)

Environmental performance indicators
Management approach
Materials
EN1 Materials used by weight or volume
EN2 Percentage of materials used that are recycled input materials

17f., 99ff., 132ff.

99ff. (p.r.)
122, 125f. (p.r.)

Energie
EN3 Direct energy consumption by primary energy source
n.s.
EN4 Indirect energy consumption by primary energy source
not reported
EN5 Energy saved due to conservation and efficiency improvements
119ff.
EN6 Initiatives to provide energy-efficient or renewable energy-based products and services, and reductions
in energy requirements as a result of these initiatives
n.r.
EN7 Initiatives to reduce indirect energy consumption and reductions achieved
119ff.
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Performance indicators according to G3

Water
EN8 Total water withdrawal by source
EN9 Water sources significantly affected by withdrawal of water
EN10 Percentage and total volume of water recycled and reused

Appendix

n.s.
n.r.
0%

Biodiversity
EN11 Location and size of land owned, leased, managed in, or adjacent to, protected areas and areas of high
biodiversity value outside protected areas
n.r.
EN12 Description of significant impacts of activities, products and services on biodiversity in protected areas
and areas of high biodiversity value outside protected areas
102ff.
EN13 Habitats protected or restored
n.r.
EN14 Strategies, current actions, and future plans for managing impacts on biodiversity
104ff.
EN15 Number of IUCN Red List species and national conservation list species with habitats in areas affected
by operations, by level of extinction risk
n.r.
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Performance indicators according to G3

Transport
EN29 Significant environmental impacts of transporting products and other goods and materials used for the
organisation’s operations, and transporting members of the workforce
128f.
Overall
EN30 Total environmental protection expenditures and investments by type

not reported

Labour practices and decent work
Management Approach

17f., 32ff., 36f., 38f.

Employment
LA1 Total workforce by employment type, employment contract and region
33 (p.r.)
LA2 Total number and rate of employee turnover by age group, gender and region
32ff. (p.r.)
LA3 Benefits provided to full-time employees that are not provided to temporary or part-time employees,
by major operations
none

Emissions, effluents, and waste
EN16 Total direct and indirect greenhouse gas emissions by weight
119f., 128f.
EN17 Other relevant greenhouse gas emissions by weight
119f., 128f.
EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved
114f.
EN19 Emissions of ozone-depleting substances by weight
n.r.
EN20 NO, SO, and other significant air emissions by type and weight
n.r.
EN21 Total water discharge by quality and destination
n.s.
EN22 Total weight of waste by type and disposal method
122f. (p.r.)
EN23 Total number and volume of significant spills
none
EN24 Weight of transported, imported, exported or treated waste deemed hazardous under the terms of
the Basle Convention Annex I, II, III and VIII, and percentage of transported waste shipped
internationally
none
EN25 Identity, size, protected status and biodiversity value of water bodies and related habitats significantly
affected by the reporting organisation’s discharges of water and run-off
n.r.

Occupational health and safety
LA6 Percentage of total workforce represented in formal joint management-worker health and safety com
mittees that help monitor and advise on occupational health and safety programmes
100%
LA7 Rates of injury, occupational diseases, lost days and absenteeism, and number of work-related fatalities by region
n.s.
LA8 Education, training, counselling, prevention and risk-control programmes in place to assist workforce
members, their families or community members regarding serious diseases
n.s.
LA9 Health and safety topics covered in formal agreements with trade unions
none

Products and services
EN26 Initiatives to mitigate environmental impacts of products and services, and extent of impact
mitigation
114ff., 122ff.
EN27 Percentage of products sold and their packaging materials that are reclaimed by category
We do not
provide any means of collection or disposal for our products at the end of their useful life as there is
a functioning collection system for this in the most important sales markets.

