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Welcome 
There’s something about birthdays and anniversaries that 
stimulates reflection. With the tenth anniversary of Textile 
Exchange, I’ve been contemplating the positive impacts 
TE has had in the sustainable textile industry, particularly 
with cotton. We’ve increased the amount of land in 
organic production, and, with the accompanying benefits 
of food security, water purity, and biodiversity, we’ve seen 
livelihoods transformed. There is also a growing consumer 
awareness about these important issues, and a greater 
number of brands and retailers are implementing more 
sustainable fiber solutions.

It is also interesting to note that some of the key issues 
we’ve been talking about over the past 10 years are still 
top of mind, and they create barriers to stable growth now and into the future. Conveying fair prices 
to the farm gate, prioritizing seed security, and sending clear messages about market conditions for 
planning and contracts remain core issues.  

The 2011 Organic Cotton Market Report takes a look at some themes we must address to build a 
stronger foundation for a rapidly growing industry.

There is a Disconnect between consumers and producers: 81 percent of TE 2011 Market Survey 
respondents reported that they were expanding their organic cotton programs. This message is not 
getting delivered to the farm gate.

More brands and retailers are offering a greater array of sustainable choices for consumers—but it’s 
abundantly clear that they lack effective systems to collect usage data for organic cotton and other 
sustainable textiles. Because this information helps TE establish future trends that support the entire 
value chain, we’re faced with a Data Conundrum. We truly appreciate those companies that have 
invested in IT systems that enable the delivery of timely and accurate information. More companies 
need to step up!
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We’re still taking about fair prices—especially at the farm gate. While there are a number of programs 
with business models that allow farmers to receive a fair price for their crops, as seen in the 2011 
Farm and Fiber Report, some farmers are still not getting any return on their investment for producing 
organic cotton. We must reconcile Price vs. the True Cost of Sustainability and recognize the 
importance of Intimacy and Commitment in our business model to keep our industries healthy  
and vibrant. 

The good news is that, just as we have in the past, we will work together to make a difference. 
Collaborative innovation will help us address seed security and build consumer awareness, both action 
items that came out of the organic cotton round table convened at the 2012 Sustainable Textiles 
Conference held in Hong Kong.

By acknowledging the Interconnectivity between farmers, manufacturers, brands, and retailers, and 
by using the powerful industry-wide tools at our command (such as the Sustainable Apparel Coalition’s 
Higg Index), I know we will be able to say we found fresh and creative solutions to key industry issues 
before another 10 years pass.

Best,

La Rhea Pepper 
Managing Director 
Textile Exchange
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Looking Back on a Year of 
Contradictions

The year 2011 was full of contradictions. On one hand, as an interconnected group of industries, we 
made great advances. The textile, apparel, and footwear industries continued to collaborate on and 
adopt game-changing programs like the Outdoor Industry Association’s Eco-Index (now the Sustainable 
Apparel Coalition Higg Index). Greenpeace’s Detox and Dirty Laundry campaigns led to the formation 
of the industry-led Zero Discharge of Hazardous Chemicals program, a consortium of brands and 
retailers who have committed to Zero Discharge by 2020. This program began at the end of 2011, 
when committed brands collaborated and published a joint roadmap to achieve this ambitious goal. 

These industries also rapidly embraced a broader cotton portfolio, one that spans certified organic 
cotton and non-genetically modified seed to initiatives that improve the way conventional cotton is 
farmed—environmentally, socially, and economically.

On the other hand, we also suffered some serious setbacks. These have been felt most acutely in the 
supply of certified organic cotton. For the first time in 10 years, organic cotton production dropped—
by a whopping 37 percent.1 This poses an interesting challenge for the 81 percent of companies 
indicating that they plan to expand their organic cotton programs each year for the foreseeable 
future. Where exactly is this fiber going to come from? Will it meet geographic, quantity, and quality 
requirements?  

And finally, there are many things we wish would change—that simply must change—to ensure 
the long-term viability of our farmers, manufacturers, brands, and retailers. Most of these issues sit 
squarely in the area of fundamental business practices: the almighty gross margin, the methodology 
of company valuation, the mysterious world of stock prices and profit and loss statements, and the 
slow development of commitments and partnerships within supply chains—especially at what PUMA 

Despite the fact that 81 percent of brands and retailers responding to the Textile Exchange 
(TE) 2011 Market Survey indicated they plan to expand their use of organic cotton, organic 
cotton production was down 37 percent in 2011.
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refers to as “Tier 4” in their Environmental Profit and Loss statement.2 This is the level of oil wells, 
cattle ranchers, and cotton fields. The level at which most environmental and social impacts are likely 
to occur. The level at which most brands and retailers have the least direct knowledge and the least 
amount of control.

The continuing challenge is to bring all companies in the textile value chain along for the sustainability 
journey, helping them take the environmental and social effects of their actions into consideration as 
they work toward creating positive impacts while minimizing negative impacts. 

Change is vital given the huge and unsustainable economic, environmental, and social costs of current 
textile production methods as well as a projected global population of more than nine billion by 
20503—all of whom will need clothing and other textiles for basic survival. 

While we’ve made some remarkable strides as individual organizations and as a collaborative group 
of industries, if this planet is going to survive, let alone thrive, the hallowed practices that have made 
business what it is today must be examined, dissected, and reimagined. As legendary Sierra Club 
executive director David Brower once said, “There is no business to be done on a dead planet.” The 
time for real change is right now.

Looking Ahead 
Key factors affecting the industry include:

•	 Population growth. Most consumers require clothing for practical reasons, and output rises 
(1.1 percent in 2011)4 as world population grows.

•	 Increases in disposable income. Developed economies have started to recover from the global 
recession, and the economies of many countries in the developing world are currently growing 
beyond pre-crisis trends. Increasing economic strength should translate into greater expenditure 
on textiles and clothing. 

•	 Consumer preferences. Consumers consider need, utility, price, perceived value, identity, 
personal and cultural values, and aesthetics when looking to buy. Companies need to tell their 
organic and sustainable materials stories so that conscious consumers know where to direct 
their loyalty.
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•	 Consumption and disposal patterns. Projected increases in population combined with “fast 
fashion” and its inherently short product life cycles, along with limited solutions for end-of-life 
recovery, make waste and landfills both business and environmental issues.

•	 Shifts	in	production	to	countries—or	to	areas	within	a	given	country—with	lower	costs. 
Not only are companies continuing to search for manufacturing regions with lower input and 
labor costs, such as Asia and South America, but production is shifting within countries like 
China where costs in inland areas are less expensive than their coastal counterparts.

•			Reshoring. Conversely, brands and retailers are also questioning the strategy of “chasing 
cheap” as a viable business model. As product material and manufacturing indices highlight the 
impact of transportation on carbon dioxide emissions, many smaller companies are starting to 
bring manufacturing closer to home, reversing the offshoring trend.

