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ABOUT THE FASHION 
TRANSPARENCY INDEX

ABOUT FASHION 
REVOLUTION

The Fashion Transparency Index is an 
annual review of 250 of the world's 
largest fashion brands and retailers 
ranked according to their level of 
public disclosure on human rights and 
environmental policies, practices and 
impacts in their own operations and in 
their supply chains.

We focus on the biggest and most 
profitable brands and retailers because 
they have the biggest negative impacts 
on workers and the environment and 
therefore have the greatest responsibility 
to change.

Transparency is foundational to achieving 
systemic change in the global fashion 
industry, which is why we have been 
campaigning for it since 2014 and why we 
created this tool. Transparency underpins 
transformative change but unfortunately, 
much of the fashion value chain remains 
opaque while exploitation thrives with 
impunity. Transparency is a first step; 
it is not radical, but it is necessary. 
Transparency is not to be confused 
with sustainability. However, without 
transparency, achieving a sustainable, 
accountable and fair fashion industry will 
be impossible.

The Fashion Transparency Index reviews 
brands’ public disclosure on human rights 
and environmental issues across 246 
indicators in 5 key areas:

1. Policies & Commitments

2. Governance

3. Supply Chain Traceability

4. Know, Show & Fix

5. Spotlight Issues, which this year are: 

• Decent work, covering forced 
labour, living wages, purchasing 
practices, unionisation and 
collective bargaining

• Gender and racial equality

• Sustainable sourcing and 
materials

• Overconsumption and business 
models

• Waste and circularity

• Water and chemicals

• Climate change and biodiversity

For a deeper dive into how this Index 
works, why transparency matters and the 
methodology, please see pages 21-23 and 
27-36.

Fashion Revolution works towards a vision of a fashion 
industry that conserves and restores the environment 
and values people over growth and profit. The Rana 
Plaza disaster in Bangladesh instigated the creation 
of Fashion Revolution and spurred millions to join our 
call for greater transparency and accountability in the 
fashion industry. Fashion Revolution has become the 
world’s largest fashion activism movement, mobilising 
citizens, industry and policymakers through research, 
education and advocacy work. 

The issues in the fashion industry never fall on any 
single person, brand, or company. That’s why we focus 
on using our voices to transform the entire system. 
With systemic and structural change, the fashion 
industry can lift millions of people out of poverty and 
provide them with decent and dignified livelihoods. It 
can conserve and restore our living planet. It can bring 
people together and be a great source of joy, creativity 
and expression for individuals and communities. 

 FASHION REVOLUTION | FASHION TRANSPARENCY INDEX 2022 EXECUTIVE SUMMARY 03



INTRODUCTION

A little more than seven years: that’s 
the time we have left to avert climate 
catastrophe. We have already breached 
six of the nine planetary boundaries. 
Yet, there is still much fashion industry 
denial and paralysis about the impending 
climate crisis. Commitments contradict 
the fact the industry shows little sign of 
slowing down its levels of production and 
that so few brands are transparent about 
their climate impacts. The vast majority of 
brands fail to admit their clothing waste 
ends up in places like Ghana and Chile 
where local communities are managing 
mountains of waste. Industry injustice 
however, is not an isolated incident – it 
is pervasive. Waste dumped in one place 
can make its way around the world and 
have global implications. Microplastics 
are being found for the first time in 
freshly fallen snow in the Antarctic and in 
human blood. Rivers are being declared 
biologically ‘dead’. By now, the ‘enough 
is enough’ threshold has been crossed 
dozens of times. 

Yet again, the Fashion Transparency Index 
demonstrates that the industry discloses 
their policies and commitments but 
less so their outcomes and impacts. The 
tendency of some brands to share targets 

decades into the future, like   “achieve net 
zero emissions by no later than 2050” is 
frighteningly inadequate when humanity 
has been given a code red warning. 

2022 has also seen the devastating 
invasion of Ukraine by Russia. Alongside 
tremendous loss of human life has come 
an influx of refugees across Europe amid 
other on-going refugee crises, increasing 
food scarcity and disrupted supply chains. 
This has stoked the fires of the global cost 
of living crisis as inflation soars. What 
this means for the fashion industry and 
workers is increased vulnerability. In the 
UK, popular fashion brand Missguided, 
fell into administration, owing suppliers 
millions. Garment workers are now rising 
up to protest against the wage theft they 
are facing.  This serves as yet another 
example of brands’ harmful purchasing 
practices impacting suppliers’ and 
workers’ wellbeing. 

For many, the cost of living crisis feels 
like a reversion to the devastating global 
recession of 2008. However, most garment 
workers have never transitioned out of 
hand-to-mouth living in the first place. 
They are still not guaranteed a living wage, 
even though it is a fundamental human 

right and transformative for workers, their 
families and communities. It could also 
prove instrumental in fighting the climate 
crisis. Our research shows brands have not 
made progress on disclosing information 
on this issue in the past three years. 

A welcome development is that 
policymakers are increasingly 
acknowledging the need for regulation 
of multinational companies’ actions 
in global supply chains. We have seen 
legislation proposed and passed to 
hold companies accountable across 
the United States, the EU and several 
European countries and in Japan, as well 
as the landmark passing of the Garment 
Worker Protection Act in California. 

To this end, our Good Clothes, Fair Pay 
campaign will launch on 19th July 2022 
to demand groundbreaking living wage 
legislation across the garment, textile and 
footwear sector. 

If we are to truly address the dual crises 
of climate and inequality, it will require a 
reorientation of what society values – we 
must value people and the conservation 
and restoration of the environment over 
growth and profit. 

We must enlist the lived expertise of the 
people who make our clothes (from the 
farmers, to the processors, to the sewers) 
to ensure we design a just transition to 
circularity. And we must expand this to the 
people who manage our clothing waste 
and the communities who are impacted 
by our clothing consumption, too.

The moment for transparency is now: we 
are in a climate crisis that has sweeping 
human rights and environmental 
implications, and we don’t have 
time to waste determining chains of 
responsibility.

LIV, CIARA AND DELPHINE FROM FASHION REVOLUTION AT THE 
FRIDAYS FOR FUTURE MARCH IN GLASGOW AT COP26
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https://www.goodclothesfairpay.eu/


Over the past few years, we have continued 
to listen to our passionate community. 
We conducted a detailed review of the 
Index through stakeholder interviews and 
media review and have taken a range of 
steps to strengthen the methodology and 
push brands and retailers to go beyond 
policies and commitments towards public 
disclosure on impacts and outcomes. We 
understand that policies do not always 
accurately reflect how a business is run 
and, in an effort to push for more stringent 
disclosure, we have strengthened our 
guidance for all indicators included in the 
Index, with a particular focus on Section 1: 
Policies and Commitments and Section 5: 
Spotlight Issues. For example, for Policies 
and Commitments subsection 1.2, when 
evaluating if brands have a policy on 
Overtime Pay, just stating ‘overtime is paid 
at a premium’ is not sufficient. We are 
looking for disclosure of the percentage 
above minimum wage. Further, within 
Section 1.2 we have not accepted points 
where brands’ policies “encourage” or 
“suggest” that a supplier does something, 
it must be a requirement. Language, when 
ambiguous, can be used as a way to 
deflect responsibility and our aim was to 
more closely scrutinise language used. 

We have also carried over the changes 
made last year such as halving the 
weighting of the scores in Section 1: 
Policies and Commitments and giving 
more weight to indicators which focus on 
implementation and outcomes on issues 
such as supplier audits, living wages, 
purchasing practices, gender and racial 
equality and climate and water data in 
the supply chain. These changes have 
allowed us to prioritise public disclosure 
on actions that help to manage human 
rights and environmental impacts.

In light of the climate crisis, we have 
added five new indicators on how brands 
and retailers identify, manage, mitigate 
and prevent environmental risks in their 
supply chain. See pages 72-74 for the 
detailed analysis. 

Given the prevalence of forced labour 
issues in the fashion industry, we have 
reinstated three indicators looking at what 
information major brands disclose on 
their recruitment process, including their 
approach to recruitment fees as well as 
the prevalence of modern slavery risks, 
covering risks factors such as excessive 
and forced overtime, restricted freedom 
of movement and retention of workers’ 
passport to name a few. See pages 81-83 
for the detailed analysis.

HOW THE INDEX 
HAS CHANGED 
THIS YEAR

WELCOMING 
YOUR 
FEEDBACK

We recognise that the Index is not 
perfect and can always be improved.  
We welcome any feedback or questions 
on the Index to  transparency@
fashionrevolution.org

In an effort to further contextualise our 
research and address concerns over how 
our research is used, we have updated our  
Q&A section to answer relevant questions, 
see this link. Finally, we strengthened 
Communications Guidelines for the brands 
and retailers reviewed to avoid this Index 
being misused by brands for greenwashing 
purposes or misunderstood as a measure 
of ethics or sustainability, which you can 
read here. We are committed to calling out 
any brands that use their involvement in 
the Index to greenwash and will correct 
any misleading communications that we 
discover, as we have done in previous 
years where this has happened. If you 
see anything of concern being shared by 
brands about the Index, please let us know.

LICENSES

The Fashion Transparency Index is 
licensed under a Creative Commons 
Attribution-NonCommercial 4.0 
International (CC BY-NC 4.0). It is not a 
Free Culture Licence. Please see this 
link for more information. 

For the Raw Data File we make available 
we are not granting any licence for you 
to use the Raw Data, which we have 
compiled to produce this Index. You are 
only permitted to view the Raw Data File.

You are free to copy and redistribute 
the Fashion Transparency Index in 
any medium or format provided that 
you give Fashion Revolution credit for 
creating it. This licence does not give 
you the right to alter, remix, transform, 
translate or otherwise modify the content 
in any way. This includes providing it as 
part of a paid service, nor as part of a 
consultancy or other service offering.

You must contact Fashion Revolution 
transparency@fashionrevolution.org 

at 

to obtain a licence if you want to 
commercialise the whole or any part of 
this Index.
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Progress on transparency in 
the global fashion industry is 
still too slow among 250 of 
the world’s largest fashion 
brands and retailers, with 
brands achieving an overall 
average score of just 24%, 
up 1% from last year.

Italian brand OVS scored highest again this 
year with 78%, tied with Kmart Australia 
and Target Australia. Whilst OVS’ score did 
not change from 2021, Kmart and Target 
Australia are among the top movers this 
year who increased their scores by 22 
percentage points. The biggest movers 
this year, however, are Calzedonia Group 
brands Calzedonia, Intimissimi and 
Tezenis who increased their score by 43 
percentage points bringing their overall 
score to 54%, a significant improvement 
compared to last year’s 11%. 

Meanwhile, 17 major brands score a 0% 
rating including: Jil Sander, Fashion Nova, 
New Yorker, Max Mara, Semir, Tom Ford, 
Helian Home, Belle, Big Bazaar, Elie Tahari, 
Justfab, K-Way, KOOVs, Metersbonwe, 
Mexx, Splash and Youngor. All in all, 81/250 
brands score in the 0-10% range -- that’s 
almost a third of the world’s largest brands 
and retailers. 

For another year, we have seen major 
brands and retailers publicly disclose 
the most information about their policies, 
commitments and processes on human 
rights and environmental topics and 
significantly less about the results, 
outcomes and impacts of their efforts. The 
average score for the Policies’ section is 
51%, which is less than last year's average 
of 53%. The average has decreased from 
last year as we have reassessed the 
scoring criteria and drilled down on the 
wording in policies. However, it remains 
the section in which brands achieve the 
highest average score. Even the highest 
scoring brands are lacking disclosure 
on issues such as social auditing, living 
wages, purchasing practices, unionisation, 
gender and racial equity, production and 
waste volumes, circularity, chemical use, 
deforestation and carbon emissions in the 
supply chain. There needs to be greater 
transparency on these issues if brands are 
serious in their commitment to tackling 
global inequality and the climate crisis.

More brands than ever (48%) 
are disclosing their first tier 
suppliers, however, half still 
disclose nothing. 

More major brands than ever, 48%, 
now publish a list of their first-tier 
manufacturers, where the final stage of 
production occurs, e.g. cutting, sewing, 
finishing products and packing them for 
shipment. Ten brands that were reviewed 
in last year’s Index have since disclosed 
their first-tier manufacturers for the 
first time, including Bally, Calzedonia 
Group (Calzedonia, Intimissimi, Tezenis 
brands), Chloé, GUESS, Paris, Oliver and 
Woolworths South Africa. It is encouraging 
to see progress across different market 
segments including luxury, sportswear, 
footwear and accessories and across 
different geographies. Jack Wolfskin, a 
new brand included in the Index this year, 
is disclosing this information, meaning 11 
new brands in 2022 are disclosing their 
first tier manufacturers. In the early years 
of the Fashion Transparency Index, there 
was considerable resistance from brands 
to disclose their supplier lists, so it is 
positive that now, nearly half of the major 
brands in this Index publish such a list, 
covering at least a core selection of their 
manufacturing facilities.  

Once again, we are explicitly looking for 
machine readable lists in alignment with 
the Open Data Standard for the Apparel 
Sector to drive convergence on how 
data is shared. This is critical in helping 
remediate issues more quickly. In 2020, 
just 10% out of 250 brands disclosed 

their supplier lists in a machine readable 
format and now 31% of 250 do so, showing 
increased convergence and alignment 
with best practice disclosure. 

These positive developments are 
due in large part to momentum from 
initiatives such as Fashion Revolution’s 
#WhoMadeMyClothes campaign, as well as 
from our allies at the Transparency Pledge. 
A recent joint call to action among more 
than 30 civil society groups, including 
Fashion Revolution, called on brands to 
map and publicly disclose their supply 
chains in an open-data standard, such 
as uploading to the Open Apparel Registry 
(OAR). Our data reveals that while 48% of 
major brands publish their first tier factory 
lists, only 17% of big brands contribute 
these lists to the OAR and actively manage 
their data. Increasingly, we are seeing 
demands from policymakers, as well as 
investors and consumers for companies 
to map and disclose their supply chains. 
It is also likely that brands are disclosing 
more information in response to proposed 
legislation mandating greater public 
disclosure. See case studies on pages 
24-25 to understand how civil society 
and trade unions are using transparent 
disclosure to address human rights and 
environmental abuses and hold brands 
to account.

KEY FINDINGS
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However, in spite of demonstrable 
progress, our data also shows that half 
of major brands still disclose nothing - 
125/250 brands score in the 0-1% range 
in this section. As a first step, brands and 
retailers need to understand and disclose 
their own supply chain – this means 
greater traceability and transparency is 
necessary. The reticence on behalf of 
the same cohort of brands year-on-year 
to disclose the fundamentals of their 
supply chain makes the clear case for why 
legislation on this front is sorely needed.

Furthermore, while we have observed 
positive progress in disclosure of first 
tier manufacturing, we feel the urgent 
need for greater disclosure beyond Tier 1. 
We are still seeing slow progress on the 
disclosure of production facilities, where 
millions of people around the world are 
working to produce and process the fibres 
and fabrics we wear. Although we have 
seen 15 more brands disclose some of 
their processing facilities this year, still 
only 32% of brands overall disclose this 
information. Even less, 12%, disclose some 
raw material suppliers, up 1% from last 
year. We would have hoped to see more 
progress from brands since publishing 
our updated Out of Sight report last year 
in tandem with our #WhoMadeMyFabric? 
campaign. It begs the question, what’s 
being hidden?

We welcome the progress that has been 
made on supply chain traceability and we 
urge more brands to disclose their supplier 
lists. For those that already do, we encourage 
them to accelerate their progress towards 
a deeper level of traceability and more 
comprehensive disclosure.

Despite the urgency of the 
climate crisis, less than 
a third of major brands 
disclose a decarbonisation 
target covering their entire 
supply chain which is 
verified by the Science-
Based Targets Initiative. 

Many brands and retailers rely heavily on 
garment producing countries that are 
particularly vulnerable to the impacts of 
the climate crisis, and which are already 
bearing the brunt of governmental and 
corporate failure to align with the Paris 
Agreement. Yet, our research shows that 
only 31% of major brands and retailers 
publish a decarbonisation target covering 
their operations and supply chain which 
is verified by the Science Based Targets 
Initiative. 

Collecting accurate data on greenhouse 
gas (GHG) emissions is crucial for brands 
and retailers to reduce emissions and 
meet their decarbonisation targets. 

And yet, while most environmental 
impacts occur at the processing and raw 
material level, only 34% of brands publish 
their carbon footprint at processing level 
compared to 26% last year and 22% at 
raw material level, compared to 17% in 
2021. Meanwhile, 65% of major brands and 
retailers publish their carbon footprint 
for their own operations and facilities 
compared to 62% last year. Collaboration 
between stakeholders across the 
entire supply chain is the only way to 
meaningfully reduce environmental 
impacts and this cannot be achieved 
without accurate, publicly available data. 

Most (85%) major brands 
still do not disclose their 

annual production volumes 
despite mounting evidence 
of overproduction and 
clothing waste.

Thousands of tonnes of clothing waste 
are found globally: in the depths of the 
ocean, on the shores of polluted beaches 
from the USA to Ghana, tangled and 
twisted among other waste, collecting in 
gutters (increasing the risks of cholera 
and malaria) and piling up in deserts. For 
too long, the fashion industry has hidden 
and ignored the truth of overproduction 
and overconsumption. Rather than taking 
responsibility for downstream impacts, 
they have disclosed more information 
about the circular solutions they are 
developing (28%) than on the actual 
volumes of pre- (10%) and post-production 
waste (8%) they produce. Brands have sat 
by as waste-importing countries foot the 
bill, resulting in serious human rights and 
environmental implications. 

"Most retailer take-back programmes simply 
divert clothing from local communities and ship 
it off to secondhand markets in the Global South, 
where we know much of the clothing ends up in 
landfills, burnt or swept out to sea."

Liz Ricketts, Co-founder and Director, OR Foundation
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The pandemic provided an opportunity 
for a cultural reset where major brands 
and retailers (many included in the 
Index) banded together to sign the Forum 
Letter, which stipulated cooperation to 
increase sustainability by making less 
unnecessary products to reduce waste. 
However, the fact that no signatory has 
admitted their clothing waste ends up in 
places like Ghana and Chile, where local 
communities are managing mountains of 
waste, indicates that their commitments 
ring hollow. The second-hand clothing 
market is valued at USD$36 billion as 
of 2021, but how much of the benefit is 
seen by the communities managing the 
industry's waste? 

It is encouraging that proposed EU 
Strategy for Sustainable Textiles legislation 
covers Extended Producer Responsibility 
for products beyond the point of purchase, 
all the way to end of life. The proposed 
legislation empowers consumers to make 
better choices as brands will be required 
to make more information publicly 
available about products’ composition 
and impacts.  However, overall, major 
brands and retailers are disclosing more 
information about circular solutions and 
investment into new business models 
to slow down consumption, whilst 
continuing to overproduce and conceal 
their production volumes. This signals a 
greater commitment to profiting from the 
problem than addressing it.

Only 11% of brands publish 
their supplier wastewater 
test results, despite the 
textile industry being a 
leading contributor to   
water pollution.  

The fashion industry is a major 
contributor to water pollution and one 
of the most water intensive industries 
on the planet. More than 20% of the 
world’s GDP is produced in water-scarce 
regions, yet many fashion brands do not 
disclose where or how their fibres are 
grown. Brands may even choose their 
sourcing countries based on the lack 
of enforcement on water management 
legislation. 

Only 11% of brands publish their 
wastewater test results, and only 25% of 
brands disclose the process of conducting 
water-related risk assessments in their 
supply chain. Transparency on wastewater 
test results is key to ensuring that brands 
are held accountable for their potentially 
devastating impacts on local biodiversity, 
garment workers and their communities.   

Water stress within fashion supply chains 
is defined as the ability, or lack thereof, 
to meet human and ecological demand 
for fresh water; it includes water quality, 
availability and accessibility. Given the 
importance of addressing water stress, it 
is also concerning to note that the further 
you look down supply chains, where most 
impacts occur through wet processing or 
growing fibres like cotton and linen, the 
less disclosure there is from brands and 
retailers on their water footprint. 

For instance, while 32% of brands publish 
their water footprint within their own 
operations (compared to 31% last year), 
only 15% publish the water footprint at 
manufacturing level and even less at fibre 
and raw material level (4%). The trade-
off is clear: communities’ right to water 
is deprioritised to make clothes that are 
likely worn a handful of times.  

As new and proposed 
legislation focuses on 
greenwashing claims, 
almost half of major 
brands (46%) publish 
targets on sustainable 
materials yet only 37% 
provide information 
on what constitutes a 
sustainable material.   

While the greatest environmental impacts 
of the industry come from energy-
intensive raw material production, 
preparation and processing, there is a 
lack of data on the actual environmental 
impacts of each material, which also 
varies depending on how and where 
these materials are made. 46% of brands 
publish a target on sustainable materials, 
yet only 37% disclose what constitutes a 
sustainable material. 

Currently, many brands make a wide 
range of claims on the fibres they 
use without providing proof on their 
environmental credentials. Brands may 
also claim their fibres are ‘sustainable’ via 
on-product labelling despite only focusing 
on one environmental aspect, meaning 
the claim made is actually only applicable 
to one component of an end product. 

11%
of brands publish their 

wastewater test results.
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Recent data from the European 
Commission shows that many fashion 
brands and retailers are guilty of 
greenwashing and exaggerating their 
sustainability credentials without 
disclosing supporting evidence. 
Legislative proposals to address 
greenwashing and ensure the reliability of 
sustainability claims are at various stages 
of development in the EU as well in the 
UK, the Netherlands and the United States.

Transparency on sustainable materials 
is particularly important given the 
lack of standardisation in tools to 
assess environmental claims and the 
pervasiveness of false marketing claims 
on ‘sustainable fibres’. We hope these 
new policy developments, along with 
the EU Textile Strategy, will provide an 
adequate basis to combat greenwashing 
and false claims.

Only 24% of brands 
disclose how they 
minimise the impacts of 
microfibres despite textiles 
being the largest source of 
microplastics in the ocean.

Whenever we wear, wash and dispose of 
our clothes, we shed microfibres. While a 
microfibre is a textile fibre made from any 

material, a microplastic fibre is a textile 
fibre made from a plastic polymer. In 
fact, synthetic textiles such as polyester 
and acrylic are estimated to be the 
largest source of primary and secondary 
microplastics (tiny plastic pieces that are 
<5 mm in length) in the ocean, accounting 
for 34.8% of the global total. The amount 
of clothes made from synthetic fibres 
continues to grow at an alarming rate, 
with nearly 75% of clothing projected to 
be made from them by 2030. Microplastic 
fibres can be ingested by marine 
animals, which can have catastrophic 
effects on species and the entire marine 
ecosystem. Microplastic fibres can also 
absorb chemicals present in the water 
or in sewage sludge, and may already 
contain chemicals added during the 
manufacturing phase of the materials.

Fashion brands are also using fibres 
derived from natural materials. However, 

these fibres may go through intensive 
manufacturing processes involving toxic 
chemicals, meaning that whilst the fibre 
itself may be ‘natural’, the processes are 
not, and the fibres may end up with a 
cell structure not found in nature. This 
means that the fibre will take a long time 
(sometimes decades, centuries even) 
to decompose, if at all.  As part of the 
manufacturing process, both natural 
and synthetic fibres go through chemical 
treatments such as bleaching, dyeing, 
and the application of repellents, flame 
retardants, softeners, and antimicrobials. 
All of this means even microfibres from 
natural fibres do not simply disappear 
into the waterways and oceans. In fact, 
natural fibres account for over 70%, and 
in some cases over 80%, of the total 
fibres found in samples collected from 
freshwater, marine waters, animals and 
the atmosphere.

Only 32% of brands publish their 
Manufacturing Restricted Substance Lists, 
which inform suppliers what substances 
are prohibited in their raw material and 
product manufacturing processes. 
Publicly disclosing an MRSL signals 
brands’ commitment to restricting the 
usage of toxic chemicals, irrespective of 
whether the end product is made with 
natural or synthetic fibres, or whether 
those chemicals end up in the final 
garment. Either way, they still end up 
somewhere.

Just 12% of brands publish 
a purchasing code of 
conduct indicating that 
most are still reluctant 
to disclose how their 
purchasing practices could 
be affecting suppliers and 
workers. 

Recently, we have seen greater focus 
on brands’ purchasing practices and 
associated harmful consequences on 
suppliers and workers. Brands’ cancelled 
orders at the outset of the Covid-19 
pandemic resulted in unprecedented 
levels of wage theft, wage disruption and 
wage suppression affecting workers in 
production countries. The subsequent 
#PayUp and #PayYourWorkers campaigns 
contributed to increased visibility on and 
greater understanding of the power brands 
wield over their suppliers as well as calls 
for systemic change. 

