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Looking back at what BESTSELLER as a com
pany achieved in sustainabil ity in the last 
year, we can ref lect on some positive steps 
forward. Also, we must maintain a true sense 
of humility. The world we live in continues 
to present us with challenges, and as a busi
ness it is our responsibility to work hard to 
mediate this. 

In some of the most important areas of our 
s u s t a i n a bi l it y  s t r ate g y w e a r e  s ho w i n g 
good progress. We were able to reduce envi
ronmental impacts in production, improve 
worker health and safety and increase our 
standards on chemicals management. (See 
2017 Highlights).

As with the rest of our industry, our biggest 
impacts as a business is in our supply chain. 
I’ve been encouraged to see how industry col
laboration has the potential to make fashion 
more considerate of the env ironment and 
society. For example, we’ve been preparing to 
use the industrywide sustainability perfor
mance measurement tool the Higg Index by 
evaluating the supply chains of our biggest 
brand, JACK & JONES.

At BESTSELLER, we have become a strategic 
partner of the Global Fashion Agenda – an 
industry movement towards a common goal 
of a su s ta i nable fa sh ion i ndu s t r y.  A lon g 
with 63 other companies, we have pledged to 

accelerate the transition to a circular fashion 
system through the Global Fashion Agenda’s 
2020 Circular Fashion System Commitment. 
We see this area as an increasingly important 
strategic direction to pursue, in order to mini
mise the impacts of our organisation from 
raw materials to consumer disposal. 

It’s with this outward view that in 2018 we’re 
revisiting our sustainabil ity strateg y, tak
ing the 20BY20 framework as a springboard 
from which we can build a bolder ambition, 
suppor ted by goa l s a nd ta rgets .  T he new 
strategy will set us up with a clear direction, 
structure and systems internally, and part
nerships externally, that wil l enable us to 
accelerate more positive impacts across our 
whole value chain.

Every day I see our colleagues working and 
l iv ing by BESTSELLER va lues , and th is is 
ref lected in the work we have achieved and 
will give us momentum and inspiration for 
us to do more.

I hope you enjoy this read.
 
 
 
 

Anders Holch Povlsen 
Owner & CEO
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EXECUTIVE 
SUMMARY  
AND 2017  
HIGHLIGH 
–

Throughout 2017, we at BESTSELLER together with 
our suppliers and partners worked to make tangible 
progress on 20BY20 – our current sustainability 
strategy. The strategy is based around five focus areas:  
Supply Chain Management, Workers, Communities,  
Products and Environment & Chemicals. Here we have 
selected some of the key highlights and activities.

PRODUCTS 

We are committed to contributing to improve 
global cotton production through sourcing 
the majority of our cotton as ‘more sustain
a ble cotton’ by 2020. As of the end of 2017, we 
reached 43%.

With a mission of turning the entire brand into 
a more sustainable brand, SELECTED has a goal 
to use as many more sustainable fibres in the 
products as possible. SELECTED has for exam
ple in 2017 made one of the regular polyester 
NOOS styles from recycled polyester.

We became a strategic partner of the Global 
Fashion Agenda, which aims to mobilise the 
global fashion industr y to change the way 
we produce, market and consume fashion. As 
part of this we have signed a ‘call to action for 
a circular fashion system’ and made commit
ments on three action points: Implementing 
design strategies for circularity, increasing 
the volume of used garments collected and 
increasing the share of garments made from 
recycled postconsumer textile fibres.

SUPPLY CHAIN MANAGEMENT

We made supplier factory information publicly 
available as a demonstration of our commit
ment to work towards greater transparency.

We h av e b e e n a c t i v e l y  i nv ol v e d i n  t he  
Sounding Board drafting the new 2018 Accord 
agreement for Fire and Building Safety in 
Bangladesh covering more than 4 m i l l ion 
workers in the RMG industry. We were among 
the 10 first brands to sign the new 2018 Accord 
continuing to invest and show commitment to 
workers’ safety in Bangladesh.

WORKERS 

To help develop the ga r ment i ndustr y i n 
Myanmar in a sustainable way we embarked 
on a pr oje c t w it h s evera l  pa r t ner s .  T h i s 
includes the Danish ETI, the Danish union 3F, 
the University of Aalborg and four factories. 
The purpose is to strengthen the factories’ 
productivity through LEAN tools and build
ing the connection between workers’ rights 
and increased productivity by adding train
ing of workers and management in sound 
workplace social dialogue.

ENVIRONMENT & CHEMICALS

We strengthened our procedures to reduce 
the env ironmental impacts of production , 
achieve more comprehensive standards of 
chemicals management, and improve worker 
health and safety conditions.

We conducted a pilot with 32 key JACK & JONES 
suppliers to prepare for the roll out of the Higg 
FEM tool. Focusing on Tier 1, we were able to 
cover and train 80% of sites (by value). 

 
 
  
COMMUNITIES 

We partnered with UNLEASH – a new global 
i n it iat ive br i ng i ng toget her 1 , 0 0 0 young , 
talented leaders, experts and entrepreneurs 
each year until 2030 to innovate and collab
orate on new practical solutions to solve the 
world ’s most pressing challenges as defined 
by the SDGs.
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To do this, we are in the process of conduct
ing a materiality assessment to understand 
the most important issues to our business , 
and to our stakeholders , that we need the 
new strateg y to address . We are speak ing 
to key people within our business and also 
external stakeholders including suppliers , 
partners and retail customers to understand 
what their priorities are and where they see 
BESTSELLER should be focusing.

Si nce 2 01 3 ,  ou r ef for t s have been d r iven 
through our 20BY20 strategy – 20 goals in the 
areas of Supply Chain Management, Workers, 
Products, Communities and Environment & 
Chemicals that we aim to achieve by 2020. 
The 20BY20 goals have given us a base from 

which we have been able to put processes and 
actions in place, but our new strateg y will 
also address newer ambitions in the environ
mental space, build on issues such as social 
engagement with suppliers, reducing supply 
cha in aud it fat ig ue and work ing towards 
c ircular fash ion models .  We a lso th in k it 
is important for our strateg y to ref lect the 
full value chain – from design to sourcing, 
to manufacturing and operations, to retail , 
consumer use and disposal and our owned 
and operated buildings.

The new strateg y w i l l need to ref lect our 
changing world but importantly, also be a rep
resentation of who we are at BESTSELLER , 
our values and our One World Vision.

A NEW  
STRATEGY 
–

Our sustainability work will be tailored,  
fitted & adjusted. As 2020 is quickly approaching, we 
are taking the opportunity to revisit our sustainability 
ambitions from a holistic point of view. This means 
looking beyond 2020, understanding where we are now 
and where we want to be in the future in terms of how 
we can influence, impact and inspire positive action on 
the environment and society.
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INTRODUCTION
Our business activit ies involve thousands 
of workers across the world and inf luence a 
range of issues from workers’ rights, decent 
work ing cond it ions and the env ironment. 
We continuously work to improve our supply 
chain management to address these issues 
and partner with suppliers to identify and 
track salient labour rights issues and envi
ronmental risks and to f ind longterm sus
tainable solutions.
 
By the end of 2017, BESTSELLER worked with 
4 10 suppl iers and 75 2 cut ,  ma ke and tr im 
factories in 26 countries. Our suppliers face 
d i f fer ent soc ia l a nd env i r on menta l cha l
lenges in each of these countries in order to 
meet our standards. We seek to support our 
suppliers in addressing these challenges but 
some are difficult to address as an individual 
company. Thus, we aim to work in collabora
tion with industry and external partners to 
find common solutions and to drive longterm 
sustainable development. In particular, we 
do t h i s t h r oug h ou r member sh ips of t he 
Sustainable Apparel Coalition (SAC) and the 
Ethical Trading Initiative (ETI). 

Improvements in our supply chain contribute 
to the global sustainability agenda expressed 
through the UN Sustainable Development 
Goals (SDGs). We touch upon several of the 
SDGs, but we particularly focus on SDG 3: 

Good health and wellbeing, SDG 5: Gender 
equality, SDG 8: Decent work and economic 
g row th , SDG 1 2 Responsible consumpt ion 
and production as well as SDG 17 : Partner
ships for the goals. 

TRACEABILITY & 
TRANSPARENCY  
IN OUR SUPPLY CHAIN

Traceabil ity and transparency of the prod
ucts we sell are essential for building trust 
and cred ibi l ity w ith a l l of our sta kehold
ers . By understanding how and where our 
pr o duc t s a r e m a nu fac tu r e d we ca n hold 
ourselves , our suppliers and governmental 
institutions to account on important issues 
such as health and safety, decent work ing 
conditions and environmental protection. 

Getting full traceabil ity and transparency 
in apparel and footwear supply chains is a 
complex matter.  A s apparel and footwear 
brands typically only have direct visibility of 
the CMT (cutmaketrim) factories, we have 
less inf luence with further tiers of suppli
ers such as the producers of raw materials. 
Therefore, collaboration across the industry 
is necessar y in order to set up appropriate 
s ystem s for trac k i ng a nd com mun icat i ng 
knowledge and data . This is an important 

topic and one that we will be looking at close
ly as part of our new sustainability strategy 
to be launched in 2018. In addition, through 
various stakeholder initiatives, BESTSELLER 
continuously works to increase traceability 
in our supply chain to address risks and pro
mote sustainable changes. One example is our 
commitment to the Better Cotton Initiative  
(BCI), which works to improve cotton farm
ing practices across the world . Read more 
about this on page 35.  
 
 
PUBLIC FACTORY LIST
As part of a commitment to increase trans
parency, in December 2017 we made supplier 
factory information publicly available on our 
corporate website . Our publ ic fac tor y l ist 
includes the name and address of apparel , 
foot wea r a nd acces sor ies CM T fac tor ies , 
representing our main commercial sourcing 
volume. The l ist wil l be updated twice a 
year, and we are looking to publish all 
onboarded tier one (CMT ) factories 
in 2018.

OUR  
SUPPLY CHAIN  
–
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FACTORY 
VISITS 2017
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

INCREASING OUR 
ENVIRONMENTAL 
FOCUS

In 2017, we invested in developing our global 
environmental team and strengthened our 
pr o c edu r e s to r educ e t he env i r on menta l 
impacts of production, achieve more compre
hensive standards of chemicals management, 
as well as improve worker health and safety 
conditions linked to these aspects.

In all wetprocessing factories that produce 
for us in Bangladesh and India, we performed 
second par ty env ironmenta l assessments . 
These initial assessments highlighted cer
tain issues , which we worked closely with 
our manufacturers to improve. In Bangla
desh, we performed 79 initial assessments 

and 24 followup assessments, while in India 
we performed 40 initial assessments with 15 
followup checks.

Common issues that we face in these coun
tries include missing environmental policies 
and inadequate permits for onsite processes, 
i nadequate trac k i ng and mea surement of 
water and energy consumption and insuffi
cient chemical management (onsite chemical 
a nd w a s te w ate r  m a n a g e me nt) .  We mon 
itor and work closely with our suppliers to 
address these challenges.

HUMAN RIGHTS  
POLICIES

In our Code of Conduct, we require our sup
pl iers and their sub suppl iers to promote 
respect for human rights and labour rights at 
production facilities. As a supplement to our 
Code of Conduct , we have specif ic policies 
and procedures , such as our Human Rights 
Pol ic y, Chi ld Labour Pol ic y, Homework ing 
Policy and Migrant Worker Policy.

Our pol ic ies a nd i n it iat ives a re ba sed on 
the UN Guiding Principles on Business and 
Human Rights and key UN conventions such 
as the UN Universal Declaration of Human 
Rights, as well as ILO conventions and recom
mendat ion s ,  i nc lud i n g T he Inter n at ion a l 
Labour Organization’s Declaration on Funda
mental Principles and Rights at Work.