For 2011 and beyond, Euromonitor International’s apparel research reveals that retail sales will continue 
to grow, despite continued global economic uncertainty. In 2011, global growth exceeded 5.1 percent 
to U.S. $1,513.1 billion, and positive performance is expected to continue into 2016. Not surprisingly, 
China will see the highest value growth rates in apparel, while Western Europe is predicted to 
underperform on a global level, with flat development expected from 2011 to 2016.5

Apparel in the United States experienced a continued if mixed recovery in 2011, made more 
challenging by the volatility and unprecedented highs in cotton and other materials pricing. Value sales 
increased overall, partly due to inflation, with particularly strong growth for fashions as consumers 
loosened their purse strings against an improving economic background. Though U.S. apparel 
manufacturing is limited, the higher costs faced by apparel companies had a profound effect on the 
industry globally. From cotton and other raw materials to labor costs in developing countries to fuel 
and transportation charges, the cost of doing business increased greatly in 2011. The still recovering 
average U.S. household was deemed too fragile to bear the full extent of these increases, especially as 
many are still hunting for value elsewhere. However, luxury brands saw their consumer base return to 
form, and higher sell-through of luxury apparel also boosted price inflation there.6

Accelerating Sustainable Practices
The mission of TE is to inspire and equip people to accelerate sustainable practices in the textile value 
chain, and we facilitate global relationships between material producers and material consumers to 
help deliver this vision. In the world of cotton agriculture, we promote fairly traded organic cotton 
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systems as the “gold standard.” We also recognize the important role other initiatives, such as the 
Better Cotton Initiative, Fairtrade, and Cotton made in Africa, play in making cotton agriculture a more 
sustainable endeavor. We encourage brands and retailers to use diverse sourcing strategies, keeping 
organic firmly in the mix and prioritizing Fairtrade Organic where available. Ultimately, initiatives 
with lower barriers to entry are a step in the right direction and can play a critical role in improving 
conventional farming and helping brands make the transition to organic. 

Questioning Conventional Wisdom

Disconnect 
There is a disconnect between supply and demand, between business growth and the resource constraints 
imposed by a burgeoning global population. Brands and retailers all report that they anticipate increasing 
the options in their sustainable cotton portfolios—organic in particular. Yet with a few notable exceptions, 
they are not taking steps to enter into more transparent and engaged relationships within the value 
chain down to the farm-gate level. Effective approaches range from communicating seasonal materials 
and product forecasts and developing closer relationships between manufacturers, fiber suppliers, and 
farm groups to formally or informally committing to purchase fiber. Farmers, without clear direction from 
brands and retailers—for organic cotton in particular—are increasingly choosing to plant different crops 
or shift toward other cotton options like BCI, where farmers see a clear demand. Responses to our survey 
indicate that companies intend to increase their purchasing of all types of more sustainable cotton.

This year’s Organic Cotton Market Report calls out five critical and interrelated issues.   

Fairtrade Organic 31% 

Cotton made in Africa 19%

CottonConnect’s More Sustainable Cotton 13%   

Other/no response 6% 

81% Organic

53% Better Cotton Initiative  

19% Fairtrade 

16% Cotton in Conversion (transitional organic cotton)  
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The Data Conundrum 
Over the past 10 years, TE has collected information from farmers about where cotton is being grown 
and how much is being produced, and then reported this data to brands and retailers. Data can 
catalyze changes in purchasing behavior and adoption of more responsible business practices. We’ve 
seen sector growth and achieved a certain level of sector maturity. We’ve seen amazing community 
transformation in cotton-producing regions, including increased income, education, and stability. But 
all this data hasn’t stimulated the business transformation to the degree for which we were aiming. 

While everyone wants data, very few brands have systems in place to collect it and then report back in 
turn which types of cotton and how much of it they’re using. So we have to stop and ask: What kind 
of information will break through the disconnect and transform business practices in a truly meaningful 
way moving forward? Do brands and retailers need more or different kinds of data? Do they need 
stories that provide context for the numbers and a deeper connection to the value chain?

Price vs. the True Cost of Sustainability
Systemic change incurs cost, especially in early stages when it takes more time, effort, and training to 
remove chemicals or sequester water and carbon. We can’t expect more sustainable products, processes, 
chemistry, or value chains to be free. Just as fitness requires getting up off the couch and breaking a 
prolonged sweat, business transformation requires prolonged investment of time, resources, and energy. 
This investment results in a more efficient supply chain, where risks are reduced, supply is more stable, 
and prices are less volatile. It pays off in the future. We also need to embrace full-cost accounting that 
takes into consideration the monies required for restoring depleted resources—in as much as that is 
possible. As more companies adopt Environmental Profit and Loss, they will see their environmental 
impacts more clearly, and they can work together to create common solutions to critical, industry-wide issues.

Intimacy and Commitment 
Intimacy and commitment are hard enough in our personal relationships. Why would we want 
to introduce a level of vulnerability into our supply chain partnerships? Because in order for all 
stakeholders in the textile value chain to thrive, we must recognize our interdependence. Our actions 
must be guided by respect for the true value of every player, empathy for the challenges each faces, 
and open and honest communication. With courage and compassion comes connection. “I” becomes 
“we.” As in “we’re all in this game together.” As in “my success is your success.” As in “there’s no 
time like the present to reimagine a shared future.” “A Grower’s Perspective” illustrates how this 
perspective of shared risk and shared reward plays out when business partners decide to commit. 
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A Grower’s Perspective 
Growing cotton organically has a unique set of issues that challenge 
us as farmers. Most know and understand the on-farm production 
concerns of weather, weeds, insects, equipment, and labor. I want to 
address the issue of market stability. 

My greatest fear is I will do all the right things to produce a crop 
and then not have anyone buy it. This fear comes from the fact 
that my entire farm is rain-fed. This means my yields vary widely 
and unpredictably. At the same time, I understand that buyers and 
manufacturers need a steady, consistent supply to run their businesses. 
At times, this stumbling block seems insurmountable. 

The solution for my operation came from communication and trusting 
relationships with buyers. The start was an honest face-to-face 
meeting with Anvil Knitwear, the major user of our cotton, in which we laid the cards on the table 
for all to see. 

They explained how they could make adjustments in programs and blends, and communicate 
with retailers on our behalf to keep a steady demand for a varying supply. We farmers recognized 
the need to communicate changing crop conditions so that customers have as much lead time as 
possible to adjust to variable supply. This was, to be blunt, outside-the-box thinking. They were 
willing to adapt, just as we must with each new weather event on our farms. We are farming together. 