Greater transparency on how brands 
interact with their suppliers is the first step 
towards eliminating harmful purchasing 
practices and promoting fair purchasing 
practices. However, this year’s Index 
findings demonstrate how that first step is 
still elusive. For example, timely payments 
are a crucial issue for suppliers who stress 
that payment terms should not exceed 

24%
of brands disclose 

how they minimise the 
impacts of microfibres.
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60 days. Our data shows that only  12% 
of brands disclose a policy to meet this. 
Further, only 4% of brands are transparent 
about the feedback they receive from 
suppliers and only two brands (1%) 
disclose how they are addressing key 
issues in purchasing practices such as 
whether they pay suppliers upfront for 
orders. This is particularly striking because 
it is common practice for consumers to be 
wearing new clothes before the suppliers 
who made them are paid. 

The poor performance on transparency 
in purchasing practices is a missed 
opportunity for brands to demonstrate 
they are serious about addressing the root 
causes of harmful working conditions, 
including instances where brands 
themselves are a key driver.

The vast majority of major 
brands and retailers (94%) 
do not disclose the number 
of workers in their supply 
chains paying recruitment 
fees. This paints an unclear 
picture of the risks of 
forced labour. 

Even when laid off or dismissed from 
work, many garment workers are still 
expected to pay back recruitment fees, 
which may have put them into debt 
bondage as they worked for jobs paying 
poverty wages. With wages low and debts 
high, workers become vulnerable to forced 
labour and further debt as they try to 
overcome shortfalls in wages. This is why 
transparency on the number of workers 
impacted by recruitment fees is vital. And 
yet, 94% of brands do not disclose this 
information. According to the ILO, checking 
for recruitment fees is necessary to 
screen for risks of forced labour. However, 
the majority of brands appear to be either 
tracking this information and choosing 
not to disclose it. Or, it may be their due 
diligence approaches are not robust 
enough to surface this.

Importantly, indebted workers are far 
less likely to bargain for better pay or 
working conditions to assert their rights, 
which perpetuates exploitation. Even 

when workers challenge the repayment of 
recruitment fees, it is difficult to prove as 
they mostly pay fees in cash and therefore 
do not have receipts. Justice could 
take years—if it ever comes— leading to 
increased risk of debt bondage as workers 
attempt to cover shortfalls in earnings. 

The Employer Pays Principle requires 
that no worker pays for a job and the 
costs of recruitment are covered by the 
employer. Brands back-paying workers for 
recruitment fees is crucial to eradicating 
debt bondage. Therefore, the costs of 
meeting this must be incorporated into 
brands’ payments to suppliers (e.g. visa 
costs, medical checks, travel expenses). 
Major brands and retailers should also 
require worker-representative and worker-
led structures in their sourcing facilities 
to enable workplace improvements and 
implement higher standards of ethical 
recruitment. 

Relatedly, investment in long-term, 
meaningful relationships is needed to 
ensure better working conditions. Finally, 
investors and banks should leverage 
relationships with buyers and suppliers to 
incentivise and support ethical recruitment 
practices and require mandatory progress 
reporting on implementation. 

Only 13% of brands disclose 
how many of their supplier 

facilities have trade unions. 
Brands’ commitments to 
freedom of association and 
collective bargaining must 
go beyond lip service.

Major brands continue to source much of 
their garment production from countries 
where it is impossible, difficult and/or 
unsafe for workers to form trade unions 
and bargain for greater rights. However, 
in spite of the disconnect from their 
sourcing practices, most brands are avid 
in communicating their commitment 
towards upholding these enabling rights. 
The vast majority (84%) of brands publish 
a policy outlining their commitment 
to freedom of association, the right to 
organise and collective bargaining at 
supply chain level. 

Levels of commitment fall short when it 
comes to disclosing the impact on the 
ground with just 40% of brands sharing 
how they are putting these policies into 
action and only 13% of brands disclosing 
the number or percentage of their 
supplier facilities that have independent, 
democratically elected trade unions. This 
is further evidenced by the fact that a 
mere three brands out of 250 (1%) disclose 
the number of collective bargaining 
agreements that provide wages higher 
than required by local law for workers in 
their supply chain. 

94%
of brands do not 

disclose the number 
of workers in their 

supply chains paying 
recruitment fees.
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Organising and bargaining are vital tools 
for workers. In fact, they are the primary 
and often the only means for workers 
to gain improved conditions and wages. 
Against a backdrop of the pandemic which 
has been used as a smoke-screen for 
increased union-busting and cracking 
down on workers organising in many 
production contexts, it is timely for 
brands to step up and ensure that their 
commitments to collective bargaining go 
beyond lip service.

Major brands need to go 
beyond talking about social 
justice and disclose the 
actions taken to address 
racial and ethnic inequality 
in their operations and 
supply chains. 

Major fashion brands are increasingly 
visible in their public support of equality, 
including positioning themselves in 
solidarity with movements like Black 
Lives Matter and Stop Asian Hate on social 
media. Yet, we have found that only 3% 
of brands voluntarily disclose the annual 
ethnicity pay gap in their own operations, 
and just 8% publish their actions on racial 
and ethnic equality in their supply chains. 
This is particularly striking given that huge 
volumes of production occur in regions 

where migrant, caste and ethnicity issues 
facilitate labour abuse and exploitation.

For example, India, Bangladesh, Pakistan, 
Nepal, Sri Lanka are all garment 
production countries affected by complex 
caste and ethnicity-based discrimination. 
The issues become more grave deeper 
in the supply chain. For example, in 
India, home-based garment workers 
consist almost entirely of women and 
girls from historically oppressed ethnic 
communities experiencing high volumes 
of exploitation and Dalit workers or those 
who belong to a lower caste community 
are targeted by recruiters for migrant 
garment workers. Underlying this issue is 
the fashion industry’s significant legacy of 
European imperialism and ongoing legacy 
of colonialism by maintaining low costs 
through reliance on undervalued labour, 
mostly by women of colour.

Brands may wish to distance themselves 
from the industry’s associations by 
lending support to equality issues as a 
valuable public relations tool. However, 
this support must translate to accountable 
action on addressing discrimination and 
inequality in their own operations and 
supply chains.

The industry’s reliance on 
low-wage female labour 
continues yet most brands 

(94%) neglect to disclose 
the key issue of how 
prevalent gender-based 
labour violations are.

While much is made of the fact that 
women comprise the vast majority of 
workers in fashion supply chains globally, 
the lion’s share of industry power and 
profits remain out of their reach. In fact, 
the greater the concentration of industry 
power and wealth, the fewer women there 
are. At the top of the supply chain, this is 
evidenced by the fact that the number of 
incoming female CEOs in fashion is on 
a downward trajectory and just one of 
the fifteen richest people in the fashion 
industry is female.

Our findings demonstrate that disclosure 
from major brands on key gender issues 
within their supply chains is disappointing 
overall. Only 8% of brands publish sex-
disaggregated data on distribution of job 
roles in supplier facilities. And while a 
gender lens should be deeply-embedded 
and applied to every stage of a meaningful 
due diligence process, just 12% of brands 
(up from 10% in 2020) currently disclose 
that they consult women (including 
women’s organisations and gender 
experts) in their human rights due 
diligence process.

Women not having their views considered 
and their absence in decision-making 
roles have significant consequences in an 
industry that is fuelled by millions of them 
across the globe. At production level, the 
fact that men are far more prominent in 
senior roles means that it is mostly male 
managers and factory owners who set the 
workplace environment for female workers. 

"Transparency 
needs to be the 
cornerstone 
of any serious 
effort by brands 
to build a supply 
chain free from 
human rights 
abuses."

Aruna Kashyap, Associate 
Director (Corporate 
Accountability), Economic 
Justice and Rights Division, 
Human Rights Watch
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This male-female power imbalance 
also drives some of the industry’s 
most harmful impacts. Gender-based 
violence and its link to bullying, abuse, 
and harassment to speed up the work 
process is a long-standing issue in many 
production contexts. 

Despite this, our findings are that only 6% 
of brands publish data on the prevalence 
of gender-based labour violations in 
supplier facilities. This is particularly 
notable given trade unions and civil 
society groups have repeatedly raised 
concerns about the lack of action taken  
on gender-based violence within the 
sector. A spotlight has been shone on this 
issue since the pandemic, with several 
reports documenting increased violence 
and sexual harassment on production 
lines in factories. Devastating economic 
insecurity has led female workers to 
tolerate, and often refrain from reporting, 
abusive behaviour.

As the wealth gap between 
fashion CEOs and garment 
workers increases, few 
major brands and retailers 
disclose how executive pay 
is linked to environmental 
and social targets.

Garment workers go into debt to make 
clothes, shoppers go into debt to buy 
clothes and CEO pay is skyrocketing. 
Some of the richest individuals on the 
planet are fashion CEOs, therefore it is 
essential for brands and retailers to be 
transparent on executive pay. 

While 24% of brands disclose whether 
executive pay is tied to human rights 
and environmental targets, only 11% 
of brands and retailers disclose the 
percentage of executive bonus or pay tied 
to these targets. This information is key as 
sustainability targets tend to represent a 
tiny fraction of executive bonuses which 
leads to the question, how are executives 
truly incentivised to reach these targets 
when their base pay is already staggering? 

Major brands and retailers must be held 
to account for their contribution to the 
widening global wealth gap. Unfortunately, 
incoming legislative efforts such as the 
EU’s proposed Corporate Sustainability Due 
Diligence Directive (CSDD) do not include 
any obligation to link directors’ pay to 
sustainability criteria and there are no strict 
sustainability expertise requirements for 
corporate boards. We must demand greater 
transparency and accountability from 
fashion CEOs and executives who are at the 
helm of the corporations driving human 
rights and environmental issues globally. 

Only 36% of major brands 
and retailers publish a tax 
strategy yet a significant 
proportion of disqualified 
directors in Leicester, the 
UK's garment hub, have 
been linked to the fashion 
industry.

Higher taxation can incentivise businesses 
to move to jurisdictions with lower tax rates, 
in order to artificially drive down their tax 
obligations and pay little to no tax on the 
profits they shift into tax havens. Therefore, 
it is crucial for brands to commit to and 
publish their responsible tax strategy so that 
they can be held accountable. Additionally, 
the fashion industry is guilty of numerous 
abuses linked to taxes, from tax evasion 
to phoenixing, when a company goes bust 
owing significant sums in tax, only to reopen 
under a different name soon afterwards. In 
fact, 40% of disqualified directors who have 
their companies listed as headquartered 
in Leicester, United Kingdom are linked to 
the garment industry. Since only 36% of 
brands publish their responsible tax strategy, 
it is crucial for governments to implement 
a tax system that addresses the growing 
inequalities between and within countries. 

As the fashion industry’s profits continue 
to grow, and the wealth gap increases 
globally, the role of taxation within the 

industry is key. Ensuring that major 
brands and retailers contribute to the local 
economies within which they operate is 
crucial to ensuring economic growth in 
garment producing countries.

A lack of commitment to 
transparency on living 
wages persists. Most major 
brands and retailers (96%) 
do not publish the number 
of workers in their supply 
chain paid a living wage, 
nor do they disclose if they 
isolate labour costs in their 
pricing. 

The vast majority of workers are not paid 
enough to fulfil their basic needs while 
large fashion brands, including brands 
captured in this Index, continue to profit 
from their hard work.

However, in spite of the gravity of this 
issue, insufficient progress is being made 
by most brands towards ensuring that 
the workers in their supply chain are paid 
enough to cover their basic needs and put 
aside some discretionary income. 

Just 27% of brands disclose their approach 
to achieving living wages for supply chain 
workers – unchanged for the past two years. 
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Furthermore, 94% of brands do not publish 
their annual progress towards a living 
wage and 96% do not publish the number 
of workers in their supply chain paid a 
living wage. 

Almost no brand (4%) is disclosing 
methods for isolating labour costs; an 
important indication of how brands are 
factoring labour costs into their price 
negotiations. 

The level of opacity around actions 
towards making living wages a reality 
indicates a lack of commitment to 
transparency on this issue. It crystallises 
the fact that voluntary measures alone are 
failing to drive progress.

In response to the need for the industry 
to be held accountable on living wages, 
we have joined forces with citizens, allies 
across civil society and others to launch a 
European Citizens’ Initiative called ‘Good 
Clothes, Fair Pay’. 

Launching on 19th July 2022 and running 
until July 2023, Good Clothes, Fair Pay 
demands groundbreaking living wage 
legislation across the garment, textile 
and footwear sector. We need one million 
signatures from EU citizens (EU passport 
holders) so head to goodclothefairpay.eu to 
sign your name. If you’re not an EU citizen, 
help us spread the word by sending to a 
friend who is, and by sharing our posts on 
social media. Follow @goodclothesfairpay 
on Instagram and subscribe to our 
newsletter for updates!

VISIT GOODCLOTHESFAIRPAY.EU

96%
of brands do not publish 
the number of workers in 
their supply chain paid a 

living wage.

"If parents are 
not receiving 
living wages, 
their children are 
going to remain 
in modern day 
slavery."

Nasreen Sheikh, 
Empowerment Collective
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29+71+II51+49+II

KEY RESULTS

AVERAGE SCORE IN EACH SECTION

GOVERNANCE

34%

POLICIES & 
COMMITMENTS

20+80+II51% 20+80+II
KNOW, SHOW

& FIX

19%

TRACEABILITY

21% 18+82+II
SPOTLIGHT 

ISSUES

18%

24% overall average score 
across the 250 brands 
reviewed in 2022

Up 1 point since 2021

Up 1 point since 2020

Up 4 points since 2019

Up 7 points since 2018

TOP 10 SCORES IN 2022 (%) LOWEST SCORING BRANDS IN 2022 (%)

OVS, Kmart Australia, Target Australia 
(Wesfarmers) 78

H&M, The North Face, Timberland 66 

Vans 65 

United Colors of Benetton 63 

Gildan 62

C&A, Gucci 59

Puma 58

Dressmann, Esprit 57

Calvin Klein, Tommy Hilfiger, Ugg, 
Zeeman 56

Calzedonia, Intimissimi, Tezenis 
(Calzedonia Group) 54

Belle 0

Big Bazaar - ffb 0

Elie Tahari 0

Justfab 0

K-Way 0

KOOVS 0

Metersbonwe 0

Mexx 0

Splash 0

Youngor 0

Heilan Home 0

Max Mara 0

Semir 0

Tom Ford 0

Fashion Nova 0

New Yorker 0

Jil Sander 0

27%

27%

28%

31%

overall average score across the 
246 brands reviewed since 2021

overall average score across the 
239 brands reviewed since 2020

overall average score across the 
188 brands reviewed since 2019

overall average score across the 
139 brands reviewed since 2018

Up 13 points since 2017

34%
overall average score across the 
92 brands reviewed since 2017
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Percentage of 
brands publishing 
suppliers lists

2020
(250 brands)

2021
(250 brands)

2019
(200 brands)

2018
(150 brands)

2017
(100 brands)

First-tier manufacturers

40%

47%

35%

37%

32%

Raw material suppliers

7%

11%

5%

1%

0%

Processing facilities

24%

19%

18%

14%

27%

HIGHEST DECREASE IN 
SCORES SINCE 2021 (%)

Van Heusen -58

Champion, Hanes, Patagonia -12

Nordstrom, Asda -11

Splash, Tchibo -9

Clarks, Helly Hansen, Speedo, 
Lindex

-8

Pimkie, Dick's Sporting Goods, 
Reebok, Truworths

-7

Hermès, Target, C&A, Carolina 
Herrera, Jil Sander, Hudson's 
Bay, CAROLL

-6

NON-MOVERS 
SINCE 2017 (%)

Ross Dress for Less -1

Reebok -1

Chico's 0

Heilan Home 0

Express 1

Kohl's 1

HIGHEST INCREASE IN 
SCORES SINCE 2021 (%)

Calzedonia, Intimissimi, Tezenis +43

Kmart Australia and Target Australia +22

Ralph Lauren +20

Zeeman +19

GUESS, Mango +18

s.Oliver, Tesco, Hugo Boss +16

Dr. Martens +15

Columbia Sportswear +12

Bally, Chloé +11

Jack & Jones, Wrangler +10

2022
(250 brands)

48% 32% 12%
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35+65+II
DECENT WORK

35%

of brands disclose the 
number of workers in the 
supply chain affected by 

the payment of recruitment 
fees or related costs

6+94+II
of brands disclose their 
approach to recruitment 
fees in the supply chain

6% 24+76+II
of brands disclose data 

on the prevalence of 
modern slavery related 

violations and risk factors

24%

PURCHASING PRACTICES

4+96+II
brands disclose the 
number of orders 

where labour costs 
were ring-fenced

brands disclose a 
method for ring-

fencing labour costs 
in price negotiations

4%

RACE & GENDER

of brands disclose 
gender pay gap in 

their own operations

of brands disclose 
ethnicity pay gap data 
in their own operations

34+66+II
of brands publish 

actions focusing on 
the promotion of racial 
and ethnic equality in 

supplier facilities

34% 3+97+II 8+92+II3% 8%

LIVING WAGES

of brands publish 
approach to living 
wages for supply 

chain workers

of brands disclose % 
above the legal minimum 

wage that supply chain 
workers are paid 

27+73+II 4+96+II27% 4%

2+98+II

SPOTLIGHT ISSUES

2%
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15+85+II22+78+II
CLIMATE IMPACTS

of brands disclose annual 
carbon footprint at a 

raw material level

of brands publish a 
time-bound, measurable 

commitment to zero 
deforestation

31+69+II 22%65+35+II 15%

of brands publish a 
decarbonisation target 

verified by Science-
Based Targets Initiative

31%

of brands disclose annual 
carbon footprint in their 

own operations (i.e., head 
office, retail stores, etc.)

65%

OVERCONSUMPTION & BUSINESS MODELS

of brands disclose 
data on the quantity 
of products made 

annually

offer new business 
models supporting 

clothing longevity such 
as renting and reselling

15+85+II
of brands offer  
product repairs

20+80+II15% 21+79+II20% 21%

WATER & CHEMICALS

4+96+II 27+73+II
of brands disclose a 

commitment to eliminate use 
of hazardous chemicals

27%

of brands publish 
annual water footprint 
at raw material level

4%

SUSTAINABLE MATERIALS

of brands describe 
how they define 

what they consider a 
'sustainable' material

of brands disclose 
a time-bound, 

measurable sustainable 
materials strategy

46+54+II

SPOTLIGHT ISSUES (CONTD.)

37+63+II46% 37%
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THE CHANGES 
WE WANT TO SEE
A systemic overhaul of the 
global fashion industry 

At Fashion Revolution, we campaign for 
a global fashion industry that conserves 
and restores the environment and values 
people over growth and profit. 

OUR ROLE WITHIN AND 
OUTSIDE THE INDUSTRY

Index, precisely because they have 
the biggest negative impacts and 
greatest responsibility to address 
and change the problems they have 
caused and continue to perpetuate.  
To read more about how we select 
brands and retailers to review in this 
Index and why we don’t review smaller 
brands, please read our Q&As here. 

Fashion Revolution simultaneously 
works ‘outside’ of the system, to 
educate and mobilise citizens as well 
as advocate for policy changes in 
government and legislation. 

Broadly speaking, we see industry 
change as work ‘within’ the system, 
and cultural and policy change as 
work ‘outside’ the system.

Fashion Revolution is uniquely 
positioned both ‘within’ and ‘outside’ 
the fashion industry. We work to 
achieve change in three main ways: 
policy change, cultural change and 
industry change. 

Working ‘within’ the system means 
engaging in a system that is deeply 
unsustainable, extractive and unjust. 
Engaging within a system we disagree 
with is not to condone it. In fact, it 
is the very opposite - an attempt to 
fundamentally disrupt and dismantle 
the structures that uphold injustice 
and exploitation. This includes opaque 
supply chains that allow hidden 
human rights and environmental 
abuses and obscure who has the 
responsibility to redress them.

We engage within an unjust system 
because doing so is effective in driving 
change, although that change can be 
frustratingly slow and incremental. 
We are working for industry-wide 
transparency and accountability that 
becomes deeply embedded across 
the value chain. This can only be 
achieved by involving the biggest 
players in the industry, such as the 
brands and retailers reviewed in this 

photo here

We are working towards an industry-wide 
culture of transparency and accountability 
across the value chain; a global fashion 
industry where brands take responsibility 
for their social and environmental impacts 
and where there is no time wasted trying 
to ‘prove’ responsibility and chains of 
custody. The Fashion Transparency Index is 
one tool in achieving this vision, and feeds 
into our manifesto point #8:
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Work ‘outside’ the fashion system

Advocating and campaigning for policy 
changes and influencing governments to 
play a more active role in enforcing laws 
and regulating the industry

Work ‘outside’ the fashion system

Raising public awareness and educating 
people about the social and environmental 
challenges facing the global fashion industry

Bringing people together around the world to 
take collective action

Work ‘inside’ the fashion system

Conducting research that shines a light on 
the social and environmental impacts of the 
global fashion industry and leverages brands’ 
competitive tendencies to drive faster change

Policy change is a long game and requires 
strategic lobbying and campaigning over time. 
It takes many years of tireless, persistent work 
behind-the-scenes. 

Although our policy work may be less visible 
than our cultural and industry work, it is a vital 
part of our remit. 

Cultural change, by its very nature, is more 
visible. It is work that engages and mobilises 
citizens to take collective action. The aim is 
to remove barriers between consumers and 
producers and inspire people to consume less, 
value quality, take better care of their clothes 
and use their voices to bring about change.

Industry change engages with the current unjust 
system to transform it. Through the Fashion 
Transparency Index, we engage directly with 
some of the largest fashion brands in the world 
– those who have the biggest responsibility and 
furthest to go - to demand faster progress. We 
also champion smaller, more responsible brands 
through Fashion Open Studio.

Creating campaigns like #WhoMadeMyClothes 
#WhoMadeMyFabric #WhatsInMyClothes? 
to drive a global conversation about the 
impacts of our clothes

Creating tools, like our email-a-brand tool, 
for people to use their voice, make individual 
changes and collectively mobilise for change

Running Small but Perfectly Formed across 
Europe as a collaborative project that 
will accelerate fashion SMEs to transition 
to work within circular and sustainable 
business models

Running free online courses exploring 
fashion’s social and environmental impacts, 
such as Fashion’s Future and Sustainable 
Development Goals available on FutureLearn

POLICY CHANGE

FOR EXAMPLE FOR EXAMPLE

FOR EXAMPLE

CULTURAL CHANGE INDUSTRY CHANGE

You can read more about how we work here.

Leading the Good Clothes Fair Pay 
campaign in coalition with allies to 
demand groundbreaking EU legislation 
that helps achieve living wages for textile 
and garment workers around the world 

Participating in a coalition with allies 
to demand stringent human rights and 
environmental legislation on the EU 
Sustainable Textile Strategy

Supporting the creation of a Policy 
Dialogue Toolkit focusing on SMEs and 
delivering policy dialogues across 
Asia, Europe and Africa with relevant 
stakeholders and our Global Network 

Producing the Fashion Transparency Index and the 
Out of Sight reports to incentivise transparency and 
promote accountability across the supply chain

Highlighting where the industry is moving too 
slowly and push for faster change

Influencing brands and retailers to change through 
consumer pressure

Conducting research and organising citizens’ 
science workshops to evaluate microfibre 
pollution in riverscapes through our Restorying 
Riverscapes project with Keele University

Showcasing and championing smaller, innovative 
brands and designers through our Fashion Open 
Studio initiative

Forging relationships with fashion investors to 
support them to drive more brand disclosure 
including becoming a ‘friend’ of the Platform 
Living Wage Financials – an alliance of 18    
financial institutions
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Transparency is fundamental to achieving 
all the changes that Fashion Revolution is 
working towards - in policy, in culture and 
in the industry. 

The public disclosure of credible, 
comprehensive and comparable 
information about fashion’s supply 
chains, business practices and impacts 
on workers, communities and the 
environment is crucial to driving systemic 
change. Transparency enables investors, 
lawmakers, journalists, NGOs, trade 
unions, workers and their representatives 
to hold brands and retailers to account by: 

• Scrutinising what companies say 
they are doing to address human 
rights and protect the environment

• Holding brands and retailers 
accountable for their policies and 
practices, which is especially 
important when things go wrong, like 
they did when Rana Plaza collapsed

• Collaborating to cease, mitigate, 
prevent and remedy environmental 
and human rights abuses

• Collaborating to share strategies and 
best practice on these issues

Transparency is a tool for change, not 
the end goal. Transparency is a baseline, 
without which we cannot meaningfully 
move towards accountability and positive 
impact in the global fashion industry. 

Transparency is not a silver bullet that 
will solve all of the complex and deeply 
systemic problems in the global fashion 
industry. However, transparency provides 
a window into the places and conditions 
in which our clothes are being made and 
allows us to address them more quickly 
and collaboratively. Hear from affected 
stakeholders and experts on the role of 
transparency to enable action on pages 
56, 67, 75, 84, 91-93, 100-102, 106 and 111. 

Transparency is not to be confused with 
sustainability, but without transparency, 
achieving a sustainable, accountable and 
fair fashion industry will be impossible. 

