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indulgent even, but it still begs 
an answer.

Because with reflection 
comes understanding. 
That’s the hope anyway. 
The world order is such 
that even as corporations 
and governments mine a 
huge portion of the earth’s 
resources to engage in business, 
to keep economies running, and to maintain status 
quo, they are also telling us that they remain 
committed to sustainability and their corporate social 
responsibility. 

To my mind, running a business that gives us 
sweetened water in plastic bottles and deep-
fried, over-processed snacks cancels out any real 
commitment to sustainability, say what you will. Ditto 
for a business that gives us gas-guzzling machines or 
one giving us microfibre-filled clothes that are going 
to end up clogging our oceans. Basically, any and 
all ‘extreme unsustainability’ enterprise. And there 
are lots of them out there. Here I have cited the very 
obvious ones, because the consumption side of it 
implicates potentially all of us. Unless we are trying 
to be conscious consumers.

The thing about being a conscious consumer is that 
the more (we think) we know, the more there is to be 
found. About 10 years ago, I stumbled upon organic 
food and as its corollary learnt about chemicals in 
our food. The next discovery was about dirty cotton 
and polyester and microfibres in clothes, leading to 
my since-then deep distrust of fast fashion. Then 
there were the SUVs that were selling like so many 
hot cakes (because everyone forgot to mention carbon 
footprint – but even if someone did, someone else 
would have said other vehicles were gas guzzlers too, 
maybe less but still), the plastic, the unsustainable 
side to air travel, the other side to consuming dairy 
products, and so on.

Yet, it is all like scratching the surface merely. 
Because after you scratch, you realise you have to 
dig, and once you start digging, there’s no knowing 
what all you will find. This finding out is the important 
part, though, and it’s a continuous process of being 
alert and smart. Because we have to do well by 
ourselves, yes, but also by this earth—this glorious 
and sturdy earth, but also increasingly so fragile.  

Padma 
Founder editor CauseBecause

So much is happening in the world, it’s all quite 
too much. Somewhere women are being 
conferred with the Nobel for chemistry and 

physics, elsewhere someone is getting raped and all 
but butchered. People are dying of hunger and other 
people are fearful of dying due to complications 
related to obesity/being overweight from 
overeating/bad eating. There is excess and there is 
less and less. There are megalomaniacs and there 
are those who live knowing their lives are of no value 
to the government or the ones who dictate how 
things will run. Truth is not non-fiction anymore; it is 
fiction, as much as fiction is truth – they will tell you 
and you better believe, else you will be incarcerated.

There is air pollution and there is, yes, the corona 
virus. Yes, yes, it is still there. One would be fooled 
by the general air of celebration and gaiety at show 
in sundry places across the country. Of course it is 
understandable that we want to be out there, that 
there is only so much of the pandemic-induced 
restrictions that we can take, that we want to 
believe what we want to believe. It does get a bit 
complicated and confusing, what with all kinds of 
news bringing in all kinds of tidings – each more 
overwhelming than the other, giving out numbers 
and technical explanations and prognoses and so 
on. One can’t be too sure of anything, it seems. For 
example, which mask should one be using now 
(that is, if you are a mask wearer still) – the pollution 
one or the virus one? Is there one that is a universal 
protector?

Is this ‘going about the daily business of life’ attitude 
generally an Indian thing, I have wondered many, 
many times.

Crossing one dirty town after another during our road 
trips through northern India, before the pandemic 
year, I remember feeling overwhelmed by the sight 
of people going about their businesses/lives with 
a determination that puzzled me. Determination or 
resignation, I can’t be sure. But it is something. 

Do they know something that I am yet to grasp? That 
the accident of life is a blessing perhaps? 

So are we supposed to accept everything gratefully 
because we believe it’s a blessing? Dirt, pollution, 
poverty and pesticides included? Are we lucky to 
be just born? Whatever the circumstances? The 
question may sound philosophical, rhetorical, 

The contradictions of excess and less, and the non-blessings in disguise

Editorial 

Cover picture: Bombay Hemp Company
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We are wasting about 1 bn tonnes of food a year 

A
n estimated 930 million tonnes of food sold 
in 2019 – that is, 17% of all food – went into 
the waste bins of households, restaurants 

and shops, according to a new UN research 
conducted to support global efforts to halve food 
waste by 2030. Some food is also lost on farms 
and in supply chains, which means that overall a 
third of food is never eaten.

Produced by the UN Environment Programme 
(UNEP) and partner organisation WRAP, the 
Food Waste Index Report 2021 claims to offer a 
methodology for countries to accurately measure 
loss.  

‘If we want to get serious about tackling climate 
change, nature and biodiversity loss, and pollution 
and waste, businesses, governments and citizens 
around the world have to do their part to reduce 
food waste,’ says Inger Andersen, executive 
director, UNEP.

The study reveals that households discard  
11 per cent of food at the consumption stage of  
the supply chain, while food services and retail 
outlets waste 5 and 2 per cent, respectively. 
This has substantial environmental, social and 
economic impacts, according to the report, 
which points out that 8 to 10 per cent of global 
greenhouse gas emissions are associated with 
unconsumed food. 

‘Reducing food waste would cut greenhouse gas 
emissions, slow the destruction of nature through 
land conversion and pollution, enhance the 
availability of food and thus reduce hunger and 
save money at a time of global recession,’ Andersen 
points out.

Marcus Gover, the head of Wrap, has this to 
say: ‘We are so used to wasting food that we’ve 
forgotten its value, and the cost that feeding our 
growing global population has on the natural 
world. Like it or not, we in our homes are the most 
significant part of the problem.’

While the household breakdown between edible 
and uneatable food, like shells and bones, is 
available only in some high-income countries, there 
is a lack of information in lower-income countries 
where proportions may be higher. It is crucial to fill 
this knowledge gap, according to the report. 

UNEP will launch regional working groups to aid 
countries’ capacities to measure and record food 
waste in time for the next round of SDG 12.3 reporting 
in late 2022.  (SDG 12.3 aims at halving per-capita 
global food waste at the retail and consumer levels 
and reducing food losses along production and 
supply chains, including post-harvest losses.) It will 
also support these countries as they develop national 
baselines to track progress towards the 2030 goal, 
and design strategies to prevent food waste.

Updates 
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Updates 

Cipla: a 30MW solar plant in another 
step towards carbon neutrality

C
ipla has announced that it has set up a 30MW 
solar group-captive project in Tuljapur, 
Maharashtra. Spread across 115 acres, the 

project has been commissioned in partnership with 
AMP Energy India, and is one of the largest solar 
open-access projects in the state set up by a 
corporation.

The press release, shared with CauseBecause, 
mentions that this is in line with Cipla’s 
environmental, social and governance (ESG) 
initiatives aimed at developing a holistic sustainability 
roadmap for the future. By 2025, Cipla plans to 
achieve carbon and water neutrality, zero waste to 
landfill, anti-microbial resistance stewardship, and 
green chemistry.

The solar project will support the company’s green 
energy requirements for its manufacturing units at 
Kurkumbh and Patalganga in Maharashtra. It will also 
help the company avoid carbon dioxide emissions by 
as much as 35,000 tonnes of carbon dioxide equivalent 
(tCO2e) annually over its project life of 25 years.

Geena Malhotra, president and global head – 
manufacturing operations, Cipla, says, ‘The project 
aims to reduce our environmental footprint and 
create a positive social impact. We endeavour to 
continue growing the share of renewable energy 
across our sites with an aim to contribute to India’s 
agenda of increasing energy generation from non-
fossil fuel sources to 40% by 2030.’

Since FY19, Cipla has added 48MW of solar energy 
portfolio through various initiatives such as on-site 
rooftop or ground-mounted solar under RESCO 
model, third-party solar open-access power 
purchase agreement, and group-captive solar open-
access project.

In May 2019, Cipla had acquired 26% stake in AMP 
Solar Power System Limited, a wholly owned 
subsidiary of AMP Solar Technology Private Limited.

swaraj Tractors
Caring for cancer patients 

S
waraj Tractors, a part of the USD 19.4 billion 
Mahindra Group, has announced key 
impact-related figures for the Mahindra 

Mobile Primary Health & Cancer Care Project that 
it has been running in Punjab for nearly six years 
now. The project is functional in 157 villages across 
three districts of Punjab: namely Bathinda, Patiala 
and SAS Nagar. Its objective is to enable urgent 
action through early-stage cancer detection, 
screening and diagnosis to improve cancer 
patients’ chances of survival. Cancer-awareness 
camps, cancer-screening camps and primary 
healthcare OPDs are the three components of this 
project, in addition to providing palliative care. 
Three well-equipped mobile OPD vans have also 
been commissioned under this project.

As per the latest announcement, the project 
has had over 95,000 beneficiaries in Punjab. The 
company spokesperson informs CauseBecause 
that the beneficiaries include individuals who have 
used the services of the mobile OPDs for general 
and seasonal ailments, participated in the cancer 
awareness and screening camps, and received 
palliative care.

Swaraj Tractors along with its NGO partner Global 
Cancer Concern, India, have conducted over 1,000 
OPDs till now. The company has formally not tied up 
with any hospital for the project but after screening 
they refer suspected cancer patients to PGI 
Chandigarh, Advanced Cancer Institute in Bathinda, 
Rajindra Civil Hospital in Patiala, and Homi Bhabha 
Cancer Hospital in Sangrur for further investigation 
and treatment. Over 400 terminally ill patients have 
received palliative care, with 172 cancer patients 
currently registered for this service.

Responding to CB’s queries, the spokesperson 
says that a major challenge for the implementation 
team has been persuading villagers to undergo 
cancer screening. There are also those who show 
preference for Ayurvedic or other local treatment  
options, and this ends up delaying the actual 
treatment required. 
There is an urgent 
need to help 
people become 
aware that cancer 
can be treated if 
diagnosed at an 
early stage.
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Updates 

L
enovo, in partnership with Agastya 
International Foundation, has announced that 
it has impacted over 6,000+ underprivileged 

students with their mobile science education 
outreach programmes in India. These programmes 
are currently operational in Karnataka, Maharashtra 
and Delhi.

By making experiential science education accessible 
to rural government schools, Lenovo hopes to 
facilitate STEM education for students from resource-
constrained communities. Responding to queries 
from CB, the company spokesperson explains that 
by using experiential and hands-on, child-centric 
learning, teacher education and scalable methods, 
Lenovo aims to bring about a shift in vital behaviours 
through innovative and effective outreach channels. 
The aim is to build local leadership among the 
children, hone their problem-solving skills, and 
encourage entrepreneurial thinking.

To reach out to more numbers of underprivileged 
students, Lenovo supports Agastya Foundation’s 
science laboratory in Bengaluru. The programme 
caters to 1,500 children annually, generating 15,000 
student exposures and 100 teacher exposures in 
the same time period. As explained in an official 
press release, an exposure is a measure of Agastya’s 
reach. It is the number of times Agastya has face-to-
face interactions with an individual (child/teacher/
community member), with each exposure being 2 to 
3 hours in duration. The company claims that it has 
garnered a total of 94,413 
exposures to date.

Lenovo also supports 
3 iMobile Labs. These 
labs are small vehicles 
that carry laptops and 
have the so-called Lab 
on Tab (LoT), a multi-
sensory learning method 
containing digitised 
content for 6th–9th 
grades. As informed 
by the spokesperson, 
children get acquainted 
with a variety of topics 
in physics, chemistry 
and biology through the 
lessons on a tab and 
perform appropriate 
topic-reinforcing 
experiments. Learning 
outcomes are assessed 

through a quiz integrated into the digital lesson. 
Local community youth are trained to be teachers 
as part of this programme, thus creating an 
economic opportunity within the community. The 
programme has 39,000 student exposures and 450 
teacher exposures annually. These iMobile vans are 
functional in Bengaluru, Mumbai and Gurgaon. 

One of the highlights of these programmes is the 
new learning pedagogy of ‘explore, play and learn’ 
sessions promoting self-learning, questioning 
capabilities, and self-exploring capacities of students 
using digital content. For all these programmes, 
the assessment parameters include unique 
student count and total number of exposures, a 
key indicator to see how many times a particular 
student is attending the LoT/Science Centre/iMobile 
sessions. The team monitors the usage data, collects 
qualitative evidence, and generates usage data 
reports on a quarterly basis.

‘At Lenovo, we are committed to empowering 
educational institutions by delivering innovative 
education solutions and providing best-in-class 
devices that are accessible to all. In a remote 
learning setting, Lenovo also understands the 
need for such solutions and with our partnership 
with Agastya Foundation, we ensure that there is 
continued support and learning for underprivileged 
kids. With Agastya’s flexible and far-reaching digital 
programmes that maintain the connection between 
teachers and students, it is safe to say that blended 

learning is becoming the 
new norm in India,’ states 
Rahul Agarwal, CEO 
& Managing Director, 
Lenovo India, in a press 
release shared with 
CauseBecause.

Mentioning that the 
main challenges 
in programme 
implementation include 
maintaining a good 
working relationship  
with government 
authorities, finding and 
training of instructors, 
and managing 
turnover of staff, the 
spokesperson says 
that they have set up 
mechanisms to deal with 
these effectively.

lenovo: Helping students seek science education 
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Updates 

sbI General: building ‘safe spaces’ for girl students in the rural 

S
BI General Insurance has 
built 15 sanitation facilities 
for girl students in Wada and 

Chimur talukas in Palghar district of 
Maharashtra under its CSR 
commitments. These ‘safe space’ 
restrooms for girls are expected to 
have a twofold impact: create a 
sense of ownership and help bring 
about a qualitative change in their 
hygiene habits, and also increase their attendance at 
schools.

These 15 restrooms along with the 5 built last year 
will be used by over 10,000 girls in the coming five 
years. Special workshops on hygiene and sanitation 
are also being conducted for the girls. Going forward, 
SBI General aims to equip every school in rural 
Maharashtra with a ‘safe space’ restroom. For this 
project, the company has partnered with Palghar-
based NGO Learning Space Foundation (LSF).

Shefali Khalsa, head – brand & corporate 
communication, SBI General Insurance, said, ‘We had 
initiated this project keeping in view girl students’ 
education, hygiene and wellbeing. In this region, 
what really stood out for us was the very high school 

dropout rates of adolescent 
girls from agricultural and tribal 
communities. One of the main 
reasons was lack of sanitation 
facilities at zilla parishad schools. 
We are hopeful that our initiative 
will go a long way in enabling 
girl students to continue their 
education.’ 

Responding to CB’s query on the parameters for 
assessing impact, Shefali explains that these will 
cover a) change in daily school attendance of 
adolescent girl students, b) regular use of sanitary 
pads during menstrual period, c) awareness of basic 
personal hygiene and best practices, and d) the 
ability of adolescent girl students to voice their needs 
during menstrual periods to parents and female 
teachers. To understand these aspects, the company 
will take regular feedback from teachers and village 
‘tai’ (elder sister – an educated paid volunteer hired in 
the project). Quarterly health checkup camps will be 
held in schools, and there will be documentation of 
the progress of each girl’s general health status. 

There was no clear response on whether SBIG will 
expand this initiative to other locations.

Hyundai Motor India: Driving mobile healthcare into rural Rajasthan

H
yundai Motor India Foundation (HMIF), the 
philanthropic arm of Hyundai Motor India Ltd 
(HMIL), flagged off their first Mobile Chikitsa at 

Laxmangarh in Alwar district of Rajasthan, under their 
public health programme Sparsh Sanjeevani. 
Intended to bolster healthcare services in rural 
neighbourhoods, the mobile primary healthcare 
clinic has a doctor on-board and is equipped with 
testing facilities for spot-diagnostic tests. 

The clinic was officially launched in the presence 
of SS Kim, MD & CEO, Hyundai Motor India Ltd, 
who said: ‘Hyundai’s global vision of “progress for 
humanity” reiterates our aim to drive sustainable 
change in communities across the globe. Mobile 
Chikitsa will strengthen the accessibility of healthcare 
services in the most vulnerable communities of rural 
India. We hope to augment the Government of India’s 
programmes of reforming the public healthcare 
system and advance the country’s pursuit of health 
and wellness for all.’

The Mobile Chikitsa will cater to a community of 
up to 25,000 people and if need be, can service 

up to three additional communities. In addition to 
free consultation, diagnostic tests and providing 
for medicines through the attached pharmacy, 
awareness programmes about different diseases and 
their prevention will also be conducted. No routine 
vaccinations will be done.

