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Fashion Declares is a bottom up,
industry-wide, grassroots

movement, urging people at all
levels within the fashion industry to
tackle the Climate, Ecological and

Social Emergency. 
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"We are on track for
a temperature rise of
over 3°C.
This would bring
mass extinctions and
large parts of the
planet would be
uninhabitable."

- UNEP, 2019

If not us,
who?

If not now,
when?
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FASHION DECLARES ADVISORY BOARD

Fashion Declares
brings together  a l l
change agents  from
the fashion industry
to  re imagine a  more
posit ive  fashion
industry,  unlocking
circular
opportunit ies  for
fashion to
transform from a
wasteful ,  pol lut ing
system to  a
regenerat ive  and
integrated
ecosystem.

Safia Minney MBE,
Founder, Fashion Declares

Tom Berry 
Global Director
Sustainable Business
FARFETCH

Debbie Luffman
ThinkCircular/formerly
Finisterre 

Fashion needs to
change.  I t 's  an
incredibly  important ,
creat ive,  cultural ly
s igni f icant  industry
but  the way i t
operates  is  pol lut ing
and wasteful .  

Fashion leaders  are  deeply  concerned and want
rapid  act ion at  scale  to  redesign the industry  to
operate  within  planetary  boundaries.  That ’s  why
they supported me to  launch Fashion Declares  to
share best  pract ice  and deepen the conversat ion
about  the issues that  stand in  the way of
regenerat ing our  natural  world,  net  zero and a  Just
Transit ion.  

Everyone can be a
force for  good in  th is
industry.  That 's  why
we want  you to  jo in
the Fashion Declares
community.  

Mike Barry 
Strategic Advisor/formerly
M&S "
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Tom Berry 
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"
The c l imate,  ecological  and socia l  cr is is  is
the biggest  chal lenge humanity  has faced
and we now have both the responsibi l i ty  and
priv i lege to  tackle  th is  cr is is .  The Fashion
industry  is  a  b ig  contr ibutor  to  th is  cr is is
and by def in i t ion i t  is  a lso  a  b ig  part  of  the
solut ion and can be a  force for  good –  i f  we
can del iver  fundamental  changes to  the
sector  over  the next  few years

"

"

Mariusz Stochaj
Head of Product and
Sustainability at Continental
Clothing

Ben Tolhurst
Director Business Declares & REAL
Sustainability

Sarah Compson
Soil Association & World
Board Member, IFOAM
Organics International

Kalkidan Legesse
Founder, OWNI

The fashion industry  needs to  take urgent
act ion and Fashion Declares  plays  a  v i ta l
role  in  br inging together  people  who
understand the urgency,  and are
committed to  work together  to  innovate
and br ing meaningful  act ion.

I  jo ined Fashion
Declares  for  the
opportunity  to  work
with  and learn from
industry  leaders.
Al lowing me to  improve
the sophist icat ion and
impactfulness of  my
entrepreneuria l  work
toward sustainable  and
circular  fashion.  I  hope
that  more people
working in  the industry
wi l l  jo in  so  we can
learn from each other,
share best  pract ise,
and bui ld  the future we
want  to  l ive  in  together

"
"
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Kerry Bannigan
Executive Director, Fashion
Impact Fund, US

Anthony Burns 
ACS Clothing

Olivia Windham Stewart 
Independent Business and Human
Rights Specialist 

Dounia Wone
Chief Sustainability and Inclusion
Officer, Vestiaire Collective,
France

Fashion Declares  understands the sector ’s
cr i t ical  ro le  towards a  sustainable  future
for  humanity  and nature;  and is  providing
the imperat ive  tools  to  dr ive
transformational  change.

It  won’t  be enough
for  the fashion
industry  to  make
minor  adjustments
and hope for  the
best .  From labour
condit ions and
environmental
impacts  to
commercial
pract ices  and value
distr ibut ion,  the
industry  needs total
transformation.  I
hope very  much the
workings of  the
industry  today wi l l
be  unrecognisable
to  future
generat ions.

The fashion
industry  needs to
go further,  and act
faster  in  terms of
sustainabi l i ty .
Fashion Declares  is
a  great  vehic le  to
expedite  posit ive
change.

"

"



Don’t let yourself be put off. There is no better
antidote to climate anxiety than leading change and
working with other people in your team to create a
new culture. (If your organisation has a detailed
sustainability or climate strategy and action plan,
read it carefully and think about how you can help
implement and improve it.)

Download the Why Now? presentation to share. It's
your turn to present this video or slides.

You can also show the Welcome to Fashion Declares
video outlining : why now?, the 5 goals and the
Open Letter. This is great to start the conversation
and start to create an action plan and set targets.
Think about your audience. Are you talking to a mix
of people from different departments, the Logistics
team or the Board? What will capture their
imagination? Keep it real and solutions focused. You
want buy in. Everyone needs to get involved.

HOW TO COMMUNICATE &
LEAD ACTION?

Tell others that you care and create a space to talk
about the issues and actions. It can feel daunting
to bring up the subject of the climate, ecological
and social crisis amongst the people you work with. 

The first thing to do is learn about the issues
yourself. Find like-minded people who want to join
you to raise awareness and widen the conversation
and lead action in your organisation. It’s easier,
more fun and effective to work with others.

Ask how you can get involved and help come up
with new actions that can make big differences.
Don't forget everyone has a role to play. Reading
the five commitments to the team can help
generate new ideas and actions in each and every
department. Collect these ideas and make a plan.
Researching best practice in your sector can
inspire and help you set targets.
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Anannya Bhattacharjee, International
Coordinator of the Asia Floor Wage 
Alden Wicker, Sustainable fashion journalist,
founder and EIC of EcoCult
Debbie Luffman, Hubbub, ThinkCircular
Ben Tolhurst, Director of Business Declares
Safia Minney MBE, Fashion Declares.

Panellists included:

Full write-up of the webinar here.

Fashion Declares held a webinar with industry
leaders on the topic – How to Communicate the
Emergency and Lead a Conversation and Action. 

Set up a talk in your office or on Zoom to discuss
why it’s important and what can be done. It’s
always a good idea to find out first what your
company is doing for sustainability, climate and
social justice. If you have someone who is leading
this action, ask them to come along and share the
strategy and action plan.  

ORGANISE A MEETING1.

FASHION INDUSTRY ACTION PACK

https://drive.google.com/drive/folders/1egdY-tIKhIPBsceDIF79xfYSxvIxW73Q?usp=sharing
https://www.youtube.com/watch?v=gzI9QiTeh1I
https://realsustainability.org/how-to-communicate-the-emergency-and-lead-a-conversation-and-action/
https://www.youtube.com/watch?v=eEuFPsbAgjo&t=2s


How to Communicate the Emergency and lead a
Conversation and Action
How to Decarbonise your Company
How to Switch to Low Impact Materials,
Biodiversity and Regenerative Farming
How to Build Circular & Regenerative Models for
the Fashion Industry
How to Reduce Water Usage and Pollution
How to Promote Social Justice and Equality
How to Promote Governance and Transparency
Fashion Communications & Building the
Creative Narrative

Invite people in your company to attend an
upcoming webinar, or catch up on the recordings:

Fashion Declares holds a webinars on each topic,
with brilliant speakers from across the industry. Do
watch the recordings and share with peers in your
organisation and wider industry.

There is  no better  ant idote
to c l imate anxiety  than
leading and act ioning
change

"
2. INVITE YOUR COLLEGUES TO JOIN A
FASHION DECLARES WEBINAR 

Importantly, before you close the meeting, ask if
everyone is happy to stay involved and agree who is
going to do what and set a date, time and place
when you will next meet to keep the momentum
going. If you can check-in in between or set up a
slack or WhatsApp group, all the better. 

3. SCREEN A FILM ABOUT FASHIONS IMPACTS

Watch one of the videos and ask yourself and your
colleagues what they can do to improve your
organisation’s activities. This is a great way to start
the ball rolling and inspire you to take action and
set targets. Think about your audience whether it’s
the Buying team or the Board. What will capture
their imagination? You want buy in.

See more film ideas here.

4. SIGN UP AND RESOURCE YOURSELF AND
OTHERS

Join the Fashion Declares community and get the
newsletter for regular updates and information. Also
sign up to Future Fashion Expo here, Textile
Exchange or Common Objective to learn about low
impact, natural, regenerative and non- virgin
synthetic materials and tell your product teams to
join and learn more about sustainable sourcing.

Read Vogue Sustainability and other industry press
to strengthen your hand with facts and best
practice about how quickly the industry is changing
in the climate, ecological and social crisis.

If there are other resources that you find useful to
start the conversation, please write to us at
saf@safia-minney.com.

5. JOIN A CAMPAIGN GROUP

As well as joining Fashion Declares, why not join
other campaigning organisations like Clean Clothes
Campaign and Fashion Revolution to resource
yourself and take action?
Doughnut Economics – using this model to redesign
your organisations operations. Developed by Kate
Raworth this model offers a vision of what it means
for humanity to thrive in the 21st century within
planetary boundaries. First published in 2012 (A
Safe and Just Space for Humanity), the concept has
rapidly gained traction internationally from the UN
General Assembly to the Occupy movement.