We are not alone in calling for 
transparency. We are one voice of many 
across civil society, including NGOs and 
trade unions representing supply chain 
workers. Please read this letter published 
in April 2021 and signed by 33 NGOs, 
including Fashion Revolution, calling 
for full supply chain transparency in the 
clothing sector: 

“The time for full supply chain 
transparency is now. As civil society 
organisations, we call upon all clothing 
brands and retailers to disclose all the 
facilities in their supply chain. We welcome 
the steps taken by those companies who 
are already disclosing part of their supply 
chain and encourage them to accelerate 
their progress towards full transparency. 
We ask regulators to provide for a level 
playing field, by setting harmonised 
legislation for such public disclosure and 
to ensure every clothing brand commits to 
the same level of transparency.”

transparency

scrutiny

 accountability

change

THE ROLE OF 
TRANSPARENCY IN 
ACHIEVING CHANGE
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The Fashion Transparency 
Index was created to:

• Incentivise major brands and retailers 
to disclose a greater level of detailed 
and comparable data and information 
year-on-year by leveraging their 
competitive tendencies

• Analyse trends and compare the level 
of transparency on human rights and 
environmental issues among the 
world’s largest and most influential 
fashion brands and retailers

• Create a tool that helps a wide set of 
stakeholders to better understand what 
data and information is being disclosed 
by the world’s largest brands and use 
the findings to take further action

• Shape our ongoing efforts to raise 
public awareness and educate people 
about the social and environmental 
challenges facing the global fashion 
industry, using this research to inform 
people’s activism and collectively 
mobilise

We have heard from many people in our 
community who feel frustrated by the speed 
of change in the fashion industry. Given the 
climate emergency and persistence of human 
rights abuses in the industry, many people 

are crying out for urgent and systemic 
transformation now. We hear you, and we 
share your frustrations. This is why we made 
some notable changes to the methodology 
in the 2021 Fashion Transparency Index, 
which have been carried forward to this 
edition too. These changes include moving 
focus from policies and commitments to 
implementation and outcomes, see page 5 
to read more. 

For the time being, while so much of 
the global fashion industry remains 
opaque and abuses go unseen, driving 
transparency is absolutely necessary, 
and we believe the Fashion Transparency 
Index has a pivotal role to play. We hope 
that in the near future, campaigning for 
transparency will no longer be needed as 
the industry moves beyond transparency 
to other crucial actions.

The aim of the Fashion Transparency 
Index is not transparency in and of itself. 
The aim is to incentivise disclosure of 
information to be used by individuals, 
activists, experts, worker representatives, 
environmental groups, policymakers, 
investors and even brands themselves 
to scrutinise what the big players are 
doing, hold them to account, showcase 
good practice and work to make change 
a reality. 

THE ROLE & AIMS OF THE 
FASHION TRANSPARENCY INDEX

“Transparency is not just 
about bombarding the 
public with information, 
but it is about presenting 
this information in such 
a way that information 
can be easily found 
and understood, and if 
necessary, challenged…
Pages filled with rhetoric 
and empty words hide 
a lack of accessibility 
to scrutiny and the 
necessary level of detail.”

Changing Markets Foundation
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The Fashion Transparency Index has 
driven change by incentivising the world’s 
largest brands and retailers to publicly 
disclose their social and environmental 
efforts and by normalising transparency 
within the industry. Many brands that have 
been reviewed year-on-year since 2017 
evidence progressive increases in their 
scores. When we first started this research 
back in 2016, very few brands published 
a factory list (5 out of 40 brands, 12.5%), 
and now 121 out of 250 (48%) of the world’s 
largest brands disclose supplier lists at the 
first tier of manufacturing. We have made 
this important industry shift happen by 
pushing hard for increased transparency 
in tandem with like-minded allies such 
as the Transparency Pledge coalition and 
the Open Apparel Registry, among many 
others.

We have also forged partnerships with 
allies to enable the Index methodology 
and research to be used more widely, 
putting the findings into tangible action. 
For example, our partnership with 

HOW THE FASHION 
TRANSPARENCY INDEX 
DRIVES CHANGE

WikiRate enables the data we collect 
about brands to be freely accessible, 
easily comparable, machine readable, 
and crucially, actionable. This is 
valuable to investors and civil society 
organisations, including trade unions 
that represent garment workers, that 
make use of transparency data. Explore 
our case studies on pages 24-25 on how 
NGOs and trade unions have been using 
transparency data to address abuses and 
hold brands to account. 

The Index findings have been integrated 
into the Business & Human Rights 
Resource Centre’s brand dashboards and 
company pension platform Matter, both 
used by investors who are increasingly 
incorporating FTI data into their ESG 
scoring of investee companies. Parts 
of the methodology and research have 
been integrated into the Good On You app 
used by ethically-minded consumers 
and Clean Clothes Campaign's 
FashionChecker.org, which compares 
brands’ claims about living wages to 
workers’ wage slips.

“In 2016, only 5 out of 40 major brands (12.5%) 
disclosed their suppliers. Seven years later, 121 out 
of 250 major brands (48%) disclose their suppliers. 
This clearly demonstrates how the Index incentivises 
transparency but it also shows that brands really are 
listening to the millions of people around the world 
who keep asking them #WhoMadeMyClothes? Our 
power is in our persistence.”

Carry Somers, Co-founder, Fashion Revolution

“It is frustrating to see brands’ continued lack of 
transparency on critical issues like their waste volumes, 
carbon and water footprints and workers being paid a 
living wage. When there is a lack of transparency on the 
issue itself, we cannot reasonably understand if what 
is being done is robust enough to drive the impact we 
so urgently need. Transparency empowers civil society 
and workers’ representatives and until brands publicly 
disclose all the information necessary to hold them 
accountable for their impacts, being un-transparent feels 
like a deliberate strategy to reinforce the status quo.” 

Liv Simpliciano,  Policy & Research Manager, 
Fashion Revolution
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Garment Worker Diaries leverage 
open source data to map factories, 
workers and flood risks 

Transparency enables visibility on what 
brands are sourcing from where, which helps 
inform responses to the climate crisis. For 
example, Bangladesh is the third largest 
exporting country of textiles and garments 
by volume globally. Most of Bangladesh lies 
in the delta of three of the largest rivers in 
the world, the Brahmaputra, the Ganges and 
the Meghna. The topography is low and flat 
whereby two-thirds of the country is less 
than five metres above sea level, making it 
susceptible to river and rainwater flooding. 

Bangladesh is vulnerable to flooding 
threats, including rising sea levels. The 
Garment Worker Diaries (GWD) a project of 
Microfinance Opportunities, collects data on 
workers through weekly surveys to ensure a 
wide range of stakeholders (including trade 
unions and NGOs on the ground) have access 
to critical data reflective of workers’ context, 
experiences and opinions. 

GWD carried out a study to assess the 
garment sector’s vulnerability to climate 
change using two open-source datasets. 
One list of factories extracted was compiled 
by Mapped in Bangladesh and hosted on the 

Open Apparel Registry, the other, a dataset 
provided by Climate Central accurately 
measuring land elevations above sea-level. 

Based on this research, the factories’ map 
overlaid with data from Climate Central 
revealed 80% of exporting garment sector 
factories are located on land five metres 
or more above sea level, which is good 
as it means these areas are less prone to 
flooding. However, 20% are below the five 
metre mark and run the risk of regular 
flooding by 2030 and beyond. 

What's more, garment workers live in close 
proximity to their workplaces, so this map 
exposes their vulnerability to the climate 
crisis, which they are well aware of. One 
garment worker commented, “As our houses 
are near the river, there is always the fear that 
someday the storm will end it all.”

Major brands and retailers benefit from 
outsourcing their environmental and 
economic impacts onto the communities 
they source their clothing from. Systemically, 
garment work’s low base pay means the 
sector often embraces higher production 
volumes because it results in more work 
hours and higher earnings. Workers do not 
earn enough to secure a decent standard 
of living and the wages they earn during a 

CASE STUDIES: 
TRANSPARENCY IN ACTION

regular 48-hour workweek are not enough 
to subsist on. Therefore, they are reliant on 
overtime and excessive hours to make ends 
meet. One worker stated, “Our general duty is 
always eight hours long. It is never enough for 
us to earn. It would be better if we talked about 
raising our overtime.” Shortfalls in earnings 
compound workers’ economic needs, whereby 
workers face greater short-term and medium-
term impacts of climate change on their 
homes, neighbourhoods and workplaces. 

Factory flooding puts workers at risk and 
leads to production stopping, meaning a 
loss of substantial capital investments. 
Brands often seek the lowest prices and 
overheads but in doing so, they expose their 
supply chains to climate change risks by 
not investing enough in workers and the 
communities they source from. All in all, 
the absence of living wages and the lack of 
infrastructure investment means adaptation 
has been favoured over mitigation, which 
leads to workers absorbing the pressures of 
climate change without support.

The free and open source data provided 
by Mapped in Bangladesh (and hosted on 
the Open Apparel Registry) and Climate 
Central empowers organisations like GWD to 
pressurise major brands, who ultimately have 
the most power, responsibility and resources 
to address issues among the communities 
they source from by bringing attention to 
the human rights and environmental issues 
happening there. With this information, 
brands sourcing from 20% of the facilities 
below the five metre mark now have the 
opportunity to implement actions to mitigate 
the risk of regular flooding by 2030 and 
beyond and to facilitate the earning of a living 
wage, which is a fundamental human right. 
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CASE STUDIES: 
TRANSPARENCY IN ACTION

Myanmar Centre for Responsible 
Business (MCRB) and local 
organisations harness traceability 
data for enhanced due diligence

When everyone working in global supply 
chains enjoys equal access to quality, open-
licensed data, it leads to more sustainable 
and equitable outcomes for the most 
vulnerable communities affected by the 
apparel sector. 

After the military seized control of Myanmar 
in February 2021 and the subsequent 
crackdowns on protests and demonstrations, 
many trade union leaders in the garment 
sector were forced into hiding for their safety. 
However, factories continued to operate, and 
where they were unable to sort problems 
out directly with management, workers were 
forced to turn to other supportive labour 
organisations to help them with complaints 
about factory conditions. The workers and 
labour organisations were sometimes able 
to identify the brands sourcing from the 
factory concerned, but they lacked contact 
with them. They asked the Myanmar Centre for 
Responsible Business (MCRB) for help.

Using a combination of Open Apparel Registry 
(OAR) data, MCRB contacts and additional 
desk research, MCRB was able to alert 
affiliated brands to issues in their supplier 
factories.

As these brands were already concerned 
about the situation in Myanmar, MCRB was 
able to quickly connect them to labour 
organisations who could give them another 
pair of eyes to share specific factory 
conditions and the wider situation on the 
ground for workers, which helped brands 
both investigate specific complaints and 
better support their ongoing heightened due 
diligence in the region.

Transparency of which brands are sourcing 
from which factories increases the leverage 
of workers and their representatives to 
resolving issues. As Vicky Bowman, Director 
of MCRB explains: “The OAR continues 
to be really useful as we seek to build a 
more structured dialogue between brands 
sourcing from Myanmar and some trade 
unions and labour rights organisations on 
the lack of labour law compliance rights 

abuses they have prioritised, and their 
recommendations for remedy.  Checking on 
the OAR helped us to identify an initial list of 
brands to contact, but we know - including 
from sleuthing through the labels in the 
garments for sale in the factory outlets of 
Yangon - that there are other companies 
sourcing from Myanmar, including from Asian 
markets. If we can get a fuller and more up 
to date list, we will be able to promote a more 
comprehensive and valuable dialogue.”

When brands and other stakeholders from 
across the apparel sector share supplier 
data in a way that is open and standardised, 
cross-sector collaborations like this one are 
enabled. This is why the OAR exists. For the 
first time this year, the Index has specifically 
measured whether brands contribute their 
supplier lists to OAR, and actively manage 
and update their data on the platform. 

Our data reveals that 48% of big brands 
publish their tier one factory lists, but only 
17% of big brands contribute these lists to the 
OAR and actively manage their data. 

While publishing data is an important step, 
doing so in one common registry is what 
can actually unlock stories like this one. 
Without a common registry, organisations 
doing vital due diligence work in supply 
chains are forced to spend precious time 
scrolling through website after website, 
trying to find the data they need. If everyone 
in the apparel sector is sharing data in the 
same place, then everyone, in turn, knows 
where to go to get data about apparel 
facilities and who is connected to them, thus 
driving improvements in human rights and 
environmental conditions across fashion 
supply chains.

BELOW: INDUSTRIALL – MYANMAR – WORKERS IN SOLIDARITY IN FRONT OF THE FACTORY
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METHODOLOGY & SCOPE 
OF THE RESEARCH
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HOW BRANDS AND 
RETAILERS ARE 
SELECTED

The Fashion Transparency Index reviews 
and ranks 250 of the world’s largest and 
most influential fashion brands and 
retailers. Brands have been selected on  
the following basis:

• Annual turnover over USD $400 million

• When companies are privately held, 
estimations are made based on 
publicly available information related 
to the brand that may give indication 
of investment interests or media 
attention

• To represent a spread of market 
segments including high street, 
luxury, sportswear, accessories, 
footwear and denim from across 
Europe, North America, South America, 
Asia and Africa

As the biggest and most powerful 
consumer brands in the apparel industry, 
the brands reviewed in this Index have 
the most significant negative human 
rights and environmental impacts and 
an outsized responsibility to make 
transformative change. These brands 
are very large and profitable. With some 
of the world’s wealthiest owners and 
CEOs at their helm, these brands have 
both the resources and moral imperative 
to take meaningful action, not just on 
transparency, but on improving the human 
rights and environmental impacts at the 
very heart of their business models.  

We have chosen to list brand names in 
this report rather than parent company 
or controlling group names because 
the public will be most familiar with the 
brands. However, please note that for 
some of the brands that are part of a 
bigger group, such as H&M Group, Inditex, 

PVH and others, their scores reflect all 
brands in the controlling group regardless 
of whether they appear in this Index 
(unless disclosure varies at different 
brands within the same group).

This year 62% of the brands and retailers 
reviewed participated by returning a 
completed questionnaire, up from 55% 
last year. We include brands in the Index 
regardless of whether they participate or not. 

We treat every brand the same regardless 
of whether they choose to participate 
or not. However, by engaging with our 
methodology, brands that participate 
typically receive higher scores because 
they may be able to to identify relevant 
disclosure that our researchers may 
have missed or they disclose additional 
information in the review period in order to 
improve their scores.

IMAGE COURTESY OF THE NEW DENIM PROJECT
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Fashion Revolution contacts all 250 
brands each year at the beginning of the 
Fashion Transparency Index research 
cycle, typically in November. At this 
stage, we inform them of the updates 
in the methodology  and invite them to 
participate, asking them to reply with their 
interest or to decline. Participation means 
brands will review their pre-populated 
questionnaires to fill in any gaps that the 
Fashion Revolution research team may 
have missed in the initial review, as brands 
know their policies better than we do. 
Fashion Transparency Index researchers 
leave comments in the questionnaire 
template, asking brands questions like 
updated disclosures or clarity on what 
is meant by a particular disclosure. This 
querying acts as a capacity-building 
exercise for the brands. When brands 
provide feedback and/or publish further 
information in line with the questionnaire, 
Fashion Transparency Index researchers 
then feed back to them on why a 
disclosure is or is not acceptable in line 
with our methodology. This is the value-
add of participation. 

WHAT DOES BRAND 
PARTICIPATION MEAN?

Generally speaking, brands who participate 
receive higher scores year-on-year 
because the Fashion Transparency Index 
research team is able to push them to 
disclose more information in line with 
industry best practice. This year, 23 
brands participated in the Index for the 
first time resulting in a 7% point increase 
in participation, from 55% to 62%. The 
participation rate of the Index increases 
year-on-year despite the number of other 
Indices and reports brands participate in 
on an annual basis, suggesting the Fashion 
Transparency Index remains a prioritised 
annual report that is marked in their 
calendars.

More information about why we targer large 
multinational brands, and not smaller 
brands who may be more ethically-
minded, can be found in our Q&As – see 
this link.

HOW MANY BRANDS  
PARTICIPATED THIS YEAR?

62% 

of brands 
completed a 
questionnaire

37% 

did not respond

1% 

declined the 
opportunity to 
participate
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A-Z OF BRANDS
Abercrombie & Fitch (Ambercrombie & Fitch) 

adidas (Adidas AG) 

Aeropostale (Authentic Brands Group LLC)

AJIO (Reliance Retail)

ALDI Nord (ALDI Einkauf GmbH & Co. oHG) 

ALDI SOUTH (ALDI Einkauf GmbH & Co. oHG) 

ALDO (The Aldo Group Inc.) 

Amazon (Amazon.com, Inc.) 

American Eagle 

ANTA

Anthropologie (URBN) 

Aritzia 

Armani (Giorgio Armani S.p.A) 

Asda (George.) (TDR Capital) 

ASICS 

ASOS 

Balenciaga (Kering) 

Bally (JAB Holding Company) 

Banana Republic (Gap Inc.) 

BCBGMAXAZRIA (Marquee Brands)

Beanpole (Samsung C&T)

Belle

Bershka (Inditex) 

Big Bazaar - ffb (Future Group)

Big W (Woolworths Group) 

Billabong (Boardriders) 

Bloomingdale's (Macy's Inc.)

Bonprix (Otto Group) 

boohoo (boohoo group plc) 

Bosideng

Bottega Veneta (Kering) 

Brooks Sports (Berkshire Hathaway) 

Brunello Cucinelli

Buckle

Burberry 

Burlington 

C&A 

Calvin Klein (PVH) 

Calzedonia (Calzedonia Group) 

Canada Goose

Carhartt 

Carolina Herrera (Puig) 

CAROLL (Vivarte)

Carrefour 

Carter's (Carter's Inc) 

CELINE (LVMH) 

celio

Champion (HanesBrands Inc.) 

Chanel

Chico's

Chloé (Richemont) 

Clarks 

COACH (Tapestry, Inc.) 

Cole Haan

Columbia Sportswear 

Converse (Nike, Inc.) 

Cortefiel (Tendam) 

Costco

Cotton On (Cotton On Group) 

Decathlon (Association Familiale Mulliez) 

Deichmann

Desigual 

Dick's Sporting Goods 

Diesel (OTB Group)

Dillard's

Dior (LVMH) 

Disney (The Walt Disney Company)

DKNY (G-III Apparel Group)

Dolce & Gabbana

Dr. Martens (Permira) 

Dressmann (VARNER) 

DSW (Designer Brands)

Eddie Bauer (Authentic Brands Group LLC)

El Corte Inglés 

Elie Tahari

Ermenegildo Zegna 

Esprit 

Express

Falabella

Famous Footwear (Caleres)

Fanatics (Kynetic)

Fashion Nova

Fendi (LVMH) 

Fila 

Fjällräven (Fenix Outdoor) 

Foot Locker

Foschini (TFG) 

Fossil (Fossil Group, Inc.) 

Free People (URBN) 

Fruit of the Loom (Fruit of the Loom) 

Furla

G-Star RAW 

Gap (Gap Inc.) 

Gerry Weber

Gildan 

GU (Fast Retailing) 

Gucci (Kering) 

GUESS 

H&M (H&M Group) 

Hanes (HanesBrands Inc.) 

Heilan Home

Helly Hansen (Canadian Tire Corporation) 

HEMA 

Hermès

Hollister Co. (Abercrombie & Fitch) 

Hudson's Bay (Hudson's Bay Company)

Hugo Boss 

Intimissimi (Calzedonia Group) 

Ito-Yokado (Seven & i Holdings Co)

Jack & Jones (BESTSELLER) 

Jack Wolfskin (Calloway Golf Company)

JD Sports 

Jil Sander (Onward Holdings)

Jockey

Joe Fresh (Loblaw Companies Limited) 

John Lewis 

Jordan (Nike, Inc.) 

Justfab (TechStyle Fashion Group) 

K-Way

Kate Spade (Tapestry, Inc.) 

Kathmandu 

Kaufland

Kiabi 

KiK 

Kmart (Sear Holdings)

Kmart Australia (Westfarmers) 

Kohl's

KOOVS

La Redoute (Galeries Lafayette Group) 

Lacoste (Maus Frères) 

Lands' End 

LC Waikiki

Levi Strauss & Co 

Li-Ning

Lidl  

Lindex (Stockmann Group) 

LL Bean

Longchamp

Louis Vuitton (LVMH) 

Lululemon 

Macy's (Macy's Inc.)

Mammut (Telemos Capital Limited) 

Mango 

Marc Jacobs (LVMH) 

Marks & Spencer 

Marni (OTB Group) 

Massimo Dutti (Inditex) 

Matalan 

Max (Landmark Group) 

Max Mara

Merrell (Wolverine World Wide, Inc.)

Metersbonwe

Mexx

Michael Kors (Capri Holdings)

Miu Miu (Prada Group) 

Mizuno 

Moncler

Monoprix (Groupe Casino)

Morrisons (Nutmeg) 

MRP

Muji (Ryohin Keikaku Co.) 

New Balance 

New Look 

New Yorker

Next 

Nike (Nike, Inc.) 

Nine West (Authentic Brands Group LLC)

Nordstrom 

Old Navy (Gap Inc.) 

Otto (Otto Group) 

OVS 

Paris (Cencosud) 

Patagonia 

Pepe Jeans

Pimkie 

Prada (Prada Group) 

PrettyLittleThing (boohoo group plc) 

Primark (Associated British Foods plc) 

Prisma (S Group) 

Pull&Bear (Inditex) 

Puma 

Quiksilver (Boardriders) 

Ralph Lauren 

Reebok * (Authentic Brands Group LLC) 

REI

Reliance Trends (Reliance Retail)

Reserved (LPP) 

REVOLVE

River Island 

Romwe (Shenzen Globalegrow E-Commerce Co., Ltd.)

Ross Dress for Less

Roxy (Boardriders) 

Russell Athletic (Fruit of the Loom) 

s.Oliver 

Sainsbury's (Tu Clothing) 

SAINT LAURENT (Kering) 

Saks Fifth Avenue (Hudson's Bay Company)

Salvatore Ferragamo 

Sandro (SMCP)

Semir (Semir Group)

SHEIN

Shimamura (Shimamura Co., Ltd.)

Skechers

Speedo (Pentland Group) 

Splash (Landmark Group)

Sports Direct (Frasers Group)

Steve Madden

Stradivarius (Inditex) 

Superdry 

Takko

Target 

Target Australia (Westfarmers) 

Tchibo 

Ted Baker 

Tesco 

Tezenis (Calzedonia Group) 

The Children's Place

The North Face (VF Corporation) 

The Warehouse

Timberland (VF Corporation) 

TJ Maxx (TJX)

Tod's

Tom Ford

Tom Tailor 

Tommy Bahama (Oxford Industries, Inc.)

Tommy Hilfiger (PVH) 

TOPVALU COLLECTION (AEON)

Tory Burch

Triumph

Truworths

UGG (Deckers Brands) 

Under Armour

Uniqlo (Fast Retailing) 

United Arrows 

United Colors of Benetton 

Urban Outfitters (URBN) 

Valentino

Van Heusen ** (Authentic Brands Group LLC)

Vans (VF Corporation) 

Vero Moda (BESTSELLER) 

Versace (Capri Holdings)

Very (The Very Group) 

Victoria's Secret (L Brands) 

Walmart (Walmart Inc.)

Woolworths South Africa (Woolworths 

Holdings Limited) 

Wrangler (Kontoor) 

Youngor

Zalando 

Zara (Inditex) 

Zeeman 

 = participated in brand questionarire

*Reebok is no longer part of adidas as of 2022 and is now part of Authentic Brands Group. Quantitative KPIs included in adidas’ 2021 Annual Financial Report do not apply to Reebok. Supply chain data applies to Reebok as 
adidas and Reebok share common suppliers. **Van Heusen is no longer part of PVH Group, as of June 2021 and is now part of Authentic Brands Group. 
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We have deliberately chosen to focus 
on transparency by means of public 
disclosure. If information and data 
disclosed by brands is publicly available, 
detailed and specific enough, it can be 
used by multiple stakeholders – including 
worker representatives, environmental 
groups, investors, consumers and brands 
themselves – to drive positive change on 
human rights and environmental issues. 
This is what we are looking for and what 
the Index incentivises major brands to do. 

Limited and inward-facing disclosure 
limits the scope for transformative 
impact. Public disclosure drives public 
accountability. For this reason, the Index 
purposely excludes everything that brands 
and retailers claim to be doing internally 
and behind-the-scenes across their 
companies and supply chains. This is also 
why we are looking for public disclosure 
not only on brands’ policies, procedures 
and governance, which are less risky to 
share, but also meaningful disclosure of 
results, progress, outcomes and impacts 
across the business and its value chain. 

THE SCOPE OF 
OUR RESEARCH

The Fashion Transparency Index measures what 
brands know and publicly share about their 
human rights and environmental impacts across 
their value chains.