The Mobile Chikitsa unit will cover two villages on a 
daily basis through a fixed roster and service around 
100 patients. Overall, the mobile van will cater to the 
needs of 16 villages of Laxmangarh block. Patients 
will be provided with a health card to record their 
case history and individuals diagnosed with serious 
ailments will be referred to the nearest government 
or private hospital. 

Responding to queries from CauseBecause, Puneet 
Anand, AVP and group head–corporate affairs, HMIL, 
informs that this is a pilot project and there are plans 
to expand the same to other locations. On impact-
assessment parameters, he says these will not be 
limited to the number of patients treated but also 
cover the overall change in behaviour of people by 
creating awareness around common ailments.
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Being Sustainable 

2021 will see H&M launching a range of collections under the 
concept Innovation Stories, unravelling forward-thinking sustainability 
processes. First out is Science Story, available in select stores and at 
hm.com from March 18.

As per the press release shared with CauseBecause, Innovation Stories 
will showcase innovation, sustainable fabrications and design – all part 
of H&M’s push towards sustainable fashion. 

Science Story is intended to pay tribute to the minds behind 
fabrications of the future. With this collection, H&M introduces new 
materials such as EVO by Fulgar®, a bio-based yarn derived from 
castor oil, and Desserto, which is a plant-based alternative to leather, 
produced from cactus plants. Key womenswear pieces include the 
wide-leg bright-white jeans with removable double waistband, the 
lightly-cropped chalk-white shirt with oversized breast-pocket, and the 
cuffed tracksuit.

‘Innovation Stories is a platform that pushes our experimentation to 
the next level. The initiative encourages our work with scientists and 
developers and puts a spotlight on our progressive ideas. Science 
Story is a homage to the years of research and experiments behind 
these incredible materials,’ explains Ella Soccorsi, concept designer at 
H&M.

‘Our new concept continues H&M’s journey towards a sustainable and 
circular fashion system. Innovation Stories allows us to develop and 
grow, all while creating desirable and long-lasting pieces that we hope 
our customers will love and be proud of,’ creative advisor at H&M Ann-
Sofie Johansson adds her bit.

These sanitary pads 
are biodegradable

H&M: Telling ‘innovation stories’ to sell 
sustainable fashion

M
ade out of bamboo and 
banana fibres – otherwise 
agricultural waste products, 

these are manufactured and sold 
by Saathi, a sustainable consumer 
products company. The 
spokesperson informs 
CauseBecause that the raw 
material is purchased from local 
farmers.

These sanitary pads are apparently 
100% biodegradable and 
decompose in about six months. 
The company is spreading the word 
about ‘sustainable menstruation’ 
through their social media handles, 
workshops and collaborations. 
In rural areas, the attempt is to 
address the stigma attached 
to menstruation and menstrual 
hygiene by conducting educational 
workshops and awareness 
sessions. It may be noted that for 
every pad purchased, the company 
donates one in rural areas.

The Saathi pads are available on 
www.saathipads.com, e-commerce 
platforms like Amazon and Flipkart, 
LBB, and select retail stores in a 
few metro cities. The price ranges 
from Rs 180 to Rs 360.  



a Hero MotoCorp CsR InITIaTIVe

For ideas and partnership proposals, write to wecare@heromotocorp.com

In the past three years, 
there has been zero 
dropouts from our 
beneficiary schools in 
Haryana, Rajasthan 
and Uttarakhand. 
Enrolment and 
attendance rates 
have also increased 
manifold and academic 
outcomes have been 
noteworthy. 

We are thankful to 
our CSR partners who 
successfully engaged in 
the implementation of  
Project Shiksha.
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CB Exclusive 

Getting the aCT right
25 FaQs on CsR amendment Rules, 2021

The long-awaited amendments to the corporate 
social responsibility (CSR) provisions brought 
in by the Companies (Amendment) Act 2020 

(CAA 2020) have been made effective by the Ministry 
of Corporate Affairs (MCA) vide notification dated 
22 January 2021. Along with this, MCA notified the 
Companies (Corporate Social Responsibility Policy) 
Amendment Rules, 2021. 

As CSR spending has been steadily increasing, 
the same has received a thorough review by 
the government’s regulators. With the recent 
amendments in place, including the amendments 
introduced by the Amendment Act 2019, the entire 
CSR regime has undergone a huge change, making 
in-depth and clear understanding of the CSR law and 
the amendments there to all the more important. 

Some concepts such as ongoing projects, transfer 
of unspent amounts to a designated fund, 
corporatisation and registration of implementing 

agencies, preparing a detailed annual report on CSR, 
CFO certification, impact assessment for certain 
companies, annual action plan, disclosure on the 
website and so on have been a part of fervent 
discussions in recent times and domain stakeholders 
are busy decoding and interpreting the same.

Team CauseBecause has been engaging in 
discussions with decision makers in the government 
as well as corporate leaders and domain veterans, 
and put together the questions that are going 
around. Read on to find out what these are, and the 
answers too.

In all, 45 FAQs have been addressed in the 
document created by CB Impact, of which 25 have 
been shared here. 

To receive the complete document, you may write 
to editor@causebecause.com
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CB Exclusive 

1.	 When	will	the	Amendment	Rules	become	effective?	
 The Amendment Rules have been notified with immediate effect and will therefore be applicable from 

the date of the Gazette Notification – that is, 22 January 2021. 

2.	 Are	the	Amendment	Rules	retroactive?	
 Going by the general principle, we are of the view that the amendments are not retrospective or 

retroactive. That, however, does not mean the amendments do not affect matters or things done in FY 
2020-21. For example, any shortfall in spending in FY 2020-21 may well be covered by the amendments. 
Further, there is a view that impact assessment may be required even for projects undertaken in earlier 
years.

 Penalties1

3.	 What	are	the	implications	of	not	spending	post	the	amendments	coming	into	effect?	
 The proposed amendments intend to switch the CSR mechanism from ‘comply or explain’ (COREX) to 

‘comply or pay penalty’ (i.e., COPP provision). 

 Any non-compliance with the new requirements of law may attract the following penal provisions: 

 a) Penalty on company 
 Up to twice the amount required to be transferred to a fund specified in Schedule VII, or ‘unspent CSR 

account’, or Rs 1 crore, whichever is lower 

	 b)	Penalty	on	officers	in	default	
 1/10th of the amount required to be transferred to a fund specified in Schedule VII, or unspent CSR 

account, or Rs 2 lakhs, whichever is lower

 Scope of CSR expenditure1

4.	 Activities	‘benefiting	employees’	have	been	excluded	from	the	scope	of	
CSR. Does that mean the company has to oust employees from any CSR 
activity	it	undertakes?	

 If the activities are intended for the larger good, and there is neither 
distinctive reservation for employees, nor distinctive exclusion, it does not 
offend the intent of CSR. In our view, if employees participate in activities 
which are generally open for all, they can also benefit themselves from 
such activity as it is not exclusively conducted for them only.

 The ICAI FAQs on CSR further clarify that projects, programmes or 
activities that benefit only the employees of the company and their 
families will not be considered as CSR. However, programmes or activities 
that are for the generic benefit or good but which also cover some 
employees or their families will still be considered as CSR as long as such 
benefits are not exclusively for the benefit of such employees.

 For example, recreational facilities provided for employees and their 
families in the employee quarters will not be considered as CSR. However, 
if the company maintains a stadium for promotion of sports which is used by residents of that place and 
not exclusively by its employees, then such spending will be considered as spending towards CSR, even 
if some of the company’s employees participate in the same, or derive benefits from the same.

 CSR is a ‘social’ responsibility and not an ‘employer’ responsibility. The intent is that employer’s obligation 
to employees, or employee welfare activities, is not taken as CSR. The idea is not to deprive employees 
of social benefit programmes but to avoid making them the sole beneficiaries. Hence, if employees are 
not targeted beneficiaries solely, nor have any special status, the spirit of CSR is not breached. 
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5.	 Who	are	‘employees’	in	the	context	of	the	Amendment	Rules?	Can	the	company	have	CSR	activities	
towards	workers	engaged	in	unskilled	activities?	What	if	the	company	spends	towards	apprentices/
interns	or	contract	labour?	

 Earlier, there was ambiguity as to who would be included under the term ‘employees’ and thereby 
be ineligible with respect to CSR spending. The same has been clarified by the Amendment Rules to 
include all employees as defined under the Code of Wages Act, 2019. Employees as defined under the 
Code of Wages Act, 2019, include all employees – skilled, unskilled, and semi-skilled. Accordingly, if 
CSR expenditure is made towards unskilled labour, the same will not be considered as CSR expenditure. 
However, apprentices and interns engaged under the Apprentices Act, 1961, are specifically excluded 
from the definition and will therefore be eligible for CSR expenditure. 

6. What will be the actionable options if a company spends less than the amount required to be spent 
under	its	CSR	obligation?

 If a company spends less than the amount required to be spent under its CSR obligation, the Board will 
have to specify the reasons for not spending such amount in the Board’s report.

 The company will deal with the unspent amount in the following manner:

Analysis of unspent amount Actionable option Timeline 

Unspent amount pertains to 
‘ongoing’ project 

Transfer amount to a separate 
bank account to be designated as 
‘unspent CSR account’

Within 30 days from the end of the 
financial year

Unspent amount does not pertain to 
ongoing project 

Transfer amount to a fund prescribed 
under Schedule VII

Within 6 months from the end of the 
financial year

 The company will have to deal with the unspent amount in the following manner: While the time for 
transferring the unspent money to a fund prescribed under Schedule VII is six months, the Board will 
have to decide on the retention of money for ongoing projects and disclose reasons for not spending the 
amount in the Board’s report. Hence, the analysis of what may actually be retained by the company will 
have to be done before approval of the Board’s report. 

 Ongoing projects and unspent CSR account1

7.	 What	is	the	meaning	of	‘ongoing	project’?	
 Rule 2 (1) (i) of Amendment Rules defines the term ‘ongoing project’ as: 
 a) a multi-year project, stretching over more than one financial year

 b) having a timeline not exceeding three years excluding the year of commencement 

 c) including such project that was initially not approved as a multi-year project but whose duration has 
been extended beyond one year by the Board based on reasonable justification

 The same should have commenced within the financial year to call it ‘ongoing’. This includes a project 
that was initially not approved as a multi-year project. The intent is to include a project which has an 
identifiable commencement and completion. The expenses which are recurring in nature should not be 
included in the ongoing project. 

 For example, if a company contributes to the annual running expense of a cancer hospital, the spending 
for the next year cannot be regarded as an ‘ongoing project’. However, if installation of a new facility 
at the same hospital is undertaken during the year, such expense should be regarded as an ‘ongoing 
project’. 

8.	 Will	a	project	with	a	gestation	period	of	more	than	5	years	qualify	to	be	an	‘ongoing	project’?	
 In terms of the definition of ongoing projects prescribed u/r 2 (1) (i) of Amendment Rules, the project shall 

not stretch beyond three years excluding the year of commencement to qualify it as an ongoing project. 

CB Exclusive 
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 There can be projects that may stretch beyond 3 years – for example, building of a hospital or a 
school. In such cases, though the ongoing project is for a period of 5 years, in our view the company 
will be permitted to retain the CSR amount to be spent for the 3 years out of the total life of 5 years 
of the project. The rationale behind the restriction of 3 years is to avoid retaining the unspent amount 
indefinitely. 

 While the life of a project may extend for a period of 5 years, the same will not qualify as ongoing project 
for the purpose of CSR requirements. 

9.	 Will	the	project	be	termed	‘ongoing’	only	if	a	substantial	amount	is	spent	for	such	project?	
Alternatively,	does	committed	disbursement	(a	binding	commitment	for	disbursement)	of	CSR	
amount	mean	that	the	project	is	‘ongoing’?	

 There may be a situation where a company has agreed to disbursement of amount before the end 
of the financial year but due to some reason the actual disbursement/implementation has not been 
made or the project for which the disbursement has been committed has not started. In such situations, 
while the actual amount is not disbursed or the project has not started, we may say that the project has 
commenced within the same financial year if the company has already made a binding commitment to 
disburse the amount. Thus, spending of CSR amount is not necessary if the company has committed to 
such a project and steps towards such commitment have been taken. Since the project has commenced 
within the same financial year, it is correct to regard the same as an ongoing project. 

10.	 What	is	the	responsibility	of	the	Board	towards	the	ongoing	project/s	by	the	company?	
 The Amendment Rules have put major responsibilities on the Board with regard to ongoing projects. 

Responsibilities of the Board for ongoing projects

CSR projects
▪ Identify ‘ongoing’ projects
▪ Ensure consistent monitoring as per 

‘allowed’ timelines
▪ Ensure impact assessments

CSR funds
▪ Year-wise allocation of funds
▪ Track utilisation of funds

CSR communication
▪ Ensure project reports are available on the 

company’s website

CSR partners
▪ Ensure all partners are qualified to 

implement projects as per the new rules 

11.	 What	if	the	company	fails	to	spend	the	amount	retained	for	ongoing	projects?	
 The company will transfer such unspent retained amount to the fund prescribed under Schedule VII, 

within 30 days from the end of third financial year. For instance, if the company retained Rs 50 lakhs in 
2019–20 to be spent in 2020–21, and only Rs 40 lakhs were spent towards the project in FY 2020–21, the 
balance Rs 10 lakhs will be transferred to the fund. 

CB Exclusive 
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12. Are there restrictions on utilisation of the money in the special account or can it be used for regular 
business	purposes	of	the	company?	

 The whole purpose of segregation of the money into a separate a/c is to ensure that there is no 
commingling with the rest of the company’s finances. Hence, the amount parked in the Special Account 
is only to be used for expenditure on the project(s) for which the money was intended. 

13.	 Can	the	funds	earmarked	for	one	project	be	used	for	another	project,	should	there	be	excess	
spending	in	one	and	deficit	funding	in	another?	

 It does not seem logical to contend that the outlay earmarked for each ‘ongoing project’ will be mutually 
ring-fenced. Hence, there is nothing wrong in using the outlay dedicated for one project against another. 

14.	 Is	non-expenditure	considered	as	non-compliance	post	the	amendments	coming	into	force?	What	
will	be	the	role	of	auditor	in	case	of	non-compliance?	Will	he	qualify	his	report?	

 Where earlier the non-expenditure would only imply an explanation to be inserted in the Board’s report, 
the new provisions also impose a specific penalty on such non-spending. Penalty may be imposed on 
the company as well as the officer-in-default. This means that the regulator has intended to make non-
compliance of CSR expenditure penalty-driven and the liability of the company does not end with only 
an explanation. Thus, in our view, non-expenditure will be treated as non-compliance and accordingly 
reports by auditors will be qualified.

 ‘Carry forward’ of excess CSR spending1

15.	 Can	CSR	spending	be	carried	forward	to	make	up	for	shortfall	in	CSR	spending	in	any	year?	
 Pursuant to the third proviso to Section 135 (5) of the Act, if the company spends an amount in excess of 

the requirements provided under this subsection, such company may set off such excess amount against 
the requirement to spend under this subsection for such number of succeeding financial years and in 
such manner as may be prescribed. In this regard, Rule 7 (3) of Amendment Rules provides for a time 
frame of 3 immediately succeeding years for adjusting the excess CSR spending. 

 Therefore, in case a company spends any amount in excess of its CSR obligation and sets off such excess 
expenditure against shortfall in CSR spending in any of the immediately three succeeding financial years, 
it will be regarded as carrying backward of CSR shortfall. In other words, shortfall in CSR spending in any 
year can be adjusted against excess spending in any previous year. 

16.	 What	is	the	meaning	of	‘capacity-building	spending’	referred	to	in	Rule	4	(6)? 
 This refers to expenditure on training the CSR staff regarding the CSR project. However, such expenditure 

is not to exceed 5% of the total CSR expenditure of the company in one financial year. 

17.	 Will	the	benefit	of	carrying	forward	be	available	to	a	company	that	had	zero	CSR	expense	to	be	
incurred	on	account	of	losses	and	yet	voluntarily	incurred	certain	CSR	expenses?	

 Excess spending – that is, spending in excess of what is required – is allowed to be set off. If there was 
no spending required by the company on account of losses and the company had spent an amount, the 
said amount may be regarded as excess spending and may be carried forward.

 Implementation of projects1

18.	 Which	entities	qualify	to	be	implementing	agencies	for	CSR	activities?	
 So far, a Section 8 company, a trust, or a society having a track record of three years in carrying out 

similar activities qualified to be implementing agencies. However, several amendments have now been 
brought into the provisions relating to implementing agencies. 

