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The role of business is changing; Business to Sustainable Business...

“At Patagonia, making a profit is not the goal
because the Zen master would say profits happen
‘when you do everything else right’.”
-Yvon Chouinard
Founder, Patagonia

“We generate wealth for the people. What comes
from the people must, to the extent possible,
therefore get back to the people.”

-Bharat Ratna, JRD Tata
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Project SU.RE: Moving forward with sustainable fashion in India ...

e

16 of India’s leading fashion and retail brands

commit to Project SU.RE., contributing to a /

clean environment 1. Complete understanding

|

of environmental impact
: of garment produced

. 2. Development of

: sustainable sourcing

i policy for prioritising and

l utilising certified raw

i material

. 3. Right decision-making about
: raw materials and
traceability

. 4. Effective communication
: on sustainability initiative

: to consumers and media

i 5. Shift a significant

i percentage of supply
chain to sustainable

1 supply chain by 2025

 Project SU.RE (Sustainable Resolution) - A five
point agenda for the apparel industry to move
towards fashion that contributes to a clean

: environment, launched by Smriti Irani A .

___________________________________________________________________________________

I

g

Source: https://economictimes.indiatimes.com/magazines/panache/smriti-irani-launches-project-su-re-at-lakm-fashion-week-
aims-at-making-style-more-sustainable/articleshow/70885916.cms?from=mdr
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Patagonia: Environmentally-conscious and socially-responsible ...

Patagonia’s Mission Statement

YOU se o pass £ cn”

Jacket’

‘Don’t Buy This

Campaign

v

Profit jumped 30% in

2012, capturing new

customers rather than
existing customers

~

~

d

o High-Quality
' Products that Last

To build the best product, cause no unnecessary harm use business to inspire and
implement solutions to the environmental crisis

o o o o e e - ————

Patagonia’s
§ Business Model

Objective of
both models:

Building high-
quality
materials

Minimizing
company’s
environmental
impact

Developing

long-lasting

relationships
with consumers

————————————————————————————————————————————————————————————————————————

Patagonia’s
Operating
Mode

d

o " Raw Materials )

! Selection

__________________
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Walmart: Sustainability Index Program (SIP)...

______________________________

Sustainability Index gathers and analyses information across a products’ -~ Till December 2017. index
lifecycle .. ! R covered: o |
1 Sourcing, manufacturing, ( Selling, customer usage, and ‘:i . 125 ) § l
l transporting i i end-of-use ! — + categories pEi= i
=5 e P ha ® 70% goodscame , o 1,800
: .? r | | N i . - .
! \-_ | | w ' from suppliers that\._._ Suppliers:
. j ) (oo / X E \part1c1pated in SIP )
/ Walmart’s commitments N ,/ SUCCESS STORY \\\
'/ towards SIP \‘. J Walmart + Intradeco (Walmart’s leading apparel \|
i In 2005, committed to their customers i : supplier) = !Every Da}’ LOYV, True Cost (EDLTC) T-shirt :
! to sell products that sustain people and i Using Sustainability Index Program :
l environment .1 = Traceability
| In 2009, committed to create a L !
: Sustainability Index establishing ! !
: baseline and track progress against goal | ! = Re-use of 30% of process water !
! @ In 2012, committed to buy 70% of goods i i i
: sold in U.S. stores from suppliers who S % ren ner !
: participated in SIP, by 2017 ! 50% renewable ene gy used !
| Impact created '+ = Display of EDLTC story on its products |
| Over 1,300 suppliers ¥ Essential message of EDLTC stor |
I .. . . Yy |
\ participated in FY 2017 and over | \ High quality, more sustainable products are part of the K
3,000 suppliers registered for SIP . . ,
in July 2017. SN Walmart everyday low price promise K

N e e = - - - - — N e e e o o e e e e — — — — — — — — — — — — — — — — — — — — — — — ——————————




Sustainability issues in apparel sector...

____________________________________________________________________________________

Apparel has 4t largest environmental impact after housing,
transport and food

N N N N N N R N N N e

®

Apparel sector’s

\

\ sustainability m

/ issues J
. \\; 4 \‘: é \‘: . Extensive \‘: r
| | ! .1 water ' Increasing
: : L o @7 ' depletion | ! GHG
. Increasing '+ structural ! o -
: use of - |1 facilities for | | 1,800 :  emissions
pesticide for ' | Pg?;a]pncgge . workers at gallons of Piré(g of
. cotton | | shopfloor, | | water= 1 il r1cCI
. production | | . ! E.g Rana | | 1pairof . . produced,
: L ' | PplazaCase ' ¢ denimsand . | especially
! L ! 1 increasing ! i polyester
L RN 2 /\_water stress ; \

_____________

e

_____________




Some interesting statistics for apparel sector...

e e e e e e e e e e e e e e e e e e e e e e e e e e e e
- ~

/" TRADITIONAL: 2 Cycles per year ", ~Average consumers bought.
' ' 60% more clothing in 2014

ROROREROREROEREOROEN® || than in 2000, keeping

| B h t half as |
. TYPICAL FAST FASHION: 50 Cycles per year ! each garment e 2eg ONe

