Sustainable Lives
Sustainability is something we do together,
every day
C&A is a global retail fashion company that touches the lives of approximately 51,000
employees, over 1 million apparel workers, and more than 100 million store visitors each
year. What we do – and the way we do it – has a signiﬁcant impact on many diﬀerent
groups of people. We focus on strengthening communities, promoting positive actions,
and giving back.

We seek to empower our employees to be sustainability ambassadors in our oﬃces and
stores, enabling our customers to undertake more sustainable actions. Our focus on
Inspiring Women (our ﬂagship employee engagement campaign) recognised how women
are the driving force behind the apparel industry and our brand: 80% of our employees are
women, and approximately the same percentage is true of the workers in our supply chain
and the customers who shop with us. We remain deeply committed to empowering women
in our supply chain and among our customers.
In 2018, our successful Inspiring Women initiative made way for Inspiring World, a new
global campaign that encourages our employees to share their visions of a better world
and includes them in championing our 2020 sustainability goals. During the year, 65% of
all employees participated in the Inspiring World campaign, a testament to their
commitment to fashion with a positive impact.

Our ambition
Making sustainability the new normal
We want our customers to feel good about shopping at C&A, and our employees to feel
proud of our contribution to the community, society, and environment. Our goal is for C&A
to be recognised as the most sustainable retail fashion brand across our regions:
something we are proud to have achieved in Brazil for the third year in a row and in the
Netherlands for the fourth year in a row. We also achieved this recognition in Germany
during 2018.
Our goal is for C&A to be recognised as the most sustainable retail fashion brand in all our

regions. In 2018, we were once again recognised as the most sustainable retail fashion
brand in Brazil, the Netherlands, and Germany. The 2018 survey also showed that our use
of Bio Cotton and other natural and organic materials remains one of the key reasons C&A
is recognised as a sustainability leader in Europe.
Creating fashion with a positive impact doesn’t end with our employees and customers. It
extends into the communities where C&A colleagues, customers and garment workers live
too. We’ll foster more sustainable lives in these communities, through safe, fair, resilient,
and inspiring work environments where everyone feels connected and able to take action.
Enabling customers
Our customers shouldn't have to choose between looking good, feeling good, and doing
good. They deserve great fashion that's also good for the people who make their clothes,
and good for the environment. No decision or trade-oﬀ should be necessary, and there
should be no extra cost to the customer – or the people who make their clothes.
Engaging employees
C&A employees are not only key to the success of the business, but are also the way we
enable our customers to contribute to good causes and understand more about
sustainability. We want every employee to feel engaged and supported, take pride in their
work, believe in our company values, and be enthusiastic about engaging our customers.
In the future, we look forward to every employee being in a position to drive sustainability,
whether it’s through sourcing and buying, or connecting with customers in our stores.
Strengthening communities
Many of our operations take place in areas facing serious environmental and social
challenges. We aim to create strong, resilient communities where we live and source, to
support the many workers who create our products. To this end, we believe that
engagement with local organisations and communities is the most eﬀective way to create
positive and far-reaching change and giving back is one of the most valuable things we
can do.

Our 2020 goals for sustainable lives

Engage employees:
Continuously increase employee sustainability engagement scores by creating a culture of
sustainability among employees.
Establish and achieve key goals in our Women’s Empowerment Principles action plan.

Enable our customers to act more sustainably:
We will work to ensure C&A is recognised as the most sustainable retail fashion brand.

Our 2018 performance
Engaging customers in sustainable fashion
Throughout 2018, we leveraged #WearTheChange to communicate with — and engage —
our customers in the journey towards making sustainable fashion the new normal. In two
markets, Brazil and China, #WearTheChange has been localised and translated for use in
multi-faceted outreach campaigns in stores, online, and through creative consumer-facing
events, as well as internal communications to inspire further employee involvement and
make sure our employees have the information they need to be sustainability
ambassadors.

Engaging our employees on sustainability
During 2018, we evolved our successful three-year Inspiring Women campaign to the
Inspiring World campaign, which aligns even more closely with our 2020 sustainability
strategy of creating sustainable products, a sustainable supply, and sustainable lives. The
new campaign rolled out mid-2018 in partnership with C&A Foundation.
The ﬁrst year of Inspiring World engaged our employees in all four regions. More than
32,600 employees, representing 21 countries, participated, providing ideas about the
topics most important to them, such as peace, equality, and justice. They also selected 45
charities to share €1 million in donations from C&A Foundation, beneﬁtting more than
250,000 people.
In 2018, we again surveyed employees about what C&A is doing with respect to
sustainability and how employees can contribute. Results were positive, paving the way
towards fostering even more sustainability ambassadors among our global employees.

Advancing the Women’s Empowerment Principles
Since we announced that C&A had signed the United Nations Women’s Empowerment
Principles in 2018, C&A headquarters and our four regions have developed market-speciﬁc
roadmaps to drive progress implementing the principles according to a set of 12 questions
we developed for each principle.

Renewing our partnership with Save the Children through C&A Foundation

In 2018, we renewed our partnership with Save the Children for three more years and
another €10 million. We also worked closely with Save the Children and C&A Foundation to
learn from our previous experiences together and design the next phase of our
partnership to improve its eﬀectiveness and apply those lessons to strengthening how
C&A works with other NGOs in unique partnerships.

Employee Code of Ethics
Our Employee Code of Ethics serves as the standard that guides behaviour and establishes
what we expect at C&A. We continued to implement it globally during 2018 and 2019, with
the regions determining the most eﬀective way to implement and engage employees in
the Code. For instance, in late 2018, C&A Mexico provided employees with training to
refresh the information, and includes Code of Ethics training to all new employees during
their onboarding.
In Brazil, our employees get to know the Code of Ethics when they join the company
through our induction process for new employees. C&A Brazil also has an e-learning
programme about the Code of Ethics in our internal training platform Academia da Moda.
The course, which is being updated for 2019, will include mini-trainings focused on key
topics that represent greater risk, and will further reinforce C&A values to employees.
Also during 2018, C&A Brazil improved the structure of the Ethics and Conduct Committee
through the Ethics Management department, which was created in April of 2018 to guide
adherence to company values and principles, as well as manage the Fairness Channel and
respond to potential breaches of the Code. During the year, the Ethics Committee also
conducted 11 Webex training sessions with store employees on various Code of Ethics
topics, whilst a broader ethics campaign communicated with employees about the Code.
In Mexico, refresher training was provided on the Code of Ethics to current employees in
late 2018. In addition, all new employees receive training on the Code of Ethics as part of
their onboarding.
C&A China conducted e-learning on the Code of Ethics for new and existing employees. All
new employees completed the online training and test, as well as 98% of headquarters
oﬃce staﬀ and 100% of store employees.
Read more on our values and ethics
Read more about how we govern sustainability
Inspiring Women to Inspiring World
2017 was the third and ﬁnal year of our Inspiring Women campaign, which helped raise
funds for 70 organisations working to empower tens of thousands of women around the
world. Inspiring Women also achieved employee participation rates of up to 47%, well
above typical company engagement programmes. In 2018, the campaign evolved
to Inspiring World, which has a broader scope that more closely aligns with our
sustainability framework.
Carefully designed with the input of employees themselves, Inspiring World strives to help

C&A employees feel proud of our company, values, and eﬀorts to make the world a better
and more sustainable place. Over time, the impact of the Inspiring World campaign will be
twofold:
More engaged C&A employees who value sustainability
Fundraising for charities that work to create a lasting environmental impact, as well as
strengthened communities

During the year, 65% of all employees participated in the campaign, 18% more than had
participated in the 2017 campaign. Accordingly, donations to charities increased
signiﬁcantly, from €573,940 in 2017 to €1,001,150 in 2018.

Supporting families and communities
We renewed our previous three-year global humanitarian partnership with Save the
Children and C&A Foundation for another three years. In 2018 alone, with the support of
C&A Foundation and C&A, Save the Children was able to reach more than 8 million people,
of which around 4 million are children. Signiﬁcant yearly funding of €3.36 million from C&A
Foundation towards Save the Children for the next 3 years — from 2018 to 2020 — will
contribute to amplify the scope of the partnership.
In this next phase, the three organizations will deepen their commitment to Disaster Relief
and Recovery (DRR) and humanitarian response activities, of which Child Friendly Spaces
are a crucial element. These protected environments are set up in communities aﬀected
by disaster and crisis and give children the chance to play, make friends, learn, and
express themselves, helping them to heal from physical and mental suﬀering many have
experienced.
C&A is also involving employees and customers in supporting the partnership, adding
resources to further contribute to safety, justice, and comfort for children and families.
Between January 2018 and February 2019, C&A Europe and C&A Mexico raised a total of
€1,333,141 for Save the Children through cause-related marketing, emergency appeals,
and other initiatives.
Read more
Every sustainable lifestyle is diﬀerent
We are a global fashion retail company made up of four regions and encompassing many
diﬀerent cultures, people, and societies. We believe that deep engagement with local
issues is the most eﬀective way to normalise sustainable behaviours across our diﬀerent
regions. That means we guide the ‘why’ and ‘what’ through our 2020 global sustainability
framework, and allow the regions to deliver the ‘how’ in ways that make sense to them at
a local level.

Where next?
Building on the success of the 2018 Inspiring World launch, our ﬁve-year employee
engagement plan includes identifying additional sustainability ambassadors, oﬀering them
empowerment roles to help us build further momentum among all employees, creating
further opportunities for employee ownership of sustainability initiatives, and ultimately
enlisting their ideas for developing the next iteration of our sustainability engagement
strategy.

Engaging employees
Driving purpose through sustainability
We believe motivated and engaged employees are the key to C&A’s success. Our store
staﬀ are the ones who create special relationships with our customers. We need to
understand what makes employees feel valued and motivated, so that they can play their
part in creating great customer experiences and engaging them in the issues that move
them.
Many employees – especially those from younger generations – want to feel a sense of
purpose from their work. In addition, our 2018 consumer survey shows that globally,
‘treating employees well’ is a reputational strength for C&A and that our performance in
this area is perceived to be strong.In 2018, we continued focusing on employee
engagement as a key lever for sustainability at C&A and beyond.

Our 2018 actions

Continue to roll out C&A Employee Code of Ethics across our global retail markets.

Ask employees to rate C&A on our contribution on the community, society, and
environment via the employee engagement survey.
Engage employees worldwide through the Inspiring World campaign.