9

After a presentation, you might like to start a
conversation by asking: What can we do? What
initiatives are we currently taking? Who’s leading?
How can we support them/resource this effort
better? What are the obstacles? How can we
communicate better to our customers? How do we
start to cut emissions and waste now? How do we
make our supply chains more sustainable and
reduce impact on nature and support workers?
What’s our vision for the future? Who do we need to
talk to get the information and action we want?

FASHION INDUSTRY ACTION PACK

https://www.youtube.com/watch?v=eEuFPsbAgjo
https://www.youtube.com/watch?v=_YSkCHiRMsU
https://www.youtube.com/watch?v=DbEsES-p5Gc
https://www.eventbrite.co.uk/e/353700948057
https://www.youtube.com/watch?v=Qk7ie6tFEsA
https://www.youtube.com/watch?v=g1XXZjeiPYU
https://www.eventbrite.co.uk/e/353702673217
https://www.youtube.com/watch?v=-onJEkzEhN4
https://emea01.safelinks.protection.outlook.com/?url=https%3A%2F%2Frealsustainability.org%2Ftop-5-documentaries-to-watch-on-sustainable-fashion%2F&data=04%7C01%7C%7Cdcb0e7bc439747a76eae08d9ab4b5038%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637729162217772744%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=y9bYZ3SYLzWxLtHwXVbe%2Bes7fWg3HKMRBrPfKGOOIEI%3D&reserved=0
https://emea01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DLpEjsG_oFbw&data=04%7C01%7C%7Cdcb0e7bc439747a76eae08d9ab4b5038%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637729162217782705%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=DEKMl32M4nAsppTFqxMzpXTTgRuVuPe5mkB4nAdecNE%3D&reserved=0
https://emea01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww-cdn.oxfam.org%2Fs3fs-public%2Ffile_attachments%2Fdp-a-safe-and-just-space-for-humanity-130212-en_5.pdf&data=04%7C01%7C%7Cdcb0e7bc439747a76eae08d9ab4b5038%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637729162217832489%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=nO5i%2F90JEhuiGRHwKR1xnXFhEZrBiY4ZdWKokDjDzR8%3D&reserved=0


A social foundation to ensure that no one is left
falling short of life’s essentials and
An ecological ceiling to ensure that humanity
does not collectively overshoot planetary
boundaries.

The doughnut consists of two concentric rings:

Between these two boundaries lies a doughnut-
shaped space that is both ecologically safe and
socially just – a space in which humanity can thrive.

Kate Raworth’s Doughnut Economics showing
exceeding boundaries (see video here).
By 2021, we had already overshot 4 of 9 planetary
boundaries – climate change, nitrogen and
phosphorous loading, land conversion and
biodiversity loss. Fashion, materials and product
production and distribution is significantly
responsible for this.

In 2009 a group of environmental scientists led by
Johan Rockstrom and Will Steffen defined a “safe
operating space for humanity” for governments,
business, organisations and civil society, as a
precondition for sustainable development. Learn
more about the planetary boundaries in this short
video. 

We’ve succeeded before with the ozone layer
destruction in stopping the harmful effects of CFCs
and other ozone-depleting substances. We need this
to happen now at a larger scale.
As consumption increases, we use resources faster.
In 2022, Earth Overshoot Day occurred on 28th
July.

WHY FASHION NEEDS TO ACT NOW

“Today’s IPCC … report is a code red for humanity.
The alarm bells are deafening, and the evidence is
irrefutable: Greenhouse gas emissions from fossil
fuel burning and deforestation are choking our
planet and putting billions of people at immediate
risk. Global heating is affecting every region on
Earth, with many of the changes becoming
irreversible.” (UN Secretary-General Antonio
Guterres)

In 2021, the IPCC reported that we are facing CODE
RED for humanity and that the narrow window of
opportunity is closing fast. We need urgent, radical
action to keep to 1.5oC global heating alive; we are
heading for 2.9°C above pre-industrial levels. For
every 1°C, one billion people will suffer
displacement and suffer from food and water
shortages. The Human Climate Niche Report
suggests that by 2070, as many as 3 billion people
will be displaced. 

Biodiversity is threatened with nearly one million
animal and plant species on the brink of extinction.
The systemic effects of this loss of nature could be
the tipping point for us too as the lungs of the
world, the Amazon rainforest, fights for survival
threatened by commercialisation for meat, leather,
logging and mining. This is all on our watch.

WE HAVE ALREADY
OVERSHOT FOUR OF NINE
PLANETARY BOUNDARIES

"
CODE RED FOR HUMANITY
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https://emea01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DKE1eVR-xyHE&data=04%7C01%7C%7Cdcb0e7bc439747a76eae08d9ab4b5038%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637729162217782705%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=6YF2uI0ozfVbmK4Le1GtDPCevxOD2wOO817FnoIR8e4%3D&reserved=0
https://www.youtube.com/watch?v=Mpv6aPFhr80&ab_channel=Mongabay
https://www.pnas.org/doi/10.1073/pnas.1910114117#:~:text=The%20bottom%20line%20is%20that,latitudes%20(SI%20Appendix%2C%20Fig.


Fashion is highly dependent on fossil fuels. “The use
of synthetic fibres derived from oil in textiles has
more than doubled since 2000 and is already
present in over two thirds (69%) of textiles we use
today. Most cotton is still not organic and relies on
fossil fuel derived fertilisers and pesticides to grow
it, the fabrics are dyed, printed and finished with
synthetic dyes and the final product is produced in
coal-powered factories and distributed in a system
that relies on unrenewable energy. Fossil fuels are
responsible for 89 percent of GHG emissions and
the extreme pollution from extraction to the 35
percent of textile related micro-fibres in our oceans,
and drastically undermine water and soil health.

That’s why Earth Logic makes the case for cutting
production by 75-95 percent of current resorce use
by 2030 – see more below- and the British Fashion
Council recommends that production is cut by 50
percent. 

Growing cotton accounts for 69 percent of the
water footprint of textile fibre production; just one
kilogram of cotton takes thousands of litres of water
to produce (Cotton on: the staggering potential of
switching to organic clothes | Fashion | The
Guardian). In terms of pollution, conventionally
grown cotton is produced using huge quantities of
insecticide and pesticide and contributes to 69
percent of the water footprint of all textile fibre
production. Chemical addition to crops causes soil
deterioration, species loss and pollution. Growing
cotton organically uses significantly less (up to 91
percent) water than conventional cotton. 

It can take years to understand how the fashion
industry works. To understand it better
ThinkCircular have provided this useful graphic:
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FASHIONS CO2 EMISSIONS 2 -10%

Fashion contributes up to 10 percent of GHG
emissions and is predicted by 2050 to contribute
more than 26 percent of the world’s annual carbon
budget associated with a 2°C  pathway.

FASHION INDUSTRY ACTION PACK

https://www.ethicalconsumer.org/fashion-clothing/fast-fashions-addiction-synthetic-fibres
https://www.ethicalconsumer.org/fashion-clothing/fast-fashions-addiction-synthetic-fibres
https://earthlogic.info/
https://www.britishfashioncouncil.co.uk/bfcnews/4576/NEW-BOLD-AND-VITAL-REPORT-SETS-OUT-A-PRACTICAL-APPROACH-TO-CREATING-A-TARGET-STATE-FOR-A-CIRCULAR-FASHION-ECONOMY-IN-THE-UK
https://www.britishfashioncouncil.co.uk/bfcnews/4576/NEW-BOLD-AND-VITAL-REPORT-SETS-OUT-A-PRACTICAL-APPROACH-TO-CREATING-A-TARGET-STATE-FOR-A-CIRCULAR-FASHION-ECONOMY-IN-THE-UK
https://www.theguardian.com/fashion/2019/oct/01/cotton-on-the-staggering-potential-of-switching-to-organic-clothes
https://www.businessoffashion.com/reports/sustainability/measuring-fashions-sustainability-gap-download-the-report-now/


Greenhouse gas (GHG) emissions in fashion are
largely remote from the consumer in production
countries and are therefore not thought of as a
significant impact. But fashion and textile has been
estimated to make up as 10% of total global
emissions.

The fashion industry is propped up by fossil fuels
which is responsible for 89% of global GHG
emissions. Polyester has become the backbone of
the ‘pile them high, sell them cheap’ business
model. If nothing changes, in 10 years nearly
three quarters of our textiles will be made from
synthetic fibres, with 85% of this coming from
polyester. Already, two thirds of fibres and
materials are produced with fossil fuels as are the
dyes used to colour, print and finish them. 

WHAT DOES DECARBONISE YOUR
COMPANY MEAN?

Conventional cotton is grown with fossil fuel-
derived fertilisers and pesticides. (This is why
organic cotton is such an important switch). The
fibres, fabrics and garments are then made and
stitched in fossil fuel-powered factories. Think
about how the fashion industry must transition and
move away from fossil fuels. We need to cut overall
production to enable this transition and switch to
low impact materials and renewable energy-
powered factories and distribution now.

Visit Future Fabrics Expo in London. Future Fabrics
Expo is a one-stop shop for sourcing sustainably
and responsibly produced materials.

HOW TO DECARBONISE
YOUR COMPANY?

Fashion Declares held a webinar on
decarbonisation, and what it means in practice to
a fashion business and how to get started.

