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 millions of 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 want our customers to feel good about shopping at C&A, our employees to be engaged
in our sustainability journey, and the communities we serve to thrive. We aspire to be
recognised as the most sustainable retail fashion brand across our retail markets,
something we are proud to have achieved during 2019 in Brazil for the fourth year in a
row, and once again in Germany. As in previous years, our industry-leading work in more
sustainable cotton remains one of the top reasons we are viewed as a sustainable fashion
leader.
We believe that deep engagement with local issues is the most eﬀective way to promote
sustainable behaviours across our retail markets. That means we guide the ‘why’ and
‘what’ through our 2020 global sustainability framework, and allow the retail markets to
deliver the ‘how’ in ways that best connect with people at the local level.

Our ambition
Bringing sustainability to life for customers, employees, and communities
At C&A, we are working to integrate sustainability into everything we do. This includes:
Enabling our customers: We envision a fashion industry where customers are
empowered to make more sustainable choices, do their part to contribute to the circular
economy, and join our call to action through #WearTheChange. 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, and we aim to make sure we provide fashion our customers can feel good
about..

Engaging our employees: C&A employees are not only key to the success of our
sustainability strategy and our business, but are also essential in enabling customers to
participate in sustainability. We want all our employees to feel engaged and supported,
take pride in their work, believe in our company values, and be enthusiastic about
engaging customers on our sustainability journey. Whether through sourcing and buying,
or connecting with customers in our stores, every C&A employee has an important role in
driving sustainability. We engage them in many ways, including through our annual
Inspiring World campaign, which connects employees with our sustainability strategy and
commitments in tangible ways.
Strengthening communities: Creating sustainable fashion extends into the
communities where C&A colleagues, customers, and garment workers live. We are
committed to fostering more sustainable lives in these communities through safe, fair, and
resilient work environments where everyone feels connected and able to take action.

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 2019 performance
Engaging customers in sustainable fashion
Throughout 2019, we leveraged #WearTheChange to communicate with — and engage —
our customers in the journey towards making sustainable fashion the new normal. In
Brazil, Mexico, and China, #WearTheChange has been localised to connect with customers
more strongly. In Brazil and China, #WearTheChange has been translated for use in multifaceted 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 in sustainability
Our Inspiring World campaign, which completed its second year of partnership with C&A
Foundation[1] in 2019, aligns closely with our 2020 sustainability strategy of creating
sustainable products, a sustainable supply, and sustainable lives. During 2019, Inspiring
World engaged employees in all four retail markets. More than 30,960 employees, or 63%,
representing 20 countries, participated. Together, they helped raise nearly €1 million in
donations from C&A Foundation[2], beneﬁtting people around the world.
In each country where C&A has employees, we are supporting one or more local charities,
as well as the global charity Canopy, which created the CanopyStyle initiative to eliminate
sourcing from the world’s Ancient and Endangered Forests. Employees also identiﬁed one
'small action for big change' they planned to take, such as eliminating their own use of
single-use plastics, donate to a food bank, planting a tree, or donating old clothing through
C&A's 'we take it back' recycling programme.
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, we expect it will
foster more engaged C&A employees who value sustainability, while its charitable
fundraising will lead to lasting environmental and community beneﬁts.

Listening to our employees
In 2019, C&A China surveyed employees about what C&A is doing with respect to
sustainability and how employees can contribute. Results were positive, with employees
indicating they are proud of the company's contributions to community, society, and the
environment, and paving the way towards 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 retail markets and licensees have
developed market- speciﬁc roadmaps to drive progress implementing the principles
according to a set of 12 questions developed for each principle.
In 2019, C&A retail markets and licensees began implementing their region-speciﬁc plans
on gender parity and women's empowerment. These include a variety of training
programmes for managers and supervisors on equality, diversity, unconscious bias,
maternity/paternity/adoption leave, and others. C&A China has also incorporated WEP
concepts and practices into new employee orientation training. Additional steps taken by
some of the retail markets are a survey of both female and male employees on topics such
as stress, working practices, work hours, and other psychosocial factors; a variety of nondiscrimination policies which are part of the Code of Ethics; and analysis of employee
gender by recruitment, level, function, and promotion.
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 2019, with the retail
markets determining the most eﬀective way to implement and engage employees in the
Code. Implementation of and employee communication on the Code in C&A Europe’s head
oﬃce was slowed by the pandemic. In China, the Code was rolled out and 100% of
employees participated in training.
Read more on our values and ethics
Read more about how we govern sustainability
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Supporting families and communities
Our global, multi-year humanitarian partnership with Save the Children and C&A
Foundation[2] beneﬁted nearly 2 million people in 2019, of which more than 1.1 million are
children. Signiﬁcant yearly funding of €3.36 million from the foundation towards Save the
Children from 2018 to 2020 — is helping to amplify the scope of the partnership.
Together, the three organisations have deepened their commitment to Disaster Risk
Reduction (DRR), in particular school safety and urban resilience, and humanitarian
response activities. 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.
In 2019, C&A Europe and C&A Mexico raised almost €1.1million through cause-related
marketing, donation boxes, and other campaigns in stores and with customers and
employees.

