Success factors in organic cotton

For some, having good partners and trusting them, while for others, success in Peru comes from access to organic cotton such as Tanguis, of very good quality. It is important to have a reliable supply chain, support from partners and returning customers. 

But is organic cotton as fashionable as tanguis/pima? 

Success also depends on good lead times, for example, but fibre does sell out, especially in organic cotton. 

Dedication to organic is important, and sticking with it, with strategic alliances and consumer education. 

But there are threats in the variables of pricing. Strong market growth may be a threat to farmers who are not ready, who need more information and advance planning and analysis. One solution is to build up fibre stocks to allow quick reactions, although how this is financed remains to be seen. Organic cotton products also need to be differentiated in ways other than volume against conventional products and benefits need to be shared. 

Farmers need to be better informed about the supply chain, how it works and the steps involved. There can be big differences between promises made and the reality, for example, in how long it takes for a supply chain to get going and sales to begin. Farmers should also benefit from more equitable supply chains. 

If market information is improved, of course farmers can increase production, but if farmers do not receive information and commitments, they will not grow more. 

At the farm level, there are benefits in price, better health, better soils, and after 6 years average yields are higher.

Farmers also need crop finance. 

Another farmer perspective from Paraguay highlights the need for a successful chain to incorporate all components of the farm in the marketing system, not just cotton, and also the importance of good training and extension as well as food security. Premiums are important, for motivating farmers. 

One difficulty often encountered has been that turnaround times in organic cotton are too long for high end fashion. One solution to this may be to have more sample and fabric libraries. Buyers of organic may have more social conscience, it may be possible to educate the market as well, but designers do need swatches and samples.

Where possible, advance projections of fabric and yarn needs should be made as early as possible. 

Success factors/main points from farmers: 

1. Refinancing and financial support for increasing production

2. Transparency and profit sharing

3. Responsibility on producer to deliver on time with quality and to advance planning

4. Technical assistance to meet quality requirements 

Success factors/main points from designers: 

1. Share innovations

2. Business models: understanding retailer versus wholesaler, fashion to basics - ready available

3. Leaders need percentage of revenue going back to development

4. Need organic trims

5. Motivate farmers in transition - consumer needs to adopt these…

1. Compromise is key to innovation. 

Manufacturers

Organic cotton yarn consumption:

· Franky & Ricky: 80 tonnes tanguis

· Nettalco: 220 tonnes tanguis

· Hialpesa: unknown

· Naturtex: 50 tonnes (Pima, Tanguis)

Yarn lead times:

· Nettalco: 15/30 days (Cortextil)

· F&R: 10 days (Oro Blanco)

· Naturtex: 0 days (in stock)

Lead times for export:

· Production: 60-90 days

· Normal production: 90-108 days (NT)