Training and education
LA10 Average hours of training per year per employee by employee category
32ff. (p.r.)
LA11 Programmes for skills management and lifelong learning that support the continued employability of
employees and assist them in managing career endings
32ff. (p.r.)
LA12 Percentage of employees receiving regular performance and career development reviews
not reported,
up to 100% – depending on field of activity or scope of duties

Compliance
EN28 Monetary value of all fines and total number of non-monetary sanctions for non-compliance with
environmental laws and regulations
none

Diversity and equal opportunity
LA13 Composition of governance bodies and breakdown of employees per category according to gender, age
group, minority group membership, and other indicators of diversity
32ff. (p.r.)
LA14 Ratio of basic salary of men to women by employee category
100%
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Labour/Management relations
LA4 Percentage of employees covered by collective bargaining agreements
100%
LA5 Minimum notice period(s) regarding operational changes, including whether it is specified in
collective agreements
between 2 and 52 weeks, depending on national regulations
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Water
EN8 Total water withdrawal by source
EN9 Water sources significantly affected by withdrawal of water
EN10 Percentage and total volume of water recycled and reused

Appendix

n.s.
n.r.
0%

Biodiversity
EN11 Location and size of land owned, leased, managed in, or adjacent to, protected areas and areas of high
biodiversity value outside protected areas
n.r.
EN12 Description of significant impacts of activities, products and services on biodiversity in protected areas
and areas of high biodiversity value outside protected areas
102ff.
EN13 Habitats protected or restored
n.r.
EN14 Strategies, current actions, and future plans for managing impacts on biodiversity
104ff.
EN15 Number of IUCN Red List species and national conservation list species with habitats in areas affected
by operations, by level of extinction risk
n.r.
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Transport
EN29 Significant environmental impacts of transporting products and other goods and materials used for the
organisation’s operations, and transporting members of the workforce
128f.
Overall
EN30 Total environmental protection expenditures and investments by type

not reported

Labour practices and decent work
Management Approach

17f., 32ff., 36f., 38f.

Employment
LA1 Total workforce by employment type, employment contract and region
33 (p.r.)
LA2 Total number and rate of employee turnover by age group, gender and region
32ff. (p.r.)
LA3 Benefits provided to full-time employees that are not provided to temporary or part-time employees,
by major operations
none

Emissions, effluents, and waste
EN16 Total direct and indirect greenhouse gas emissions by weight
119f., 128f.
EN17 Other relevant greenhouse gas emissions by weight
119f., 128f.
EN18 Initiatives to reduce greenhouse gas emissions and reductions achieved
114f.
EN19 Emissions of ozone-depleting substances by weight
n.r.
EN20 NO, SO, and other significant air emissions by type and weight
n.r.
EN21 Total water discharge by quality and destination
n.s.
EN22 Total weight of waste by type and disposal method
122f. (p.r.)
EN23 Total number and volume of significant spills
none
EN24 Weight of transported, imported, exported or treated waste deemed hazardous under the terms of
the Basle Convention Annex I, II, III and VIII, and percentage of transported waste shipped
internationally
none
EN25 Identity, size, protected status and biodiversity value of water bodies and related habitats significantly
affected by the reporting organisation’s discharges of water and run-off
n.r.

Occupational health and safety
LA6 Percentage of total workforce represented in formal joint management-worker health and safety com
mittees that help monitor and advise on occupational health and safety programmes
100%
LA7 Rates of injury, occupational diseases, lost days and absenteeism, and number of work-related fatalities by region
n.s.
LA8 Education, training, counselling, prevention and risk-control programmes in place to assist workforce
members, their families or community members regarding serious diseases
n.s.
LA9 Health and safety topics covered in formal agreements with trade unions
none

Products and services
EN26 Initiatives to mitigate environmental impacts of products and services, and extent of impact
mitigation
114ff., 122ff.
EN27 Percentage of products sold and their packaging materials that are reclaimed by category
We do not
provide any means of collection or disposal for our products at the end of their useful life as there is
a functioning collection system for this in the most important sales markets.

Training and education
LA10 Average hours of training per year per employee by employee category
32ff. (p.r.)
LA11 Programmes for skills management and lifelong learning that support the continued employability of
employees and assist them in managing career endings
32ff. (p.r.)
LA12 Percentage of employees receiving regular performance and career development reviews
not reported,
up to 100% – depending on field of activity or scope of duties

Compliance
EN28 Monetary value of all fines and total number of non-monetary sanctions for non-compliance with
environmental laws and regulations
none

Diversity and equal opportunity
LA13 Composition of governance bodies and breakdown of employees per category according to gender, age
group, minority group membership, and other indicators of diversity
32ff. (p.r.)
LA14 Ratio of basic salary of men to women by employee category
100%
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Labour/Management relations
LA4 Percentage of employees covered by collective bargaining agreements
100%
LA5 Minimum notice period(s) regarding operational changes, including whether it is specified in
collective agreements
between 2 and 52 weeks, depending on national regulations
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Performance indicators according to G3

Human rights
Management approach

17f., 65ff., 74ff.