@@@@@@@@@@

_____________________________________________________

- - o

It takes 2,700 litres of water
to make one cotton shirt

I
|
1

Enough water for o S—
1 person to drink $—8) | mocnoven AATS AU

:\ for 2.5 years

2V, 1 TEXTILES IN20%5 EMISSIONS
_____________________________________ s Polyester production is carbon
Source: World Resource Institute (WRI) \]ntenS'IVe

= o o o e = e = e e e e e e -
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Materiality across apparel sector (1/2) - Puma...

|
Control chemical use
and discharge
I
|
Improve water use
and management
]
| PUMA'S MOST
|
Improve energy
efficiency and
CO, emission
' |
I ; s u m Environment
mprove product design
and development = Corporate I
B Supply Chain |
| m Product I
u
Improve product guality |
I
—_— _— —_— _I_ _— —_— _—
( s I
I Not allow child and forced | |
labour in the supply chain I \

_—_—_—__‘

|
Strengthen brand
positioning

Fight against corruption

Address supply
chain transparency
and performance

Improve workers’
health and safety

Focus on responsible

sourcing of raw materials

||
Work towards paying
a living wage

D e

‘n

-

/
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Materiality across apparel sector(2/2)

- Arvind Limited...

IMPORTANCE TO STAKEHOLDER

2.0

4.0

3.0

2.0

1.0

2.0

IMPACT ON BUSINESS

3.0

Regulatory & Legal Challenges
Waler Use B Management
e
Climate Cthange Risks Communication & Engagement
- o nal .
+
mﬁwﬂﬂmﬂ o Chain Engagement and I
Product Lileoyde Use impact Ui s
mmb — I N S - -
) Employee Health, Safety & wellness | a
A vaapendon - ¥ fucl sanogement @ I Recnutment & Retention A Qomer
m\‘+ Wasle Management &
CUSTOmE Privacy = o Prodeict Pricing
Compensation & Benefits Standids
Customer Health & Salety L * POl Chan Stor %‘&
Ditversity & Equal Opporunity Sharethoked fngagement »  Raw material Demand
Discosure & Labeling X = Mew markets
Exerutive Compensation
Imnrw n —mh
from Faclities [ |
Prodict Socketal Vakie a Marketing f Ethical Adveriising
ADCESS [0 Serviees »
i o

4.0 5.0
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Risks and mitigation strategies... (1/2)

- ————— - ————— - —

- ——— = —

____________________

Risk

____________________

____________________

Risk

____________________

____________________

Risk

____________________

____________________

____________________

- —— - N ————

S ————

Risks possessed due to
sustainability issues

Failure to ensure
timely delivery of
supplies

Failure to comply
with existing
environmental and
legal norms,
investor confidence

Poor sustainability
performance of
investments

Failure to
understand market
dynamics

Global Reporting Initiative (GRI)

Ethical Trading Initiative (ETI)

Fashion Industry Charter for
Climate Action (FICCA)

Global Organic Textile Standards
(GOTS)

HIGG Index
(Product/Brand/Facility Tool)

WRAP certified facility

Bluesign  Fair Trade

Ry
Organization
Operations

S e e, e, e, ,r e, e, e, e, e, e, e, e, —m—m————

e
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Mitigation strategies and benefits... (2/2)

______________________________________

1
I
I
I
I
|

Strategic planning for
sustainability across organization
with ‘Sustainability Strategy’

v |
Materiality assessment and disclosure of
impacts through transparent reporting

Sustainability maturity assessment of an
organization across triple-bottom line

Supply chain approach and supplier
evaluation on sustainability criteria

Usage of organic cotton or locally |
procured cotton and other raw materials |

Fair wages and prices

Stringent policy framework

______________________________________

______________________________________

Cost reduction due to supply chain
stability

Increased customer confidence due to
transparency

Lower cost of capital

Legal and social license to operate

______________________________________

—

______________________________________

____________________________________

Leverages from
creation of
brand value

__________________

o
Cost saving
strategy %

————

e

)
Q

ua
—_
o

eI



Illustrative

Mapping of suppliers across supply chain is of prime concern...

Profit Impact

Leverage Items

strategies

Non-Critical Items

1. Product
standardization

1. Targeted pricing

2. Abundant supply

2. Process efficiencies

Supply Risk

2
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by
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Look for
alternatives

A

Capacity Continue
building

Non-critical
items

v

ESG Risk (Low to High)

Page 11



Thank you...

Contact us : o o @

Indra Guha www.ttcglocal.com
Partner- Sustainability & Climate

Change

E: indra.guha®@ttcglocal.com

M: (+91) 98714 30769

7N AAI000

UAYAY Licensed Assurance Provider
7 000-223

Thinkthrough Consulting (TTC)
Building no. 30, 2" & 3 floor,
Basant Lok Community Centre, .
Vasant Vihar TTCis

. . AccountAbility licensed
New Delhi 110057, India assurance provider



https://twitter.com/ttcglocal
https://twitter.com/ttcglocal
https://www.facebook.com/TTCglocal/
https://www.facebook.com/TTCglocal/
https://www.linkedin.com/company/9410294/
https://www.linkedin.com/company/9410294/
https://www.youtube.com/channel/UCgKouOgqDdP0Ugf8wd9DuwA
https://www.youtube.com/channel/UCgKouOgqDdP0Ugf8wd9DuwA
http://ttcglocal.com/home
http://ttcglocal.com/home