In accordance with our human rights policies, 
we continuously work to identify, prevent, 
mitigate and avoid causing or contributing 
to adverse impacts on human rights w ith 
regards to our own employees and in our busi
ness activities. If we become aware of adverse 
impacts in our own business activities , we 
work to mitigate and remediate such impacts. 
If we become aware of adverse impacts in 
business activities directly linked to us, we 
do our utmost to contribute to remediation.

Based on our pol ic ies and procedures , we 
conduct due diligence to promote an aware
ness and understanding of human rights and 
how to suppor t them amongst our supply 
chain partners. 

This is an ongoing process, which builds on 
the insights that we get from audits and reg
ular visits at the factories as well as indus
t r y col laborat ion s a nd ot her s ta keholder 
engagement. 

COMPLIANCE 
PROGRAMME

Through our Factory Compliance Programme 
and our Social Engagement Programme, we 
work in close col laboration with suppliers 
and external stakeholders to drive sustain
able development in the supply chain. Our 
Compliance Programme is designed to define 
a minimum standard for factories across all 
production countries, and the Social Engage
ment Programme aims to make improvements 
that go beyond compliance.

A l l our suppl iers must be enrol led in our 
C ompl i a nc e  P r o g r a m m e w h i c h r e qu i r e s 
them to meet basic industry standards and 
add it iona l BESTSELLER r equ i r ement s on 
social , labour, environmental and chemical 
issues. BESTSELLER compliance specialists 
and th irdpar ty aud itors assess suppl iers 
prior to starting up new supplier relations 
and subsequently on a regular basis. If we or 
thirdparty auditors f ind any breaches, we 
develop Corrective Action Plans (CAPs) in 
collaboration with the supplier to remediate 
the issues and support the implementation 
of corrective actions whilst maintaining an 
ongoing dialogue. Only in cases where the 
supplier is unwilling to work with us in reme
diating any critical findings, do we terminate 
the business relationship.

In 2017, we and thirdparty auditors visited 
our factories 1 169 t imes to conduct socia l 
audits and to support the implementation 
of CAPs as well as to support suppliers in 
making longlasting improvements through 
various projects and programmes. Read more 
on page 19.  

398

771

 
 
 
 
CLEANER PRODUCTION 
PROJECTS

In recent years, we have collaborated 
with Partnership for Cleaner Tex
tiles (PaCT) in Bangladesh on intro
ducing Cleaner Production projects 
with selected suppliers to illustrate 
how converting to a greener produc
tion can create environmental and 
financial value. On average, these 
suppliers have reduced their water 
consumption by 15% and their ener
gy consumption by 11%. 

In 2017, we completed a project at 
our largest supplier in Bangladesh 
where, among others, maximisation 
of condensation recovery from the 
production processes, replacement 
of pumps, replacement of incandes
cent bulbs with LED have resulted 
in water savings of 167,905 m 3 and 
energy savings of 19,298 MWh.

 Own
 3rd party
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HIGG INDEX

Developed by the Sustainable Apparel Coali
tion (SAC), the Higg Index is a suite of tools 
that enables brands, retailers, and facilities 
of all sizes , at every stage in their sustain
abil ity journey, to accurately measure and 
score a company or product’s susta inabi l
ity performance. The Higg Index delivers a 
holistic overview that empowers businesses 
to make meaningful improvements that pro
tect the wellbeing of factory workers, local 
communities, and the environment.

The Faci l ity Env ironmental Module (Higg 
FEM) will be used from 2018 as part of our 
i n  d e p t h  e v a l u a t i o n s  o n  c h e m i c a l  a n d 
env i r on menta l ma na gement at fac tor ies . 
Between August 2016 and December 2017, we 
worked with key suppliers to prepare for this 
by using the Higg FEM tool to do an indepth 
eva luat ion a nd a ssessment of the supply 
chains of our biggest brand, JACK & JONES.

SCREENING FACTORIES 
IN CHINA

Since 2014 , we have been using the Institute 
of Public Affairs (IPE) database as a screen
ing tool in China. This tool can be used by 
brands and suppliers to check if there have 
been any environmental law violations by 
fac tor ies i n Ch i na . Fac tor ies ca n address 
these records by publishing a public state
ment stating how they have addressed the 
v iolat ion i s sue ef fec t ively.  Fac tor ies ca n 
remove these records from the IPE system if 
there is an environmental audit by an inde
pendent env ironmental audit ing company 
approved by the IPE.

In 2017, we screened 266 factories through 
t h i s s ystem . T h i s i nvolved suppl iers a nd 
factories covering 80% of our total business 
volu me s ,  a nd a l l  ou r r e c om mende d t r i m 
and fabric mills (around 30 sites) in China.
In total , we found 1 51 pollution records on 
appr ox i mately 6 0 fac tor ies spa n n i ng t he 
last few years. Of these 60 sites, 22 sites gave 
feedback that issues were fixed, and made a 
public statement about pollution records and 
actions taken to prevent further violations 
on the IPE website. 15 factories did an envi
ronmental audit through IPErecommended 
third party environmental auditors to show 
that issues had been remediated, and these 
records were deleted from IPE ’s pol lution 
record system.

ENHANCING  
FIRE, ELECTRICAL &  
BUILDING SAFETY

In response to the Rana Plaza incident in 2013, 
the Bangladesh Accord on Fire and Building 
safety (the Accord) was formed as an agree
me nt b e t w e e n t he i nte r n at ion a l  u n ion s 
I ndu s t r i A L L a nd U N I Globa l  Un ion a nd 
more than 200 apparel brands and retailers 
with the aim of making f ire, electrical and 
structural improvements in the Bangladeshi 
readymade garments industry. 

BESTSELLER is a signatory of this Accord, 
and over the last four years, we have worked 
with the Accord to make significant improve
ments at the factories in Bangladesh that 
manufacture our products. These improve
ments are contributing to better and safer 
working conditions for over 240,000 workers 
producing for BESTSELLER in Bangladesh. 

As the first Accord agreement is due to expire 
in 2018 , BESTSELLER has been involved in 
drafting the next Accord and in July 2017, 
we signed an agreement to work for another 
t h r ee yea r per iod w it h un ion s a nd ot her 
brands to continue mak ing improvements 
in the Bangladeshi garment industr y. The 
new Accord agreement named the Transition 
Accord takes effect from May 2018. It builds 
on learnings from the previous Accord and 
a ims to ma ke more longterm susta inable 
improvements, including to establish elected 
safety committees at all factories and to pro
mote freedom of association.

20%80%

80% OF JACK & JONES  
FACTORIES (BY VALUE) 
ENROLLED IN HIGG FEM

In 2017, we conducted a pilot with 
32 JACK & JONES suppliers to roll 
out Higg FEM at 75 factories across 
China, Cambodia, India, Bangladesh, 
Pakistan, Sri Lanka and Turkey. The 
a im was to prepare our interna l 
teams and our key manufacturers, 
as well as to adapt our internal oper
ating procedures, for the more wide
spread adoption and utilisation of 
Higg Index FEM by BESTSELLER 
from 2018.

We focused on our tier one factories 
w ith on site wetprocessi ng a nd 
chemicals use and covered almost 
80% of JACK & JONES garmentpro
ducing sites (by value). In addition, 
all denim factories , laundries and 
den im m i l ls produc ing for JACK 
& JONES Jeans Intell igence were 
included in the rollout as part of 
the due diligence behind our focus 
on driving more sustainable denim 
production.

As part of the pilot, both our own 
chemical and environmental team 
as well as our suppliers received 
training to support efficient imple
mentation of Higg FEM. In the begin
ning of the year, factories completed 
the Higg FEM selfassessment, and 
from May to August, onsite verifi
cations of this data were performed 
in 22 factories by official SACCerti
fied verifiers. Since then, our global 
teams have been working to support 
manufacturers to make improve 
ments and address key issues that 
have arisen.

BESTSELLER
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CASE: INVESTIGATING WORKING  
CONDITIONS IN CAMBODIA

In February 2017, during one of our reg
ular visits at a Cambodian factor y, a 
small fire broke out in a packing section. 

The fire alarm went off and all factory 
workers left the building and gathered 
outside. Afterwards, 48 workers fainted 
and 12 of them went to a nearby hospi
tal or clinic for a health check. Reports 
released by the National Social Security 
Fund stated various reasons why the 
workers fainted, including headaches, 
panic reactions, dehydration and mal
nutrition.

BESTSELLER auditors and colleagues 
have visited this factory many times, 
both before a nd a f ter the i nc ident . 
During our visits, we have interviewed 
many workers to get a clear picture 
of the working conditions f irst hand.  
The interviews gave no indication that 
the workers were deprived from taking 
breaks or felt that the temperatures were 
too high. The cooling systems worked 
properly, and workers repor ted that 
these were turned on by their request. 

We have not previously experienced a 
high number of workers fainting at the 
same time, but we acknowledge that 
the work ing conditions may have an 
inf luence on this together with exter
nal factors. We continuously work with 
our suppliers to make improvements 
that go beyond compliance and focusing 
on addressing issues like fainting and 
understanding the circumstances is a 
key priority.

INSPECTIONS AND REMEDIATION

A l l  fac tor ies pr oduc i n g for BE STSEL L ER 
in Bangladesh are subject to independent 
inspections on fire, electrical and structural 
safety. The initial inspections are conducted  
b y e n g i ne e r i n g f i r m s c ont r ac te d b y t he 
Accord. After each inspection, the engineers 
provide reports with findings and remedial 
actions with recommended timelines. 

Once the initial inspections of a factory have 
been completed, Accord engineers facilitate 
the remediation process in close collabora
tion with the factor y. They develop a Cor
rective Action Plan (CAP) that details what 
remed ia l act ions w i l l be ta ken w ith clear 
timelines. We support the supplier through
out the whole process with regular onsite 
visits and seminars in Dhaka.

By the end of 2017, 89 percent of the issues 
identified during inspections of BESTSELLER 
supplier factories were remediated. The over
all Accord progress rate was at 83 percent.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

SAFETY COMPLAINTS MECHANISMS

T he Accord hea lth and safety compla ints 
me c h a n i sm pr ov ides i nd iv idua l worker s , 
g r oup s of  worker s a nd worker r epr e s en
tat ive s w ith access to remedy for sa fet y 
concer ns wh ich are not bei ng effec t ively 
addressed at the factory level. 

T he Accord t hen i nvest i gates a ny sa fet y 
a nd hea lth related compla i nts f rom R MG 
(ReadyMade Garment) factories covered by 
the Accord. Complaints that are not related 
to OHS are for warded to BESTSELLER and 
ot her buyers to be add r es sed sepa rately.  
Complainants can choose to remain anony
mous and will be protected from discrimina
tion or reprisal for submitting a complaint to 
the Accord. 

T he compl a i nt s me c h a n i sm en su r es t h at 
health and safety concerns at the factories 
are properly addressed and remediated, and 
that the right to refuse unsafe work is upheld 
where necessary.
 
 
SAFETY COMMITTEES

Functioning safety committees are key to 
making sure the aims of the Accord continue 
to be realised after the fiveyear agreement 
and for the purpose of sustainable longterm 
solutions. The Accord trains and supports 
joint labourmanagement safety committees 
at factories.

A l l  BE S T SE L L E R s uppl ie r  fac tor ie s h ave 
safety committees in place, and 80 percent 
have in it iated safety comm ittee tra in ings 
s up e r v i s e d b y A c c or d t r a i ne r s .  O v e r a l l , 
accord sa fety tra i ners have tra i ned more 
than two million workers in the RMG indus
tr y about accident prevent ion , the role of 
the factory safety committee and the com
plaints mechanism.

BESTSELLER
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40.000 WOMEN  
IN OUR SUPPLY CHAIN 
HAVE BENEFITTED 
FROM THE  
HER PROJECT

SOCIAL ENGAGEMENT 
PROGRAMME
We believe in developing strong relationships 
with our suppliers, as a common understand
ing and respect for one another ma kes it 
possible to develop our businesses in a sus
tainable manner. Thus, we seek to incentivise 
suppliers who understand the value of and 
work towards making longterm sustainable 
improvements.