 On or from 01 April 2021, the following four types of agencies will be eligible to carry out CSR activities on 
behalf of the company: 

CB Exclusive 
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 a)	 Category	I:	Entity established by the company itself or along with any other company – a company 
established under Section 8 of the Act, or a registered public trust, or a registered society, registered 
under Section 12A and 80G of the Income Tax Act, 1961 

 b)	 Category	II:	Entity established by the Central Government or State Government (‘government agencies) 
– a company established under Section 8 of the Act, or a registered trust, or a registered society

 c)	 Category	III: Statutory bodies – any entity established under an Act of Parliament or a State 
legislature 

 d)	 Category	IV: Public agencies – a company established under Section 8 of the Act, or a registered 
public trust, or a registered society, registered under Section 12A and 80G of the Income Tax Act, 1961, 
and having an established track record of at least three years in undertaking similar activities 

 Registration of implementing agencies [CSR-1]1

19.	 Is	registration	of	every	implementing	agency	mandatory?	
 On and from 01 April 2021, all four categories of eligible implementing agencies discussed above will 

mandatorily have to register themselves with MCA. In addition to this, income tax registration under 
Section 12A and 80G of the Income Tax Act, 1961, is mandatory for Category I and IV entities.

	 a)	 Category	I: Entity established by the company itself or along with any other company – a company 
established under Section 8 of the Act, or a registered public trust, or a registered society 

 b)	 Category	IV: Public agencies – a company established under Section 8 of the Act, or a registered 
public trust, or a registered society

 Since the requirements of registration come into force on 01 April 2021, any ongoing projects approved 
prior to 01 April 2021 may be carried out by unregistered implementing agencies. Further, registration 
will also be needed where the implementing agency is used to hold ‘capital asset’ under Rule 7 (4) of the 
Amended Rules. 

20. What are the requirements prescribed under the Rules for registration of implementing agencies 
with	the	MCA?	

 As discussed, on and from 01 April 2021, companies can undertake CSR activities only through 
implementing agencies that are registered with MCA. 

 Rule 4 (2) of the Companies (CSRP) Amendment Rules, 2021, mandates all four categories of 
implementing agencies to register with the Central Government on and from 01 April 2021 by filing Form 
CSR-1 electronically with the Registrar of Companies. 

 Form CSR-1 will be digitally verified by a practising CA/CS/CWA, post which a unique CSR registration 
number will be generated. 

21.	 Considering	that	every	eligible	implementing	agency	undertaking	CSR	activities	is	required	to	
register	itself	with	MCA,	is	registration	by	filing	CSR-1	mandatory	in	case	the	company	carries	out	CSR	
activities	directly	without	engaging	any	implementing	agencies?	

 Rule 4 (2) (a) of the Amended Rules states: “Every entity, covered under sub-rule (1), who intends to 
undertake any CSR activity shall register itself with the Central Government by filing the form CSR-1 
electronically with the Registrar, with effect from the 01st day of April 2021.”

 Accordingly, where the company carries out its CSR activities through the implementing agencies as 
specified in Rule 4, such agencies will be required to file e-form CSR-1 for registering themselves. 

 However, in case the company carries out CSR activities directly, the question of registration by filing 
e-form CSR-1 does not arise.

CB Exclusive 
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 Impact assessment1

22.	 Which	all	companies	are	required	to	undertake	impact	assessment?	
 The idea is to obligate only a certain class of companies – those that are spending large sums of money 

on CSR and have the capacity as well, since impact assessment is cost-intensive and time-consuming. 

 Accordingly, Rule 8 (3) of the Amended Rules requires the following class of companies to conduct 
impact assessment: 

 a) companies with minimum average CSR obligation of Rs 10 crore or more in the immediately 
preceding 3 financial years; and 

 b) companies having CSR projects of outlays of minimum Rs 1 crore and which have been completed 
not less than 1 year before undertaking impact assessment. 

23.	 Are	companies	required	to	undertake	impact	assessment	for	FY	2020–21?	
 Since the requirement applies immediately, companies will determine if they come under the prescribed 

criteria and conduct impact assessment accordingly. CSR targets for FY 2017–18, 2018–19 and 2019–20 
will be relevant to determine the requirement of impact assessment for FY 2020–21. 

24.	 Who	can	conduct	impact	assessment? 
 Rule 8 (3) of the Amended Rules requires the impact assessment to be conducted by an independent 

agency. 

 While the Amended Rules have not clarified about eligible independent impact-assessment agencies, 
academic or research entities capable of doing field surveys and with understanding of the objectives of 
CSR compliance can conduct impact assessment.

CB Exclusive 
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25.	 What	are	the	actionable	points	arising	out	of	CAA	2020	and	the	Amendment	Rules?

CB Exclusive 

Rule Actionable points Time for action 

2 (f)  To amend CSR Policy, recommendation of CSR Committee (CSRC) and 
approval of the BoD will be required

Immediate 

2 (f) To formulate an annual action plan for FY 2021–22, recommendation of 
CSRC and approval of the BoD will be required 

In the first meeting of 
CSRC & BoD for 2021–22 

2 (i) 1. To calculate the minimum CSR spending to be done for FY 2020–21
2. To check the current CSR activities for FY 2020–21
3. To see if there will be any deficit in the spending
4. If yes, then to identify if there is any ongoing project
5. If there is any such ongoing project, then open a bank account (‘unspent 

CSR account’) and transfer the deficit amount within 30 days of end of 
FY 2020–21

6. If there is no such ongoing project, then transfer the deficit amount 
to a Schedule VII Fund within 6 months from end of FY 2020–21, read 
with Rule 10. To be discussed both at CSRC & BoD meetings. The 
implementing agencies will be required to be registered with CG w.e.f. 
01.04.2021. The company may intimate the existing implementing 
agencies 

Immediate 

4 (5) & 
(6) 

New items before BoD:
a. Confirmation by the Board with respect to utilisation of the CSR 

expenditure
b. Monitoring of  ongoing  projects, if any, as per approved timelines and 

year-wise allocation
c. Placing of certificate of CFO/person responsible for financial 

management about utilisation of CSR fund 

Immediate 

5 CSR Committee to revisit its budget for FY 2020–21 so as to align with the 
requirements of the annual action plan as mentioned in Rule 5 (2) 

Immediate 

7 (2) To check if there is any profit arising out of CSR expenditure, and if there is 
any, the same is to be (i) ploughed back into the same project, or (ii) shall 
be transferred to the unspent CSR account and spent in pursuance of CSR 
policy and annual action plan of the company, or (iii) such surplus amount 
shall be transferred to a fund specified in Schedule VII, within a period of six 
months of the expiry of the financial year 

In the first meeting  
of CSRC and BoD for 
2021–22 

7 (3) To check if there is any excess spends done and then the same is to be set 
off within three immediate subsequent FYs, for which a Board resolution has 
to be passed. Should be placed before CSRC as well

In the first meeting  
of CSRC and BoD for 
2021–22 

7 (4) To check if there is any capital asset created by the company for 
undertaking CSR expenditure, the same has to be held by such entities as 
mentioned in Rule 7 (4), and this has to be complied with within 180 days 
of commencement of the Amendment Rules, or an additional period of 90 
days with the approval of Board 

Immediate 

8 (1) Annual CSR Report to be prepared as per the revised format along with the 
Impact Assessment Report as required under Rule 8 (3), and these to be 
placed before CSRC as well as BoD 

In the meetings held for 
the purpose of approving 
the Board’s report 

9 Website disclosures
a. Composition of the CSR Committee
b. CSR policy
c. Projects approved by the Board

Immediate 
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By Padma Pegu

So, I was looking up some 
numbers concerning the 
fashion industry, in particular 

its current value and future 
projections. As per a study (by 
Kantar) released early in 2020, in 
terms of clothing the global market 
should increase by 3.9% each year 
until 2025, garnering a total of 64 
billion dollars in 5 years. Globally, 
the worldwide fashion retail market 
is valued at 300 billion dollars in 
2020. This amount could reach 
360 billion dollars in 2025. (The 
pandemic may shift the projected 
numbers, but that should prove to 
be marginal in the long term.)

That’s not the point though. The 
point is that approximately half of 
this growth will be generated by 
fast-fashion brands. 

There is a cost to fashion and 
it’s not just the money we are 
talking about. For years, fashion’s 
polluting aspects stayed below 
the radar of public knowledge 
or conscience. Maybe because 
people didn’t really splurge all that 
much on clothes? The more likely 
reason, though, is that fast fashion 
wasn’t really a thing back then – 
we are talking pre-1990s here.

The 
sustainable 
fashion edit
Featuring (some of) 

India’s most 

susTaInable  
clothing brands

“Fashion	can	be	a	universal	player	in	protecting	the	planet.”
~ Pharrell Williams
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Let’s	go	slow	on	fast	fashion
The ‘fast’ in fast fashion means that the trend of the 
moment has to reach customers fast—really fast. 
Which means quick turnarounds. A whole lot of 
quick turnarounds throughout the year is a whole 
lot of garments out there. We are talking of mass-
produced, relatively cheap garments that the brands 
want people to wear for short periods and discard at 
the earliest, so that the wheel of fast fashion keeps 
moving at a relentless speed. The consequences are 
steep, it goes without saying.

Clothes	production	in	general	has	a	substantial	environmental	impact	in	terms	of:

 Energy
From crop to fabric is an energy-intensive process in itself, not counting the energy footprint of 
packaging and shipping of the fabric and finished product. It takes agricultural energy to produce natural 
fibres and mining or processing for synthetic fabrics. Fuels are used in machinery for ploughing and 
harvesting, while electricity is the most common power source for factory machinery.

 Land/Natural	resources
Natural fibres require large areas for production and synthetic ones typically require petrochemicals.

 Water
Nearly all fabrics require water use during production, with cotton requiring the most (it takes on average 
10,000 litres of water to cultivate just one kilogram of raw cotton). Conventional textile dyeing and 
finishing processes also demand a lot of water. It is estimated that processing (including spinning, dyeing, 
finishing) a kilogram of fibre (not just cotton, but also polyester and other materials) requires 100 to 150 
litres of water.

 Toxic	chemicals
According to various reports, more than 8,000 chemicals are used throughout the textile-making 
process, from pesticides in growing cotton and other fibres, to bleaching and dyeing yarns, to washing 
fabrics, to printing patterns.

Cheap and relatively low-quality materials and 
cheap labour drive the fast-fashion industry. 
The use of cheap, toxic textile dyes has made 
the fashion industry the second largest polluter 
of clean water globally after agriculture – 
nearly 20 per cent of global waste water is 
produced by the fashion industry. 

Take polyester as example – it is derived from 
fossil fuels and it also has microplastics (very 
small pieces of plastic that never biodegrade) 
which, when we wash it, shed into the water, 
which in turn goes into the water streams 
and ultimately into the oceans. In fact, the 
textiles industry has been identified as a major 
contributor to plastic entering the ocean, which 
is a serious concern because of the associated 
negative environmental and health implications 
(studies indicate that the plastic fibres in our 
clothes could be poisoning our food chain on a 
massive scale).
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The speed at which garments are produced also 
means that more and more clothes are being used 
and disposed of by consumers, creating a huge 
amount of textile waste. It is estimated that more 
than half of the fast fashion produced is disposed 
of in under a year. As per studies, any given piece of 
clothing will be worn just 7 to 10 times before getting 
tossed. Unfortunately most of the worn clothing ends 
up in landfills.

Worse, before reaching the landfill, that polyester 
dress has already done much damage by releasing 
microplastics into the environment. A 2017 report 
from the International Union for Conservation of 
Nature (IUCN) estimated that 35% of all microplastics 
in the ocean came from the laundering of synthetic 
textiles like polyester. So, if you thought plastic in 
the ocean was only from plastic bottles and plastic 
packets, it’s time to get that jolt and recalibrate your 
priorities and preferences. 

You wear what you are
The good thing is, it does feel better to be doing 
(wearing, in this case) better. Several studies have, in 
fact, shown that an increasing number of millennials 
are conscious about who is making their clothes and 
they expect their brands to be a responsible lot. They 
like to wear their statements on their sleeve and in 
this case, it is all literal. There is a growing passion for 
social and environmental causes, and brands know it.

A checklist for conscious consumers
 Choose organic fibres and natural fibres that do 
not require chemicals to be produced. 

 Choose fibres with low water consumption 
such as linen and recycled fibres.

 Shirk synthetic materials like polyester, rayon 
and nylon. The chemicals that go into every 
stage of production and manufacture are still 
very much present when we wear them.

 Clothes made from natural, sustainable, 
ecofriendly and handwoven textiles are 
comfortable, breathable, and durable. Period.

 Make a little effort to know where your clothes 
are being made and if they are being made 
ethically.

 Choose sustainable brands.

 Think upcycling. Clothing made from upcycled 
fabrics is cool.

 Look for brands that use sustainable fabrics 
and packaging.

 Look for brands that tell their story upfront.

 Look for brands that are proud to put a face to 
the worker making it.

 Clothes can be recycled.

 Make your clothes last long(er). Buy less, buy 
better quality, and mend clothes.

Do you know this?

The fashion industry contributes to around  
10 per cent of global greenhouse gas emissions 

due to its long supply chains and energy-
intensive production.

Synthetic fibres such as polyester are plastic 
fibres. These are non-biodegradable and can 

take up to 200 years to decompose.
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Our choices can drive what is best-selling and, 
so, let’s make clear our choices. While there’s 
as yet nothing that won’t have some kind of an 
environment-related fallout, as consumers we 
can use our power to choose with discretion and 
responsibility. 

Think for yourself: is the strain on our (by now) very 
limited	resources	justified	because	we	want	our	fashion	
fast? Can we convey to retailers and brands our 
preferences by shifting loyalties to their ‘sustainably 
produced’ collections, or better still by patronising 
brands that are wholly sustainable/organic/ethical/
responsible/transparent? Of course that still does not 
mean we should go on a guilt-free shopping binge, 
but if we must, may we not do that as responsible 
consumers?

Ignorance is not bliss
Information dissemination remains a barrier and a 
challenge. It’s somewhat like this: If we knew better, 
we would do it differently. Put another way, much of 
what we do happens because we don’t know any 
better. Research suggests that there is general lack 
of awareness among consumers about reuse and 
recycling possibilities for garments. Until about six 
months ago, I did not know that a single pair of jeans 
needed 3,000+ litres of water during its production. 
I mean, are you kidding me? Jeans? Perhaps the 
most ubiquitous piece of clothing ever, and nothing 
anybody would think twice of. Now I do. I am easily 
10-count guilty for the 10 pairs of jeans I have in the 
wardrobe.

So, yes, knowing is the very first step. Towards 
emancipation? Oh that too, eventually. For now 
though, consuming responsibly is the least we can 
do to mend things with the planet.

To begin with, let’s just be aware of the production 
process, as in who is making our clothes, what 

fabrics are being used, how are these fabrics being 
sourced and made, what is the overall carbon 
footprint involved. Most fast-fashion retailers 
outsource their production to developing countries 
– India, Bangladesh, Vietnam and China being the 
prominent examples – where resources and labour 
come cheap, and where coal is the major source of 
electricity. Fact is that the rivers in these countries 
stand wrecked by wastewater effluent from factories. 
Fact is that the people who work in these factories 
are often not paid a decent wage, with some reports 
suggesting that it’s not even a living wage. Not just 
that, the working conditions there have been widely 
reported to be far from safe.

Then there is the waste. Because even before 
clothing reaches the racks, some 30 per cent of the 
materials used to create those clothes—be it fabric 
cut off during creation or waste product that ends 
up getting incinerated—ends up as trash. What will 
be your reaction if you are told that this waste is 
uncalled-for waste, and that there are innovative, 
smart, thoughtful, wanting-to-be-good designers 
who are making whole clothing pieces (yes, including 
that gorgeous patchwork jacket) wholly out of such 
discarded scraps? You wouldn’t think twice, right? 
About making clear your choices?

Yes, that’s the power of knowing, of getting the 
whole big picture. The whole big picture and the 
many small and not-so-small players who are, in 
their respective capacities, playing a catalyst’s role 
in shifting the ground on which fashion has stood 
all this while, alongside shifting our perceptions, 
attitudes and habits. In this 21st year of the 21st 
century, brands using such a lot of natural resources 
cannot afford to disregard the environmental issues 
that the earth is facing, and if they do, the onus of 
making it up to the planet and its people is on them.

Do you know this?

10,000 litres of water is required to grow the one 
kilo of cotton needed for a pair of jeans. Even 
your good old cotton t-shirt takes about 2,720 

litres of water.

