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What is
sustainability?
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What is sustainability?

Sustainability is based on a simple principle: Everything that we need
for our survival and well-being depends, either directly or indirectly, on
our natural environment.

Sustainability creates and maintains the conditions under which humans
and nature can exist in productive harmony, that permit fulfilling the
social, economic and other requirements of present and future
generations.

(Source:www.epa.gov/sustainability)
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What is sustainability for businesses?

Triple bottom line:

« People: fair business practices
towards labour and the
community

 Planet: sustainable
environmental practices

 Profit: Economic value created
by the organization after

Social . ™ Environment

 Source: wikipedia.com deducting the cost of all inputs,
including the cost of the capital
tied up
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Tips for you as an exporter

 People: Keep in mind the
interdependence between the
well-being of a company,
labour and other stakeholder
interests.

« Planet: Do no harm to the
environment and minimise the
environmental impact of your
business.

« Profit: Consider all costs and
social & environmental impacts
when calculating your profit!
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A brief history of
sustainability
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Why history is important?

« Get yourself acquainted with the history and theories of
sustainability. It will help you in your conversations with buyers if
you can show that you understand the drivers behind sustainability.
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Brief history of sustainability: environment

Non-renewable Club of Rome:
resource Call for action on pollution,
management: population explosion,
Hotelling’s rule: price of consumerism and depletion
resource increases in case of non-renewable
of scarcity resources

1950 2000

1930 1972

Global awareness

Environmentalism: Ecological .
Period of escalating c_(gl_oglca _ecolno_mlcs d
growth: providing an inclusive an

ethical economic model for
society:
* Cradle to Cradle
» Ecological Footprint
Recycling of materials
» Decarbonisation

environmentalists showed
environmental costs
associated with material
benefits that were being
enjoyed.
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Brief history of sustainability: social rights

Social rights in Rerum
Novarum - Pope Leo Social movements:
XIII African-American civil
Rights + Duties rights (1954),
Dignity + Rights of 2nd Feminist wave (1960),
Workers flowerpower (1970),
Property Ownership Fair trade (1988)
Common Good
Right of Association

1948 2000
® >
1891 1954
Universal Declaration
on Human Rights - UN Millenium

Rights to:
social security, work, rest
and leisure, adequate living
standard, education,
benefits of science and
culture
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Trends — Where do
we go?

Source: startupfashion.com
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Trends — consumer drivers

Awareness & transparency: Consumers feel
that they can contribute through consuming:
conscious consumption! Consumers prefer
brands with a positive contribution to a
sustainable future.

Responsibility: Consumers increasingly take B )
sustainable products for granted. As a result, ,
suppliers want to show that they are the
greenest and most socially involved company.
- L

Status: In Europe, status is more and more
derived by contributing to society rather than
rattling your jewellery. Contributing to
sustainability ranks high in the status game.
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Innovation & design: Choosing for
sustainability provides an opportunity for
product diversification and extending a
product range.

Stories: The home decoration and textile
sector is not an early adopter of green or
social values as there is much fear about
consumer perception. But it is coming! Brands
communicate their values more loudly.

Return on investment: Ideas that save
money, energy or time are commercially
interesting for suppliers.
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Tips for you as an exporter

* You can profit from growing awareness among consumers by clearly
promoting the social and environmental impact of your production
process.

* Your buyers will demand proof concerning the sustainability of your
products. This can be done by using certification schemes or by
simply not making any exaggerated or unrealistic claims about your
product.

« Sustainable home products can more easily be linked to status if
they look and feel luxurious. However, make sure that your
sustainability story remains on top.

« Think about how you can produce your existing portfolio more
sustainably. You can then extend your product range!
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Trend towards more eco-friendly products

Environmental trends:

« Increasing use of sustainable Materials: Biodiversity and
sustainable resource management, e.g. organic or FSC certification.

« Demand for efficient Production Processes: Lean and clean
production process

 More Recycling: cradle-to-cradle, upcycling, re-using of waste and
residues

- Smart & Durable Design: designs that have multiple, versatile and
long-lasting uses
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Examples: environmental objectives

Sustainable materials Recycling

Production Process

o 3>
B
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Trend towards more ‘socially’ fair products

Social trends:

« Fair Trade: certified products ensuring fixed premium for workers
(e.qg. fairtrade certification), care programs for workers (e.g. BSCI).

« Cause Trade: Community-based approaches, showing local
craftsmanship to add value

« Cultural Trade: Using local cultures to position product in the
market
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Examples: social objectives

Fair trade Cause trade

Ethical Trading Initiative s
Respect for workers worldwide ‘ ’

1
certirien’ | FAIRTRADE —r 7N .
[ \\ /) ‘
\‘V, ,-““‘ ‘.3
Business Social Compliance Initiative - $ Aol m 0 \

Cultural trade i
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Tips for you as an exporter

« Emphasize the ‘green’ or ‘'social’ aspects of your home products as
they can give you a comparative advantage over other suppliers.

« By embracing certification that fits your niche market, you are better
equipped to target this niche market. However, bear in mind that
becoming certified brings with it significant costs.

« For more information on certifications and other buyer requirements
focused on sustainability, please read CBI Buyer Requirements for
Home Decoration and Home Textiles.
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http://www.cbi.eu/marketintel_platform/home-decoration/136093/buyerrequirements
http://www.cbi.eu/marketintel_platform/home-decoration/136093/buyerrequirements
http://www.cbi.eu/marketintel_platform/home-decoration/136093/buyerrequirements
http://www.cbi.eu/marketintel_platform/home-textiles/135873/buyerrequirements
http://www.cbi.eu/marketintel_platform/home-textiles/135873/buyerrequirements

Market for
Sustainable Home
Products

Source: substancel51.com
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Clear signs for growth

« No consumption data available for sustainable home products

« Based on the sales figures from the past, the market for sustainably

produced products is expected to increase:
— Fairtrade retail sales in Europe: +21% (fairtrade.net, 2013)
— Organic market in Europe: +8% (fibl.org, 2013)

« Cotton sales: Both fairtrade and organic certified cotton showed
increased strongly in the past years (see next slides).

FAIRTRADE

Certified Cotton
-
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Future growth projections

« The market is projected to be approximately 1% of the total home
decoration and textiles market (CBI, 2012). This would mean that
the market for sustainable home products would add up to
approximately €360 million in 2012.

« The growth in the European market for sustainable home products is
expected to continue in the next coming years.

« For more information on sustainable design for home decoration and
textiles, please read CBI Tailored Intelligence: The Sustainable
Design Market for Home Decoration and Textiles.
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For more information on sustainable design for home decoration and
textiles, please read CBI Tailored Intelligence: The Sustainable

Design Market for Home Decoration and Textiles.

This survey was compiled for CBI by
ProFound - Advisers In Development

in collaboration with
CBI sector experts Kees Bronk & Steve Pepper

Disclaimer CBI market information tools: http://www.cbi.eu/disclaimer
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