Read more
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Where next?
Building on the success of our Inspiring World giving and engagement campaign, our ﬁveyear employee engagement plan includes:
Identifying additional sustainability ambassadors
Oﬀering these ambassadors empowerment roles to help us build further momentum
among all employees
Creating further opportunities for employee ownership of sustainability initiatives
Ultimately enlisting employees' ideas for developing the next iteration of our sustainability
engagement strategy

Engaging employees
Driving purpose through sustainability
Motivated, informed, and engaged employees are the key to C&A’s success. Our in-store
team members are the people who create special relationships with our customers. We
need to make sure we always understand what makes employees feel valued and
motivated, so they can contribute to great customer experiences and feel engaged in the
issues they care about most.

We want all C&A employees to feel 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, our Inspiring

World campaign, giving back, and assisting in our work on strengthening communities, we
can make the most of these opportunities.
‘Well-being programme’ to support our employees during the challenging times
of Covid-19 pandemic
With many stores still closed across Europe, and many of us juggling home oﬃce,
childcare and home schooling, our private and professional lives have both been shaken.
The classic de-stressing mechanisms that usually help us unwind after a day of work, such
as meeting friends, going to the gym or a restaurant, have been put on hold for the time
being in many countries. That is why in the beginning of 2021, C&A Europe launched a
‘Well-being programme’ to support its employees as best as it can in these challenging
times and beyond, when we have regained a sense of normality. The programme is
structured into three main pillars, focusing on mental, physical and social well-being. The
diﬀerent tools and tips & tricks are aimed at clearing our head, staying active and mindful,
and developing healthy routines.
Many employees – especially those from younger generations – want to feel a sense of
purpose from their work, so during the year we continued focusing on employee
engagement as a key lever for sustainability at C&A and beyond. In addition, our 2019
consumer survey indicated that treating employees well is a strength for C&A and that our
performance in this area is perceived to be strong. Consumers also told us that gender
diversity and inclusion in our workplace is an area of perceived strength for C&A and
should be encouraged.

Our 2019 actions

Continue providing opportunities for employee training and development.

Engage employees worldwide through the Inspiring World #BeTheChange campaign.

Our 2019 performance
Employee engagement in sustainable actions
Involving employees in sustainability takes many forms in our four retail markets and
licensees, including information, training, direct engagement opportunities, and
campaigns such as Inspiring World. In some retail markets, we also use surveys to collect

employee feedback. However, while our Europe and Mexico retail markets and Brazil
licensee conducted employee surveys from 2016 to 2018, they did not repeat them in
2019. The China retail market conducted surveys from 2017 to 2019, with the 2019 survey
having a limited scope. Despite this, the 2019 employee engagement survey results were
positive. In 2019, 88% of C&A China employees surveyed strongly agreed that they are
proud of C&A's contributions to communities, society, and the environment.
Given that the scope of the survey has changed over the years amongst the retail markets
and licensees, we are evaluating the applicability of this metric going forward.

Inspiring second-year outcomes for Inspiring World
In 2018, we launched our Inspiring World campaign, engaging employees in developing
ideas for positive change and partnering with C&A Foundation[1] to make donations
beneﬁting some 250,000 people. In 2019, we went a step further and shifted from ideas to
action by encouraging employees to commit to a 'small action for big change', a step they
pledged to take for sustainability. Also in 2019, C&A Foundation[2] donated almost €1
million to charities chosen by employees and to the global organisation Canopy, which is
working to eliminate sourcing from Ancient and Endangered Forests.
Our overall objective for Inspiring World is to build employee capacity for supporting our
2020 sustainability goals by engaging them over three years on campaigns aligned with
our strategy: Sustainable Lives, Sustainable Products, and Sustainable Supply. During its
second year, the campaign involved:
63% of C&A global employees
20 countries and a number of sourcing hubs
My small action for big change is to...
Vermeide Einweg-Plastik (avoid single-use plastic). Sandra, Switzerland
Evite consumir plástico descartáve (avoid consuming disposable plastic). Julia Porto, Brazil
Plantar un árbol (plant a tree). Alícia Macarena, Spain
Wir unterstützen C2C Kleidung und stehen für den Klimaschutz (support C2C clothing and
stand for climate protection). Marcel Baer and Christoph Teschner, Germany
Gebruik het openbaar vervoer, pak de ﬁets of loop naar het werk (use public
transportation, take a bike, or walk to work). Pleun, the Netherlands
Recicla latas, garrafas e papel (recycle cans, bottles, and paper). Ana Francisco, Portugal
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Who we’re working with