(Maybe now is the time to look up hand-spun 
denim made from 100 per cent khadi cotton and 

dyed in natural indigo.)

In 2018, the world produced more than 17 million 
tons of textiles, according to the Environmental 
Protection Agency—compared to only around 2 
million 50 years ago. Out of that pile, 11.3 million 

tons entered the landfill.



24  January-February 2021

polluting production methods (think handmade, 
hand-spun, hand-weaving, natural dyes), there 
are several attributes that go into making a brand 
sustainable and ethical.

Sustainability can be embedded in each stage – 
whether it’s cutting of fabric, reusing fabric scraps (to 
make accessories, for example), using ecofriendly 
dyes and fabrics, or the packaging. The idea is to use 
less resources for production or recycle what exists 
(including post-cutting waste, misprints, rejects) to 
make something new.

The brands about whom you will read in the 
following pages are, without a doubt, creating 
and clearing the path that will lead us to a place 
and time where sustainable fashion is normal, the 
norm, basically mainstream. And it’s a path right 
now because the landscape is still dominated by 
affordable fashion, fast fashion, synthetic textiles, 
and relatively low awareness of a large number 
of consumers about all of the implications and 
consequences of fast fashion.
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A few good brands
Sourced from sustainable 
materials, upcycled, ethically 
made, cruelty-free, zero-waste 
design, small-scale production… 
these are among the main 
factors that go into the 
making of a clothing brand 
that is founded on an 
environment-friendly vision. 
These tell us that less is more 
in every sense of the word. 
Be it comfort, health (no 
chemicals), durability, style, 
statement (yes, we care for 
this earth we inhabit, this 
earth that is responsible for 
our very living in fact), creativity, these clothes score 
on every single front.

Whether it’s cutting back on water usage in the 
making stage, not using hazardous chemicals 
(dangerous for the workers and also gets into water 
sources), following strict standards for the factories 
it sources from/in its own factories and paying fair 
wages to workers and also ensuring decent working 
conditions in the least, using recycled materials, 
using alternative/natural/sustainable fabrics (for 
example, bamboo, banana, corn, organic cotton, 
organic linen, hemp, recycled cotton polyester, 
recycled wool, etc.), using durable materials, or using 
less resource-intensive and least-polluting/non-

Do you know this?

Textiles made of bamboo yarn are ideally 
suited for hot Indian summers because of their 

breathability and antibacterial properties. They are 
naturally UV-protective and biodegradable too.
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Chemical dyes are known to be 
toxic and extremely harmful to the 
environment. Thankfully there are 
alternatives in plant-based dyes 
like indigo (blue), madder (red and 
pink), and turmeric (yellow and 
orange), and mineral dyes like ochre 
(obtained from iron ore), hematite 
(red) and limonite (yellow). In plants, 
sources of dyes can be leaves, barks, 
roots, fruits and rind.

Six fabrics that are relatively ecofriendly

1. Bamboo
Bamboo is generally grown with few chemical inputs – it requires very little water and doesn’t need to be 
sprayed with pesticides or fertilisers to grow. It grows very quickly and is highly renewable too. Bamboo 
fabric also has natural antibacterial properties, breathes, and is biodegradable. However, toxic chemicals 
may be used to turn the plant into fabric.

2. Organic cotton
More than 25 per cent of the world’s pesticides are used in conventional cotton production. Organic 
cotton is grown without the use of pesticides, herbicides or other chemical fertilisers.

3. Industrial hemp
Hemp is rapidly renewable, requires little or no pesticides, grows without fertiliser, and does not deplete 
soil nutrients. 

4. Tencel
Tencel is a brand name for a fibre called lyocell. These are natural cellulose fibres found in wood pulp 
and are fully biodegradable. Lyocell is made in a closed-loop process that recycles almost all of the 
chemicals used.

5. Sustainable wool
Look for chlorine-free wool from humanely-treated animals. Organic wool is increasingly becoming 
available: it is produced using sustainable farming practices, and pesticides and parasiticides are not 
used on the pastureland or on the sheep themselves.

6. Recycled polyester
Recycled polyester, also known as rPET, is obtained by melting down existing plastic and re-spinning 
it into new polyester fibre. The production of recycled polyester requires far fewer resources than that 
of new fibres. It is also an important way to divert plastic from our landfills. Further, it can contribute to 
reducing the extraction of crude oil and natural gas from the earth to make more plastic.

Two disclaimers are due before we start: a) the brands you will read about are not the only ‘sustainable’ 
clothing brands CauseBecause reached out to, but for their own reasons, the others either did not 

acknowledge/respond or did not revert after committing to participate (a couple of these are leading, 
well-known brands in this space); and b) for this article, we left out the so-called luxury/couture brands 
and designers whose ‘sustainability’ collections have proved that environmental sustainability and luxury 
fashion can be compatible, but their price points put them out of reach of the majority of consumers (the 
ones who need to make that leap of faith for sustainable fashion to become the industry standard).
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Who	is	making	the	clothes?	
All our clothes are manufactured at the Bombay 
Hemp Company headquarters in Lower Parel, 
Mumbai. Our production is handled by our 
colleagues, who we believe are the backbone of our 
business. Our masters, tailors and runners, who are 
also based out of Mumbai, have become family over 
the years.

Life-cycle	of	products	and	how	environmental	
concerns are addressed in these
Our sustainable fashion and living brand, B Label, is 
constantly innovating and making products to create 
large-scale economic, environmental and social 
impact with the help of a sustainable resource, hemp. 
In India, hemp grows untamed and in abundance. 
The conventional practice has been to dispose of the 
hemp plants, perceived as so much trash. Our aim is 
to put this trash to use, to maximise hemp’s potential 
to bring together community, impact and value. In 
collaboration with educational institutions, we are 
researching the best ways for Indian hemp fibres to 
be converted into fabric that can be worn. 

We source our handloom fabric from our partners in 
Uttarakhand who employ locals to collect and weave 
nettle and hemp to make beautiful fabrics that can 
be used for cushion covers, laptop sleeves, bags and 
other accessories. 

We have an in-house designer who creates versatile, 
classic and timeless styles that can be worn for most 
things. We focus on creating these styles because 
it means that our products will be a part of our 
customers’ wardrobes far longer than any product 
purchased from a fast-fashion brand. 

Our patterns are made keeping in mind the 
imperative to reduce fabric scraps and waste. Our 
sister brand, Hemp Fabric Lab, does a great job of 
providing these fabric scraps to designers, artists and 
innovators who have the chance to upcycle these 
scraps into beautiful productions.  

Here is how we aim to address some environmental 
concerns:

 Ecologically, hemp grows magically. It grows at 
an extremely rapid rate and requires 400 times 
less water than cotton does; it requires little or 
no pesticides and is carbon-negative. As a fabric, 
hemp ages gracefully, and the fabric becomes 

Hemp is where the heart is

softer with every wash. This in turn reduces 
the waste generated in the fashion industry by 
elongating the life span of each garment. 

 We use buttons that are made from alternate 
materials, like coconut husk and mother-of-pearl, 
thereby reducing the use of plastic. It’s about 
choosing biodegradable solutions.

 We make sure to use toxic-free dyes like Azo-free 
direct dyes. The water used in the colouration 
follows recycling norms.

 Our packaging aims to use little or no plastic. 

Challenges in scaling up sustainable fashion
There are three critical issues that stand out amongst 
the many that persist.

Infrastructure:	As a company, we are striving 
towards disrupting not only the fashion industry but 
also the way the agrarian industry works. We need 
the support of adequate and advanced technology 
and infrastructure to convert the raw fibre we procure 
into a suitable finished product. Although hemp 
is an ancient crop, it stands as a novice amongst 
the rest when it comes to conversion of fibre 
into yarn; the infrastructure needed is backward, 
and in some cases non-existent in India, greatly 
limiting our capacity to scale in a circular manner. 
We are currently working with organisations to 
undertake research on creating and working with the 
infrastructure needed to achieve our envisioned end 
product. As a company, we are breaking myths about 

Bombay Hemp Company
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hemp and creating a certain amount of demand and 
market for the fabric, so that when the time comes, 
we have a larger audience who believe in hemp and 
its benefits.   

Distribution	of	products: The time spent trying to 
master fabric selection, branding, merchandising and 
product packaging already comes at a cost. A critical 
challenge that further limits our scale is distribution 
of products. Penetrating the market becomes a 
challenge with retailers being forced to sell the fabric 
at a minimum four times the cost to make significant 
profits. This in turn puts the legitimacy of the brand 
in question, compromising on accessibility for the 
audience we would like to reach.

Raw	materials: The lack of more effective 
alternatives for unsustainable materials (plastic being 

Products

Womenswear: Tops, shirts, t-shirts, dresses, 
jackets, lounge pants and kurtas

Menswear: T-shirts, shirts, kurtas, bandis, jackets, 
lounge pants and shorts

Home	accessories: Cushion covers, table mats, 
table runners and coasters

Travel	line:	Stoles and laptop sleeves

Where available: www.blabel.in

the leader of the pack) is an industry-wide challenge. 
Plastic’s undeniable versatility backed by its cost-
effectiveness makes it a material rather difficult to 
substitute. 

That said, industrial hemp is a wonder crop and 
we mean to persist with our efforts to educate 
individuals around the world about it.

Things consumers should keep in mind
The biggest thing we can do is to urge consumers to 
ask questions: Who is making my clothes? What is 
the durability of the product I am about to buy? What 
did it take to get it on the rack? 

While shopping it may be hard to think of these 
things, but educating consumers about the disasters 
of the fashion industry can help push them away 
from fast-fashion brands. 

A few tips:
 Invest in alternate fibres – Tencel, hemp, organic 

cotton. These may be a tad more expensive, but it 
is a small step in building a sustainable wardrobe. 

 Support local brands. The domestic market is 
growing at a tremendous rate. If consumers want 
to spend money, we would urge them to support 
Indian brands that are trying to make a difference, 
as compared to the fast-fashion behemoths.

Short-term and long-term plans
At B Label, we are constantly working to see how we can be a 
sustainable yet affordable brand. In the short term, we hope to work 
with what we have to launch more collections and categories that will 
provide solutions for more than just apparel. 

In the long run, we want to achieve more control with regard to 
the production process, from seed to shirt, in order to ensure a 
completely transparent supply chain.

Chirag Tekchandaney (left) and 
Yash Kotak (right), co-founders, 
Bombay Hemp Company
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Children in good, 
hardy and organic cotton

Greendigo

Who	is	making	the	clothes?	
Our entire supply chain, from farms to factories, 
and from fabrics to dyes and colours is 100 
per cent certified by the Global Organic Textile 
Standard (GOTS). This affirms the organic status 
of raw materials and also guarantees that the 
manufacturing processes are environmentally and 
socially responsible. The cotton farmers get a fair 
price for their produce and this helps them break 
away from a vicious cycle of debt. Our factories are 
free of child labour and offer fair and safe working 
conditions to all workers.

Life-cycle	of	products	and	how	environmental	
concerns are addressed in these
Greendigo was founded with the vision of making 
‘organic’ the new normal. Organic cotton is devoid 
of harmful chemicals, which makes it less likely to 
trigger any allergies in children. 

We endeavour to make good-quality, long-lasting 
clothes, which can also serve as hand-me-downs 
once children outgrow them. Our clothes are capsule 
wardrobe-friendly, making mix and match a whole 
lot of fun. We believe that an outdoors ylifestyle is 
paramount for the wellbeing of children and this 
encouraged us to make easy-to-wash, hard wearing 
and practical garments.

Furthermore, since our 
processes eliminate the use 
of artificial fertilisers, chemical 
pesticides and toxic dyes 
and colours, the health of 
farmers, factory workers and 

consumers is safeguarded. 
This also prevents harmful 

chemicals from making their 
way up our food chains 
and contaminating water 
bodies. All our garments 

come in reusable and 
recyclable packaging.

Products

Everyday	essentials	for	children	aged	0–12	years:	
Onesies, t-shirts, bottoms, dresses

Where available: www.greendigo.com

Challenges in scaling up sustainable fashion
We already use organic fabrics and employ 
sustainable manufacturing practices to significantly 
reduce our CO2 emissions. The fact though is that 
there are emissions which are unavoidable as yet. 
We are tackling these by investing in offset projects 
such as renewable energy, forest conservation and 
energy efficiency. We buy carbon-offset credits that 
are equal to our unavoidable emissions. This provides 
crucial funding for these projects to continue to 
thrive while making all our products carbon-neutral 
‘from seed to shelf’. All our projects are rigorously 
verified and certified through The Gold Standard and 
UN Clean Development Mechanism (CDM).

Things consumers should keep in mind
Parents of young children today are well travelled, 
globally connected, and believe in conscious, 
mindful parenting. While they are aware of the 
choices they need to make, authenticity of the 
garment being actually organic is often questionable. 
The authenticity of an organic cotton garment can 
be ascertained by locating the GOTS certificate on its 
label or packaging. Organic clothing is beneficial not 
only for children, but also for the health of farmers 
and the planet overall.

Short-term and long-term plans
In the coming months, we 
plan to focus on sustainable 
manufacturing for bulk buyers. 
With certifications and ethical 
manufacturing practices in place, 
we aim to attract buyers from 
the world over who believe in 
responsible production, in line 
with their vision of making organic 
the new normal.

Barkha Bhatnagar
co-founder, 
Greendigo
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Being the difference to bring 
about the difference

Khara Kapas

Who	is	making	the	clothes?	
Our factory is where all our production takes place. It 
is a safe, clean and environment-friendly setup. We 
have high windows to make best use of natural light 
and use less electricity in the process. 

Our in-house production ensures that there is no 
wastage and strict quality control measures can be 
followed. All our employees get fair wages and all 
compliances are met.

We work closely with artisans and weavers from 
across the country. With them and with their help and 
support, we celebrate Indian culture and tradition 
and our rich heritage.

Life-cycle	of	products	and	how	environmental	
concerns are addressed in these
Khara Kapas, which means ‘pure cotton’ in Hindi, 
started its journey with the belief that well-designed 
clothes made from pure fabrics can bring happiness 
into people’s everyday lives. All our products are 
handcrafted and made from homegrown Indian 
fabrics. These are created to last you decades and 
still look timeless. 

We are determined to create a conscious consumer 
community who know the true cost of their purchase. 
Our design philosophy revolves around the idea of 
minimalism, clean cuts and relaxed silhouettes in 
pure fabrics, earthy tones and simple Indian motifs 
for prints. Khara Kapas is a translation of the purity 
of Indian land, the craftsmanship of our seasoned 
artisans, and our global and modern sensibilities. 
With this as the core idea, we joined the waves of 
the slow revolution and pledged to be the difference 
before we bring a difference.

Khara Kapas is a made-to-order brand to ensure that 
there is no bulk production and dead stock that will 
go waste. This increases the production timeline from 
the time we receive an order, but at least we know 
that wastage at every level is being reduced. We 
also do a lot of customisation in terms of size for our 
customers so that the final fit and fall fits each body 
type and every purchase of Khara Kapas gives 100 
per cent satisfaction.



About CB Impact

CB Impact, the research, evaluations and strategic consulting arm of CauseBecause, has steadily expanded over the 
past decade. The team engages with corporate groups, non-profit entities as well as government departments to 
conduct research studies including baseline and need assessment surveys, midline and endline impact assessments, 
and project evaluations, and lends strategic support in the conceptualisation of large-scale social programmes.

In addition, CB Impact has been instrumental in the materialisation of government, corporate and NGO partnerships, 
and also engages in advocacy to influence policy. Last and certainly not the least, CB Impact engages in knowledge 
sharing with the objective of enhancing the impact of initiatives focused on the overall development of society and 
our precious environment.

Services 

 Formative evaluations 

 Monitoring and midline evaluations 

 Endline evaluations and impact assessment 

 Social return on investment (SRoI)

 Partners’ credentials and validation

 Partnership support

 Communication collateral

 Domain consultancy 

Our Reach

17
States

48
Districts

300+
Partners

Areas of Impact

Education | Livelihoods | Environment | Gender parity | Skills | Sports | Health & hygiene



Rs 700+ crore
Cumulative value of evaluated projects

130+
No. of programmes evaluated

60+
No. of organisations engaged with

375+
Network of on-ground associates

For partnership queries, write to info@causebecause.com

Our capacity

As our research engagements continue to expand, so does our capacity to evaluate and assess the 
impact of large-scale projects. In the past few years, the team has been involved in the evaluation of 
more than a 100 high-investment projects.