Nishanth Chopra of Oshadi, India
Alicia Thew of Green Element, Uk
Debbie Luffman of ThinkCircular, UK
Beba Greer of Reformation, US
Tony Burns of ACS Clothing, Scotland, UK

Hosted by Fashion Declares’ Founder Safia Minney
and with a brilliant panel of experts in the field: 

Our speakers brought brilliant detail and insight to
this topic, we urge you to watch the recording and 
 to share with those around you in the industry
wanting to learn more and take action.
Read the full write-up here. 

The fashion industry’s emissions are mostly
associated with the products imported from
production countries. (Note that these are not
currently considered as emissions in the country of
the consumer). Although Sweden has passed
legislation to change this - and the CEE bill with
Caroline Lucas seeks to change this.
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https://www.ethicalconsumer.org/fashion-clothing/fast-fashions-addiction-synthetic-fibres
https://www.ethicalconsumer.org/fashion-clothing/fast-fashions-addiction-synthetic-fibres
https://thesustainableangle.org/future-fabrics/
https://www.youtube.com/redirect?event=video_description&redir_token=QUFFLUhqbGtweHRLZzJEVDFUb0d0N0lsUjY0X0J4bWJ5QXxBQ3Jtc0tuSno2dUljX3dRcldLaDR2a003b3BJWDN0YUkxWXRITTJzQVRxMU1GVTluNXNlXzBCWEZrSm9FWEI4SFprcWIyUi0xZ2xYa3ZZaUNMWWdoZUUzaFRVUU8waHVsNm5OcTBkVmZ5TE1nbURXUkJTN3gxOA&q=https%3A%2F%2Foshadi.in&v=_YSkCHiRMsU
https://www.youtube.com/redirect?event=video_description&redir_token=QUFFLUhqa1NCMHhwX2d0SzZjWERTX2pIZ1pndUtLb085d3xBQ3Jtc0tuTWllcTB6T2VvUFVFSVFGN2JBZUZRczlGTEJpV21vdmFydDNsWXVjVU40ZVFXR2VsX2Iya0c2ak1OUTgxYWVfQXhscTdqem45Vmo2aDRaRzg1TGxZbk1DNjNRY2lnRFBYRVVLckZoZE1qUHNLamdqOA&q=https%3A%2F%2Fwww.greenelement.co.uk&v=_YSkCHiRMsU
https://www.youtube.com/redirect?event=video_description&redir_token=QUFFLUhqa1pyYkd5cV8wTE5mX1hCakhiX1pwOVBrNmFFUXxBQ3Jtc0ttWWlMM0FQTXdtUHFBajNmbUF6c1gwNTlNX3lzRjVDSjloNlg4M2R6S2d3dDluVGFNVDktV1RVVFhiNXp3azhOcmF0eGdhMW95YmdMQkhkaF9rVjdwVDR6MUxOeGxDQVI1bE9ycWpJYTlKZ3BhODFJNA&q=https%3A%2F%2Fwww.think-circular.eu&v=_YSkCHiRMsU
https://www.youtube.com/redirect?event=video_description&redir_token=QUFFLUhqbTFFSGFhWnZfeGZnOENHa25uazZDWFpnV0Nad3xBQ3Jtc0ttMnF5bmQ5VDZHcnNwbEpyRDdlbFBjT0tTY0lSVE1Ca3lKVUd3b3k1c0dCRVM0WnVXMXdPUFpBSktSQTlZMTVrbm1VVmtqOUt6bmdZdTNtYW1vX0pyRzk4eDllRkZqNGZYTVFwS1g0Y2djY1VpRElVQQ&q=https%3A%2F%2Fwww.thereformation.com&v=_YSkCHiRMsU
https://www.youtube.com/redirect?event=video_description&redir_token=QUFFLUhqa3QyLS0yNmFUWHd5TVZObDdWMDBjUDhtZFpwd3xBQ3Jtc0ttYnU2eW9pZ3dkN05ZS3BPQy03eFRkb3pWTmRQUjJzamtaNGpLdDU0NHV0UnlGWFlJVEJaQnVfUlF2NVlKX0FzLVdfWDJXdDYxdFZOMllmdDlBU2h5R0szemQ3LUM4M1c3djkxOUxhTHJfbmVUS2NXcw&q=https%3A%2F%2Facsclothing.co.uk&v=_YSkCHiRMsU
https://realsustainability.org/how-to-decarbonise-your-business/
https://realsustainability.org/how-to-decarbonise-your-business/
https://www.zerohour.uk/
https://www.zerohour.uk/


THE FASHION INDUSTRY
IS PROPPED UP BY
FOSSIL FUELS.

"

Think out of the box. This decade is about changing
the way we have done things. 

Learn from best practice in your area and join
Fashion Declares webinars, follow us, check out the
resources and events sections and sign up for our
newsletter to learn and share resources with
colleagues. Fashion Declares is committed to
achieving real net zero by 2030 or soon after. 

Sustainability teams and Boards need to engage
everyone and all stakeholders. Everyone has a part
to play so if you have ideas share them.

GHG emissions can be divided into Scopes 1,2 and 3
as follows:

Scope 1 – fuel combustion, company vehicles
Scope 2 – purchased electricity, heat and steam
Scope 3 – supply chains, purchased goods and
services, business travel, employee commuting,
waste disposal, use of sold products, transportation
and distribution (up- and downstream, investments,
leased assets and franchises.

Targets should address all ‘Scopes’ of emission.
A product’s in-use emissions (consumer phase in
the life cycle) need to be addressed. Brands can
educate their customers to look after their clothes
to wash their clothes less and at a low temperature
and avoiding tumble drying and ironing. This will
reduce Scope 3 emissions.

Regenerative Agriculture, along with Degrowth
holds the key to our future.

A major challenge is that brands move from factory
to factory and country to country, looking for the
cheapest prices and the fastest turnaround. The
issue is mainly one of policy; most fashion is made
in countries that run on coal. The United Nations
Fashion Charter for Climate Action committed to
stopping the use of coal by 2025, but Nike is the
only brand that has taken real action in this area, by
helping its footwear suppliers electrify all of their
boilers. The Apparel Impact Institute and Fashion
for Good estimate that it will take a trillion dollars in
global investment to decarbonise the industry.
However it is not currently the practice that brands
give financial support to factories - brands can start
by partnering with regular, well paid workers.

Brands need to look at cutting emissions through
product returns process and distribution too. This
will impact the critical path and offer new ways to
change your business models - talk to your
stakeholders, look at setting up reselling of pre-
loved clothes, repair, rental etc.

Decarbonising your fashion company means
switching to low impact, regenerative and recycled
fibres and materials. Steer clear of virgin polyester
and other virgin synthetics. Fashion companies
report that up to 70% of their carbon footprint is in
the raw materials they use. The fashion industry
must reach real net zero (not relying on carbon
offsetting, capture and other unproven
technologies) by 2030 or soon after by cutting
emissions. This means partnering with suppliers to
switch to renewable energy and other
environmental and social innovations.
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https://unfccc.int/climate-action/sectoral-engagement/global-climate-action-in-fashion/about-the-fashion-industry-charter-for-climate-action
http://wwwen.ipe.org.cn/GreenSupplyChain/BrandStoryDetail.aspx?id=58
https://www.wired.com/story/fashion-industry-reduce-emissions/


The industry should use natural materials produced
through the principles of regenerative organic
agriculture, favouring small scale and local
producers. This will radically promote soil health,
restoration of ecosystems, biodiversity and carbon
drawdown. All materials should be independently
recognised or certified. Decarbonising your supply
chain could also involve adding lines of carbon-
neutral handcraft textile production. 

WHAT TOOLS ARE THERE TO HELP ?

The first step in a company setting out a real net
zero strategy is to quantify its baseline emissions
for all its tiers of operation. There are a number of
service providers eg Green Element a London based
consultancy which will support SME organisations
(used by Finisterre) become more environmentally
responsible with bespoke solutions. It has helped
over 120 organisations. The Science Based Target
Initiative supports large scale organisations in
determining baseline and emissions and developing
a reduction strategy.

TODAY'S IPCC. . .REPORT
IS A CODE RED FOR
HUMANITY.  THE ALARM
BELLS ARE DEAFENING,
AND THE EVIDENCE IS
IRREFUTABLE.  

" CODE RED FOR HUMANITY

In 2021, the IPCC reported that we are facing CODE
RED for humanity and that the narrow window of
opportunity is closing fast. We need urgent, radical
action to keep to 1.5°C global heating alive; we are
heading for 2.9°C above pre-industrial levels
according to CAT. Within 50 years one billion people
will live in insufferable heat. One billion people will
live in insufferable heat within 50 years – study |
Climate crisis | The Guardian.