C&A Foundation

Laudes Foundation

Where next?
Fostering deeper understanding of sustainability commitments and
achievements
Going forward, we will continue to increase employee understanding of C&A’s
commitment to sustainable fashion and our leadership in developing Cradle to CradleTM
Certiﬁed clothing, encourage them to become local sustainability ambassadors, and help
them feel proud to work for the company.
Other 2020 actions will include:
Continuing to engage with employees through Wear The Change and Inspiring World
Providing additional information to make sure employees are aware of the many
environmental and social beneﬁts associated with our Cradle to CradleTM Certiﬁed clothing
Raising awareness among employees about sustainability issues relevant to the local
markets in which they work
Communicating our new global sustainability strategy and goals once they are announced
in 2021

Listening to our employees
Engaging them in how we’re doing
Regional employee engagement surveys are an opportunity for our colleagues to share
their thoughts on C&A's values, our strategy, our approach to sustainability, and how
we’re doing as an employer. In 2019, we surveyed employees in China, where 88% of
surveyed employees strongly agreed with the statement that they are proud of C&A’s
contributions to communities, society, and the environment. Because surveys were not
conducted in the other retail markets in 2019, we are re-evaluating their use as currently
designed, and exploring other ways to continue engaging and getting feedback from
employees.

Number of employees working at C&A

Our 2019 performance
Employees are proud of our sustainability work
A majority (63%) of employees participated in our second annual Inspiring World
campaign, demonstrating their concern for sustainability at work and at home. During the
2019 employee surveys, 88% of employees surveyed in China strongly agreed with the
statement, ‘I feel proud of C&A’s contribution to communities, society, and the
environment’.

Where next?
Moving from pride to action
We’re pleased with our previous years' employee engagement scores on sustainability,
which show have been connecting with our colleagues in those retail markets on this topic.
But from 2018 onwards we began building on this employee pride by providing training so
they can serve as ambassadors for sustainability, and contribute to progress on our 2020
goals. The Inspiring World campaign is central to this approach, as are internal
communications and training focused on Wear The Change, Cradle to Cradle CertiﬁedTM
products, and in-store take-back programmes. In 2020, we will continue engaging with
employees through Wear The Change and Inspiring World, as well as retail market-speciﬁc
sustainability communications.

Equality and diversity

Honouring 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+ issues. Annually, C&A Brazil also raises awareness through
actions such as Diversity Week; a Pride Collection; and a variety of recruiting fairs
dedicated to minorities, transgender people, and immigrants. In 2019, C&A Brazil provided
actions for Black Awareness Day and the launch of the Pride Collection during the LGBT+
pride month, as well as programmes to recruit transgender people and immigrants.

Committed to the Women’s Empowerment Principles
In 2018, C&A 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 retail markets have developed
market-speciﬁc 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, with region-speciﬁc
implementation.
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.
Through partnerships, 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.

C&A employees by gender and contract type

C&A employees by contract type and location

C&A management teams by gender split*
Head oﬃces: 72% men, 28 % women
Stores: 68% men, 32% women
Distribution centers: 57% men, 43% women
*update as from 1 March 2021, C&A Europe employees

Our commitment to the Women’s Empowerment Principles is in line with our activity in
partnership with C&A Foundation[1], which actively worked in 2019 to achieve gender
equity in the apparel industry. We 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 has worked with partners to
promote women's voices, leadership skills, and the capacity to exercise their rights.
Looking ahead, Laudes Foundation will continue to execute on the ambition to incorporate
equity, inclusion, and diversity in its partnerships and operations.
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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. C&A Mexico also expanded the Fairness Channels to suppliers,
providing them with a way to share input about C&A employees.
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 2 in the
2020 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 were also ranked
number 1 in the 2019 Fashion Transparency Index Brazil, which analysed 30 brands.

Respecting others
Doing business ethically has been central to our company since it was established 179
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. We have 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
determine 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 communicate actively with customers on
sustainability, such as through our global #WearTheChange outreach, which connects with
all of our customer-facing sustainability activities.
Read more about Wear The Change

Learning and development
Providing educational opportunities and
rewarding careers
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, focusing on the topics,
issues, and educational content that matter most in each region.

Our 2019 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 at C&A is supported by internal
communications and engagement, allowing in-store colleagues to bring our messages to
life for customers.
Supporting employee 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 employees on core topics, and
provide management development programmes that deliver additional training to
managers with outstanding performance and potential. In 2019, some of our employee
training programmes included:
1. 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 2019, C&A Europe welcomed 180 new hires through this
programme.
2. C&A China provided training to 100% of new employees on our Code of Ethics in 2019 and
all completed it, passing the test to demonstrate their understanding.
3. In 2019, C&A Brazil conducted:
Week-long, in-person training for more than 600 leaders and 130 managers on human
resources, operations, and other key topics. The initiative was valuable to help managers

integrate new processes.
Launch of a new learning platform called the Fashion Academy, which is more modern and
provides usability similar to streaming services.
New training initiatives in the commercial area, including Fashion Talks, which involve the
entire commercial team and covers processes and fashion concepts.
C&A Brazil also has several continuing programmes 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.
Future Leaders Program: designed to prepare internal talent for a leadership position.
During this 1.5-year programme, participants are exposed to several development
opportunities, including classes, leading a strategic project, and others. In 2019, nine
people joined the program.
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. In 2019, 30
employees participated in the program from various departments.
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. IA total of 40 people are participating in the
current class.