Our 2018 performance
Employee engagement remains high
Involving employees in sustainability takes many forms in our four regions, but generally
includes information, training, or direct engagement opportunities. The ﬁrst step, of
course, is listening to them.
In 2018, our employee engagement survey was extended to 1,079 employees in C&A
Mexico, our largest sample size to date in this region. Within C&A Mexico’s corporate
oﬃce, employee engagement remained high, and 90% of employees said they felt proud
of C&A’s contribution on the community, society and environment.
In Brazil, we conducted a full employee survey for our headquarters and distribution
centres, and a pulse survey for store employees during August and September 2018. A
total of 5,278 employees were invited to take part, and 5,042, or 96%, participated — an
extremely high response rate. Employees reported 90% favourability on the question
related to understanding how C&A’s sustainability practices and actions are related to our
employees’ work. In addition, employees reported 92% favourability on their pride in
C&A’s contribution to communities, society, and the environment.
In China, the 2018 employee engagement survey also included two questions on
sustainability, aligned with the questions asked in Brazil. 86% of employees strongly
agreed that they understood how sustainability practices are related to their job. More
than 93% felt proud of C&A’s contribution to communities, society, and the environment.
Inspiring ﬁrst-year outcomes for Inspiring World
In 2018, we launched our next campaign, Inspiring World, encouraging employees to
share their input and stories of a better world, and partnering with C&A Foundation to
donate over €1 million to charities chosen by employees. The objective of this campaign is
to build C&A employees’ capacity to support our 2020 sustainability goals by engaging
them over three years on campaigns aligned with Sustainable Lives, Sustainable Products,
and Sustainable Supply. During its ﬁrst year, the campaign involved:
65% of C&A global employees
21 countries and six sourcing hubs
Forty-ﬁve charities, which shared a collective €1 million in donations from C&A Foundation,
beneﬁtting more than 250,000 people
Although our successful, multi-year campaign Inspiring Women has evolved, we remain
committed to improving the situation of women worldwide: in our own company, in our
supply network, and in communities around the world. Women are the driving force
behind the apparel industry and our brand. Just as the majority of our customers and
employees are women, so are most of the people making our clothes. Yet around the
world, women have less access to education, earn less money and are more at risk of
violence. But it doesn’t have to be this way. When women are educated, healthy and
economically empowered, families, and communities can thrive. Through partnerships

with C&A Foundation and others, as well as diligent programmes to ensure safe and fair
workplaces throughout our supply chain, we are working to lift and empower women
throughout the apparel industry.
Who we’re working with

C&A Foundation
Engaging employees to make sustainability the norm
We want employees to be empowered and motivated to build sustainable practices into
their day-to-day roles. We believe in bringing out the best in us all, so that together we
can bring out the best in our customers, their families, and their local communities. By
engaging employees through our sustainability initiatives, giving back, and assisting in our
work on strengthening communities, we can make the most of these opportunities.
Contracts and terms of employment
At C&A, our all employees are provided a contract where the terms and conditions of
employment are clearly deﬁned. Each employee has the opportunity to review and
understand the implications of thier contracts prior to signing. Our contractual process
follows the local labour laws in the countries that we operate and contains important
information related to type of employement, working hours/rest breaks, eﬀective dates,
beneﬁts provided to the employee, termination conditions, disciplinary actions, notice
period, disciplinary actions and the dispute process. Learn more about C&A as an
employer here.

Brazil: Engaging employees in #WearTheChange
Making sure store employees are familiar with and excited about #WearTheChange
positions them to be sustainability ambassadors with our customers. In Brazil, a
multifaceted employee engagement campaign introduced employees to the platform and
kept momentum going throughout 2018. Activities included:
Launched #WearTheChange concurrent with a Cradle to Cradle CertiﬁedTM Products
collection.
Gave a #WearTheChange T-shirt to all employees — more than 15,000 T-shirts total —
encouraging them to post selﬁes and videos wearing the T-shirt on social media; almost
700 photos were provided, and the employees who received more likes in social media
channels won a kit that enables more sustainable habits.
Held Webex session trainings for employees, provided managers with scripts to use during
the daily employee meetings, included the campaign in the internal newsletter, and
provided additional email promotions.
Used in-store communications, including window displays, product racks, and

informational audio played in stores, known as ‘audiostore’.
In the Brazil headquarters employee cafeteria, played the video clip produced in
partnership with Brazilian singer Mahmundi, hosted karaoke where employees could sing
the song, and set up an Instagrammable space, where they could take photos for posting
online.
Invited employees to join our public C&A Fashion Futures events.
Read more about #WearTheChange

Inspiring World
2017 was the third and ﬁnal year of our Inspiring Women campaign, which helped raise
funds for 70 organisations working to empower tens of thousands of women around the
world. Inspiring Women also achieved employee participation rates of up to 47%, well
above typical company engagement programmes. In 2018, the campaign evolved
to Inspiring World, which has a broader scope that more closely aligns with our
sustainability framework.

Our 2018 performance
Our Inspiring World campaign, launched in 2018, is now the central tool for involving C&A
employees in sustainability, providing them with a diﬀerent type of employee
engagement. Inspiring World encourages employees to share their stories of a better
world and participate in contributions to charities that beneﬁt communities around the
globe. The overall objective is to build C&A employees’ capacity to support our 2020
sustainability goals by engaging them over three years on campaigns aligned with our
strategy: Sustainable Lives, Sustainable Products, and Sustainable Supply.
Carefully designed with the input of employees themselves, Inspiring World strives to help
C&A employees feel proud of our company, values, and eﬀorts to make the world a better
and more sustainable place. Over time, the impact of the Inspiring World campaign will be
twofold:
More engaged C&A employees who value sustainability
Fundraising for charities that work to create a lasting environmental impact, as well as
strengthened communities

During the year, 65% of all employees participated in the campaign, 18% more than had
participated in the 2017 campaign. Accordingly, donations to charities increased
signiﬁcantly, from €573,940 in 2017 to €1,001,150 in 2018.

Case study: Dreaming of a better world and
raising €1 million for charity
In 2018 — the campaign’s very ﬁrst year — we called on C&A employees to think of how
they can make fashion with a positive impact by answering the question: ‘What’s your
dream of a better world for everyone’? Representing 27 locations in 21 countries across all
four regions, more than 32,600 C&A employees dreamed together in answering the
question.
Employees replied by submitting photos, videos, or written answers, any of which allowed
them to vote for one global charity and two local charities to receive funding from C&A
Foundation. This enabled employees to contribute to localised action as well as a larger,
global purpose. All charities included in the poll have a positive environmental impact or
strengthen communities by improving the lives of people working in the local textile
industry.
First-year results were impressive:
32,615 people participated (65% of C&A employees), providing input about the topics
most important to them, such as peace, equality, and justice.
21 countries and six sourcing hubs participated.
Globally, 18 C&A markets achieved over 80% employee participation.
Forty-ﬁve charities — all selected by employees — shared a collective €1 million in
donations from C&A Foundation, beneﬁtting more than 250,000 people — all selected by
employees

As part of the initial campaign, C&A employees shared their dreams of….

A world where everyone respects diversity and gender. - Brazil
Warmer families, better society, better world. – China
Sustainable and green fashion. – Mexico
Tolerance towards religion and culture. – Germany
A poverty-free world, where everyone will be treated equally. - Sourcing representative,
Bangladesh

Europe

In Europe, many countries saw 100% employee participation, including Croatia, Hungary,
Italy, Poland, Romania, Serbia, and Slovenia, as well as in our sourcing hubs in Turkey,
Bangladesh, Pakistan, and India. Overall, C&A Europe supported 39 charities with
donations totalling €760,000.
Employees also donated their time to volunteer as part of the campaign. For example, at
two store locations in the Czech Republic, employees supported the Environmental
Partnership Foundation, which planted 1918 trees for the 100th anniversary of Czech
statehood, by planting their own C&A trees in the shopping centre. In another Czech city,
store employees volunteered their time to clean up an illegal dump.
China
In China, 97% of C&A employees from retail stores and the head oﬃce participated.
Together, they generated €41,160 in donations for the China Women’s Development
Foundation, which provides women from rural communities with embroidery, tie-dying,
and business training to earn a steady income, and the Shanghai United Foundation, which
helps rural mothers rise from poverty by training them in the breeding of black pigs.

Brazil
In Brazil, more than 10,000C&A employees participated and two Brazilian NGOs beneﬁted:
Aliança Empreendedora, which supports low-income entrepreneurs, and Instituto Ecotece,
a sustainable fashion organisation. C&A Brazil leaders and campaign ambassadors, who
were also Instituto C&A volunteers, played a key role in the results. Manager Juliana
Cristina Pedroso de Oliveira, who is a member of Instituto C&A’s Volunteer Programme,
celebrated the 94% engagement of her regional team in the campaign.
‘I had the support of a senior manager and all regional managers — all connected with the
cause’, explained Juliana. ‘We tracked the status of each store daily in the WhatsApp
group with leaders, managers, and supervisors’, she added.
Ana Flávia da Cruz Melo, store leader and volunteer, explained, ‘This is what Inspiring
World means for me: to see people helping each other with love, respect, and eyes on the
horizon, always wanting to go further. We are a team and I knew that the more posts we
did, the more we would be contributing to a larger cause’.
View our Inspiring World videos

Where next?
Further activation of Inspiring World
Going forward, we will continue to increase employees’ awareness of C&A’s commitment
to sustainable fashion, encourage them to become sustainability ambassadors, and help
them feel proud to work for the company.

Listening to our employees
Open, honest feedback about how we’re
doing
Regional employee engagement surveys are an opportunity for our colleagues to tell us
how they are feeling and share their thoughts on C&A's values, our strategy, our approach
to sustainability, and how we’re doing as an employer. In 2018, we surveyed employees in
Brazil, China, and Mexico. Employees at our headquarters, distribution centres, and stores
in Brazil reported a high degree of understanding how employees aﬀect our sustainability
practices and a large majority, 90%, indicated they are proud of C&A’s contributions to
communities, society, and the environment.