Investment and procurement practices
HR1 Percentage and total number of significant investment agreements that include human rights clauses
or that have undergone human rights screening
not reported
HR2 Percentage of significant suppliers and contractors that have undergone screening on human rights
and actions taken
74ff.
HR3 Total hours of employee training on policies and procedures concerning aspects of human rights that
are relevant to operations, including the percentage of employees trained
none
Non-discrimination
HR4 Total number of incidents of discrimination and actions taken

n.s.

Freedom of association and collective bargaining
HR5 Operations identified in which the right to exercise freedom of association and collective bargaining
may be at significant risk, and actions taken to support these rights
74ff.
Child labour
HR6 Operations identified as having significant risk for incidents of child labour, and measures taken to
contribute to the elimination of child labour
43, 71ff., 90
Forced and compulsory labour
HR7 Operations identified as having significant risks for incidents of forced or compulsory labour, and
measures to contribute to the elimination of forced or compulsory labour
74ff. (p.r.)
Security practices
HR8 Percentage of security personnel trained in the organisation’s policies or procedures concerning aspects of human rights that are relevant to operations
n.r.
Indigenous rights
HR9 Total number of incidents of violations involving rights of indigenous people and actions taken

n.r.

Society
Management approach

17f., 36f., 85ff.

Community
SO1 Nature, scope and effectiveness of any programmes and practices that assess and manage the impacts
of operations on communities, including entering, operating and exiting
n.s.
Corruption
SO2 Percentage and total number of business units analysed for risks related to corruption
100%
SO3 Percentage of employees trained in the organisation’s anti-corruption policies and procedures
Management 100% and otherwise the relevant employees (p.r.)
SO4 Actions taken in response to incidents of corruption
32ff., 67f.
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Performance indicators according to G3

Public policy
SO5 Public policy positions and participation in public policy development and lobbying
none
SO6 Total value of financial and in-kind contributions to political parties, politicians and related institutions by country
none
Anti-competitive behaviour
SO7 Total number of legal actions for anti-competitive behaviour, anti-trust and monopoly practices and
their outcomes
none
Compliance
SO8 Monetary value of significant fines and total number of non-monetary sanctions for non-compliance
with laws and regulations
none

Product responsibility
Management approach

17f., 29, 53ff., 58f.

Overall
PR1 Life-cycle stages in which health and safety impacts of products and services are assessed for
improvement, and percentage of significant product and service categories subject to such
procedures
65, 114ff., 119ff., 122ff.
PR2 Total number of incidents of non-compliance with legislation and voluntary codes concerning health
and safety impacts of products and services during their life cycle, by type of outcomes
none
Product and service labelling
PR3 Type of product and service information required by procedures, and percentage of significant products
and services subject to such information requirements
directive on textile names 100%,
directive on the labelling of footwear 100%, CEE for toys and sunglasses 100%, various national legal
requirements and labelling obligations for leather goods 100%, Oeko-tex® certificate, Bio Cotton label
PR4 Total number of incidents of non-compliance with regulations and voluntary codes concerning product and service information and labelling, by type of outcome
none
PR5 Practices related to customer satisfaction, including results of surveys measuring customer
satisfaction
22f., 40 (p.r.)
Marketing communications
PR6 Programmes for adherence to laws, standards and voluntary codes related to marketing communications, including advertising, promotion, and sponsorship
29f., 99 (p.r.)
PR7 Total number of incidents of non-compliance with regulations and voluntary codes concerning marketing communications, including advertising, promotion and sponsorship by type of outcome
none
Customer privacy
PR8 Total number of substantiated complaints regarding breaches of customer privacy and losses of
customer data

none

Notes
Compliance
PR9 Monetary value of significant fines for non-compliance with laws and regulations concerning the
provision and use of products and services
none

p.r.
n.r.
n.s.

partly reported
not relevant
not specified
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Performance indicators according to G3

Human rights
Management approach

17f., 65ff., 74ff.

