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Each topic is comprised of the following:

• Material dashboards: An infographic-based dashboard is displayed for each material portfolio,
providing a profile of the participants, outcomes and impacts of their improved sourcing practices, with
a focus on climate change - in collaboration with the Sustainable Apparel Coalition.
• Company highlights: A snapshot of company actions based on an analysis of comments included in
survey submissions, and presented as bullet-point summaries designed to spark and inspire.
• Progress tables: Alongside the Material Change Leaderboard, Textile Exchange recognizes
companies' progress in their uptake of preferred materials.
• Leveling up stories: A summary of top tips gleaned from interviews with industry leaders.
• Extra insights: Additional contributions, analysis and findings that complement the data.
Part B: Data Deep Dive
Part B contains the quantitative data analysis. Highly visual, Part B is organized according to the
benchmark framework, mirroring Part A. Part B also includes a representative selection of company
comments (presented as quotes), unattributed but identified by sub sector category.
Part C: About the Benchmark Program
Further information on the benchmark program.
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Interactive navigation
The report is color coded. Thematic icons can be found at the bottom of each page, allowing the
reader to easily move between the Analysis in Part A and the Data Deep Dive in Part B.

Use these icons to navigate to Part A: Analysis

Use these icons to navigate to Part B: Data Deep Dive

Cover image: Carlotta Cataldi
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Business Integration
Circularity
Analysis Highlights

Circularity
Deep dive into data

1. Strategy - Growing ambition
This is a time of rapid change in the recognition of a need for a circular textile system. Just two years ago,
when Textile Exchange first asked about circularity, only 21 of the respondents said they had a circularity
strategy in place. In 2018, that number increased to 37 companies (with an additional 35 having a
strategy in development). In this year’s benchmark, 74 companies completed the expanded circularity
module, and 64 of those reported a circularity strategy in place (86%).
Accountability and resource allocation lags behind ambition, as only 9% have assigned senior level
responsibility. And while 86% have a circularity strategy, less than half that percentage invest in circularity
arenas that are critical to closing the loop, with 41% investing in innovation or technology, and 34% in
supply chain operations.
2. Resource Use - Minimal engagement in tracking or reducing waste
Despite significant progress in strategy, only 5% of respondents reported having an explicit goal related to
the absolute reduction of fiber/material use (an additional 19% are working towards the reduction of fibers
and materials use relative to economic growth). Without this important end goal in mind, circularity-related
activities may not reach the full potential of their positive impact.
Changing consumption habits and revenue drivers to reduce the industry's dependence on virgin
resources seems like an overwhelming challenge to many companies. Reducing over-production of
goods that are never sold may be a more "low hanging fruit". To reach this fruit, companies will have
to increase tracking systems and transparency around unsold goods. 74% could not report any data
on unsold goods, and 11% could report only incomplete data or a rough estimate. Of the 14% who
could report volumes, the majority were no-collection/on-demand production models, with very minimal
inventory to report. Overall, the volume of unsold goods remains opaque through several companies
mentioned an intention to begin tracking this data in the next year.
3. Design for Circularity - Awareness is high
Awareness of circularity as a design practice is high, with 80% of respondents reporting at least one
design strategy for circularity in practice. However, coverage is still low: 28% report that the majority of
their design teams are trained in circular design, and only 15% include circularity aspects in their design
briefs.

Analysis Highlights

Deep
Deep dive
dive into
into data
data

5. Textile Collection - Customers engaged to recapture value
Textile collection at end of use is a crucial circularity enabler, capturing the output materials that must form
the input feedstocks for both reuse and recycling loops, and nearly 50% of respondents offer collection
services, either through their retail channels or third-party collection partners. To help these materials
make their way back into the textile value chain, companies should increase downstream traceability and
transparency: only 31% can identify what happens to the collected textiles. The low rate of monitoring
and evaluation (16%) of these schemes indicates that while beginning collection is an important first step,
the textile industry must do much more to ensure that the collected materials are truly diverted from the
waste stream – not just delayed.
6. Recycled Content - Most reclaimed materials used in textiles is waste from other industries
To transform materials from linear waste to circular resource, companies must signal dramatically
increased demand for recycled materials, especially those recycled from textile feedstock. In 2018, 6%
of fiber uptake was recycled - a significant step in the right direction. However, given the fiber breakdown
and current state of recycling technology, very little of that 6% comes from textile sources. So, where
will the 4.4 million tons of fiber sourced in 2018 by this group of companies end up when the users are
finished? Collection schemes are enabling one or two additional lifecycles via reuse - an essential first
step. But the textile system will not be truly circular until companies can source end-of-life textile material
as the feedstock for new products.