The change was a move from the “I” perspective to the “We.” The obstacles facing organic 
cotton production can be overcome when we reach the point where we have business and 
personal relationships that are built on a foundation of truth and trust. It is a great feeling 
knowing my buyers are up late at night watching the radar to see if it is raining on my farm.  
It makes me sleep better. 

Source: Textile Exchange Farm and Fiber Report 2010-11

Carl Pepper, Texas Organic Cotton 
Marketing Coop
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Interconnectivity
Decisions are often made in offices far from factories or farms, and they have far-reaching impacts—
from the seeds that are procured, the equipment purchased and used, the expertise of the workforce, 
and the net impact on people and their communities. These decisions can lead to positive or negative 
outcomes, and understanding that a single material choice may save water but increase waste enables 
everyone to make more intelligent, informed decisions. 

Here are just a few of the interconnected tools and groups that have been developed to address 
environmental, social and economic issues or business: 

•	 Sustainability	Working	Groups	within	the	Outdoor	Industry	Association	and	the	European	
Outdoor Group

•	 Sustainable	Apparel	Coalition	and	The	Higg	Index	1.0

•	 Nike	Material	Sustainability	Index

•	 PUMA	Environmental	Profit	and	Loss	

•	 Zero	Discharge	of	Hazardous	Chemicals	and	Roadmap	to	Zero

Working together is the key to creating positive, industry-wide solutions. Precompetitive collaboration 
between companies, especially as it relates to social and environmental issues, helps create scalable 
solutions much faster than a single company ever could.

While this report provides the usual data you’ve come to expect, more importantly, it is a call to action 
for responsible businesses—those that genuinely want to reduce their impact on the environment and 
improve socioeconomic conditions around the world while optimizing investments in organic cotton 
agriculture. 

•	 Increase	the	development	and	supply	of	organic	and	non-GMO	seed.

•	 Improve	trade	relations	for	all	more	sustainable	cotton	growing	systems	—recognizing	the	value	
added by farmers and committing to mechanisms that stabilize business in the textile value 
chain, starting at the farm.

•	 Create	food	security	for	farmers,	and	identify	additional	ways	for	trade	to	build	shared	value	in	
rural communities.  
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As we spun disparate threads of information together to knit this report, we also realized  
that it is a call to action for Textile Exchange. We must reconsider when and how we collect 
and report data, and better align ourselves with the needs of our membership to deliver 
more value. So as you read this report, reflect on the past, and envision the future for your 
own company as well as the global community, please tell us: How can TE help you transform 
your business to build an equitable and sustainable future for cotton agriculture?

Snapshot of Cotton Initiatives 
Source: Textile Exchange Farm and Fiber Report 2010-11

Each initiative within the sustainable cotton community fills a different niche and provides an 
opportunity for supply chain partners to engage in “more sustainable” cotton production, no matter 
where they are in their journey. 

Shared values and goals: 

•	 Recognize	the	need	to	improve	the	environmental	and	social	impacts	of	cotton	production	and	
bring improvements to scale. 

•	 Encourage	more	transparency	within	cotton	supply	chains	and	greater	brand/retailer	
involvement.

•	 Rely	on	a	mix	of	charity/nonprofit	sector	and	business	sector	commitment	and	financial	
contribution. 

•	 Formalize	criteria	to	meet	the	requirements	of	the	International	Labour	Organization	(ILO).

•	 Develop	procurement	policies	at	the	brand	level	that	consider	the	business	security	of	the	
supplier community, and create partnerships or contractual agreements with mutually beneficial 
terms and conditions that support farmers’ ability to invest in their businesses. 
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The Importance of Integrity
You can’t see organic: Cones of conventional and organic yarn look just the same. Creating change 
on the farm requires buying organic, and it also requires verifying you are getting the organic products 
you paid for. Every player in the supply chain is responsible for maintaining the identity of raw materials 
from fiber to finished product. Many countries have truth-in-labeling laws requiring companies to back 
up any claims they make. Verification through certification to a recognized chain-of-custody standard 
protects your investment and ensures change is really happening in the field.

The OE 100 and OE Blended standards were written to support organic content claims, from five 
to 100 percent, and more than 2,000 manufacturers are already certified to these standards. The 
standards track the raw material from the fiber to the finished product. In 2013, the Organic Content 
Standard will replace the OE standards and will verify organic claims for all fibers, not just cotton. 

Certified Organic 
Organic agriculture is based on the principles of agroecology and replaces agrichemicals with natural 
methods and botanical products for building soil fertility, water quality, and efficiencies, and for 
controlling pests. Organic farming is the only agricultural method covered by international regulations 
and guidelines. Achieving certified organic status may require up to three years to transition from 
conventional practices and land use. In terms of social impact, organic certification cannot be achieved 
if ILO standards are breached. Certification must be obtained at the farm level to achieve organic status 
of the raw material and must be tracked through the supply chain to ensure the organic status of the 
final product for consumer labeling. 

Fairtrade 
Fairtrade is based on a partnership between consumers and producers’ cooperatives in the developing 
world, offering a better price and improved terms of trade for agricultural products. Fair trade 
certification is third-party assured to meet socioeconomic and environmental standards—addressing 
aspects of environmental sustainability, banning GMOs and certain chemicals, and operating on a 
performance improvement principle to address environmental impact. Fairtrade cotton must also comply 
with recognized social and labor standards during material processing and manufacturing stages.
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Cotton made in Africa
In order to be labeled Cotton made in Africa (CmiA), smallholder farmers and cotton companies must 
comply with CmiA standards that ban the use of GMOs and restrict the use of certain agrichemicals, 
and commit to continuous improvement. Compliance is verified every two years by independent 
organizations. Since the majority of cotton from Africa is exported, CmiA tracks the cotton through the 
supply chain but does not place additional requirements on the processing or manufacturing stages of 
textile production.

Better Cotton Initiative
The Better Cotton Initiative (BCI) is a multi-stakeholder initiative aimed at improving the way 
conventional cotton is farmed. BCI is GMO-neutral and promotes integrated pest management, 
which requires more conservative application of pesticides and fertilizers. BCI focuses on improving 
the efficiency of irrigated water supplies and addresses labor issues by requiring compliance with 
labor standards set by the ILO. BCI membership is on a voluntary basis, with financial support for BCI 
training and delivery programs provided by retailer and brand members, the Swiss State Secretariat 
for Economic Affairs (SECO), and the Better Cotton Fast Track Program (funded by ICCO, IDH, and the 
Rabobank Foundation).