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 2020, we will continue reﬁning our global employee engagement approach for
sustainability in alignment with the retail markets' 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 all employees to develop their own sustainability plan actively to
our vision. This year's Inspiring World 'small action for big change' engagement project
represents a good start.

Execution of these plans began with the launch of our global #WearTheChange platform in
2018, and has continued throughout 2020 to include the shift from employee ideas to
employee action in the Inspiring World campaign.

Enabling customers
Looking good, feeling good, doing good
Millions of consumers visit our stores each day or shop with us online. 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 – and we
aim to provide that.

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. 94% of the cotton
we use is organic cotton or sourced as Better Cotton, we oﬀer groundbreaking products
such as our Gold level Cradle to Cradle CertiﬁedTM T-shirts and jeans, and we bring our
sustainability journey to life through #WearTheChange in C&A stores around the world
and in our online shopping experience.
Read more about our sustainable products

Our 2019 performance
Gathering customer input
In our most recent annual survey of over 6,000 customers, conducted in partnership with
GlobeScan, C&A was recognised (in unprompted responses) as the most sustainable retail
fashion brand for the fourth year in a row in Brazil and once again in Germany. 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 several countries. As in
previous years, our industry-leading work in more sustainable cotton remains one of the
top reasons we are viewed as a sustainable fashion leader. Sourcing materials responsibly,
being transparent, and making sure workers are treated fairly in our supply chain are still
mentioned as the main drivers for an improved sustainability reputation.
Read more about our customer survey
Replacing single-use plastic bags with a more sustainable option
C&A is phasing out the sale of single-use plastic bags in all of our more than 1,400 stores
across 18 countries in Europe. In 2020, we began introducing the durable 'bag- for-life',
made of 80% recycled PET, which can withstand many shopping trips. When worn out, it
can be returned to any C&A store and exchanged for a new one free of charge. C&A
Europe is also oﬀering customers the choice of 100% recycled paper bags made of
unbleached brown paper, which saves the water and energy otherwise needed for the
bleaching process. In addition to PET and paper, customers can choose from among other
alternatives, such as cotton bags.
#WearTheChange
In 2018, we launched #WearTheChange across in-store, online, and print touchpoints, with
customised adaptations in some markets. All products promoted under #WearTheChange
are produced and sourced in a way that is more sustainable than conventional methods.
For example, they are made of organic cotton or are Cradle to Cradle CertiﬁedTM.
#WearTheChange also extends beyond products to raise awareness among customers of
our other sustainability initiatives.

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 and
gold level Cradle to Cradle CertiﬁedTM jeans, as well as #WearTheChange, 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.
2019 was the ﬁfth year we conducted 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 2019 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 2019, we were once again recognised as the most sustainable retail fashion
brand in Brazil and Germany. The 2018 survey also showed that our use of organic cotton
and other natural and organic materials remains one of the key reasons C&A is recognised
as a sustainability leader in all four of our retail markets. This represents an important
expansion from previous years, when recognition of our leadership in organic cotton was
most prominent in Europe. In Brazil and Mexico, customers associate C&A with sustainable
children's clothing, while in China, we are associated Binzhou cotton, which is in transition
towards organic cotton. Trust in C&A also remained especially strong in Germany, the
Netherlands, and Brazil -- where C&A is the most trusted fashion brand.
When survey respondents were prompted to consider their degree of understanding about
C&A’s sustainability initiatives, they scored us favourably across a range of sustainability
issues, but some also reﬂected a partial recognition of our sustainability progress,
indicating we have more work to do in eﬀectively communicating with our customers.
C&A has made it its mission to produce garments as ecologically and socially responsible
as possible. (C&A customer, Germany)
C&A has launched a global campaign that invites consumers to also take part in actions
promoting sustainability. (C&A customer, Brazil)
#WearTheChange means a quality product that makes me look good without sacriﬁcing
the balance of the planet. (C&A customer, Mexico)
Cradle to Cradle Certiﬁed [means] certiﬁcation by an independent body, focusing on a
company's eco-friendly behaviour. (C&A customer, France)
Cradle to Cradle Certiﬁed refers to some sustainability campaign, but I don't know the
exact meaning. (C&A customer, Brazil)
These and other responses when prompted show that whilst some customers understand
our sustainability initiatives, we still have ample opportunities to improve the spontaneous
recognition of our work. The 2019 survey also demonstrated that conveying openness and
honesty is key to amplifying the reputational impact of our sustainability initiatives and to
maintaining the level of trust we have achieved over the years with customers. 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 integrating 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 issues remained
relatively similar from 2018 to 2019. Notably, promoting circular fashion appeared in the
survey results as an important driver to our reputation for the ﬁrst time since the survey
has been conducted. We plan to continue adopting circularity principles in the design and

production of our clothing, and to fostering circular fashion more broadly across the
industry.
Promoting gender diversity and inclusion in factories and workplaces, which was new to
the survey in 2019, was viewed as an area of strength for C&A, and one we will continue
to encourage among suppliers. The top three issues driving C&A’s sustainability reputation
are:
Sourcing materials responsibly
Treating workers fairly
Openness and honesty
The issues that drive C&A’s sustainability reputation

