



























































The following pages present three of the 59 factories that com-
pleted the ACMT programme — with varying conditions and

outcomes.

Location Number of employees

Dhaka, Bangladesh 2,557 (incl. subsidiaries)

Founded Supplying Tchibo since

1996 2018

Factory type Participation in the ACMT programme
Denim production 2021-2022

Shasha Denims manufactures various denim products, from dyeing and processing
the fibres to weaving the fabrics and sewing the finished product. According to the
company website, sustainability is a priority at Shasha Denims. It includes using more
environmentally friendly materials such as organic and recycled cotton, Tencel ™ and
hemp, as well as recycled plastic in denim production. Compared to many other pro-
ducers, the factory was able to start at a higher level of chemicals management. For
example, detailed inventories of chemicals were already available, workers wore ad-
equate protective clothing when handling chemicals, and management had already
implemented a system to ensure compliance with the MRSL criteria . The ACMT
programme has trained key sta in chemical management, reduced water consump-
tion and improved testing procedures for MRSL compliance. The only area where pro-
gress has not been made is in waste management. The company attributes this to
weaknesses in Dhaka’s municipal waste management system.

Shasha Denims

ACMT PROGRAMME

E “The ACMT programme has increased the compe-
Glossary: . i
p. 42 tence and confidence of our chemical management

team. We are now able to carry out internal audits

and have introduced ecomapping, which shows

where hazardous materials are kept. What has been

particularly helpful is the exchange with other fac-

tories facing similar challenges to ours”

Sirajul Islam, head of chemicals management

Factory profiles
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Location Number of employees

Dhaka, Bangladesh 1,850

Founded Supplying Tchibo since

2005 2016

Factory type Participation in the ACMT programme
Sewing for woven and knitted goods 2021-2022

Pandora Sweaters produces various types of jumpers from pre-made fabrics. The factory does
not do its own dyeing, so any chemicals it uses are primarily in the washing of finished products.
The amount of chemical substances is therefore generally small. During the first factory visit
it was apparent that little knowledge existed at Pandora Jumpers regarding the management
of chemicals. For example, there was no sta member who was specifically responsible for the
issue, and the handling of the di erent substances was often disorganised, such as out-of-date
chemicals being used because no expiry date was available. A positive aspect was the factory’s
well-functioning waste water treatment plant even prior to ACMT.

When comparing assessment sheets within the ACMT programme, only minor progress seems to
have been made. However, the training has enabled the factory to improve its washing formula so
that less detergent is now being used per litre of water. Chemical waste storage is now also being
carried out more professionally than before.

“ACMT is the first programme on chemicals
that we have participated in. It has been very
helpful to us because previous organisation in
this area was poor. We have now been able to
train our staff to handle chemicals and under-
stand the pictograms. We will keep training our

workers in the future, and closely monitor their
health”

Rajib Banik, assistant materials manager
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Location Number of employees

Shaoxing, China 580

Founded Supplying Tchibo since

2007 2017

Factory type Participation in the ACMT programme
Dyeing and knitting 2018-2019

The Shaoxing Guozhou factory focuses on dyeing and knitting fabrics rather than
producing finished products for consumers. Around 1,500 people are employed in
the dye works. The factory is certified according to various ISO standards as well as
the OEKO-Tex 1005 and GOTS 5 standards. Standards for managing chemicals
were correspondingly high even prior to ACMT. Nevertheless, the first factory visit
revealed, among other things, that only 35% of all chemicals used were listed in
inventories. By the time the ACMT programme was completed, 70% of chemicals
were listed. One problem area is that some of the agents used, e.g., for bleaching,
are produced from raw chemicals by Shaoxing Guozhou itself. Improvements are still
needed here in the recording and tracking of chemicals. Under ACMT, the factory has
reduced its fresh water and energy consumption per unit of production.

“The ACMT trainers were very knowledge-
able and supportive, which helped a lot.

