
H&M 
H&M, Hennes & Mauritz AB, the Swedish interna
tional retailer, is known for fashion and quality in a 
sustainable way. Sustainability is part of H&M's DNA 
and it will continue its responsible retailing practices 
in India as it does internationally. 

RESPONSIBLE MEASURES 
• The H&M head office has a department dedicated 

to sustainability with 20 people responsible for de
veloping strategic directives, reviewing progress, 
and supporting and advising all relevant depart
ments on the development and implementation of 
prioritised 'Conscious Actions' based on continued 
stakeholder engagement, business intelligence and 
innovation research. The department sets priori
ties, new trends and recommended goals and ac
tions to each department. 

• Besides these department specific goals, country 
managers are measured against our 4C scorecard 
(Cash, Customers, Colleagues, Conscious), which 
gives all four areas equal importance. 

• Twice a year, H&M CEO, CFO and Head of Sus
tainability review the progress made. With the 
same frequency, the head of sustainability reports 
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performance against key sustainability indicators 
to the Board of Directors. 

About 130 people from H&Ms sustainability teams 
operate from 21 locally based production offices 
around the world. They work directly with the sup
pliers to support them in complying with the com
pany's Sustainability Commitment, helping make 
its supply chain more sustainable. 

About 50 'Conscious Coordinators' work in dif
ferent departments and country offices supporting 
the implementation of H&M's global sustainability 
strategy in their organisations. 

Organic, recycled and Better Cotton represents 
31% of its total cotton use. The goal is 100% by 
2020. The retailer has aims to replace solvent based 
glues in production of footwear and other acces
sories by 2020. 

In 2013, H&M set in place a garment collecting 
system, where customers could drop off their un
wanted garments - no matter what brand and what 
condition - at H&M stores. By the end of 2015, al
most all H&M stores around the globe offered this 
service. For new stores garment collecting services 
are up within six months after the opening. For 
franchise markets, at least one store per market of
fers recycling options. Once the old garments have 
been dropped off in a store, H&M's partner col
lects and sorts them into three categories: Rewear 
- clothing that can be worn again, to be sold as sec
ond hand clothes; Reuse - old clothes and textiles 
to be turned into other products, such as cleaning 
cloths; Recycle - clothes to be turned into textile 
fibres, and used for things like insulation. 

• H&M works with its suppliers to truly integrate 
sustainability into their management systems by 
providing training and conduct management sys
tem analysis. 

• 78% of the electricity H&M used in 2015 came 
from renewable sources. 

• All H&M clothes are marked with the Clevercare 
label. Tips to care for clothes in an environment-
friendly way are shared on it company website. 

• The retailers ties up with environmentally green 
transport companies and opts for rail or sea trans
port where possible to increase transport efficien
cy. 

• In 2013 H&M Group partnered with WWF to 
develop a holistic strategy for water stewardship 
targeting four key themes: improving the use of 
water; building water awareness; collective action 
and measuring water impact and risk. In March 
2016, the retailer partnered with the WWF again, 
in a five year partnership. The focus is still on water 
stewardship, but also includes climate action and a 
strategic dialogue related to H&M and the textile 
industry's broader sustainability challenges. 

IMPACT 
More than 12,000 tonnes of garments were collected 
at H&M stores in 2015. That's as much textile fabric 
as in more than 60 million t-shirts. The total collec
tion since 2013 has been 34,000 tonnes of clothing for 
reuse and recycling. Greenhouse gas emissions were 
down by 56% in 2015. The impact on its brand im
age as a responsible retailer that cares for the planet 
is invaluable. C 

I am proud of the positive impact we are making. We are leading 
the way today within several sustainability areas and I want us to 
continue to raise the bar. I am so happy to see that sustainability is on 
the minds of so many people at H&M - every day and in all depart
ments. I believe companies that take responsibility for people and the 
environment will be the most successful in the long run. 
— K A R L - J O H A N PERSSON, C E O , H & M 
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