Our 2019 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 2019, 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 a previous survey, we had 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 and 2019, we leveraged

#WearTheChange to communicate with — and engage — our customers in the journey
towards sustainable fashion. The 2019 survey revealed that our messages are getting
through to consumers in most markets.
Read more about Wear The Change
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 2019 customer survey showed that our perception as
open and honest remains an important part of our perception by customers.
According to survey partner GlobeScan, being seen as open and honest is more often a
challenge for companies than a strength. During 2019, 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. As a family company that has been trusted by generations of
customers for 179 years, we are determined to create a deeper and more direct
connection with customers on our sustainability eﬀorts.
Sourcing materials sustainably and responsibly
As in previous years, our 2019 survey showed that, once again, customers continue to
appreciate the importance of sourcing materials responsibly — rating it as one of the three
most important reputation drivers, along with being open and honest, and treater workers
fairly. We continue responding to this expectation by communicating our eﬀorts to source
responsibly 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 with our customers about the sustainability topics most
relevant to them, 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, including more social media.
We also recognise that connecting with consumers involves cutting through the barrage of
other information they receive every day. Our 2019 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 179-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 2019 performance
Welcoming customers to 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
appreciate the steps we have taken to enhance sustainability in our supply chain and our
operations, and they want to know more about the sustainability of the clothes they buy.
In response, we created a customer-facing message that could bring sustainability to life
in an uncomplicated and accessible way, helping customers ﬁnd the products they want
and be reassured that they have been produced and sourced sustainably.
Bringing sustainability to life with #WeartheChange
As part of our mission to bring sustainable products into the mainstream,
#WearTheChange 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. In 2019, sustainability communications continued globally with
#WearTheChange in stores, online, and in print. We also updated our product hang tags
where appropriate to give customers even more information about speciﬁc products.
All products promoted under #WearTheChange are produced and sourced in a way that is
more sustainable than conventional methods. Each is backed by a veriﬁable sustainability
claim, such as certiﬁed organic cotton or Cradle to Cradle CertiﬁedTM. At the same time, it

is important to note that #WearTheChange is not a certiﬁcation or claim – instead, it
serves as a way to help our customers identify and understand the more sustainable
products we oﬀer, and learn more about our sustainability eﬀorts. Nevertheless, every
product with a hangtag which says #WearTheChange must be backed by a veriﬁable
sustainability claim.
Our #WearTheChange message is clear: every little step counts. We continue 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.
Read more about #WearThChange
Read more about #VistaAMudança in Brazil
Making innovative sustainable products even more available
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 and 94%
of our cotton clothes are made with more sustainable cotton as of 2019.
Throughout 2019 we also continued our development of circular fashion products. Our
Gold level Cradle to Cradle CertiﬁedTM products include T-shirts and jeans. We also oﬀer a
diverse array of additional Cradle to Cradle CertiﬁedTM products in Men’s, Ladies’, Teens’,
and Kids’ options in Europe, Mexico, and Brazil. Also during the year we developed the
world's ﬁrst Platinum level Cradle to Cradle CertiﬁedTM denim fabric in the fashion industry.
Read more about our approach to circular fashion
Read about more sustainable cotton
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 to do this is through
collaboration.
Read more about our industry collaborations
Look at our suppliers’ list and disclosure map
Global and local communications
Our communication approaches are localised to ensure we are talking to our regional
customers about issues they care about. We learned years ago that although there are
some diﬀerences between countries, there are often core issues of importance to
everyone. As a result, we initially launched our Gold level Cradle to Cradle CertiﬁedTM Tshirt with similar campaigns across Europe and Brazil, followed by launch of our Gold level
Cradle to Cradle CertiﬁedTM jeans in Men’s and Ladies’ options. We have replicated this
model in our ongoing #WearTheChange platform, developing core global messaging with
light-touch adaptations, such as translations, as needed to eﬀectively communicate with

customers in our retail markets.

Where next?
Enhancing communications through#WearTheChange
We launched #WearTheChange as a focal point for our customer-facing sustainability
communications. Throughout 2019 we communicated the speciﬁc sustainability beneﬁts of
our products through this messaging, localised as needed for our retail markets. We also
communicated in stores and online about the sustainability beneﬁts of our Cradle to
Cradle CertiﬁedTM collections. But we know we have more work to do to make sure
customers recognise the more sustainable nature of our #WearTheChange items,
especially our innovative Cradle to Cradle CertiﬁedTM options.
The results of our 2019 customer survey reveal the need for more multi-channel
communications across our global markets, where social media is increasingly
complemented by new channels such as mobile apps. We are developing a broader
communications program for release later in 2020, with the aim of helping customers
make even more informed decisions and fashion choices.