B We have benefited from participating in
S."f;aryi the programme because other brands also

have similar requirements, which we are
now additionally able to meet. But it would
be even more helpful for us to have similar
programmes that are shorter and more fre-

quent, because requlations and standards
are constantly changing”

Miao Miao Wang, head of the chemicals department
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The ACMT learning
journey

In a roundtable interview, Daniel Koltermann (Tchibo), Christine Alfken (REWE
Group) and Johannes Forster (GIZ) talk about how the strategic partnership for
the ACMT programme came about, how they rate project progress and out-
comes, and what lessons they have learned for future projects.
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Greenpeace’s Detox campaign in 2011 publicly
highlighted chemical use in the garment industry
that is harmful to people and the environment, and
called on garment companies to improve trans-
parency and responsibility for their supply chains.
Why did it take such a campaign for the problem to
be identified and addressed?

KOLTERMANN: It often happens that critical actors
are needed to point out deficiencies such as these. A
watchful civil society is therefore important for busi-
nesses — sometimes companies need feedback from
the outside.

ALFKEN: Our stakeholder relations work had al-
ready revealed problems with chemicals manage-
ment in supply chains even prior to the Greenpeace
campaign. The Detox Commitment by brand manu-
facturers achieved by Greenpeace quickly gave the
issue momentum.

FORSTER: Greenpeace went about it smartly back
then. The public’s focus had been more about prod-
uct safety. Greenpeace bridged the gap to toxic
chemicals in waste water. From my point of view,
this was a new kind of campaign. Shirts are closer
to consumers than waste water in a factory in China,
so Greenpeace cleverly used concerns about poten-
tial hazardous chemicals in clothes to launch a cam-
paign on supply chain responsibility.

Don’t chemical safety and product management
issues go hand in hand?

KOLTERMANN: Even before the Greenpeace cam-
paign, our garments were safe to wear. The vast ma-
jority of chemicals used in production are washed
out before the products go on sale. But of course
it’s best to keep harmful substances out of the man-
ufacturing process altogether. Then they don’t get
anywhere they don’t belong. Using fewer or no haz-
ardous chemicals means less e ort later on in test-
ing products and e uents and keeping them free of
pollutants. This is taking a more holistic perspective.

You then decided to take on the challenge together.
Why in this particular constellation?

ALFKEN: It was obvious to us that if we wanted to
improve how producers manage their chemicals
we had to get active locally, providing advice and
training people. At the time we were already in dis-

cussions with Tchibo on sustainability issues. And it
was known that Tchibo had very good training expe-
rience in the social sector with the

KOLTERMANN: At the same time, we had ap-
proached GIZ with an idea for a training programme
on managing chemicals. They informed us that oth-
ers in the industry were also thinking along the same
lines. So it made sense to initiate a joint project. It
was the perfect opportunity to pool our resources.

Why was GIZ interested in supporting the project?

FORSTER: We had already completed several
chemical projects beforehand and had the training
materials. We didn’t go in as a service provider, but
as a project partner and brought in the appropriate
funding. We wanted to share, via train-the-trainer
in the ACMT programme, existing knowledge that
we had accumulated over the years. We also want-
ed to make sure that other actors, whether from the
coaching, political or academic fields, were added to
scale the project and generate added value beyond
factories supplying Tchibo and REWE.

Ms Alfken, how would you describe the REWE
Group’s role?

ALFKEN: It was important for us to provide local
training to the workers in the factories in our supply
chains. Only then can such a project achieve long-
term improvements. Our task was initially to select
suppliers for the programme and explain to them
why the measures were important. For most of them
the topic was not yet familiar.

And Tchibo?

KOLTERMANN: We had the same goals as REWE
and worked together to achieve them. Our focus was
also on training in supply chains. And we all wanted
to contribute to industry structures together.

Were there any role models for this kind of coop-
eration?

KOLTERMANN: Before coming to chemicals man-
agement | had already worked on Tchibo’'s WE
Program for several years. The train-the-trainer
approach was therefore something | had already
learned and practised and was able to bring to the
project.