Number of employees working at C&A

Our 2018 performance
Employees are proud of our sustainability work
During the 2018 employee surveys, a high proportion of employees agreed with the
statement, ‘I feel proud of C&A’s contribution on the community, society, and
environment’: 92% in Brazil, 93% in China, and 90% in Mexico.
Regional highlights
In Brazil, our survey partner Korn Ferry placed C&A in their P90 group of companies
following our high employee engagement scores on sustainability – meaning that we are
ranked in the top 10% of companies in Brazil on this issue.
Our engagement survey in China focused on employee pride in C&A’s contribution and on
employees being able to relate sustainability practices to their job. 86% of survey
respondents strongly agreed with the statement ‘I understand how sustainability practices
are related to my job’.
Also in China, 77 employees completed online and in-person sustainability training
sessions in 2018.
In Mexico, employees receive regular updates on C&A’s role in sustainability and how they
can play their part in realising our vision. Recent training has focused on Better Cotton,
and future training will cover other aspects of more sustainable products.
In Europe, our Sustainable Supply Chain (SSC) team trains product teams on our SSC
approach and their responsibility.

Where next?
Moving from pride to action
We’re pleased with our employee engagement scores on sustainability, which show we are
connecting with our colleagues on this topic. But from 2018 onwards we have begun
building on the strong employee pride in our commitments, training our colleagues to act
as ambassadors for sustainability, and delivering on our 2020 goals. Our new Inspiring
World campaign forms a core part of this new approach, as do our internal
communications and training around #WearTheChange, Cradle to Cradle CertiﬁedTM
products, and in-store take-back programmes.
Other 2019 actions will include:
Continued engagement with employees on #WearTheChange, such as in Mexico, which is
developing an internal communications roadmap for its 2019 launch of Cradle to
CradleTM Certiﬁed clothing.
Encouraging employees to be part of the #WearTheChange movement and raise
awareness about sustainability issues in Brazil.

Equality and diversity

Supporting our greatest asset
We’re committed to making sure our workplaces and policies allow our employees to
contribute their very best, fulﬁlling their potential and addressing customer needs. Each of
our regions has the ﬂexibility to address diversity as is locally relevant. For instance, C&A
Brazil maintains a Diversity Committee, which has been working on diversity across ethnic
origin, gender, and LGBTQ+. In 2018, C&A Brazil continued raising awareness through
actions such as Diversity Week; a Pride Collection; lectures and actions for International
Women’s Day; and a variety of recruiting fairs dedicated to minorities, transgender
people, and immigrants. In recognition of our diversity work, the CEO of C&A Brazil was
also invited to share our practices at the Plataforma Liderança Sustentável, a prestigious
sustainability event. As we look to the future, we will continue to ﬁnd ways to support our
employees in a diverse and inclusive workplace, and engage them as ambassadors of the
C&A brand.

Committing to the Women’s Empowerment Principles
On International Women’s Day in March 2018, we announced that C&A had signed the
United Nations Women’s Empowerment Principles, committing the company to gender
parity and the empowerment of women. Women are the driving force behind the apparel
industry and our brand, and gender equity is an important principle of C&A’s culture.
We communicated our commitment to the Women’s Empowerment Principles internally
through a variety of media, including letters, video, and live in-store events. Our regions
have since developed roadmaps for implementing the principles
Since the announcement, C&A headquarters and our four regions have developed marketspeciﬁc roadmaps to drive progress implementing the principles. This work draws from the
principles gap analysis tool developed by the United Nations and BSR, and aims to address
a set of 12 questions developed for each principle by C&A.
C&A employees by gender and contract type

C&A employees by contract type and location
Contract type

Our commitment to the Women’s Empowerment Principles is in line with our activity in
partnership with C&A Foundation, which is working to achieve gender equity in the apparel
industry. Both C&A and C&A Foundation strongly believe that to fundamentally transform
fashion into a force for good, gender inequality and violence against women must be
addressed. In each of its philanthropic programmes, C&A Foundation works with partners
to promote women's voices, leadership skills, and capacity to exercise their rights. In
October 2018, the foundation also released a statement of its ambition to incorporate
equity, inclusion and diversity both in its partnerships and in its own operating model.

Supporting fairness and transparency
C&A is committed to equal opportunities for all employees, regardless of age, gender,
ethnic origin, religion, ideology, sexual orientation, or disability. We support fairness and
transparency in our way of working, with our employees and suppliers, and through
our Fairness Channels – the tools we use to identify and address any issues that arise
internally or with suppliers. In 2018, the C&A Fairness Channels investigated four cases in
total, and investigated and resolved each case. C&A Mexico also expanded the Fairness
Channels to suppliers, providing them with a channel to share input about C&A employees.
In 2018, the C&A Fairness Channels investigated 83 cases. We are continually improving
our training, education, and approach to the Fairness Channels, which resulted in greater
awareness of the Fairness Channels and an increased number of reports during the 2018
commercial year. Also during the year, C&A Mexico expanded the Fairness Channels to its
suppliers, providing them with a channel to share input.
Our stores clearly display the names of C&A contacts for concerns or questions. We deal
with any concerns rapidly, working to ﬁnd the best solutions for all parties. Of course, we
also comply fully with anti-discrimination laws in the countries where we operate, and
encourage diversity across all our departments. All job roles, promotions, and rewards are
awarded purely on the basis of merit. Should any issue of potential discrimination be
reported, the executive board takes appropriate measures to investigate and resolve it.
Our transparency commitment and practices were reviewed and rated number 4 in the
2019 Fashion Revolution’s Fashion Transparency Index. This review of 200 global fashion
brands and retailers ranks companies according to their level of disclosure about their
social and environmental policies, practices, and impact. Notably, we also ranked number
1 in the 2018 Fashion Transparency Index Brazil, which analysed 20 brands.

Respecting others
Doing business ethically has been central to our company since it was established 178
years ago. In line with our values, we have a deeply rooted respect for others, a passion
for serving our customers, and a keen appreciation for trust and responsibility. Today,
maintaining our high ethical standards is an important way of meeting our customers’
expectations – and our own. Our global Employee Code of Ethics outlines how employees
should behave, what a good working environment should be, and what good leadership
looks like.
Respecting human rights
C&A respects the human rights of everyone we work with. Our Supplier Code of Conduct
and Employee Code of Ethics are guided by the latest best practice on human rights,
including the UN Guiding Principles on Business and Human Rights. Additionally, we
conducted a human rights gap assessment and are determining how our buying practices
could aﬀect human rights issues in our supply chain, and if needed, how to address any
issues.
From this foundational work, we are now conducting human rights due diligence of our
supply chain, including our sourcing and buying practices. We have a rigorous auditing

process and maintain a zero-tolerance approach to serious issues at our suppliers’
production units.
We are engaged in a pilot project to understand the steps needed to develop a sustainable
and scalable approach to reducing excessive working hours, while maintaining decent
salaries for workers. Suppliers have been asked to analyse the practices within their
factories that could lead to excessive working hours, and C&A used the Action,
Collaboration, Transformation (ACT) purchasing practices questionnaire to understand how
our purchasing could exacerbate or improve the issue. To date, all but one of the pilot
factories in Bangladesh saw a signiﬁcant reduction in working hours, and have maintained
this achievement. In China, the pilot factory took longer to reduce excessive working
hours, but has achieved this gradually and maintained the decrease over time.
We also have continued our work on purchasing practices. In 2018, we adopted the ACT
Global Purchasing Practices commitment and are working on a time-bound
implementation plan that includes a monitoring and accountability mechanism.
We also conducted additional due diligence visits to RDS-certiﬁed supply chains to ﬁnd out
where improvements could be made.
Read more about our eﬀorts to reduce excessive working hours
Going beyond responsible marketing
C&A communicates with many diﬀerent people around the world. We want to create
products everyone can enjoy, regardless of age or size, and recognise the need to reﬂect
this in our advertising campaigns and choice of models. Through our advertising, we aim
to share our values and positive attitude to life. So, when we’re developing new
advertising campaigns, we will continue to avoid content that could be seen as
discriminatory, defamatory, or hurtful. We apply the same rigour to complying with the
laws and guidelines of national advertisers’ associations.
Beyond our duty to advertise responsibly, we are communicating actively to customers on
sustainability, with the launch of our global #WearTheChange platform in 2018, which
covers all of our customer-facing sustainability activities.
Read more about #WearTheChange

Learning and development
Engaging and empowering our employees
Learning and development is an essential part of engaging and empowering our
employees if sustainability is to be something we do together, every day. We take a
localised approach to our employee engagement on sustainability, which means we can
focus on the issues that really matter in each region.

Our 2018 performance
Our in-store colleagues are the ambassadors of our sustainability approach to our
customers, making them a particularly important audience for training and engagement
on this topic. Every customer-facing campaign we run at C&A is supported by internal
communications and engagement, allowing in-store colleagues to bring our messages to
life for customers.
Supporting employees’ development
We aim to support our employees’ personal and career development while they are with
C&A. Across our markets, we make e-learning available to our employees on core topics,
and run management development programmes that deliver additional training to
managers with outstanding performance and potential.
In 2018, speciﬁc employee training programmes included:
New hire orientation:
C&A Europe delivers a monthly orientation programme for new hires that familiarises new
employees with the business and includes an introduction to our sustainability
commitments and actions. In 2018, C&A Europe welcomed almost 200 new hires through
this programme.
C&A China provided training to 100% of new employees on our Code of Ethics in 2018.
Function-speciﬁc sustainability training:
Our Sustainable Supply Chain (SSC) team in Europe continuously trains product teams on
our SSC approach and their responsibility.
Europe provided a series of workshops for C&A Marketing staﬀ to raise awareness about
sustainability messaging to ensure accuracy and consistency in our external
communications. This included awareness raising on greenwashing, the correct use of
third-party logos and claims, as well as the appropriate use of #WearTheChange.
C&A Brazil held a training webinar on our gold level Cradle to Cradle CertiﬁedTM T-shirts
and Jeans for employees at the 44 stores that received the products, and for customer
service employees. We also held a training webinar on ‘we take it back’, our in-store takeback, now oﬀered in 80 stores, to make sure employees were familiar with the take-back
procedures.
C&A Brazil also hosted a day for trainees dedicated to rethinking product life cycle and