Investment and procurement practices
HR1 Percentage and total number of significant investment agreements that include human rights clauses
or that have undergone human rights screening
not reported
HR2 Percentage of significant suppliers and contractors that have undergone screening on human rights
and actions taken
74ff.
HR3 Total hours of employee training on policies and procedures concerning aspects of human rights that
are relevant to operations, including the percentage of employees trained
none
Non-discrimination
HR4 Total number of incidents of discrimination and actions taken

n.s.

Freedom of association and collective bargaining
HR5 Operations identified in which the right to exercise freedom of association and collective bargaining
may be at significant risk, and actions taken to support these rights
74ff.
Child labour
HR6 Operations identified as having significant risk for incidents of child labour, and measures taken to
contribute to the elimination of child labour
43, 71ff., 90
Forced and compulsory labour
HR7 Operations identified as having significant risks for incidents of forced or compulsory labour, and
measures to contribute to the elimination of forced or compulsory labour
74ff. (p.r.)
Security practices
HR8 Percentage of security personnel trained in the organisation’s policies or procedures concerning aspects of human rights that are relevant to operations
n.r.
Indigenous rights
HR9 Total number of incidents of violations involving rights of indigenous people and actions taken

n.r.

Society
Management approach

17f., 36f., 85ff.

Community
SO1 Nature, scope and effectiveness of any programmes and practices that assess and manage the impacts
of operations on communities, including entering, operating and exiting
n.s.
Corruption
SO2 Percentage and total number of business units analysed for risks related to corruption
100%
SO3 Percentage of employees trained in the organisation’s anti-corruption policies and procedures
Management 100% and otherwise the relevant employees (p.r.)
SO4 Actions taken in response to incidents of corruption
32ff., 67f.
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Performance indicators according to G3

Public policy
SO5 Public policy positions and participation in public policy development and lobbying
none
SO6 Total value of financial and in-kind contributions to political parties, politicians and related institutions by country
none
Anti-competitive behaviour
SO7 Total number of legal actions for anti-competitive behaviour, anti-trust and monopoly practices and
their outcomes
none
Compliance
SO8 Monetary value of significant fines and total number of non-monetary sanctions for non-compliance
with laws and regulations
none

Product responsibility
Management approach

17f., 29, 53ff., 58f.

Overall
PR1 Life-cycle stages in which health and safety impacts of products and services are assessed for
improvement, and percentage of significant product and service categories subject to such
procedures
65, 114ff., 119ff., 122ff.
PR2 Total number of incidents of non-compliance with legislation and voluntary codes concerning health
and safety impacts of products and services during their life cycle, by type of outcomes
none
Product and service labelling
PR3 Type of product and service information required by procedures, and percentage of significant products
and services subject to such information requirements
directive on textile names 100%,
directive on the labelling of footwear 100%, CEE for toys and sunglasses 100%, various national legal
requirements and labelling obligations for leather goods 100%, Oeko-tex® certificate, Bio Cotton label
PR4 Total number of incidents of non-compliance with regulations and voluntary codes concerning product and service information and labelling, by type of outcome
none
PR5 Practices related to customer satisfaction, including results of surveys measuring customer
satisfaction
22f., 40 (p.r.)
Marketing communications
PR6 Programmes for adherence to laws, standards and voluntary codes related to marketing communications, including advertising, promotion, and sponsorship
29f., 99 (p.r.)
PR7 Total number of incidents of non-compliance with regulations and voluntary codes concerning marketing communications, including advertising, promotion and sponsorship by type of outcome
none
Customer privacy
PR8 Total number of substantiated complaints regarding breaches of customer privacy and losses of
customer data

none

Notes
Compliance
PR9 Monetary value of significant fines for non-compliance with laws and regulations concerning the
provision and use of products and services
none

p.r.
n.r.
n.s.

partly reported
not relevant
not specified
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Abbreviations used in this report

Abbreviations used in this report
ACFTU
AFIRM

CADS
CHI
CICF
CISD
CITES
CMT
CR
DIN
DTB
ECMT
EEB
EEV
FSC
GDI
GfK
GIN
GPSD
GRI

RZ_6925_11_engl_Report2012_Kap6.indd 150

All-China Federation of Trade Unions
Apparel and Footwear International
Risk Substances List Management
Working Group
Cooperation for Avoiding Dangerous
Substances in Shoes
Child Helpline International
C&A Information and
Communication Forum
C&A Initiative for Social Development
Convention on International Trade
in Endangered Species
Cut, Make and Trim
Corporate Responsibility
Deutsches Institut für Normung
Dialog Textilbekleidung
European Crisis Management Team
European Executive Board
Enhanced Environmentally Friendly
Vehicle
Forest Stewardship Council
General Delivery Instructions
Gesellschaft für Konsumforschung
General Information Network
General Product Safety Directive
Global Reporting Initiative
EC Ecologic
EN Environmental
LA Labor
HR Human Resources
SO Social
PR Product