The state of circular textile systems in 2018
Disposal

Uptake
Conventiona
l

raw mater
ials

61%
84.8%

Preferred, renewable raw materials

Waste

99.9%

33%
15.2%

Designing products that can be recycled into next lifecycles is hampered by a lack of clear standards and
best practices – 35% of respondents report designing products for recyclability and/or biodegradability,
but only 4% used a certification scheme related to those aspects (several more companies initially
reported certification schemes, but referred to recycled content (input) certifications, rather than
recyclable product (output).
4. Business Models - Repair leads
New business models are scaling in only a handful of innovative companies thus far but stood out as an
approach with a surprising level of engagement from a wide range of brands, with 62% extending the first
life of products through innovative business models. Repair is the main offerings in this arena, with 38%
offering repair services of some kind. Apparel and outdoor companies lead the way in repair offerings.

Non-textile inputs
Pre-consumer
textile inputs

0.59%

5.8%
0.6

%

*6

%

**Collection

15.1%

Recycled
materials uptake

0.06%

Textile
inputs

Extended
life cycles

0.06%

0.06%
Recycled
textiles

Post-consumer
textile inputs
Textile circularity (maximum): 0.06%

* Recycled materials percentage of total uptake rounded from 6.4%.
** Collection: EPA industry estimated recycling rate, 2017.
Source: https://www.epa.gov/facts-and-figures-about-materials-waste-and-recycling/textiles-material-specific-data
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Extra Insight
Circularity

Circularity

A First in Benchmarking Circularity

Leveling Up Your Circularity Strategy

When it comes to GHG emissions, water, and land use, sourcing virgin raw materials is often the
most impactful part of a textile company’s supply chain. Circularity is a powerful lever to decouple
economic growth from resource consumption, enabling a reduction of virgin material impacts.
Combined with the use of preferred where virgin fibers are required, circularity can support a truly more
sustainable portfolio.
To develop a framework for benchmarking circularity, we referenced both general and industry-specific
principles, aiming for a robust yet accessible approach. Circularity requires both inputs that are
“circular ready” and a circular system for those inputs to flow through - it cannot be achieved
through material choices alone. Our circularity module covers all components of that system – not just
the material inputs or outputs.
As an area of rapid innovation, circularity often makes headlines – but how do we know whether true
progress has been made, or how far we still have to go? This year’s benchmark data is the most
comprehensive measurement of industry progress on circularity to date. We’ve measured the rapid
growth of circularity ambitions, as well as the barriers to truly closing the loop. Completing the circularity
module can help brands and retailers identify the gaps in their circularity performance. It can also inform
the development of more comprehensive strategies.
Having established baseline metrics across such a wide range of circular strategies in this first circularity
module, the Material Change Index can now effectively illuminate the road towards a more circular textile
sector, designed for a truly sustainable future. While designed specifically for textile brands and
retailers, the circularity module also provides a valuable framework for assessing any industry’s
collective and individual progress on circularity.
Corporate Citizenship has partnered with Textile Exchange on this work because supporting brands,
retailers, and supply chain partners in their sustainability journey must include guidance on circular
thinking. We believe that the industry can be a catalyst of radical change - by pioneering responsible
businesses, transforming the systems on which it relies, and maximizing value to society. Acting as critical
friends, we aim to translate ambition into practical action.

Cory Skuldt, Associate Director (North America)
Corporate Citizenship

Guidance and principles referenced:
Biological/Technical Cycles - Ellen MacArthur Foundation
Circular Materials Framework - Fashion Positive+

Photo: Tchibo GmbH

The transition to a circular fashion system has the potential to unlock huge economic opportunity for
brands willing to innovate and invest in new ways of doing business. Companies with circularity strategies
often start by incorporating recycled materials into product collections, ideally traced to the source
through “chain of custody” standards. Strategies might also include designing products for disassembly
or recyclability, managing demand and providing services to extend a product’s life. Here are some
activities that top circularity performers have in common:
They explore new business models. Leading brands take a systems-thinking approach and are
incorporating new business models like rental, alternative markets for unsold goods, and recommerce
and extended product responsibility.
They invest in innovation. The industry needs new solutions to recycle textiles back into textiles without
degrading quality. Leading brands are investing in research and development and engaging in precompetitive collaborative initiatives to close the loop.
They push the industry forward. Leading brands share their learnings with others, treating the results
of any internal innovation as an opportunity to lead industry transformation — not just a competitive
advantage. Through industry groups, they collaborate with other changemakers to drive the entire
industry’s progress forward.