Credit is only awarded to publicly disclosed 
information/data on major brands' policies, 
procedures, performance and progress on 
human rights and environmental issues across 
the value chain.

We award points only for information/data that 
has been publicly disclosed on the brand or 
parent company's own website (or directly linked 
to it, see below).

What it does measure What it does not measure

The Fashion Transparency Index does not 
measure impacts; it measures public disclosure. 

Verification of claims made by brands and 
retailers is beyond the scope of this research, but 
we encourage stakeholders to use our research 
to hold brands to account on their claims.

The Fashion Transparency Index does not 
measure ethics or sustainability. We do not 
endorse any brand in the Index or suggest that 
consumers shop at specific brands based on 
their ranking. This is not a shopping guide. 

On the brand or parent company’s website;

Sustainability/CR microsites, provided there is a 
direct web link to it from the main brand or parent 
company website;

In annual reports or annual sustainability reports 
(only counted if dated January 2019 or later) 
published on the brand or parent company website;

In any other documents which are publicly available 
and can be downloaded freely from the brands' or 
parent company’s websites; or

Via external, third party websites but only when there is 
a direct web link from the brand or parent company's 
website to the third-party website (e.g. Bangladesh 
Accord, Better Work, CDP, FLA, ETI, BSCI/Amfori 
websites) where specific disclosures can be found.

Information/data must be publicly 
available from one the following places:

We do not count the following 
information sources:

Clothing labels and hang tags on products

In-store or at other physical locations

Smartphone apps

Social media channels

A third party website or document where there 
is no weblink from the brand’s own website, 
including press articles

Downloadable documents where the weblink 
cannot be found on the brand’s website

 FASHION REVOLUTION | FASHION TRANSPARENCY INDEX 2022 METHODOLOGY & SCOPE OF THE RESEARCH 30



ABOUT THE 
RESEARCH PROCESS

August – November 2021 
Methodology updates: Industry research and stakeholder consultation 
informs how we select new Spotlight Issues, devise new indicators 
and adjust any others. The brand questionnaire is prepared. During 
this time, we also research and select the additional four brands and 
retailers to be reviewed, replacing the brands whose annual revenues 
fell below our threshold or went bankrupt in 2020/21.

December 2021 – January 2022 
Research the selected brands and retailers: Our 
research team reviews each brand and pre-populates 
their questionnaire with evidence of relevant public 
disclosure, awarding them preliminary points. At this 
time, brands are notified of their inclusion in this year’s 
Index and invited to participate.

Early February 2022 
Data quality assurance check: Each 
indicator is peer-reviewed by at least 
two different lead researchers for 
accuracy and consistency across all 
250 brand questionnaires.

Late February 2022 
Brands receive questionnaires to 
complete: Brands are given approximately 
one month to fill in the gaps on their brand 
questionnaires, alerting us to information 
our researchers may not have found.

Late March 2022 
Brands return completed questionnaires: 
Participating brands return their completed 
questionnaires. Our research team reviews 
responses and awards additional points where 
sufficient disclosure has been made.

Late March to late April 2022 
Questionnaire responses reviewed and 
quality assurance check: The research 
team conducts several rounds of peer review 
quality assurance checks before finalising 
each questionnaire and the scoring.

Early May to late June 2022 
Data is compiled, analysis completed, and report prepared: 
Data from each brand questionnaire is collated into one large 
complete dataset, which is used to analyse final results, 
determine year-on-year trends and progress, as well as pull-out 
interesting findings. Brands are notified of their final scores and 
progress shortly before publication.
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ABOUT THE 
METHODOLOGY

The Fashion Transparency Index reviews and benchmarks brands’ public disclosure 
on human rights and environmental issues across five key areas:

Brand 
Questionnaire 
template

The 2022 Index covers 246 
individual indicators across 
250 brands comprising 
62,250 data points. Visit this 
link to view the 2022 Brand 
Questionnaire template.

1. Policies & Commitments

2. Governance

3. Supply Chain Traceability

4. Know, Show & Fix 

5. Spotlight Issues 
Which this year covers: 

• Decent work, covering: forced 
labour, living wages, purchasing 
practices, unionisation & collective 
bargaining

• Gender and racial equality

• Sustainable sourcing and materials

• Overconsumption and business 
models

• Waste and circularity

• Water and chemicals

• Climate change and biodiversity

''I think 
transparency is 
the future because 
it has the power 
to establish trust 
among people in the 
supply chain which 
is essential for the 
existence of all of 
us on this planet.''

Mostafiz Uddin, Owner and Managing 
Director, Denim Expert Ltd. and 
Founder, Bangladesh Denim Expo
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METHODOLOGY 
ADVISORY COMMITTEE

The methodology was designed in 2017 
through a four-month consultative 
process with a variety of industry experts 
and stakeholders from academia, the 
trade union movement, civil society 
organisations, socially responsible 
investment, business consulting and 
journalism. This year we have made 
significant updates to the methodology in 
consultation with our pro-bono advisory 
committee, which included more than 20 
experts and organisations such as:

Dr Mark Anner, Associate Professor & 
Director of the Center for Global Workers’ 
Rights at Penn State University

Eloisa Artuso, Lead of Fashion 
Transparency Index Brazil

Neil Brown, Head of Equities at GIB Asset 
Management

Maddy Cobbing, Detox My Fashion 
Campaign at Greenpeace

Gary Cook, Global Climate Campaigns 
Director at Stand.earth

Subindu Garkhel, Cotton and Textiles Lead 
at The Fairtrade Foundation

Fiona Gooch, Senior Private Sector Policy 
Advisor at Traidcraft Exchange

Christina Hajagos-Clausen, Textile and 
Garment Industry Director at IndustriALL 
Global Union

Kristian Hardiman, Head of Ratings at 
Good On You

Aruna Kashyap, Associate Director 
(Corporate Accountability), Economic 
Justice and Rights Division, Human Rights 
Watch

Kate Larsen, Business & Human Rights 
Consultant

Hester Le Roux, Senior Economic Advisor, 
Policy & Advocacy at CARE International

Emily MacIntosh, Policy Officer for Textiles 
at European Environmental Bureau

Maya Rommwatt, Fashion Climate 
Campaigner at Stand.earth

Francois Souchet, Make Fashion Circular 
Lead at Ellen MacArthur Foundation

Joe Sutcliffe, Senior Advisor, Dignified 
Work at CARE International

Urksa Trunk, Campaign advisor at 
Changing Markets

Ben Vanpeperstraete, Supply Chain 
Consultant

Frank Michel, Executive Director at ZDHC

Klaas Nuttbohm, Implementation Director 
at ZDHC

Olivia Windham Stewart, Business and 
Human Rights Specialist

Katie Shaw, Chief Programme Officer at 
Open Apparel Registry 

Pauline Op De Beeck, Head of Sales, 
Europe – Apparel Sector Lead

Laura Balmond, Lead at Make Fashion 
Circular, Ellen Macarthur Foundation 

Anna Bryher, Director of Advocacy, Labour 
Behind the Label

Chloe Rollscane, Researcher, Canopy 
Global 

Holly Syrett, Global Fashion Agenda 

We have strived to align the methodology, 
so far as possible, with existing 
international standards and frameworks 
such as GRI, Open Data Standard, UN 
Guiding Principles, SDGs, OECD Due 
Diligence Guidelines and the relevant ILO 
conventions, as well as other benchmarks 
and initiatives including ACT, CHRB, Know 
The Chain, Transparency Pledge and 
several others. We also collaborate to 
share research with other benchmarks 
through our partnership with the open 
research platform Wikirate.

This year, we added an additional 24 
indicators compared to last year. We 
have also updated the wording in some 
indicators for clarity and to align with best 
practice. If you download our questionnaire 
template, those changes are in red text. 
Where an indicator is entirely in red text, 
that signals an entirely new indicator. 
The weighting of the scores is designed 
to incentivise detailed, granular public 
disclosure. The intention is to put the 
greatest emphasis on results, outcomes, 
impacts and the most actionable data that 
can be used by external stakeholders to 
hold brands to account.
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HOW WE CALCULATE 
THE FINDINGS

All scores have been calculated to two 
decimal places (in the complete data 
set) and then rounded to the nearest 
whole percentage point for this report.

To calculate the total score for each 
brand, we add the score awarded to 
the brand for the 5 different sections. 
Each section has a different weight as 
some sections are worth more points 
than others:

o Section 1 is worth 33/250

o Section 2 is worth 11/250

o Section 3 is worth 73/250

o Section 4 is worth 50/250

o Section 5 is worth 83/250

The overall average score across all 
250 brands is calculated by taking the 
average of all brands’ individual final 
scores. Year-on-year differences in 
scores are described as the change 
in percentage points rather than the 
rate of percentage change. This is true 
unless explicitly stated otherwise. 

For instance, if a brand scored 30% 
in one year and 45% in the next, we 
are usually reporting that the brand 
increased by 15 percentage points 
(45-30=15) rather than saying the brand 
increased by a 50% rate of change 
(45/30=1.5). 

Where a score may have been rounded 
to the nearest percentage point in 
previous editions, we are calculating 
the year-on-year difference according 
to the rounded figures rather than to 
the exact decimal points. For example, 
where the average score in a particular 
section is 17.74% we have rounded 
this up to 18%. If in a previous year’s 
report the average score in that section 
was 12.41% we rounded it down to 
12% in the report. Therefore, the year-
on-year difference is technically 5.33 
percentage points, but if we go by 
the nearest rounded figures it is 6 
percentage points.

• Data is as current as of 30th April 
2022. Brands may have disclosed 
or retracted information or links 
to evidence may have moved or 
stopped working after this date

• Changes to the methodology in 
2022 may affect year-on-year 
comparability of the results. Please 
make annual comparisons with that 
in mind

• Desk-based research relies upon 
people and that means human 
errors are possible

• Verification of brands’ claims are 
beyond the scope of this research, 
only on-the-ground rights holders and 
experts can hold brands to account 
when their practices and impacts do 
not stand up to their claims

We are confident that the methodology is 
comprehensive and robust when it comes 
to the public disclosure of actionable 
information by major brands. Our research 
team has tried our best to be as thorough, 
meticulous, objective and consistent as 
possible across all 250 brands. However, 
we acknowledge that it can always be 
improved and welcome your concerns 
or feedback. You can email us at 
transparency@fashionrevolution.org.

LIMITATIONS OF 
THE RESEARCH
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WEIGHTING OF 
THE SCORES

1. 2. 

This section explores brands’ social and environmental policies 
for both their own employees and workers in the supply chain, how 
these policies are implemented, if it has relevant goals and targets 
it has in place and if brands are reporting annual progress against 
these targets. In 2021, available points in this section were halved to 
place more emphasis on outcomes and impacts. This year, whilst 
no indicators changed, we developed more stringent guidance 
on what disclosure is acceptable which may be the reason why 
some brands score lower in comparison to last year. For example, 
when evaluating if brands have a supplier policy on Overtime Pay, 
just stating ‘overtime is paid at a premium’ is not sufficient. We are 
looking for disclosure of the percentage above minimum wage. 
Further, within Section 1.2 we have not accepted points where 
brands’ policies “encourage” or “suggest” that a supplier does 
something, it must be a requirement. Language, when ambiguous, 
can be used as a way to deflect responsibility and our aim was to 
more closely scrutinise language used. 

POLICIES & COMMITMENTS GOVERNANCE

Here, we look at who on the 
executive board has responsibility 
for social and environmental 
performance, how this is 
implemented, how social and 
environmental improvements 
are linked to employee, CEO and 
supplier performance,whether 
the relevant department can be 
easily contacted by the public 
and whether there is worker 
representation on the board. 
This year, we also looked to see 
if the brands are publishing 
a responsible tax strategy 
and whether there is worker 
representation on the executive 
board.

WEIGHTING 
(%) 13.2% 4.4%

3. 
TRACEABILITY

In this section we expect brands to 
publish supplier lists at three levels: 
manufacturing, processing facilities 
and mills, and raw materials. We also 
look for extra details such as supplier 
address, number of workers, gender 
breakdown, number of migrant workers, 
union representation and when the list 
was last updated. New for this year, we 
looked to see if brands’ lists are publicly 
available and in alignment with the Open 
Data Standard for the Apparel Sector 
in order to make information easy to 
use for trade unions and NGOs. We also 
checked whether or not brands are active 
contributors to the Open Apparel Registry 
to enable collaboration and efficient 
access of data for impacted stakeholders.

29.2%

4. 
KNOW, SHOW & FIX

In Know, Show & Fix we review what 
brands disclose about their human 
rights and environmental due 
diligence processes, how they assess 
suppliers against their policies, what 
are the results of these audits and 
assessments, what brands do when 
problems are found, how workers 
can file complaints and how these 
are addressed. This year, for the first 
time, we have separated human 
rights and environmental due 
diligence into different subsections 
in order to illuminate potential gaps 
in environmental due diligence 
disclosure. Based on previous 
Indices, disclosure often focused on 
human rights due diligence. 

5. 
SPOTLIGHT ISSUES

In 2021, we increased the 
weighting of Spotlight Issues 
significantly compared to 
previous editions (up from 
19.6% in 2020). This is part of 
our efforts to push harder for 
disclosure on the most urgent 
and difficult problems facing 
the industry. For 2022, no 
change has been made in the 
weighting of this section. In this 
section, we look at what brands 
disclose on a number of issues, 
including: forced labour, living 
wages, purchasing practices, 
unionisation, racial and gender 
equality, overproduction, waste 
and circularity, sustainable 
materials, water and chemicals, 

climate and deforestation. 

20% 33.2%
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A GUIDE TO THE 
FINAL SCORING

There are 250 total possible points. Final scores have 
been converted into percentages and rounded to the 
nearest whole number. Please focus on the range 
in which brands score rather than their individual 
scores as this gives you a truer reflection of the level 
of transparency across these large global brands.

0—5% 6—10% 11—20% 21—30% 31—40% 41—50% 51—60% 61—70% 71—80% 81—90% 91—100% 

TRANSPARENCY

Brands scoring between 
0-5% are disclosing 
nothing at all or a very 
limited number of policies, 
which tend to be related to 
the brand’s hiring 
practices or local 
community engagement 
activities. Where there are 
very low levels of 
disclosure, the information 
that is published is often 
that required by law (for 
example, a modern 
slavery statement or 
gender pay gap report). 
Legislation which 
mandates transparency 
can be an effective tool at 
moving brands that would 
otherwise not disclose 
information voluntarily. 

Brands scoring between 
6-10% are likely to be 
publishing some policies 
for both their employees 
and suppliers. Those 
closer to 10% are more 
likely to be publishing a 
basic supplier code of 
conduct, some 
information about their 
procedures and limited 
information about their 
supplier assessment 
process.

Brands scoring between 
11-20% are likely to be 
publishing many policies 
for both employees and 
suppliers, some 
procedures and some 
information about their 
supplier assessment and 
remediation processes. 
These brands will most 
likely not be publishing 
supplier lists and won’t be 
sharing much information, 
if anything, about our 
Spotlight Issues: Decent 
work & purchasing 
practices; gender & racial 
equality; sustainable 
sourcing & materials; 
overconsumption, waste 
& circularity; water & 
chemicals and climate 
change & biodiversity. 

Brands scoring between 
21-30% are likely to be 
publishing much more 
detailed information 
about their policies, 
procedures, governance, 
social and environmental 
goals and supplier 
assessment and 
remediation processes. 
These brands may be 
publishing a basic list of 
manufacturers only 
containing the factory 
name and address. These 
brands are unlikely to be 
sharing information about 
the outcomes of their 
supplier assessments or 
grievance channels. These 
brands will not be 
disclosing information on 
all Spotlight Issues but 
may touch upon a few.

Brands scoring between 
31-40% are typically 
disclosing their first-tier 
manufacturers as well as 
detailed information 
about their policies, 
procedures, social and 
environmental goals, 
governance, supplier 
assessment and 
remediation processes. 
These brands are also 
more likely to be 
disclosing partial 
information on a few of 
the Spotlight Issues such 
as carbon emissions, 
gender equality, 
sustainable sourcing and 
materials and energy use.  

Brands scoring 41-50% 
are likely to be publishing 
more detailed supplier 
lists, many will be 
publishing processing 
facilities as well as 
manufacturers, in 
addition to detailed 
information about their 
policies, procedures, 
social and environmental 
goals, governance, 
supplier assessments, 
remediation processes 
and some supplier 
assessment findings. 
These brands are also 
more likely to be 
addressing some Spotlight 
Issues, such as carbon 
emissions; gender equality; 
sustainable sourcing and 
materials; energy use, 
waste and circularity; 
decarbonisation; water  
and chemicals. 

Brands scoring 51-60% 
are disclosing all of the 
information already 
described in the other 
ranges and will likely be 
publishing detailed 
supplier lists. These 
brands will be disclosing 
most human rights and 
environmental policies, 
procedures, social and 
environmental goals and 
information about their 
governance and due 
diligence processes. They 
will likely be publishing 
some detailed information 
about the findings of their 
supplier assessments. 
These brands will be 
addressing many of the 
Spotlight Issues such as 
such as carbon emissions; 
gender equality; 
sustainable sourcing and 
materials; energy use, 
waste and circularity; 
decarbonisation; water and 
chemicals; living wages; 
waste and circularity. 

Brands scoring 61-70% 
are disclosing all of the 
information already 
described in the other 
ranges and will be 
publishing detailed 
supplier lists, which 
include manufacturers, 
processing facilities and 
some suppliers of raw 
materials such as cotton, 
wool or viscose. These 
brands will also be 
addressing most of the 
Spotlight Issues explained 
in previous ranges as well 
as racial equality; forced 
labour; overconsumption; 
deforestation and 
regeneration; purchasing 
practices; unionisation 
and collective bargaining.

Brands scoring 71-80% 
are disclosing all of the 
information already 
described in the other 
ranges and will be 
publishing detailed 
supplier lists for 
manufacturers, 
processing facilities and 
suppliers of raw materials 
such as cotton, wool or 
viscose. These brands will 
be publishing detailed 
information about their 
due diligence processes 
and outcomes, supplier 
assessments and 
remediation findings. 
These brands will be 
sharing comparatively 
more comprehensive and 
detailed information and 
data than other brands in 
the Index on the Spotlight 
Issues but still missing 
significant disclosures on 
outcomes and impacts.

No brands score above 80% but if they did these 
brands would be disclosing all of the information 
already described as well as publishing detailed 
information about supplier assessment and 
remediation findings for specific facilities. They would 
also be sharing detailed supplier lists for at least 95% 
of all suppliers from manufacturing right down to raw 
materials. These brands would be mapping social 
and environmental impacts into their financial 
business model and disclosing comprehensive data 
on their use of sustainable materials. They would 
provide the gender breakdown of job roles within their 
own operations and in the supply chain. We would be 
able to find detailed information about the 
company’s purchasing practices, the company’s 
approach and progress towards living wages for 
workers in their supply chain. These brands would be 
disclosing their carbon emissions, use of renewable 
energy and water footprint from their own operations 
and across their supply chains - right down to raw 
material level. For more information on what a score 
of 100% means, see question 11 in our Q&As here. 
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FULL RESULTS & 
DETAILED ANALYSIS

To access the complete 
data set click here.

View all the underlying data for 
all 250 brands on Wikirate.org
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THE FINAL SCORES

* Brands ranked in numerical order by score out of 250, but shown as rounded-up percentage. Where brands have the same percentage score, they are listed in alphabetical order.

0-5% 6-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%
Eddie Bauer

ANTA

Buckle

Gerry Weber

Marni

Merrell

Valentino

Express

Cole Haan

Triumph

Dillard's

Truworths

Tommy Bahama

Shimamura

LC Waikiki

Max 

Longchamp

REVOLVE

Aeropostale

Deichmann

Pepe Jeans

Jockey

SHEIN

Romwe

Dolce & Gabbana

BCBGMAXAZRIA

DKNY

Van Heusen

Nine West

celio

Tory Burch

Jil Sander

Fashion Nova

New Yorker

Max Mara

Semir

Tom Ford

Heilan Home

Belle

Big Bazaar - ffb

Elie Tahari

Justfab

K-Way

KOOVS

Metersbonwe

Mexx

Splash

Youngor

New Look

Superdry

Burberry

Big W

Lacoste

Fruit of the Loom

Russell Athletic

Next

Columbia 
Sportswear

Ermenegildo Zegna

Jack & Jones

Target

Bonprix

Vero Moda

Primark

John Lewis

ALDI Nord

Amazon

Hermès

HEMA

Muji

Paris

Kiabi

Aritzia

Mizuno

Abercrombie & Fitch

Armani

Hollister Co.

Monoprix

Jack Wolfskin

American Eagle

Foschini

Carter's

Otto

Victoria's Secret

Joe Fresh

Miu Miu

Prada

Moncler

Nordstrom

TOPVALU COLLECTION

Desigual

Disney

REI

Cortefiel

Kaufland

Reserved

Chanel

Brunello Cucinelli

Kohl's

Fanatics

Steve Madden

ALDO

Anthropologie

Free People

Urban Outfitters

Fossil

Ito-Yokado

Michael Kors

Versace

Lands' End

MRP

Falabella

Burlington

TJ Maxx

Fila

KiK

La Redoute

C&A

Gucci

Puma

Dressmann

Zeeman

Calvin Klein

Esprit

Tommy Hilfiger

UGG

Calzedonia

Intimissimi

Tezenis

Converse

Jordan

Nike

Fendi

Lululemon

adidas

ASOS

Costco

LL Bean

Tod's

United Arrows

Carhartt

Li-Ning

The Children's Place

Canada Goose

Takko

Saks Fifth Avenue

Famous Footwear

Carolina Herrera

Sandro

Foot Locker

Hudson's Bay

Beanpole

AJIO

CAROLL

Reliance Trends

DSW

Billabong

Quiksilver

Roxy

Chico's

Diesel

Ross Dress for Less

Kmart

Skechers

Bosideng

Furla

Sports Direct

Bloomingdale's

Macy's

GU

Levi Strauss & Co

Tesco

Uniqlo

Hugo Boss

Ralph Lauren

Reebok

Balenciaga

SAINT LAURENT

Bottega Veneta

Speedo

Tchibo

Sainsbury's

Wrangler

ASICS

G-Star RAW

Zalando

Banana Republic

Gap

Old Navy

Patagonia

Mango

Marks & Spencer

Bershka

Massimo Dutti

Pull&Bear

Stradivarius

Zara

Lindex

Tom Tailor

New Balance

OVS

Kmart Australia

Target Australia

ALDI SOUTH

Chloé

Dr. Martens

GUESS

Fjällräven

Lidl

Louis Vuitton

CELINE

Dior

Helly Hansen

boohoo

Marc Jacobs

PrettyLittleThing

Asda

Hanes

Brooks Sport

Champion

Morrisons

Prisma

River Island

s.Oliver

COACH

Clarks

Woolworths 
South Africa

Mammut

El Corte Inglés

The Warehouse

Bally

Kate Spade

Carrefour

Matalan

Dick's Sporting Goods

Walmart

Salvatore Ferragamo

Ted Baker

JD Sports

Kathmandu

Under Armour

Cotton On

Pimkie

Very

Decathlon

H&M

The North Face

Timberland

Vans

United Colors 
of Benetton

Gildan
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QUICK OVERALL FINDINGS

TRANSPARENCY

17 brands  
(7%) score 0%  

this year

Average score 
 is 24%

 Only 3 brands 
score higher 

than 70%

Not a single  
brand scores 

above 80%
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AVERAGE SCORES 
ACROSS THE SECTIONS

1. 2. 3. 4. 5. 

POLICIES & 
COMMITMENTS 

GOVERNANCE TRACEABILITY KNOW, SHOW & FIX SPOTLIGHT ISSUES

51% 34% 21% 19% 18% 

Major brands are once again 
most transparent about their 
policies & commitments. Puma 
scores highest in this section 
at 94%. 21/250 brands score in 
the 90% range, 24/250 in the 
80% range and 25/250 in the 
70% range. This means they 
are publishing all or most of 
the social and environmental 
policies reviewed in their own 
operations and suppliers, as 
well as generally disclosing 
how policies put into action 
and goals or targets on human 
rights and environmental 
impacts for the future. 27/250 
brands score in the 0-10% 
range, meaning they are 
disclosing very few relevant 
policies. On a methodological 
note, we halved the available 
points in this section to shift 
the overall weighting towards 
results, outcomes and impacts.  

Balenciaga, Bottega Venetta, 
Gucci and Saint Laurent along 
with Puma, Hugo Boss and 
adidas score highest in this 
section at 100%. The majority 
of brands disclose contact 
details for their sustainability 
departments and publish 
information about board 
accountability for human rights 
and environmental issues. 
Very few brands disclose that 
employees are represented on 
the board of directors or publish 
details about their financial 
investments into sustainability 
efforts. Notably, 44/250 brands 
score 0%, meaning they are 
disclosing no information 
about their governance. 