Focusing on Organic Cotton 

We know organic cotton delivers clear benefits within sound business models. The global community—
consumers and civil society as well as farmers and their families—benefits from a healthy organic 
agricultural sector. Scientific research continues to prove that organic agriculture holds the key to 

The most important takeaway for stakeholders this year is to commit to protecting the 
global organic cotton sector. 
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sustainable farming in a resource-constrained world. Organic agriculture stabilizes fragile soils, 
conserves biodiversity, uses precious water more efficiently, mitigates carbon emissions on our warming 
planet, contributes to food security, and improves yields for resource-poor farmers in developing 
countries. All these positive benefits are necessary for viable farming in the future. Organic is one area 
where past investments from brands and retailers continue to deliver straightforward value:

•	 Organic	cotton	has	a	long	history	and	a	proven	track	record.

•	 At	present,	the	supply	of	organic	cotton	is	larger	than	the	supply	of	any	other	type	of	more	
sustainable cotton and is poised to grow further with clear market signals.

•	 Organic	cotton	fiber	is	available	globally	and	is	freely	accessible.

•	 The	concept	of	organic	is	easy	to	communicate	to	consumers.

Countries Number of 
Farmers

Area Under 
Production
(ha)

Seed Cotton 
Production 
(mt)

Fiber (Lint) 
Production 
(mt)

Bales
Fiber/Lint

Organic Global 218,966 324,577 438,220 151,079 693,454

Fairtrade

Brazil, Burkina Faso, 
Cameroon, Egypt, 
India, Kyrgyzstan, Mali, 
Nicaragua, Senegal

58,468
Data not 
available

53,372 20,281 93,091

Cotton 
made in 
Africa

Benin, Burkina Faso,  
Cote d’Ivoire, Malawi, 
Zambia

233,142 291,625 198,397 83,755 384,435

Better 
Cotton 
Initiative

Brazil, India, Mali, Pakistan 68,594 227,303 200,625 77,185 354,280

2010-11 Cotton Initiative Profiles and Production Figures 

Notes:
Data has been rounded to nearest whole number.
One bale is 480 pounds.
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Issues with Supply
For the first time in 10 years of collecting data, we saw a sharp decline in organic cotton production. 
India, the origin of almost 70 percent of our organic cotton, saw the greatest reduction. Four primary 
reasons underpin the fall:

•	 A	crisis	in	the	availability	and	purity	of	the	cotton	seed	supply,	the	result	of	the	increasing	
dominance of GMO cotton.

•	 Continued	economic	uncertainty,	which	keeps	commodity	prices	down	and	endangers	farmers’	
stability.

•	 Specific	to	India,	the	more	stringent	requirements	of	the	Agricultural	&	Processed	Food	Products	
Export Development Authority (APEDA) and its Tracenet service.

•	 A	shift	by	some	companies	from	established	programs	such	as	organic	and	fair	trade	to	newer	
initiatives offering a lower barrier to entry without fair prices associated with the initiatives. 

2006-07 2007-08 2008-09 2009-10 2010-11

1 Turkey India India India India

2 India Syria Turkey Syria Syria

3 China Turkey Syria Turkey China

4 Syria China Tanzania China Turkey

5 Peru Tanzania China USA USA

6 USA USA USA Tanzania Tanzania

7 Uganda Uganda Uganda Uganda Egypt

8 Tanzania Peru Peru Peru Mali

9 Israel Egypt Egypt Egypt Kyrgyzstan

10 Pakistan Burkina Faso Burkina Faso Mali Peru

Top Ten Organic Cotton Producing Countries
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Organic Cotton Fiber (Lint) Production Trend

Notes:
Data has been rounded to nearest whole number.
Total reported in 2008-09 as 175,113 adjusted in 2009-10 report to 209,950 mt due to review of India figure.
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But the news isn’t all bad. For instance, tighter regulatory control in India reduces concerns about 
the integrity of organic certification, while remaining authentic organic producers have a better 
opportunity to capture the market. 

Twelve out of 20 organic cotton-growing countries are expanding production significantly—in 
particular Benin, Brazil, Mali, Nicaragua, Kyrgyzstan, and Tajikistan. With the right investment and 
market signals, large projects are poised to take off in southern Africa, Pakistan, Syria, and the 
southeast Anatolia region of Turkey. Because organic agriculture addresses environmental degradation, 
food insecurity, and creation of higher-end markets, development agencies and private corporations 
are making these investments with a long-term vision of using organic agriculture to deliver sustainable 
development in regions with fragile environments and economies, and civil unrest. 
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Top Ten Users of Organic Cotton
The 2011 list of the top ten organic cotton-using brands and retailers globally is derived from the 
results of TE surveys and interviews.

Some companies had exceptional programs that resulted in a slight reshuffling of the rankings from 
previous	years.	H&M’s	ambitious	program	continues	to	keep	them	in	the	lead,	followed	by	C&A,	which	
itself had an outstanding year. Walmart did not submit data for the second year in a row. Overviews of 
each of the companies’ organic cotton programs are included on pages 19 and 20. 

One brand increased their volume by 100 percent, with most brands hovering around a 30 to 50 
percent increase. Several brands downsized their organic programs based on shifts to other cotton 
initiatives with very few cancelling their programs altogether. 

2007 2008 2009 2010 2011

1 Walmart/Sam’s Club Walmart/Sam’s Club C&A	 H&M	 H&M

2 Nike, Inc. C&A	 Nike, Inc. C&A	 C&A

3 Coop Switzerland Nike, Inc. Walmart/Sam’s Club Nike, Inc. Nike, Inc. 

4 C&A	 H&M	 Williams-Sonoma, Inc. Inditex (Zara) Inditex (Zara) 

5 Woolsworth’s South Africa Inditex (Zara)  H&M	 adidas Anvil Knitwear

6 Anvil Knitwear Anvil Knitwear Anvil Knitwear Greensource prAna

7 Coop Switzerland Coop Switzerland Coop Switzerland Anvil Knitwear PUMA

8 Greensource Pottery Barn Greensource Target Williams-Sonoma, Inc.

9 Levi	Strauss	&	Co.	 Greensource Levi	Strauss	&	Co. Disney Consumer Products Target

10 Target hessnatur Target Otto Group Otto Group

Top Ten Organic Cotton Users
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H&M		H&M	continues	to	be	the	biggest	user	of	certified	organic	cotton	in	the	world.	They	
started using organic cotton in 2004, and since 2007 have offered a range of 100-percent organic 
cotton garments. In 2011, they increased use of organic cotton by nearly 100 percent, and organic 
now represents 7.6 percent of their total cotton use. This increase, combined with the expected future 
growth in the use of Better Cotton, means that they are on track to meet their goal of using only more 
sustainable cotton by 2020.7