Cradle to Cradle Principles - C2C Certified
7 Key Elements – Circle Economy

Full story: https://mci.textileexchange.org/discover/circularity/

Circularity Roadmap for Apparel Brands – FWD Impact
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Business Integration
Circularity

Circularity

In 2019, materials circularity became its own "section" in the benchmark. This new section builds on earlier,
circularity strategy-based questions and now covers a broader range of activities. The analysis is based on the
74 companies that completed the circularity section.

Resource Use
Decoupling economic growth from resource use
Yes (24%)

Circularity Strategy
Circularity strategy and strategy scope

Engaging with suppliers to address waste (61%)

Absolute reduction of materials use (5%)

Use of own unsold products (49%)

Integrating circularity activities into business

Use of recycled fiber (72%)

Circularity is embedded into business strategy (36%)

Waste prevention (68%)

Assigned staff responsibilities (30%)

Post-consumer textile collection (57%)

Assigned accountability at a senior level (9%)

Demand forecasting & on-demand production (49%)

“

Design for circularity (55%)
Material health (50%)

We have invested in organizations like
Fashion for Good, Ellen MacArthur
Foundation, New Plastics Economy
and Connect Fashion which make their
findings and outcomes open source.
Multi-sector company

Multi-sector company

Decoupling economic growth from consumption (18%)
Other important aspects of circularity (19%)

Aligning circularity strategy with the SDGs
Yes (47%)
In development (26%)
Aligned (21%)

“

“

During 2018, our company invested
more than 1.6 million euros in applied
research related to circular economy
and to the conversion of waste into
raw materials. Among the various R&D
initiatives, the following processes
stand out: studies for the conversion
of inorganic waste from fishing ports
into raw materials for textile use, the
development of technologically viable
processes for the transformation of
footwear waste into resources for
industrial application, and research for
the reuse of water in staining processes.
At the same time, R&D activities aiming
at improving energy efficiency and
reducing GHG emissions along the
value chain are also carried out and
promoted.

New business models (46%)

Other (e.g. manufacturing efficiencies) (11%)

We are working on reducing the amount
of virgin materials and focusing on using
recycled materials and inputs. Our
company is pushing the boundaries of
the circular economy – from reducing
waste generation wherever possible to
transforming remaining waste into value.
Our focus is on diverting waste from
landfill or incineration by reducing waste
generation, increasing recycling, and
converting waste that can’t be recycled
into energy. It doesn’t just make sense
for the planet, it makes business sense
too. Our company recognizes that the
amount of materials that we extract and
refine increases our carbon emissions,
water use, and chemical footprint.
Outdoor / Sports company

Reporting on volumes of unsold pre-consumer
textiles
No
74% of participants
14% of participants

Public reporting

Yes, investing in circularity (66%)

Reporting on circularity activities (50%)

Investing in internal operations and capacity building (59%)

Commitment to circularity published (38%)

Investing in circularity innovation and technology (41%)

Regular reporting on circularity activities (32%)

Investing in supply chain operations (34%)

Regular reporting on circularity progress (31%)

Some investment outcomes are open-source (15%)

Circularity strategy published (23%)
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“

We work with our CMT factories to
address efficiencies in forecasting,
production, and help them connect with
partners in their area to address their
cutting waste.
Apparel / Footwear company

Identifying outcomes for unsold pre-consumer
textile products
Yes (76%)
Majority of unsold pre-consumer textile products (28%)
All unsold pre-consumer textile products (24%)
Minority of unsold pre-consumer textile products (4%)

Can report total volumes

Investing

Yes (82%)

Materials use reduction relative to economic growth (19%)

Yes (76%)

Yes (86%)

Preventing and reducing pre-consumer waste

Some data but it is incomplete
9% of participants

Only report a rough estimate
3% of participants

“

We are engaging with our finished good
supply chain to better understand the
volume of pre-consumer waste and
the type of waste we have technical
solutions for vs. waste that we currently
have R&D solutions identified. We are
also connecting upstream with recyclers
currently in our supply chain as well as
outside of our supply chain and working
to connect them to our finished good
factories.
Outdoor / Sports company

Material Change Insights Report•• 71

Circularity

Circularity

Design for Circularity

Textile Collection

Recycled Content

Collection scheme for post-consumer textiles

Breakdown of recycled materials

Implemented design strategies for circularity
Yes (80%)

Scope of circularity design strategy
Products designed for durability (81%)

Yes (68%)

Designed for durability (65%)

Products designed for recyclability (76%)

Collection services offered (49%)

Design teams trained (46%)