More brands than ever (48%) 
are disclosing their first-tier 
manufacturers. Nine brands 
score above 90% in this section, 
with OVS scoring highest 
this year (100%) followed by 
Calzedonia Group (Calzedonia, 
Intimissimi, Tezenis) (97%) , 
Gildan (96%) and UGG (93%). 
These brands publish detailed 
first-tier factory lists as well 
as some of their processing 
facilities and raw materials 
suppliers further down the 
chain. Notably, half of major 
brands (125/250) score in the 
0-1% range which means 
they’re not disclosing any 
suppliers. By 2022, we had 
hoped to see 50% of brands 
publishing at least their first-
tier manufacturers, so we’ll 
continue to push for beyond 
50% next year.

This section reflects how brands 
assess whether their policies 
(those from section 1) are 
upheld in their supply chains. 
It also looks at what evidence 
they disclose to verify that 
their codes of conducts are 
being upheld, and resulting in 
improved working conditions 
and responsible environmental 
practices. Notably, the highest 
scoring brand in this section 
this year is Kmart Australia 
and Target Australia with 80%, 
whereas the highest scoring 
brand last year was OVS (55%). 

Meanwhile, 111 brands (44%) 
score in the 0-10% range, 
meaning they are disclosing 
nothing or very little about 
supply chain due diligence, 
and their efforts to fix issues in 
factories when discovered or 
reported by workers themselves. 
Overall, 96% of brands are still 
receiving fewer than 50% of 
available points in this section. 

This year, Gucci is the highest 
scoring brand in this section 
with 69%, up from 66% last year. 
Notably, no brand is scoring in 
the 70% range this year. OVS 
is second highest at 67%, with 
Kmart Australia and Target 
Australia coming in next at 63%. 
Results shows that 235 brands 
(94%) score less than 50% in 
the Spotlight Issues section, 
meaning there is a widespread 
lack of transparency among 
the majority of major brands 
across a range of critically 
important and increasingly 
urgent issues such as: decent 
work, purchasing practices, living 
wages, unionisation, gender and 
racial equality, use of sustainable 
materials, waste and circularity, 
water and chemicals, climate 
change and deforestation. 
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POLICIES & 
COMMITMENTS
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1. POLICIES & COMMITMENTS 
APPROACH

What human rights and environmental 
policies and procedures do major brands 
and retailers publicly disclose?

In this section we reviewed what policies and procedures brands 
disclose both at company level (as related to the company’s 
own operations in head offices, stores, warehouses, and owned 
production facilities) and at supplier level (Code of Conduct or 
supplier guidance document for their supply chain).

• Animal Welfare

• Annual leave & Public Holidays

• Anti-bribery, Corruption & 
Presentation of False Information

• Biodiversity & Conservation

• Child Labour

• Community Engagement

• Contracts & Terms of 
Employment

• Discrimination

• Diversity & Inclusion

• Energy & Greenhouse Gas 
Emissions

We looked at the following issues:

• Equal Pay

• Forced & Bonded Labour

• Foreign & Migrant Labour

• Freedom of Association, Right to 
Organise & Collective Bargaining

• Harassment & Violence

• Health & Safety

• Homeworking

• Living Conditions / Dormitories

• Manufacturing Restricted 
Substances List (MRSL)

• Maternity Rights / Parental Leave

• Mental Health & Wellbeing

• Overtime Pay

• Restricted Substances List (RSL)

• Subcontracting

• Wages & Benefits (including social 
security, insurance, pension, 
bonus)

• Waste & Recycling (Packaging/
Office/Retail)

• Waste & Recycling (Product/
Textiles)

• Water Effluents & Treatment

• Water Consumption

• Working Hours & Rest Breaks 

Social and environmental 
priorities and measurable, 
long-term goals

We looked to see whether brands are 
publishing their goals or a strategic 
roadmap for improving social and 
environmental impacts across the value 
chain. We only counted these goals if 
they were time-bound, measurable and 
set for 2022 or later. We also awarded 
points if brands report on annual progress 
towards achieving these goals. This year, 
we updated the progress data indicators, 
strictly not allowing brands to receive 
progress points if no clear, time-bound 
and measurable target is defined.

And finally, we checked to see if brands’ 
annual sustainability report (or relevant 
data within the annual report) was audited 
by an independent third party.

This year, we updated the guidance for many of the above indicators 
to highlight best practice. Guidance notes provide contextual 
information to brands filling out the questionnaire, which help 
them understand what information we will and will not accept. We 
collaborated with TrusTrace on the TrusTrace Traceability Playbook, 
which showcases examples of transparent disclosure. 

We updated our disclosure requirements for multiple indicators 
- including annual leave & public holidays; diversity & inclusion; 
greenhouse gas emissions; homeworking; maternity rights & 
parental leave. For example, our homeworking indicator, we 
specified that we are looking for policies that recognise the 

existence of homeworkers in supply chains, 
and only credited policies that go beyond a 
ban on homeworking.
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1. POLICIES & COMMITMENTS 
RESULTS

* Brands ranked in numerical order by score out of 250, but shown as rounded-up percentage. Where brands have the same score, they are listed in alphabetical order.

0-5% 6-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%
Van Heusen

Nine West

BCBGMAXAZRIA

celio

Tory Burch

Jil Sander

Fashion Nova

New Yorker

Max Mara

Semir

Tom Ford

Heilan Home

Belle

Big Bazaar - ffb

Elie Tahari

Justfab

K-Way

KOOVS

Metersbonwe

Mexx

Splash

Youngor

Costco

Disney

HEMA

MRP

Burlington

Canada Goose

Diesel

La Redoute

Pimkie

JD Sports

Billabong

Kiabi

Quiksilver

Roxy

Tod's

Marni

Sandro

Bloomingdale's

Fanatics

Macy's

Foot Locker

Hudson's Bay

Saks Fifth Avenue

Skechers

Anthropologie

Famous Footwear

Free People

Urban Outfitters

AJIO

Chico's

Reliance Trends

DSW

Kmart

Takko

Cole Haan

Tommy Bahama

Triumph

Eddie Bauer

Ross Dress for Less

ANTA

Deichmann

Dillard's

Max 

Aeropostale

SHEIN

Shimamura

Longchamp

Romwe

Jockey

Abercrombie & Fitch

Dr. Martens

Hollister Co.

Victoria's Secret

American Eagle

Brooks Sport

Otto

Lands' End

Bally

boohoo

PrettyLittleThing

Kohl's

Paris

Cortefiel

Fossil

Nordstrom

Very

Fjällräven

Reserved

Desigual

s.Oliver

Steve Madden

Ted Baker

KiK

Michael Kors

Versace

Calzedonia

Intimissimi

Tezenis

The Children's Place

TJ Maxx

Bershka

C&A

Massimo Dutti

Pull&Bear

Stradivarius

Zara

Tesco

adidas

Gildan

Burberry

Calvin Klein

H&M

Lululemon

Tommy Hilfiger

Banana Republic

Gap

Old Navy

Amazon

Hugo Boss

Kmart Australia

Reebok

Target Australia

Esprit

Wrangler

Dressmann

Ralph Lauren

Target

Mango

Tchibo

Truworths

Pepe Jeans

REVOLVE

DKNY

Dolce & Gabbana

Asda

Fila

Foschini

Joe Fresh

Helly Hansen

Moncler

Morrisons

Matalan

Under Armour

Cotton On

Ermenegildo Zegna

Falabella

Li-Ning

Miu Miu

Prada

ALDO

Mammut

REI

United Arrows

Chanel

Carolina Herrera

ASOS

G-Star RAW

Primark

ALDI Nord

GU

New Balance

Uniqlo

ASICS

Big W

Fendi

Salvatore Ferragamo

Woolworths 
South Africa

Zeeman

Marks & Spencer

Chloé

The Warehouse

Louis Vuitton

River Island

ALDI SOUTH

CELINE

Lidl

Speedo

Walmart

Brunello Cucinelli

Carhartt

Kaufland

Furla

Merrell

Jack Wolfskin

Beanpole

Gerry Weber

Bosideng

CAROLL

LL Bean

Express

Buckle

Sports Direct

LC Waikiki

Valentino

Dior

Marc Jacobs

Sainsbury's

Patagonia

Tom Tailor

Zalando

Jack & Jones

Next

Vero Moda

Fruit of the Loom

Prisma

Russell Athletic

Bonprix

New Look

Lindex

Decathlon

Armani

El Corte Inglés

Columbia Sportswear

Hermès

Muji

Carrefour

Hanes

Kathmandu

Mizuno

UGG

Champion

Lacoste

TOPVALU COLLECTION

Aritzia

Dick's Sporting Goods

John Lewis

COACH

Kate Spade

Monoprix

Carter's

Clarks

GUESS

Ito-Yokado

Puma

Balenciaga

Bottega Veneta

Converse

Gucci

Jordan

Levi Strauss & Co

Nike

OVS

SAINT LAURENT

The North Face

Timberland

Vans

Superdry

United Colors 
of Benetton
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147

142

197

Animal Welfare

Annual Leave & Public Holidays

Anti-bribery, Corruption & Presentation of False Information

Biodiversity & Conservation

Child Labour

Community Engagement

Contracts & Terms of Employments (inc.
notice period, dismissal & disciplinary action)

Discrimination

Diversity & Inclusion

Energy & Greenhouse Gas Emissions

Equal Pay

Forced & Bonded Labour

Foreign & Migrant Labour

Freedom of Association, Right to Organise & Collective Bargaining

Harassment & Violence

Health & Safety

Homeworking

Living Conditions/Dormitories

Manufacturing Restricted Substances List (MRSL)

Maternity Rights & Parental Leave

Mental Health & Wellbeing

Overtime Pay

Restricted Substance List (RSL)

Subcontracting

Wages & Financial Benefits (bonuses, insurance, social security, pensions)

Waste & Recycling (Packaging/Office/Retail)

Waste & Recycling (Product/Textiles)

Water Effluents & Treatment

Water Consumption

Working Hours & Rest Breaks

133

93

92

194

213

167

204

139

203

172

79

81

164

69

219

209

209

127

216

157

212

142

223

92

101

120

121

95

179

176

                                                                                                                                         117

122

179

169

127

176

188177

194

197

139

194

1. POLICIES & COMMITMENTS 
FINDINGS

144140

150 18016513590 105 210195 225 240 2503015 6045 75 1200

HOW MANY BRANDS OUT OF 250 PUBLISH RELEVANT POLICIES?

Company policies 
 
Supplier policies 
 
Procedures

186

50

111

64

144

                                                                                    72

135

130

59

120

44

123

53

154

80

96

99

117

170

19

49

59

39

114

114

85

74

117

121

105
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1. POLICIES & COMMITMENTS 
FINDINGS

publish company 
policy

89+11+II

publish supplier 
policies

publish supplier 
policies

publish supplier 
policies

publish supplier 
policies

disclose how policies 
are implemented

disclose how policies 
are implemented

disclose how policies 
are implemented

disclose how policies 
are implemented

disclose how policies 
are implemented

IMPLEMENTATION OF POLICIES

WORKING HOURS & REST BREAKS HOMEWORKING LIVING CONDITIONS & DORMITORIES

publish supplier 
policies

86+14+II
disclose how policies 

are implemented

86%89%

CHILD LABOUR EQUAL PAY FORCED AND BONDED LABOUR

48+52+II 32+68+II48%

82+18+II

32%

34+66+II34%82% 28+72+II28% 66+34+II8+92+II 66%

62+38+II

8% 16+84+II16%

62%51+49+II51%
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1. POLICIES & COMMITMENTS 
FINDINGS

publish company 
policies

publish Restricted 
Substances List

publish company 
policies

publish supplier 
policies

publish company 
policies

publish supplier 
policies

publish Manufacturing 
Restricted 

Substances List

publish supplier 
policies

disclose how policies 
are implemented

publish supplier 
policies

IMPLEMENTATION OF POLICIES

RSL VS. MRSL WATER EFFLUENTS AND TREATMENT PRODUCT / TEXTILE WASTE

publish company 
policies

disclose how policies 
are implemented

48+52+II48+52+II 48%48%

ANIMAL WELFARE BIODIVERSITY & CONSERVATION

56+44+II
WATER CONSUMPTION

56% 44+56+II56+44+II56%

32+68+II

44%

32%47+53+II47% 56+44+II 38+62+II56% 38%46+54+II 24+76+II46% 24%

58+42+II58%

 FASHION REVOLUTION | FASHION TRANSPARENCY INDEX 2022 POLICIES & COMMITMENTS 46



1. POLICIES & COMMITMENTS 
FINDINGS

c+74+70 c+50+51 c+20+24 c+44+47
EMPLOYEE  

WAGES & BENEFITS
FOREIGN &  

MIGRANT LABOUR
TEXTILE WASTE  

& RECYCLING
HARASSMENT & 

VIOLENCE

c+69+72
INTERNATIONAL 

STANDARDS

2022

70
74

2021

% that publish 
employee policies on 
wages and benefits

% that publish supplier 
policies based on 

credible international 
standards

% that publish 
procedures on 

harassment & violence

% that publish supplier 
policies on foreign and 

migrant labour

% that publish supplier 
policies on waste & 

recycling for products 
and textiles

ANNUAL PROGRESS

20222021

50 51

20
24

72
69

4744

20222021 20222021 20222021
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1. POLICIES & COMMITMENTS 
ANALYSIS

Major brands continue to be 
more transparent about their 
policies and commitments 
than their results and 
impact. 

This year, indicators across Section 1, 
Policies & Commitments, have been 
updated. As a result, the overall average 
score for Section 1 (51%) is marginally 
lower than last year (53%). Despite these 
changes, and maintained methodology 
changes from last year, section 1 remains 
the highest scoring section of the Index. 
Brands are more transparent about their 
policies and commitments compared 
to governance information, supply chain 
traceability and outcome and impact 
data. For example, the majority of brands 
(84%) publish a policy outlining their 

commitment to freedom of association, 
the right to organise and collective 
bargaining at supply chain level but just 
40% of brands share how they are putting 
these policies into action. Transparency 
of policies and commitments is 
foundational - but it is vital that brands 
embrace meaningful transparency about 
their impacts and outcomes. 

The majority of big brands disclose 
company policies – those that apply to 
their own employees – on the following 
topics: community engagement (79%), 
anti-bribery and corruption (78%) and 
discrimination (78%). In terms of their 
supply chains, most brands publish their 
policies on child labour (89%), health 
and safety (88%) and forced and bonded 
labour (86%). The majority of brands 
state that their supply chain policies 
are based on credible international 
standards (72%) and that these policies 
are part of purchase agreements with 
suppliers (70%). Just over one third of 
brands (36%) publish translations of the 
supplier policies in local languages of 
production countries. 

We observe the least transparency on the 
following company policies: annual leave 
& public holidays (20%), maternity rights 
& parental leave (30%), waste & recycling 

of products and textiles (38%). Updated 
guidance on the awarding of points for 
annual leave and maternity leave policies 
have contributed to these scores being 
lower than last year. In the supply chain, 
the least transparency is on policies of: 
waste & recycling of products and textiles 
(24%) and community engagement (26%).

This data demonstrates the opacity of 
brands’ approaches towards addressing 
the areas of their supply chain with the 
most potential for harm. For example, 
just 28% of brands disclose policies 
on homeworking in their supply chain. 
Homeworkers are an indispensable part of 
global fashion supply chains, in luxury and 
fast fashion alike, but their labour is too 
often hidden, precarious and undervalued. 
This year we only credited brand policies 
that go beyond a ban on homeworking 
and this has resulted in fewer brands 
maintaining the points. As a result, the 
number of brands receiving points for 
disclosing their supply chain homeworking 
policies and procedures (28% and 7% 
respectively) has declined since last year 
(37% and 10% respectively). 

Percentage of brands 
disclosing company policies

2022 2021 2020

Annual leave & public holidays

Anti-bribery and corruption

Maternity rights & parental leave

Waste & Recycling (Products/Textiles)

20%

78%

29%

78%

71%

30%

36%
43%

38%

46%

44%

26%
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Homeworkers experience some of the 
most serious rights violations in the 
fashion supply chain. However their 
conditions are not only overlooked by 
major brands but also in the development 
of policy instruments such as the EU’s 
proposed Corporate Sustainable Due 
Diligence Directive (CSDD).  In support 
of the aims of Homeworkers Worldwide, 
we are advocating for brands to urgently 
recognise and take responsibility for 
homeworkers in their supply chains, 
including consulting with homeworkers 
and their representatives to improve their 
rights at work. Hear directly from Hidden 
Homeworkers (a consortium of NGOs 
supporting homeworkers) on page 75. 

In a parallel example, we found that 89% of 
brands disclose their child labour supplier 
policy, but only 48% disclose how that 
policy is implemented. Similarly, 66% 
of brands disclose their supplier policy 
on living conditions and dormitories, 
but only 16% disclose how that policy is 
implemented and upheld. We measured 
less disparity in forced and bonded labour, 
with 86% of brands publishing a supplier 
policy and 62% disclosing how the policy 
is implemented. It stands to reason that 
we see the greatest level of disclosure on 
topics which are required to be addressed 
by law (such as the UK and Australian 
Modern Slavery Acts and the California 
Transparency in Supply Chains Act).

More brands disclose 
environmental targets than 
human rights targets.

This year, 43% of brands publish 
measurable, time-bound and long-
term targets towards improving human 
rights and 68% do so for environmental 
impacts. Despite this marginal increase 
in brands disclosing their human rights 
and environmental targets, the number of 
brands disclosing progress against those 
targets has decreased compared to last 
year. Just 35% of brands disclose annual, 
up-to-date progress towards achieving the 
company's human rights targets, and 52% 
do so for environmental targets.

While less brands disclosing their progress 
is a likely reflection of our updated 
requirements, this is an area in need of 
attention. Why are brands publishing goals 
but not telling stakeholders whether they 
are on track towards achieving them? 
Disclosure of targets and progress towards 
them underpin accountability, particularly 
in instances where brands fall short of 
achieving targets.

Less than one third of major 
brands disclose third-
party verification for their 
sustainability claims.

Less than one third of brands (31%) 
disclose that their sustainability 
information, for example their carbon 
emissions, are audited or verified by an 
independent third party. For the remaining 
69% of brands, it is unclear whether 
their sustainability claims go unchecked 
as they do not disclose whether or not 
they have not been verified, meaning 
misleading claims may go unchallenged. 

Percentage of brands 
disclosing supplier policies

2022 2021 2020

Maternity rights & parental leave

Contracts & terms of employment

Equal pay

Foreign and migrant labour

Living conditions and dormitories

29%

24%

29%

57%

63%

66%

62%

63%

61%

58%

55%

61%

51%

50%

42%

"Awareness is key. In the 
absence of information, 
none of us know what 
is happening and what 
could be jeopardizing 
our health, our water 
supply, and our planet."

Erin Brockovich
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2. GOVERNANCE 
APPROACH

Who in the company is 
responsible for social and 
environmental impacts?

In this section, we try to understand who 
in the company is accountable for social 
and environmental performance and 
impacts. First, we looked to see if brands 
publish direct contact details for a relevant 
department, such as the sustainability or 
corporate responsibility team.

We also looked for the name or contact 
details of a board member who is 
responsible for social and environmental 
issues and how this oversight is 
implemented. Last year, we also added 
an indicator on worker (employee) 
representation on the corporate board of 
directors. This year we have added two 
new indicators looking at disclosure on:

• The publication of a responsible tax 
strategy

• The percentage of executive pay 
linked to environmental and social 
targets

We looked to see if brands are 
disclosing how their employees, 
beyond the sustainability team, (e.g. 
designers, buyers, sourcing managers 
and so on) are incentivised (via 
performance reviews or bonuses) to 
achieve improvements on social and 
environmental impacts. We looked for 
the same information to be shared 
linking CEO and executive-level pay and 
incentives to social and environmental 
impacts.

Finally, we also looked to see if 
suppliers’ incentives are linked to 
improvements in human rights impacts 
and environmental management. The 
types of incentives we were looking 
for included brands committing to 
long-term contracts, increased order 
size, price premiums and reducing the 
number of audits. 

T R A N S PA R E N C Y

A CLEAN, SAFE AND FAIR 
FASHION INDUSTRY

FA I R  T R A D E 

WELL-BEING 

L IV ING WAGES

E M P O W E R M E N T

G E N D E R  E Q U A L I T Y 

BUSINESS ACCOUNTABILITY

S U S TA I N A B L E  L I V E L I H O O D S 

G O O D  W O R K I N G  C O N D I T I O N S

E N V I R O N M E N TA L S U S TA I N A B I L I T Y
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2. GOVERNANCE 
RESULTS

* Brands ranked in numerical order by score out of 250, but shown as rounded-up percentage. Where brands have the same score, they are listed in alphabetical order.

0-5% 6-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%
adidas

Balenciaga

Bottega Veneta

Gucci

Hugo Boss

Puma

SAINT LAURENT

Bershka

Gildan

Hermès

Massimo Dutti

Pull&Bear

Stradivarius

Tesco

Zara

100

100

100

100

100

100

100

91

91

91

91

91

91

91

91

Burberry

COACH

Dr. Martens

Fendi

H&M

Kate Spade

Levi Strauss & Co

OVS

Superdry

The North Face

Timberland

Vans

Wrangler

Bonprix

C&A

Carrefour

Kmart Australia

Reebok

Sainsbury's

Target Australia

Zalando

Calzedonia

CELINE

Converse

Dior

Dressmann

Intimissimi

John Lewis

Jordan

Louis Vuitton

Marc Jacobs

Marks & Spencer

Nike

Tezenis

Aritzia

ASOS

boohoo

Calvin Klein

Foschini

Fruit of the Loom

JD Sports

Lacoste

Lululemon

Mango

Moncler

Monoprix

New Look

PrettyLittleThing

Primark

Ralph Lauren

Russell Athletic

Tommy Hilfiger

Woolworths 
South Africa

ALDI Nord

ALDI SOUTH

American Eagle

Anthropologie

ASICS

Banana Republic

Chloé

Columbia 
Sportswear

Esprit

Free People

Gap

GU

Jack Wolfskin

Kiabi

Lands' End

Lidl

Old Navy

Prisma

River Island

Speedo

Tchibo

UGG

Under Armour

Uniqlo

Urban Outfitters

Zeeman

Abercrombie & Fitch

Big W

Brunello Cucinelli

Dick's Sporting Goods

El Corte Inglés

Falabella

Hollister Co.

Jack & Jones

Lindex

Michael Kors

New Balance

Next

Patagonia

Pimkie

Reserved

s.Oliver

Salvatore Ferragamo

Tom Tailor

Vero Moda

Versace

AJIO

Amazon

Bally

Beanpole

Burlington

Clarks

Costco

Disney

Ermenegildo Zegna

Fjällräven

Foot Locker

G-Star RAW

Joe Fresh

Kathmandu

KiK

Kmart

Miu Miu

Mizuno

Morrisons

Muji

Nordstrom

Otto

Paris

Prada

Reliance Trends

REVOLVE

Target

The Warehouse

TJ Maxx

United Colors 
of Benetton

Walmart

ALDO

Asda

Bosideng

Carolina Herrera

Carter's

Chanel

Chico's

Cortefiel

Cotton On

Dolce & Gabbana

Express

Fila

GUESS

Ito-Yokado

Kohl's

La Redoute

Li-Ning

Matalan

MRP

REI

Sandro

Skechers

Steve Madden

Tod's

Truworths

Very

Victoria's Secret

ANTA

Armani

Billabong

Bloomingdale's

Brooks Sport

Buckle

Canada Goose

Carhartt

Cole Haan

Decathlon

Dillard's

DSW

Famous Footwear

Fossil

Furla

Helly Hansen

HEMA

Kaufland

Longchamp

Macy's

Mammut

Quiksilver

Romwe

Ross Dress for Less

Roxy

SHEIN

Shimamura

Sports Direct

Ted Baker

The Children's Place

Tommy Bahama

TOPVALU 
COLLECTION

United Arrows

Valentino

Aeropostale

BCBGMAXAZRIA

Belle

Big Bazaar - ffb

CAROLL

celio

Champion

Deichmann

Desigual

Diesel

DKNY

Eddie Bauer

Elie Tahari

Fanatics

Fashion Nova

Gerry Weber

Hanes

Heilan Home

Hudson's Bay

Jil Sander

Jockey

Justfab

K-Way

KOOVS

LC Waikiki

LL Bean

Marni

Max

Max Mara

Merrell

Metersbonwe

Mexx

New Yorker

Nine West

Pepe Jeans

Saks Fifth Avenue

Semir

Splash

Takko

Tom Ford

Tory Burch

Triumph

Van Heusen

Youngor
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82

82

82

82

82

82

82
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82

82

73
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64
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64

64
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55
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55
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55
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45
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45

36

36

36

36

36

36

36

36
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36

36

36

36

36

36

36 

36

36

36

36

27

27

27

27

27

27
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27

27
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27
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27

27

27

27

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

18

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

9

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0
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2. GOVERNANCE 
FINDINGS

publish a responsible 
tax strategy

disclose employee 
incentives linked to 
human rights and 

environmental impacts

disclose executive 
pay/bonuses linked 
to human rights and 

environmental impacts

disclose % of executive 
bonus or pay linked 

to environmental 
and social targets

24+76+II24% 11+89+II11%

HOW EASY IS IT TO CONTACT 
A BRAND ON SUSTAINABILITY 
ISSUES?