C&A		In	2011,	C&A	achieved	a	significant	increase	in	the	sales	of	its	Organic	Cotton	label	
garments across Europe. Unit sales climbed from 26 million items in 2010 to more than 32 million in 
2011, an increase of greater than 20 percent. The proportion of organic cotton products in the overall 
range	has	grown	to	about	13	percent.	In	the	current	business	year,	C&A	will	make	an	even	bigger	step	
forward in the sales of organic cotton products. Their aim is to double the annual sales to more than 
60 million organic cotton items. That target had originally been set for 2013 but will now be achieved 
one	year	ahead	of	time.	By	2020,	all	cotton	used	for	C&A	clothing	will	be	from	sustainable	production	
or controlled organic agriculture.8  

Nike  Nike began incorporating organic content into their apparel in 1998. Most of their products 
contain three to five percent organic fibers, and they also offer a 100-percent organic line. Although 
three to five percent may not seem significant, given the volume Nike is producing, the numbers are 
quite large—more than 16 million pounds of organic cotton in 2011. Nike has set a target to source 
100 percent sustainably grown cotton (Better Cotton or organic) by 2020.9

Inditex (Zara)  In 2011, Zara marketed 1.9 million units of 100-percent organic cotton in 
accordance with the OE100 standard. Zara also launched a blended organic cotton program in 2011 
and joined BCI to increase their options for more sustainable cotton sourcing.10

Anvil Knitwear  Anvil offers several lines of eco-friendly clothing. Its organic apparel is 
made with 100-percent certified organic cotton and has a carbon footprint 20 percent lower than 
conventional apparel. Recycled tees and tote bags, made of preconsumer recycled cotton, are certified 
carbon free by the environmental group Carbonrally. Sustainable tees and fleece are made from a 
blend of recycled polyester and organic or transitional cotton.11
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prAna  In 2011, 20 percent of prAna’s products were made with organic cotton. Aside from 
organic cotton, an additional 10 percent of their products were made from other sustainable materials.12

PUMA  PUMA’s entire team is working on achieving the company’s goal of having 50 percent of 
its international collections made of more sustainable materials by 2015. In 2011, about 16 percent 
of PUMA’s total apparel products were made of more sustainable materials such as recycled polyester, 
organic cotton and Cotton made in Africa, proving that the company is right on track to reach this target.13

Williams-Sonoma  In 2011, 12 percent of the company’s textile products were made 
with organic cotton, making Williams-Sonoma, Inc. a significant user of organic cotton among retailers 
worldwide. They introduced organic cotton textile products in 2007 and established processes to 
increase transparency in their textile supply chain. They became an active member of TE in 2007 to 
help drive more sustainable solutions and formalized their fiber policy in 2012. In the future, Williams-
Sonoma intends to maintain at least 10 percent or more organic cotton in their textiles, and they are 
seeking alternative, sustainable options for cotton to underscore their commitment to responsible  
fiber sourcing.14

Target  Target is committed to offering their guests an array of sustainable product choices. From 
2010 to 2011, Target steadily integrated organic cotton into their supply chain, and they are constantly 
collaborating with vendors and organizations across the industry to help educate themselves on new 
materials. In 2011, they became a founding member of the Sustainable Apparel Coalition, and they 
have partnered with the National Resources Defense Council in collaboration with key mills to identify 
opportunities to reduce the environmental impact of the textile manufacturing process.15

Otto Group  Seven Otto Group companies sold a total quantity of 364 tonnes of organic 
cotton in their assortments in the financial year 2010-11. The Otto Group aims to increase the amount 
of organic cotton processed to 450 tonnes by the end of 2011.16
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Projecting Market Growth
We calculated a cotton pounds increase of 19.4 percent based on data reported by the top organic 
cotton users for 2010 and 2011. We then forecasted 2012 usage for the market (omitting data from 
two new entrants because they lacked 2010 data) by taking each company’s growth percentage from 
2010 to 2011 and applying it to the 2011 pounds of organic cotton. Totaling this percentage and 
applying to the 2011 total pounds yields an increase of 32 percent. Note that 69 percent of the growth 
comes from the top three users reporting data. We can infer that 32 percent would be a minimum, 
assuming that nonreporting large users of organic cotton also increase at a similar rate.

While product assortment and retail prices are always variables in estimating market size, based on the 
growth rates, 2011 retail sales clock in at an estimated U.S. $6.8 billion, overshooting our estimate in 
last year’s report of U.S. $6.2 billion. If growth continues at the same rate, the market will reach  
U.S. $8.9 billion in 2012.

Global Retail Sales of Organic 
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Sharing the Road
As with any journey, it’s helpful to know where you’re going before you actually begin. However, as 
seems to be the case with far too many things—Tweeting for folks older than 50 or having kids, for 
example—there’s no definitive roadmap to establishing a robust organic cotton program. To provide 
insight into navigating the challenges, TE collected lessons learned from long-time organic cotton 
veteran	Patagonia,	as	well	as	from	the	top	three	users	of	organic	cotton	in	2011:	H&M,	C&A,	and	
Nike, Inc. These companies’ experiences with organic cotton also serve as a model for adoption and 
expanded use of other more sustainable materials.

More information on the organic cotton journey of these four brands as well as six additional 
companies—Veja, Dibella, Ethicus, hessnatur, Gossypium, and Anvil Knitwear—can be found in the 
original TE publication Future Shapers, which can be purchased online at http://textileexchange.
org/2012futureshapersbook.

Women organic cotton farmers in the fields, India
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Patagonia: Going 100 Percent Organic Cotton

•	 Privately	owned	company	allows	for	
more flexibility and ability to take risky 
business decisions. 

•	 Was	an	early	‘mover’	in	organic	cotton—
one of the first companies to convert to 
100 percent organic cotton.

•	 Able	to	go	back	to	long-term	organic	
cotton relationships and use those for 
input to current projects.

•	 Established	trusted	value	chain	
partners (especially spinners and textile 
manufacturers).

•	 Created	a	loyal	customer	base	by	
practicing what they preach (e.g. “Don’t 
Buy This Jacket” campaign).

My key advice for companies wanting to integrate organic cotton into their 
range would be to just start, but to do it in a way that what you adopt today, 
you’re not going to drop tomorrow. Start at a slow and steady pace, and 
stay committed to your environmental decisions. Start with initiatives that 
are aligned with your values, keep building small parts. This is a much better 
approach to building a program than trying to do too much all at once.

—Jill	Dumain 
Director of Environmental Strategy, Patagonia
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H&M:	Big	In	Organic	Cotton

•	 Constantly	increases	its	volume	of	organic	
cotton which creates a bigger market that 
supports cotton farmers globally.

•	 Promotes	more	sustainable	fashion	choices	
within a fast-paced industry that are 
accessible to a range of different customer 
groups (and particularly younger customers 
whose changed buying habits could in 
turn have a spill over effect on other more 
sustainable lifestyle choices).