Through our Social Engagement Programme 
(SEP), we work with key suppliers to support 
them in implementing efficient systems for mak
ing longterm improvements to promote better 
working conditions in factories. Our aim is to 
enable a better collaboration between manage
ment and workers to promote workers’ rights and 
to support the implementation of better gover
nance and management systems. In this way, 
suppliers will be empowered to take responsibil
ity for developing their businesses in a sustaina
ble direction, and workers will be empowered to 
take responsibility for ensuring their own rights.

BETTER PRODUCTIVITY 
THROUGH IMPROVED 
HEALTH & SAFETY IN 
BANGLADESH

In 2017, BESTSELLER joined the Productivity 
and Occupational Health and Safety Project, 
designed by University of Aalborg (Denmark) 
in collaboration with Ahsanullah University 
of Sc ience a nd Te c h nolog y ( Ba n g ladesh) , 
and funded by Danish Development Agency 
(DANIDA).

T he pr oje c t a i m s to pr ove t he s y ner g ies 
between productivity, quality and occupa
tional health and safety (OHS). Using lean 

and OHS tools and techniques , the project 
pr ov ides t ra i n i n g for worker s a s wel l  a s 
management aiming to create visibi l ity of 
the correlation between improving OHS and 
increasing productivity.
 
T h r e e BE S T SE L L E R s uppl ie r s h ave b e e n 
e n r ol le d i n  t he pr oje c t  r e ac h i n g out  to 
more than 29 ,000 workers. In 2018/19 , PhD 
students f rom Un iversity of A a lborg w i l l 
analyse, report and disseminate the results. 
BESTSELLER follows the project closely as 
we believe that linking OHS and productiv
ity will not only create the business case for 
suppliers and workers, but also enhance sus
tainability in our supply chain. Through the 
MYPOD project, we take a similar approach 
to addressi ng supply cha i n cha l lenges i n 
Myanmar. Read more on page 23.

SUPPORTING 
HEALTH AWARENESS 
AMONG WOMEN

Approximately 80 percent of textile workers 
are women, so we have a great responsibility 
to contribute and drive progress towards gen
der equality. One very important way of mak
ing progress on gender equality is to empower 
women by creating an enabling environment 
for them to train and access resources for 
continued personal development. Therefore, 
we continue to involve more and more women  
in the HER Project in partnership with BSR 
and its local implementing partners.

Through the HER Health Project, we collab
orate with selected key suppliers on increas
ing female workers’ health awareness and 
access to healthrelated services. The train
ing topics cover personal hygiene, birth con
trol , maternal health , contagious diseases , 
nutritious food, etc. and are tailored to the 
pre assessed need of ever y single factor y.  

Mos t of t he pa r t ic ipat i n g suppl ier s a l s o 
provide on-site medical clinics with trained 
staff and free treatment. 

Return-on-investment studies made by factory 
management show reduced employee turnover 
and absenteeism, improved workplace commu-
nication and higher productivity, and workers 
report that they feel more self-confident going 
into dialogue with management to find com-
mon solutions to everyday issues. In 2017, we 
enrolled two new factories in the HER Pro-
ject in Bangladesh, and we have now reached 
out to approximately 40,000 women in our 
supply chain.
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BESTSELLER collaborates with suppliers in 
countries where the workplace social dia
logue model is yet to be integrated into the 
daily business. Many of the challenges that 
we face in these countries are due to not 
hav ing a wel l establ ished bi or tr ipar tite 
soc ia l d ia log ue. T hese cha l lenges i nc lude 
decent wages, collective bargaining, freedom 
of association, and health and safety. Thus, 
one of our top priorities is to promote social 
dialogue in our supply chain.

SOCIAL DIALOGUE 
PROGRAMME IN 
BANGLADESH

I n B a n g l ade sh ,  t he r eadym ade g a r me nt 
industry is rapidly growing and accounts for 
more than 80% of total export earnings and 
employs around four mill ion workers. This 
rapid growth has created many opportuni
ties, but also challenges, such as poor work
place safety, long working hours, low wages 
and genderbased discrimination. Due to tra
ditionally low levels of unionisation in the 
country, workers have little opportunity to 
speak out and be heard, and strikes and other 
forms of disputes are often the only means 
for workers to raise their grievances.

For more than 10 years ,  BESTSELLER has 
worke d w it h s uppl ier s i n B a n g l ade sh to 
improve working conditions at the factories. 
The major challenge has been, and sti l l is , 
labour rights such as freedom of association 
and collective bargaining that gives workers 
a voice. Under Bangladesh law, it is mandatory 
to have elected Par tic ipation Comm ittees 
(PCs) at workplaces employing above f ifty 
people, and PCs should be elected by trade 
unions (if present in the factor y) or freely 
elected by factor y workers . Never theless , 
due to the lack of legal systems to support 
the democrat ic elec t ion of PCs , these are 

often elected by management. In light of this, 
in 201 5 we engaged in the Joint ETI Social 
Dialogue Programme, which aims to improve 
dialogue between workers and management 
and to bui ld workers’  capac ity to present 
their needs.

T he Soc ia l Dia log ue Prog ramme oversees 
a nd suppor t s t he demo c rat ic e le c t ion of 
PCs where required and trains committee 
members in labour rights , responsibi l it ies 
and dialogue skills . Training is provided to 
super visors and managers on how to work 
constructively with the PC. Capacity build
ing training is also provided to trade union 
and factory managers on industrial relations 
and collective bargaining to enhance mutual 
understanding, trust and respect. 

Most of our supplier factories have PCs. In 
order to support suppliers manage PC elec
tions, BESTSELLER has enrolled two facto
ries in the ETI Social Dialogue Programme 
in Bangladesh reaching out to approximately 
7,000 workers. The programme has proven 
positive results , including reduced worker 
turnover and absenteeism, fewer disagree
ments escalating into disputes and better 
workplace dialogue. We will continue enrolling 
factories into this programme.

According to the ILO, successful social dia
log ue s t r uc tu r es a nd pr oces ses have t he 
potential to resolve important economic and 
social issues , encourage good governance, 
advance social and industrial peace and sta
bility and boost economic progress.

 ADVANCING  
SOCIAL  
DIALOGUE  
–

What is social dialogue? Social dialogue is defined 
by the International Labour Organization (ILO) to 
include all types of negotiation, consultation or simply 
exchange of information between, or among, repre-
sentatives of governments, employers and workers, on 
issues of common interest relating to economic and 
social policy. It can exist as a tripartite process, with 
the government as an official party to the dialogue 
or it may consist of bipartite relations only between 
workers and management (or trade unions and 
employers’ organisations), with or without indirect 
government involvement.
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MYPOD – BRINGING 
TOGETHER SOCIAL 
DIALOGUE, WORKING 
ENVIRONMENT AND 
PRODUCTIVITY IN 
MYANMAR

After decades of being under military rule, 
Mya n m a r i s  goi n g t h r oug h a demo c rat ic 
transformation and has set a goal of becom
ing a competitive location for high quality 
and sustainable garment production and to 
improve productivity in the coming 10 years. 

This goal is supported by legal incentives , 
such as the Labour Organization Law (2011) 
that legalised union activities after 40 years 
of prohibition, and the Minimum Wage Law 
(2013). Despite legal changes and introduction 
of trade unions and employer associations, 
Myanmar is still at an early stage of develop
ing its industrial systems. Thus, it requires 
crossindustry and stakeholder collaboration 
to support the development in the country.

I M P R O V E D  W O R K I N G  E N V I R O N M E N T, 
PRODUCTIVITY AND SOCIAL DIALOGUE

In 2017, we embarked on a threeyear project 
together with the Joint Ethical Trading Initia
t ives (Denmark , Nor way and UK), Dan ish 
union 3F, the University of Aalborg and four 
of our suppliers with the overall objective 
of Myanmar’s garment industry to generate 
more decent jobs and sustainable increased 
value addition providing a stronger participa
tion in the global garment value chain. 

Going by the name MYPOD, the project utilises 
the lean methodolog y and aims to combine 
the s y nerg ies of soc ia l d ia log ue, work ing 
environment and productivity. This means 
that workers and management are trained 
in establishing a sound workplace social dia
logue and learn about the benefits of using 
it  to i mpr ove work i ng env i ron ment s a nd 
increase productivity. The training is carried 
out in collaboration with local unions and 
Yangon Technical University (YTU).

P r o v i d i n g d e c e nt  j ob s  d o e s  n o t  h app e n 
overnight. It is a sustainable process, where 
workers are increasingly empowered to uti
l ise basic r ights to ach ieve inf luence over 
t hei r work i n g cond it ion s a nd da i ly l ives . 
Freedom of association and the right to col
lective bargaining are core rights promoted 
by the project , while another fundamental 
element of decent work – healthy and safe 
work ing condit ions – is a direct output of 
the project.

The project builds on lessons learned in the 
garment sector in recent years ,  includ ing 
from Bangladesh, and should ensure that sim
ilar challenging practices regarding working 
conditions, social dialogue and productivity 
do not emerge in Myanmar. We will use the 
learnings and outcomes from the project to 
present the business case to other suppliers 
and promote this model of inter vention in 
our supply chain. 

RESPECTING  
HUMAN RIGHTS IN  
CIVIL SOCIETY IN  
MYANMAR

MYPOD promotes ethical behaviour 
and efforts to eliminate discrimi
nation on the labour market , and 
as a M Y POD project par tner, we 
are working closely with Myanmar 
civil society, especially local trade 
un ion s i n order to help suppor t 
workers to practice their rights.

We are deeply concerned about the 
humanitarian situation in Rakhine 
State, which has led to a refugee cri
sis in southern Bangladesh. People 
have been forced to flee their homes, 
families have been torn apart and 
individuals have lost their lives. 

We bel ieve that individual r ights 
and freedoms must be protected , 
in accordance w ith international 
law, and that it is the responsibil
ity of the State to establish a safe 
env ironment for those who have 
f led violence, so that they can vol
untarily return to their homes and 
to their l ives . We have expressed 
t h i s concer n to t he gover n ment 
of Myanmar through a joint letter 
with other ETI members.
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SYSTEMIC INDUSTRY CHALLENGES 

As a Foundation Stage Member of the Ethical 
Tr a d i n g I n it i at i v e ,  w e c ol l a b or ate  w it h 
numerous la rge Europea n bra nd s to f i nd 
common solutions to industry issues, and we 
use our leverage to engage with governments 
on systemic changes. 

In 2017, we sent a joint letter to the Cambodian 
P r i me M i n i ster,  e x pr es si n g ou r concer n s 
regarding the Draft Minimum Wage Law and 
the Zero Draft on Labour Dispute Resolution 
as these did not fully meet ILO conventions 
on freedom of association, collective bargain
ing, the right to organise and wage f i xing.  

 

 
 
 

T he letter resulted in a meet ing between 
ETI representatives, the Minister of Labour 
and m inistr y off icials . A n ag reement was 
reached to adopt some of the amendments 
proposed by ETI and its members. While this 
was a step in the right direction, we recom
mend further action on freedom of associ
ation and col lective bargaining as well as 
effective implementation.

In April 2017, the Madras High Court in India 
dismissed the petition for a stayorder based 
ambiguity regarding the skill gradation and 
wage distinction between hosiery and tailor
ing workers in the South Indian Tamil Nadu 
region. Through a joint ETI letter for the gov
ernment of Tamil Nadu, we emphasised that 
a clear and decent minimum wage should be 
set based on qualifications and through con
sultation with relevant stakeholders. By the 
end of 2017, we were still awaiting a response 
from the Tamil Nadu government.