The community 

The CauseBecause community – individuals who support and participate 
at our events, contribute towards and read and share our newsletters 
and magazine, and engage in talks with us to exchange ideas, insights 
and experiences – continues to grow organically. Alongside, the network 
of Thought Leaders who have been felicitated at Coffee for Cause (since 
the first edition in the year 2015) has grown as well. 

Now, with the inclusion of information and features on  
sustainable products, services and alternatives, a bunch of conscious 
consumers – whose numbers can only go up – have also become a 
part of the CauseBecause community. All said and done, in its 12th 
year, CauseBecause is poised to take its next momentous leap on the 
strength of this community that will make all the difference in the way 
we understand, perceive, practise, and propagate sustainability.
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We use bio enzymes to wash every garment 
before shipping and the water is used to irrigate 
our vegetable garden. The packaging that we use 
includes recycled butter paper, cloth bags made out 
of upcycled fabric from our factory, and cardboard 
boxes made out of upcycled material.

These are just small steps that we take in our factory 
on a day-to-day basis as part of our efforts to take 
care of our team and the environment. Our office 
glass walls are used to scribble ideas and we avoid 
using paper as much as possible. There are no plastic 
bottles and no paper cups. Everyone has a drinking 
bottle and a steel cup.  It just makes the chai break 
more pleasurable. It’s a thoughtfully designed eco 
system that helps every team member understand 
the philosophy that underlines Khara Kapas. 

Things consumers should keep in mind
 Do I really need it?

 Will it last long enough? Choose quality over 
quantity.

 Shop for classic styles and style these differently 
to change the look each time.

 Understand the wash cycle and take good care. 
The very fact that one-third of the carbon footprint 
of clothes come from the way you wear it makes 
it important to understand the wash cycle of the 
clothes you wear.

 Upcycled and vintage are good choices.

 Support ethical brands.

We put together a lot of style tips and try creating 
content around the above points on our social media 
platforms. Our styles are classic, evergreen and of 
supreme quality, so that customers can make these 
last a lifetime.

Short-term and long-term plans
We aim to be a 100 per cent sustainable brand, and  it’s work in progress. For 
now, we are fine-tuning our internal processes and working model to ensure 
minimum to zero wastage. We upcycle our products as much as possible and our 
aim is to become a zero-wastage company. 

Our work practices are strongly defined to narrow the sustainability  gap as much 
as possible. Internally it’s still easy to achieve, but to fix and control the entire 
supply chain is where the real challenge lies. To ensure that the entire process 
from sourcing to final delivery is 100 per cent sustainable and with zero carbon 
footprint is what we dream to achieve in the near future.

Shilpi Yadav, founder, Khara Kapas
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Back to the very basic basics

Maati

Products

Womenswear: Tops, bottoms, dresses

Where available: maatibynehakabra.com; Instagram

Also on online fashion stores like  
Ogaan Market and Nykaa Fashion

Short-term and long-
term plans
We are trying to provide 
sustainable clothing at 
affordable prices. People 
don’t think twice before 
spending on fast-fashion 
labels, so we are trying 
to compete with those 
kind of prices by cutting 
our profit margins. A 
constant goal for us is 
to make people more 
and more aware about 
how they can reuse 
and reduce the already 
available resources.

Neha Kabra  
founder, Maati

Who	is	making	the	clothes?	
Our fabric comes from the Ganai family in 
Murshidabad, Bengal. It is processed and stitched 
by the village family of Gajsinghpura near Jaipur and 
Lakhavali near Udaipur.

Life-cycle	of	products	and	how	environmental	
concerns are addressed in these
The products are made from high-quality khaki or 
natural fibres. We have incorporated sustainability at 
various levels of production. We have special-count 
cotton which is mill-made but the wasted yarns are 
upcycled and made into the fabric that is used in 
our collections. The other part of the fabric is khadi, 
which is a very ecofriendly, water- and electricity-
saver fabric. The fabric is transported to the village 
of Gajsinghpura, where the printing and dyeing is 
done with ecofriendly, chemical-free colours and is 
stitched by the women of the village. 

We have tried to reduce and reuse wherever 
possible. If we are consuming new resources, then 
we are making sure they are 100 per cent from nature 
and biodegradable. For example, our buttons are 
made out of coconut and the tags are out of seed 
paper.

Challenges in scaling up sustainable fashion
A major challenge is to recover the costs incurred 
because many people find the products expensive. 
So, instead of trying too hard to sell, we should share 
knowledge and help people become more and more 
aware, which will eventually reflect in their choices.

Things consumers should keep in mind
Consumers have the power to change the market. In 
the course of the pandemic, we have realised how 
little we need to live and that we can turn our focus 
on to quality rather than quantity. So, if more people 
start asking questions about how something is made, 
how can they decompose this something, what 
cycle their garment has gone through, that will be 
a big turn towards sustainable consumption. Asking 
questions about transparency will help in making 
conscious, better and mindful choices.
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Less is always more

Moborr

Who	is	making	the	clothes?	
A small but skilled team comprising a supervisor, a 
pattern maker, a cutter, two tailors, and an an iron 
person make our clothes. The hangtags are strung 
and knotted by hand, piece by piece. This is all done 
in Bengaluru.

Our fabrics are sourced directly from weaver 
communities and a network of NGOs. Since we work 
with handwoven textiles, the artisan is given enough 
lead time to craft it at his or her own time.

Life-cycle	of	products	and	how	environmental	
concerns are addressed in these
True to our brand philosophy, we work with 
homegrown textiles, earth-friendly dyes and natural 
materials. Our favourite handwoven textiles are 
organic cottons, naturally coloured cottons and Eri 
silks. We are inspired and led by the thought of taking 
India’s rich textile story far and wide, empowering 
regional communities along the journey, and creating 
a sustainable wardrobe solution for women across 
the globe.

The width of most of our fabrics is around 39”. The 
pattern designing happens keeping in mind the fabric 
width so that there is minimum cutting waste. All 
offcuts are carefully consolidated. The bigger chunks 
are used to make sleeves or smaller panels. The rest 
of them are sorted out colour-wise for future use. 
None of it goes to landfills. We have devised ways 
for making waste wearable. Our upcoming collection 
features artsy, one-of-a kind pieces from the smallest 
of remnants.

We don’t follow the fashion calendar and instead 
focus on designing for longevity. Our clothing pieces 
can be enjoyed for years and even passed down 
from one generation to the other. At the end of their 
lives, these can be happily sent for composting. The 
buttons also get composted and go back to where 
they belong. We use only coconut-shell buttons and 
have given up zippers.

We manage our production and inventory tightly. 
Every style is made in small batches so as to avoid 
overstocking and then selling on discounts later. We 
also keep the number of styles produced in check 
and ensure top-quality craftsmanship. Only when one 
style goes out of stock is a new design introduced.

We have started taking pre-orders of sold-out 
styles. This has worked very well in terms of keeping 
production runs to a minimum and helping us 
plan exactly how much to procure and how many 
quantities to make. In the four years of our journey, 
we have not held any annual sales or deep-discounts 
schemes.

Our packaging is minimal and plastic-free. All orders 
are neatly packed in organic cotton or canvas bags. 
These are hand block-printed with GOTS-certified 
dyes by young autistic adults. We feel it is important 
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Short-term and long-term plans
Sustainability experts are calling on the fashion industry to go beyond harm 
mitigation and create positive impact. We want to champion the cause of positive 
impact. We have recently ventured into regenerative fashion with our Eri silk 
pieces.

We are on a mission to solve the everyday wardrobe quandary while being a 
100% sustainable clothing brand that translates heritage-rich Indian textiles into 
precious keepsakes that can be worn with pride and style year on year, by women 
across the globe.

Madhurima Tongia
founder, Moborr

to offer adults on the autism spectrum a chance to 
show their talents and abilities. We use ecofriendly 
tapes to seal our packages. There’s no trace of 
chemicals.

As far as marketing goes, we have no big advertising 
budgets. All of our clientele is through word of 
mouth, pop-us, influencers, media features and 
social media connect. This keeps our costs in check.

Challenges in scaling up sustainable fashion
Sustainability will be a priority for fashion over the 
next decade as the climate crisis remains top of mind 
for brands and consumers. Scaling up sustainable 
fashion might seem like a juxtaposition, but we need 
to evolve ways to use greener fibres and aim to 
reduce and repurpose wastage. 

Some challenges are:
 Small consumer base 
 Consumer demographic 
 Cost of production
 Response to trends
 Textile waste and fashion waste 
 Quality and quantity
 Time taken in weaving on looms   

All the above challenges are also a window to stand 
out. We as creators are responsible for educating 
people about the processes used in the creation of a 
line. This will lead to market expansion and opening 
up of more opportunities, resulting in more people 
believing in sustainable life choices and empathising 
with slow processes that are good for all. 
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As a business practice, if brands can be close-
looped, then scalability will be quite effective. The 
more a brand wishes to produce, the more waste 
it has to consolidate. Considering that the fashion 
industry produces so much waste, upscaling close-
looped systems will enable more of these discarded 
textiles to be put back into the cycle. Reuse of our 
resources is the strongest option we have to restore 
the planet.  

Also, there should be group systems in every city 
where discarded fashion can be mended and reused 
as opposed to buy-and-throw. Donating, sharing 
wardrobes and a pervasive hand-me-down culture 
will limit unnecessary accumulation of waste. 

Things consumers should keep in mind
 To begin with, it’s about being aware about 

consumerism and its associated health risks. 
 Making informed decisions regarding clothing is 

everyone’s responsibility. 
 Checking the labels is important. Everyone must 

do their research. 
 Knowledge about handloom versus machine-

made textiles is helpful.
 Why slow fashion costs more, and why artisans 

and staff should be paid living wages. 
 Shop less, make it last. Reduce, repurpose and 

recycle. 
 Then there is radical thinking. Radical rethinking 

requires changing the mentality of both 
consumers and the industry – one where profits 
are no longer of utmost importance, and other 
factors like the state of the environment and 

people’s wellbeing gain primacy. Consumers need 
to be considerate about their clothes’ longevity, 
which means they are conscious about the 
number of clothes they buy and the number of 
times these are worn before being thrown away. 

Awareness involves not only having the information, 
but also ensuring it is easily understood and 
accessible by all. Adopting an environmentally 
friendly laundry regime is an example of how better 
knowledge can change people’s habits; washing 
full-loads, using the correct washing cycle, switching 
to energy-efficient washing machines, washing 
in cold water, drying clothes on a line, and using 
biodegradable detergents all add to sustainability.

Products

Womenswear: Dresses, tops, blouses, overlays, 
bottoms

Where available: moborr.com

Online marketplace presence in Switzerland and 
Singapore

Retail presence in Jaipur, Goa and Bengaluru
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For all seasons, sustainably speaking

The Summer House

Who	is	making	the	clothes?	
We have a team of 13 people including our tailors, 
cutting master, pattern master and ironing and 
packing experts. Our studio is located in Jayanagar, 
an old residential area of Bengaluru. There are lots of  
old houses with beautiful gardens around here. The 
streets are lined with trees, so it’s always nice to go 
out for a walk any time you want to clear your head.  

The studio space has a lot of light. In fact, the space 
is so well-lit with natural sunshine that we have had 
to screen the windows on one side since the tailors 
require gentler light.

Life-cycle	of	products	and	how	environmental	
concerns are addressed in these
It usually takes about 9 months from the time that 
we start designing a collection to when it comes to 
life. It takes the longest time when it’s handcrafted or 
handmade. 

Along the way, there is lots that we do to reduce 
carbon footprint. For example, when we are making 
the design we make sure that it’s timeless and 
flattering so that it can be worn by an individual for 
a much longer time. The longer you wear it, the less 
your carbon footprint is.

We source from GOTS-certified cotton factories and/
or directly from weavers. We make sure that the 
environmental damage is minimum in the way that 
the fabric is made. The yarn or fabric is dyed in an 
environment where the wastewater is recycled.  

Then, our production happens in our own studio, in 
the deft hands of our own senior tailors, and not in a 
sweatshop. It’s sustainable not just in terms of labour 
health but also in terms of energy usage. The quality 
of production and finish is fantastic, which means that 
it will not tear off at the seams easily. The garment 
will last much longer than usual. In fact, we still wear 
the clothes that were made four to five years ago and 
they still look brand-new.

Challenges in scaling up sustainable fashion
The challenges of scaling up sustainable fashion are 
the same as those for any business. It’s of course not 
possible to scale up a sustainable fashion business 
like a fast-fashion business because the prices 
cannot be matched. The whole point of sustainable 
fashion is that the right thing is done at every step of 
the way, and doing the right thing costs money. 
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Products

Womenswear: Dresses, tops, jackets, skirts, 
pants, nightwear, swimwear

Homeware: Trays, bowls

Where available: https://thesummerhouse.in

Also on online marketplaces like Tata Cliq

Among the things we can do to scale up sustainable 
fashion is to build awareness. The more people know, 
the more they understand that they have an option. 
The fact is that it’s still a very small community of 
people across the world that speak about it and 
actually adhere to it. Second, more brands need 
to make it available and a lot of brands are doing 
that, which means we are moving in the right 
direction. The easiest and fastest way to do it is for 
big companies to completely become ethical and 
sustainable in their manufacturing and sourcing. The 

Short-term and long-term plans
The short-term plan is to increase our community reach 
organically, to around 100,000. Our plan is in terms of 
reach rather than revenue – while they are interrelated, as 
a brand we want to build up a community that believes in 
sustainability. 

As for long-term plans, there are quite a few in the pipeline. 
The one thing that we want to do over time is have a much 
larger global presence.

Shivangini Padhiyar  (left) and 
Rekha Datla (right), co-founders, 
The Summer House

moment they come fully into this cycle, there will be 
an increase in demand for the product and as a result 
the cost of the raw material will go down. Hence, the 
moment they adopt this into their system, not as a 
collection but  as a ‘this is the only way to function’ 
kind of way, scaling up will become much easier.

Things consumers should keep in mind
 Ask questions. Where is this garment made? 

Check if human rights were adhered to in their 
making. What fabric has been used and what is 
the process involved? This informs you about the 
environmental impact of the garment. 

 Why is this garment cheap? Make sure it’s not 
because of cheap, inhumane labour practices or 
bad environmental practices.

 Don’t buy what you don’t need. 

 Buy sustainably made garments. 

 Use the garments you have in your closet for 
longer, by caring for them and repairing them 
rather than discarding them at the slightest 
wear and tear. This way you will need to buy less 
clothes. 

 Donate the clothes you don’t need instead of 
throwing them, so they continue to be used.

 Buy secondhand/vintage.



39

Cover Story 

So, H&M aims to be 100 per cent sustainable by 2030. Is this the fast-fashion-
metamorphosing-into-slow-fashion story that we were waiting for? The din 
around fast fashion has been growing among a small but growing band of 

conscious consumers and what H&M says it is doing to turn sustainable may just 
upend the fashion business (as we know it) in the medium term (short term seems 
unrealistic and exudes more optimism than can be justified). So the timing is just fine.

What will happen by 2030, as per H&M’s statement to CauseBecause, is that all 
H&M products will be made from recycled or other sustainably sourced materials. 
Apparently this already applies to 57 per cent of the materials that the brand uses. At 
the moment, in order to qualify for a sustainable hangtag, a product must contain at 
least 50 per cent sustainable materials, such as organic cotton and recycled polyester. 
An exception is recycled cotton, which can only make up 20 per cent of a product due 

to quality restraints. The company says it is working with innovations to increase this share. 

Alongside is the up-and-running Conscious concept: pieces created with ‘a little extra consideration for the planet’. 
They are made from at least 50 per cent sustainably sourced materials – like organic cotton and recycled polyester, 
though many Conscious products contain a lot more than that, as per the company spokesperson.

As a step towards being more transparent, the company is starting to share, wherever possible, how and where their 
products are made. Any available information for a particular product can be found in their new ‘Product Sustainability’ 
section on the product’s page on www.hm.com. Such information will tell us about a) the materials used to make the 
product — and the sustainability of the materials; b) the countries/place where the product was made; c) the supplier 
partner who manufactured the product; d) the factory/ies where the product was made; and e) recycling options for 
consumers.

The company’s website further states: Responsible purchasing practices are fundamental in safeguarding the fair 
treatment of garment workers and to provide a healthy work environment. Some key questions to ensure that you are 
a responsible buyer include: When will the supplier be paid for the goods produced? What will that price be, and what 
parameters will you negotiate that price on? What are the cancellation grounds and how are they regulated in contracts? 