HOW DO THEY MANAGE 
THEIR TAXES?

BOARD LEVEL ACCOUNTABILITY:

ARE INCENTIVES T IED TO ENVIRONMENTAL AND HUMAN RIGHTS PROGRESS?

publish direct contact details 
for sustainability department 

publish how board 
accountability is implemented

publish board member 
responsible for human rights 

and environmental issues

71+29+II
worker (employeed) 

representation on the 
corporate board of directors 

53+47+II71% 61+39+II 10+90+II53% 61%

36+64+II

10%

36% 18+82+II18% 34+66+II
disclose suppliers’ 
incentives linked to 

working conditions and 
environmental impacts

34%
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2. GOVERNANCE 
ANALYSIS

A growing number of brands 
and retailers are disclosing 
information about how their 
board is accountable for 
sustainability impacts, yet 
there is little disclosure 
on employee incentives to 
improve companies’ human 
rights and environmental 
practices.

It is encouraging to see an increase in 
disclosure across the entire Governance 
section, as stakeholders, including 
investors, trade unions and consumers, 
are demanding greater transparency 
on how brands are held accountable at 
board level for their human rights and 
environmental impacts. 

For instance, 53% of brands disclose 
the name or contact details of a board 
member responsible for human rights 
and environmental issues. 61% describe 

how the responsible board member is 
held accountable within the company, 
compared to 53% in 2021. This increase 
is encouraging as it is vital for executive 
boards to bring sustainability issues 
at the forefront of their organisational 
commitments and ensure human rights 
and environmental issues are addressed 
at the highest decision-making level in  
the company. 

It is encouraging to see that this year, 
71% of major brands and retailers are 
disclosing the direct contact details of 
their sustainability teams compared to 
68% last year. 

As the wealth gap between 
fashion CEOs and garment 
workers increases, few 
major brands and retailers 
disclose how executive pay 
is linked to environmental 
and social targets.

Garment workers go into debt to make 
clothes, shoppers go into debt to buy 
clothes and CEO pay is skyrocketing.  
Some of the richest individuals on the 
planet are fashion CEOs. Therefore it is 
essential for brands and retailers to be 
transparent on executive pay. 

While 24% of brands disclose if 
executive pay is tied to human rights and 
environmental targets, only 11% of brands 
disclose the percentage of executive 
bonus or pay tied to these targets. This 
information is key as sustainability 
targets tend to represent a tiny fraction 
of executive bonuses which begs the 
question: how are executives truly 
incentivised to reach these targets when 
their base pay is already staggering? 

Major brands and retailers must be held 
to account for their contribution to the 
widening global wealth gap. Unfortunately, 
incoming legislative efforts such as the 
EU’s proposed Corporate Sustainability 
Due Diligence (CSDD) Directive do not 
include any obligation to link directors’ pay 
to sustainability criteria and there are no 
strict sustainability expertise requirements 

for corporate boards. However, this may 
change in the future as investors and 
regulators are among stakeholders 
increasingly keen to see company ESG 
targets linked to pay. 

Employee-level incentives, including 
financial incentives,  are key to ensuring 
that the company’s overarching human 
rights and environmental targets are being 
taken seriously. However, our findings 
demonstrate many brands hold their 
suppliers to higher standards on this 
front than they do their own operations. 
While 34% of brands disclose how 
suppliers’ incentives – such as long-
term commitments to purchase, longer 
contracts or fewer audits – are tied to 
improvements in working conditions and 
environmental impacts, only 18% of major 
brands disclose they have employee 
incentives aimed at improving company 
performance on the same issues. The 
heavier focus on supplier incentives may 
indicate that brands are ‘passing the buck’ 
to suppliers on key issues while their own 
internal accountability systems remain 
weak and opaque.
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In parallel, our findings reveal that only 
10% of major brands disclose that they 
have employee representation on the 
corporate boards of directors. This may 
represent a missed opportunity for major 
brands to capture and act on employee 
voice at board level, which is crucial to 
ensure that an organisation’s employees 
are listened to at all levels of the company. 
A study by American Compass has 
shown that worker councils and board-
level employee representation “not only 
increase trust and cooperation, but also 
enhance productivity, capital formation, 
market value and resilience.” 

Only 36% of major brands 
and retailers publish a tax 
strategy yet a significant 
proportion of disqualified 
directors in Leicester, the 
UK's garment hub, have 
been linked to the fashion 
industry.

While the fashion industry’s profits continue 
to grow, and inequality continues to widen  
globally, examining the role of taxation 
within the industry is key.  Ensuring that 
major brands and retailers contribute to 
the local economies in which they operate 
is crucial to ensuring economic growth in 
garment-producing countries.  

Higher taxation can incentivise businesses 
to move to jurisdictions with lower tax 
rates, in order to artificially drive down 
their tax obligations. This enables them to 
pay little to no tax on the profits they shift 
into tax havens. Therefore, it is crucial for 
brands to commit to and publish their 
responsible tax strategy so that they can 
be held to account. The fashion industry 
is guilty of numerous abuses linked to 
taxes - from tax evasion to phoenixing 
- when a company goes bust owing 
significant sums in tax, only to reopen 
under a different name soon afterwards. 
In fact, directors of clothing manufacturers 
in Leicester, the UK’s largest garment 
industry hub, have been struck off for a 
combined total of more than 400 years in 
cases costing millions. In addition, 40% 
of disqualified directors of companies 
headquartered in Leicester are linked 
to the garment industry. Of the sample 
reviewed by the Guardian, 21 out of 28 
cases were related to tax and accounting 
fraud. While only 36% of brands publish 
their responsible tax strategy, it is crucial 
for governments to implement a tax 
system where the wealth of fashion 
billionaires and multinational companies 
are taxed to address the growing 
inequalities between and within countries.

"Ensuring all of the world's largest 
fashion brands do not dodge tax, 
and pay their fair share is essential. 
We applaud those brands who 
have published their responsible 
tax strategy as a critical first step. 
We call on all brands that have 
not done so, to do so rapidly. Civil 
society is keenly aware of the 
problem of companies dodging 
tax. It means no money for their 
communities, including schools 
and hospitals, so it is vital they 
know that the brands they use are 
paying tax, not dodging it."

 Max Lawson, Head of Inequality 
Policy, Oxfam International
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FR: Looking at fashion brands' board-
level accountability for human rights 
and environmental performance - why 
is it important and powerful? 

SA: The Board are the ultimate decision-
makers, they set the strategy, and 
balance competing priorities. The Fashion 
Transparency Index finds that 53% of 
major brands and retailers disclose 
the contact details or name of board 
members responsible for human rights 
and environmental issues in the business 
and 61% of brands disclose how board 
level accountability is implemented.If 
the Board is not accountable for human 
rights and environmental performance 
these issues will be deemed secondary 
to commercial considerations. Managers 
of these challenges will find themselves 
over-ruled. We know that in the fashion 
industry human rights and environmental 
performance cannot simply be treated 
as a compliance issue or an issue for the 

MARIA VAN DER HEIDE, HEAD OF EU 
POLICY AND MARTIN BUTTLE ,  HEAD OF 
GOOD WORK, SHAREACTION

VIEWPOINT: Q&A WITH MARIA VAN DER HEIDE 
AND MARTIN BUTTLE, SHAREACTION 

supply chain. Brand purchasing practices 
including forecasting; price negotiations; 
order-placement; and aligning 
commercial priorities with human rights 
and environmental priorities can support 
or undermine suppliers’ abilities to uphold 
brands codes of conducts and human and 
environmental expectations. If the board 
strategy does not support responsible 
purchasing practices, then we are more 
likely to see failures to uphold labour rights 
in the supply chain. 

FR: We look at whether CEOs/executive 
incentives (e.g. pay and bonuses) are 
tied to human rights and environmental 
performance, how might this be useful to 
investors? 

SA:  If the CEOs and executives are 
incentivised to improve or maintain high 
standards in relation to human rights 
and the environment, this is a clear 
indicator that these issues are built into 
the governance of the company, that 
they will be regularly discussed at the 
board level and company policies will 
be implemented. Yet only 24% of major 
brands and retailers disclose if CEO and 
executive pay is tied to human rights 
and environmental performance and 
even fewer (11%) disclose the percentage 
of executive pay linked to achieving 

these targets. Alongside evaluating the 
competencies of the board this will be 
a strong indicator that companies are 
equipped to manage these issues.  

FR: How do investors factor social and 
environmental issues and governance 
issues in their investment strategies? 

SA: Long-term responsible investors are 
increasingly interested in how companies 
are managing environmental and human 
rights risks. Not only how they are likely to 
affect the business through reputational 
risk, but also how companies’ activities 
are likely to impact rights-holders. 
Investors will build these issues into their 
decisions whether to invest in companies, 
but also in their on-going stewardship 
of companies which they own through 
shareholdings (and other forms of 
investment). Investors now employ 
engagement teams who regularly 
meet with companies to discuss their 
performance on Environment, Social, 
Governance issues. If they are unhappy, 
they can vote against Directors at 
the Annual General Meeting or file 
shareholder resolutions requiring the 
company to change their policies and 
business practices. Investor coalitions 
such as ShareAction’s Good Work 
coalition, the Platform for Living Wage 

Financials and the Investor Alliance for 
Human Rights are working collaboratively 
to drive up investor expectations of the 
companies they invest in. By working 
collaboratively, they can build pressure 
and leverage on the companies they are 
engaging with. 

FR: What is the role of the EU taxonomy 
in shaping investment within the fashion 
industry? What are the regulation’s 
shortcomings? 

SA: The taxonomy, one of the cornerstones 
of the EU sustainable finance strategy, 
classifies which economic activities can 
be considered sustainable, including in 
the fashion industry. This classification 
allows investors to steer their investments 
towards sustainable businesses. 
The taxonomy currently only looks at 
sustainability from an environmental 
perspective. A social taxonomy will 
guide investors by defining what social 
sustainability looks like and will function 
as a tool to fight ‘social washing.’ It is 
important that the European Commission 
develops a social taxonomy swiftly to 
facilitate investments for a fair, inclusive 
transition to a net zero economy, 
prioritising the needs of workers, 
consumers and communities. 
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SUPPLY CHAIN 
TRACEABILITY
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3. TRACEABILITY 
APPROACH

Are major brands and 
retailers disclosing their 
supply chains and how 
detailed is this information? 

This section focuses on whether brands 
are publishing supplier lists from 
manufacturing facilities to raw material 
level, and what level of detail brands are 
disclosing about these suppliers.

Disclosing factories, 
processing facilities and  
raw material suppliers

We looked for supplier lists at three 
different levels:

1. Are brands disclosing the factories 
where their clothes are made, often 
referred to as the first-tier or tier 1 
manufacturers  — in other words, the 
facilities with which brands have a 
direct relationship and typically do 
the cutting, sewing and final trims    
of products?

2. Are brands disclosing processing 
facilities further down the supply 
chain — knitting, weaving and 
spinning mills, wet processing, 
embroidery, printing and finishing, 
dye-houses, tanneries and laundries?

3. Are brands disclosing their suppliers 
of raw materials — primary materials 
such as fibres, hides, rubber, 
chemical and metals?

We also checked whether brands disclose 
information about tracing at least one raw 
material supply chain such as viscose, 
cotton, wool or leather.

What level of detail is 
provided? Are brands sharing 
information such as:

• Name of parent company

• Address of the facility

• Products/services

• Approximate number of workers

• Gender breakdown of workers

• % of migrant or contract workers

• If the facility has a trade union

• If the facility has an independent 
worker committee

• Certifications the facility holds, if any

• If the list includes at least 95% of its 
supply chain

• If the list is in machine-readable 
format (csv, json, xls)

• If the list was updated within the past 
six months

This year, we included two new indicators 
to see if brands are disclosing the volume 
of clothing these suppliers produce and 
what percentage of that volume is covered 
by their supplier list. We looked for this 
information at Tier 1 level and beyond Tier 1 
(i.e. processing facility level). 

We are also looking to see if the brands’ 
supplier list is provided to the Open 

Apparel Registry (OAR) a neutral and freely 
available tool which assigns a unique 
identification number to garment facilities 
around the world to standardise facility 
names and addresses. Think of it this 
way: there are likely thousands of people 
with the name John Smith in the world, 
but a social security number or national 
insurance number helps the government 
differentiate between them. 

OAR noticed an increase in the number 
of brands  disclosing their supplier lists 
on the platform in line with the deadline 
for brands to return their questionnaires 
to us for this Index , suggesting our 
methodology is helping drive disclosure 
on the OAR. Importantly, brands can only 
receive points for this indicator if they are 
an active contributor to the OAR (meaning 
that they manage the list themselves 
rather than OAR uploading public lists) 
and if the brand discloses a link to the 
OAR from their website. 

We also updated the wording for the 
indicators which asks whether brands 
disclose their data in csv, json or Excel 
format to explicitly state that we are 
looking for alignment with the Open Data 
Standard for the Apparel Sector (applicable 
for both Tier 1 and beyond Tier 1), which 
again helps information be more useable 
and actionable. 

IMAGE COURTESY OF @AUSCOTTON
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3. TRACEABILITY 
RESULTS

* Brands ranked in numerical order by score out of 250, but shown as rounded-up percentage. Where brands have the same score, they are listed in alphabetical order.
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3. TRACEABILITY 
FINDINGS

DISCLOSING FIRST-TIER MANUFACTURER DETAILS

publish a list of 
their first-tier 

manufacturers

include the gender 
breakdown of workers

include the address

11+89+II
disclose a publicly available list 
in alignment with the Open Data 
Standard for the Apparel Sector

48+52+II 11%

include whether 
the factory has a 

trade union

46+54+II 26+74+II48% 31+69+II46% 26% 31%

17+83+II
disclose their supplier 

lists on the Open 
Apparel Registry

28+72+II17%

disclose aggregate volume 
of business that is captured 

by the disclosure and the 
percentage of total supplier 

factories published

28% 31+69+II
publish at least 95% of 

their manufacturers

31% 10+90+II
publish what 

certifications the 
facility holds

10%
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RAW MATERIAL SUPPLIERS PROCESSING FACIL IT IES 

publish processing 
facilities beyond 

the first tier

publish selected raw 
material suppliers

include the 
address

disclose specific 
raw material fibre, 

products or services

publish what 
certifications the 

facility holds

30+70+II
disclose whether the 
company is tracing 

one or more specific 
raw materials

2+98+II30%32+68+II 6% 9+91+II12+88+II32% 12% 58+42+II9% 58%

3. TRACEABILITY 
FINDINGS
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3. TRACEABILITY 
ANALYSIS

As Jenny Holdcroft, the former Assistant 
General Secretary of IndustriALL Global 
Union, explained for a previous edition of 
this report: 

“Knowing the names 
of major buyers from 
factories gives workers 
and their unions a stronger 
leverage, crucial for a 
timely solution when 
resolving conflicts, 
whether it be refusal to 
recognise the union, or 
unlawful sackings for 
demanding their rights. 
It also provides the 
possibility to create a link 
from the worker back to 
the customer and possibly 
media to bring attention to 
their issues.”

Publicly disclosed supplier lists are 
useful to labour and environmental 
activists, trade unions and worker 
representatives as they provide evidence 
of where responsibility lies when human 
rights and environmental abuses are 
discovered within the supply chains of 
major brands and retailers. See case 
studies on pages 24-25 for examples 
of how groups are using transparent 
information in this way.

Publishing supplier lists also brings 
significant benefits to brands. Supply 
chain transparency enables brands to 
receive timely and credible information 
from worker representatives and 
environmental groups which can 
help mitigate labour, human rights 
and environmental risks, such as 
unauthorised subcontracting. Supply 
chain transparency also enables 
collaboration with other companies 
sourcing in the same facilities to work 
together to solve problems. It can also 
enhance investor and consumer trust 
in a brand, showing stakeholders that 
brands are willing to be open about 
where their products are being made 
and to be held to account for what 
happens in their supply chains.

Traceability: Overall average 
score year-on-year progress

2019

20212020

20182017

16%

19%

12%

11%

8%
of 100 brands

of 150 brands

of 200 brands

of 250 brands

of 250 brands

Disclosing first-tier 
manufacturers

By 2022, Fashion Revolution hoped that at 
least half of brands would be disclosing 
their first tier manufacturing lists. Yet, this 
year, brands’ disclosure is once again 
below 50% with 48% of brands disclosing 
their first-tier manufacturers and 46% also 
publishing factory addresses (up from 44% 
last year).

By first-tier manufacturers, we mean the 
suppliers that do the cutting, sewing and 
finishing of garments in the final stage of 
production. These are the suppliers that will 
then ship products to warehouses ready for 
shop floors and our wardrobes.

Publishing the factory address is important 
because suppliers will often have similar 
company names or there may be multiple 
supplier companies operating in the 
same facility, which leads to confusion 
and incomplete or inaccurate supplier 
information.

29% of brands publish the name of the 
factory’s parent company and 39% 
disclose the types of products or services 
provided. 40% of brands disclose the 
approximate number of workers at each 
site, up from 36% last year. These pieces 
of information are useful because they 
help stakeholders to better understand the 
supply chain in question and prioritise the 
best course of action to address labour, 
human rights and environmental risks 
where required. 

2022

21%
of 250 brands
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10%

11%

26%

40%

31%

33%

5%

7%

21%

7%

36%

37%

First-tier manufacturers

Supplier name

Facility address

Name of the processing facility’s parent company

Types of products or services produced on site

Approximate no. of workers at each site

If the facility has a trade union

Gender breakdown of workers 

No. of migrant workers or contract workers 

Certifications facility holds 

If the list has been updated in the last 6 months 

List available as a csv, json or excel file

10% of brands disclose whether or not the 
facility has a trade union, up from 7% last 
year, and 10% disclose if the facility has an 
independent worker committee. Although 
most brands are new to disclosing 
this type of information, it cannot be 
understated how important worker 
committees and trade unions are, as they 
are the main channel available for workers 
to achieve better working conditions. 
Public disclosure of this information 
helps worker representatives and brands 
themselves to identify how best to engage 
with a supplier when concerns arise. 

Transparency here also helps trade unions 
understand where they can prioritise their 
organising efforts.

26% of brands disclose the gender 
breakdown of workers at each site and 
11%, disclose the number of migrant or 
contract workers, up from 7% last year. 
Visibility decreases further down the 
supply chain so it is discouraging that 
at the first tier there is already such low 
disclosure on key information concerning 
the people who make our clothes. For 
example, knowing the percentage of 

women workers in a facility allows for 
gender-responsive due diligence based 
on the realities and needs of women 
workers, e.g. enabling women to practice 
good menstrual hygiene and permitting 
toilet and rest breaks during their periods.

Last year, we published a new indicator 
asking brands what certifications 
facilities have. In 2021, only 5% of brands 
disclosed this information but this year, 
10% are disclosing this information. 
Publicly disclosing certifications at facility 
level helps unions and civil society to 

understand the nature and robustness of 
due diligence at that facility. An increase 
in disclosure can be partly attributed to 
the prospect of proposed and incoming 
legislation. For example, the Corporate 
Sustainability Reporting Directive (CSRD) is 
incoming EU legislation requiring all large 
companies to publish regular reports on 
their environmental and social impacts. 

In 2019, just 10% of 250 brands disclosed 
their supplier lists in a machine readable 
format, in line with the Open Data 
Standard for the Apparel Sector which is 
fundamental to the methodology of the 
Open Apparel Registry. Now 31% of 250 
do, showing increasing convergence with 
best practice. Our data also reveals that 
although 48% of major brands publish 
their tier one factory lists, only 17% of big 
brands contribute these lists to the OAR 
and actively manage their data. After 
reviewing hundreds of brands’ disclosure, 
it is encouraging to see more brands 
than ever disclosing their supplier lists in 
alignment with our methodology, which 
is based on the Transparency Pledge, the 
common minimum standard for supply 
chain disclosure. See case studies on 
pages 24-25 to see examples of how 
stakeholders use supplier details from the 
OAR in their work.

2022

2021

47%

44%

28%

48%

46%

29%

39%

11%

35%

31%
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https://transparencypledge.org/aligned/


31% of brands disclose at least 95% of the 
first-tier factories in their supply chains 
(down from 32% last year) with 35% of 
brands disclosing if their supplier list has 
been updated in the past six months. 
Major brands often start and stop working 
with suppliers on a frequent basis, which 
means their supplier lists become out-
of-date quickly and ongoing supply chain 
visibility can be lost. This is why regular 
updates, at least twice a year, are essential 
to ensure stakeholders have access to 
the most current information needed to 
access remediation and justice. 

Ten out of 250 brands that were reviewed 
in last year’s Index have since disclosed 
their first-tier manufacturers for the 
first time: Chloé, Bally, Calzedonia Group 
(Calzedonia, Intimissimi, Tezenis brands), 
GUESS, Paris, s.Oliver and Woolworths 
South Africa. 

It is encouraging to see progress 
across different market segments 
including luxury, sportswear, footwear 
and accessories and across different 
geographies. Jack Wolfskin, a new brand 
included in the Index this year, is also 
disclosing this information, meaning 
that all in all, 11 additional brands are 
disclosing their first-tier manufacturers 
this year.

Disclosing processing 
facilities

Processing facilities is a category 
capturing a wide range of activities, 
such as ginning, spinning yarn, 
knitting and weaving fabrics, dyeing 
and wet processing, leather tanneries, 
embroidering and embellishing, fabric 
finishing, dyeing and printing and 
laundering. This year, 32% of brands 
publish the names of some of their 
processing facilities, marking a welcome 
increase of 6 percentage points. In 2021 
only 26% of major brands and retailers 
were publishing some of their processing 
facilities, up only slightly from 24% in 
2020. However, we continue to push for  
more progress from brands, including 
through publishing our updated Out of 
Sight report last year in tandem with our 
#WhoMadeMyFabric? campaign in April 
2021. Persistent reluctance to publish this 
information begs the question, what’s 
being hidden?

Additionally, our findings show slight 
increases in the level of detail disclosed 
by brands about their supplier facilities. 
See table on the next page.

“Brands around the world are 
preparing for a host of new ESG 
reporting requirements, with 
organisations from across the 
sector, in turn, preparing to provide, 
process, and work with that data. 
The volume of information will be 
enormous. It is therefore absolutely 
critical that reporting is built 
on a reliable and collaborative 
foundation in order to bring about 
the supply chain improvements we 
desperately need. That foundation 
cannot exist if data is siloed or 
inconsistent. Open, standardised, 
and transparent supply chain data 
is essential.”

 

Natalie Grillon, Executive Director, 
Open Apparel Registry
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24%

26%

6%

24%

23%

30%

32%

17%

27%

26%

Processing facilities

We would like to highlight that 15 major 
brands reviewed in last year’s Index have 
since disclosed some of their processing 
facilities for the first time, including: 
Aldi Nord, Bally, Big W, Calzedonia Group 
(Calzedonia, Intimissimi, Tezenis brands), 
Columbia Sportswear, GUESS, Hugo Boss, 
Jack & Jones, Mango, Matalan, Ralph 
Lauren, REI and Vero Moda. Jack Wolfskin, 
a new brand included in the Index this 
year, is also disclosing this information.

Disclosing raw material 
suppliers

Raw material suppliers are those that 
provide brands and their manufacturers 
with materials such as fibres (cotton, wool, 
viscose, polyester, nylon and more), hides, 
rubber, dyes, chemicals, metals and so 
on. The raw material level of the supply 
chain is where brands typically have the 
least visibility and hence where many 
human rights and environmental abuses 
often thrive, yet go unseen.

Supply chain traceability is more 
important than ever considering the toll 
the pandemic has had on supply chain 
workers across the world, the global 
ongoing issues of forced labour, including 
the well documented cases within the 
Chinese cotton and Tamil Nadu textile 
sectors, as well as the intensifying climate 
crisis. See case studies on pages 24-25 
as to why greater transparency is needed 
in order to tackle the climate crisis and its 
impact on local communities. Moreover, 
as governments and civil society prepare 
for COP27, we are at yet another critical 
moment in the climate crisis. Recent 
research shows deforestation continues 
to be linked to the production of several 
raw materials used in our clothes and 
shoes, damaging vital sources of carbon 
sequestration.