Design teams trained in circular design (73%)

Customers encouraged to pass on used textiles (42%)

Designed for recyclability and/or biodegradability (35%)

Design briefs include circular design aspects (68%)

Customer information provided on returned textiles (22%)

Design briefs include circularity aspects (32%)

Products designed for biodegradability (68%)

Collection schemes monitored to inform strategies (16%)

Recyclability or biodegradability certification

96% of participants

Yes
4% of participants
e.g. Cradle-to-Cradle certification

Business Models
Extending first life of products
Yes (62%)
Repair services offered (38%)
Resold into other markets (27%)

Through Make Fashion Circular, we have
made a three-year commitment to focus
on safe and reusable inputs, sustainable
fiber models and recycling old clothing.
Through our involvement, we launched
a textile-collection effort in New York
City in early 2019 that encourages
customers to bring their spent garments
to selected stores for recycling. Our aim
is to develop safe and reusable inputs
that feed into sustainable fiber models in
order to turn old clothes into new.
Mulit-sector company

Other methods (20%)
Products upcycled (18%)
Leasing service offered (12%)
* Other methods (e.g. resell own products, DIY repair guidance)

“

Design for durability is integrated
into the design process and design
philosophy. Design for recyclability has
been more challenging. We want to
keep function and performance high in
our products which at times requires
the use of blends. We have invested
in recycling technologies and have
collaborated within the industry on
technical solutions.
Outdoor / Sports company
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Non-textile
inputs (90%)

Pre-consumer
textile inputs (91%)

Recycled
materials (6%)

Textile inputs
(10%)

Post-consumer
textile inputs
(9%)

Other (e.g. modularity, "upgradability", zero waste) (15%)

“

No

Non-recycled
materials (94%)

“

As we have our own production at our
headquarters we repair products that
were damaged by customers (e.g.
through invisible mending).
Apparel / Footwear company

“

Our company takes back used owngarments and provide a $5 store credit
for each piece. The garments are sent to
one of two recycling centers which sort,
clean, re-sell, or recycle the garments..

“

Our company offers customers a
discount on a new pair of jeans when
they return an old pair. These jeans
don't have to be our own brand, we
accept all jeans that are at least 96%
cotton. Customers within the free
shipping zone can use their return label
and reusable packaging to return their
jeans for free.

“

Apparel / Footwear company

“

Our hospitality products (sheets and
towels) are almost all white and those
towels are 100% cotton, making them
ideal for recycling. The sheets are also
very desirable for re-purposing by the
recyclers. We are currently working on
a pilot take-back pilot project that we
hope to expand to more hospitality
customers. The overwhelming majority
of our bed and bath products have
no accessories that would limit their
recyclability.
Home / Hospitality company

Our customer care team is trained to
suggest repair to customers contacting
us regarding product defects that are
easily repairable (eg loose button, open
seam, etc). The customer is offered
compensation (eg partial refund, gift
card towards future purchase etc) to
help encourage them to facilitate repair,
as we are not yet able to offer in-house
repair services. To date, customers
have been very receptive to this and
has greatly reduced the number of
replacements being issued.
Apparel / Footwear company

“

If the collected textiles are not used as
patches in the repair service, sold as
second hand garments or reused as
materials for making accessories or
as recycled input in our new recycled
denim quality, we stock the remaining
collected textile in our warehouse.
Apparel / Footwear company

Apparel / Footwear company
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Part C:

About the Benchmark Program
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About the Benchmark Program
Methodology

Methodology

The Corporate Fiber and Materials Benchmark (CFMB) program is the place to measure, track and
compare a company's sustainability progress related to fibers and materials.
The CFMB provides a robust structure to help companies systematically measure, manage and integrate
a preferred fiber and materials strategy into mainstream business operations, to compare progress, and to
transparently communicate performance and progress to stakeholders.
The CFMB offers a quantified index ranking including a company’s position in relation to peers and the overall
industry (universe of participants). It provides an indicator of progress, helps companies identify strengths and
gaps, and encourages year-on-year improvement and a "race to the top." Participants see substantial detail
about their performance, and industry averages are reported for public consumption. Participants receive
a comprehensive scorecard comparing their own progress year-on-year and how they rank alongside their
peers. Customized scorecards are confidential to the participant, and annual insights, including index results,
are shared in the public domain. Starting in 2019, the CFMB now integrates an enhanced alignment with the
Sustainable Development Goals (SDGs).