•	 Drives	demand	for	more	sustainable	fibers	
and fabrics and in doing so encourages 
innovation in the area of ecotextiles.

•	 Invests	in	new	initiatives	(e.g.	Sustainable	
Apparel Coalition) that advance collective 
understanding of sustainability challenges 
within the textile industry.

We are proud of our sustainability work and it’s vital in order for our 
business to grow with sound profitability. We’ve seen progress in a number 
of areas, but there’s still a lot to do and one important target that we 
strive to accomplish is that all our cotton shall come from more sustainable 
sources by 2020, at the latest.

—Helena	Helmersson 
Head of Sustainability, H&M
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Nike: Leadership through Innovation

Our longest standing environmentally preferred materials initiative is 
around organic cotton. We believe there is more value than ever for Nike 
to lead the industry through innovation in sustainable design and working 
with our supply chain partners to reduce the environmental impacts of the 
materials and processes in the manufacture of our products.

—Lorrie	Vogel 
General Manager, Sustainable Product Research & Discovery, NIKE, Inc.
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Nike’s apparel division begins an extensive study of its cotton use. Cotton is one of 
two primary material choices for Nike apparel products, and there is an increasing 
awareness of the environmental benefits to organic.

Nike Sustainable Cotton Milestones

1996

In collaboration with a yarn-spinning mill, Nike makes its first “spot” purchase—
cotton that’s already been planted—of approximately 250,000 pounds of U.S. 
certified organically grown cotton. 

1997

Nike supports a “pre-plant” commitment by spinning mills that supply cotton to 
contract factories, helping U.S. farmers forecast demand. 

Nike debuts apparel containing three percent certified organically grown cotton 
blended with 97 percent conventionally grown cotton, producing nearly four million 
men’s and kids’ t-shirts.

1998

Nike convenes a meeting with other leadership companies to explore the 
opportunities and barriers to developing a robust and sustainable global organic 
cotton industry, which led to the development of Organic Exchange.

2001

The Nike Organics line debuts for women in the United States, featuring 100 percent 
certified organic cotton. 

Nike becomes a founding member of the Organic Exchange and an active member in 
the Organic Trade Association’s Organic Fiber Working Group.

2002

Nike expands its focus on lowering the environmental impact of cotton production 
and joins the Better Cotton Initiative.

2008

Nike is on track with its blended organic program and uses 15 million pounds of 
organic cotton making them the third largest user in the world.

2010

Nike sets new sustainable cotton target to source 100 percent sustainably grown 
cotton (Better Cotton or Organic) by 2020. 

2011

Nike expects to increase its organic blending percentage and continue to offer 100 
percent certified organic cotton apparel products throughout its global apparel line.

2015
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C&A:	We	Love	Bio	Cotton

•	 It	needs	to	be	a	long-term	strategy.		

•	 Changing	the	way	of	doing	business	requires	that	the	commitment	comes	from	the	top.		

•	 Knowing	your	supply	chain	all	the	way	to	the	cotton	producers	is	key.	

•	 Supporting	farmers	not	only	by	buying	their	cotton	but	also	by	investing	in	their	communities.		

•	 Working	in	close	collaboration	with	NGOs	and	other	partners	with	a	solid	understanding	of	the	
needs on the ground. 

•	 With	an	initial	focus	on	India,	the	key	to	successful	diversification	to	other	countries	is	to	build	
relationships with partners on the ground and replicating the lessons learnt in India.

Our journey in organic cotton has been key to gaining a better insight into our cotton supply 
chain and to our understanding of where we can really make a difference. Since 2004, we have 
decided to take a holistic approach to our cotton supply chain and we are proud to be able to 
demonstrate that our investments are beneficial for both farmers on the ground, and for our 
company, which in turn makes the business case even stronger.

—Philip	Chamberlain	 
Head of Sustainable Business Development, C&A
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Tracking Other Cotton 
Sustainability Initiatives
The 2011 TE Market Survey requested data 
for 2011, 2012, and 2013, with questions 
about BCI, CmiA, CottonConnect’s More 
Sustainable Cotton Initiative, Fairtrade, and 
Fairtrade Organic. The table on page 30 
calls out a subset of responses and includes 
organic cotton for context.

Survey responses underscored two themes 
in particular, Disconnect and the Data 
Conundrum. With the exception of organic, 
upon which we have been reporting for 
nearly 10 years, there is a dramatic difference 
between the number of respondents who 
affirmed their companies could report data 
on specific cotton initiatives and those who 
actually could provide that data.

On the other hand, it was relatively easy for 
us to obtain fiber production data for the 
spectrum of sustainable cotton initiatives, as the organizations overseeing those initiatives closely 
manage individual farmers and farming groups. What was abundantly clear in creating this Market 
Report is that brands and retailers lack adequate systems to capture the growing level of complexity 
involved in using sustainable materials.

This forces us to ask a very important question: What data does the industry need in order 
to identify new business models, sourcing strategies, supplier engagement processes, financial 
commitment levels, and data management strategies? Current methods are clearly not supporting  
the intelligent growth of sustainable materials and their respective supply chains.

Buyer with farmer on the field (OCVD, Tajikistan)
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Percentage of 
respondents who 
currently include 
initiative in cotton 
sourcing strategy.

Percentage of 
respondents who 
plan to increase 
usage of initiative 
over next 3 to 5 
years.

Percentage of 
respondents who 
confirmed their 
companies could 
report data on 
initiative.

Percentage of 
respondents who 
actually reported on 
initiative for 2011 
calendar year.

Better Cotton 
Initiative

81% 53% 71% 2%

Cotton made  
in Africa

27% 19% 67% 8%

Cotton Connect’s 
More Sustainable 
Cotton

19% 13% 0% 0%

Cotton in 
Conversion

27% 16% 0% 0%

Fairtrade 24% 19% 71% 4%

Fairtrade Organic 23% 31% 50% 50%

Organic 98% 81% 80% 70%

2011 Textile Exchange Market Survey Results for Sustainable Cotton Initiatives
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Appendix A: Methodology  
Used for This Report 
Calculating Demand for Sustainable Textile Products 
Introduction 
Brands and retailers drive demand for organic cotton when they decide to include organic cotton in 
their product lines. When they communicate these decisions to their suppliers, the manufacturers 
purchase organic cotton fiber or inputs such as yarns and fabrics that contain organic cotton fiber. 

This appendix describes the methods used to: 

•	 Establish	a	baseline	market	estimate	for	2001.	

•	 Collect	and	analyze	data	about	the	volume	of	organic	cotton	products	made	available	by	brands	
and retailers in consumer markets around the world from 2007-2011. This data was used to 
calculate manufacturing demand for organic cotton in 2011 and make projections for 2012-13. 