sustainability, facilitated by the Re-Roupa movement, which has an approach to creating
‘upcycled’ clothes using small pieces of discarded fabric, or clothes with defects.
Also in Brazil, we promote a learning journey programme that invites employees from the
head oﬃce to join SSC auditors to visit and verify production units where our items are
manufactured. In 2018, 45 employees took part in seven learning journeys.
C&A China delivered both online and oﬄine sustainability training sessions to 77
employees.
Leadership and talent development:
1. At C&A Brazil, several programmes are dedicated to people development, such as:
Trainee Programme: designed to develop young talent to become Products or Store
Managers. The 1.5-year programme exposes participants to several diﬀerent development
opportunities, including on-the-job training, classes, and participation in strategic projects.
In 2018, 10 people joined the programme. Since 2012, 31 trainees have become Store
Managers and 28 have become Product Managers.
Future Leaders Program: designed to prepare internal talent for a leadership position.
During the 1.5-year programme, participants are exposed to several development
opportunities, including classes, leading a strategic project, and others. In 2018, 29
employees participated from various departments, including Commercial, Operations,
Legal, IT, Financial, Supply Chain, and HR.
Leadership Development Program: This two-day workshop is designed to develop C&A
leadership (managers and above) by focusing on topics such as diversity, empathy,
communication, trust, collaboration, conﬂict management and others. Approximately 600
people have completed the training to date.
Store Supervisor Development Program: designed to develop supervisors to become store
managers. During the 1-year programme, participants are exposed to online initiatives
such as Store Management, Planning, Results Governance, People Management, and a
ﬁnal project focused on process improvement. In the most recent group, 39 people
participated.
Other initiatives:
Europe provided training for ‘we take it back’, reaching all employees in the 460 stores
running the programme as well as logistics staﬀ and many other functions. Additional
training for all C&A Germany employees introduced them to the online take-back
programme.
Training for ‘we take it back’: In 2018, when C&A Brazil expanded the programme to 80
stores, all participating stores were invited to participate and reminded of the procedures
involved.
Cradle to Cradle training: In 2018, with the release of our gold level Cradle to Cradle
CertiﬁedTM T-shirts and jeans C&A Brazil held a training webinar for store employees from
participating stores to explain the initiative and encourage them to promote these
products.
C&A China used WeChat, a popular instant messaging app, to raise awareness and
understanding of organic cotton and C&A China’s Sustainability Commitment among its
employees.

C&A Mexico delivered training to all commercial department employees on Better Cotton
and the role of employees in increasing its adoption. Future training will focus on diﬀerent
aspects of sustainable materials.
At the launch of #WearTheChange in Brazil, employees were given T-shirts that helped
them to understand the programme’s key messages and attended a Webex training to
learn more about it.
During the launch of #WearTheChange in Mexico, all employees were given organic cotton
T-shirts made to foster additional pride #WearTheChange. Sustainability was also a main
topic during the end-of-year employee meeting.

Where next?
Aligning sustainability with learning and performance management
For sustainability to truly become something we do every day, it needs to be embedded
within training and objectives for those employees we trust with the delivery of our goals,
such as our Sustainable Supply Chain (SSC) team and the Fabric team that works with
organic and Better Cotton. In Brazil, for instance, we provide annual training to the SSC
team on audit protocol, document review, and checklist use.

Delivering on employee engagement plans
In 2018, we continued developing a global employee engagement approach for
sustainability in alignment with the regions’ sustainability engagement plans. These plans
leverage our Inspiring World initiative to:
Increase employee engagement in sustainability and pride in C&A for our actions in this
area.
Develop employees as sustainability ambassadors who can drive further engagement and
momentum among colleagues.
Foster a culture in which everyone contributes to our sustainability goals.
In the longer term, allow every employee to develop his/her own sustainability plan in
order to contribute actively to our vision.
Execution of these plans began with the launch of our global #WearTheChange platform in
early 2018, and continued throughout the year to include our evolution from Inspiring
Women to the new, multifaceted Inspiring World campaign.

Enabling customers
Looking good, feeling good, doing good
Over 3.5 million consumers visit our stores each day. They trust us to live by our values.
We believe they shouldn't have to choose between looking good, feeling good, and doing
good. They deserve great clothes that have been sourced and made in a way that respects
people, the environment and animals, and at no extra cost. No decision or trade-oﬀ should

be necessary.

As issues such as climate change and worker safety become more tangible, they have
become more important to our customers. For many years, we have acted on their behalf
to make our clothes responsibly and source our materials sustainably. 71% of the cotton
we use is organic cotton or sourced as Better Cotton, and we oﬀer groundbreaking
products such as our Gold level Cradle to Cradle CertiﬁedTM T-shirts and jeans.
In 2018, we reached a key milestone in our sustainability journey with the launch of
#WearTheChange, our ﬁrst global, multi-channel sustainability communications platform,
in Europe, Brazil, and China. #WearTheChange was launched in Mexico later, bringing
sustainability to life for many more of our customers around the world.
Read more about our sustainable products

Our 2018 performance
Customer survey
In 2018, we surveyed over 6,000 customers in partnership with GlobeScan, for the fourth
year running. In unprompted responses, C&A was recognised as the most sustainable
retail fashion brand for the fourth year in a row in Brazil and the Netherlands. We were
also recognised as the most sustainable retail fashion brand in Germany for the ﬁrst time.
In addition, trust in C&A remained strong and stable, with C&A rated top among apparel
retailers trusted to act in a socially and environmentally responsible way in the same three

countries.
Also during 2018 we conducted an additional survey of six other European markets —
Austria, Belgium, Czech Republic, Poland, Spain, and Switzerland — to better understand
customer perceptions of our sustainability performance and which issues are most
important to our customers in those markets.
Read more about our customer survey
Organic, quality materials
Our 2018 customer survey showed that in a number of markets, ‘bio’, or organic materials,
are a key tangible driver for C&A’s perception as a sustainability leader – especially in the
Netherlands. The durability and quality of our products also continued to be cited as
positive drivers of our sustainability reputation.
Read more about our commitment to organic cotton
#WearTheChange
In 2018, we launched #WearTheChange, our ﬁrst global, multi-channel sustainability
communications campaign. It was launched in Europe in February 2018, across in-store,
online, and print touchpoints, and rolled out to Brazil and China in April, with customised
adaptations for each market. #WearTheChange was introduced in Mexico later in 2018,
with the full launch around Earth Day 2019. All products promoted under
#WearTheChange are produced and sourced in a way that is more sustainable than
conventional methods: for example, made of organic cotton or Cradle to Cradle CertiﬁedTM.
The platform also extends beyond products to raise awareness among customers of our
other sustainability initiatives.

Who we’re working with

GlobeScan, Cradle to Cradle Products Innovation Institute , Responsible Down
Standard, Textile Exchange, Global Organic Textile Standard

Enabling our customers to make sustainability the norm
Our passion for our customers underpins all that we do, and we care deeply about what is
important to them. We work hard on their behalf to create clothing that respects people,
the environment, and animal welfare, and we actively listen to our customers to
understand their concerns and address their priorities.
We ask ourselves these important questions every day:

Have we done everything to create and produce our product in the most sustainable way
and ensure durable quality?
Are we doing all we can to be open and honest about our business practices?
Are we building a responsible and transparent supply chain and leaving a positive impact?
Are we creating more sustainable lives for our customers, our employees and our partners
all over the world?
Are we challenging ourselves to ﬁnd better, more sustainable solutions?
With initiatives such as the rollout of our gold level Cradle to Cradle CertiﬁedTM T-shirts
globally, rollout of gold level Cradle to Cradle CertiﬁedTM jeans in some markets, and the
launch of our #WearTheChange platform, we are working to address our customers’
concerns for the future. By oﬀering more sustainable products to our customers, and
showing what’s possible through innovative aﬀordable everyday fashion, we’re helping
make sustainable fashion the new normal.

Listening to our customers
Understanding our customers better
Our annual sustainability customer insights survey, in partnership with GlobeScan, helps
us listen to and act on the issues that matter most to our customers. The insights we gain
from the survey guide how we speak to our customers about sustainability in our products
and campaigns – ultimately leading to a better sustainability strategy that not only
reduces impact and risk, but is also tailored to their concerns.
2018 was the fourth year we ran the survey, asking over 6,000 customers in six C&A
markets – France, Germany, Netherlands, Brazil, China, and Mexico – about their priorities
and expectations for sustainability. Here are selected insights from the 2018 results.

Our sustainability leadership
Our goal is for C&A to be recognised as the most sustainable retail fashion brand in all our
regions. In 2018, we were once again recognised as the most sustainable retail fashion
brand in Brazil and the Netherlands. We were recognised as the most sustainable retail
fashion brand in Germany for the ﬁrst time. The 2018 survey also showed that our use of

Bio Cotton and other natural and organic materials remains one of the key reasons C&A is
recognised as a sustainability leader in Europe.
In China, customers reported stable levels of trust in C&A, but did not view us as a
sustainability leader.2018 C&A China campaigns such as the two #WearTheChange
engagements rolled out to consumers during April and August might help to shift these
perceptions in the future. The 2018 survey also showed that our momentum in Germany,
the Netherlands, and Mexico seems to be slowing a bit and returning to our 2016
perceived performance levels. To address this, we plan to try new approaches to engaging
customers through #WearTheChange and other communications outreach, as we have
done in Brazil. In that retail market, where C&A is recognised among customers as the
number 1 sustainable fashion brand, #WearTheChange is known as #VistaAMudança and
is accompanied by specialised engagement events.
When survey respondents were prompted to consider C&A’s performance in detail, they
scored us favourably across a range of sustainability issues.

The world's largest user of organic cotton, which saves a considerable amount of water.
(C&A customer, Mexico)
C&A publishes an annual sustainability report. It has a used clothing collection
programme. It has an electronic trash programme and several other programs and
initiatives that generate sustainability in partnership with several countries and programs.
(C&A customer, Brazil)
They sell organic clothes (jeans among others). (C&A customer, France)
If you hand in your old clothes, you can discount your new clothes. (C&A customer,
Netherlands)
They have made serious eﬀorts to signiﬁcantly improve the working and living conditions
… in the low-wage countries. (C&A customer, Netherlands)
C&A strives to reduce wastewater discharge during the garment manufacturing process.
(C&A customer, China)
Energy saving, environmental protection, materials are recyclable. (C&A customer, China)

Their positive responses when prompted show that we have a signiﬁcant opportunity to
improve the spontaneous recognition of our work. The 2018 survey also demonstrated
that conveying openness and honesty is key to amplifying the reputational impact of our
sustainability initiatives. Being seen as open and honest includes how we communicate
our environmental commitments with transparency and humility. Strengthening our
perception as an open and honest company means we need to continue building on our
2017 and 2018 campaigns to better integrate sustainability into our overall brand
communications.