Buyers have an important responsibility to create an enabling environment for human rights to be properly respected 
and implemented in practice, for example by enabling timely payment for products ordered so that suppliers in turn 
can pay wages to all workers on time. Without adequate planning and responsible purchasing practices, the risk of 
overtime, late wage payments, and health and safety violations, increases significantly.

Good purchasing practices and supplier relationships will help to address challenges related to uneven production 
based on consumer demand. For example, the buyer can plan, together with the supplier, the capacity well in advance, 
to reduce excessive overtime for factory workers in peak seasons, and to plan for periods with less consumer demand.

The company agrees that working towards a sustainable fashion future is a big challenge and a long-term 
commitment. In their words: ‘Many of the challenges we face today are too complex to tackle alone. By joining a range 
of organisations and initiatives we can facilitate collaboration, increase our impact, learn, and together accelerate 
change. We want to produce only what we sell and are actively looking into leveraging technological advancements 
like AI along with circular innovations to drive our sustainability goals forward.’ 

Among their key collaborations are those with I:CO, a 
global service provider that collaborates with H&M Group 
to collect textiles from their in-store collection points, 
and with Ellen MacArthur Foundation and its Circular 
Economy 100 programme. As part of this programme, 
H&M is working with other corporates, governments 
and cities, academic institutions, emerging innovators, 
small and medium-sized enterprises (SMEs), and others 
to accelerate the transition to a circular economy. 
H&M Group is a Core Partner of the Foundation’s Make 
Fashion Circular initiative, and is also a signatory to 
the Foundation’s New Plastic Economy Commitment, 
which sets out three major goals in order to establish 
sustainable use of plastics.

H&M has been offering garment collecting and recycling 
service across all stores globally since 2013. Consumers 
can hand in unwanted clothes and textiles by any brand, 
in any condition, at any H&M store.

H&M	may	just	(somewhat)	turn	around	the	face	of	fast-fashion.	
How so?  And what can other players in this space emulate from their strategy?

H&M’s latest sustainable kidswear capsule collection made with 
organic cotton, recycled materials and eco-responsible viscose
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 Make alternative more accessible and affordable. 
Use powerful storytelling to get people excited 
about recycled and sustainable contents in their 
clothing. Address misconceptions around the 
quality of recycled materials.

 Encourage consumers to give their old clothes for 
recycling, and facilitate the same.

 Help consumers understand – and appreciate – the 
concept of product longevity and how taking proper 
care of their garments with regard to washing, 
drying and ironing can keep these in good condition 
for a long time. Spread the word on the two Rs, 
repair and reuse.

 Use leftover garment and scraps to make 
accessories like bags and tags.

 Work with innovative alternative fabrics that have 
minimum impact on the environment. 

 Reduce use of resource-intensive fibres like cotton. 

 Source raw materials such as cotton from certified 
sustainable sources, including organic, Fairtrade, 
and Better Cotton Initiative, and support energy 
efficiency for farmers and producers.

 Reduce or eliminate the use of toxic materials and 
chemicals. 

 Reduce water consumption.

 Improve efficiency of electricity use including 
lighting (energy-efficient bulbs), electric motors, and 
heating systems.

 Review the types and levels of fuels used (coal, oil, 
biomass), install energy-efficient boilers, collect and 
recycle heat energy from steam water, and so on.

 Support supply chain partners with a commitment 
to energy efficiency.

 Work with industry partners to reduce and remove 
water use from dyeing, stone-washing and finishing 
processes.

 Take action to increase energy efficiency in the 
transportation and packaging of products.

 Provide energy-efficient care instructions to your 
consumers.

 Basically, have a business model that enables 
product longevity, repair, and other forms of 
sustainable fashion consumption.

A	checklist	for	responsible	brands,	
manufacturers and retailers

What	is	sustainable	fashion	all	about?
What it is all about are these basic things: supporting 
well-meaning brands, supporting local brands, 
knowing about fabrics and production, caring about 
the longevity of what one buys and wears, and 
being sensitive to the environmental impact of all 
that. Sustainable clothing often gets a bad rap for 
being costly. All those extra efforts and precautions 
related to transparency and environmental impact 
must come at a price, right? Wrong. As this article 
has shown, there is a growing number of ecologically 
and ethically sound clothing labels that are as kind to 
your wallet as they are to this planet.

And as I entered a world of organic materials like 
jute, cane, raffia and hemp, the synthetic variants like 
nylon and polyester fell away and literally so. Already 
a picky consumer, now I was reading every word in 
the description looking for the usual suspects like 
polyester.

I have a confession here: in the course of researching 
for this feature and looking up the various brands 
mentioned here, I ended up buying and wish-listing 
half a wardrobe worth of stuff from them. While I was 
already a consumer of a couple of these and never 
needed to look elsewhere much (try wearing organic 
cotton and you will know what I mean), I am now 
more than happy to report that the options out there 
for conscious consumers are many—still doesn’t 
mean we go berserk shopping, but just knowing that 
there are options should be a relief. Also, it’s not just 
that the options are many, but that the aesthetics of 
what is on offer stand out too. This story is only going 
to get bigger and better from now on.

I close this piece with a vegan fanny bag, a gorgeous 
patchwork jacket made with scraps, and a dress and 
a skirt made out of hemp in my wardrobe. The rest 
are well on their way, and some, as I just mentioned, 
are on my wishlist.  



info@jindalstainless.com | +91 - 011 - 26188345, 41462000

Jindal Stainless Foundation (JSF)

Jindal Stainless Foundation (JSF), registered under the Registrar of Societies, is the CSR arm of Jindal Stainless, 
established to work for the greater good of the community. Our aim is to focus ‘Beyond Business Responsibilities’, 
stressing on the importance of seeing a change in lives of communities around our plant locations as well as other 
geographies. Our key focus areas are Women Empowerment, Education and Skill Development, Integrated Health Care, 
Environment Sustainability, Community Development, and Integrated Farming.

Under the able guidance of Mrs. Deepikaa Jindal, Chairperson, Jindal Stainless Foundation, our seasoned CSR 
professionals implement several initiatives through national and international civil societies and non-government 
organisations. Under the aegis of JSF, it is our earnest endeavour to uplift our surrounding communities and transform the 
lives of people who cross our path.
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In 2021, we cannot only talk about sustainability   
It has to translate into positive action at every point

By Namrata Lodha  
Founder, Myaraa

Sustainability has rapidly become one of 
fashion’s favourite buzzwords. In an age where 
the interdependencies of environmental 

catastrophe and social impacts are becoming 
increasingly clear, fashion has become an ideal 
vehicle to explore sustainability – a way to intersect 
our society’s love for visual culture with the crises of 
our generation. 

My journey into learning about sustainable fashion 
began almost eight years ago during the 2013 Rana 
Plaza factory collapse in Bangladesh. Rana Plaza was 
labelled as one of the biggest industrial disasters in 
human history – an eight-storey factory collapse that 
killed more than 1,132 workers and injured over 2,500. 
The collapse was not an unpredictable disaster. 
Structural cracks were identified the day before the 
building’s collapse. However, due to pressure from 
upper management, workers were called in to work 
the next day to finish orders for big international 
brands that are now a household name. 

As a customer, I decided that I would be very 
conscious of my consumption decisions; they would 
be based on brand names that valued every single 
person involved in their supply chain. Thus began 
my journey and here I am today, representing and 
building my brand consciously and incorporating 
sustainability in the choices that I and my team have 
been making to build our products.

I wanted to create a brand that was an extension of 
my hard work, drive for high quality, and dedication 
to support women. Thus Myaraa was born! 

I believe fashion shouldn't be at the cost of our 
planet. The year is 2021; a year when people aren’t 
simply talking about issues concerning climate 
change and other global issues, but are also 
taking steps to correct those issues and live more 
consciously. When you love the world you’re living 
in, you naturally want to do as much as you can to 
prevent the state it is in from worsening. 
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Namrata Lodha started Myaraa in 2019 at 
the age of 52, in a drive to make sustainable 
accessories fun again. This entrepreneurship 
journey started in a living room with the germ 
of an idea – to (re)introduce the concept of 
hats as an accessory but with a unique design 
element in it. Over time, Myaraa grew into a 
social media community with customers in 
more than 50 countries.
Here is where you can find more details:
www.myaraa.com | www.instagram.com/myaraaindia/

Viewpoint 

Myaraa products are born in India and delivered 
worldwide. Our natural straw hat gives us the 
opportunity to reset and return to our roots, as we 
use only natural and ecofriendly materials to make it.

I drew inspiration from my own backyard in Madhya 
Pradesh, where I grew up in Harda. There are many 
wheat farms in the area and after the grains have 
been harvested, the local artisans (or karigars) use 
the remaining wheatgrass to create baskets, simple 
tools and handicraft items. When I was travelling 
to the US to visit my children, I saw many people 
wearing hats made of wheatgrass, which were 
moulded and styled in different shapes and sizes.

Inspired by the natural grass-fibre baskets and tools 
from my childhood home in Madhya Pradesh, I 
started designing these accessories with the same 
ecofriendly materials. Today, Myaraa’s hats are 
designed in a combination of Indo-Western styles 
and personalised with your name, message, or 
occasion. 

We work with an all-women team here. Our 
production empowers rural women whose families 
abandoned them for marrying outside their 
community or being a widow. The company makes 
employment opportunities more accessible in rural 
India by making sure that when you buy a sunny 
hat it comes bundled with the social and financial 
empowerment of a woman. We recently started 
contributing 25% of our profits back in the system 
by donating the amount to local NGOs that support 
women empowerment, or by sponsoring women who 
are interested in going to local institutions to learn and 
acquire various artisanal skills, such as how to sew and 
stitch, so that they can be empowered to start a small 
business and become independent. They are always 
welcome to join our team at Myaraa as well.

Developing an eco-conscious organisation begins 
at the grassroots level with our women team, as 
it is crucial for our team to believe in our vision 
and practise environment-friendly actions in the 
workshop in order for the mission of sustainability to 
signal out accordingly. From the kitchen area to our 
workshop space, we have reminders on responsible 
waste disposal through clear signage on designated 
waste stations to help our team distinguish between 
what items belong in recycling, compost, and trash 
bin. 

We promote conservation of energy by asking our 
team to turn off the lights and switch off electronic 
equipment around the workshop during off-hours. 
We opt to do business with green-friendly brands 
and companies. We conduct research into vendors of 
interest to learn more about their sustainability efforts 
and see if they align with our own vision and values 
regarding environmental impact.

Plants occupy a prominent place in our workshop 
and office areas. Placing plants around the office 
helps in beautifying workspaces and uplifting the 
overall atmosphere, and reduces stress and anxiety 
for the team. Also, indoor greenery can boost oxygen 
levels and remove harmful pollutants such as carbon 
dioxide. 

We are also conscious about choosing to not do 
certain things – for example, not using plastic of any 
kind in packaging or shipping our products. We use 
100% recycled paper to manufacture our mailer box, 
paper inserts and packaging tapes. 

Promoting and practising sustainability at the 
workplace through a mindful and healthy 
environment allows the team to think of the bigger 
picture, and encourages environmentally conscious 
practices among the team, suppliers and customers 
– it helps make them feel healthier, more satisfied 
with your brand, and more driven. Above all, the 
benefits of positive environmental impact through 
our practices will stay for generations to come.  
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Managing energy-consumption points 
at a carbon-neutral airport

While Covid-19 remains the most impactful 
event from 2020, the year also saw bush-
fires, flash floods, earthquakes, locust 

swarms and cyclones – all connected with climate 
change one way or the other. The need to monitor 
and control greenhouse gas (GHG) emissions  
across various industries has never been more 
important. Aviation is a significant contributor to 
carbon and GHG emissions in the environment, with 
notable environmental sustainability implications, 
mostly arising from airline management facilities 
such as airports. Thus, airports must identify 
contributing factors from daily operations and  
lay out efficient measures and strategies to reduce  
GHG emissions. 

Since its inception, Chhatrapati Shivaji Maharaj 
International Airport (CSMIA), Mumbai, has focused 
on carbon neutrality, emissions reduction and climate 
action, and integrated emissions-related concerns 

within its operational agenda. Understanding the 
potential risks of GHG emissions on the climate, the 
airport has aligned its efforts with the UN Sustainable 
Development Goals (SDGs). 

CSMIA has set a goal to reduce the emissions 
resulting from direct fuel consumption and indirect 
energy purchase for operations, and adopted a target 
to reduce its Scope 1 and Scope 2 carbon emissions 
per passenger by 33%–35% against its baseline year 
of 2014; this target is also in line with Indian National 
Disclosures (INDC) commitments of the country. In 
addition, CSMIA has put together a carbon roadmap 
and a carbon management plan to streamline its 
processes to achieve emissions-reduction targets. 
The airport has a climate-change strategy that 
provides a robust framework for reducing its carbon 
footprint. The objectives of the strategy are to be 
attained through four phases: measure, manage, 
reduce, and communicate. 

By Sustainability team, CSMIA
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As part of the overall strategy to reduce its GHG 
emissions, CSMIA focuses on continually improving 
its energy management system (EMS) as well as 
identifying critical energy-consumption points and 
principal areas to reduce energy consumption. 
Practising the use of low carbon-intensive fuel, the 
airport has added CNG-powered vehicles to its 
fleet and has allowed the operation of only electric 
motor vehicles in the baggage operations area and 
inside terminals. Further, CSMIA has encouraged the 
use of bridge-mounted equipment (BME) providing 
preconditioned air (PCA) and fixed electric ground 
power (FEGP). These BMEs are currently available for 
use at all operational aerobridges at the terminals. 
Besides this, the airport is replacing fossil fuel-
powered forklifts with electric forklifts. 

For reducing the impact of aircraft movements, 
the airport has introduced rapid-exit taxiways that 
save fuel consumption and reduce GHG emissions. 
Additionally, a com-mon information-sharing 
platform known as airport collaborative decision 
making (A-CDM) helps to improve operational 
efficiency, minimise taxiing time, and enhance 
the predictability of events that effectively utilise 
available slots. 

Across the offices at CSMIA, automation processes 
have been implemented to ensure the reduction of 
paper consumption. Moreover, to reduce its Scope 3 
emissions, the airport conducts several stakeholder 
trainings on lighting systems, solar power plant, ISO 
50001:2011, environment management system and 
HVAC, along with sensitisation sessions. 

CSMIA, through its initiatives and measures, 
continuously strives to achieve the global target 
of net-zero emissions and undertake measures 
to decarbonise its operations. Mechanisms are in 
place to monitor its progress periodically. Scope 2 
emissions have reduced by 4,401.76 tCO2 during 

FY 2019–20 compared to FY 2018–19, and Scope 3 
emissions have gone down by 38,797.78 tCO2 during 
FY 2019–20 compared to FY 2018–19. Overall, the 
airport witnessed a reduction of 41,665 tCO2 GHG 
emissions in FY 2019–20 compared to FY 2018–19. 

Through implementing its ISO 14064-1: 2006 
certification for GHG emissions and removals and ISO 
14001 for air quality management, CSMIA keeps up 
its commitment to being a carbon-neutral airport. At 
the Airport Carbon Accreditation (ACA) programme, a 
voluntary initiative launched by the European region 
of Airports Council International (ACI Europe), CSMIA 
received ACA Level 3+ ‘Neutrality’, the highest level 
of accreditation prior to December 2020, valid up to 
16 May 2022. By reducing its carbon footprint and 
offsetting the residual emissions, CSMIA has become 
the 5th carbon-neutral airport in the Asia-Pacific 
region.

All in all, the airport’s terminal T2 has been 
meticulously designed to operate with state-of-the-
art infrastructure with low environmental footprint. In 
2016, CSMIA became the first Indian airport to receive 
a ‘platinum’ rating from IGBC. Such recognitions 
are a testimony to the airport’s commitment to 
reducing its business impact on climate change by 
actively measuring and monitoring its GHG emissions 
and reducing its GHG emissions’ intensity while 
maintaining business growth.  
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TAKEAWAYS FROM
CoFFee FoR Cause

coffeecausefor 

coffeecausefor 

coffeecausefor 

Conversations around sustainability and CsR

Presents

Of course Coffee for Cause had to go virtual this year, and like everything else about 
the past year, the newness of it had Team CB both excited and apprehensive 
about how easily or freely the conversations would flow. After all, flowing 

conversations is as much a hallmark of Coffee for Cause as the coffee is. 