SOCIAL DIALOGUE FOR POSITIVE CHANGE

Social dialogue is one of the most important 
means to promoting fair wages in the supply 
chain. Freedom of association ensures that 
workers and employers can associate to effi
ciently negotiate work relations. Combined 
with freedom of association, sound collec
t ive bargaining practices make it possible 
for employers and workers to have an equal 
voice in negotiations and that the outcome 
will be fair and equitable.

In BESTSELLER, we work together with local 
and international unions to prevent – and if 
necessary remediate – labour disputes. In late 
2016 , two of our suppliers were affected by 
a major wage strike in Ashulia, Bangladesh, 
where thousands of workers from factories 
i n t h i s a r ea wer e d i sm i s s e d . A f ter wa r d s , 
many of the dismissed workers faced crimi
na l cha rges a nd were a r rested , i nc lud i ng 
union leaders. We investigated all employee 
terminations at our two supplier factories 
and engaged in close dialogue with suppliers 
to find proper solutions for the workers. This 
process was supported by the Danish union 
3F and facilitated by BESTSELLER.

Through constructive dialogue, the local union 
and the suppliers managed to ensure proper 
settlements for more than 200 workers.

We believe that al l workers should receive 
a fair wage, which enables them to provide 
for their families and uphold a decent living 
standard. 

We continuously work with our suppliers to 
raise their awareness about wage levels and 
to support and encourage the implementa
tion of fair wages.

Never t heles s ,  we a r e awa r e t hat ra i s i ng 
wages of workers in the textile and garment 
supply chain to a ‘ l iving wage’ is something 
that we ca nnot ach ieve a lone. T herefore , 
we aim to engage in init iatives that bring 
the industry together and work to improve 
wages by establishing collective bargaining. 
Only by col laborating across the industr y 
and with unions, we have the leverage and 
ability to make a real impact for the workers. 
 

 
 

ASHULIA 
BANGLADESH

PROMOTING  
FAIR WAGES 
–
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RATING SUPPLIERS  
ON CHEMICAL 
MANAGEMENT 
PERFORMANCE

Our suppliers are rated according to chemi
cal management performance and risk. This 
rating is used by BESTSELLER brands in sup
plier performance evaluations and in ongoing 
KPI tracking. This rating also affects how 
often we conduct chemical testing on prod
ucts made by that supplier, with less frequent 
product testing for suppliers showing strong 
chemical management and performance.

TRAINING SUPPLIERS  
IN RESPONSIBLE  
CHEMICAL 
MANAGEMENT

Our chemical team, based in our global sour
cing off ices work closely with suppliers to 
address issues of noncompliance with our 
RSL, and we have a strong focus on training 
and supporting our suppliers to lower risks 
related to chemical management.

In 2017, we had 186 training sessions for our 
manufac turers across our sourc ing coun
tries, which reached more than 3 ,700 individ
ual participants. Training sessions are based 
on BESTSELLER’s R SL and chem ica l man
agement guidelines and are performed both 
onsite at factories and in group sessions in 
our offices. Training was either done by our 
qualified chemical managers or through our 
par tnersh ip w ith th ird par ty ser v ice and 
testing providers.

In addition to training sessions, our global 
chemical team provide monthly bulletins to 
suppliers on chemical failures that have been 
found in products the past month, as well as 
details of EU RAPEX recall chemical failures 
in general to ensure all suppliers are aware of 
risks in our industry.

Chemicals are used during the processing 
of garments and are present in f inal prod
ucts. BESTSELLER is focused on delivering 
pr oduc t s to ou r c u s tomer s t h at a r e f r e e 
f r o m  h a r m f u l  c h e m i c a l s .  O u r  c h e m i c a l 
m a n a g e me nt work a l s o fo c u s s e s on t he 
safety of workers who make our products 
a n d  p o t e nt i a l  i m p a c t s  t o  t h e  e n v i r o n 
ment , par ticularly in the countries where 
ou r  pr o duc t s  a r e  m a d e ,  but  a l s o whe r e 
they are sold and eventua l ly d isposed of.  

 

 
 
 
 
 
 
 
 
 
 
 
 

BESTSELLER’s Restricted Substances L ist 
(RSL) is the l ist of substances restricted in 
our products and also during the manufac
ture of our products . T he R SL is updated 
yearly and reflects any new or emerging leg
islation within Europe (the EU’s REACH), the 
US and Canada. 

O u r r e s t r ic t ion s a r e  f u l ly  a l i g ne d w it h 
industr y bestpractice and as a member of 
AFIRM Group, we have adopted limit values 
and testing methods. In the complex global 
supply chain with emerging and developing 
testing methods, we aim to join forces with 
other brands through our membersh ip of 
AFIRM group to create one core standard for 
our supply chain. The next update of our RSL 
will be in April 2018.

As part of our ongoing due diligence to check 
product compliance to our RSL , we have a 
robust product chemical testing programme 
in place. We select signif icant numbers of 
products to test every month, and work with 
accredited internationa l and independent 
laboratories. Products that do not meet our 
s t r i n gent r equ i r ement s a r e r eje c ted a nd 
remade at our suppliers.

SUPPLIER TRAINING 
AND INFORMATION  
SESSIONS ON  
CHEMICAL MANAGEMENT

Region Sessions Participants

Bangladesh,  
Pakistan 56 1170

China,  
Cambodia 97 2250

India 20 250

Turkey 13 100

TOTAL 186 3770

CHEMICAL 
MANAGEMENT 
PROGRAMME 
–
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INDUSTRY-WIDE 
CHALLENGES

To address some of the garment industr y’s 
biggest challenges, we have focus on manag
ing products where risks may be higher, and 
we work strategically to remove these from 
our supply chain. 
 

WATER AND OIL-REPELLENT 
FINISHING AND PERFLUORINATED 
CHEMICALS (PFCS)

In 2016, BESTSELLER imposed a full ban on 
the use of perf luorinated chemicals (PFCs) 
and technology in our products. Perfluorooc
tane sulfonate (PFOS) and perfluorooctanoic 
acid (PFOA) are the PFC chemicals that can 
be found in textiles, and which may be pres
ent as unintended byproducts in longchain 
and short chain commercial water, oi l and 
stain repellent agents. 

We have implemented this ban through sup
plier training, which included providing sug
gestions and recommendations for PFCfree 
chemicals, and testing final products to make 
sure that our ban is met. Our children’s brand, 
NAME IT, has had very strong focus on this 
issue, and has worked with suppliers to rec
ommend alternative treatments. One example 
of this is BIONICFINISH® ECO from Rudolf 
Group.

In 2017, we tested 1 16 individual orders for 
PFOA a nd PFOS a nd found no traces .  We 
w i l l  c ont i nue ou r  f o c u s on e l i m i n at i n g 
PFCs i n a l l  pr oduc t t y pes t hat may be a 
risk in 2018 , and have expanded our l ist of 
banned substances that we are testing for. 
 

 
 
 

APEOS

A PEO s a r e com mon i n g r ed ient s i n m a ny 
c he m i c a l  f or mu l at i on s u s e d to  pr o duc e 
apparel and footwear materials. They have 
been widely used in detergents among other 
chemicals. We strictly control the presence 
of APEOs in our products and work with our 
suppliers to use APEOfree chemicals during 
production. We have had significant focus on 
APEOs in the last few years and have reduced 
the occurrence of product failures.

IN 2017, WE TESTED  
OVER 21,000 MATERIALS 
FOR APEOS IN OUR  
PRODUCTION COUNTRIES,  
WITH A 1.5% FAILURE  
RATE IN TOTAL

21.000
MATERIALS TESTED FAILED IN TEST

1.5%
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OUR  
MATERIALS 
–

Choosing the right materials is an essential part 
of the design phase to ensure quality and to meet 
consumer needs and trends. We also need to keep 
in mind the critical impact materials have on 
sustainability.  

For years, BESTSELLER has worked on reducing 
our environmental impact by using more 
sustainable fibres as well as exploring and testing 
innovative materials. In recent years, we have 
extended our scope to include testing fibres that 
are designed for reuse and recyclability and have 
started piloting projects that incorporate this. 
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CIRCULAR FASHION

Today’s l inear ta ke ma ke  d ispose produc
t ion model i s i nc rea si ng ly un susta i nable 
and we need to rethink the way we produce 
and consume fashion. In BESTSELLER , we 
ac k nowledge the need to sh i f t towa rds a 
circular fashion industr y. In recent years , 
we have taken our f irst steps by engaging 
in initiatives such as the Ellen Mac Arthur 
Foundat ion CE 10 0 Group w ith the a im of 
increasing our knowledge of the possibilities 
and challenges of taking a circular approach.

TRANSITIONING  
TO A CIRCULAR 
FASHION SYSTEM

In 2017, we became a strategic partner in the 
Global Fashion Agenda, which aims to mobi
l ise the global fashion industr y to change 
the way we produce, market and consume 
fashion. As part of the Global Fashion Agen
da’s Copenhagen Fashion Summit 2017, BEST
SELLER signed ‘a call to action for a circular 
fashion system’ – a commitment to intensify 
our effor ts to accelerate the transit ion to 
a c ircular fash ion industr y by increasing 
the volume of used garments collected and 
resold and by increasing the share of gar
ments made from rec ycled post consumer 
textile fibres. 

In 2018, BESTSELLER will develop our mate
rials strategy and further develop the above 
targets as a part of the process. 

As we reset our ambition and plan our new 
sustainability strategy, we are incorporating 
these commitments to circularity as well as 
looking at the other issues we face in closing 
the loop as regards to our products. 

For  e x a mple ,  one c h a l le n g e w e h av e to 
address is how we handle textile waste – that 
is, products that do not reach us in a saleable 
condition or unsold stock. We seek to handle 
textile waste in the responsible way, prefer
ring reuse and/or recycling, however in some 
cases – where for example turning damaged 
produc ts to a sa leable cond it ion requ ires 
more resources – the most responsible option 
is incineration. 

INCREASING  
CONSUMER AWARENESS

Consumers play an important role 
in the transition to a circular fash
ion industry. We seek to engage our 
customers on viewing used clothes 
as a valuable resource. 

In 2017, we collaborated with the 
Danish Red Cross on the ‘Smid Tøjet’ 
( ‘Drop Your Clothes’ ) campaign to 
increase Danes’ awareness about 
the value of reusing and recycling 
clothes, and at the same time sup
porting Red Cross’ humanitarian 
work across the world. 

Over a threeweek period our cus
tomers brought their used clothes 
to our stores to support the nation
wide collection.

AS A FIRST STEP, BESTSELLER 
HAS COMMITTED TO:

1) By 2020, all BESTSELLER 
designers and buyers will have com
pleted a training module on circular 
fashion design;

2) By 2020, BESTSELLER will offer 
and promote a used garment collec
tion channel to consumers in select
ed markets together with relevant 
partners;

3) BESTSELLER will conduct a pilot 
w ith two jeans styles conta ining 
r e c yc le d p o s t c on s u me r c ot ton . 
The jeans are to be included in the 
‘never out of stock range’ w ithin 
JACK & JONES. In 2018 , the pi lot 
will be completed and results eval
uated. Read more on page 37.
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Cotton is our most important material and 
in 2017, we sourced approx imately 50,000 
tonnes of lint cotton.

Cotton is a renewable resource, and the cul
tivation and production of cotton products 
contributes to creating jobs and improving 
lives of millions of people around the world. 
However, conventional cotton growing can 
have a considerable impact on the environ
ment and the people growing it due to irre
sponsible irrigation practices , high use of 
pesticides and insecticides and hazardous 
working conditions. 

We are committed to contributing to improve 
global cotton production through sourcing 
the majority of our cotton as ‘more sustain
able cotton’ by 2020. As of the end of 2017, we 
reached 43 percent. 

‘More susta inable cotton’ includes cotton 
sourced through the Better Cotton Initiative 
(BCI), Cotton made in Africa (CmiA), organic 
cotton and recycled cotton.