Sources of Information 
Information contained in this report was derived from: 

•	 TE’s	2010	and	2011	Farm	&	Fiber	Reports	and	TE’s	2010	Global	Market	Report	on	Sustainable	
Textiles (available from www.TextileExchange.org). 

•	 Surveys	and	data	received	from	brands	and	retailers	with	with	more	sustainable	cotton	
programs, manufacturers, merchants/brokers, and NGOs around the world. 

•	 Reviews	of	publicly	available	information	about	companies	with	organic	cotton	programs.	

•	 Expert	industry	resources	(promotion	bodies,	academics,	companies,	government	officials,	and	
individual experts). 
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Establishing the 2001 Market Size Estimate 
To establish a baseline estimate for market size in 2001, TE used data reported in the Pesticide Action 
Network (PAN) survey of organic cotton production with regard to the amount of organic cotton fiber 
used to produce products for brands and retailers. The report includes data from five companies with 
well-established organic cotton programs, Coop Switzerland, hessnatur, Nike, Inc., Otto Group, and 
Patagonia, documenting the amount of organic fiber used in products for sale in 2001. It also provides 
estimates of the amount of organic cotton fiber used by many small and medium brands selling 
products in Europe, Japan, and the United States in 2001. 

Data Collection Process for 2011 Market Size Estimates 
To create an estimate of the amount of organic cotton contained in finished products offered for sale 
by retailers and brands in 2011, TE used a combination of company-specific data and general market 
information. 

Through its work with companies and an annual survey, this year TE collected information about 
organic cotton programs, the volume of 100-percent organic and blended products (organic cotton 
blended with conventional cotton or other fibers), the volume of other cotton sustainability initiatives 
(including Better Cotton Initiative, Cotton made in Africa, Fairtrade, Fairtrade Organic, Cotton in 
Transition, and CottonConnect’s More Sustainable Cotton) offered in the market in calendar year 2011, 
as well as company-specific information about organic and other cotton sustainability initiatives in 
development in 2012 and beyond. 

In addition, TE collected data on company-specific organic and more sustainable cotton programs from 
published information sources including company annual reports, corporate responsibility reports, press 
releases, websites, and media sources, in addition to secondary sources such as suppliers. 

To avoid double counting data from brands and their retailers, TE only included figures for private label 
products developed by a retailer, not for the total number of private label and branded products sold 
by the retailer. 

General Market Information 
TE also used published reports, data, and/or directories produced by PAN (North America, United 
Kingdom, and Germany), Organic Trade Association (OTA), and Soil Association to develop estimates of 
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organic cotton product sales and fiber usage by small, medium, and large brands and retailers in Africa, 
Asia, Europe, North America, and South America from 2003 to 2011. 

TE also consulted reports from Datamonitor, Eurodatamonitor, and Packaged Facts to determine global 
and regional market sizes for apparel and textiles as well as the U.S. Census Bureau to obtain current 
and projected population growth statistics. 

Estimate of Cotton Fiber Contained in Finished Product 

Using this data, TE created estimates of tonnage of organic cotton fiber contained in the consumer 
products available for sale from 2005 to 2011. TE then converted these figures into estimates of 
demand for cotton fiber at the manufacturing level by using a conversion factor of 1.3 to 1.5 pounds 
per pound of fiber contained in the finished goods with a calculation that could also take into 
consideration the weight of the finished goods. 

Timeframe 
TE collected data used to calculate the volume of organic cotton products in the retail market in 2011 
between January 2012 and May 2012. Researchers re-checked all data and reports between June 2012 
and October 2012 to reflect updates from the 2011 retail year. 

Completeness 
As with prior reports, the organic cotton marketplace becomes more complex every year, as more 
brands and retailers offer increasingly diverse organic cotton products to their customers. As such, this 
report did not try to capture data from all market participants, but rather gather data from retailers and 
brands with large-scale organic cotton programs making up the bulk of the market. TE used reasonable 
estimates for small and medium-sized company activities in major markets such as the United States, 
Western Europe, South America, and Japan. TE believes the data is a reasonable proxy for total retail 
and brand activity in the consumer market. 

Assumptions Used to Calculate Global Retail Sales 
Organic cotton prices vary from region to region and are also dependent on quality and quantity.  
TE has estimated global retail sales of organic cotton products at a conservative level by multiplying 
the pounds of organic cotton fiber needed to make the finished goods in a given year by an average 
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world price of U.S. $0.90 per pound for organic fiber plus a factor of 30, which reflects markup 
practices found in the apparel industry. The average organic cotton price in 2011 fluctuated between 
U.S. $0.90–1.00 per pound, ranging from U.S. $0.75 per pound in India (minimum price reported) to 
U.S. $1.00–1.50 (for Fairtrade Organic in Africa and Kyrgyzstan), up to U.S. $2.00–2.46 per pound for 
extra-long staple (ELS) organic pima cotton in Peru. 

Results 
•	 Due	to	rapidly	changing	market	conditions,	some	data	sources,	production	projects.	and	

numbers may have been missed. 

•	 The	regions	with	the	highest	response	rates	were	Europe	and	the	United	States.	

Calculating Estimated Demand for Raw Fiber 
Baseline Fiber Demand Estimate 
To establish a baseline fiber demand figure for 2000, TE used data reported in the 2002 PAN survey of 
organic cotton production as the amount of organic cotton fiber used to produce products for brands 
and retailers around the globe. The PAN report estimated the amount of organic cotton fiber needed to 
produce consumer products for the 2001 retail year to be 5,720 metric tons.  

Data Collection 
Since 2004, TE has collected information about the volume of organic cotton purchased each year by 
a small number of cotton merchants and manufacturers of organic cotton yarns, fabrics, and finished 
goods. The data TE has obtained, however, is limited and does not represent the market as a whole. 

TE used data collected from brands and retailers about the volume of product they had available for 
sale in 2007, 2008, 2009, 2010, and 2011 as well as projected usage for 2012, in order to estimate 
organic fiber purchases by manufacturers in 2006, 2007, 2008, 2009, 2010, and 2011 respectively. 
This figure, when combined with fiber sales reported by producer groups from the 2009-10 harvest, 
allows TE to estimate fiber purchases to meet brand demand for products for the 2011 retail year. 
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Assumptions Used to Calculate Manufacturer Demand for Organic Cotton Fiber 
TE used three key assumptions to calculate manufacturer demand for organic cotton fiber. 

•	 TE	assumed	that	if	a	brand	or	retailer	has	product	in	the	market	in	a	given	year,	their	suppliers	
purchased organic cotton fiber and/or manufacturing inputs containing organic fiber in the 
previous year. 