The Material Change family of indices is driven by a sophisticated scoring methodology. A simplified summary
of how the scoring works for each index category is provided below, however please refer to the Scoring
Methodology for full details.
TextileExchange

Material Change Index
The Material Change Index is the result of an assessment of the overall performance of a company that
has completed the full CFMB survey. It is based on scores within each of the three sections, i.e. Strategy and
Integration (25%), Materials Portfolio (65%) and Materials Circularity (10%). MCI results are normalized to a score
out of 100.
Strategy and Integration reflects a company’s materials sustainability strategy and how it is
integrated into the core of the business and its management systems.
Family of indices:

Benchmark framework
Participating companies complete a survey consisting of three sections:
I. Strategy and
Integration

II. Materials Portfolio
Plant
Fibers

Cotton

*

Animal Fibers
& Materials

Wool

Down

III. Circularity

Regenerated
Fibers

Leather

MMC

Synthetic
Fibers

Polyester

The Materials SDG Index reflects progress against the Sustainable Development Goals (SDGs).
It is derived of a cross-cutting score that draws selected SDG-related results aggregated from the
Strategy and Integration (85%), Materials Portfolio (2.5%) and Circularity (12.5%) sections of the
benchmark. This is then normalized to a score out of 100 to create the SDG Index.
The Materials Circularity Index is derived from a company’s response to questions in Section III of
the CFMB suvey and normalized to a score out of 100.

Nylon

Corporate Strategy*

Risk Management

Circularity Strategy*

Leadership*

Investment

Resource Use

Internal Engagement*

Transparency

Design for Circularity

Materiality*

Targets*

Business Models

Customer Engagement*

Uptake*

Textile Collection*

Reporting*

Impact Monitoring*

Recycled Content*

Material index scores reflect the sustainability progress made by the company at the individual
material level, and cover both management (30%) and performance (70%). There are six Material
Indices: Cotton, Polyester, Nylon, Manmade Cellulosics, Wool, and Down.
Portfolio of preferred materials
Participants select their portfolio composition based on which materials are most used in their supply chain.

Alignment with Sustainable Development Goals (SDGs)

Material Change Leaderboard and progress tables
As a result of the CFMB program review carried out over Q4 2018 and Q1 2019, Textile Exchange replaced
its volume-based leaderboards of the past with a more holistic and contemporary assessment of leadership.
Volume-based results are presented in progress tables for each material category. The leaderboards and
progress tables are based on the participating companies’ self-reported data. While Textile Exchange reviews
all data entries, checks calculations, and carries out a consistency check, it does not verify the accuracy of the
data. The responsibility for the accuracy of the data remains with the participating companies.
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About the Benchmark Program
Methodology
A preferred material

Resources
Material Change Index (MCI) webpages:

Textile Exchange defines a preferred fiber or material as one which results in improved environmental and/or
social sustainability outcomes and impacts in comparison to conventional production.

Ways to recognize or achieve a preferred status

Sustainability criteria developed through a formalized multi-stakeholder process.

A recognized industry standard in place which confirms its status as preferred.
A robust chain of custody system in place to track or trace the material through the supply chain and
back to its origin.
Objectively and scientifically tested or verified as having greater sustainability attributes, such as
through a peer reviewed Life Cycle Assessment.
Potential for circularity (under consideration for inclusion in updated preferred material assessment)

Material Change Index
Visit website here
Materials Impact Dashboard
Visit website here
Leveling Up Series
Visit website here
MCI Tools and Reports
Visit website here

Corporate Fiber & Materials Benchmark (CFMB) guides:
Material Change Index Results Guide
Download document here
Material Impact Dashboard Guide
Download document here
CFMB Survey Guide
Download document here
CFMB Scoring Methodology
Download document here

A portfolio approach
Build a suite of preferred materials, from a choice of preferred options, through the consideration of
impacts and organizational priorities.
Embed a strategy that leads to preferred options replacing unsustainable or less sustainable
options.
Make a commitment to the principles of continuous improvement and ensuring options selected
result in a positive impact.

Getting Started Guide (FAQs)
Download document here

Other Textile Exchange reports:
Material Change Index Sector Scorecard (2019)
Download document here
Preferred Fiber & Materials Market Report (2019)
Download document here
Organic Cotton Market Report (2019)
Download document here
2025 Sustainable Cotton Challenge
Visit website here
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About the Benchmark Program
2019 Participants

2019 Participants

Company

HQ Sub sector

Scope

MCI Score

Status

AB Lindex

SE

Apparel / Footwear

Full survey

Level 3 - Maturing

adidas AG

DE

Outdoor / Sports

Full survey

DE

Apparel / Footwear

DE

ARC'TERYX Equipment
Aritzia LP

ALANA (dm-drogerie markt
GmbH + Co. KG)
ALDI Group ALDI South Group,
ALDI North Group

ARMEDANGELS (Social
Fashion Company GmbH)
Arthur and Henry
ASOS Plc.