THE BETTER COTTON 
INITIATIVE (BCI) 

The Better Cotton Initiative (BCI) exists to 
make global cotton production better for the 
people who produce it, better for the environ
ment it grows in and better for the sector’s 
future, by developing Better Cotton as a sus
tainable mainstream commodity. 

BCI is the most widespread cotton sustain
ability programme in the world. The Better 
Cotton Standard is a hol ist ic approach to 
mor e susta i nable cotton pr oduc t ion . BCI 
licensed farmers produce cotton in a way that 
cares for the env ironment by m in im ising 
the negative effects of chemical ferti l isers 
and pesticides, caring for water, soil health 
and natural habitats. BCI farmers also com
mit to decent work principles – conditions 
that support workers’ safety and wellbeing. 

In 2 017,  BESTSELLER sour ced 4 0 per cent 
Better Cotton. In addition, we are members 
of the Better Cotton Growth and Innovation 
Fund , wh ich ma kes strateg ic investments 
i nto Better Cotton projec ts to propel the 
BCI towards its 2020 targets . The farmers 
involved cultivate some 5.2 million hectares, 
and account for the production of 4 .8 million 
metric tonnes of Better Cotton l int or its 
benchmarked equivalent. 

 
COTTON MADE  
IN AFRICA

O u r bra nd s JACK & JONE S a nd 
SELECTED support African cotton 
farmers through Cotton made in 
Africa (CmiA), which is an initiative 
working to improve the living con
ditions of smallholder cotton farm
ers in SubSaharan Africa. Through 
agricultural and economic training 
smallholder cotton farmers learn 
about i mproved a nd susta i nable 
farming methods. These practices 
not only help protect both the envi
ronment and their local communi
ties, but also enable cotton farmers 
and their families to produce higher 
yielding crops and thus help gener
ate a higher income. 

One such method is rainfed cotton 
cultivation, a practice that rel ies 
solely on rainfall to hydrate crops. 
As opposed to irrigated cotton pro
duction, rainfed cotton cultivation 
helps pr eser ve water – a sca r ce 
natural resource. The water savings 
achieved in a single Cmi A Tshirt 
total more than 500 litres compared 
to one made through cotton using 
artificial cotton irrigation.

500 L 

MORE  
SUSTAINABLE  

COTTON

43%

COTTON 
–
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ORGANIC COTTON

Organic cotton is grown using methods and 
materials that have a better impact on the 
environment than conventional cotton. 

Organic production systems replenish and 
maintain soil ferti l ity, expand biologically 
diverse agriculture, and prohibit the use of 
synthetic toxic and persistent pesticides and 
ferti l isers , as well as genetical ly modif ied 
seed. Thirdparty certification organisations 
verif y that organ ic producers meet str ict 
regulations addressing methods and materi
als allowed in organic production.

There are current challenges with scal ing 
organic cotton that limit how much volume 
we can source – currently it makes up 3% 
of our total use. We’ve committed to Better 
Cotton as a method of improving the envi
ronmental impact of our cotton use, never
theless organic cotton is stil l an important 
part of our brands’ materials strategy. 

For example our children’s brand NAME IT 
uses orga n ic cotton i n 2 5% of the cotton 
products across al l age groups and 43% in 
the baby col lec t ions . We have prev iously 
measured NAME IT ’s use of organic cotton 
per style, but from this year and onwards, we 
will be measuring in tons of organic cotton 
lint sourced.

O u r u n i s e x bra nd SE L EC T E D a l s o h a s a 
strong strategy supporting the use of organic 
cotton. Wherever possible organic cotton is 
preferred in SELECTED, and the brand opts 
for BCI cotton if organic is not viable. 

Read more about SELECTED’s approach to 
increasing use of more sustainable materials 
on page 41. 

RECYCLED COTTON

Cotton can be recycled from preconsumer 
waste, which comes from any excess material 
produced during the production of yarn, fab
rics and textile products, or postconsumer 
waste, which comes from discarded textile 
products, e.g. used apparel and home textiles. 
There is a technological challenge of recy
cling cotton as these fibres are shorter than 
virgin fibres, making them more difficult to 
spin. Thus, recycled cotton is often blended 
w it h v i rg i n cotton f ibr es to i mpr ove t he 
quality of the yarns. 

Regardless of whether it is produced con
vent iona l ly or  mor e s u s t a i n ably,  c ot ton 
r e m a i n s  a  l a n d  a n d  r e s ou r c e  i nte n s i v e 
material. As the world’s population continues 
to grow and demand more food, we need to 
be aware of how crops such as cotton may be 
forced to adapt. Going forward, we will be 
looking at the complete mix of cotton sourcing 
options, their relative merits and ability to 
contribute towards our ambit ions in th is 
area. This will mean continuing to support 
initiatives such as BCI as well as investigating 
where we can partner and innovate to improve 
the viability of other options. 

JEANS MADE FROM  
POST-CONSUMER COTTON

S i n c e  2 0 1 5 ,  o u r  m e n ’ s  b r a n d  
JACK & JONES has looked into the 
possibil it ies of creating products 
made from recycled cotton which 
still meet our stringent quality and 
product requirements. 

JACK & JONES is now ready for an 
early 2018 launch of a pilot with two 
jeans styles conta i n i ng rec yc led 
p o s t c on s u me r c ot ton .  T he t wo 
styles contain the highest amount 
of postconsumer cotton possible 
to maintain the high quality, which 
at current stands at 20 percent. The 
rema in ing 80 percent is sourced 
from Better Cotton. 

“The two styles have been designed 
as part of our normal NOOS (never 
out of stock) collections that meet 
ou r s ta nd a r d s on lo ok , qu a l it y, 
price and fit, so the sustainability 
featu re has just been a positive 
additional value. Both styles have 
been well received by our retail 
a nd wholesa le pa r tners, a nd we 
expect high sales when they hit the 
stores in 2018.“

Kim Frydensbjerg Klausen, Product 
Responsible at JACK & JONES.

Going forward, we will look into the pos
sibility of adding more postconsumer 
cotton styles to the JACK & JONES 
NOOS programme, and as part of 
our Global Fashion Agenda commit
ment , BESTSELLER wil l evaluate 
the pilot and define new goals for 
postconsumer cotton.
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We also work to gradually introduce other 
more sustainable alternatives for other mate
rials we use, including rec ycled polyester,  
lyocell and responsibly sourced down.

RECYCLED 
POLYESTER

Recycled polyester is made from waste items 
such as used plastic bottles and leftover fab
ric . Recycl ing saves natural resources and 
suppor ts a more c ircular fash ion s ystem . 
However, it is not biodeg radable and w i l l 
persist in the ecosystem even as it eventu
ally breaks apart. Polyester fabric, whether 
recycled or not is a contributor to micro plas
tic pollution as tiny f ibres enter the water 
system from washing clothes. 

In recent years , several of our brands have 
worked on increasing the use of rec yc led 
p olye s ter wh ic h r e duc e s ou r r e l i a nc e on 
pr o duc i n g mor e c onve nt ion a l  p olye s te r. 
However, the issue of micro fibres remains, 
and we will continue to look at how we can 
contribute to addressing this through our 
partnerships with organisations such as the 
Ellen MacArthur Foundation.

TENCEL™ 
LYOCELL FIBRES

Lyo c e l l  i s  a  c ot tonl i ke c e l lu lo s ic  m ate 
r i a l  m ade m a i n ly f r om euca ly ptu s t r e es . 
Euca ly ptus i s one of the fa stest g row i ng 
ha rdwood trees i n the world a nd Lyocel l 
i s  pr oduced i n a 99% c losed loop s ystem 
where water a nd chem ica l s a re rec yc led . 
Lyocell is often sold under the brand name 
TENCEL™ Lyocell fibres, which is controlled 
a nd c e r t i f ie d b y t he Au s t r i a n c omp a ny 
Lenzing AG. Lyocell is a fibre we are 
increasingly using in our products.

 
 
 
 
 

OTHER MORE 
SUSTAINABLE 
MATERIALS 
–

855,000 PLASTIC BOTTLES 
TURNED INTO FABRIC

In 2017, SELECTED made one of the 
regular polyester NOOS styles from 
recycled polyester. For this particular 
product, 15 half litre plastic bottles 
were used totaling 855 ,000 plastic 
bottles for the yearly production of 
this style.

“This case has proven to us that every 
l itt le step we take matters in our 
efforts to make our brand as sustain
able as possible.”

CAMILLA SKJØNNING  
JØRGENSEN, SUSTAINABLE  
SOURCING MANAGER AT 
SELECTED

Read more about SELECTED’s ambi
tions for a more sustainable future 
on page 41.

AWARE  
BY VERO MODA

In 2 017,  V ERO MODA relaunched 
the Green Attitude collection under 
a new name – AWARE . AWARE is 
designed to be an inspiration com
bining longlasting key essentials 
and seasonal pieces in a refined bal
ance of more sustainable materials,  
including:

• LYOCELL 
• ORGANIC COTTON 
• RECYCLED COTTON 
• RECYCLED POLYESTER

AWARE

BESTSELLER
39

BESTSELLER
40

Sustainability Report 2017 
Our Materials

Sustainability Report 2017 
Our Materials



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ANIMAL  
WELFARE POLICY
 
With our Animal Welfare Policy we seek to 
respect and promote animal r ights . We do 
not use any materials derived from endan
gered species or real fur including Angora 
rabbit hair and wool from sheep that have 
been subject to mulesing – a practice that is 
known to cause distress to the animal. 

We source all down according to the Respon
s ible D ow n Sta nd a r d ( R DS ) .  T h i s mea n s 
that the f ive an ima l welfare freedoms as 
expressed through the RDS must be respected 
and documented throughout the whole pro
cess from farm to slaughter house.

Since 2017, ONLY has marked all down prod
ucts with the RDS logo, making it visible for 
the consumer that animal welfare is ensured 
throughout the supply chain of down.

AS SUSTAINABLE  
AS POSSIBLE  
AS SOON AS  
POSSIBLE

SELECTED has high ambitions for a more 
susta i nable f uture .  T he goa l i s to use a s 
many more sustainable f ibres in our prod
ucts as possible. With summer 2018 collection 
containing almost 50% styles with more sus
tainable fibres, SELECTED is well on the way.

Camil la Skjønning Jørgensen, Sustainable 
Sourcing Manager at SELECTED, talks about 
the choices SELECTED has made in their 
efforts of becoming a more sustainable brand:

INTERVIEW WITH CAMILLA 
SKJØNNING JØRGENSEN,  
SUSTAINABLE SOURCING 
MANAGER AT SELECTED

“As a brand we have acknowledged 
that we can drive positive change 
from the way we design and source 
our products. 

Within the last year, we have there
fore challenged the status quo and 
opted for new strateg ic ways of 
working. Both buyers, designers and 
our sales teams have worked very 
hard on this, and we are now reaping 
the benefits as we see sustainable 
progress across all product groups.

We a r e ta k i n g a n ‘A S A P,  A S A P ’ 
approach – As Sustainable As Pos
sible, As Soon As Possible! We are 
not just making a part of SELECTED  
more sustainable or making a ‘more 
sustainable line’ within SELECTED;  
we are turning the entire SELECTED  
br a n d i nto  a  m or e s u s t a i n a bl e 
brand, and that is something we are 
extremely proud of ”.

SELECTED’S DESIGN DNA  
WITH ADDED VALUE

“ O u r  s u s t a i n a b l e  a p p r o a c h  i n 
SELECTED adds value to our design. 
We still stick to SELECTED’s design 
DNA a nd ma ke the produc ts we 
feel are suitable for SELECTED as a 
brand, but we want to give our cus
tomers an added value whilst caus
ing less impact on the environment.”

A VARIETY OF MORE  
SUSTAINABLE FIBRES

“In SELECTED HOMME , we focus 
ve r y muc h on g e t t i n g a s  muc h 
organic cotton into our collections 
as possible. When not possible, we 
opt for BCI cotton instead.