As it turned out, while we missed the ‘normal’ get-together where participants get to 
meet, converse and network over coffee and lunch, we did have stimulating and thought-
provoking talks with CSR and sustainability decision makers and development sector 
leaders, who have started to look beyond Covid-19 with a different perspective of the 
world…

Online or offline, so long as the fundamental objective is met, it’s all good, as they say. In 
a year where we missed the palpable energy and tension of in-person discussions and 
debates, it was all the more important to ensure the continuity of conversations among 
development-focused professionals.

edition 5.0 | 21-22 January 2021
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Thought Leaders’ Meetup

The idea of the meetup was to have CauseBecause 
Thought Leaders get together to share their 
experiences and reflections around five years of CSR 
and one long year of the pandemic in a ‘not-quite-
formal conversation’, the ‘not quite formal’ part being 
a signature characteristic of Coffee for Cause.

When one actively listens to accomplished 
professionals, the takeaways usually are some key 
points, a few thoughts and ideas here and there, 
and what one would make of the experiences being 
narrated. 

Shared here are some of those takeaways from the 
conversations that happened amongst the Thought 
Leaders.

  		Be	humble,	be	kind.	And	yes,	slow	down	as	
much as you can

Some of the participating leaders had closely 
witnessed marginalised communities struggling with 
the hardships of life, and shared how this affected 
their own perspectives on poverty and vulnerabilities 
of the poor.

Interestingly, with the beginning of the lockdown 
many large companies engaged their CSR task 
force in relief activities – distribution of meals, 
ration kits and groceries for the poor, and also of 
protective face masks and hand sanitisers, etc. – 
and the Thought Leaders shared their experiences 
of how their respective companies took immediate 
decisions, found relevant partners, engaged with the 
authorities for lockdown passes, and ensured that 
the relief materials reached the targeted population, 
many of whom were either in slums of metro cities or 
in remote villages in districts all across India.

Call it a humbling experience, an eye-opener, a 
realisation like no other, and what have you, the point 
is that those who were supervising the relief and 
reaching-out operations found themselves waking 
up to a different set of ground realities. Clearly, the 
utilisation of CSR funds will need to be improvised 
going ahead, such that it helps bring about 
sustainable transformation at the grassroots. 

The Thought Leaders were unanimous in upholding 
the thought that they and their peers as well as 
their employees need to go beyond monetary 
investments and continue to exchange love, 
compassion and happiness.

Lt Gen. SM Mehta
Ex-chief executive 
officer
The Hans Foundation

Brig.	Rajiv	Williams
Corporate head, CSR
Jindal Stainless Ltd

Abhishek Ranjan
Director, sustainability
Brillio Technologies

Vijay	Sethi
Ex-CIO, CHRO & CSR
Hero MotoCorp

Shalini Singh
Ex-chief corp. comm. & 
sustainability, Tata Power

Col. Prakash Tewari
Ex-executive director, 
CSR, DLF Limited

Anirban Ghosh
Chief sustainability 
officer, Mahindra Group

Mohini Daljeet Singh
Ex-chief executive officer
Max India Foundation

Rishi Pathania
Head, CSR
UPL Limited

Participants

▪   		Partner	to	avoid	replication	of	development	
efforts

When the free-flowing conversation moved on 
to long-term social investments, specifically with 
regard to projects that were started about four to 
five years ago, they all agreed that most companies 
invested in near-similar programmes, especially the 
ones targeted at rural communities. Such projects 
mostly focus on: a) education – be it development of 
education infrastructure or soft interventions intended 
to improve academic performance of students in 
government schools in the rural, or b) healthcare – 
starting from health camps to mobile medical units, 
to setting up of healthcare centres, or c) livelihood-
generation activities, mostly for rural women. 

Considering that many companies have their areas 
of operation within the same geographies (especially 
the commercial/business hubs or special economic 
zones), and have almost the same set of beneficiaries, 
they end up doing same/similar social activities, which 
means they almost replicate each other’s efforts.
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It gives me great 
pleasure to address 
all decision makers 
contributing to these 
essential conversations 
focused on sustainability 
and corporate social 
responsibility. Aditya Birla 

Group is glad to be presenting the fifth edition 
of Coffee for Cause and ensuring the continuity 
of these conversations. Coffee for Cause has 
established itself as an interesting and meaningful 
platform for conversations, collaborations 
and exchange of ideas and experiences for 
sustainability and CSR professionals as well 
as social entrepreneurs and non-government 
organisations. Such platforms are all the more 
necessary because we are all walking on a path 
leading to the larger milestone of conscious 
progress, which also means taking care of our 
tomorrows by making our today count in a way 
that is responsible, sustainable and visionary.
I congratulate Team CauseBecause for 
conceptualising a forum such as Coffee for Cause, 
which keeps alive the conversations that give us 
hope that a ‘sustainable world’ can be a reality – 
and shares the thoughts, ideas and hopes in these 
conversations with people everywhere.  

Talking about the social side of Aditya Birla 
Group, our vision states: ‘To actively contribute 
to the social and economic development of the 
communities in which we operate. In doing so, 
build a better, sustainable way of life for the 

weaker sections of society and raise the country’s 
human development index.’

It was in the early 1940s that our founding father 
Mr GD Birla espoused the trusteeship concept 
of management. This means that the wealth 
that one generates is to be held in a trust for our 
multiple stakeholders. With regard to CSR, this 
means investing a good part of our profits beyond 
business, for the larger good of society. 

Mr Aditya Birla weaved in the concept of ‘sustainable 
livelihood’ with the business, which transcended 
cheque-book philanthropy. And now, our Chairman 
Mr Kumar Mangalam Birla has institutionalised 
the concept of ‘triple bottom-line accountability’ 
represented by economic success. Thus, the 
vision and the efforts of the group, with regard to 
sustainable development of the people with whom 
we co-exist and co-work, have only evolved.

Today, seeing such innovative information platforms 
like CauseBecause which have become a medium 
for the social side of businesses in India, I become 
more hopeful that the vision and the business 
concepts adopted by our group will reach more 
and more business entities across India – and that 
the significance of business responsibility in nation-
building will be understood for what it truly is and 
be a beacon for development.

I hope that the conversations that begin here will 
help unite us further in our endeavours and goals... 
Thank you once again!

Against this backdrop, there is a strong 
case for engaging, meeting and conversing 
more, to explore synergies and partnership 
options. This way, companies can define 
their areas of work in specific geographies 
and explore partnerships to complement 
each other’s work to make a larger, 
sustainable impact. 

On	the	basis	of	this	specific	input,	Team	
CauseBecause is exploring possibilities 
of	starting	regional	district-specific	
conversational meetups for relevant 
stakeholders including the local public 
officials,	opinion	leaders,	non-profit	entities	
and CSR leads.

  		Complement	the	government’s	goals	
This has been discussed with various degrees of intensity 
and understanding ever since the CSR voluntary guidelines 
came in (our veteran Thought Leaders also talked about 
the significance of the guidelines and how and why these 
had to be issued in 2013). There is no denying that the 
fundamental objective of any social intervention has to be 
aligned with the larger welfare goals of the government. 

Moreover, programmes should be designed in a way 
that in the long run they can be synced to the ongoing 
initiatives of the government and handed over to the 
relevant district authorities. This is the only viable way to 
sustain social programmes that need large investments 
initially and may need consistent monetary support for 
their continuation.

‘Invest	beyond	business,	for	the	larger	good	of	society...’	

Mrs.	Rajashree	Birla,	chairperson, The Aditya Birla Centre for Community Initiative and Rural Development
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    Contribute towards impact-focused 
policymaking 

The Thought Leaders emphasised that CSR decision 
makers should not just look at the ‘compliance’ 
aspect of the rules, which get modified from time 
to time; they should, instead, also play a role in the 
policymaking process – in other words, share ideas, 
comment on the drafts of policies when they are 
made available in the public domain for feedback, 
and if needed, form a consortium, represent domain 
stakeholders, appeal to the government for any 
change they think is needed…

▪   		Propagate	sustainable	living	amongst	
employees

During the concluding minutes of the meetup, Team 
CB raised this interesting question: when a company 
states that ‘we are socially and environmentally 
responsible,’ what or who do they mean by the ‘we’? 
Does it mean that each of their employees across 
hierarchies is as conscious and responsible as their 
employer is? 

Connecting the dots, our Thought Leaders talked 
about their volunteering initiatives, explained how 
the practice of ‘individual social responsibility’ has 
evolved alongside corporate social responsibility, and 
noted that on the whole, employees’ participation in 
their company’s social initiatives has been growing 
consistently…

Team CauseBecause is in talks with several large corporate 
houses	to	align	the	efforts	of	their	employees	with	the	larger	
goal of sustainability – ideally have them commit to one 
voluntary action that will see the idea of sustainable living as 
an everyday, lived reality.

Can we use the pause that the pandemic brought 
into our lives for doing different things, or doing 
things differently? The events of 2020 contain several 
lessons for us, if we will see them. One thing is clear 
– that we have to do more than what we have been 
doing. Less complacency, more actions, by more and 
more of us!

Keeping these aspects in mind and learning what we 
have from recent events, what can we do to make 
the world a better place, as individuals as well as 
leaders in organisations?

Points to ponder upon
 Making environmentally sustainable practices 

a workable policy at the organisation level is 
easier said than done? True? Not really? Why and 
whyever not?

 What can make an organisation environmentally 
sustainable in the true sense of the word?

 Are there paradoxes here? For example, how can 
a fossil fuel company, a FMCG company, or a 
fast-fashion company claim to be environmentally 
sustainable? How do we reconcile interests of 
businesses and of the planet?

Excerpts and end(less) notes (this being a topic one 
can go on and on about, with no immediate end in 
sight)

When top decision makers from the world’s 
largest car manufacturer, the world’s largest two-
wheeler manufacturer, and one of India’s largest 
business conglomerates (with interests in almost all 
businesses) agreed to participate in a conversation 

focused on ‘environment sustainability’, they 
dispelled our somewhat confused notions about 
their environment-focused activities. And further 
into the conversation, when asked about their long-
term sustainability goals, ‘practical’ action plans 
and ongoing initiatives, several interesting elements 
came up, sure to be a plateful of food for thought for 
their counterparts in other business entities.

▪   		Can	companies	as	big	as	Mahindra,	Toyota	and	
Hero MotoCorp actually become sustainable – 
be	carbon-neutral,	water-neutral…	basically	do	
nothing	that	is	in	conflict	with	the	planet	and	its	
people?

Vikram	Gulati,	Toyota: It is definitely possible, 
provided you have your priorities right and look at 
sustainability in a holistic manner. At Toyota, our 
global vision for 2050 is to go carbon-neutral and 
the vision document that we recently released has a 
clear roadmap on how we are going to achieve zero 
carbon footprint. It (the roadmap) focuses not only 
on the company’s manufacturing, but also on the 
product’s lifecycle – so as to neutralise the product’s 

Conversation	Round	1:	Where	are	we	headed	on	environmental	sustainability?
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footprint from cradle to grave. Another challenge that 
we have before us is to minimise water usage.

In order to prove that the sustainability targets 
can be achieved, let me share some data from FY 
2019. As much as 93.5 per cent of our total energy 
requirement was met from renewables and that 
helped us save around 45,000 tonnes of carbon. 
On a cumulative basis, that amounted to over 
206,000 tonnes of carbon since we began shifting to 
renewables. 

Besides, we focus on greening our facilities and 
have planted over three lakh trees. The key to going 
sustainable is to first set a vision and then involve 
all stakeholders in achieving that vision. Once the 
sustainability vision becomes the way of doing 
business, companies will realise that it makes not 
just social and environmental sense, but also great 
business sense in the long term.

Vijay	Sethi,	Hero	MotoCorp: It is not a question of 
whether a company can become sustainable or not, 
it is not an option or a matter of choice, nor is it being 
forced upon the business… All conscious business 
entities know that it is their moral responsibility, that 
it speaks about the character of the brand, and that it 
makes great business sense. 

At Hero MotoCorp, we are 270 per cent water-
positive already and targeting 500 per cent by 2025. 
Four of our six manufacturing units – we call them 
garden factories – produce ‘zero waste’ and one of 
them also has the world’s largest green roof. A lot of 
work is being doing to minimise our carbon footprint. 
A vision for becoming carbon-neutral by 2030 is 
already in place and we have laid out a practical 
roadmap with set milestones for the next few years. 
Talking of green investments, we have planted about 
25 lakh trees outside our areas of operation and that 
is contributing towards a large amount of carbon 
sequestration.

It’s not just at the broad organisation level that 
sustainability and social responsibility are being taken 
up – the workforce’s engagement with the company 
on these fronts has also evolved organically over 
the years. Hero MotoCorp’s employees, who are 
well educated and aware consumers in their own 
right, not only take pride in being part of a conscious 
corporate, but also engage and do their bit to 
support, scale and sustain the company’s social and 
environmental initiatives. 

Anirban	Ghosh,	Mahindra	Group: I was asked 
the same question in 2016 when I made my first 
presentation on our company becoming carbon-

neutral. The question was asked by our Managing 
Director Mr Pawan Goenka, who is an engineer par 
excellence and was unsure if this was technically 
possible… I had to tell him that until about a year ago 
even I would have thought it impossible. It needed 
real understanding of how a sustainability roadmap 
could be planned and executed, so we had a set of 
short-term and long-term goals to work with, a vision 
and a strategy, and parameters for measuring impact. 

A couple of years later when the conversation picked 
up again and we were looking at the actual data 
with regard to emissions and how much carbon 
we would be able to sequester and what would be 
the leftover, we saw that the numbers were quite 
good as we had already invested in over a thousand 
projects focused on energy efficiency. Interestingly, 
no flags were raised and no questions were asked 
about the needed investments when we rolled out 
more sustainability-focused projects, because by 
that time the company had realised that the returns 
on these investments – on energy efficiency and 
renewable energy – were greater than the EBITDA of 
the business…

Today we have a target of going carbon-neutral by 
2040. While the initial thought was to have only the 
flagship company, Mahindra & Mahindra, go carbon-
neutral by 2040, our Group Chairman Mr Anand 
Mahindra announced that our whole group would 
strive to achieve that target. 

Here I may add that companies that are in steel or 
cement will have more challenges broadly because 
the necessary solutions and technologies or suitable 
alternatives are not yet available. However, if 
tomorrow we have clean hydrogen available, then it 
will be not be all that difficult…

In my view, there are only three levers to pull: energy 
efficiency, renewables and carbon sequestration. 

Coffee for Cause 



52  January-February 2021

▪Have	you	all	measured	or	estimated	your	actual	
GHG	emissions?
Anirban	Ghosh:	Scope 1 and Scope 2 are easy to 
address and all of us must have done it by now. Scope 
3 is somewhat more difficult to do. However, there 
are about 15 different items listed in Scope 3 and 
companies can figure out which of those items have 
the biggest emission levels and start by looking at 
alternatives and solutions for the same. In fact, when 
we say carbon neutrality, we all will get there sooner 
than the timelines we have defined in our reports.

For example, the day the cost of batteries goes 
down, which I think should happen around 2025, the 
whole thing will pick up pace simply because it will 
become the right business decision to make. Scope 
3, though, will remain a challenge. For example, we’ll 
have to look at environmentally-friendly ways for 
mining for the materials that we use. We will have 
to figure out what to do about the emissions from 
logistics. Will we have enough clean-energy vehicles 
available? The day we are able to make clean-energy 
vehicles viable for our consumers, all of us will move 
towards that form of mobility.

Vijay	Sethi: I agree with Mr Ghosh – Scope 3 seems 
difficult because there aren’t enough solutions 
available at this point in time. Yes, affordable electric 

mobility will help us in moving forward on that front. 
At the same time, let’s remember that there is also 
a mindset here, a typical type of behaviour. The 
perspective needs to change as well. We need to 
look at our own carbon footprint as well as at the 
emissions level at the larger level. 

We can certainly invest in bringing down the 
energy consumption of a particular geography 
or for communities. For example, Hero MotoCorp 
invested in replacing all incandescent light bulbs 
with energy-efficient LED bulbs in over 300 villages 
of Uttarakhand, and that brought down the energy 
consumption of the region by over three crore 
electricity units annually. Likewise, significant 
investments have been made in installing thousands 
of solar streetlights, producing significant megawatts 
of green energy…

Vikram	Gulati:	I mentioned in the beginning of the 
conversation that our goal is to go carbon-neutral 
by 2050 and reach zero carbon throughout the 
product lifecycle. It does become a major challenge, 
especially because we are taking responsibility for 
the elements that are way beyond our boundaries. 
What we have to take into account is not just the 
production and the delivery part but also a bit about 
mining – where our raw materials are coming from 
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and the logistics in-between, and emissions from 
the delivery to the usage of the product, to the final 
disposal of the same at the end of its lifecycle… This is 
a challenge primarily because of the multiple factors 
that are not in our hands. 