Learning journey — roundtable interview

Daniel Koltermann

works as sustainability
manager in corporate
responsibility at Tchi-
bo GmbH. He was DE-
TOX project manager
for Tchibo, responsible
for developing and
implementing the
ACMT programme.
His personal highlight
in the project was a
trip to China, where he
was able to take part
in a training session
with trainers: “Getting
into contact with local
people and seeing

the skills they bring

to the table — those
were really fascinating
times”.
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Christine Alfken

is a project manag-

er in sustainability
merchandising at

the REWE Group.

She was DETOX
project manager at
REWE, responsible
for implementing the
ACMT programme.
Her personal highlight
during the project was
the moment when the
pilot phase evaluation
was published: “It was
the first time we could
see in black and white
that with ACMT we
could really improve
things. | then had the
feeling, yes, we're on
the right track™.
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Why did you opt for the train-the-trainer approach?

ALFKEN: It was something new in producing coun-
tries. Any kind of advisory network was therefore not
yet in place GIZ’s main goal was then to establish lo-
cal training sta capacities, and it provided large vol-
umes of funding for this purpose. Significantly more
resources have flowed into the project than initially
planned. This was mainly because we could not just
stop at our immediate suppliers. We had to go deep-
er than initially planned and also provide close sup-
port to second-tier operations in the supply chain,
i.e., the suppliers of the suppliers.

How was the search for potential trainers in the
production countries?

ALFKEN: More di cult than expected. | thought
trainers independently going to factories in an ad-
visory role would happen more quickly than it did. It
is simply a very complex task that you have to get to
grips with, even when everything else is ideal.

KOLTERMANN: Expertise and experience of the
garment industry needs to be combined with good
trainer skills. It’s not easy to find people like that.

FORSTER: We needed trainers with good standing.
Imagine the situation: someone from outside comes
into a well-run and well-established industrial oper-
ation and wants to change the way chemicals are
being handled, entailing extra costs and re-learning
of processes. And we are not talking about small op-
erations here, but of huge factories with large, com-
plex technical operations backed up by years and
decades of experience. For a factory to change its
core processes and implement proposals requires
mutual trust, especially when trainers are not liable
for any changes made.

How have the factories responded?

ALFKEN: At first they just listened intently to what
we were saying. There then gradually emerged an
openness, as well as an awareness of the need to
address the issue if a factory wanted to produce in
a sustainable way. This was generally not the case
prior to the project. Factories first had to establish
the know-how and the internal structures. Up to now
they had been more used to making minor adjust-
ments at minimal cost. It was therefore a major step
to implement changes, i.e., being willing to replace

ACMT

problematic chemicals with more environmentally
friendly ones.

KOLTERMANN: The ACMT programme meant we
were going deeper into the supply chain for the first
time. We were suddenly dealing with suppliers and
production facilities who were not our immediate
contractual partners. It was di cult to win them
over. Then there were the suppliers with whom we
had long-standing contractual relationships and
who also had dyeing processes on their premis-
es. The conditions for us with these factories were
of course very di erent, as was their willingness to
cooperate when compared to dyeing factories that
were located deeper in the supply chain and who
had minimal turnover with us. | remember visits to
factories, for example, in China, where Tchibo was
completely unknown. We also had situations where
no one in the whole company could speak English,
so communication alone was initially very di  cult.

Around 90 factories worldwide have undergone the
programme. What do you think of the outcomes?

KOLTERMANN: We have achieved a lot in the fac-
tories. Evaluations show that, with few exceptions,
participating businesses have significantly improved
their performance in many critical areas. Factories
now have a much better overview of their chemicals
inventories, what is used where, where it is stored
and how it is disposed of. Waste water treatment has
improved and is better managed and documented
via testing. Flammable chemicals are being stored
properly, fewer accidents are happening, and there
are fewer chemical spills. Personnel responsible for
chemicals are more competent and knowledgeable
about which chemicals are toxic, which should not
be used and which can be replaced. Water consump-
tion has also decreased.

FORSTER: Another success is our contribution to
raising awareness across the garment industry on
how to manage chemicals in a way that protects
people and the environment. Many of the trainers
we have trained are also active in factories beyond
those within the project. Their expertise is in great
demand.