GSCP
IFRS

Global Social Compliance Programme
International Financial Reporting
Standards
ILO
International Labour Organization
ISO 14001 International Organization for
Standardization
KPI
Key Performance Indicator
NPO
Non-Profit Organisation
NGO
Non-Governmental Organisation
PEFC
Programme for the Endorsement
of Forest Certification Schemes
QAD
Quality Assurance Department
QCC
Quality Conformity Check
QUIS
Quality Interactive System
RAPEX
Rapid Exchange of InformationSystem
REACH Registration, Evaluation and
Authorisation of Chemicals
RFID
Radio Frequency Identification
RSL
Restricted Substances List
SAC
Sustainable Apparel Coalition
SAVIS
Suppliers Advice Via Internet System
SBD
Sustainable Business Department
SOCAM Service Organisation for Compliance
Audit Management
TÜV
Technischer Überwachungsverein
VPN
Virtual Private Network
WFN
Water Footprint Network
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School is a temple and
learning is the garden.
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Ilangovan, Tirupur, India
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Assessment of this report
The GRI Guidelines
The GRI Index
Performance indicators according to G3
Abbreviations used in this report
About this C&A report

This C&A report relates to our engagement in the
two trading years 03/2010 to 02/2011 and 03/2011 to
02/2012. Our aim in this report is to provide you with
detailed information about all areas of action that we
take in relation to sustainability, all along the supply
chain. For the sake of comparability, our reporting
is guided by the latest G3 Guidelines from the Global
Reporting Initiative (GRI). Restrictions to the scope or
boundaries of the report apply to certain areas of economic information. All disclosures relate to C&A Europe unless otherwise indicated. We also provide additional reporting on the supply chain, even though it
is beyond the bounds of our own corporate processes,
but is seen as a key part of our sphere of responsibility.
Further information about C&A and the company’s
commitment and involvement can be found on the
respective national websites.
Europe
Belgium
Germany
France
Italy
Luxembourg
Croatia
Netherlands
Austria
Poland
Portugal
Romania
Russia
Spain
Switzerland

www.c-and-a.com
www.c-en-a.be, www.c-et-a.be
www.cunda.de
www.c-et-a.fr
www.c-e-a.it
www.c-et-a.lu
www.c-i-a.hr
www.c-en-a.nl
www.cunda.at
www.c-and-a.pl
www.c-e-a.pt
www.c-and-a.com.ro
ru.c-and-a.com
www.c-y-a.es
www.c-e-a.ch, www.c-et-a.ch,
www.c-und-a.ch
Slovakia
sk.c-and-a.com
Slovenia
www.c-and-a.si
Czech Republic www.c-a-a.cz
Turkey
tr.c-and-a.com
Hungary
www.c-and-a.hu

You can download the C&A Report 2012 from
www.c-and-a.com in English, German, French,
Spanish or Dutch. The following related documents
are available to you there as well:
• C&A Report 2008
• C&A Report 2010
• Ethics in Business Dealings
• C&A Code of Conduct and comments
on the Code of Conduct
Further information about the work
carried out by SOCAM: www.socam.org
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Kreativitätsschule Düsseldorf e.V., Tisso School in
Tirupur, India, and the many children of C&A employees at the Head Offices in Brussels and Düsseldorf.
They have all given us tremendous support with the
creation of this C&A Report.
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If you have any questions or comments, please contact us
at one of the following addresses:
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klimaneutral gedruckt

C&A Europe Sustainable Business Department
Germany:
Wanheimer Straße 70 · 40468 Düsseldorf ·
Belgium :
Senneberg · Jean Monnetlaan · 1804 Vilvoorde
E-mail:
csr@c-and-a.com
Contact point for this report:
C&A Europe Corporate Social Affairs · Philip Chamberlain
Düsseldorf/Brussels, April 2012
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