What customers care about
While the issues driving C&A’s sustainability reputation varied across regions, some core
priorities were common to customers across the world. Globally, the top ﬁve issues
remained relatively similar from 2017 to 2018. Notably, minimising climate change has
climbed two years in a row, now ranking as the sixth most important issue, and minimising
pollution has become one of the most important issues for C&A to address. The top ﬁve
issues driving C&A’s sustainability reputation are:
Sourcing materials responsibly
Treating workers fairly
Openness and honesty
Fair trade
Minimising pollution
The issues that drive C&A’s sustainability reputation

Our 2018 performance
A core part of our sustainability commitment is to help our customers look good, feel good,
and do good. The survey gives us strong insights into how we can bring our customers
along with us on our sustainability journey. In 2018, our customers told us what we have
been doing right, and what we need to focus on in the future.
Increasing our sustainability communications to customers
In 2016, we found that while C&A was not named as the leader in sustainable fashion
retail in all regions, many more customers believed that our performance is good when
questioned more closely. Based on this insight, one of our priorities for 2017 was to align
our sustainability communications with brand communications.
In line with this priority, we developed #WearTheChange, our ﬁrst global, multi-channel

sustainability communications platform, during 2017. The aim of this ongoing platform is
to align our sustainability communications with our brand communications, and speak with
a single voice to customers in all regions. Throughout 2018, we have leveraged
#WearTheChange to communicate with — and engage — our customers in the journey
towards making sustainable fashion the new normal. The 2018 survey revealed that our
messages are getting through to consumers in Brazil and China, but less so in Europe and
Mexico. Perhaps not coincidentally, #WearTheChange has been localised and translated in
Brazil and China, but is expressed in English in our other markets, a factor we will look into
going forward.
Read more about #WearTheChange
Strengthening our reputation for openness and honesty
Since 2015, customers’ perception of C&A as open and honest has been a core driver of
our reputation on sustainability. Our 2018 customer survey showed that our perception as
open and honest has declined somewhat in Germany and the Netherlands, as well as in
China. In 2019, we will work to improve our perception of openness and honesty amongst
customers by communicating more on sustainability and our supply chain.
According to GlobeScan, our survey partner, being seen as open and honest is more often
a challenge for companies than a strength. During 2018, we built on our positive
reputation for openness and honesty to help our customers engage with our sustainability
eﬀorts more widely, through a variety of in-store communications campaigns as well as
broader outreach to the public, such as the new Fashion Futures events held in Brazil
during 2018 and the creative #WearTheChange activations in China during 2018. The
China initiatives also leveraged social media, cited in the 2018 consumer survey as a key
communications channel for us in Brazil, China, and Mexico. As a family company that has
been trusted by generations of customers for 178 years, we are determined to create a
deeper and more direct connection with customers on our sustainability eﬀorts.
Sourcing materials sustainably and responsibly
Our 2018 survey showed that, once again, customers continue to appreciate the
importance of sourcing materials responsibly — rating it as the most important reputation
driver four years in a row. We continue responding to this expectation by communicating
our eﬀorts in this area through the #WearTheChange platform in stores, online, and in
social media, and by publishing our updated and complete list of suppliers.

Where next?
We will continue communicating on the sustainability topics that are relevant for our
customers and take our product storytelling to the next level through #WearTheChange.
In order to truly break through and engage our customers, we are activating
#WearTheChange across multiple channels.
We also recognise that connecting with consumers involves cutting through the barrage of
other information they receive every day. Our 2018 consumer survey results point to a
need for multiple communication channels at the same time — including but also beyond

what we are doing now in stores, online, and through social media. This means we will
continue leveraging our sustainable products as one way to help customers view us as
leaders in environmental, supply chain, and community eﬀorts, but will also need to
demonstrate our sustainability leadership beyond our products as well. As a 178-year-old,
family-owned company with strong values, we will need to emphasise our longstanding
beliefs and values in our customer communications at the brand level.

Communicating with customers
Clothing that looks good – and does good too
Helping our customers feel good about buying and wearing our products is critical: they
support our work to create positive change in the apparel industry with their purchasing
decisions. We strive to make products with respect for people, the environment and
animals. We want our customers to feel proud of the products they buy from us, and to
help them make purchasing decisions that drive change.

Our 2018 performance
Inviting customers to join our sustainability journey
At C&A, we have long believed that everyone should be able to look good, feel good, and
do good, every day. Our customers deserve great quality, stylish clothes that have been
sourced and made in a way that respects people, the environment, and animals – without
compromise, and at no extra cost.
Since we began our annual insights survey, our customers have been telling us that they
want to know more about the sustainability of the clothes they buy. In response to this
demand, we set out to create a customer-facing message that could bring sustainability to
life in an uncomplicated and easily accessible way, helping customers ﬁnd the products
they want and be reassured that they have been produced and sourced sustainably.
In particular, we wanted to align our sustainability communications with C&A brand
communications to emphasise that sustainability is the new normal.
In 2018, we reached a key milestone in our sustainability journey with the launch of
#WearTheChange, our ﬁrst global, multi-channel sustainability communications

platform. It was launched in Europe in February 2018, across in-store, online, and print
touchpoints. All products advertised under #WearTheChange are produced and sourced in
a way that is more sustainable than conventional methods. Each is backed by a veriﬁable
sustainability claim: for example, certiﬁed organic cotton or Cradle to Cradle CertiﬁedTM.
The #WearTheChange message is clear: every little step counts. We are inviting
customers to join our sustainability journey with an inspiring and optimistic message that
it’s possible to look good and feel good, with no compromises.
The platform was rolled out to Brazil and China in April 2018, with customised adaptations
for each market. Brazil and China have since launched a series of communications to raise
awareness among customers — and the general public — about the beneﬁts of more
sustainable fashion and how customers can become even more involved. We launched
#WearTheChange in Mexico in April of 2019.
#WearTheChange product claims
#WearTheChange is not a certiﬁcation or claim – it is a wide-reaching communications
platform to help customers identify and understand the more sustainable products we
oﬀer, and learn more about our sustainability eﬀorts. But every product featured in the
campaign must be backed by a veriﬁable sustainability claim.
Bringing sustainability to life
As part of our mission to bring sustainable products into the mainstream, the
#WearTheChange platform focuses on the needs of C&A customers. That means helping
them ﬁnd the products they want in a range of styles and colours to suit them, and
communicating their sustainability credentials in a way that is clear, simple, and easily
accessible for everyone.
For more about #WearTheChange, view this video
#WearTheChange: Connecting with customers
Since #WearTheChange was launched in early 2018, we have reached millions of people
with our messages of more sustainable fashion.
In Europe, we nearly doubled the overall reaction rate compared to our average.
In Brazil, we achieved nearly 118 million impacts, more than 12 million engagements, and
numerous articles and posts in the media.
In China, we recorded numerous views of WeChat articles featuring #WearTheChange,
more than twice the average for C&A articles, including 515,000 views by key opinion
leaders.
Engaging customers in Brazil
In Brazil, C&A employees were given a #WearTheChange T-shirt and encouraged to post
selﬁes on social media to help increase awareness and engagement, both among
employees and with customers. Extensive in-store window displays, rack displays, hang
tags, posters, and other communications explained the elements of more sustainable
fashion and how C&A is supporting the process. These communications, along with a
dedicated sustainability website, press releases, numerous social media posts, two

documentaries and a special video clip featuring Brazilian singer Mahmundi — who wrote a
song about #WearTheChange and our journey in sustainability — all built excitement for
the campaign. The video earned more than 11 million views online. Later in 2018, two C&A
Fashion Futures events attended by hundreds of members of the public further boosted
consumer awareness and involvement in the journey towards more sustainable fashion.
To further connect with youth, C&A invited a Brazilian young poet (@akapoeta) to write a
manifesto using some of the words on the Cradle to Cradle Certiﬁed™ T-shirts. We then
invited three inﬂuencers to read the poet’s words and share them on social media. At the
same time, we sent a press kit with a Cradle to Cradle CertiﬁedTM T-shirt, a glass straw, a
One Less Trash cup (Menos 1 Lixo), and a printed version of the manifesto, to a small
group of fashion-sustainability inﬂuencers. This generated an additional 24 posts on social
media, with more than 275,000 potential impacts.
Read more about #WearTheChange in Brazil
China: Engaging customers and the public in #WearTheChange
In China, the launch of #WearTheChange took on a decidedly local feel, with each element
carefully developed to connect with local customers, especially younger generations. Two
campaigns, one in April and a second in August, raised awareness about C&A’s use of
more sustainable cotton and highlighted other sustainability messages.
First, C&A launched a graphic design competition featuring sustainability messages and
visual images on T-shirts and canvas bags. The one-month promotion led to more than
2,500 designs from participants. In-store displays and social media posts explained the
cotton in each item had been grown in Binzhou, Shandong Province using organic
cultivation practices.
A few months later, the #WearTheChange platform continued with a lifestyle-friendly
programme featuring colourful notebooks made with sustainable inks and paper and
featuring the same graphics as the T-shirts and bags. The series of seven recyclable
notebooks also highlighted sustainability messages and the personal responsibility to help
protect the environment. A special gift package brought it all together with a
#WearTheChange T-shirt, notebook, decorated canvas bag, and coordinating stickers.
The C&A China #WearTheChange social media campaign resulted in over 350,000 views.
Read more about #WearTheChange
Making more sustainable products the new normal
We want all our products to be the best they can be: designed, sourced and made with
sustainability in mind. C&A is the world’s leading buyer of certiﬁed organic cotton. We now
sell more clothes made with more sustainable cotton than with conventional cotton.
We have also started to evelop circular fashion products, with the launch of the ﬁrst gold
level Cradle to Cradle CertiﬁedTM T-shirt, followed in 2018 by the launch of our certiﬁed
jeans, both developed in partnership with Fashion for Good. Since then C&A has launched
additional Cradle to Cradle CertiﬁedTM products in Men’s, Ladies’, Teens’, and Kids’ options
in Europe, Mexico, and Brazil.