KOLTERMANN: | want to add that we have succeed-
ed in winning over two more committed companies
to the programme — Aldi and Otto. Despite this we
still haven’t achieved the goal of attracting a criti-



cal mass of other companies to ensure the ACMT
programme becomes a structure that can endure.
Unfortunately, due to a lack of demand and interest
from other brands, the anticipated scaling e ects
have not materialised. Bringing more factories into
the project could not be sustained due to basic costs
and managemente ort.

Why do you think more project partners could not
be won over?

ALFKEN: For various reasons. Perhaps the pro-
gramme should have been opened up earlier. Some
have certainly been deterred by the high costs.

KOLTERMANN: Sometimes it’s just been a ques-
tion of timing. When we started, no alternative ex-
isted to this programme. Later, when we wanted to
expand, other companies had established their own
alternatives. The attempt to mobilise more partners
through the Textile Partnership (p. 16) was unfortu-
nately not as successful as we had hoped.

FORSTER: When we started, waste water and
chemicals were the main issues. Climate and plas-
tics have also since been added as major areas of
concern. This has limited the resources that compa-
nies can invest.

What are the main lessons learned from the pro-
gramme? What would you do di erently today?

KOLTERMANN: In hindsight we probably should
have thought about the final ACMT programme
structure earlier and considered the kind of organ-
iser that could keep the programme going over the
long term from the outset. Someone who then also
takes responsibility for further development. Con-
ditions are changing, technology is progressing,
training materials require updating, acquisitions are
needed, stakeholder work is required, and the pro-
gramme needs to be marketed.

ALFKEN: Today | would probably start with more
project partners straight away. This might have
slowed things down at the beginning, but then you
immediately have more on board wanting the pro-
gramme.

FORSTER: | see things di erently. | think we putin a
lot of networking e ort from the beginning through
the ZDHC (p.17) and local business associations,
and additional e ort to find an anchoring structure
through the Textile Partnership (p. 16). If we had

waited any longer the project might not have started
at all. The key findings | have taken away are more
to do with the how. We have all seen the added val-
ue gained from closely engaging with the factories.
But this has also been associated with major invest-
ment. We are currently evaluating a new approach
that combines online training and a digital database
with one-on-one interventions. Initial experience
indicates that this will give us a wider range of par-
ticipating factories. For this new approach we are
using training materials from the ACMT programme,
which are now available in digital format. The ACMT
approach was good at getting an initial overview of
what is happening in the factories. But it was too
broad and too intense to be anything permanent. For
many companies it was too costly. | am still amazed
at how much REWE and Tchibo were willing to invest
in the project. The garment industry will continue to
benefit from this in the future, and we have created
a good basis for achieving even more together in the
future.

Learning journey — roundtable interview

Johannes Forster

is project manager in
private sector cooper-
ation at the Deutsche
Gesellschaft fur
Internationale Zusam-
menarbeit (GIZ). He
implemented the pro-
ject on the GIZ side as
part of the develoPPP
programme. The de-
veloPPP programme
is used by the German
Federal Ministry for
Economic Coopera-
tion and Development
(BMZ) to promote
sustainable initiatives
in developing and
emerging countries.
His project highlight
was a factory visit
that needed to take
place digitally due to
the corona pandemic:
“Plenty of e ortand
technical input by the
supplier, in collab-
oration with a local
university, made the
visit possible. It wasn’t
planned that way, but
everyone involved still
talks about it enthusi-
astically today”.
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At the heart of our Detox e orts is a commitment to understand and track the
use of hazardous chemicals in the garment supply chain to ensure they are managed
in the most environmentally and health friendly way — ideally being replaced with less
harmful alternatives. Our work here has already achieved much: in 2022, 94% of all
textiles produced for Tchibo came from a Detox-qualified factory, i.e., a factory that
had participated in at least one industry-based chemical training course within the
past three years.

The ACMT programme was key to this success. Although we are not continuing
with the programme, much of what we have worked on remains and helps to bring
about lasting change in the garment industry. This applies to the ACMT trainers, who
continue to be in great demand, as well as to the trained chemical managers in the
factories who are passing on their acquired know-how to their colleagues. Last but not
least we have gained a lot of valuable experience for future projects (read more about
this and the reasons why the ACMT programme will not be continued on pp. 36-37).