The concern is that, with the trend of increasing
consumption, fashion industry emissions are only
set to increase; the fashion sector is predicted to
contribute to more than 26% of the world’s annual
carbon budget associated with a 2°C pathway by
2050. There has also been a dramatic growth in
synthetic textiles derived from fossil fuels. A
polyester shirt has more than double the carbon
footprint of a cotton shirt.
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https://www.greenelement.co.uk/
https://sciencebasedtargets.org/resources/files/SBT_App_Guide_final_0718.pdf
https://climateactiontracker.org/publications/time-to-boost-national-climate-action/
https://www.theguardian.com/environment/2020/may/05/one-billion-people-will-live-in-insufferable-heat-within-50-years-study
https://www.theguardian.com/environment/2020/may/05/one-billion-people-will-live-in-insufferable-heat-within-50-years-study
https://www.theguardian.com/environment/2017/nov/28/stella-mccartney-calls-for-overhaul-of-incredibly-wasteful-fashion-industry


The Swedish Textile Initiative for Climate Action
(STICA) supports apparel and textile companies
operating in both the Nordic and international
markets to set science-based targets and reduce
their greenhouse gases in line with 1.5°C warming
pathway, share best practise, collaborate and
develop a roadmap and implementation plan.

Fashion Pact is a global coalition of companies in
the fashion and textile industry (ready-to-wear,
sport, lifestyle and luxury) including their suppliers
and distributors, all committed to a common core of
key environmental goals in three areas: stopping
global warming, restoring biodiversity and
protecting the oceans. Signatories include Adidas,
Chanel, Chloe and Nike.

WHO'S TAKING ACTION?

SBT App Guide
‘This Changes Everything’ by Naomi Klein,
‘Regeneration’ by Paul Hawken (see also
regeneration.org), ‘The Uninhabitable Earth’ by
Davis Wallace-WellS
Reformation Sustainability Report

SUGGESTED READING

Climate Change – The Facts with Sir David
Attenborough 
Science Based Targets Sign up and become part
of the future 
Textile Exchange: Climate+
Deep Dive Webinar GHG Emissions Metric, by
The Industry We Want 

SUGGESTED VIEWING 
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https://sustainablefashionacademy.org/STICA
https://thefashionpact.org/
https://sciencebasedtargets.org/resources/legacy/2019/06/SBT_App_Guide_final_0718.pdf
https://www.thereformation.com/sustainability-report-q2-2022.html
https://www.youtube.com/watch?v=EOctIuyVfnA
https://www.youtube.com/watch?v=L8QnbWvJxXs&t=39s
https://www.youtube.com/watch?v=KS6LFQsMsSA
https://www.youtube.com/watch?v=paQCv8ARcgI&t=1s


HOW TO SWITCH TO LOW-IMPACT
MATERIALS, PROMOTE
BIODIVERSITY & REGENERATIVE
FARMING? 

Most of us have no idea about the impact of a cow
on the planet and how it becomes our favourite bag
or about the health of the soil that grows the cotton
for our favourite t-shirts and jeans. Consumers and
brands are often unaware of the impact of the
materials they use. The carbon footprint of different
materials varies greatly. A polyester shirt has more
than double the carbon footprint of a cotton shirt.
Brands are waking up to the fact that as much as
70% of the footprint of their products are at the
material stage and shifting to low impact or
'preferred'  regenerative and recycled fibres and
fabrics is key.

Sarah Compson (Soil Association/Textile
Exchange), 
Debbie Luffman,  (Formerly Finisterre/
ThinkCircular/Hubbub/Fashion Declares), 
Aneel Kumar Ambavaram, (Raddis Cotton), 
Jo Dawson, (H. Dawson Wool/HD Wool/The
Woolkeepers), 
Tamsin Lejeune (Common Objective)

This Fashion Declares webinar focussed on how to
shift to low-impact materials and best practice in
fashion value chains.

We heard from experts from across the field: 

Buyers need to work closely with farmers.

FOSSIL FUELS AND FASHION

The fashion industry is propped up by fossil fuels
which are responsible for 89% of global GHG
emissions. Two thirds of fibres and materials are
fossil fuel derivative chemicals as are the chemicals,
dyes used to colour, print and finish them. Even
conventional cotton is grown with heavy use of
fossil fuel derived fertiliser and pesticides. The
fibres, fabrics and garments are then ginned,
manufactured and stitched in oil, gas and coal-
powered factories. We need to cut overall
production and switch to low impact materials and
renewable energy-powered factories and
distribution urgently. 

Many fashion companies report that 70% of their
carbon footprint is from the raw materials they use.
The fashion industry must reach real net zero
carbon (not relying on carbon offsetting, capture
and other unproven technologies) by 2030 or soon
after through rapid emissions reduction. Fashion
must shift to low impact materials and stop using
virgin synthetic fibres in favour of recyclable,
biodegradable materials.
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https://www.youtube.com/watch?v=DbEsES-p5Gc


TWO THIRDS OF FIBRES
ARE PRODUCED WITH
FOSSIL FUELS.

"To find out about low impact materials, look at
Sustainable Angle and visit their Future Fashion
Expo. Another leader in the space is Textile
Exchange. Textile Exchange develops, manages, and
promotes a suite of leading industry standards, as
well as collects and publishes critical industry data
and insights that enable brands and retailers to
measure, manage and track their use of preferred
fiber and materials. They have some great tools
available such as the Global Fibre Impact Explorer
and Leather Impact Accelerator.

The industry should use natural materials produced
through the principles of regenerative organic
agriculture, favouring small scale and local farmers
and producers.

This will radically promote soil health, restoration of
ecosystems, biodiversity and carbon drawdown. All
materials should be independently recognised or
certified where possible. Switching to low impact
fibres and production in your supply chain could
also mean adding products made by carbon-neutral
handcraft textile methods.

REGENERATIVE AGRICULTURE, FIBRES AND
FABRICS

Regenerative agriculture is farming using a set of
principles where practices consistently restore the
quality, health and resilience of the soil, water, air,
ecosystems, and biodiversity. It recognises the link
between agriculture and natural eco-systems. Often
it means going back to more traditional, small-scale
methods of farming that are now proven to help
flood and crop resilience. The term regenerative
agriculture was coined by the Rodale Institute in the
1980s and together with the Soil Association, they
have championed organic agriculture, organic
cotton and other fibres over the years. 

Fibres and foods grown through regenerative
farming practices protect land from contamination
by pesticides and insecticides. They also actively
work to improve soil live matter, the biota that live
within it, ecosystems and habitats promoting
biodiversity and resilience. Regenerative farming
also helps reverse climate change through carbon
drawdown and an improved water cycle. In doing
so, crops are healthier and problematic pests are
reduced as natural eco-systems that keep them in
check are restored. Small scale farmers are the
stewards of the land and their sustainable farming
knowledge should be respected and supported by
brands through better buying practices. This is how
we farmed until the introduction of fossil fuel-
derived fertilisers and pesticides in the late 1930s.

Organic cotton removes the use of toxic chemicals
and uses significantly less water than conventional
cotton as soil health is promoted. Brands are
moving towards GOTS (Global Organic Textile
Standard) certified cotton (GOTS the leading
organic textile standards) and supporting their
farming suppliers to transition to GOTs.

Emerging brands are also working with other low
impact materials such as flax, linen, hemp and other
low impact plant fibres.
Production volumes and consumption can be
reduced through the circular economy one aspect of
which is recycling clothing and footwear. To make
this more efficient, we need to design using fewer
materials and blends.  

WHAT IS REGENERATIVE FARMING?
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https://thesustainableangle.org/
https://thesustainableangle.org/
https://textileexchange.org/
https://textileexchange.org/standards/
https://textileexchange.org/preferred-material-toolbox/
https://global-standard.org/


Adopting better buying practices and / or buying
organic and regenerative certified fibres and fabrics
are a good place to start. Don’t forget to check
farmers and worker’s rights, pay and working
conditions are protected and that they have
representation.

Just like the food industry, fashion isn’t far behind
when it comes to promoting regenerative
agriculture. The North Face, Burberry, Timberland,
Patagonia, Stella McCartney and Eileen Fisher have
all invested in regenerative agriculture. The Kering
luxury group was co-founder of the Regenerative
Fund for Nature aims to adopt regenerative
practices across one million hectares of crop and
rangelands.

The brand Chloe aimed to achieve 50% of
production of low-impact materials in 2021. Its
target is 90% low impact materials by 2025.
If you’re a buyer in the US, take a look at
Patagonia’s Organic certification here.

Fibreshed is an inspirational resource. A non-profit,
global organisation focused on regional and land
regenerating natural fibre and dye systems. Its work
expands opportunities to implement climate
beneficial agriculture, rebuild regional
manufacturing, and connect end-users to the
source of fibre through direct educational offerings. 

The EU strategy for sustainable textiles is intended
to help the EU shift to a climate-neutral, circular
economy where products are designed to be more
durable, reusable, repairable, recyclable and
energy-efficient. To find out more about sourcing
sustainably and responsibly produced materials
visit The Sustainable Angle’s 10th Future Fabrics
Expo.

WHO'S TAKING ACTION?

We have alternatives. We must learn to live
systemically and protect our soils. Materials have a
significant impact in the overall emissions
associated with garments and textiles. Around 10%
of Levis Strauss emissions are associated with
cotton cultivation and 31% with fabric production
(sciencebasedtargets.org). The footprint of cotton
is mainly associated with the use of water,
pesticides and fertilisers. Toxic chemicals in
pesticides and fertilisers are also responsible for
significant pollution as are the chemical dyes that
are used in fabric production and finishing.