Taking action in-store together
Small changes make a big diﬀerence
Although we strive to make the most sustainable sourcing and design choices on behalf of
our customers, we can only do so much on our own. To that end, we continue looking at
ways we can further engage customers through our #WearTheChange campaign, provide
customers with opportunities to give new life to old garments through 'we take it back',
and engage them in other ways during their shopping experience and beyond. Our
objective is to make sustainability something we all do together, every day.

Our 2019 performance
Inviting customers on our sustainability journey
In our stores in every retail market, the ﬁrst thing our customers around the world see is

our #WearTheChange platform, which aims to help our customers ﬁnd the products they
want with the conﬁdence they have been produced and sourced sustainably.
Read more about Wear The Change
Oﬀering more sustainable products
For many years, we have worked on behalf of our customers to make our clothes
responsibly and source our materials with sustainability in mind. 94% of the cotton we use
is organic cotton or sourced as Better Cotton, which we know is important to customers,
and we oﬀer groundbreaking products such as our Gold level Cradle to Cradle CertiﬁedTM Tshirts and jeans, as well as many other Cradle to Cradle CertiﬁedTM items.
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’
Our in-store take-back programme has grown to include retail markets around the world.
In 2019, we collected 1,422 metric tons of unwanted clothing to give them new life. We
also continued our online take-back programme in Germany and expanded it to France,
providing customers with another option for recycling old clothes. In Brazil, where C&A
stores also sell some electronics, in 2019 we collected 4.8 tons of batteries and mobile
phones, which were then sent for recycling.
Read more about our in-store take-back programmes
Replacing single-use plastic bags with a more sustainable option
We are phasing out the sale of single-use plastic bags in all of our more than 1,400 stores
across 18 countries in Europe. In 2020, we began introducing the durable 'bag-for-life',
made of 80% recycled PET, which can withstand many shopping trips. When worn out, it
can be returned to any C&A store and exchanged for a new one free of charge. We are
also oﬀering customers the choice of 100% recycled paper bags made of unbleached
brown paper, which saves the water and energy otherwise needed for the bleaching
process. In addition to PET and paper, we continue to oﬀer customers other alternatives,
such as cotton bags.
Read more about our work to phase out single-use plastic bags
Giving customers a look at our sustainable stores
In Brazil, C&A is the ﬁrst fashion retail company to have a Leadership in Energy and
Environmental Design (LEED)-certiﬁed, bespoke Eco Store. Several times each year, C&A
Brazil invites customers and other interested members of the public to visit and learn
about the store behind the scenes. In 2019, C&A Brazil conducted four tours which were
attended by employees, customers, and students, bringing them even closer to C&A and
the sustainability issues being addressed.

Where next?
Reﬁning our #WearTheChange communications
We will continue communicating on the sustainability topics relevant for our customers
and take our product storytelling to the next level through a variety of regionally
customised #WearTheChange communications. We will use the ﬁndings of our 2019
customer survey to inform our communications approaches and further activate
#WearTheChange across multiple channels. For instance, the survey indicated that social
media is among customers' preferred communication channels across Brazil, Mexico, and
China. As a result, we plan to supplement our in-store posters, hangtags, and rail cards
with even more social media-based information about our products' sustainability.
Going forward, we are also 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. Reﬁning our approach to Cradle to Cradle CertiﬁedTM
products and making sure we communicate their beneﬁts clearly and prominently in
stores and online will help us even better meet our customers’ demand for more
sustainable fashion.
Expanding ‘we take it back’
In 2020 and beyond, we anticipate growing the programme to even more markets as part
of our overall commitment to circular fashion and as an eﬀective way to further engage
customers in doing their part to create a circular economy that beneﬁts people and the
environment.

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 where we
source and those where C&A employees live.

To truly strengthen the most vulnerable communities, we must get to the root cause of
these complex challenges. We have worked in partnership with C&A Foundation,[1] and
now with Laudes Foundation, to address industry challenges and engage others on the
journey with us. We maintain volunteer programmes that support local charities, oﬀer instore giving opportunities so our customers can play a role in supporting community
charities, seek to change perceptions, and drive societal change. We are also partnering
with Save the Children and Laudes Foundation to help communities become more resilient
and respond to disasters.

[1]

In January 2020, C&A Foundation became part of Laudes Foundation.