Company

HQ Sub sector

Scope

MCI Score

Status

Returnee

Hanky Panky Ltd

US

Apparel / Footwear

Modular

n/a

Returnee

Level 3 - Maturing

Returnee

Full survey

Level 3 - Maturing

Returnee

Multi-sector

Full survey

Level 3 - Maturing

Returnee

NO
DE
SE
DE

Outdoor / Sports
Apparel / Footwear
Home / Hospitality
Apparel / Footwear

Progress tracker
Progress tracker
Progress tracker
Full survey

n/a
n/a
n/a
Level 3 - Maturing

Returnee
Returnee
Returnee
Returnee

CA

Outdoor / Sports

Full survey

Level 2 - Establishing New

Helly Hansen AS
HempAge AG
Hemtex AB
HUGO BOSS
IceBreaker, a division of VF
Outdoor, LLC

NZ

Outdoor / Sports

Modular

n/a

Returnee

CA

Apparel / Footwear

Full survey

Level 2 - Establishing New

IKEA of Sweden AB

SE

Home / Hospitality

Full survey

Level 4 - Leading

Returnee

DE

Apparel / Footwear

Full survey

Level 3 - Maturing

INDIGENOUS

US

Apparel / Footwear

Progress tracker

n/a

Returnee

ES

Multi-sector

Full survey

Level 3 - Maturing

Returnee

Returnee

GB

Apparel / Footwear

Progress tracker

n/a

Returnee

GB

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Baum Und Pferdgarten

DK

Apparel / Footwear

Progress tracker

n/a

New

BESTSELLER A/S

DK

Apparel / Footwear

Full survey

Level 3 - Maturing

New

Boll & Branch

US

Home / Hospitality

Full survey

Level 3 - Maturing

Returnee

Brooks Running

US

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

Burberry

GB

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

C&A AG

CH

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

C&J Clark Limited

GB

Apparel / Footwear

Full survey

Level 1 - Developing

New

Columbia Sportswear
Company

US

Outdoor / Sports

Full survey

Level 2 - Establishing Returnee

Columbia Sportswear, Sorel,
Mountain Hardwear

Continental Clothing Co.
Cotonea / Gebr. Elmer &
Zweifel

GB

Apparel / Footwear

Progress tracker

n/a

Returnee

DE

Multi-sector

Modular

n/a

Returnee

Coyuchi, Inc.

US

Home / Hospitality

Full survey

Level 4 - Leading

Returnee

Darn Tough Vermont
DECATHLON SA
Dedicated Sweden AB

US
FR
SE

Outdoor / Sports
Multi-sector
Apparel / Footwear

Full survey
Full survey
Full survey

Level 2 - Establishing New
Level 4 - Leading
Returnee
Level 3 - Maturing
Returnee

Dibella Group

NL

Home / Hospitality

Modular

n/a

Returnee

EILEEN FISHER, Inc.

US

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

Member

Inditex Group

Zara, Zara Home, Pull&Bear,
Massimo Dutti, Bershka,
Stradivarius, Oysho, Uterqüe

J Sainsbury Plc

GB

Multi-sector

Progress tracker

n/a

Returnee

KALANI S.A.

BE

Home / Hospitality

Full survey

Level 3 - Maturing

Returnee

KappAhl Sverige AB

SE

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Kathmandu Limited

NZ

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

FR

Apparel / Footwear

Progress tracker

n/a

Returnee

Kering

Gucci, Saint Laurent, Bottega
Veneta, Balenciaga, Alexander
McQueen, Brioni, Boucheron,
Pomellato, DoDo, Qeelin, Ulysse
Nardin, Girard-Perregaux

KID Interiør AS

NO Home / Hospitality

Modular

n/a

New

KNICKEY

US

Apparel / Footwear

Full survey

Level 3 - Maturing

New

KnowledgeCotton Apparel

DK

Apparel / Footwear

Modular

n/a

Returnee

Kuyichi B.V.

NL

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

L.L. Bean

US

Multi-sector

Full survey

Level 1 - Developing

New

Levi Strauss & Co.