Monocrop agriculture, as well as the chemicals
used, degrades soil health and reduces its ability to
sequester carbon from the air. Because almost half
the land that can support plant life on Earth has
been converted to croplands, pastures and
rangelands, soils have actually lost 50 to 70 % of
the carbon they once held. (‘Soil is miraculous’)
How regenerative agriculture could transform
fashion | Euronews)

WHY FASHION NEEDS TO ACT NOW
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https://www.kering.com/en/sustainability/safeguarding-the-planet/regenerative-fund-for-nature/
https://www.patagonia.com/our-footprint/regenerative-organic-certification.html)
https://emea01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fec.europa.eu%2Finfo%2Flaw%2Fbetter-regulation%2Fhave-your-say%2Finitiatives%2F12822-EU-strategy-for-sustainable-textiles_en&data=04%7C01%7C%7C83ca1f1db11b4112f4de08d9b8b30c35%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637743901403949222%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=W7PhYy8pB5bXOQAbq6%2BZ8NpJMKB4GfFiRRfSQNXbpOg%3D&reserved=0
https://thesustainableangle.org/future-fabrics/
https://sciencebasedtargets.org/resources/legacy/2019/06/SBT_App_Guide_final_0718.pdf
https://www.euronews.com/green/2021/07/09/soil-is-miraculous-how-regenerative-agriculture-could-transform-fashion


Materials produced from animals, including wool
and leather, typically result in habitat destruction
and biodiversity loss. Intensive farming has low
standards of animal welfare. However, provided
animals are treated humanely and do not graze in

SUGGESTED READING

THE FOOTPRINT OF
COTTON IS MAINLY
ASSOCIATED WITH THE
USE OF WATER,
PESTICIDES AND
FERTILISERS

"

Harm in the Guise of doing Good – Fibreshed
Beyond Organic: Brands That Use Traceable
Cotton and Support Regenerative Cotton
Farmers – Ecocult
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highland areas that would be best left to rewild and
draw down carbon, materials like sheep’s wool in
the UK, are far better than using synthetics
materials. Whilst we shift away from virgin
synthetics to low impact materials and regenerative
agriculture, we must cut resource use by 75%-95%
we must redesign the fashion industry to operate
within planetary boundaries.

FASHION INDUSTRY ACTION PACK

SUGGESTED WATCHING 

10th Future Fabrics Expo by The Sustainable
Angle

https://fibershed.org/2022/01/05/harm-in-the-guise-of-doing-good/
https://ecocult.com/brands-traceable-organic-regenerative-sustainable-cotton/
https://www.youtube.com/watch?v=7tcUQIywGwU


HOW TO MAKE
FASHION CIRCULAR?

In recent decades we have become a throwaway
society. In the past, repairing clothes, passing them
on and buying pieces to last was the norm. We need
to transform our linear economy and every aspect
of our take – make - waste system: reduce resource
use, how we make and use products for maximum
utilisation, how we can eradicate waste and redefine
it as a material resource. Only then can we create a
thriving circular economy that operates within
planetary boundaries that can benefit everyone.
According to figures published by Oxfam, more than
70% of clothes donated globally make their way to
Africa. Kantamanto market, in Accra, Ghana has
been profoundly affected by the dumping of second
hand clothes that The OR Foundation, say 40% of
which “end up in landfill almost immediately”. Other
countries are struggling under it all, banning second
hand clothes imports and for a slowdown.

HOW DO WE CHANGE TO A CIRCULAR
ECONOMY? 

 involved in the fashion industry; it can create new
opportunities for growth that are distributed,
diverse, and inclusive.

The circular economy gives us the chance to cut
production and tackle waste, pollution, the climate
and biodiversity crises together, while addressing
important social needs. It gives us the opportunity
to create jobs locally and in the global south – as
well as leading an important cultural shift to
reducing mass consumption. The average consumer
buys 60% more clothing compared to 15 years ago,
yet due to the lower quality of items, wears each
item of clothing for half as long.
In September 2021, the British Fashion Council
(BFC) urged government and retailers to work
towards halving consumer demand by 2030 by
replacing new fashion products with pre-owned,
repaired, rental and virtual outfits to reduce waste
and enable a circular economy.

This is one of a list of recommendations to the
fashion industry from BFCs’ The Institute of Positive
Fashion ‘The Circular Fashion Ecosystem Project’,
which came about largely thanks to pressure from
fashion influencers, pioneering ethical brands,
campaign groups and citizens. 

In the words of the Ellen MacArthur Foundation, a
leading NGO in the field, “a circular economy is
bigger than incrementally reducing the harm of our
current model”. It is underpinned by three
principles, all led by design: eliminate waste and
pollution, keep products and materials in use and
regenerate natural systems. For fashion it means
ensuring that products are used more, are designed
to be made again and are made from lowest impact,
recycled or renewable inputs.

A circular economy for fashion creates better
products and services for customers, contributes to
a resilient and thriving fashion industry, and
regenerates the environment. It can prioritise the
rights and equity of everyone
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https://theor.org/
https://realsustainability.org/fashions-circular-future/
https://www.ethicalconsumer.org/fashion-clothing/fast-fashions-addiction-synthetic-fibres


Their vision requires industry and government to
work together. It will need significant investment,
large-scale innovation, transparency, and
traceability. There is a strong case for climate
finance here to be used to support a just transition
creating livelihoods in the circular economy in
producer countries like Bangladesh.

It should be noted that, while recycled synthetic
materials are undoubtedly better for the
environment than those made from virgin
synthetics, but their planetary impact is still high in
terms of microfibre shedding and length of time to
decompose. Even those garments that are starting
to be recycled – either via a chemical or mechanical
process and respun – must be balanced by whether
yet more harmful chemicals and energy are required
to recycle the fabrics and spin new fibres.

For many, going circular seems impossible in a
highly competitive and lucrative industry with
complex supply chains spanning the globe. But in
fact, the knowledge, the processes and the
technology are almost all in place to enable it –
what is lacking is the vision and the commitment to
action as entrenched thinking and behaviours get in
the way.

HOW DO WE CHANGE TO A CIRCULAR
ECONOMY? 

Design briefs could help by detailing the proposed
life cycle of the garment. How robust is it? Will it
stand being worn by multiple users? How easy is it
to repair and fix? What materials and blends is the
whole product made of? How easy is it to recycle
and repurpose? How much fabric wastage will the
garment require in the design? The Swedish Fashion
Association point out that 80% of a garment’s
sustainability will be decided in the design process.
A critical enabler of the circular economy is a ledger
system for materials or material passports using
blockchain or other decentralized, open information
technologies.

WHO'S TAKING ACTION?

The EU strategy for sustainable textiles  is intended
to help the EU shift to a climate-neutral, circular
economy where products are designed to be more
durable, reusable, repairable, recyclable and
energy-efficient. To find out more about sourcing
sustainably and responsibly produced materials go
to 

Although some brands have started to embrace the
circular economy, the challenge remains huge.
Overall, less than 1% of the material in clothing is
recycled into new garments. Some brands like
Ecoalf, are making it part of their DNA, supporting a
network of fishermen to collect oceanwaste and
have designed hundreds of new, innovative recycled
materials from it.

However, a value-added circular economy, where
companies earn several times from the one product,
is now looking to take the place of the traditional
linear model.
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https://ec.europa.eu/info/law/better-regulation/have-your-say/initiatives/12822-EU-strategy-for-sustainable-textiles_en
https://ec.europa.eu/info/law/better-regulation/have-your-say/initiatives/12822-EU-strategy-for-sustainable-textiles_en
https://ecoalf.com/en


The resale of clothes accounts for 9% of the market
but it is the fastest growing market and based just
on current trends it is on track to make up 18% by
2030 according to the ThreadUp Resale Report
2021.

Exeter based, sustainable boutique Sanchos
recently developed their business to include OWNI –
a blockchain enabled circular resale platform.

In the year of its ‘Don’t buy it’ campaign Patagonia
saw its revenue grow about 30% by attracting new
customers attracted to its uncompromising integrity
– this it invested in its second-hand clothing system.

Patagonia demonstrates an example of building
high quality clothes made to last and creating
facilities to buy second hand or repair.
There are a growing number of platforms for resale
and sharing (such as Depop, Vinted, Reskinned and
of course Ebay) as well as brand owned sites such
as Finisterre’s Lived and Loved and Vivos Barefoots
Revivo).

WHY FASHION NEEDS TO ACT NOW?

Each year millions of tonnes of clothes are
produced, worn, and thrown away. Every second,
the equivalent of a rubbish truck load of clothes is
burnt or buried in landfill. Waste occurs throughout
a garment’s life cycle, culminating in 57% of
discarded clothes going to landfill each year. In the
UK, more than 30%  of our unwanted clothing
currently goes to landfill.

Huge quantities of fabric are wasted during the
production process of clothes. Some brands are
working with left over and roll end fabrics. Better
design, zero waste pattern layout and waste
management offers huge cost savings and
environmental benefits.

IN THE UK,  MORE THAN
30% OF OUR UNWANTED
CLOTHING CURRENTLY
GOES TO LANDFILL.