Read more about our approach to circular fashion
Read about more sustainable cotton
Europe: Launching our global sustainability communications platform
Our annual customer surveys, in partnership with GlobeScan, have showed that many
customers want us to communicate more about sustainability – and that European
customers favour in-store displays as a communications channel. In line with this
feedback, we continue to promote our organic products in Europe, as well as
communicating on our 100% Responsible Down Standard-certiﬁed jackets and the
sustainability attributes of our denim products.
In 2018, we launched #WearTheChange across multiple channels, including in-store and ecommerce. #WearTheChange messaging now covers all our customer-facing sustainability
activities. During 2018, we communicated the speciﬁc sustainability beneﬁts of our
products through the platform, including our gold level Cradle to Cradle CertiﬁedTM items,
as well as certiﬁed organic cotton, recycled polyester, and chrome-free leather.
Read more about responsible down
Brazil: Building on our strong reputation
Through our 2018 survey, customers told us that C&A is the sustainability leader in Brazil
among apparel brands. Our #WearTheChange platform was launched in Brazil in April
2018, with varied communications customised for local markets. In 2019, C&A Brazil will
continue building customer awareness of our sustainability commitments and
performance.
Mexico: Growing our reputation for sustainability
The 2018 survey demonstrated that customers in Mexico continue to appreciate the
quality and value they get from C&A products. We are also recognised for protecting the
environment, but less so for our more sustainable cotton products. #WearTheChange
launched in Mexico on Earth Day in 2019, along with broader brand equity building. We
will continue using the #WearTheChange platform to make customers more aware of the
sustainable fashion options we oﬀer in Mexico.
China: Building partnerships to connect with consumers on sustainability
In China, we leveraged partnerships with two other companies known for their
commitment to sustainability as part of our multi-pronged #WearTheChange platform.
With the sustainable nail brand Little Ondine, we launched a ‘green package’ containing
water-based natural nail polish. And we partnered with Jiukoushan, which makes colourful,
recyclable notebooks using sustainable materials, to feature the winning sustainabilitythemed designs from our #WearTheChange graphic design competition on a series of
their notebooks. Both initiatives aimed to engage the younger generation through fun,
creative, and informational products and messages.

The path to transparency
Our customers want us to be more transparent about where their clothes come from, so
they can trust that we are making the right choices for them. We’re tackling this through
our communications online, such as by posting up-to-date lists of our suppliers’ factories.
To make a real diﬀerence to many of the social and environmental issues in apparel, we
need to play our part in shifting the entire industry – and the only way we will do this is
through collaboration.
Read more about our industry collaborations
Look at our suppliers’ list and disclosure map
Global sustainability messaging
Our communication approaches are localised to ensure we are talking to our regional
customers about issues they care about. We learned as far back as 2015 that although
there are some diﬀerences between countries, there are often core issues of importance
to everyone. As a result, in 2017 we launched our gold level Cradle to Cradle CertiﬁedTM Tshirt with similar campaigns across Europe and Brazil, followed in 2018 by the launch of
our gold level Cradle to Cradle CertiﬁedTM jeans in Men’s and Ladies’ options. We have
replicated this model in our new #WearTheChange platform, developing core global
messaging with light-touch adaptations for each region.

Where next?
Enhancing communications through #WearTheChange
We launched #WearTheChange as a focal point for our customer-facing sustainability
communications. Later in 2019, we will begin communicating the speciﬁc sustainability
beneﬁts of our products through the platform, localised for each region. We are also
updating our product hang tags where appropriate to give customers even more
information about speciﬁc products.

Taking action in-store together
Small changes make a big diﬀerence
Although we aim to make the most sustainable choices on behalf of our customers, we can
only do so much on our own. We are looking at ways we can use our position on
sustainability to do more to engage our customers in-store so that sustainability can
become the new normal: something we all do together, every day.

Our 2018 performance
Inviting customers on our sustainability journey
In our stores in Europe, Brazil, and China, the ﬁrst thing our customers see is our new
#WearTheChange platform, which aims to help our customers ﬁnd the products they want
and to be reassured that they have been produced and sourced sustainably. Beginning in
April of 2019, #WearTheChange was launched in Mexico, bringing sustainability to life for
customers around the world.
Read more about #WearTheChange
Oﬀering more sustainable products
For many years, we have acted on behalf of our customers to make our clothes
responsibly and source our materials with sustainability in mind. 71% of the cotton we use
is organic cotton or sourced as Better Cotton, and we oﬀer groundbreaking products such
as our gold level Cradle to Cradle CertiﬁedTM T-shirt.
Read more about our commitment to more sustainable cotton
Read more about our Cradle to Cradle CertiﬁedTM products
Helping customers recycle with ‘we take it back’
Following its successful launch in the Netherlands, in 2017 we rolled out our in-store takeback programme to three additional retail markets – Belgium, Luxembourg, Switzerland. In
2018, we expanded to Portugal and Spain, scaled-up the programme in Brazil, and
launched an online take-back programme in Germany that provides customers with
another option for giving new life to their old clothes. In-store take-back became available
as a pilot at some stores in Mexico in 2019and we aim to expand the programme further
to additional markets by 2020.

Europe
The 'we take it back' programme is now available in 460 stores, where customers have
given more than 650 metric tons (approximately 2 metric tons each day) of unwanted

clothes a new life. In Germany, C&A has collaborated with PACKMEE as part of our ﬁrst
online take-back. Customers have sent in 17,000 parcels since September 2018, helping
to keep unwanted clothing out of the landﬁll and supporting Save the Children Germany.

Brazil
Since the successful take-back pilot in Brazil launched in late 2017, we have expanded the
'we take it back' programme from 31 to 80 participating C&A stores. In 2018 alone we
collected 2,630 kg of items, representing 14,256 pieces. Of these, 73% were in good
condition and sent for reuse to Centro Social Carisma, an organisation dedicated to
children and their families. The remaining 27% of items were sent for recycling. Centro
Social Carisma received €1,502 for selling the collected items and invested the money in
projects that beneﬁt over 400 people weekly. Since ‘we take it back’ began in Brazil, we
have collected 2,831 kg, or 15,332 pieces for reuse and recycling.
Also in Brazil, we sell mobile phones in addition to clothing, and have shared responsibility
for taking back and disposing appropriately of cell phones and batteries. In 2018 we
collected 49,472 batteries and 3,960 cell phones. In total, 53,432 items were collected.
Key to our success with the take-back programme is employee engagement. Each year,
C&A Brazil recognises the three stores that send the most cell phones and batteries for
recycling. Store managers celebrate the accomplishments with employees, using the
opportunity to share additional information about the positive impacts of the recycling
programme through discussions, a video, and a small gift for all employees. In 2018, C&A
stores in São Paulo, Pelotas, and Rio de Janeiro were recognised for collecting and sending
the most electronic items for recycling.
Read more about our in-store take-back programmes
Giving customers a look at our sustainable stores
In Brazil, we are the ﬁrst fashion retail company to have a Leadership in Energy and
Environmental Design (LEED)-certiﬁed, bespoke Eco Store. Four times a year, we invite
customers and other interested members of the public to visit and learn about the store
behind the scenes.

Where next?
Rolling out #WearTheChange across the globe
As of 2019, #WearTheChange will be active in all C&A retail markets, including Mexico,
which is launching it early that year. We will continue communicating on the sustainability
topics relevant for our customers and take our product storytelling to the next level
through Cradle to Cradle CertiﬁedTM labelling and a variety of regionally customised
#WearTheChange communications. In order to truly break through and engage our
customers, we are activating #WearTheChange across multiple channels.
For more about #WearTheChange in Mexico, view this video

Focusing our Cradle to Cradle CertiﬁedTM product approach
In Europe, our aim was to deliver more than two million Cradle to Cradle CertiﬁedTM pieces
over the ﬁrst two seasons, alongside campaigns showcasing the products. So far, we have
delivered almost 4 million pieces. In Brazil, we developed a Cradle to Cradle CertiﬁedTM
roadmap to build on the success of the launch and position ourselves to reach even more
customers. We anticipate doing the same in Mexico in the coming year.
Going forward, we are focused on making sure we develop the right Cradle to Cradle
CertiﬁedTM products and clothing collections, in keeping with what is commercially and
locally relevant to customers. Prioritising and reﬁning our approach to Cradle to Cradle
CertiﬁedTM products will help us even better meet our customers’ demand for more
sustainable fashion.
Expanding ‘we take it back’
In 2018, we continued to grow the programme, reaching even more countries during the
year and in early 2019. We also expanded our take-back programme in Brazil from 31
stores in 2017 to 80 stores in 2018, and will expand to 130 stores in 2019. The take-back
programme is also being extended to 10 stores in Mexico as a pilot programme during
2019.

Strengthening communities
Making a positive impact on the communities
we touch
Many of the countries C&A sources from are disproportionately aﬀected by environmental
or social issues, ranging from poverty and tremendous gender inequality to extreme
weather and disease. All of these issues adversely aﬀect the communities we source from
and those where C&A employees live.

To truly strengthen the most vulnerable communities, we have to get to the root cause of
these complex challenges. We work in partnership with C&A Foundation to address these
challenges and try to bring people on the journey with us. We run volunteer programmes

that support local charities, maintain in-store giving opportunities that allow our customers
to play a role in supporting community charities, seek to change perceptions, and drive
societal change. We are also partnering with Save the Children and C&A Foundation to
help communities become more resilient and respond to disasters.

Our 2018 performance
Helping children and families across the world
Over the past three years, C&A Foundation has provided partnership funding of over €10
million to Save the Children, and in 2018 we renewed our partnership for three more years
and another €10 million. In 2018, the partnership reached more than 8 million people, of
whom around 4 million are children.

Evaluating and improving our partnership
In 2017, C&A Foundation commissioned an independent evaluation of the partnership and
its programmes. We used this opportunity to learn about how to improve not only the
eﬀectiveness of the partnership on the ground, but how C&A as a business works with
NGOs in unique partnerships. During 2018, we worked closely with Save the Children and
C&A Foundation to learn from those lessons and design the next phase of our partnership.
This is what we learned and how we have responded:
Impact takes time. We need to ensure that partners take time to discuss a programme’s
engagement and scope – being realistic with timeframes, and clear on roles and
responsibilities.
As a result, we streamlined our partnership governance internally to improve strategy and
decisionmaking.
Seed funding works. When responding to emergencies, seed funding helps to provide a
rapid response and scale up operations. In Ethiopia, C&A Foundation funds were recycled
two to three times, which leveraged a further US $20 million. However, this isn’t measured
systematically so we’re working to improve KPIs for seed funding. This includes asking for
feedback from beneﬁciaries to aid learning and improve future responses.