Meanwhile, industry-wide partnerships, standards and training programmes
have been established and we continue to work with them to ensure future progress in
chemicals management, which is then protecting the environment and people in even
more sustainable ways. This is important because, for all the successes, much remains
to be done. Of the 348 wet-processing factories that Tchibo worked with in 2021, 68%
carried out waste water analyses to provide transparency on their use of hazardous or
banned chemicals. 53% have created inventories on the chemicals they are using. A
quarter have had their chemical lists checked for ZDHC compliance.

Read more on the following pages about how we are addressing the task of clos-

ing any remaining gaps and working towards the goal of meeting the highest indus-
try-wide, chemicals management standards in producing countries.

What happens next? 35
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Strong start,

strong future

Michelle Herfeldt
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In 2022 the last participating facto-
ries in Bangladesh, China, Turkey and Pa-
kistan completed the ACMT programme.
For many years ACMT has been a key
pillar of our Detox Commitment. It has
been an especially heartfelt project be-
cause we invested lots of time, money
and passion in it. And although we have
now reached a point where ACMT cannot
be continued in any meaningful way, we
are proud of what we have achieved.

We are proud that Tchibo alone saw
59 factories successfully participate in
the programme. An average 60% of our
textile products come from these facto-
ries. Chemicals management in the par-
ticipating factories has improved in all
critical areas, on average by 23%. This
confirms that we have been, and remain,
on the right path.

We are proud of the successful
cooperation with REWE and GlZ, and
pleased with the partners we were able
to win over in the course of the project

— Aldi, Otto and Hakro. It is also a pity
that we did not succeed in inspiring more
partners to join ACMT because this was
ultimately why the programme was dis-
continued.

For the programme to be viable,
as many factories as possible needed to
benefit from it. This then meant more
partners coming on board — Tchibo had
already exhausted the number of supplier
factories that could reasonably be includ-
ed in the ACMT programme. Further-
more, continued programme success
required fully updating the initial training
materials.

For these reasons we decided to end
the ACMT programme. But this in no way
means the end of Tchibo’s Detox Com-
mitment. On launching ACMT, nothing
like it existed within the industry. This sit-
uation has since changed. New initiatives
similar to ACMT have been launched in
recent years, some of which have be-
come recognised standards in the indus-
try. That these new programmes exist

ACMT



is also in some way a success of ACMT,
leading the way as a pioneer.

Taking new paths

The Greenpeace

ended in 2020, but our commit-
ment continues. Awareness of the De-
tox issue was first raised in the factories
through many years of work by di erent
stakeholder groups. Nobody now ques-
tions that responsible chemicals man-
agement is important and needs ad-
dressing. Brand companies first came
together to standardise requirements for
factories, and then to spread the financial
burden over a number of shoulders.

Tchibo also supports this approach.
Since 2018 we have been a member of
the Zero Discharge of Hazardous Chemi-
cals initiative, abbreviated: ZDHC. Via this
membership, we are continuing to devel-
op our supplier programme in chemicals
and waste water management. ZDHC
provides us with various standards and
guidelines as well as digital solutions,
which we can use to conduct risk man-
agement and provide further training in
factories. We are also in regular contact
with the large network of industry-rele-
vant ZDHC member businesses, where
we discuss ongoing developments
around chemicals management.

Finding all-round solu-
tions

We have also launched a pilot
phase as part of the
. This is run by the Appar-
el Impact Institute and takes a similar
approach to ACMT. In 13-month train-
ing sessions, factories are trained to use
fewer chemicals and replace hazardous
chemicals as part of Clean by Design.
The financial and organisational e ort for
us is reduced because the programme is
hosted by a service provider and used by
various brand companies. We can also be
sure that training materials are always up
to date. We piloted Clean by Design in one

of our supplier factories in China. Results
so far suggest that we will be expanding
the programme to more factories.

We also want to address issues
that are also closely related to chemicals
management. For example, how water
and energy are being used in factories.
We are also forming strategic partner-
ships in these areas, because we firmly
believe that we can achieve better results
with industry-wide initiatives than by go-
ing it alone.