"
SUGGESTED READING

Vision of a circular economy for fashion |
Shared by Fashion (thirdlight.com)
WRAP Valuing Our Clothes the Cost of UK
fashion
The Circular Economy: Moving from theory to
practice 
The Future of Fashion Resale Report Bof
Insights
instituteofpositivefashion.com
Latvia: Drowning in Textiles 

SUGGESTED VIEWING 

Meet the Designers Eliminating Waste –
YouTube
Make a circular economy for fashion: Ellen
MacAruthur Foundation – YouTube
www.fashionscapes.co.uk/films/fashionscapes-
circularity
www.circle-
economy.com/programmes/textiles/switching-
gear
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https://www.thredup.com/resale/#resale-industry
https://www.owni.app/
https://finisterre.com/pages/lived-loved
https://www.revivo.com/
https://www.commonobjective.co/article/fashion-and-waste-an-uneasy-relationship
https://clothesaid.co.uk/about-us/facts-on-clothes-recycling/#:~:text=This%2520equates%2520to%2520more%2520than%252030%2525%2520of%2520our,That%25E2%2580%2599s%2520enough%2520to%2520fill%2520459%2520Olympic-size%2520swimming%2520pools.
https://clothesaid.co.uk/about-us/facts-on-clothes-recycling/#:~:text=This%2520equates%2520to%2520more%2520than%252030%2525%2520of%2520our,That%25E2%2580%2599s%2520enough%2520to%2520fill%2520459%2520Olympic-size%2520swimming%2520pools.
https://clothesaid.co.uk/about-us/facts-on-clothes-recycling/#:~:text=This%2520equates%2520to%2520more%2520than%252030%2525%2520of%2520our,That%25E2%2580%2599s%2520enough%2520to%2520fill%2520459%2520Olympic-size%2520swimming%2520pools.
https://emf.thirdlight.com/link/nbwff6ugh01m-y15u3p/@/preview/1?o
https://wrap.org.uk/sites/default/files/2020-10/WRAP-valuing-our-clothes-the-cost-of-uk-fashion_WRAP.pdf
https://www.mckinsey.com/~/media/McKinsey/Business%20Functions/Sustainability/Our%20Insights/The%20circular%20economy%20Moving%20from%20theory%20to%20practice/The%20circular%20economy%20Moving%20from%20theory%20to%20practice.ashx
https://www.mckinsey.com/~/media/McKinsey/Business%20Functions/Sustainability/Our%20Insights/The%20circular%20economy%20Moving%20from%20theory%20to%20practice/The%20circular%20economy%20Moving%20from%20theory%20to%20practice.ashx
https://www.businessoffashion.com/reports/retail/the-future-of-fashion-resale-report-bof-insights
https://instituteofpositivefashion.com/
https://realsustainability.org/latvia-drowning-in-imported-textiles/?_ga=2.67211602.251586807.1638213201-674045715.1638213201
https://realsustainability.org/latvia-drowning-in-imported-textiles/?_ga=2.67211602.251586807.1638213201-674045715.1638213201
https://www.youtube.com/watch?v=oOKpymOgqWw
https://www.youtube.com/watch?v=3iKHr-JnWYA
https://www.fashionscapes.co.uk/films/fashionscapes-circularity
https://www.circle-economy.com/programmes/textiles/switching-gear


HOW TO REDUCE WATER
USAGE & POLLUTION?

Mark Sumner (Lecturer Sustainability, Fashion &
Retail at University of Leeds)
Maddy Cobbing (Campaigner and co-ordinator
for Greenpeace UK and Greenpeace
International)
Craig Smith (Research And Development
Director at PANGAIA)
Lavinia Muth (Social and environmental justice
expert, former Corporate Responsibility lead at
ARMEDANGLES).

Watch the Fashion Declares webinar on this topic.

The fashion industry is the third largest user of
increasingly scarce resources of water globally. Not
only fibres used for fashion, but the processing and
finishing of materials.
Add to this the chemicals and pollution from
pesticides, fertilisers, dyes and finishes produce a
toxic chemical cocktail which is a lethal burden to
our ecosystems. How can the fashion industry rein
in its impact on human health, nature, and
biodiversity?

Hosted by Safia Minney, the was panel a mix of
industry experts and leading brands:

Drinking water makes up only three percent of water
on the planet. Water is becoming scarcer in many
regions globally as a direct result of climate change.
Climate scientists have concluded that human-
induced climate change has contributed to
increases in agricultural and ecological droughts.
More than 2 billion people are already living in
water-stressed countries, and this number is set to
grow. As global warming continues, droughts will
become increasingly common, compromising our
ability to produce enough food for the world’s
growing population. The fashion industry plays a
dual role. First, it is a huge consumer of increasingly
scarce water. Second, clothing manufacture and
waste pollutes waterways on a grand scale.

According to Common Objective, the fashion
industry is the third largest user of water globally,
after oil and paper. The organisation estimates that
the fashion industry currently uses around 93 billion
cubic metres of water annually. Alarmingly, on
current trends this is set to double by 2030.
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https://www.youtube.com/watch?v=Qk7ie6tFEsA&t=3001s
https://fashion-declares.org/topic/5-how-to-reduce-water-usage-and-pollution/blank


What's the reason for the industry’s heavy demands
on water? Crops used in fashion, in particular
cotton, use vast quantities of water for irrigation.
Conventional cotton is a very thirsty crop, requiring
2,700 litres of water — what one person drinks in
two-and-a-half years — to make one cotton shirt. In
areas already facing water stress, cotton production
can be particularly damaging. Unfortunately, the
regions where cotton is grown to make clothing are
often also drought-prone. In Central Asia the Aral
Sea has nearly disappeared because cotton farmers
draw excessively from the Amu Darya and Syr Darya
rivers. Climate experts expect that soils in some
cotton-producing areas such as central Asia will get
drier as the world’s temperatures increase, as
shown in the map at the bottom of this section.

The second way in which the fashion industry poses
a threat to global water supplies is through
pollution. Conventional cotton uses large quantities
of insecticides and pesticides which are toxic, as
well as fertilisers which are rich in nitrogen and
phosphorus. When these chemicals get into bodies
of water such as lakes or coastal areas, they can
create “dead zones” where marine life cannot
survive. Dyes used for clothing, unless natural, also
contain toxic compounds and are often discharged
untreated in countries with poor environmental
standards, leading to further pollution of vital water
supplies. This is a serious threat to biodiversity in
areas of cotton production.

According to the European Parliament, exposure to
chemicals including pesticides is associated with
long-term health risks to farmers, their families and
those living close to farming areas.  These range
from respiratory, integumentary, cardiovascular,
gastrointestinal, and neurological problems – a
huge problem when we consider that cotton
production employs close to 7% of all workers in
developing countries.

Fashion brands can take action in many different
ways to reduce their water footprint. The industry
should use natural materials produced through the
principles of regenerative organic agriculture,
favouring small scale and local producers. 

Organic cotton production is known to have lower
water use because it uses no chemicals. Changing
the way cotton is grown will not only save water: It
can also restore biodiversity and promote soil
health, meaning that soils can absorb more of the
carbon emissions that industrial processes release
into the atmosphere. This is called carbon
drawdown.

All materials should be independently recognised or
certified as meeting international standards, for
example as organic or Fairtrade certification or, as a
start, the Better Cotton Initiative.

Brands should make a point of partnering with
suppliers' production sites that recycle or re-use
treated water effluent from processing. They must
also work with industry partners to reduce and
remove water use from dyeing, stone-washing and
finishing processes. Reducing water usage within
your company’s supply chain could also involve
adding lines of low water usage handcraft textile
production.

IN THE UK,  MORE THAN
30% OF OUR UNWANTED
CLOTHING CURRENTLY
GOES TO LANDFILL.
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Finally, it’s vital that apparel companies educate
their customers to reduce the amount of water and
energy used in laundering their clothes. This can be
done by providing labels in clothes that discourage
unnecessary washes and dry cleaning, which uses
highly toxic chemicals.

However, fewer than half (62) of the 136 companies
CDP asked to provide data did so, and of those that
reported, only one in 10 (including Gap, H&M and
Kering) were aware that water pollution is a risk
across every stage of the apparel value chain. H&M
was the only reporting company to mention
microplastics or microfibers in their disclosure.

WHY FASHION NEEDS TO ACT NOW

According to the World Bank, water pollution is an
‘invisible crisis’. Meanwhile UN estimates suggest
that globally, 80-90 percent of wastewater is
returned to the environment untreated.

Garment and textile production results in significant
unabated pollution. Around 85 percent of water
used in textile processing goes into dying the
fabrics, which, in many cases, leads to run off,
thereby polluting nearby water sources.

The average amount of global industrial water
pollution that can be attributed to garment
manufacturing is 20 percent. Most dyestuffs are
synthetic containing toxic compounds. Conventional
textile dyeing and finishing of the raw fibre is both a
thirsty and polluting business. It’s 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.

Denim is a particularly significant issue. To get that
‘lived in’ look, denim is subjected to several
chemical-intensive washes. Those chemicals include
cadmium, chromium, mercury, lead, copper, and
manganese, which has been associated with brain
damage.

Recently we have discovered that the fashion
industry is a significant source of the plastic
microfibres water pollution which are shed from
synthetic clothing when washed.