We have continued this format for supporting emergency responses – quick release of
ﬂexible funds with KPIs to monitor the feedback from beneﬁciaries. In addition, Save the
Children Switzerland has launched the Children’s Emergency Fund to leverage other
donors for seed funding. Funds raised through C&A Europe’s Christmas activities and
donation boxes will go to the Children’s Emergency Fund.
Programmes need to be long enough. To see results at scale – including policies being
implemented in countries and tools for disaster resilience being embedded in communities
– programmes should last a minimum of ﬁve years.
Save the Children increased its Disaster Risk Reduction (DRR) programme to 5 years,
building upon the previous 3 years’ work.
Focus on local government. Many countries already have policies in place, but these aren't
being enacted. We need to ensure that local authority and government have the capacity
to implement them.
Save the Children is now focusing on the second phase of its DRR programme, aiming to
improve risk reduction and resilience of urban communities to mitigate and manage
shocks and everyday risks. This includes strengthening child-centred, gender-sensitive,
and inclusive risk reduction and resilience policies at national and local levels, and building
capacities of institutions, organisations, and individuals to build resilience.
Disaster relief
Through our Disaster Risk Reduction (DRR) programme with C&A Foundation and Save the
Children, we’re helping communities become more resilient to daily risks and prepare for
larger disasters. Since March 2018, C&A Foundation and Save the Children have
responded to 10 disasters, established the Children’s Emergency Fund, and disbursed
€1.14 million to help children and their families. Between January 2018 and February
2019, our customers also donated over €604,081 to Save the Children.

Children’s Emergency Fund
The Children’s Emergency Fund is a fund to which diﬀerent donors contribute throughout
the year, so that it exists before an emergency occurs. This prepositioned funding allows
Save the Children to initiate the ﬁrst response within 48 hours after a crisis occurs, which
immediately saves lives and alleviates suﬀering of the aﬀected population. In this way, the
Fund has an immediate and direct impact on the lives of the most vulnerable children and
their families. The goal of the Children’s Emergency Fund is to raise more than €879,000
(with the goal stated as 1 million CHF) in the ﬁrst year, with an annual target of nearly
€2.2 million (2.5 million CHF) by 2021.
C&A Together
Between March 2018 and December 2018, C&A Foundation provided funding of €2.9
million to 142 initiatives in 18 European countries. The recipients were chosen by our

employees via our C&A Together community giving programme.
Read more about our disaster relief eﬀorts
Read more about our charitable partnerships

Giving back and volunteering
Making it easier to give back
Giving back is key to C&A and our employees, many of whom generously donate to and
volunteer in their local communities. We aim to make it easy and rewarding for our
colleagues to do so, bringing individual actions together to create an impact that is greater
than the sum of its parts. From in-store fundraising to volunteering, we’re mobilising
thousands of C&A employees around the world to play their own part in tackling societal
issues, through programmes run in partnership with C&A Foundation. As always, we allow
each region to deﬁne how and where they would like to give back to ensure their
experience is impactful at a local level.

Our 2018 performance
C&A Together across Europe
Our long-standing community giving programme, C&A Together, channels C&A Foundation
funds into charities nominated by local C&A retail organisations to support the wellbeing of
children. It means we can harness our colleagues’ knowledge of what their local
community needs, boosting the eﬀectiveness of our grants. It also gives employees the
opportunity to engage more deeply with their community.
In total, 142 diﬀerent initiatives in 18 European countries received €2.9 million between
March 2018 and December 2018. C&A Foundation funds were distributed in various ways,
including:
C&A France dedicated its Back to School campaign to C&A Together. For each children’s
item sold, C&A Foundation donated €1 to Secours Populaires Français, giving €100,000 in
total to support disadvantaged children throughout France with school materials for the

new academic year. Following the Back to School employee volunteering campaign, C&A
Foundation donated €40,000 to Secours Populaires Francais.
At the Vienna City Marathon, employees from C&A Austria ran with and for the Red Nose
Clown doctors, which C&A Foundation supported with a sponsorship of €120,000.
C&A Germany, with the support of C&A Foundation, supported the Mittagskinder
Foundation with €105,000. More than 200 children at ‘social hot spots’ in Hamburg receive
free and regular healthy meals, homework assistance, and socio-educational support,
including an extensive exercise programme.
Other C&A Together giving programmes during the year included support for children’s
cancer research in Spain, a ‘heart for children’ programme in Germany to raise funds for
children in need, a ‘share your energy’ campaign in Austria, and the Belgium and
Luxemburg Child Focus Run for missing and exploited children.
Read more about C&A Together with C&A Foundation

China
When an employee of our Beijing store was badly injured in a ﬁre, her colleagues
generously donated almost €20,000 (RMB 147,769) to support her medical treatment,
followed by additional funds to support her medical care, and frequent visits by her store
manager and area manager. During winter of 2018 and early 2019, C&A China donated
300 pieces of winter clothing to residents of Tianfu County in Chongqing Province so that
local children could have a comfortable winter. This project was in cooperation with the
Beijing Women and Children’s Development Foundation and ECT Fund.

Brazil

Case study: Supporting and celebrating
immigrant families
The Instituto C&A volunteering programme at C&A Brazil’s headquarters has been in place
for three years. In 2018, some 137 employee volunteers participated in 10 events, more
than the previous year, and the events extended beyond the headquarters location to
include friends and family members.
The presence of children volunteering was a joy to behold during the Immigrant Children's
Day, held in October at CAMI - Centro de Apoio e Pastoral do Migrante, where 67 adults
and 12 children volunteered.
‘It was an opportunity for families to help, to give example, to teach, to learn, to thank,
and to have fun with children’, says Flávia Fernandes, IT specialist, who participated in the
event with her husband and their young son, Joaquim.
While the children were having fun, the immigrant mothers participated in a round of talks
on human rights and working conditions — an activity carried out monthly by CAMI.
‘Taking part in volunteering with Lilian, my wife, was an unforgettable day of welcoming
children and, also, a day of reﬂection for us. My daughters, 8-year-old Lívia, and 4-year-old

Larissa, had the opportunity to take part in the activities and had the opportunity to
understand, at least a little, the challenges of immigrant children in Brazil, and how much
we should reach out to them. We thank C&A Foundation Brazil for the opportunity’, says
Ricardo Gomes, of the C&A Trade Union Relations department.
Instituto C&A also increased the number of partnerships in the Volunteering Programme at
the headquarters, supporting four new organizations related to the fashion industry:
Mulheres de Paraisópolis (AMP), Barueri Amparo & União Social (BAU), Centro Social
Carisma, e Centro de Apoio e Pastoral do Migrante (CAMI). During the year, short- and
medium-term events took place online and in person, attracting 171 volunteers.
Developing our employee volunteering programme in Brazil
Instituto C&A has run an employee volunteering programme in partnership with C&A since
1991, and the programme has 1,541 volunteers among our stores all over the country.In
2018, for the ﬁrst time, more than 260 C&A store managers were invited to spend an
entire day volunteering their time and services to a partner from the C&A Foundation
Strengthening Communities Programme. In addition to donating their time to worthy
causes, the leaders had opportunities to become more involved in the volunteer cause, so
they could inspire their own teams.
Other volunteering activities revitalizing spaces, such as the school library and the sports
area, at Marechal Deodoro Public School, holding a charity bazaar to raise funds for
Carisma, instructing immigrants on how to create a curriculum vitae for employment at
CAMI, and planting a new garden at OCA.
By the end of 2018, the store volunteering programme had 126 employee teams
participating, with 38 selected as ﬁnalists for the 2018 Volunteer Award, which recognises
those teams with the most highlighted initiatives during the year. More than 1,700 actions
were carried out during 2018, beneﬁting 16,000 people in 83 institutions in Brazil. In
addition, 256 stores and three distribution centres participated in these initiatives,
representing 93% of C&A locations in Brazil, as the programme has steadily grown in
recent years. C&A Brazil also has a volunteering committee, with representatives from
each C&A division.

Mexico
Volunteering for disaster relief and recovery
For the past 11 years, C&A Mexico has sponsored a volunteering day for its employees at
headquarters, and 2018 was no diﬀerent. About 230 employees — all headquarters
employees — packed emergency kits for people aﬀected by natural disasters. Along with
Save the Children, C&A delivered 4,000 kits containing ﬁrst aid and personal hygiene
products. C&A store and distribution centre employees also wrote postcards with
encouraging words for the people receiving the kits. Employees preparing the kits also
received training on what to do when an emergency strikes, and in addition to beneﬁting
children and families in need, the volunteering activities support team building, leadership
skills, and pride to work for C&A.
Read more about volunteering on the C&A Foundation website

Balancing global and local approaches
Our communications approach is localised to ensure we engage and enable our customers
to act on issues they care most about. Customers have told us that our charity work in
their local communities could be more focused. It can be diﬃcult to get the right balance
between supporting local and global causes and charities, but we believe both approaches
are necessary to balance local interest and capitalise on our scale and reach.

Where next?
Giving back and volunteering
In Brazil, we will maintain the partnership with Instituto C&A for our volunteering
programme, with the aim of continuing to grow employment involvement and the number
of people served through a variety of volunteering events.
In Mexico, plans include a special one-day, in-store campaign to be held in four cities —
Mexico City, Guadalajara, Tijuana, and Culiacán. Customers who buy more than $499
pesos (€25) in items at the store will have access to a workshop where they can paint a
worry doll. For every worry doll our customers take home, C&A Foundation will donate
three worry dolls to Save the Children (up to 900 worry dolls overall, worth €2,700), which
will be delivered to children in the migrant caravan in Tijuana to help them cope with
stress.

Disaster relief
Helping vulnerable communities become
more resilient
At C&A we truly believe in strengthening communities. This is an integral part of our
culture and legacy – it’s who we are as a brand. Many of our operations are in countries
that suﬀer from a disproportionate number of natural disasters every year.