On the female side in SELECTED 
FEMME , we a r e ma k i n g fa sh ion 
i t e m s  i n  a l l  s o r t s  o f  s t y l e s  i n 
order to sat  isf y the w ide variety 
of female tastes. This means that 
we are now using more sustainable 
f i br e s  a n d f a br i c s  s uc h a s  B C I  
cotton and organic cotton in par
ticular, recycled polyester, recycled 
wo ol a nd i n novat ive f ibr e s l i ke 
TENCEL™ Lyocell fibres that is soft 
on the skin and perfect for tops and 
dresses.”
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OUR  
PEOPLE 
–

The success of BESTSELLER’s business is  
because of the contribution of many thousands 
of people around the world. We have more than 
15,000 BESTSELLER employees in 46 countries 
working every day to provide our customers  
with the latest fashion. 

We want to support the professional growth 
of our employees and attract new talent and 
we strive to have an attractive workplace that 
promotes diversity and equal opportunities 
for everyone in a safe and healthy working 
environment. 
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ATTRACTING AND 
RETAINING TALENT

To sustain the grow th of our business , we 
are always looking for new talent. In 2016, we 
launched a campaign called DESIGN (Y)OUR 
FU T UR E w ith the a i m of posit ion i ng our 
company as an attractive workplace to target 
new colleagues. 

The campaign consisted of seven short videos 
presenting BESTSELLER colleagues in and 
outside of work , showing what it is l ike to 
be a BESTSELLER colleague in an ambitious 
a nd f r ie nd ly work i n g e nv i r on me nt .  T he 
campaign continued in 2017 adding employee 
interviews and posts from our daily global 
activities. 

To develop and retain our employees, we offer 
a broad variety of educational programmes 
for employees at all levels. Besides strength
ening our business by building talents and 
skills globally, it also contributes to making 
BESTSELLER an attractive workplace.

DIVERSE AND 
TALENTED 
WORKFORCE

We bel ieve t hat d iver sit y a nd a ta lented 
workforce are crucial for our ability to com
pete globally. To reach our greatest potential, 
we strive to have a workforce that is both 
gender and culturally diverse. 

In Denmark, 2 ,754 people work in our offices 
and warehouse, of which 258 (9%) come from 
other countries. In 2017, we recruited 83 new 
international employees, including our inter
national business trainees (read more below).
We provide equal opportunities for everyone, 
regardless of gender, age, nationality or reli
gious background. Our employees are hired 
based on qualifications and experience.

SUSTAINABLE  
DEVELOPMENT GOALS

Our work to promote sustainable 
growth of our business is aligned 
w it h t he fol low i n g Su s t a i n able 
Development Goals: 

3. Good Health & Well-being
We aim to have a safe and healthy 
w o r k p l a c e  f o r  o u r  c o l l e a g u e s . 
T hrough our BESTSELLER C A R E 
Prog ra m me , we seek to i ncrea se 
t he we l l b e i n g of  e mploye e s by 
offering a variety of hea lth ben
ef it s ,  suc h a s hea lt h i n s u ra nc e , 
physiotherapy and massages. Our 
key focus is on improving the work
ing environment and thus reducing 
workplace accidents.

4. Quality education
W it h ou r I nte r n at ion a l  Tr a i ne e 
Programme and other educational 
programmes, we offer our employ
e e s t he opp or tu n it y to c ont i nu
o u s l y  g r o w  t h e i r  t a l e n t s  a n d 
acquire new skills.

5. Gender equality
We aim to have a diverse workforce, 
and we provide equal opportunities 
for everyone, regardless of gender, 
age, nationality or religious back
ground. 67 % of our workforce in 
Danish offices are women.

2,754
Employees

in total

1,846
Female 

employees

906
Male 

employees 

1
Female board 

member

3
Male board 

members 

38
Females in top 

management 

44
Males in top 

management 

138
Females in 

management

144
Males in 

management

258
International 

employees

EMPLOYEE COURSES  
IN DENMARK IN 2017 

Personal  
Development 
Courses

Language 
Courses

Product 
Knowledge
Courses 

Team Building
Courses 

Management
Courses

IT Courses

14 times  
a year 

 
 

2 times  
a year 

 
Per  

request 
 
 

Per  
request 

 
2 times  

a year 
 

14 times  
a year 

BESTSELLER
45

BESTSELLER
46

Sustainability Report 2017 
Our People

Sustainability Report 2017 
Our People



INTERNATIONAL 
BUSINESS TRAINEE 
(IBT) PROGRAMME

With our two year International Business 
Trainee Programme, we aim to attract and 
develop talents from all over the world both 
personally and professionally to become a 
valuable asset for BESTSELLER and one of 
our future key employees.

T he Inter n at ion a l Bu s i nes s Tra i ne e P r o 
gramme is a handson programme, where we 
emphasise ‘ learning by doing’. To make sure 
our IBTs get both insight and understand
ing of all business areas, the IBT programme 
includes training periods across different 
areas of our business.

Each IBT trainee is able to work in up to three 
national and international locations across 
four different training periods. The first des
tination of 10 months will take place in Den
mark for all IBTs followed by the possibility 
to be stationed abroad for one or two periods 
for up to six months.

The handson approach combined with the 
set training periods aim to develop our IBTs 
during the two year programme to have a 
holistic view of our business and an under
standing of our whole value chain.

“THE BEST PLATFORM 
TO GROW”

“Not everyone is as lucky as me spending a 
week in a store to get to know how things 
work there, visiting factories to see how the 
garments are being produced and shipped, 
or visiting the warehouse to learn how prod
ucts are being stored and distributed. The 

IBT Programme has given me the best insight 
into the company’s value chain, which is an 
invaluable asset in my daily work.”

XHENISA XHAKOLLARI, IBT IN 
BESTSELLER IT PROCESS SUPPORT
AND OPERATIONS, 2017-2018.

“In a relatively short amount of time you get 
acquainted with so many different aspects of 
the company, and you build a strong network. 
During the traineeship, I have gained the con
fidence to spot new opportunities, and I have 
learned how to make the most of them by the 
many tools and resources BESTSELLER has to 
offer. In addition, getting to know more about 
the f ields of your fellow trainees broadens 
your perspective. It has helped me understand 
how to make things easier in the daily work.”

NATHALIE FRANKE, 
INTERNATIONAL RETAIL SALES 
MANAGER AND FORMER IBT, 2012-2014.

W h at h ave you ach ieved f rom bei n g a n 
IBT? Looking back from the time I started 
to where I am right now, the IBT programme 
has helped me get a 360degree view of the 
business . From sourcing of the fabric , to 
production at supplier factories and selling 
the finished product to the end customer. As 
an IBT, I was able to explore the entire value 
chain process, and I learned about the value 
of getting the right product at the right time 
to the customers, and all the planning that 
lies behind. 

What do you work with today?
Currently, I am working as a NOOS (Never  
out of stock) Demand Planner in NAME IT,  
w h e r e  I  a m  r e s p o n s i b l e  f o r  p l a n n i n g 
of t he NO OS pr og ra m me for t he ent i r e 

brand, including forecasting of sales and  
i n v e nt o r y  a n d  m a k i n g  s u r e  t h e  r i g ht  
products are included in the prog ramme 
while maintaining a healthy stock. 

W hat was the best thing about being an 
IBT? Work ing as an IBT has been one of  
the best experiences in my life. 

I have learned so much and worked with so 
many inspiring people, which has made me 
grow professionally and personally. 
 
The freedom and trust in employees in this 
company is commendable. The programme 
has taught me to think outside the box and 
to be more creative while keeping things 
simple.

INTERVIEW WITH FORMER  
INTERNATIONAL BUSINESS 
TRAINEE (IBT) 2015-2017,  
FARHAN ALI FROM PAKISTAN

Why did you choose to apply as an 
IBT? It has always been a dream of 
m ine to work in a fastpaced com
pany, where every day presents a new 
challenge and you learn something 
new. The IBT Programme gave me the 
best platform to grow and learn from 
different aspects of the business, and 
the atmosphere of working with inter
national colleagues and learning from 
people with diverse backgrounds is a 
great prerequisite for success.
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UNLEASH IS A NEW 
GLOBAL INITIATIVE 
THAT BRINGS 
TOGETHER 1,000 
YOUNG TALENTS 
TO INNOVATE AND 
COLLABORATE 

UNLEASH  
 – BRINGING 
YOUNG, ASPIRING 
TALENTS 
TOGETHER 
– 

A c h ie v i n g t he Su s t a i n able D e ve lopme nt 
Goals (SDGs) by 2030 will require new and 
i n novat ive s olut ion s t h at c h a l len ge t ra
d it iona l business models and approaches . 
Many of these solutions will need to be com
mercially viable as well as deliver value to 
society. Bringing fresh perspectives, differ
ent values , tech sav viness and an appetite 
for disruption, the next generation of leaders 
will be crucial to make this possible. 

UNLE A SH i s a new g loba l i n it iat ive that 
brings together 1 ,000 young, talented lead
ers , experts , special ists and entrepreneurs 
each year until 2030 to innovate and collab
orate on new practical solutions to solve the 
world ’s most pressing challenges as defined 
by the SDGs.

A s pa r t of BESTSELLER’s i nvolvement i n 
‘Aarhus 2017 – European Capital of Culture’ 
and in l ine with our emphasis on both sus
tainability and young talents, we were proud 

to partner with UNLEASH on the first Inno
vat ion Lab, wh ich took place in Denmark 
in August 2017. As exclusive sponsor of the 
theme ‘Sustainable Consumption and Pro 
duction’,  we aimed to foster breakthrough 
ideas and solutions for some of the challeng
es within our industry, and 20 BESTSELLER 
employees prov ided e xper t k nowledge to 
support the talents during the week.

To tie the initiative even closer to our own 
busi nes s ,  we ha ndpic ked 1 1  ta lent s f r om 
our company with a desire to make sustain
able cha nges i n the world .  UNLE A SH ha s 
contributed to increasing their knowledge 
about susta inabi l ity and inspired them to 
make more sustainable choices in their daily 
work. Three of our employees made it all the 
way to the Innovation Lab finals.

UNLE ASH 2017 was k icked off with a wel
c ome c er emony i n Cop en h a gen fol lowe d 
b y a we e k of  SD G i n nov at ion c h a l le n ge 

workshops, training, f ield visits and social 
events at a number of Fol k High School s 
across Denmark. It all culminated in Aarhus, 
where BESTSELLER hosted the Innovation 
Lab finals and where the best solutions from 
each theme were selected. Finally, the tal
ents were celebrated at the UNLEASH Award 
Show presented by BESTSELLER w ith top 
VIP speakers, including Her Royal Highness 
of Denmark – Crown Princess Mary, Danish 
Prime Minister Lars Løkke Rasmussen, and 
American actor, entrepreneur and investor 
Ashton Kutcher. 

T he ta lent s ,  c om i n g f r om 1 2 9 c ou nt r ie s , 
together created 197 solutions at the f irst 
UNLEASH in Denmark and are now being 
supported by the UNLEASH ecosystem of 
investors, experts, mentors and more than 200 
partner organisations from all over the world. 

“ U N L E A SH l i v e d f a r  a b o v e my 
expectations – it was definitely one 
of the best experiences I have ever 
had. I came back home with a new 
wave of optimism, inspiration, ideas 
and confidence.”

TEA MORLEY,  
BUSINESS DEVELOPMENT  
MANAGER, BESTSELLER

“The experience exceeded my expec
tations. The urge to do good and 
come up with solutions was a great 
driver. The atmosphere was vibrant; 
full of good intentions and ideas.”