Our 2019 performance
Building on the achievements of C&A Foundation
Over the past ﬁve years, C&A Foundation[2] has done outstanding work, creating networks,
strengthening partnerships, and supporting projects that create lasting and positive
change in global fashion. Building on that success, but recognising that the industry’s
problems are driven by deep, systemic issues, Laudes Foundation was launched in 2020.
This new foundation incorporates and advances the work of C&A Foundation, but has a
remit on accelerating the transition to an inclusive economy. Speciﬁcally, Laudes
Foundation will work to positively inﬂuence capital and tackle issues in the fashion
industry and the built environment.

Helping children and families across the world
Over the course of the ﬁve years, C&A Foundation[3] provided funding of over €16 million
to Save the Children. In 2019 the partnership reached nearly 2 million people, of whom
more than 1.1 million are children.
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 was to raise at least €1.6 million
in its ﬁrst year of operation, with an annual target of €2.5 million by 2021. Since the Fund
started in October 2018, it has raised over € 2.5 million to support children in need and
their families following emergencies.

Emergency and disaster relief
Through our Global Emergency Response programme with C&A and Save the Children,
we’re saving lives in the aftermath of disasters and helping communities become more
resilient to daily risks and prepare for larger disasters. Since early 2018, we have
responded to 20 disasters, established the Children’s Emergency Fund — responding to a
further 22 disasters — and disbursed over €6.5 million to help children and their families.
Between December 2017 and February 2020, our customers also contributed to the
donation more than €3 million to Save the Children, supporting children and families in
emergencies all over the world.
C&A Together community giving
In 2019, C&A Foundation[4] provided funding of €2.68 million to 122 initiatives in 18
European countries. 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

[2]

In January 2020, C&A Foundation became part of Laudes Foundation.

[3]

In January 2020, C&A Foundation became part of Laudes Foundation.

[4]

In January 2020, C&A Foundation became part of Laudes Foundation.

Giving back and volunteering

Making it easier to help communities
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.[1]
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 they appreciate locally
focused charity work. 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. As always, we allow each of our retail
markets to deﬁne how and where they would like to give back to ensure their experience
has positive impacts at a local level.

[1]

In January 2020, C&A Foundation became part of Laudes Foundation.

Our 2019 performance
C&A Together across Europe
Our long-standing community giving programme, C&A Together, channels C&A
Foundation[1] funds, and now Laudes Foundation funds, into charities nominated by local
C&A retail organisations to support the wellbeing of children. This allows us to leverage
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, 122 diﬀerent initiatives in 18 European countries received €2.68 million between
March 2019 and December 2019. C&A Foundation[2] funds were distributed to a number of
charitable organisations.

[1]

In January 2020, C&A Foundation became part of Laudes Foundation.

[2]

In January 2020, C&A Foundation became part of Laudes Foundation.

Brazil

Case study: Helping migrant workers in Brazil
The Instituto C&A volunteering programme at C&A Brazil’s headquarters has been in place
for ﬁve years. C&A Brazil maintains a volunteering committee, with representatives from
each C&A division. In 2019, some 2,452 employee volunteers participated in 444 events,
almost 100 more events than the previous year. As before, the events extended beyond
the headquarters location to include friends and family members for even greater positive
impacts.
Instituto C&A[1] also supported 127 charities during the year. Looking ahead, C&A Brazil
will maintain the partnership with Instituto C&A for volunteering, with the aim of
continuing to grow employee engagement and the number of people served through a
variety of volunteering events. From 2020 onward, stores and distribution centre
employees will begin volunteering to supported activities connected with the fashion value
chain.
In 2019, Instituto C&A continued collaborating with the organisation Missão Paz to
promote the rights and empowerment of immigrant workers through advocacy for public
policies, social and legal assistance, and labour integration support. During the year, the
organisation supported people rescued from slave labour, helped at-risk children be
enrolled in school, and assisted 1,149 immigrant workers in the fashion supply chain,
among other actions.
The partnership between Instituto C&A and Centro de Apoio e Pastoral dos Migrantes in
2019 enabled the institutional strengthening of the organisation, contributed to 21
community structures to prevent forced and child labour, helped 7,622 workers participate
in rights and training programs, and helped 54 women and men receive training and
employment with viable livelihoods.
In 2019, Instituto C&A also began a partnership with the non-governmental organisation
SEFRAS (Serviço Franciscano de Solidariedade), working directly with others to shelter
migrants rescued from slave labour and raising awareness amongst those who interact
with migrant workers.

[1]

In January 2020, the programmatic work of Instituto C&A became part of the fashion
programme of Laudes Foundation.

Where next?
Giving back and volunteering
The C&A Together giving programme in Europe will continue in 2020 to support charities
identiﬁed by local C&A retail organisations. Likewise, C&A Brazil will maintain the

partnership with Instituto C&A for volunteering, with the aim of continuing to grow
employee involvement and the number of people served through a variety of volunteering
events. And C&A Mexico will continue supporting local charitable organisations with in-kind
donations and volunteering events.

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, so we
partnered with C&A Foundation[1] and Save the Children to provide emergency and
ongoing disaster relief to aﬀected families, children, and communities.

[1]

In January 2020, C&A Foundation became part of Laudes Foundation.