C&A’s global humanitarian partnership

In 2015, C&A and C&A Foundation developed our ﬁrst global humanitarian partnership,
collaborating with Save the Children to support millions of children and families across the
world. Our joint initiatives are focused in two areas: disaster preparedness — including
building resiliency — and immediate, lifesaving emergency response to humanitarian
crises.
Save the Children’s emergency response work supports interventions that enable people
aﬀected by disasters to lead decent and digniﬁed lives. We focus on fast and ﬂexible
funding that is used to seed-fund operations of Save the Children and to attract other
funds to the response.
The resilience and disaster risk reduction (DRR) work funded by our partnership focuses on
urban communities in ﬁve countries. It aims to increase the resilience of these
communities, helping them to be prepared for natural disasters and everyday risks. To
date, we have helped Save the Children’s work in 48 informal settlements and 75 schools
to build the capacity of individuals and organisations.
Together, we have also scaled smaller initiatives by helping governments implement
policies at a national level.

Our 2018 performance
Helping children and families across the world
Over the past four years, C&A Foundation has provided partnership funding of €13.44
million, not including the additional funds donated through marketing and employee
campaigns. This has contributed to assisting over 15 million children worldwide since
2015.C&A raises additional funds through cause-related marketing and other campaigns in
stores, and with customers and employees, in Europe and Mexico – a total of over €4
million since 2015. In 2018, C&A Foundation renewed the partnership with Save the
Children for another €3.6 million.
Since March 2018, C&A Foundation and Save the Children have responded to 11 disasters
and established the Children’s Emergency Fund. Together with responses started in
previous years, Save the Children has been able to reach over 8 million people with the
support of C&A and C&A Foundation in 2018.Responses in 2018 included:
Integrated package of services to Rohingya children and their communities
Ethiopia drought response
Bangladesh ﬂooding response
Laos ﬂoods
Lombok earthquake
Kerala ﬂoods – also, employees of C&A and COFRA raised €5,080, which was matched by
C&A Foundation
Sinaloa ﬂoods
Sulawesi earthquake and tsunami emergency response
Migrant exodus in Mexico

Between January 2018 and March 2019, C&A Europe and C&A Mexico raised a total of
€1,331,141 for Save the Children through cause-related marketing, emergency appeals,
and other initiatives.
Sharing what works
In 2018 C&A Foundation and Save the Children continued to lead and disseminate
research on DRR, with a suite of 10 research projects under three themes:
1. Policy and the enabling environment
2. Hazard impacts on education
3. Solutions for child-centred risk reduction and school safety

Each of the ﬁve countries we work in faces distinct challenges. In Bangladesh, for
example, we focus on risk management for women, children, and garment workers, while
in Mexico and China we focus on school safety. Save the Children’s country teams share
what they learn with each other, so they can create an overall framework of learning that
they and others can build on for the future.
Convening and inspiring others
One partnership to improve the resilience of women and children can only go so far. We
want to make an impact that is greater than the sum of our parts. We share lessons
learned from the ﬁve country programmes within Save the Children, and also with the
global DRR sector. Creating global and regional dialogue to strengthen the sector is an
important focus of this programme.
Read more in the C&A Foundation 2018 Annual Report

Responding to the refugee crisis in Myanmar
Since 2017, more than 900,000 Rohingya have ﬂed Myanmar across the border into
Bangladesh, in a tragic refugee crisis. According to UNICEF, over half of the refugees are
children and highly vulnerable.
C&A is deeply concerned by the ongoing persecution against the Rohingya people in
Myanmar and we strongly condemn the human rights violations that have been reported.
Along with other Ethical Trade Initiative (ETI) brands, we sent an urgent appeal to the
President of Myanmar over the humanitarian crisis in Rakhine State. We also
communicated our deep concern through the Dutch Textile Covenant.
For several years, we have been purchasing products produced in Myanmar. We have
created trustworthy and long-term relationships with several suppliers producing in
Myanmar, and the jobs of thousands of employees working in our suppliers’ garment
factories depend on these business relationships. By withdrawing from the country, we
would harm those workers. We have therefore decided – for the time being – to continue
to source from Myanmar. We will, however, continue to closely monitor the developments

in Myanmar and reserve the right to reassess our approach.
C&A has had conversations with the United Nations High Commissioner for Refugees to
understand their approach and explore ways of coordinating the industry eﬀorts in
supporting people who have ﬂed the Rakhine state. In addition, C&A Foundation, with their
global partner Save the Children, supported humanitarian eﬀorts in this crisis during 2017.
As the situation worsened in 2018, C&A Foundation designated an extra €2.5 million to six
diﬀerent initiatives in partnership with BLAST, CRS, CARE, Terre des Hommes, Oxfam, and
the Center for Global Development. The partnerships supported underfunded challenges,
such as tackling sexual and gender-based violence, protecting children, and protecting
human rights.
Read more in the 2018 C&A Foundation Annual Report

Europe
Save the Children donations helping refugees
Save the Children, the world’s leading independent organisation for children’s rights, is an
established strategic partner for C&A and C&A Foundation. Save the Children is one of the
strongest and boldest advocates for children´s rights, providing relief and supports
children in need around the world.
Among Save the Children’s key interventions to protect children from harm and stress are
Child Friendly Spaces. These protected environments, which will take on a central role for
this partnership in the upcoming years, are mostly set up in communities aﬀected by
disaster and crisis and give children the chance to play, make friends, learn, and express
themselves.
In 2018, the partnership among C&A, C&A Foundation, and Save the Children was able to
reach more than 8 million people, of whom around 4 million are children. Signiﬁcant yearly
funding of over €3 million from C&A Foundation towards Save the Children until 2021 will
amplify the scope of the partnership and support Save the Children’s programmes.
Between January 2018 and March 2019, C&A customers donated over €604,081 to Save
the Children.
To show additional support for Save the Children, C&A sold stuﬀed animals (alpacas) at
C&A stores in 15 European countries and online during the Christmas season. For every
stuﬀed alpaca sold, C&A Foundation donated €9 to Save the Children — a total of
€647,928.
In December 2018, we also launched our ‘make the world better with a sweater’
campaign. Nearly 4,500 employees from 14 countries in Europe wore ‘ugly’ Christmas
sweaters to support Save the Children. For every picture showing an employee wearing an
ugly Christmas sweater, C&A Foundation donated €3 to Save The Children. In total, 4,490
employees participated, resulting in a donation of €13,470. Additional C&A Foundation
donations brought the total 2018 contribution to the Children’s Emergency Fund to
€700,000.

Mexico
Humanitarian aid after earthquakes
Two devastating earthquakes hit Mexico in September 2017, and recovery is ongoing.
Oaxaca was struck by an 8.5 earthquake and only 12 days later a second 7.1 earthquake
devastated seven states in the country. Hundreds of lives were lost, many others were
injured, and thousands were left homeless – including C&A colleagues, their families, and
friends. Save the Children estimates that over 400,000 children interrupted their studies
due to damaged schools, over 50,000 lost their homes, and over 95,000 were living in
insecure conditions due to structural damage.
C&A Foundation moved quickly to support Save the Children’s assistance on the ground by
donating €1 million. Through the employee donation portal, another €6,000 was raised by
employees and matched by C&A Foundation. C&A Mexico also joined the eﬀort by
donating 15,000 garments to the victims in Oaxaca and, through a supplying company,
25,000 more items were sent to Morelos. With the support of C&A Foundation, Save the
Children put in place a 12-month plan to intervene in the aﬀected areas, reaching 32,000
children in shelters and schools with child-friendly spaces and recovery sessions. Through
these combined eﬀorts, Save the Children reached more than 140,000 people, of which
69,829 were children, through the following eﬀorts:
175 child-friendly spaces established in shelters
2,239 emotional support sessions provided for 24,676 children
34 temporary classrooms established
24 permanent sanitary facilities built
2 community restaurants built
24,250 kits with clothes, shoes, food and blankets delivered
15 homes rebuilt in Morelos
1 elementary school was rebuilt in Puebla
135 families in Tehuantepec received monthly stipend

As part of C&A’s commitment to supporting communities, in 2018 C&A Mexico and its
Foundation donated more than 175,187 garments with a commercial value of
approximately $15 million pesos (nearly €700,000). Donations were distributed in the
communities where C&A operates. Some in-kind donations helped to fund social projects
in communities and the others were delivered directly to beneﬁciaries.

Disaster relief after hurricanes
When Hurricane Willa struck the Paciﬁc coast of Mexico, two communities, Nayarit and
Sinaloa, suﬀered ﬂooded homes, overﬂowing rivers, damaged highways, and other
damage. C&A Mexico and its Foundation made an in-kind donation of 11,105 articles of
clothing to Nayarit residents. In Sinaloa, a donation of €17,400 helped more than 1,700
direct beneﬁciaries and almost 6,000 indirect beneﬁciaries. C&A also delivered 1,000
hygiene kits to help residents deal with the lack of clean water and sanitation services.
Additional training was provided to help reduce risks among the aﬀected population.

Support during migration
In late 2018 in Tijuana, where asylum seekers began convening in large numbers on their
way to the United States, children and families needed support with water, hygiene, and
sanitation, among other necessities. C&A Mexico and its Foundation provided €50,000 in
support. Interventions included advocacy to safeguard and guarantee the rights of minors,
safe spaces for boys and girls, and 3,000 hygiene kits. The combined actions beneﬁted
approximately 2,300 children.
Humanitarian aid to strengthen communities in Brazil
In addition to working closely with Save the Children, we are engaged in other
programmes that beneﬁt the communities where C&A employees, customers, and workers
live. Our Strengthening Communities programme, executed through the SOS Community
project, provided humanitarian aid in 2018 to approximately 300 Venezuelan immigrants
in Boa Vista (Roraima), Brazil. This included donations of basic materials for the Centro de
Atenção a Mulheres e Crianças e Pastoral do Migrante and other support. The project also
beneﬁted 200 children in northeastern Brazil through the donation of mattresses and
approximately 320 people through the donation of 100 stoves to families aﬀected by a ﬁre
that gutted more than 800 houses in Amazonas, Manaus.

Where next?
The partnership between C&A Foundation and Save the Children aims to provide €1.5
million to support children and families in dealing with disaster recovery and resilience by
the end of 2019, and anticipates reaching over 1.6 million people during the year. In
addition, the Children’s Emergency Fund has set a goal to raise €879,000 (with the goal
stated as 1 million CHF) in 2019, towards an annual target of nearly €2.2 million (2.5
million CHF) by 2021.To drive greater awareness and engagement among customers and
employees, C&A’s regions have designed a logo to use in stores.