US

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

Loomstate, LLC

US

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

Mantis World Limited

GB

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Mara Hoffman

US

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Apparel / Footwear

Modular

n/a

New

Apparel / Footwear

Progress tracker

n/a

Returnee

Esprit Europe Services
GmbH
Faherty Brand

DE

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Marc Cain GmbH
DE
MARC O'POLO International
DE
GmbH

US

Apparel / Footwear

Full survey

Level 1 - Developing

New

Marks and Spencer

GB

Multi-sector

Full survey

Level 3 - Maturing

Returnee

Fjällräven International AB

SE

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

Mayamiko

GB

Apparel / Footwear

Progress tracker

n/a

New

MEC

CA

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

MetaWear Organic

US

Apparel / Footwear

Modular

n/a

Returnee

Mini Rodini

SE

Apparel / Footwear

Modular

n/a

Returnee

MQ Holding AB

SE

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

MUD Jeans International BV NL
Naturaline (Coop Switzerland) CH
Naturepedic Organic
US
Mattresses

Apparel / Footwear
Apparel / Footwear

Full survey
Full survey

Level 4 - Leading
Level 4 - Leading

Returnee
Returnee

Home / Hospitality

Modular

n/a

New

G-Star RAW B.V.
Gap Inc.

GAP, Banana Republic, Old Navy,
Athleta, Hill City

NL

Apparel / Footwear

Progress tracker

n/a

Returnee

US

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Globetrotter Ausrüstung
GmbH
greenfibres limited

DE

Outdoor / Sports

Progress tracker

n/a

Returnee

GB

Multi-sector

Modular

n/a

Returnee

Gucci

IT

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

SE

Multi-sector

Full survey

Level 4 - Leading

Returnee

H&M Group

H&M, COS, Monki, Weekday, &
Other Stories, H&M Home, ARKET,
Afound
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Member

némloh (RHUM)

FI

Apparel / Footwear

Full survey

Level 1 - Developing

New

New Balance Athletics, Inc.

US

Outdoor / Sports

Modular

n/a

Returnee
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2019 Participants

2019 Participants

Company

HQ Sub sector

Scope

MCI Score

Status

Next Plc.
NIKE, Inc.

GB

Multi-sector

Progress tracker

n/a

Returnee

US

Outdoor / Sports

Full survey

Level 4 - Leading

Returnee

No Ordinary Designer Label
Limited t/a Ted Baker

GB

Apparel / Footwear

Progress tracker

n/a

Returnee

Norrøna Sport

NO Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

Nudie Jeans Marketing AB

SE

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

ORSAY GmbH
Otto Group

DE

Apparel / Footwear

Full survey

Level 1 - Developing

New

OTTO, Bonprix, Witt, Heine,
Sheego, Sportscheck

DE

Multi-sector

Full survey

Level 3 - Maturing

Returnee

Outdoor Voices

US

Outdoor / Sports

Full survey

Level 2 - Establishing New

Outerknown

US

Apparel / Footwear

Full survey

Level 3 - Maturing

Nike, Converse, Hurley and Jordan

Returnee

Patagonia

US

Outdoor / Sports

Full survey

Level 4 - Leading

Returnee

People Tree Ltd

GB

Apparel / Footwear

Progress tracker

n/a

Returnee

Piping Hot Australia Pty Ltd

AU

Outdoor / Sports

Full survey

Level 2 - Establishing New

prAna

US

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

PUMA SE

DE

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

US

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Recreational Equipment, Inc.
US
(REI)

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

Reformation

US

Apparel / Footwear

Modular

n/a

New

Royal Robbins LLC

US

Outdoor / Sports

Full survey

Level 2 - Establishing New

Scania CV AB

SE

Apparel / Footwear

Progress tracker

n/a

PVH Corp

Tommy Hilfiger, Calvin Klein, Van
Heusen, IZOD, ARROW, Warner’s,
Olga, True&Co, Geoffrey Beane

New

SKFK ethical fashion

ES

Apparel / Footwear

Modular

n/a

Returnee

Stanley/Stella SA

BE

Apparel / Footwear

Full survey

Level 4 - Leading

Returnee

Stella McCartney

GB

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Stio
Superdry Plc

US
GB

Outdoor / Sports
Outdoor / Sports

Progress tracker
Progress tracker

n/a
n/a

New
New

Target

US

Multi-sector

Modular

n/a

Returnee

Tchibo GmbH

DE

Multi-sector

Full survey

Level 4 - Leading

Returnee

Ten Tree International Inc.
Tesco Stores Ltd
The Burton Corporation
The Cotton Group SA
The North Face, a division of
VF Outdoor, LLC