18%

21%

6%

11%

4%

20%

Supplier name

Facility address

Name of the processing facility’s parent company

Types of products or services produced on site

Approximate no. of workers at each site

If the facility has a trade union

Gender breakdown of workers 

No. of migrant workers or contract workers 

Certifications facility holds 

If the list has been updated in the last 6 months 

List available as a csv, json or excel file

2022

2021

19%

26%

2%

6%

14%

6%

ABOVE: PROCESSING FACILITY, COURTESY OF FAIR WEAR FOUNDATION
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8%

57%

7%

11%

Raw material suppliersWhile it is encouraging that 12% of 250 of 
the brands included in this Index disclose 
at least a small selection of their raw 
material suppliers, this increased by only 
1% since 2021. Moreover, only 6% of brands 
publish the percentage of raw materials 
suppliers they are disclosing (up one 
percentage point from last year). In other 
words, the vast majority of brands do not 
disclose their raw material suppliers, 
suggesting there is very little visibility of 
raw material supply chains among major 
brands. This is further evidenced by the 
fact that just 9% of brands disclose the 
name of a specific facility or farm where 
the raw material is produced and just 5% 
disclose whether the list covers more than 
one material type. For 2022, we updated 
the wording slightly for brands’ disclosure 
on the type of raw material, products or 
services to “disclose specific raw material 
fibre” and 9% do, the same as last year. 

In more positive news, the majority of 
brands (58%) are now disclosing evidence 
of tracing the supply chain of at least 
one specific raw material, such as cotton 
or leather, up from 50% in 2020. Tools 
that major brands use to do this tracing 
and mapping may include certification 
systems (excluding those that use a mass 
balance system such as Better Cotton 
Initiative), blockchain, DNA tracing and other 
similar technologies.

11 out of 250 major brands that were 
reviewed in last year’s Index have 

disclosed some of their raw materials 
suppliers for the first time: Asda, 
Calzedonia Group (Calzedonia, Intimissimi, 
Tezenis brands), Chloé, Dressman, Gucci, 
Kmart Australia, Levi Strauss & Co., Target 
Australia and Zeeman. However, there are 
some brands that did not receive points 
this year because they are either no longer 
disclosing their raw material suppliers 
or the list they shared was more than six 
months out of date. 

Although it has been encouraging to 
see supply chain traceability steadily 

improving among the major brands and 
retailers reviewed in this Index, progress 
is still too slow. This makes a strong 
case for government regulation that 
requires companies to map and publicly 
disclose their supply chains. This will 
benefit workers and their representatives, 
investors, regulators, consumers, as well 
as the brands themselves. 

In 2022, several new regulations and 
directives have been proposed and 
introduced, predominantly in the EU, to 
define parameters around marketing and 

labelling, due diligence and traceability, 
as well as sustainability reporting. Brands 
are now facing increasing pressure to 
comply with a range of overlapping laws 
in different regions. Thankfully, these 
legislative proposals require more robust 
traceability. We hope that by 2023, more 
than 50% of brands will be disclosing their 
first tier manufacturing lists. We are in a 
climate crisis that has sweeping human 
rights and environmental implications, 
and we cannot afford to spend time 
determining chains of responsibility. 

8%

5%

9%

5%

3%

6%

Supplier name

Name of specific farm or facility

Address

Discloses specific raw material fibre, products or services

Approximate no. of workers at each site

Gender breakdown of workers 

No. of migrant workers or contract workers 

Discloses what percentage of raw materials suppliers 
is published

If the list has been updated in the last 6 months 

List available as a csv, json or excel file 

Discloses whether the company is tracing the source/
supplier of one or more specific raw materials

9%

2022

2021
2%

9%

10%

9%

7%

5%

3%

6%

11%

58%

12%
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VIEWPOINT: TRANSPARENCY OF RAW MATERIAL 
SOURCES VITAL TO ERADICATING UYGHUR 
FORCED LABOUR

As a daughter of an Uyghur 
intellectual, I grew up in a 
household with bugging devices 
in my own living room. I was 
followed to school and shopping 
malls. I experienced multiple house 
arrests along with my father. This 
was the intensive surveillance 
that we had to endure over 10 
years ago in Beijing. Now, the 
level of surveillance and control 
over Uyghurs is far worse.

JEWHER ILHAM 
FORCED LABOUR PROJECT COORDINATOR, 
WORKER RIGHTS CONSORTIUM AND 
SPOKESPERSON OF THE COALITION TO END 
FORCED LABOUR IN THE UYGHUR REGION By cruel contrast, until 2019, apparel brands 

profited from their heavy use of cotton from 
the Uyghur Region without any scrutiny at 
all. That is why the work of advocates and 
journalists over the last three years to expose 
the apparel industry’s complicity in Uyghur 
forced labor has been so important. The 
success of those efforts brought substantial 
and growing pressure on brands to end their 
complicity in Uyghur forced labour.

The Coalition to End Forced Labour in the 
Uyghur Region launched a Call to Action in 
July 2020 to demand that brands extricate 
themselves from the region. Since then, we 
have engaged with numerous brands and 
have seen many commit to exit the region 
(though, notably, companies have been 
hesitant to speak publicly about their actions 
for fear of losing their stores and partnerships 
in China). 

Now that the coalition’s Call to Action has 
essentially been enshrined into US law as 
part of the Uyghur Forced Labor Prevention 
Act (UFLPA), which went into effect on June 
21, 2022, transparency will be of paramount 
importance in the law’s enforcement. Most 
products coming into the US with content 
from the Uyghur Region come from third 
countries. To meet the law’s goal of ending 
the importation of goods made with Uyghur 
forced labor, we expect U.S. Customs and 
Border Protection (CBP) to enforce not only 
against shipments directly from the region, 
but also, for example, from some of the 
largest garment producing countries like 
Bangladesh, Vietnam, and Indonesia – all 
major destinations for yarn and fabric 
containing Uyghur Region cotton. This will 
require CBP to seek far more disclosure 
from apparel brands about their sources of 
fabric, yarn, and  cotton since, according to 

the Fashion Transparency Index 2022, just 
12% of 250 of the world’s largest brands 
and retailers disclose their raw material 
suppliers.

We are also calling on brands to apply the 
UFLPA standard throughout their global 
operations, to ensure other markets, like 
the EU, Japan, and Australia, do not become 
dumping grounds for goods made with 
forced labor. The opacity of supply chains 
could allow brands to hide such dumping, 
and it will therefore be vital to expose any 
major brand that continues to source cotton 
or other inputs from the Uyghur Region and 
sell them to consumers anywhere.
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KNOW, SHOW & FIX
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4. KNOW, SHOW & FIX 
APPROACH

SHOW

We looked at whether brands disclose 
the findings of their facility-level 
assessments, either as a summary of 
issues found in factories or at a more 
granular level (e.g. disclosing findings 
by individual factories, processing 
facilities and farms).

FIX

We looked at what brands publish 
about how they remediate human 
rights and environmental violations 
occurring within their supply chain. 
We also measured whether brands 
publish a confidential grievance 
mechanism for both direct employees 
and workers in the supply chain, 
including how the company responds 
to reported violations and grievances, 
how workers are informed of the 
grievance mechanism and whether 
brands disclose outcome data on 
reported violations. 

This doubled the amount of points 
available – incentivising robust 
human rights and environmental due 
diligence processes. We measured 
disclosure on human rights and 
environmental due diligence to 
understand what steps brands are 
taking to identify human rights and 
environmental risks, impacts and 
violations in their supply chains. 
We also looked for information on 
how affected stakeholders (such as 
workers, trade unions and women’s 
rights organisations) are involved in 
the brand’s due diligence process. 

This section also captures 
disclosure on the criteria for 
taking on new facilities before 
production commences. For the 
first time this year, we added an 
indicator measuring the scope, 
process and accreditation of  
environmental audits - looking for 
disclosure on how brands assess 
whether suppliers are meeting their 
environmental standards.

What do major brands and 
retailers communicate 
about their human rights 
and environmental due 
diligence? 

Our methodology aligns to the UN 
Guiding Principle 17 on Business 
and Human Rights, which calls for 
companies to identify, prevent, 
mitigate and remedy their actual and 
potential adverse impacts. We only 
accept disclosure that goes beyond 
social auditing, as auditing alone does 
not represent a robust human rights 
due diligence process. 

KNOW

This year we separated due diligence 
processes for human rights risks 
from that of environmental risks. 

In the Know, Show & Fix section, we 
awarded points if brands disclose 
information such as:

• How the brand works to identify and 
address both human rights and 
environmental risks, impacts and 
violations in its supply chain 

• How affected stakeholders (including 
workers, unions and women’s rights 
organisations) are involved in the due 
diligence process

• How suppliers are assessed against 
the brand’s policies

• The process for taking on new 
suppliers

• The process for exiting a supplier

• Whether brands conduct supplier 
assessments beyond the first tier, 
and if so, whether this is disclosed by 
named facility

• If supplier assessments involve trade 
union representatives and include 
off-site worker interviews

• Findings from its facility-level 
assessments (e.g. at factories, 
processing facilities, and farms)
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4. KNOW, SHOW & FIX 
RESULTS

* Brands ranked in numerical order by score out of 250, but shown as rounded-up percentage. Where brands have the same score, they are listed in alphabetical order.

0-5% 6-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%
Kmart Australia

Target Australia

80

80

C&A

OVS

Puma

The North Face

Timberland

Vans

Zeeman

Calvin Klein

Fjällräven

Tommy Hilfiger

GU

Uniqlo

United Colors 
of Benetton

ASOS

Balenciaga

Banana Republic

Bottega Veneta

Gap

Gucci

Old Navy

SAINT LAURENT

adidas

Bershka

Burberry

Massimo Dutti

Patagonia

Pull&Bear

Reebok

Stradivarius

Zara

Dressmann

Esprit

Mango

Tchibo

ASICS

G-Star RAW

Tesco

Gildan

Marks & Spencer

New Balance

ALDI SOUTH

Bonprix

Hugo Boss

Lidl

Lululemon

Carrefour

Converse

Dr. Martens

H&M

Jordan

New Look

Nike

Primark

Ralph Lauren

Speedo

Superdry

Walmart

ALDI Nord

Big W

Fendi

Levi Strauss & Co

Lindex

s.Oliver

CELINE

COACH

Dior

El Corte Inglés

John Lewis

Kate Spade

Louis Vuitton

Marc Jacobs

Next

Prisma

Wrangler

Morrisons

Otto

Zalando

Armani

Cortefiel

Cotton On

Hermès

Matalan

Salvatore 
Ferragamo

Target

Tom Tailor

ALDO

Amazon

Aritzia

Columbia 
Sportswear

Decathlon

GUESS

Lacoste

Monoprix

UGG

Under Armour

boohoo

Brunello Cucinelli

Burlington

Champion

Hanes

Helly Hansen

Jack & Jones

JD Sports

Joe Fresh

Mammut

PrettyLittleThing

Vero Moda

Brooks Sport

Disney

Foschini

Kiabi

Moncler

Muji

Sainsbury's

TOPVALU COLLECTION

Very

Abercrombie & Fitch

Hollister Co.

KiK

MRP

River Island

Woolworths 
South Africa

Carter's

Chanel

Clarks

Dick's Sporting 
Goods

Fila

Nordstrom

Pimkie

The Warehouse

Calzedonia

CAROLL

Intimissimi

Kathmandu

Lands' End

Steve Madden

Tezenis

Victoria's Secret

Ermenegildo Zegna

HEMA

Hudson's Bay
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Kohl's

Michael Kors

Mizuno

Paris

Saks Fifth Avenue

Takko

TJ Maxx

Tod's

Versace

American Eagle

Anthropologie

Asda

Bally

Bosideng

Buckle

Carolina Herrera

Costco

Dillard's

Falabella

Fanatics

Free People

Fruit of the Loom

Jack Wolfskin

La Redoute

Ross Dress for Less

Russell Athletic

Triumph

Urban Outfitters

Valentino

ANTA

Billabong

Carhartt

DSW

Fossil

Furla

Gerry Weber

Kaufland

Kmart

Li-Ning

Pepe Jeans

Quiksilver

Roxy

Sandro

Ted Baker
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AJIO

BCBGMAXAZRIA

Chico's

Chloé

Cole Haan
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Express

Famous Footwear

Jockey

Max 

Miu Miu

Prada

REI

Reliance Trends

Reserved

Skechers

The Children's Place

Bloomingdale's

Canada Goose

Diesel

Eddie Bauer

Foot Locker

LC Waikiki

Macy's

Marni

Merrell

REVOLVE

Sports Direct

Truworths

Beanpole

Belle

Big Bazaar - ffb

celio

Deichmann

DKNY

Dolce & Gabbana

Elie Tahari

Fashion Nova

Heilan Home

Jil Sander

Justfab

K-Way

KOOVS

LL Bean

Longchamp

Max Mara

Metersbonwe

Mexx

New Yorker

Nine West

Romwe

Semir

SHEIN

Shimamura

Splash

Tom Ford

Tommy Bahama

Tory Burch

Van Heusen

Youngor
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4. KNOW, SHOW & FIX 
FINDINGS

KNOW: HUMAN RIGHTS DUE DIL IGENCE KNOW: ENVIRONMENTAL DUE DIL IGENCE 

describe their 
human rights due 
diligence process

describe their 
environmental due 
diligence process

disclose how 
affected stakeholders 

are involved

disclose how 
affected stakeholders 

are involved

disclose the outcomes 
of steps taken to 

address violations 

61+39+II
disclose the outcomes 

of steps taken to 
address violations

26+74+II61% 26% 15+85+II 18+82+II39+61+II 18%16+84+II15% 39% 16%

KNOW: SUPPLIER ASSESSMENTS

38+62+II
describe the 

scope, process and 
accreditation for 

environmental audits

disclose how many 
audits included a trade 

union representative

3+97+II38% 3%

SHOW: PUBLISHING FACIL ITY 
ASSESSMENT F INDINGS

disclose a 
summary of 
assessment 
findings at 
the first tier

disclose a 
summary of 
assessment 

findings at raw 
material level

44+56+II44% 5+95+II5%

FIX: REMEDIATING ISSUES 

publish a confidential 
grievance mechanism 

for supply chain 
workers

56+44+II56%

publish data about the 
number of grievances 

filed, addressed 
and resolved in the 

supply chain

25+75+II25%
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4. KNOW, SHOW & FIX 
ANALYSIS

KNOW
Across both environmental and human 
rights due diligence, brands remain far 
stronger at describing their process and 
identified risks than they are at disclosing 
the outcomes and impacts of their due 
diligence. 

Separating human rights and 
environmental due diligence indicators 
for the first time this year has shone a 
spotlight on how these efforts compare 
to one another. With the exception of 
outcomes, transparency of human 
rights due diligence is stronger than 
environmental due diligence. 

Environmental and human rights risks are 
intrinsically linked. If brands’ operations 
increase the risk of flooding, for example, 
failing to cease, prevent and mitigate 
this environmental risk will compromise 
the human rights of workers and their 
communities. It is therefore vital that brands 
conduct robust due diligence for both 
human rights and environmental risks.

With just 15% of brands disclosing 
the outcomes of their human rights 
due diligence, and 18% doing so for 
environmental due diligence, we 
reinforce our message from last year 
for brands to improve their disclosure 
from output data to worker-centred 
impact data of tangible improvements for 
workers and the environment.

While a gender lens should be deeply-
embedded and applied to every stage 
of a meaningful due diligence process, 
just 12% of brands (up from 10% in 2021) 
currently disclose that they consult women 
(including women’s organisations and 
gender experts) in their human rights due 
diligence process. Human rights violations 
are not gender blind; so due diligence 
should not be gender-blind either. 

38% of brands disclose their scope, 
process and accreditation for 
environmental audits. It is important that 
this information is publicly disclosed 
for scrutiny, especially given how varied 
the quality of sustainability auditing can 
be and its relationship to marketing 
claims. Read more about ongoing policy 
developments to counter unsubstantiated 
environmental claims also known as 
"greenwashing'' on page 95.  

61%

15%

34%

42%

26%

Approach to conducting due diligence

How affected stakeholders are involved in 
due diligence 

(e.g. workers / producer / farmer representatives, trade unions)

Salient human rights risks, impacts 
and violations identified

Steps taken to 
address identified risks

Outcomes of steps taken to 
address identified risks

Human rights due diligence

Environmental rights due diligence

39%

16%

23%

26%

18%
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SHOW
In general, there remains a widespread 
lack of transparency on the working 
conditions beyond the first tier of the 
supply chain – where workers tend to 
be less visible, in more precarious and 
informal employment and at higher risk 
of exploitation. Disclosure of assessment 
findings decrease significantly when you 
look beyond the first tier, where brands 
have less visibility and are less likely to 
be conducting facility assessments like 
social audits. 

FIX
Identifying social and environmental risks 
is only valuable if brands then take tangible 
action to cease, prevent and mitigate these 
risks, in line with UN Guiding Principle 17. 
Just 15% of brands disclose the outcomes 
of their human rights due diligence, yet 
61% describe their human rights due 
diligence process. Similarly, just 18% of 
brands disclose the outcomes of their 
environmental due diligence, in contrast 
with the 39% describing their process. 

The majority of brands (62% in 2022: down 
from 66% in 2021) describe the remediation 
process that is put in place when issues are 
found in their supplier facilities. This usually 
includes corrective action plans or stop-
work notices. 

15%
of brands disclose the 

outcomes of their human 
rights due diligence

As the table below shows, 44% of major 
brands share summarised assessment 
findings without naming individual 
facilities. Many brands cite health and 
safety non-compliances, which social 
audits are well-placed to detect. These 
ratings do not always paint the full picture 
as other pressing and endemic issues (like 
those related to freedom of association 
and gender-based violence) are harder 
to detect in traditional social audits. 

Major brand disclosure of facility-level 
assessments results  

Summary of audit findings –  
without naming facility

Facility-level rating by named facility

Selected audit findings by named facility

Full audit reports by named facility

At tier 1 level Beyond tier 1 (processing facilities and textiles mills) Raw material level

44% 23%

4%

1%

1% 1%

0%

17% 12%

5% 1%

1%

Summarised findings that are not linked 
to a specific facility are less actionable for 
affected stakeholders (like trade unions 
who represent garment workers), making 
it harder for them to use the information to 
hold brands to account.
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However, just 21% of brands disclose 
how affected stakeholders (like workers/
producers/farmers, trade unions etc) are 
involved in the remediation process. This is 
too low. Consulting affected stakeholders 
is always relevant in remediation; workers 
are uniquely placed with valuable lived 
experience which would enrich and 
improve remediation. 

As mentioned previously, Fashion 
Revolution welcomes the proposed 
Corporate Sustainability Due Diligence 
Directive (CSDD) by the European 
Commission which would legally require 
major brands to conduct due diligence. 
However, the CSDD proposal falls short of 
the ambition Fashion Revolution hoped 
it would achieve. The draft legislation is 
currently structured in a way that raises 
real concerns that large fashion brands, 
like those captured in this Index, could 
easily pass responsibility down the 
chain to suppliers. In limiting its scope 
to “established business relationships”, 

the draft legislation facilitates ‘cut and 
run’ tactics, in cases of unauthorised 
subcontracting, including homeworkers. 
Just 19% of brands disclose their exit 
strategy when leaving a supplier. We 
only credit policies that ensure brands 
do not ‘cut-and-run’ when facing issues 
in the supply chain. This includes giving 
reasonable notice of intent to terminate the 
relationship to suppliers, and conducting 
assessments on potential adverse human 
rights impacts. 

Fashion Revolution believes brands have a 
moral responsibility to stay and remediate 
problems, rather than walk away, in line 
with established industry best practice. 
We extend these responsibilities to short-
term and informal partners, including 
informal and semi-formal workers (like 
homeworkers and workers in unauthorised 
subcontracted sites). These workers are 
among the most vulnerable in the supply 
chain yet they would not be protected by the 
CSDD proposal in its current form. 

“At the heart of this ineffectual risk assessment is a focus 
on business risk – with some companies wanting to retain 
the comfort blanket of pointing to activity, rather than 
effective action, in the event of reputational damage.”

Francis West,  
Shift

See our living wages section on page 89 for 
more information on shortcomings of the 
CSDD legislation - and our response. 

Independent, confidential grievance 
mechanisms are designed to enable 
workers to speak up with less fear of 
retaliation than if they raised grievances 
directly with their supervisors - who may be 
part of the problem. 64% of brands publish 
confidential grievance mechanisms for 
their employees, and 56% do so for workers 
in the supply chain (up from 62% and 52% 
respectively last year). Over a quarter of 
brands (26%) describe how workers are 
informed about the grievance mechanism, 
and one third (33%) publish how to access 
their grievance mechanism in their supplier 
code of conduct.

Disclosing outcomes of grievances can 
provide valuable learning for the sector as a 
whole, yet only one quarter of brands (25%) 
disclose data about worker grievances 
filed, addressed and resolved. This aligns to 
the general trend we find across the Index 
that brands are more guarded about their 
outcome and impact data.
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This viewpoint comes from 
three civil society actors who 
work with homeworkers: women 
workers paid on a piece rate to 
carry out key tasks in clothing 
manufacturing, who labour in their 
homes rather than in factories 
or workshops. The most recent 
International Labour Organization 
(ILO) report on homeworking 
found that 11% of all women 
workers work from home. 

This year’s Fashion Transparency Index 
shows that only 28% of brands have a 
homeworker policy. Many brands fear 
homeworking. 

A. VIYAKULA MARY ,  EXECUTIVE DIRECTOR, 
SAVE, T IRUPPUR (TAMIL NADU, INDIA); 
UME LAILA AZHAR ,  EXECUTIVE DIRECTOR, 
HOMENET PAKISTAN; MAHEEN ARIF ,  PROJECT 
COORDINATOR, HOMENET PAKISTAN 
(LEFT TO RIGHT)

VIEWPOINT: MORE TRANSPARENCY 
IS NEEDED ON HOMEWORKING AND 
FOR HOMEWORKERS TOO

They think that it's something they cannot 
handle. This is a problem, as without a 
homeworker policy, suppliers will not 
disclose that they use homeworkers. If the 
brands do not know that homeworkers 
are involved, how can they conduct 
effective human rights due diligence 
(HRDD) processes within the supply chain? 
For example, in Pakistan, local suppliers 
have told us that they never mention 
homeworkers in conversations with 
buyers. And if a buying house is involved, 
there may be other communication 
gaps. Is the brand communicating to the 
buying house, and is the buying house 
communicating to the supplier? 

Even brands with homeworker policies 
are not prioritising the issue with their 
suppliers. Overall, it is clear that brands 
need to invest in sensitising their supply 
chain around homeworking. And if a 
buying house is present, they also play a 
key role in improving transparency along 
the chain. 

Homeworkers need to be well managed 
like other workers in the supply chain. 
But where there is no recognition of 
homeworkers, there can be no proper 
system to manage them. Only 7% of 
brands have disclosed ways in which 
they are working to improve conditions 
for homeworkers. So work is coming 
to homebased workers but they are not 
being paid equally for it. They are exploited 
because of their invisibility. If brands 
do not have a nuanced understanding 
of homeworking, they should go via an 
NGO or homeworker organisation. But 
all brands need to have a policy that 
recognises homeworkers as workers.
Our Hidden Homeworkers toolkit includes 
a model policy, as well as other useful 
resources for brands and suppliers.

Transparency for homeworkers is very 
important too. In Pakistan, information 
is sometimes kept from homeworkers 
because if they knew that they were 

working for a brand with a homeworker 
policy they would demand better wages. 
Homeworkers cannot usually access a 
complaint mechanism and are rarely 
included within HRDD processes. Only 26% 
of brands involve worker representatives 
in their HRDD, and only 12% involve 
women workers. But homeworkers are 
also starting to understand their role in 
global supply chains and seeking ways to 
work together to improve their situation. In 
Tiruppur, homeworkers have formed their 
own trade union, Anukatham, a union for 
unorganised workers. They are collecting 
evidence of the retail prices of clothes 
that they recognise having worked on and 
are comparing these to the often very low 
piece rates they receive. So soon there 
may be a push for transparency from the 
workers' side too. 
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5. SPOTLIGHT ISSUES:  
APPROACH

Each year, we explore some key pressing issues in deeper detail. For 2022, our focus 
covers six strategic areas to align with and support the Sustainable Development Goals 
(SDGs), an urgent call for action to build a better world for people and our planet by 2030. 
Every year, we select Spotlight Issue topics and formulate the indicators in consultation 
with industry experts and stakeholders.