We are proud of all we have achieved
so far in Detox, especially through the
ACMT programme. But we still have a
long way to go. A complete ban on chem-
icals in the garment industry is impossi-
ble and cannot be the goal. It still remains
important to us, however, to continue
to raise awareness along supply chains
about safe chemicals management and
to gradually eliminate hazardous and
environmentally harmful chemicals. We
therefore need greener, more environ-
mentally friendly chemicals and good
databases where factories can find out
what alternatives are available to chem-
icals classified as hazardous. A key issue
here is transparency. We want to promote
the use of these more environmentally
friendly chemicals in our supply chain. At
the same time we never lose sight of the
big picture, because more sustainable
chemicals often also mean lower water
consumption: Other sustainability issues
such as the circular economy also play a

role in reducing resource consumption.
Our Detox Commitment will therefore
continue to be central to Tchibo’s sus-
tainability e orts.

“The DETOX Commitment

will continue to be central

to our sustainability

efforts”

Viewpoint
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| essons learned

Michelle Herfeldt, Tchibo
Sustainability manager, re-
sponsible for Detox:

“We took a major step forward with ACMT.
What we learned from the programme has paved
the way for our continued commitment to Detox.
The industry has evolved a lot since ACMT started,
SO we can continue our journey with new partners
and apply our knowledge to new contexts”.

Sohel Rana* master trainer,
selected and trained for ACMT
in Bangladesh in 2018.

“There will always be room for improvement,
but overall ACMT was a good programme. But
it clearly demonstrated that big processes need
time in this industry. No one programme can solve
everything overnight. For factories it’s important
that everyone pulls together”.

* Name changed
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Christine Alfken, sustainability
manager at REWE, and respon-
sible for the programme at the
beginning of ACMT:

“l was very surprised by how di cult it was
to find suitable trainers locally and also how long
it took for trainers to get to grips with their tasks.
This clearly demonstrated how complex chemicals
management is and that soft skills should not be
underestimated”.

“We took a strong step

forward with ACMT.

What we learned from

the programme has

paved the way for our

continued commitment

to Detox”

ACMT



Tamara Wulf, project manager
at service providers MADE BY
and subsequently at STS:

“l learned a lot from ACMT, which is now also
being applied in other programmes. For example,
the importance of not only technical but also soft
skills training for experts. Understanding change
management processes is crucial to bringing about
change at the factory level. | was particularly im-
pressed by the partnership between REWE and
Tchibo. Such a close form of collaborative action is
very rare, especially in Germany”.

Sirajul Islam, chemicals man-
ager at Shasha Denim, Bangla-
desh

“ACMT helped give us confidence. We im-
proved some things, for example, how we manage
chemical waste, and we introduced regular meet-
ings at the highest management level to discuss
what else can be improved. There is no limit to how
far we can go. As soon as we have resolved one is-
sue, another generally appears”.

Daniel Koltermann, Tchibo
Sustainability manager and re-
sponsible for the programme at
the beginning of ACMT:

“In hindsight, we probably should have thought
more about the final programme structure from the
beginning. To successfully continue a programme
as intensive as ACMT over the long term requires a
project organisation capable of taking responsibil-
ity for it. This also applies to the ongoing updating
of materials and content. We achieved a lot with
ACMT, but because we lacked that final structure,
we couldn’t scale up the programme”.

Linwei He, assistant manager
at Shaoxing Guazhou, China

“We have benefited from participating in
ACMT because many other brands that buy from
us have similar requirements. Thanks to ACMT, our
factory standards have improved. It’s then easier for
us to gain the required certification. That’s good for
business”.

Johannes Forster, project man-
ager at GIZ and responsible for
the programme at the begin-
ning of ACMT:

“Even though ACMT has come to an end, we
have created something that will endure. The train-
ers we have trained continue to be active in the
field. The topic is undergoing further development
in factories, as well as in brand companies. GIZ is
now o ering ACMT training materials digitally, and
they are in great demand. We've therefore created
something that other people can continue to work
with, so from my point of view we’ve achieved our
goal”.

Lessons learned
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