WHY FASHION NEEDS TO ACT NOW

Seven years after Greenpeace started the Detox My
Fashion campaign, asking fashion companies to
stop polluting waterways with hazardous chemicals
from clothing production, the 80 companies that
took the pledge to phase out these chemicals by
2020 have achieved significant progress.  Even so,
many of these brands are only starting to recognise
the need to establish long-term relationships with
tier 2 and tier 3 suppliers in order to be able to
implement Detox. Check out ZHDC.

HUMAN-INDUCED CLIMATE
CHANGE HAS
CONTRIBUTED TO
INCREASES IN
AGRICULTURAL AND
ECOLOGICAL DROUGHT.  

"
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Brands are starting to take action. Kering has
developed an innovative tool for measuring and
quantifying the environmental impact of its
activities. The company has been working with its
suppliers to improve processes, and implement
programs to protect the environment all along the
supply chain. After joining WRAP’s Sustainable
Clothing Action Plan, Whistles switched BCI cotton,
which contributed to a reduction of over 70% in
water footprint. Gap has set a water reduction goal.
The company has also committed to improving
water access and quality in the regions where it
operates. WRAP reports that Sustainable Clothing
Action Plan (SCAP) signatories have made
significant improvements reducing water by 13.5%
per tonne of clothing since 2012.

Continental Clothing is a leader in this area: Their
organic certified fabrics are dyed in a zero-
discharge dyehouse, where all the water is recycled
in a closed-loop system. It recently passed the
Detox to Zero audit in its dye house and printing
works in India. It was very enlightening because it
found some heavy metals in the sludge, even 

though they had been certified under GOTS and
OEKO-TEX® Standard 100 Annex 6, and run a zero-
discharge operation. When it comes to jeans, major
retailers have made significant changes. Levi’s®
has developed more than 20 innovative techniques
for finishing denim, all of which use less of the
precious natural resource, water. Meanwhile,
Madewell’s Eco Collection uses less water, organic
cotton, and sustainable dyes; and Gap has pledged
to conserve 10 billion litres of water by 2020. AG
Jeans, is working to create all of their products in a
more sustainable way. The brand has installed more
efficient machines designed to wash more product
while consuming less water.

As things stand, there is no single way of measuring
water usage that is used consistently within the
fashion industry to measure water efficiency and
conservation. Ideally, brands would use a
recognised methodology such as Water Footprint
Assessment, ZDHC.
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HOW TO PROMOTE SOCIAL
JUSTICE & EQUALITY?

Baroness Lola Young, 
Olivia Windham Stewart (The Industry We Want)
Mariusz Stochaj (Continental Clothing)
Amirul Haque Amin (NGWF)
Emily Young (ASOS)
Safia Minney (Host).

Watch the Fashion Declares webinar on this topic.

Fashion supply chains are typically long and very
complex. Most fashion brands do not own their
manufacturing facilities. Some brands may work
with hundreds of factories at any given time. These
include the facilities that cut, sew and assemble
garments, but there are also further facilities down
the chain that produce fibre and materials, process,
weave, mould, dye and finish materials. These
factories and farms may operate in different
countries.

The webinar heard from 

best-practice frameworks to protect workers within
the supply chain, such as – but not limited to – Fair
Wear, World Fair Trade Organisation (WFTO) and
the Modern Slavery Act (Modern Slavery Act 2015
(legislation.gov.uk)). There is a need for new,
international, binding, enforceable and auditable
agreements and legislation wherever necessary.

There needs to be direct and long-term
partnerships with suppliers to invest in the supply
chain, social impact, gender equality, community
and climate resilience. Suppliers are partners in the
transformation of our industry and must be active
participants in decision-making. We advocate for
low-carbon and regeneratively-farmed fibres and
starting to incorporate low carbon products into
product ranges eg; hand production and craft-
based livelihoods at fair wages, towards a
regenerative Just Transition. The brand TOAST aims
to have 10% of the products in their collection from
craft suppliers. Check out WFTO, Common Objective
and NEST and connect buyers to artisan and craft
producers that are often social enterprises and exist
for the benefit of their member artisans.

Hand crafted textiles and fashion accessories,
through a fair trade system provide decent
livelihoods in rural areas and can support social
enterprises and cooperative models of business. In
this way, buyers have an opportunity to build close,
long-term partnerships, small runs of products and
offer their customers something truly unique whilst
creating social impact. 

There is an urgent need for legislation and
regulation to improve standards in the industry and
level the playing field so ethical brands can
compete. 

HOW DOES A COMPANY PROVIDE POSITIVE
SOCIAL IMPACT?

The fashion industry must treat all workers fairly
and with dignity. There needs to be workers’ rights,
a living wage, freedom of association, gender and
racial equality and an absence of abusive power.
Companies must adhere to existing 
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The Ethical Trading Initiative (ETI) base code is
founded on the conventions of the International
Labour Organisation (ILO) and is an internationally
recognised code of labour practice. The nine items
within the code are shown here.

Together with the ETI, FairWear has also set up The
Industry We Want as a collaborative initiative that
seeks to provide a regular check-up of the garment
and footwear industry by monitoring progress on
issues such as living wage, gender equality and
freedom of association. It brings a range of groups
together to scale better buying practice, ethical
business practice and more effective commercial
solutions.

The World Fair Trade Organisation's10 principles
are a helpful guide to better trading and buying
practices. It includes the principles such as equal
pay for equal work by women and men, freedom of
association and abiding by ILO conventions.

To encourage companies to take action to ensure
human rights and reduce environmental impacts in
their supply chains, the European Union (EU)
announced mandatory legislation on due diligence
in March 2021. This legislation in intended to
ensure respect for human rights and the
environment throughout the entire supply chain. On
10 March 2021, the European Parliament approved
an outline proposal for the EU Directive on
Mandatory Human Rights, Environmental and Good
Governance Due Diligence. The CBI expects the
European Parliament to approve this new legislation
in 2022. After this, the EU member states will be
given time to include it in their national legislation.
This means that the new law will likely be in place
from 2023.

Since the Rana Plaza tragedy in Bangladesh and
increased focus on factory safety, transparency and
sustainability fashion companies have started to
map out their supply chains, sub-contracting and
excessive overtime resulting in worker exploitation,
repression and severe health and safety issues, but
compliance and reporting needs to become
mandatory.

Automation hasn’t been adopted widely in the
sector yet, partly because it would cost more to
automate the process, but the threat of job losses
must not be used to undermine workers rights
further. Workers need to be trained to adapt to the
threats to their livelihoods. Industry and
governments must step up to support workers and
reskill and support new sectors that will provide
them with decent livlihoods.

Transparency is critical to monitoring and improving
supply chain impacts along with other issues.

THERE IS AN URGENT
NEED FOR LEGISLATION
AND REGULATION TO
IMPROVE STANDARDS IN
THE INDUSTRY.

"
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Fashion Revolution’s Transparency Index 2022 is a
very useful tool. TrusTrace offers a state-of-the-art
digital platform for product traceability and supply
chain transparency.

access to education and promoting female
entrepreneurship. It seeks to have a positive social
impact through the production and by working with
social enterprises to impact women’s lives positively
and has partnered with WFTO. It's Sustainability
Strategy has 4 pillars: people, fair and equal
opportunities, sourcing, positive impact and
communities and impact on the planet.

WHO'S TAKING ACTION

The Asia Floor Wage Alliance (AFWA) was founded
in 2007 as an Asian labour-led global labour and
social alliance across garment producing countries
(such as Bangladesh, Cambodia, India, Indonesia,
Pakistan and Sri Lanka) and consumer regions.
Their focus is on a living wage, freedom of
association and gender-based violence.

The organisation Fair Wear is facilitating the
inclusion of workers’ voices into the conversation
around sustainability. It was set up over 20 years
ago with a focus on helping workers in the
manufacturing process supply chain realise their
right to freedom of association, benefit from gender
equality and earn a living wage.

The brand Continental Clothing has been a market
leader in progressive, sustainable manufacturing
since 1998 and has been awarded leader status by
the Fair Wear Foundation for its labour standards. It
has found that adding just 10 pence per t-shirt at
the factory gate in India pays for a living wage of all
the workers.

Chloe started three years ago the first partnership
with UNICEF “Girls Forward” dedicated to girls 

WHY FASHION NEEDS TO ACT NOW

FASHION HAS BOTH A
SYSTEMIC RACE
PROBLEM AND A GENDER
BIAS.

"Brands say that it is tough to manage their social
and environmental impacts, but just as they manage
the details of design, production and delivery, they
are stepping up to look at these with the same eye
for detail, from carbon emissions, ecological
damage, water use, pollution and worker
exploitation and it’s cause and solutions.

Fashion has both a systemic racism problem and
gender bias in that people of colour and women are
exploited throughout the industry and
underrepresented in decision making and on
boards. See the work of FACE. We need more
pioneering, black creatives like Virgil Ablohwho
sadly passed away in November 2021 aged 41.
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There needs to be a just transition which embraces
the diverse voices, viewpoints, and lived
experiences (including indigenous knowledge) of
workers in production countries. Social dialogue is a
key driver of this transition. Just transition
represents a fair and inclusive process that
prioritises the social needs of workers,
communities, consumers and citizens impacted by
the transition to a real net zero economy. It includes
measures to reduce the impact of job losses and
reskilling and investment into green sectors.