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 resilience of communities — and immediate, lifesaving emergency response to
humanitarian crises.
Save the Children is the world’s leading independent organisation for children’s rights. The
organisation's emergency response work supports interventions that enable people
aﬀected by disasters to lead decent and digniﬁed lives. It focuses on fast and ﬂexible
funding that is used to seed-fund operations of Save the Children and to attract other
funds to the response.

Urban resilience and disaster risk reduction

The urban resilience and disaster risk reduction (DRR) work funded by our partnership
focuses on urban communities and schools in four countries (China, India, Bangladesh, and
Mexico). It aims to increase the resilience of schools and informal settlements in helping
them to be prepared for natural disasters and everyday risks. As of the close of 2019, we
have helped Save the Children to build the capacity of individuals and organisations in four
states In Mexico, three cities in Bangladesh, two cities in India, and in one province in
China.

Our 2019 performance
Helping children and families across the world
Over the past ﬁve years, C&A Foundation[1] has provided partnership funding of over €16
million, not including the additional funds donated through marketing and employee
campaigns. This has contributed to assisting over 28 million people worldwide, including
over 13 million children, since 2015. In 2019 alone, the partnership reached nearly 2
million people, of whom around more than 1.1 million are children. In addition, C&A
Europe and C&A Mexico raised a total of almost €1.1million in 2019, through cause-related
marketing, donation boxes, and other campaigns in stores and with customers and
employees. In 2019, the partnership was renewed with an additional €3.36 million.
Since January 2018, Save the Children have responded to 20 disasters and established the
Children’s Emergency Fund, thanks to which we responded to another 22 emergencies. In
2019, together with the responses started in previous years and with the Children's
Emergency Fund responses, Save the Children was able to reach more than 20 million
people with the support of C&A Foundation[2]. Responses in 2019 included:
Mozambique – Cyclones Idai and Kenneth in March 2019 - Tropical cyclone Idai made
landfall, causing enormous damage and aﬀecting over 2 million people. A month later,
cyclone Kenneth devastated the southern part of the country. The Children’s Emergency
Fund aimed to help about 220 families to recover from the impact of the cyclone and
rebuild their homes by contributing funds towards the construction of semi-permanent
safe shelters for the most vulnerable families. Other support included a Child Friendly
Space and activities set up by Save the to help children recover from the trauma. In total,
the emergency response by Save the Children reached almost 800,000 beneﬁciaries.
India - Cyclone Fani hit Puri, India, aﬀecting 3 million families with children. The fund
provided housing, food, education, and protection measures for children.
Democratic Republic of Congo – When the Ebola outbreak in this conﬂict zone aﬀected
more than 80,000 people, over half of whom were displaced, the fund provided
comprehensive health support.

Sharing what works
C&A Foundation[3] 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
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 four country programmes within the Save the Children global network,
with online communities of practice, and also with the global DRR and Resilience sector.
Creating global and regional dialogue to strengthen the sector is an important focus of this
programme.
Read more in the C&A Foundation 2019 Annual Report

Responding to the refugee crisis in Myanmar
Over a million Rohingya refugees have ﬂed violence in Myanmar and since 2017, more
than 740,000 Rohingya have ﬂed Myanmar across the border into Bangladesh, according
to UNHCR. In this tragic crisis, over half of the refugees are children, according to UNICEF.
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. After carrying out an in-depth due diligence process to assess
all potential risks and their consequences, we have decided to continue to source from
Myanmar for the time being. This decision, however, is subject to be revised in the future
depending on how the situation in that country evolves and on our ability, as a responsible
company, to continue carrying out due diligence and identify evolving risks. For these
reasons, we will continue to closely monitor the developments in Myanmar and reserve
the right to reassess our approach.

[1]

In January 2020, C&A Foundation became part of Laudes Foundation.

[2]

In January 2020, C&A Foundation became part of Laudes Foundation.

[3]

In January 2020, C&A Foundation became part of Laudes Foundation.

Helping the most vulnerable children
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.
Between December 2017 and February 2020, C&A customers contributed to the donation
of over €3 million to Save the Children.
In addition, C&A Brazil provided humanitarian assistance separate from Save the Children
to 1,180 people following ﬂoods in the São Paulo, Sergipe, and Minas Gerais states.

Where next?
The partnership with Save the Children aims to provide over €3 million in 2020 to support
children and families in dealing with disaster recovery and resilience. In addition, the
Children’s Emergency Fund has set a goal to raise €2 million in 2020, towards an annual
target of nearly €2.5 million by 2021. To drive greater awareness and engagement among
customers and employees, C&A has designed a logo to use for external communication
about our partnership, such as in stores.
Laudes Foundation will support Save the Children with an additional €4.5 million to support
disaster risk reduction and urban resilience programs until 2023 in four countries: China,
India, Bangladesh, and Mexico). An additional €1.5 million in funding will go directly to
global humanitarian disasters.