PETER HOLM JENSEN,  
LEGAL COUNSEL,  
LEGAL SUSTAINABILITY,  
BESTSELLER

“I had a great team of talents from 
si x d ifferent countries and w ith 
s u c h  d i v e r s e  b a c k g r ou n d s  a n d 
expertise. It was a wonderful expe
r ience work ing w ith them . Even 
though we had met for the f irst 
time, it felt as if there was so much 
harmony in the thought process , 
mainly because like the other 994 
talents we all had a common goal.”

VARUN KASHIVA,  
SUPPLY CHAIN PROJECT  
MANAGER FOR VERO MODA,  
BESTSELLER
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FIRST AID  
COURSES

In Denmark, first aid is a compulsory part of 
the apprentice education, and we also offer 
first aid courses for our other employees. 166 
employees (6%) have the qual if ications to 
provide first aid as they have taken first aid 
courses within the last two years. Our goal 
is that 10% of our Danish employees can pro
vide first aid, and in the coming year, we will 
offer more first aid courses to reach our goal. 

We have defibrillators in all Danish offices, 
which our first aiders and Health and Safety 
colleagues are trained to use, but the defib
rillators are designed to be used by anyone 
regardless of prior experience with or knowl
edge of using them. In 2018, we aim to place 
two thirds of our defibrillators outside our 
buildings to make them available to the public.

SAFE AND 
HEALTHY 
WORKPLACE 
–

We aim to have a safe and healthy workplace  
for our colleagues. Through our BESTSELLER 
CARE Programme, we seek to increase  
the well-being of employees by offering a  
variety of health benefits, such as health 
insurance, physiotherapy, nutritionally  
beneficial food in our canteens, employee 
discounts and more.

The safety of our employees is a key focus 
area, and our security team and Health and 
Safety colleagues work to prevent workplace 
accidents in Denmark . A s an example, our 
Health and Safety colleagues implement var
ious safety initiatives in our warehouses and 
help remediate potential urgent situations. 

In 2017, 61* accidents were reported to the author
ities, and 46 incidents that could have caused 
an accident (near misses) were reported to us. 

Our overall goal is to have zero workplace 
accidents . In 2018 , we a im to increase the 
reporting of near misses to us and use this 
data to take preventive actions , including 
training Health & Safety colleagues to han
dle specific issues.

*The figures include BESTSELLER offices, ware-
houses and owned retail stores in Denmark

  
OF OUR DANISH 

EMPLOYEES  
ARE QUALIFIED TO 

PROVIDE FIRST AID

DEFIBRILLATORS 
IN ALL DANISH 

OFFICES

6%
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OUR COMMUNITY WORK IS 
DIVIDED INTO THREE AREAS

Investments in startups or businesses that 
contribute to posit ive social and env iron
mental impacts within the local community.
 
Don at ion s for c h a r it y a nd hu m a n ita r i a n 
organisations working to improve the l ives 
of vulnerable people around the world.

Sponsorships and donations for local causes.
 
 
OUR COMMUNITY INVESTMENTS 
AND CONTRIBUTIONS CONTRIBUTE TO 
A VARIETY OF THE SUSTAINABLE
DEVELOPMENTS GOALS, INCLUDING:
 
1 : No poverty, 2 : No hunger, 3 : Good Health 
& Wellbeing, 5: Gender equality, 11 : Sustain
able c it ies a nd com mun it ies ,  17 :  Pa r tner 
ships for the goals – with the overall goal 
of  d r iv i n g s u s ta i n able e c onom ic g r ow t h  
and promoting decent jobs for all (SDG 8) and 
thus bringing down poverty (SDG 1).

 

 

OUR  
COMMUNITY 
INVESTMENTS  
AND CONTRI- 
BUTIONS  
–

As a global company with operations across  
countries, our business impacts the lives of millions 
both directly and indirectly. We recognise that we 
have a responsibility to society and our aim is to 
support the social and economic development of 
communities around the world and enter into  
partnerships to create value-adding projects.

S
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SAVE THE CHILDREN  
– BUILDING DREAM SCHOOLS

31 mill ion children from impover
ished families in China live in basic 
rural boarding schools. As parents 
are forced to seek jobs in the big 
c it ies ,  Ch inese m ig ration reg ula
tions prohibit parents from bring
ing their children with them. This 
mea n s the ‘ lef tbeh i nd ’  ch i ld ren 
are neglected and forced to live in 
schools with very poor conditions.

W it h t he GI V E ADAY don at ion 
f r o m  B E S T S E L L E R ,  S a v e  t h e  
Children is creating Dream Schools 
in the Dali Prefecture in Yunnan 
prov ince in Ch ina . By early 2 017, 
the rollout was well on its way and 
solar water heaters , water f i lters , 
first aid kits, desks and chairs have 
been d i str ibuted to a l l  of the 2 5 
remote schools. 

Kitchens and kitchen staff at the 
school s have been a ssessed , a nd 
i m p r o v e m e n t s  a r e  b e i n g  m a d e 
t h r o u g h  t r a i n i n g  o n  h y g i e n e 
a nd nut r it ion .  T he sc hool s have 
r e c e ive d mu s ic a nd a r t s k it s  to 
be used in children’s clubs, and 14 
schools have a lso been equipped 
w it h l ibra r y cor ner s a nd book s . 
T h e  D r e a m  S c h o o l  p r o j e c t  i s  
s c h e d u l e d  t o  b e  c o m p l e t e d  b y 
August 2018.

BESTSELLER  
CONTRIBUTIONS  
AT HOME AND 
AROUND THE WORLD

In 2017, BESTSELLER continued to support 
a  v a r ie t y of  pr oje c t s  a nd or g a n i s at ion s 
i n D e n m a rk a nd a r ou nd t he world w it h 
surplus c lothes from our warehouses . We 
donated clothes to ‘HopeNow – empower 
ment of traff icked people’,  julehjaelpen.dk 
that gives children from low income fami
lies support at Christmas, and Lake Natron 
Maasai Support providing clothes for impov
er i she d A f r ica n c h i ld r en ,  a mon g ot her s .  

We also continued our local sports and cul
tural sponsorships, including Brande Street 
Art Festival , the Ballet School of Holstebro, 
Aarhus City Half Marathon and Aarhus 2017 
– Europea n Capita l of Cu lture’,  i nc lud i ng 
UNLEASH 2017.

GIVE-A-DAY

On Friday 10 April 2015, known as GIVEADAY 
BESTSELLER donated our g loba l revenue 
earned from that day – amounting to DKK 
122 mill ion – to 40 charitable organisations 
worldwide. In April 2017, we checked in on 
some of the key projects:

122  
DKK MILLION

40  
CHARITABLE 
PROJECTS

COMMUNITY 
INVESTMENTS 
–
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GAIN –  
FIGHTING  
MALNUTRITION

Malnourishment is a big issue in India where 
almost half of all children under five are suf
fering from chronic malnutrition, and it is 
this issue that GAIN is addressing with the 
GIVEADAY funds. In 201 5 and 2016 , GAIN 
ran a pi lot project in Bihar state with the 
local government where they screened chil
dren in remote villages for malnourishment, 
prov id i ng i mmed iate treatment for 5 , 0 0 0 
children. As the pilot project completed, the 
government decided to continue the inter
vention to fight malnutrition. 

GAIN has continued the process of identi
f y i ng sites i n Bi ha r for sma l l produc t ion 
un its that are meant to prov ide the loca l 
communities with fortified nutritious foods 
while providing work and income for local 
women who w i l l  r un the ‘m i n i fac tor ies’. 
By early 2017, two units in Karnataka were 
opera t iona l ,  produc i ng a round one tonne 
of products each month. In April , two more 
units were ready to start production. GAIN’s 
project to f ight malnutrition is expected to 
be fully implemented by July 2018.

UNICEF – REDUCING 
CHILD MORTALITY 
CAUSED BY MALARIA

Every minute, a child dies of malaria some
where in the world. Over 80% of the deaths 
occur in SubSaharan Africa and 90% of these 
are children under the age of f ive. UNICEF 
has earmarked the BESTSELLER GIVEADAY 
funds to a project that aims to significantly 
reduce child mortality caused by malaria in 
A ngola , the Democratic Republic of Congo 
and Kenya. 

As per April 2017, about one million children 
and pregnant women in these three coun
tries have received help in the prevention 
and treatment of malaria through the dis
tribution of 250,000 mosquito nets , testing 
facilities to increase the rate of correct diag
nosis and antimalarial medication. Some of 
the funds have also been used to train health 
workers and to strengthen the cooperation 
w ith governments and authorit ies ,  wh ich 
helps ensure the project’s impact for years 
to come.

BE S T SE L L E R F OU N DAT ION i s  a  p r iv ate 
foundation that invests in businesses that 
create financial, social, and environmental 
returns and positively impact the lives of 
the less privileged. The foundation makes 
equity, debt, and conver tible debt invest-
me nt s.  T he fou nd at ion i s gove r ne d by a 
board of directors of which Anders Holch 
Povlsen is the chairman. 

T h e b o a r d c onv e n e s  e v e r y qu a r te r  a n d 
assesses investment cases put for ward by 
the foundation’s investment team. 

SMALL TO MEDIUM SIZED
BUSINESSES ARE ELIGIBLE FOR 
INVESTMENTS PROVIDED THEY 
ADDRESS ONE OF THE FOLLOW-
ING THEMATIC FOCUS AREAS: 

1. From farm to fork 
(ensuring fairness in value chains)

2 . Connecting the base of the 
pyramid (to services, markets)

3. Renewable energy

4. Nature conservation

5. Waste as a resource 
(waste management, recycling, 
circular economy)

INVESTING IN 
COMMUNITIES 
THROUGH THE 
BESTSELLER 
FOUNDATION  
–

$
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KEY INVESTMENTS  
IN 2017

 CAÏO – ECONOMIC EMPOWERMENT
THROUGH SHEA SOURCING 
IN UGANDA 
Caïo is a shea butter manufacturer, whole
saler and retailer on a mission to build eco
nomic empowerment and social inclusion for 
the women who harvest shea nuts in Northern 
Uganda , and preser ve the shea trees that 
provide millions of us with natural, effective 
skin care products. 
BESTSELLER FOUNDATION provided a con
vertible loan to Caïo at the beginning of 2017.
 
 

  SOLARKIOSK – 
CONNECTING RURAL AFRICA
Through single, solar panel equipped units, 
SOL ARKIOSK provides rural A frican com
munities with solar powered EHUBBS. The 
EHUBBS are modular and can be configured 
into a range of connected solar centres – a 
health centre, a market place or a business 
hub. The centres can be scaled as the com
mun ity and its needs develops and g rows 
around them.
BESTSELLER FOUNDAT ION ’s i nvest ment 
will enable SOLARKIOSK to set up an addi
tional 85 EHUBBS in Kenya, Tanzania and 
Rwanda reaching some 425 ,000 households. 
In add it ion , EHUBB operators w i l l  be re  
cruited locally, creating direct employment 
for approximately 120 people. 
 

 AFRICAN LEADERSHIP UNIVERSITY – 
CREATING AFRICA’S FUTURE LEADERS
W it h  a  f a s t g r o w i n g  p opu l at i o n ,  A f r i c a 
needs ter tiar y education systems in order 
to create the continent’s future leaders. The 
African Leadership University (ALU) aims to 
educate three million African students over 
the next 40 years , creating future leaders , 

en trepreneurs ,  i n novators a nd sc ient i sts . 
With campuses in Maur it ius and Rwanda , 
ALU has already enrolled 800 students from 
over 40 African countries. 

The majority of the investment from BEST
SELLER FOUNDATION supports the general 
expansion of the African Leadership Univer
sity on the African continent. 
 
 

  HONEY CARE AFRICA – 
SUSTAINABLE HONEY SMALLHOLDINGS
Honey Care Africa produces a variety of honey 
and related products sourced directly from 
approx imately 5 ,6 0 0 sma l lholder far m ing 
families in rural Kenya, Tanzania, and South 
Sudan. By cutting out the middlemen, the 
social enterprise ensures that the beekeepers 
and farmers receive a fair price. Producers 
also receive training on environmental bee
keeping techniques.
BE S T SE L L E R FOU N DAT ION g ave Hone y 
Care Africa a convertible loan in March 2017.
 