CA
GB
US
BE

Apparel / Footwear
Multi-sector
Outdoor / Sports
Apparel / Footwear

Full survey
Full survey
Full survey
Modular

Level 3 - Maturing
Level 3 - Maturing
Level 3 - Maturing
n/a

New
Returnee
Returnee
New

US

Outdoor / Sports

Modular

n/a

Returnee

SE

Outdoor / Sports

Progress tracker

n/a

Returnee

US

Outdoor / Sports

Progress tracker

n/a

Returnee

DE

Apparel / Footwear

Progress tracker

n/a

New

GB

Home / Hospitality

Modular

n/a

Returnee

US

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

Tierra
Timberland, a division of VF
Outdoor, LLC
TOM TAILOR GMBH
Tom Tailor GmbH, Bonita GmbH

Trendsetter Home
Furnishings
UGG
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Company

HQ Sub sector

Scope

MCI Score

Status

Dressmann, Cubus, Carlings, Volt,
Bik Bok, Wow, Urban, Days Like
This, A-Z

NO Apparel / Footwear

Progress tracker

n/a

Returnee

Veja Fair Trade SARL

FR

Apparel / Footwear

Full survey

Level 3 - Maturing

Returnee

Volcom

US

Outdoor / Sports

Full survey

Level 3 - Maturing

Returnee

Washbär (Triaz GmbH)

DE

Apparel / Footwear

Progress tracker

n/a

Returnee

WE Europe BV

NL

Apparel / Footwear

Full survey

Level 2 - Establishing New

Wear Pact, LLC

US

Apparel / Footwear

Modular

n/a

WestPoint Home LLC

US

Home / Hospitality

Full survey

Level 2 - Establishing Returnee

Williams-Sonoma, Inc.

US

Home / Hospitality

Full survey

Level 3 - Maturing

Returnee

WOOLWORTHS (PTY) LTD

ZA

Multi-sector

Full survey

Level 3 - Maturing

Returnee

Member

VARNER

Returnee

Key
Company
In 2019, the CFMB was applicable for companies with the following business scopes.
Independent company: A company whose stock is not owned by another company nor a company who is holding the stock of another
company, i.e. neither a subsidiary or affiliate nor a holding company.
Subsidiary company: A company whose stock is more than 50 percent owned by another company; enterprise in which another enterprise
has majority voting rights and/or effective operational control.
Affiliate company: A company whose parent only possesses a minority stake in the ownership of the company.
Holding company: A company which holds and controls all or a large part of the capital stock of other (legally separate) enterprises. A
holding company is a corporate parent and the enterprises which it controls are subsidiaries.
Headquarters
Company headquarters: While many participants conduct business in multiple countries, country of headquarters is used to localize a
company.
Sub sector categories
Apparel / Footwear: Companies and retailers, of all sizes, mainly apparel and fashion footwear. Product categories include designer, luxury,
fashion, family, workwear/uniforms, baby, basics, intimates, and footwear.
Home / Hospitality: Companies and retailers, all sizes, of exclusively or predominantly home textiles. Product categories include dining
(tablecloths, napkins), bed and bath, and indoor or outdoor soft furnishings.
Outdoor / Sports: Companies and retailers, all sizes of outdoor, sportswear, and footwear. Product categories include mountain, active and
performance sports, yoga, lifestyle, backpacks, sports bags, and footwear.
Multi-sector: Companies and retailers, all sizes, handling a mix of apparel, footwear, and/or home textiles.
Survey scope
Full survey: Companies who have completed all sections of the benchmark, including all priority fibers.
Modular: Companies who have completed one or more fiber modules.
Progress tracker: Companies who have not completed material modules but who do submit progress data.
Membership
Textile Exchange membership: Current status as of January 2020.

By participating in the CFMB, all of the companies on this list have demonstrated a commitment to
transparency and continuous improvement of their materials sourcing strategy.
https://mci.textileexchange.org/
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Disclaimer
The Textile Exchange Corporate Fiber & Materials Benchmark program is externally assured by BSD Consulting
in accordance with the Global Reporting Initiative (GRI) guidelines. The Textile Exchange Material Change Index
is based on participant self-assessment. While Textile Exchange reviews all data entries, checks calculations,
and carries out consistency checks, it does not verify the accuracy of the data or disclosures within a company’s
survey submission, or the process of preparing the disclosures. That responsibility remains with the participating
company.
The opinions expressed in this publication are those of Textile Exchange and do not necessarily reflect the views
of any of our participants, funders, member organizations or advisors.
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Want to find out more about the
Corporate Fiber & Materials
Benchmark Program?
Visit: mci.TextileExchange.org
Contact: CFMB@TextileExchange.org

Textile Exchange is a proud member of
the World Benchmarking Alliance
114 ••Textile Exchange © 2020

Contents