Anannya Bhattacharjee, Intl Coordinator for Asia
Floor Wage Alliance says: 

“We need to redistribute the power of consumption
so that we restore balance and the whole world
consumes in a sustainable way. That’s why for a just
transition, you need higher wages. You raise
everybody’s ability to buy the things they need.
Democratizing purchasing power or consumption
power automatically leads to a higher standard of
human rights and cost of living across the globe,
reducing the growing inequalities that we read
about. The workers themselves should be able to
consume what they’re producing.”

In terms of the livelihood of farmers in poor
farmers, one significant issue is that the US alone
provides three billion dollars of subsidies to US
cotton farmers each year bringing down the global
market price of cotton by 25 percent.

SUGGESTED READING

Beyond Organic: Brands That Use Traceable
Cotton and Support Regenerative Cotton
Farmers, EcoCult
‘Slave to Fashion’ by Safia Minney
‘To Die For’ by Lucy Siegle
‘Foot Work’ by Tansy Hoskins
‘Unraveled’ by Maxine Bedat
‘Fashionopolis’ by Dana Thomas
Murder, rape and abuse in Asia’s factories: the
true price of fast fashion, The Guardian

SUGGESTED VIEWING  

The True Cost movie
Sustainable Supply Chains Webinar
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HOW TO PROMOTE
GOVERNANCE, TRANSPARENCY
& ACCOUNTABILITY?

Corporate governance is the system of rules,
practices and processes by which a company is
directed and controlled. It refers to the way in which
companies are governed and to what purpose. It
identifies who has power and accountability, and
who makes decisions.

 Research by Korn Ferry shows that, based on data
from 55,000 participants in 90 countries, women
outperform men in 11 out of 12 emotional and
social intelligence categories.

Transparency in reporting, for example in terms of
environmental standards and social impact, is often
poor particularly when it comes to the long supply
chains common in the fashion industry. It is,
therefore, difficult for regulators and the public to
hold companies to account. There remains a culture
of secrecy in business as companies seek to
maintain economic advantage over their
competitors.

Generally speaking a company will need investment
from a financial institution to get started and
subsequently to develop. Historically, these
institutions paid little attention to how ethical and
sustainable a business was. This is starting to
change as financial groups, including pension funds,
apply ESG (environment, social and governance)
criteria to investment decisions.

Some financial institutions are currently going
beyond the ESGs to check that company’s
management teams are truly embedding their
mission into operations to reflect the interests of all
stakeholders.

One governance issue which has become key in
recent years is fair taxation. To maximise profits,
companies will minimise their tax liability by
locating their operations in a jurisdiction with the
lowest rate of corporate taxation - or none at all.

Corporate governance relates to the structures,
processes, standards and policies adopted by a
company or organisation. Most companies are
governed by a CEO and board of directors. Their
primary focus is to make money for shareholders
and therefore their mission is to maximise profits.
Other factors, such as environmental and social
impact, are considered externalities. Globalisation
has resulted in a shift in production, particularly in
fashion, to low income countries, such as China,
India and Bangladesh, where wages are much lower
and environmental regulations are rarely enforced.

Under representation of women and lack of diversity
remain at senior level in companies despite gains
over recent decades. 
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Environmental and social impact need to be central
to a company’s governance alongside profit.
Processes and policies need to reflect this.
Democratisation and diversification of the
company’s governing structure will lead to better
outcomes as the interests of all stakeholders will be
reflected in the way the business operates. In some
countries, including France and Germany, worker
representation on boards is a requirement. In this
country, some brands are looking to put younger
people on their boards to get a more urgent
perspective of sustainability and climate action. A
few companies have become part worker owned,
fully worker owned or cooperatives where company
strategy is determined by its workers and benefits
are distributed more equally.

The EU strategy for sustainable textiles. is intended
to help the EU shift to a climate-neutral, circular
economy where products are designed to be more
durable, reusable, repairable, recyclable and
energy-efficient.

In terms of transparency, a useful tool is Fashion
Revolution’s Transparency Index 2022.

Good On You is an app which provides consumers
with thousands of brand ratings, articles and
expertise on ethical and sustainable fashion. It
provides people with the impact of brands on people
and planet. TrustTrace offers a state-of-the-art
digital platform for product traceability and supply
chain transparency. Just Good Work is an
independent, collaborative platform, which aims to
help migrant workers avoid exploitation by
providing cost of living support and advice.

Certified B Corporation companies are a new kind of
business that balances purpose and profit. They are
legally required to consider the impact of their
decisions on their workers, customers, suppliers,
community and the environment. BCorp is a
community of leaders, driving a global movement of
people using businesses as a force for good.

There are many third party certifications that
companies can sign up to. Some relevant to the
fashion industry are the Global Organic Textile
Standard (GOTS) and Worldwide Responsible
Accredited Production (WRAP). GOTS was
developed by leading standard setters to define
world-wide recognised requirements for organic
textiles. From the harvesting of the raw materials,
environmentally and socially responsible
manufacturing to labelling, textiles certified to GOTS
provide a credible assurance to the consumer. 

HOW CAN COMPANIES IMPROVE THEIR
GOVERNANCE?

ENVIRONMENTAL AND
SOCIAL IMPACT NEED TO
BE CENTRAL TO A
COMPANY'S
GOVERNANCE
ALONGSIDE PROFIT.

"

WHO'S TAKING ACTION?
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WRAP is a non- profit global social compliance
dedicated to promoting safe, lawful, humane and
ethical manufacturing around the world through
certification and education. WRAP certification is for
the factories where goods are made, rather than for  
the end product.

SA8000 Sociability International social
responsibility standard is a code of conduct
verification and factory certification program that
enables manufacturers to demonstrate social
compliance to buyers. Largely for apparel, textiles
and manufacturing, it is the leading social
certification for factories to have. It shows fair
treatment of workers and abides by labour
provisions within the Universal Declaration of
Human Rights and International Labour
Organization.

Danone has announced that it will adopt a French
legal corporate mission and have an independent
committee oversee and report on its social, societal
and environmental goals. Introduced by French law
in 2019, “Entreprise à Mission” defines a company
which better aligns their business model to include
wider social and environmental fields. The move is
part of Danone’s ambition to achieve global B Corp
status, in which companies that meet certain social
and environmental criteria are awarded.

Fair Trade is a system designed to support
producers in the global South achieve sustainable
and equitable trade relationships. Members of the
fair trade movement add the payment of higher
prices to exporters, as well as improved social and
environmental standards. The brand Chloe has
recently incorporated a Fair Trade element to its
product range. There is a growth in social
enterprises, organisations that are set up
specifically to benefit their members and distribute
any surpluses in a fair and equitable way at the
same time involving them in the strategy and
management of the organisation. Fair Trade goes a
long way in addressing inequality in business in its
Fair Trade principles. 

The World Fair Trade Organisation (WFTO) is
challenging the status quo; 50% of Fair Trade
member company CEOs are women compared to the
industry average of 8%. In terms of senior
managers, 54% have women in these roles
compared to 24% in industry and 51% have women
on their boards compared to 12% in industry.

Fair Wear works directly with its member brands,
factories, trade unions, NGOs and governments, to
bring together stakeholders to create changes that
make a lasting impact on working conditions
everywhere.

DEMOCRATISATION AND
DIVERSIFICATION OF
THE COMPANY'S
GOVERNING STRUCTURE
WILL LEAD TO BETTER
OUTCOMES.

"
High end department store John Lewis is an
employee-owned mutual organisation known as the
John Lewis Partnership and is the largest co-
operative in the United Kingdom. In 2018 Riverford
Organics changed to being employee owned. 
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Their new governance structure includes a
democratically elected co-owner council
representing all areas of the business. Two co-
owners are also elected to sit on the Board of
Trustees – the ultimate guardians of Riverford’s
ethics and purpose. The company is also certified
BCorp.

The group Better Business Act is bringing together
a broad and growing coalition of leaders from
across all sectors and regions of the UK. Their
mission is to change UK law to make sure every
single company in the UK aligns the interests of
their shareholders with those of wider society and
the environment. Their objective is to amend
Section 172 of the Companies Act in line with these
principles. To date over 800 companies have signed
up.

The Global Reporting Initiative (GRI) standards have
been strengthened so they deliver the highest level
of transparency for impacts on the economy,
environment and people, with a major update to the
very foundation of the world’s most widely used

sustainability reporting standards, the Universal
Standards, and the introduction of the first GRI
Sector Standard.

Our tax and financial systems are our most powerful
tools for creating a just society that gives equal
weight to the needs of everyone. But under pressure
from corporate giants and wealthy individuals,
governments have programmed these systems to
prioritise the wealthiest over everybody else, wiring
financial secrecy and tax havens into the core of our
global economy. For more information, check out
Tax Justice Network which works to repair injustices
by inspiring and equipping people and governments
to reprogramme their tax and financial systems.

SUGGESTED READING

SUGGESTED VIEWING  

Fair Trade for all (Joseph Stiglitz and Andrew
Charlton)
2021 Remake Fashion Accountability Report 

Join the Business Revolution – YouTube
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https://betterbusinessact.org/
https://globalreporting.org/
https://taxjustice.net/
https://remake.world/2021-remake-fashion-accountability-report/
https://remake.world/2021-remake-fashion-accountability-report/
https://www.youtube.com/watch?v=FpuRfIzGw7o
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