  SAMASOURCE KENYA – 
DIGITAL FOR UNTAPPED TALENTS
Giving talented people from poor areas in 
developing world countries an opportunity is 
core to Samasource’s strategy for mapping a 
pathway out of poverty. 
Samasource sees digital as the pathway out 
of poverty. They provide a twoweek train
ing programme in basic digital skills and the 
opportunity for the best students to progress 
to t he Sa m a s ou r ce D e l iver y Cent r e ( D C ) 
which works with companies such as eBay, 
Google and Walmart. 
BESTSELLER FOUNDATION made its f irst 
investment in Samasource Kenya in Febru
ary 2017 bringing the capacity at the centre 
up f r om 5 0 4 to 69 6 a gent s .  In De cember 
2017, a second larger investment enabled an 
expansion of the office space making it pos
sible to accommodate a total of 1 ,332 agents 
by early 2018. 

JOB AT SAMASOURCE  
OPENED UP FOR A WORLD OF 
OPPORTUNITIES

2 3 year  old Jul ius Okoth Ot ieno 
works as an agent at the Samasource 
Delivery Centre (DC) in Nairobi. He 
l ives in Kibera , the largest urban 
slum i n A f r ica ,  toget her w it h a 
younger brother and an older sister. 
Julius’ steady income supports his 
whole family.

In 2 016 ,  Ju l iu s joi ned t he Sa ma
source Dig ital Basics Prog ram in 
K ibera . A fter completion , he was 
recruited to the Samasource DC , 
where he has worked for nearly two 
years . His immediate career goal 
is to become a team leader at the 
Samasource DC, and Julius recog
nises that the Samasource DC is a 
stepping stone that can help him 
realise his dreams. 

Ju l iu s  i s  a n  e nt r e p r e n e u r,  a n d 
a longside h i s job at Sa ma source 
h e  h a s  s t a r te d  K S h o e s  w it h  a 
group of young people col lecting 
waste cutoffs from garment shops 
and turning it into new products , 
includ ing shoes . KShoes creates 
jobs for sk i l led but u nemployed 
artisans who are given the job of 
making shoes or other items out of 
the materials gathered. 

T h e t a l e nt  a n d d r i v e  of  Ju l iu s 
and the other agents at the Sama
source DC are obvious. The centre 
becomes t he spa rk t hey need to 
develop it and truly lift themselves 
out of poverty.

BESTSELLER
60

Sustainability Report 2017 
Our Communitiy Investments and Contributions 



sustainable, selfgoverning RSL implemen
tation across the apparel and footwear sup
ply chain. BESTSELLER has been part of the 
AFIRM group since 2012 .

BUSINESS FOR 
SOCIAL RESPONSIBILITY 
– HER PROJECT
Business for Social Responsibil ity (BSR) is 
a global nonprofit organisation that works 
with its network of member companies and 
other partners to build a just and sustain
a b l e  w o r l d .  B S R  d e v e l o p s  s u s t a i n a b l e 
business strategies and solutions through 
consulting, research, and crosssector collab
oration. BESTSELLER has collaborated with 
BSR on the HER Project since 2012 .
 
GLOBAL FASHION AGENDA
In 2017, we became a strategic partner in the 
Global Fashion Agenda, which aims to mobi
l ise the global fashion industr y to change 
the way we produce, market and consume 
fa sh ion . Best k now n for the Copen hagen 
Fashion Summit, the world ’s principal event 
on susta inabi l ity in fash ion , Globa l Fash
ion Agenda operates as a leadership forum 
for the global sustainabil ity conversation. 
 
Together with the other strategic partners, 
BESTSELLER advises on the strategic direc
tion and helps shape the operational focus of 
the Global Fashion Agenda.

BETTER COTTON INITIATIVE
The Better Cotton Initiative (BCI) exists to 
ma ke g loba l cotton produc t ion better for 
producers, the environment and for the sec
tor’s future, by developing Better Cotton as 
a sustainable mainstream commodity. BCI 
is the most widespread cotton sustainability 
programme in the world and it is our priority 
in our sourcing of more sustainable cotton.
 
BESTSELLER joined BCI in 2011 and we are 
members of the Better Cotton Grow th and 
In novat ion Fu nd ,  wh ic h m a kes s t rateg ic 

investments into Better Cotton projects to 
propel the BCI towards its 2020 targets.

ELLEN MACARTHUR FOUNDATION
The Ellen MacArthur Foundation works with 
businesses , governments and academ ia to 
bui ld a framework for an economy that is 
restorative and regenerative by design, help
ing shift to more circular models of produc
tion and consumption.

In 2016 , BESTSELLER became a member of 
the Circular Economy (CE) 100 group with 
the aim of getting a better understanding of 
the challenges and opportunities of circular 
economy in practice and ultimately to bring 
it into a BESTSELLER business context.

SUSTAINABLE APPAREL COALITION (SAC)
T he Susta inable Apparel Coa l it ion i s the 
appa r el ,  foot wea r,  a nd te x t i le i ndust r y ’s 
leading alliance for sustainable production.  
The Coalition develops the Higg Index, a set of 
standardised supply chain measurement tools 
that aim to provide social and environmental 
transparency to consumers. BESTSELLER has 
been a member of the SAC since 2014 and has 
started roll ing out the Higg Index Facil ity 
Environmental Module (Higg FEM) in parts of 
the supply chain.

ETHICAL TRADING INITIATIVE
Ethical Trading Initiative (ETI) is a leading alli
ance of companies, trade unions and NGOs that 
promotes respect for workers’ rights around 
the world. BESTSELLER has been a Foundation 
Stage member of the ETI since March 2016.

THE BANGLADESH ACCORD ON 
FIRE AND BUILDING SAFETY
The Bangladesh Accord on Fire and Building 
Safety (the Accord) is an independent, legally 
binding agreement between brands and trade 
unions designed to work towards a safe and  
healthy Bangladeshi ReadyMade Garment 
Industr y. The purpose of the Accord is to 
enable a working environment in which no 
worker needs to fear fires, building collapses, 
or other accidents that could be prevented 
with reasonable health and safety measures. 
BESTSELLER signed the Accord in June 2013 
and the new 2018 Accord in June 2017.

AFIRM GROUP
A FIR M (the Appa rel & Footwea r Inter na
tional RSL Management Working Group) is a 
global organisation providing resources for 

INDUSTRY 
PARTNERSHIPS  
AND COLLABO- 
RATIONS TO  
SCALE POSITIVE  
CHANGE 
–
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SUSTAINABLE  
 DEVELOPMENT 
GOALS 
– 
Through our business and partnerships we use 
our leverage and power to contribute to the United 
Nations’ Sustainable Development Goals (SDGs). 
Our commitments and actions directly or indirectly 
relates to several of the SDGs, for example ’Achieve 
gender equality and empower all women and 
girls’ and ’Ensure sustainable consumption and 
production patterns’.
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OUR SUPPLY CHAIN

GOAL 3: 
ENSURE HEA LTH Y LI VES A ND PROMOTE 
WELL-BEING FOR ALL AT ALL AGES
Through our supply chain programmes, we 
continuously strive to improve the condi
tions for those working in our supply chain. 
This includes promoting health and safety 
initiatives, such as the Bangladesh Accord on 
Fire & Building Safety and the Productivity 
and Occupational Health & Safety Project in 
Bangladesh.
 
GOAL 5:
ACHIEVE GENDER EQUALITY AND  
EMPOWER ALL WOMEN AND GIRLS
Approx imately 80% of texti le workers are 
women, and our supply chain programmes, 
such as the HER Project , contribute to cre
ating better opportunities and empowering 
women in our supply chain.
 
GOAL 8:
PROMOTE SUSTAINED, INCLUSIVE  
AND SUSTAINABLE ECONOMIC GROWTH, 
FULL AND PRODUCTIVE EMPLOYMENT 
AND DECENT WORK FOR ALL
Our presence in 2 6 countries creates jobs 
for hundreds of thousands of workers and 
contributes to increasing economic growth 
in developing countries. Economic growth is 
sustained by decent jobs – something we pro
mote through our supply chain programmes.

GOAL 12: 
ENSURE SUSTAINABLE CONSUMPTION 
AND PRODUCTION PATTERNS
Through our supply chain programmes and 
sustainable business practices we work to 
promote responsible production pattern. This 
i nc ludes our prog ra m mes for respon sible 
handl ing of chem ica ls and env ironmenta l 
protection.

GOAL 17: 
STRENGTHEN THE MEANS OF 
IMPLEMENTATION AND REVITALIZE  
THE GLOBAL PARTNERSHIP FOR  
SUSTAINABLE DEVELOPMENT
We a re com m itted to dr iv i ng susta i nable 
development through partnerships and close 
collaboration with industr y partners , gov
ernmental institutions and civil society. Our 
partnerships include the Sustainable Apparel  
Coalition and Ethical Trading Initiative.

OUR MATERIALS

GOAL 12:
ENSURE SUSTAINABLE CONSUMPTION 
AND PRODUCTION PATTERNS.
Along with our responsible supply chain pro
grammes, our increased focus on sourcing 
materials with reduced environmental impact 
aligns with SDG 12 . In addition, we continue 
to explore new business models for produc
t ion and consumption such as c ircularity. 
By par tnering w ith lead ing organ isations 
including the Global Fashion Agenda and the 
Ellen MacArthur Foundation we are taking 
firm actions and making commitments.
 
GOAL 17: 
STRENGTHEN THE MEANS OF 
IMPLEMENTATION AND REVITALIZE  
THE GLOBAL PARTNERSHIP FOR  
SUSTAINABLE DEVELOPMENT
Key to delivering on SDG 12 is also our com
mitment to reducing adverse human rights 
and env ironmental impacts of cotton pro 
duction across the world in partnership with 
the Better Cotton Initiative.

OUR PEOPLE

GOAL 3: 
ENSURE HEALTHY LIVES AND PROMOTE 
WELL-BEING FOR ALL AT ALL AGES
We aim to have a safe and healthy workplace 
for our colleagues. Through our BESTSELLER 
CARE Programme, we seek to increase the 
wellbeing of employees by offering a vari
ety of health benefits, such as massage and 
physiotherapy, health insurance, etc. Our key 
focus is on improving the working environ
ment and thus reducing workplace accidents.
 
GOAL 4:
ENSURE INCLUSIVE AND 
EQUITABLE QUALITY EDUCATION 
AND PROMOTE LIFELONG LEARNING 
OPPORTUNITIES FOR ALL
With our International Trainee Programme 
and other educational programmes, we offer 
our employees the oppor tun ity to contin
uously grow their talents and acquire new 
skills.
 
GOAL 5:
ACHIEVE GENDER EQUALITY AND 
EMPOWER ALL WOMEN AND GIRLS
We aim to have a diverse workforce, and we 
prov ide equal oppor tunities for ever yone, 
regardless of gender, age, nationality or reli
gious background. 25% of our board members 
and 46% of our top managers in Denmark are 
women.
 

OUR COMMUNITY 
INVESTMENTS AND 
CONTRIBUTIONS

GOAL 1: 
END POVERTY IN ALL ITS FORMS 
EVERYWHERE
Our community investments and contribu
tions across the world help to drive sustain
able economic grow th and promote decent 
jobs for al l with the aim of bringing down 
poverty.
 
GOAL 8: 
PROMOTE SUSTAINED, INCLUSIVE 
AND SUSTAINABLE ECONOMIC GROWTH, 
FULL AND PRODUCTIVE EMPLOYMENT 
AND DECENT WORK FOR ALL
Our community investments and contribu
tions across the world help to drive sustain
able economic grow th and promote decent 
jobs for al l with the aim of bringing down 
poverty.
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