•	 TE	used	standard	loss	rates	from	the	apparel	production	process	to	estimate	how	much	raw	fiber	
would need to be purchased to make finished products made available by brands and retailers. 
TE assumed that 1.33 pounds of fiber would be needed to make one pound of finished product 
and 1.20 pounds of fiber per pound of textiles. This figure was adjusted downward from 1.50 in 
2010 to reflect increased economies of scale and efficiencies in production. 

•	 TE	assumed	that	the	difference	between	fiber	sales	reported	in	a	given	year,	and	the	volume	of	
fiber needed by manufacturers in that year represented fiber held in inventory by manufacturers 
for use in future years. 

Estimate of Purchased Organic Cotton Fiber 
Based on data gathered from and interviews with merchants and brokers as well spinners and organic 
cotton farming groups, TE estimates the amount of organic fiber purchased in 2011 represented 
approximately 55 percent of the organic fiber grown in 2010-11. This leaves an estimated 45 percent 
of the harvest in product beginning 2012, or in process inventory (fiber, yarn, or fabric at the mill level) 
or with cotton merchants, brokers, or farmer groups. 

Methodology Used to Develop Market Scenarios 
Because of the dynamic nature of the organic cotton market, it is hard to predict future demand and 
supply for a given year. However, TE can use data about demand and supply in past years to develop 
scenarios that can highlight possible market conditions going forward and enable companies and 
farmers in the market to plan accordingly. 
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Assumptions Used to Calculate Possible Demand for Organic Cotton Products 
TE calculated possible demand for organic cotton products in 2011 by combining what the 
organization learned about company-specific organic cotton program rollout plans with an estimate 
of general market growth. TE estimated that the market for organic cotton products would grow at 
an average of 32 percent, based on planned growth and strategies of key companies and the broader 
pool of survey participants.

Please note that these projections could under or overstate demand for finished products if company-
specific implementation plans slow down or grow in the general market.

Assumptions Used to Calculate Possible Demand for Organic Cotton Fiber
Demand for organic cotton fiber by manufacturers was calculated by taking the projected amount 
of fiber contained in finished product in a given year and multiplying it by a factor of 1.2 for textiles, 
sheets, and towels and 1.33 for apparel products. Demand for organic fiber occurs in the year before 
the product appears in the market.

Assumptions Used to Determine Possible Supply of Organic Cotton Fiber
Supplies of organic fiber in the coming years will be affected by many market factors. For existing organic 
cotton farmers, their decisions to maintain or expand production will be conditioned by factors including:

•	 Price	of	other	organic	crops	the	farmer	can	grow

•	 Certainty	of	sale	and	the	likely	duration	of	the	sale	(one	or	more	years)

•	 Technical,	financial	and	other	resources	available	to	the	farmer

•	 Access	to	markets	for	crops	grown	in	rotation	with	cotton.

Farmers considering the transition to organic farming will incorporate all of the factors above, plus 
an assessment of the costs/risks facing the farmer in the transition time versus the likely benefits from 
conversion once the organic certification process has been completed.

Assumptions Used to Determine Ending Market Position
TE assumes that manufacturer demand for organic cotton fiber will be met by sales of fiber from the 
most recent crop year, as well as stocks of fiber carried forward from the previous crop year’s harvest. In 
addition, manufacturers can meet demand for organic fiber by purchasing stocks of unprocessed fiber 
cotton merchants, brokers or producers groups are holding.
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Units Product Type Average Weight Conversion Pounds 

5,000,000 Units Mixed 8 ounces 5M x .5 x 1.33 3,325,000 

120,000 Jeans Womens 1 pound 120,000 x 1 X 1.33 159,600 

250,000 Towels Mixed / sets 10 ounces 250000 x 0.625 x 1.2 187,500

Conversion Calculations

Examples of data conversion to pounds: 
•	 Averages	are	used	if	companies	do	not	supply	specific	weights.	
•	 Average	of	22%	loss	for	converting	fabric	to	lint,	unless	companies	supply	specific	information.	
•	 Average	of	22%	loss	for	towel	/	sheets	to	lint,	unless	companies	supply	specific	information.	
•	 Average	of	33%	loss	for	converting	garments	to	lint,	unless	companies	supply	specific	information.	



38 Textile Exchange  •  2011 Organic Cotton Market Report

1	 Textile	Exchange	Farm	&	Fiber	Report	2010-2011

2 2011 PUMA Annual Report. pp. 38, 43. www.puma-annual-report.com/GB/pages/en/pdf/
PUMAGeschaeftsbericht2011_ENG_03.pdf

3 U.S. Census Bureau. www.census.gov/population/international/data/idb/worldpopgraph.php

4 “World Population estimates by the US Census Bureau.” USCB. Retrieved 2012-05-22.

5 Developing Markets to Fuel Global Growth. Eurodatamonitor. Datagraphic, 22 Mar 2012.

6 APPAREL IN THE US. Euromonitor International. May 2012.

7	 Source:	H&M	market	survey	response	and	http://about.hm.com/content/dam/hm/about/documents	
masterlanguage/CSR/reports/Conscious%20Actions%20Sustainability%20Report%202011.pdf

8	 Source:	C&A	market	survey	response	and	www.c-and-a.com/uk/en/corporate/fileadmin/mediathek/uk-uk/
Pressreleases/C-and-A_to_change_over_to_sustainable_cotton_by_2020.pdf

9 Source: Nike market survey response and Future Shapers: A Decade of Innovation in Textile Sustainability 2002-
2012. Textile Exchange. 2012.

10  Source: Zara market survey response and www.inditex.com/en/downloads/Annual-Report-Inditex-2011.pdf

11 Source: Anvil Knitwear market survey response and http://apparel.edgl.com/news/Apparel-Salutes-its-2011-
Sustainability-All-Star-Award-Winners73050 

12 Source: prAna market survey response.

13 Source: PUMA market survey response and www.likeluci.com/news/entry/puma-launches-product-recycling-
program-in-puma-stores.html

14 Source: Williams-Sonoma market survey response and www.williams-sonomainc.com/corpimgs/i/201240/0002/
images/pdf/WSI_2011_Corporate_Responsibility_Report.pdf 

15 Source: Target 

16 Source: Otto Group market survey response and www.ottogroup.com/media/docs/en/Nachhaltigkeitsbericht/3-
Otto-Group-CR-Report-2011_EN.pdf

All websites accessed October 2012.



Credits

Content
 Heidi McCloskey, Textile Exchange
 Stefanie Walker, Verb Farm
 Liesl Truscott, Textile Exchange

Surveys and Research
 Donna Worley, Textile Exchange
 Mau Mendoza, HYVA LLC.
 Cindy Romaine, Romainiacs
 Texas Tech University
 Qualtrics

Design
 Evonne Tan
 Meris Brown, Fancypants Design