In India, it is actually a bigger challenge because 
renewable energy sources are quite scarce. Hence, 
when we talk about electric mobility in India, it 
will make more sense only if it is linked solely to 
renewable sources – something that seems quite 
difficult at the moment, since thermal/coal-powered 
plants will remain the primary sources of energy. 

What automobile companies need to look at is not 
just the tailpipe emissions impact; it is obviously 
going to be zero from an electric vehicle (EV). 
What we need to look at is also the primary source 
from where it is obtaining its power. We need to 
understand that the world is one and it does not 
exist around vehicle tailpipes. It revolves around 
where the real energy generation takes place, around 
the fundamental sources of energy. So, we may 
be hoping that a drastic change will come about 
after the technological shift in the powertrain or the 
drivetrain of the vehicles, but it’s not a realistic hope 
until the sources of energy of those powertrains are 
not renewable. 

Vijay	Sethi:	When talking about electric mobility 
vis-à-vis the energy resource, we can agree that at 
the rate at which renewable sources are increasing, 
probably in a decade or so the country will have 
made great progress in this area. I won’t be surprised 
if the renewables become the mainstream power 
source and thermal gets eliminated sooner than what 
current trends suggest. 

Vikram	Gulati:	…I think the bigger issue is moving 
away from personal mobility altogether. In the long 
run, whether it’s ICEs or EVs or whatever, mass 
mobility is the only answer to the question of long-
term sustainability. Therefore, despite being a car 
manufacturer, we at Toyota are now looking at 
ourselves as ‘mobility solutions providers’… it is about 
bringing in the whole paradigm of efficiency wherein 
emissions from transport overall can be brought down.

The participants also talked about issues concerning 
shared mobility, especially in congested and 
unplanned metros, and some of the solutions to 
address the same. The conversation also touched 
upon	how	the	companies	are	looking	at	afforestation,	
building of carbon sinks and conservation of 
the biodiversity, as well as engaging with rural 
communities, especially farmers, in the process of 
increasing the green cover across the country.

Virtual education is actually an instructional 
learning environment where teacher and student 
are separated by time or space, or both, and the 
teacher provides course content through the use of 
methods such as course management applications, 
multimedia resources... 

Points to ponder upon
 Is it practical? 
 Models that have already been deployed 
 Opportunities vis-a-vis challenges at the 

grassroots
 Is it sustainable and can it be integrated with 

existing infrastructure at government schools?
 Possibilities of public-private partnerships

Excerpts	
Brig.	Rajiv	Williams,	Jindal	Stainless:	Over the years, 
the education sector has seen so many changes… 
what is supposed to be a system for imbibing value 
systems has ended up becoming a profit centre… 

We have moved from the green boards to the white 
boards and now to the digital screens. Are we actually 

Conversation	Round	2:	Virtual	education	for	children	from	marginalised	
socioeconomic backgrounds

providing ‘quality’ education to children, is something 
that we anyway should keep asking ourselves. Are 
teachers in government schools equipped enough to 
manage the new technology? We are grappling with 
questions and more questions. 

With regard to online classes, do teachers have the 
needed tools as well as the required knowledge 
of the tools that are needed to impart education 
online,  especially teachers at rural schools who may 
not even have access to the necessary hardware, 
leave alone the needed internet bandwidth and 
basic digital awareness… Are there any programmes/
initiatives of the government or under the social 
responsibility mandate of corporates for helping 
upgrade the skills or digital understanding of 
government teachers? 

Avanish	Kumar,	GMR	Varalakshmi	Foundation:	We 
follow a unique model wherein we build the school 
infrastructure and get professional organisations 
to run the schools. For example, some of our 
schools are being run by DAV Society and Chinmaya 
Mission, who have extensive experience of running 
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educational institutes. These schools with modern 
infrastructure are providing good-quality, English-
medium, CBSE-affiliated education to rural children. 

During the Covid-19 outbreak, as schools had to make 
a shift to online classes, we were faced with a set of 
new challenges. There were several issues, starting 
from the availability of essential hardware, internet 
connection and bandwidth, to technical know-how 
of teachers and their comfort level with conducting 
classes online. After multiple trials with WhatsApp 
and some other platforms, we realised that it was a 
huge task and holistic education was certainly not 
possible through digital learning models.  

Another major challenge during the lockdown was 
not just about imparting education but also ensuring 
that children, especially the slow learners, did not 
forget what they had been learning. Seeing no 
practical way out, our teams of teachers reached out 
to as many children as possible, actually going door 
to door, shared workbooks and simple assignments 
on concepts that they had already learned… When 
the lockdown restrictions were eased a little, we 
also initiated study circles wherein students from 
a particular locality would meet the teacher at a 
common place – following necessary safety protocol 
– and do focused study sessions.

Robin	Sarkar,	Shiv	Nadar	Foundation: We realised 
that the teachers needed to be empowered with 
digital learning, they needed to know about and use 
the technological tools that would guide them in 
introducing ICT in the classroom. So we introduced 
a focused learning programme for teachers and 
included teachers from across the hierarchy in the 

government education system – for example, a 
highly qualified teacher as well as a para teacher 
were included as beneficiaries of the programme… 

The motivation levels of a few teachers or their 
willingness to enhance their skills did present a 
challenge. We worked around this primarily by taking 
teachers into confidence and letting them know 
that we were not ‘teaching’ the teachers – we were, 
instead, empowering them with new tools that would 
not only make teaching easy but also make it more 
impactful and hold the students’ interest…

Shalini	Singh,	Tata	Power: Education is one of the 
thrust areas of Tata Power and our focus has been 
on primary education for school children wherein 
through multiple interventions we make sure that 
children do not drop out. Another area of intervention 
has been the children in eighth, ninth and tenth 
grades – our engagement with them focus on 
preparations for board exams as well as support that 
helps them in choosing career paths or acquiring 
employability skills that ensure a promising future… 

Interestingly, as we had started digital coaching 
across our centres with younger children way before 
the pandemic hit us, they were quite accustomed 
to that format and the lockdown did not make 
much of an impact on the programme. However, 
the academic coaching for older children – focused 
learning that used to happen in a classroom 
environment – did get impacted. To ensure that the 
normal course of education continued, we linked 
all the children to state boards’ websites that had 
enough revision content to learn from. Another 
initiative was to get all our children registered on an 
online learning platform that conducted coaching 
for students on a regular basis. The pull strategy 
that worked here to get students to be regular was 
linking these classes to select skill-development 
courses that would increase their chances of 
getting jobs later. The family incomes for many of 
these rural students had been impacted during the 
lockdown and they all wanted to somehow support 
their families, and skilling courses were a good 
opportunity for them.  

Interventions focused on academics should 
start from the formative years of children. 
We should intervene at the anganwadi level 
and move to formative schools and then to 
primary with the same set of beneficiaries, so 
that when they reach Class 5 or Class 6, their 
fundamentals are strong.
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Talking of the effectiveness of these initiatives, digital 
reach obviously remains an issue. The first challenge 
was of course the hardware, the availability of a 
device… to address this we had to create WhatsApp 
groups and send a device, either a phone or a tablet, 
that could be shared amongst children living in the 
same locality. Our teachers were trained on specific 
content modules covering Maths, Science and English.

Another interesting linkage that we facilitated was 
connecting the older students on Google Kormo, 
where they could pick up part-time jobs and 
supplement their family incomes while continuing 
with their education.

Abhishek	Ranjan,	Brillio: When you look at a school, 
children do not go there only for basic education; it is 
a part of their daily life, a necessary routine. More so, in 
government schools—where we work and so do many 
other corporate groups, children get their nutritious 
food, their stationery supplies, their uniforms, and 
many other such things. So the first thing that we did 
with our schools was to identify regions where all 
these children came from and ensured that at least 
the food supplies continued. In another intervention, 
we created a pool of government teachers, got them 
all on WhatsApp, and gave them basic digital-literacy 
lessons so that they could start online teaching for 
students. Our company volunteers and non-profit 
partners created WhatsApp groups for almost all 
students and connected them with their respective 
teachers, who then started online classes. There was 
no mandate from the government for them to do so; 
it was their intent and dedication to their job that had 
almost all teachers partnering for this initiative.  

  		Let’s	talk	about	some	programmes	that	support	
education for children from marginalised and 
poor backgrounds.

Robin	Sarkar: We run a niche scholarship programme 
that is solely focused on talented children from 
marginalised and poor households. Under the 
programme, we select about 200 students through 
an entrance exam. The selected students get 100 per 
cent free education starting from Class 6 until they 
graduate. Also, as it is a residential programme, all of 
their essential needs including food and boarding are 
taken care of by the foundation. Among the outcomes 
of this programme is that some of the beneficiary 
students are now studying at universities in the US 
and other countries… the scholarship is a springboard 
for talented young kids to go to the best education 
institutes in the world, which they otherwise will not 
be able to afford.

Shiksha ki Goonj is another initiative that I would 
want my peers to get cues from and maybe embed 

something like that in their projects too. The 
programme only focuses on broadcasting main 
lessons through a loudspeaker from the school to 
the entire village. The idea is not to have children sit 
in front of a computer or a tablet, but be passively 
engaged in their classroom lessons that are being 
read, repeated or taught by their teacher via the 
loudspeaker from their school. This initiative helped 
in keeping children connected to the school during 
the lockdown.

Shiksha Kiran is an initiative under which a van with 
an attached LED screen goes to various rural areas 
and imparts preloaded engaging lessons to children 
of various classes. The idea was to take ICT out of the 
classrooms directly to the homes of the students and 
it worked quite well.

Avanish	Kumar: We initiated a Gifted Children 
Scheme under which all the schools within our ambit 
reserves 15 per cent seats for students from the 
lower socioeconomic strata – they get free education 
and support until they land their first jobs.

Another thing we ensure at the foundation is to 
complement the government’s efforts and leverage 
from their schemes. For example, during the 
lockdown, the government started several education 
programmes on Doordarshan, which were easily 
accessible across rural India – most households that 
might not have had access to digital devices or the 
internet did have a television and could easily watch 
these programmes. What we did was to ensure that 
each child attended these programmes. We shared 
class-wise programme schedules with teachers, 
made calls to the parents, and brought as many 
students possible in front of their TV sets…

  		How	are	we	looking	at	the	post-Covid-19	
scenario?	Will	all	or	some	of	these	new	
initiatives	be	sustained?	Also,	are	companies	
going	to	look	beyond	the	existing	intervention	
models	in	education?

at the end of the day, regardless of the 
infrastructure or the facilities – there may 
or may not be a blackboard or an leD screen 
– it is the teacher-student connect that is 
the foundation of any educational institution. 
There are several government schools that 
do not even have the required number of 
teachers… While supporting these schools, 
corporations should also start looking at the 
human resource component.
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Robin	Sarkar:	The innovations during the pandemic 
as well as the new education policy have brought 
about many options for corporates to invest their 
CSR funds in. One thing that I have learnt over the 
years is that interventions focused on academics 
should start from the formative years of children. We 
should intervene at the anganwadi level and move to 
formative schools and then to primary with the same 
set of beneficiaries, so that when they reach Class 5 
or Class 6, their fundamentals are strong. 

Avanish	Kumar: Companies need to go beyond 
infrastructure development and embed ICT in 
schools as well as empower teachers with digital 
tools that can help them not only in teaching but also 
in assessing the progress of students. For instance, 
we have developed a software that records progress 
of each child on various parameters and provides 
complete update to a teacher to see where a child 
stands, what the scope for improvement is, and what 
s/he needs to do to help the child perform better.  

Robin	Sarkar:	As discussed earlier, as much as we 
need to complement the government’s initiatives, we 
also need to share our learnings and the tools that 
we have developed with the government so that the 
schools that are beyond our reach also get to benefit. 
At Shiv Nadar Foundation, we have collaborated 
with district magistrates to replicate some of our 
initiatives.

Abhishek	Ranjan:	We all know about the build-
operate-transfer model. In CSR domain, we have 
seen that companies build and then transfer. 
However, the focus should also be on operating 
– run the initiative for a certain period of time, 
bring it up to a level where it is embedded in the 
particular school’s system, and make sure that the 
administration is capable of sustaining the same 
on its own, before the transfer… The onus is on us 
corporates. Do we just want to build something, 

inaugurate the same, take photographs, and then 
forget about it? 

One model that you would advocate and maybe ask 
other companies to adopt/replicate.

Shalini	Singh: In order to scale and reach out to 
every child in India, we need to leverage technology. 
Hence, the model that I would advocate for is the 
Google Classroom model for distance education… 

Abhishek	Ranjan:	Whatever programme one may 
implement, make sure that the school’s principal and 
teachers are the first stakeholders in it. Involve them 
at the planning stage and value their feedback as 
they are the ones who are going to sustain it.

Robin	Sarkar: The model should be in sync with the 
objectives of the government and complement at 
least one of their schemes. If the project that you 
implement can make an impact, the only way to 
reach out to the masses is to make it replicable by 
the government.

Avanish	Kumar: The Navodaya model is a good 
example of a school with all necessary facilities and 
good academic performance – their alumni is doing 
quite well. They charge bare minimum fees too.

Brig.	Williams: Talking of models and CSR 
interventions, let me highlight another important 
issue. There are several government schools 
that do not even have the required number of 
teachers… While supporting infrastructure of the 
schools, corporations should also take on this 
additional responsibility and start looking at the 
human resource component. At the end of the day, 
regardless of the infrastructure or the facilities – 
there may or may not be a blackboard or an LED 
screen – it is the teacher-student connect that is the 
foundation of any educational institution.  

Gratitude to our supporting organisations

An initiative of

Saucepan Media

Sustainability partnerOutreach partner

The full conversations are available on the CauseBecause channel on

https://www.youtube.com/channel/UCloLEFAMW5m__DjKV0TCzZg

Coffee for Cause 



In the last nine years, we have planted over 2.9 million (mostly) fruit trees that have rejuvenated the 
country’s lungs and at the same time helped alleviate hunger and poverty. From Sundarbans in West 
Bengal to the plains of  Haryana and the mountains of Uttarakhand, spanning 12 states in all, our 
green footprint has been increasing steadily.

In the process, SGI has also created sustainable livelihood opportunities for thousands of women 
and small farmers from marginalised and indigenous communities. 

This is a journey that has been tremendously fulfilling and enriching, and we have been fortunate to 
have had the unstinting support of various organizations, who made it all possible. 

Our gratitude to

Hero MotoCorp   |   Indigo   |   L&T   |   IndusInd Bank   |   Ola Cabs   |   NIIT Technologies  
Max India Foundation   |   Earth Day Network   |   One Tree Planted   |   Ecosia

www.greening.in   |   trees@greening.in



The mainstream medium for everything alternative

Launched in 2018–19, One Action 
Alliance (OAA) is a CauseBecause 
initiative to bring together 
conscious citizens, responsible 
corporate groups and non-profit 
entities to commit to One Action 
whose collective impact can 
bring about a needed, visible, and 
emphatic change. 

Between 2018 and 2019, over 80 
corporate groups and non-profits 
became signatories to the Alliance’s 
campaign for discarding single-use 
plastic and have minimised the use 
of the same at their workplaces.

OAA is registered at United Nations Partnerships for SDGs platform as one of the 
organisations driving actions towards achieving the Sustainable Development Goals (SDGs).

For partnership queries, write to info@causebecause.com

HARNESS
the collective strength of workforces  

at corporates and non-profits.

ENGAGE
in collective action – just one action  

that their counterparts at other entities  
are also engaging with.

BELIEVE
that you are not alone in it,  

because thousands of conscious  
individuals are there with you.

CHANGE
the status quo.



The Standard Chartered–Shroff Eye Care 
Education Academy has been playing a 
stellar role in helping meet the ever-growing 
need for qualified ophthalmologists in 
India.

The Academy has also been conducting 
unique programmes on eyecare 
management and optometry and 
ophthalmic paramedical trainings that 
impart professional skills, guided by the 
objective of creating dignified employment 
opportunities for young people from less 
privileged and marginalised sections of the 
society. These programmes further address 
the burgeoning demand for support staff at 
eye-care institutions across the country.

The courses are offered to the youth free 
of cost and are supported primarily by 
Standard Chartered Bank under their 
corporate social responsibility, and to some 
extent by the Academy’s own earnings. 

Dr Shroff’s Charity Eye Hospital is one of the oldest eye-care institutions in the country, carrying on a legacy of more than a 100 years.

www.sceh.net Our gratitude to