Gender & racial 
equality

What are major brands 
and retailers doing about 
gender and racial equality? 
We looked at:

• Gender inequality in 
the company and 
supply chain

• Gender pay gap

• Racial equality data 
and what brands are 
doing to address it

 

Sustainable sourcing 
& materials

What are major brands and 
retailers doing to increase 
the use of sustainable 
materials and reduce the 
use of virgin plastics and 
microfibre shedding? We 
looked at:

• Tools and processes 
to define ‘sustainable’ 
materials

• Strategies and 
progress on the switch 
to more sustainable 
materials

• Strategies and 
progress on the 
reduction of the use of 
virgin plastics

• What the brand is 
doing to minimise the 
impact of microfibres

 

Overconsumption,  
waste & circularity

What are major brands and 
retailers doing to address 
overproduction, minimise 
waste and move towards 
circularity? Here we looked 
specifically at:

• How many items 
were produced in the 
reporting period

• How much textile 
waste is generated 
and how much was 
destroyed or recycled

• Strategies and 
progress on reducing 
pre-consumer waste 
and recycling post-
consumer waste

• Strategies for take-
back schemes and 
clothes longevity

• Investments in textile-
to-textile circular 
recycling

Decent work & 
purchasing practices

What are major brands and 
retailers doing to improve 
conditions for workers 
within the company and 
their supply chains? 
Specifically, we looked at:

• Forced labour, a 
shift from Covid-19 
indicators last year, 
to see how brands 
are responding to 
the pandemic and 
increased risks for 
forced labour

• Living wages and 
wage data in the 
supply chain

• Brands’ purchasing 
practices

• Unionisation and 
collective bargaining

 Water & chemicals

What are major brands and 
retailers doing to reduce 
the use of hazardous 
chemicals and minimise 
their water footprint? Here 
we looked at:

• Strategies and 
progress on reducing 
the use of hazardous 
chemicals

• Water footprint in 
direction operations 
and in the supply 
chain

• Water risk 
assessments

 

Climate change & 
biodiversity

What are major brands 
and retailers doing to 
combat the climate 
crisis and mitigate their 
environmental impacts? 
Here we looked at whether 
brands publish:

• Decarbonisation 
targets

• Science Based Targets

• Commitments and 
progress towards zero 
deforestation

• Carbon footprint in 
owned facilities and in 
the supply chain

• Absolute energy 
reduction

• Renewable energy use 
in owned facilities and 
in the supply chain
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5. SPOTLIGHT ISSUES:  
RESULTS

* Brands ranked in numerical order by score out of 250, but shown as rounded-up percentage. Where brands have the same score, they are listed in alphabetical order.

0-5% 6-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%
Gucci

OVS

Kmart Australia

Target Australia

H&M

69

67

64

64

61

Bershka

Massimo Dutti

Pull&Bear

Stradivarius

Zara

Balenciaga

SAINT LAURENT

Bottega Veneta

Puma

Superdry

GU

Uniqlo

Converse

Jordan

Nike

The North Face

Timberland

Burberry

Lululemon

Ralph Lauren

C&A

Vans

Calzedonia

Intimissimi

Tezenis

UGG

United Colors 
of Benetton

Fendi

Hugo Boss

ASOS

Sainsbury's

Zalando

Calvin Klein

Levi Strauss & Co

Marks & Spencer

Tommy Hilfiger

Zeeman

Gildan

Target

Banana Republic

Esprit

Gap

Old Navy

Primark

Speedo

Wrangler

adidas

CELINE

Dior

Fruit of the Loom

John Lewis

Lindex

Louis Vuitton

Next

Russell Athletic

Tchibo

Dressmann

Jack & Jones

Marc Jacobs

Vero Moda

Mango

Patagonia

ASICS

boohoo

COACH

PrettyLittleThing

Tom Tailor

GUESS

Reebok

Tesco

Amazon

Mammut

New Look

Lacoste

New Balance

Chloé

Columbia Sportswear

Decathlon

Kate Spade

Lidl

Salvatore Ferragamo

Walmart

American Eagle

Brooks Sport

G-Star RAW

Hermès

Morrisons

Muji

Ted Baker

Woolworths 
South Africa

ALDI SOUTH

El Corte Inglés

Miu Miu

Pimkie

Prada

Prisma

Big W

Carter's

Nordstrom

Reserved

ALDI Nord

Anthropologie

Armani

Foschini

Free People

Kiabi

Urban Outfitters

Chanel

Dr. Martens

Fjällräven

JD Sports

River Island

Aritzia

Bonprix

Brunello Cucinelli

Desigual

TOPVALU COLLECTION

Asda

Bally

Moncler

Carrefour

Champion

Cortefiel

Ermenegildo Zegna

Falabella

Hanes

Helly Hansen

Kohl's

Paris

Steve Madden

Abercrombie & Fitch

Cotton On

Hollister Co.

Jack Wolfskin

Kaufland

La Redoute

Monoprix

REI

Joe Fresh

Kathmandu

Matalan

MRP

The Warehouse

Canada Goose

Mizuno

s.Oliver

TJ Maxx

Very

ALDO

Burlington

Clarks

Famous Footwear

Michael Kors

Under Armour

Versace

Beanpole

Dick's Sporting Goods

Disney

Eddie Bauer

Ito-Yokado

LL Bean

Ross Dress for Less

Saks Fifth Avenue

Sports Direct

Takko

Tod's

United Arrows

Costco

Foot Locker

Otto

Sandro

Shimamura

Truworths

ANTA

CAROLL

Diesel

DSW

Fila

Fossil

Hudson's Bay

Li-Ning

Victoria's Secret

AJIO

Chico's

Fanatics

Lands' End

Longchamp

Reliance Trends

The Children's Place

Tommy Bahama

Billabong

Bloomingdale's

Bosideng

Carhartt

Carolina Herrera

Cole Haan

HEMA

Macy's

Max 

Merrell

Quiksilver

Roxy

Skechers

Triumph

Aeropostale

BCBGMAXAZRIA

Belle

Big Bazaar - ffb

Buckle

celio

Deichmann

Dillard's

DKNY

Dolce & Gabbana

Elie Tahari

Express

Fashion Nova

Furla

Gerry Weber

Heilan Home

Jil Sander

Jockey

Justfab

K-Way

KiK

Kmart

KOOVS

LC Waikiki

Marni

Max Mara

Metersbonwe

Mexx

New Yorker

Nine West

Pepe Jeans

REVOLVE

Romwe

Semir

SHEIN

Splash

Tom Ford

Tory Burch

Valentino

Van Heusen

Youngor
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17
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16
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10
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8

8

8

8

8

7

7

7

7

7

7

7

6

6

6
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6

6

6

6

6

6

6

6

5

5

5

5

5

5

4
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4

4

2

2

2

2

2

2

2

2

1

1

1

1

1

1

1

1

1

1

1

1
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35+65+II
FORCED LABOUR

6+94+II24+76+II35%

disclose an approach 
to recruitment fees in 

the supply chain

disclose the 
number of workers 

in the supply 
chain affected by 

the payment of 
recruitment fees

6%

publish data on the prevalence 
of modern slavery related 
violations and risk factors

24%

PURCHASING PRACTICES

publish policy to pay 
suppliers within 60 days

11+89+II11%

disclose method for 
isolating labour costs 
in price negotiations

4+96+II
publish average 
number of days 

suppliers are paid 
after delivering 

orders

4% 12+88+II

5. SPOTLIGHT ISSUES 
FINDINGS - DECENT WORK & PURCHASING PRACTICES

publish a responsible 
purchasing code 

of conduct

12%

6+94+II
publish annual 

progress towards 
paying living wages

6%

LIVING WAGES

4+96+II
publish number 
of workers being 

paid a living wage

4%27+73+II
disclose approach 
to achieving living 
wages for supply 

chain workers

27%

7+93+II7% 0.4+99.6+II
publish a standard, 

due-diligence aligned 
supplier agreement 
template, setting out 

typical order and payment 
terms and conditions

>1%
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GENDER EQUALITY

6+94+II
publish data on gender-

based violations in 
supplier facilities

59+41+II 6%34+66+II
publish gender 

breakdown of job 
roles in the company

59%

publish the company’s 
gender pay gap

34%

UNIONISATION

publish number of 
supplier facilities that 

have trade unions

disclose number of collective 
bargaining agreements 

that provide supply chain 
workers with wages higher 

than legal minimum

publish number of 
workers covered by 

collective bargaining 
agreements

RACIAL EQUALITY

publish the 
company’s 

ethnicity pay gap

13+87+II
publish actions 

focusing on promoting 
race equality

5. SPOTLIGHT ISSUES 
FINDINGS - DECENT WORK & PURCHASING PRACTICES

10+90+II13% 1+99+II10% 3+97+II8+92+II

29+71+II

1% 3%8%

disclose actions focusing 
on the promotion of gender 

equality in supplier facilities

29%
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MODERN SLAVERY 

This spotlight issue was new for 2020 
but we removed it in 2021 to focus 
on Covid-19 indicators. Although the 
pandemic is ongoing, we have shifted 
focus back to forced labour, recognising 
Covid-19 exacerbates workers’ existing 
vulnerabilities to forced labour and other 
forms of modern slavery. 

This year, 86% of brands disclose a forced 
labour policy and 62% disclose procedures 
to identify and eliminate forced labour. 
This performance is worse than in 2020, 
when 92% of brands disclosed a policy 
on forced labour and 66% published 
information about partnerships or 
programmes to identify and eliminate 
forced and bonded labour; in other words, 
the procedural information which may be 
included in the UK Modern Slavery Act or 
California Transparency in Supply Chains 
Act statement.

In June 2022, the Uyghur Forced Labor 
Prevention Act (UFLPA) came into force in 
the United States, banning all goods from 
the Xinjiang Uyghur Autonomous Region 
(XUAR), also known as East Turkestan. 
The law comes in response to China’s 
systemic oppression of over a million 
Uyghur people who are being forcibly 
detained and found to be producing 
for global brands and retailers. 20% of 
the world’s cotton comes from XUAR 
-- meaning that one in five products 
made from cotton contain XUAR cotton. 
The UFLPA is a positive move forward to 
prevent goods made under conditions of 
forced labour from entering US markets. 
Brands will be required to provide 
evidence of end-to-end due diligence 
and assurance that their goods do not 
contain any element that may have been 
made under conditions of forced labour. 
The End Uyghur Forced Labour Coalition 
is also calling for a single global cotton 

standard across their entire global supply 
chain, for all retail markets, consistent with 
the requirements of the UFLPA. You can 
access the coalition's open letter here. They 
are asking global brands and retailers to 
refrain from re-exporting detained goods 
to sell into other markets. This is to prevent 
against the risk of bifurcated supply chains 
(where brands would divide their supply 
chains into two, and use other markets as 
dumping grounds for goods made with 
Uyghur forced labour). Greater transparency 
and traceability are key to enable robust 
due diligence processes to surface risks 
of forced labour and brands’ supply chains 
must be able to stand up to public scrutiny.

Little transparency on 
recruitment fees: an unclear 
picture of the risks of forced 
labour

5. SPOTLIGHT ISSUES 
ANALYSIS - DECENT WORK & PURCHASING PRACTICES

It is striking that little more than one third 
(35%) of brands disclose their approach 
to recruitment fees and that the vast 
majority (94%) do not disclose the number 
of workers in their supply chain affected 
by the payment of these fees. This is key 
in screening for risks of forced labour, 
such as debt bondage; a term for when 
workers are forced to work until they pay-
off debt incurred. In short, more brands 
disclose information on their approaches 
to recruitment fees than on the number of 
workers actually impacted by them. 

To understand how this happens, third-
party recruitment agencies help suppliers 
of major brands and retailers meet 
recruitment needs across their global 
supply chains. These recruitment agencies 
often operate in the informal economy, 
without providing workers legally 
enforceable contracts or agreements 
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regarding wages, benefits and provisions 
of work. Recruitment fees can be imposed 
covertly, like hiding exploitative clauses 
within contracts written in languages 
unfamiliar to workers, which may require 
them to pay recruitment fees, trapping 
them in debt-bondage. Although this 
practice is illegal in many countries, 
workers are forced to repay their debts by 
those exploiting them, which often takes 
a very long time, sometimes decades, as 
garment workers’ wages are low and debts 
high. In 2021, Transparentem revealed that 
45 migrant workers from Bangladesh, 
Nepal and Indonesia had paid as much as 
$5,294 each in fees to gain employment 
in a Malaysian garment factory. That is the 
equivalent of 20 months of minimum wage 
pay in Malaysia. 

Importantly, indebted workers are far 
less likely to bargain for better pay or 
working conditions to assert their rights, 
which perpetuates exploitation. Even 
when workers challenge the repayment 
of recruitment fees, it is difficult to prove 
as they mostly pay fees in cash and 
therefore do not have receipts. Justice 

could take years—if it ever comes— leading 
to increased risk of debt bondage as 
workers attempt to cover shortfalls in 
earnings. However, there have been some 
successes like in Thailand where migrant 
workers from Myanmar won their case.

Millions of workers have been reimbursed 
through efforts of the #PayUp campaign 
since the pandemic marked record 
numbers of workers dismissed and left 
unpaid. However, the initial lack of visibility 
on the scope of workers impacted by the 
non-payment of wages was compounded 
by the fact that even when laid off or 
dismissed from work, many garment 
workers are still expected to pay back 
crippling recruitment fees. With wages 
low and debts high, workers become 
vulnerable to forced labour and further 
debt as they try to overcome shortfalls 
in wages. This is why transparency 
on the number of workers impacted 
by recruitment fees is important. And 
yet, 94% of brands do not disclose 
this. According to the International 
Labour Organization (ILO), checking 
for recruitment fees is necessary to 

screen for risks of forced labour but the 
majority of brands appear to be tracking 
this information and choosing not to 
disclose it. Or, it may be their due diligence 
approaches are not robust enough to 
surface this.

Prevalence of modern 
slavery risk factors 

Our research shows that just 24% of 
brands disclose the prevalence of 
modern slavery related violations 
and risk factors in their supply chains 
(e.g. excessive and forced overtime, 
unrestricted freedom of movement, 
retaining workers’ passports and so on.) 
Importantly, each of these indicators 
of forced labour should be monitored 
separately and not lumped together. So, 
whilst nearly a quarter of brands disclose 
the prevalence of modern slavery 
violations, it is unclear which violations 
are reported more frequently and which 
may go undetected, unreported and 
unaddressed.

24%
of brands disclose the 
prevalence of modern 

slavery related violations 
and risk factors
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Brands’ payments to 
suppliers should cover the 
costs of the Employer Pays 
Principle

A company’s typical approach is to set 
a policy where no fees or related costs 
are paid by workers in the supply chain 
as part of their recruitment process. 
However, according to Transparentem, 
the proliferation of “no fees” supply chain 
policies among the world’s largest brands 
and retailers has created an incentive 
for recruitment agencies and employers 
to conceal cases when workers have 
illegally paid fees to gain employment. 

The increasing recruitment of migrant 
garment workers cannot be separated 
from a more general trend in the industry, 
namely a concentrated shift from the 
use of permanent, regular employment 
to temporary, contract and seasonal 
labour. As brands and retailers continue 
to develop buying policies based on 
lower prices, shorter lead times and 
those generally more favourable to the 
brand themselves, their relationships 
with suppliers are becoming increasingly 
unstable and temporary. This translates 
into an increase in job insecurity and 
worsening working conditions.

Best practice disclosure is when a 
brand discloses that they follow the 
Employer Pays Principle, which requires 
that no worker pays for a job and the 
costs of recruitment are covered by the 
employer. Meeting the costs must be 
incorporated into supplier payments 
(e.g. visa costs, medical checks, travel 
expenses). Brands’ back-paying 
workers for recruitment fees is crucial 
to eradicating debt bondage. Major 
brands and retailers should also ensure 
freedom of association and worker 
organising in their sourcing facilities to 
enable workplace improvements and 
implement higher standards of ethical 
recruitment. Relatedly, investment 
in long-term, meaningful supplier 
relationships is needed to ensure better 
working conditions. Finally, power 
brokers e.g. investors and banks, should 
leverage relationships with buyers and 
suppliers to incentivise and support 
ethical recruitment practices and 
require mandatory progress reporting 
on implementation.

BELOW: MATHEW CHATTLE / BARCROFT MEDIA VIA GETTY IMAGES

“What we can’t have is a 
consequence-free world where 
people who turn a blind eye to 
abuses in their supply chain get 
away scot free."

Mary Creagh, 
Former Chair of the Environmental Audit Select 
Committee on the UK Modern Slavery Act in 2019
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FR: Nasreen, can you tell us a bit about 
yourself and your experiences in the 
garment industry?

NS: My name is Nasreen Sheikh, and I 
come from an undocumented, very rural 
village. When I was very young, I witnessed 
a lot of atrocities against women and 
children. When I saw my 12 year old sister 
being forced into marriage, I knew I would 
be next. So I decided to find my freedom. 
I ended up in Nepal’s capital city of 
Kathmandu as a sweatshop labourer. 

I was about ten years old. And I was hidden 
in a low tier of the supply chain. I found 
myself in a 10 x 10 room with six other 
people working 12 to 15 hours a day, to 
complete piles and piles of garments. 
I would work from morning to evening, 
and only then I would receive less than 
$2 a day. And if we did not finish those 

NASREEN SHEIKH
FOUNDER, EMPOWERMENT COLLECTIVE

VIEWPOINT: CEOS STEAL WOMEN'S LIVES 
WHEN THEY PAY THEM POVERTY WAGES

piles of clothes, we would receive nothing. 
We ate, we slept, and we worked in that 
sweatshop. The room itself literally looked 
like a prison cell. And I had to often pick 
sewing threads out of my mouth before 
I could swallow my food. We were given 
outdated food that was riddled with bugs 
and maggots. And if we were so lucky, and 
we did all the work on time, they would 
give us rotten grapes. So I tell people that 
we were literally fed like animals and 
forced to work like machines.

FR:  Our research reveals that there is 
less transparency the further down the 
supply chain we look. 48% of brands 
published the name of the factories 
where their clothes are made, but only 
8% named the farms, where their raw 
materials like cotton come from. In 
your experience, as a former worker 
in a hidden stage of the supply chain, 

why do you think it's important to trace 
their entire supply chain and take 
responsibility for all their workers?

NS: 8% only is very, very shocking. 
And further that's where the most of 
the modern day slavery injustices are 
happening. And the companies know 
their lowest stages of their supply chain 
are completely broken. Underserved 
communities are desperate. So we 
say to companies and leaders of these 
organisations - you need to see these 
workers and acknowledge them. 

Big fashion brands have the responsibility 
to see these workers and to acknowledge 
them, and help them to attain basic 
human rights. But it is really shocking that 
only 8% are transparent about where their 
raw materials are from. So is that how 
broken our system is? 

“We were literally fed like 
animals and forced to 
work like machines.”
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I know that companies love challenges. 
So this could be a challenge for all of the 
companies to trace their supply chains 
back to the communities where their 
raw materials are grown and really learn 
what their working conditions are like, 
and improve them. I know as a grassroots 
organiser, when I help one woman, she 
becomes a leader and she helps other 
villages and the magic happens, systems 
transform once people are empowered.

FR: Only 8% of large fashion brands 
published targets to achieve a living 
wage for workers across our supply 
chain. And even fewer, just 4% disclose 
a number of workers are actually being 
paid a living wage rate. What does this 
say about how large fashion brands 
operate?

NS: These numbers are shocking. But the 
reason these figures are so low is very 
simple. It is simply because garment 
workers are not being paid a living wage. 
That's why these companies choose not 
to disclose this information - and it is not 
good enough. 

What is very transparent to us all, is that a 
lot of the CEOs who make millions have, 
in very simple words, stolen. Truly, it's 
not that the CEOs made this money, the 

money has been made by child workers 
in the supply chain that do the work. CEOs 
steal women's lives when they pay them 
poverty wages, to fulfil their own ego. And 
this is very immoral work. 

A lot of companies need to give up on the 
way that they're working. There is no time 
to wait - the climate is pushing us, this 
is urgent for our survival on this planet. 
In producing countries, we already can't 
grow food, our crops are being damaged 
by climate change. So we are starving. 

So now is the time for these companies 
to open their hearts and provide a living 
wage. And I know you can still make 
millions. You don't need to make billions. 
I want to tell these CEOs and brands that I 
am here and today and I'm speaking, but 
tomorrow, there will be hundreds of other 
survivors who will join. 

IMAGES COURTESY OF EMPOWERMENT COLLECTIVE

"Big fashion brands have the responsibility to see these 
workers and to acknowledge them"
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BRANDS’ PURCHASING 
PRACTICES

The depth of unequal power relations 
between major fashion brands and their 
suppliers is such that brands dictating 
terms and pricing in their favour to the 
detriment of suppliers and workers is 
all too common a practice. Suppliers 
are accustomed to absorbing uncertain 
circumstances questioning whether they 
will be paid on time and as agreed by their 

brand customers. And this contributes 
to a substantial knock-on effect on 
workers. Purchasing practices which 
include order placement, payment 
terms, planning, forecasting and 
costing are proven to impact vital areas 
such as workers’ wages and safety 
conditions. See below.

The below table is compiled with reference to data from Better Buying and Human Rights Watch. 

STAGE OF PRODUCTION CYCLE BRAND PURCHASING PRACTICES SUPPLIER RESPONSE IMPACTS ON WORKERS

PLANNING AND FORECASTING 

COST & COST NEGOTIATION

PAYMENT & TERMS

MANAGING THE PURCHASING 
PROCESS

Sudden changes in order volumes

Delays in providing order specifications 
or approvals; last minute changes

Short lead times

Negotiate lower prices or ask 
for discounts 

Order cancellation

Unwarranted penalties issued to 
suppliers to cut costs (i.e. asking 
for discounts)

Suppliers’ ability to plan regular 
and overtime work for its workers 

Abusive, humiliating verbal abuse 
and forcing workers to work more 
quickly

Restrict toilet, water and 
meal breaks

Outsource/subcontract to smaller, 
low-cost units

Unable to pay workers’ wages, 
having already fronted production 
costs like raw materials and 
labour

Excessive overtime, reduction in productivity, potential to 
make more mistakes that lead to accidents and injury; 
disruption of family life; isolation and increased vulnerability 
to illness

Stress, anxiety, productivity reduction 

Fatigue and other health issues; gendered impact for women 
workers who need additional rest breaks during menstruation

Exploitative working conditions could thrive in hidden 
facilities, where workers may be left with little recourse to 
access remediation or compensation as difficult to establish 
links to lead firm

Workers could receive piece-rate wages

Unsafe working conditions making them vulnerable to injuries 
and even death

Stress, anxiety, hunger, taking on debt to afford basic needs 
like food, housing, education medical care and so on

Suppliers unable to invest in fire and building 
safety improvements due to price pressures

IMAGE CO
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Brands’ purchasing practices that may impact working conditions

Negotiate lower prices or ask 
for discounts 
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The Covid-19 pandemic crystallised the 
challenges illustrated above like never 
before, when, as outlined in the 2021 
Index, brands cancelled more than $40 
billion in orders without payment, leading 
to devastating consequences. However, 
in the absence of bargaining power, it is 
difficult for suppliers to challenge terms 
that might be unfair to them or their 
workforce, often referred to as unfair 
trading practices. They are all too aware of 
how easily one brand could transfer their 
business to a competitor supplier and 
legal remedies are rarely an affordable or 
viable option.

This persisting power imbalance is 
reinforced by the absence of transparency 
around buyer and supplier relations and 
what actions, if any, brands are taking to 
stabilise their commercial relationships. 
Our data finds that few brands (just 4%) 
are transparent about the feedback they 
receive from suppliers. Disclosure on 
some of the most pressing areas linked 
to purchasing practices is even more 
elusive. Just 2% of brands share the 
number of orders that have retrospective 
changes to their previously agreed 
payment terms and just two brands in 
total (0.8%) disclose a policy on what 
percentage of the purchase order the 
brand typically pays to the supplier up 
front before production begins. The 

latter is particularly concerning as it is 
common for suppliers to be expected 
to ‘front’ the costs of production by 
purchasing the raw materials, fabrics and 
inputs needed on credit.

The precarity that suppliers operate 
within, particularly around lengthy waits 
for payments after delivery, was given a 
new spotlight throughout the pandemic 
and the #PayUp and #PayYourWorkers 
campaigns. However, brand progress on 
this front still appears glacial. Just 7% of 
brands disclose the average number of 
days in which purchase orders are paid 
in full to suppliers after delivery. While 
suppliers advocate that payment terms 
should not exceed 60 days, our data 
shows just 11% of brands disclose a policy 
to meet this. This has increased slightly 
from a mere 6% of brands disclosing this 
information in 2020.

Post-pandemic calls for unfair trading 
practices to be banned have grown louder 
and we have seen more scrutiny towards 
brand behaviours generally, including 
from suppliers, who have come together 
to make recommendations. However, our 
findings demonstrate that brands still 
have a long way to go. As shared in our 
Know, Show & Fix section, 61% of brands 
disclose policies on human rights due 
diligence in their supply chain. 

These require suppliers to adhere to 
rights-respecting practices. While it is vital 
to hold suppliers accountable for working 
conditions, there remains a contradiction 
between what brands demand of 
suppliers and the standard they set for 
themselves. We introduced new indicators 
for the 2022 Index to capture the 
disclosure of brands’ policies connected 
to purchasing practices. We found that 
just 12% of brands publish a responsible 
purchasing code of conduct and only one 
out of 250 brands, Zeeman’s, publishes a 
standard, due-diligence aligned supplier 
agreement template, setting out typical 
order and payment terms and conditions. 
Zeeman’s commitments to their suppliers 
span responsible purchasing practices, 
supporting suppliers with human rights 
due-diligence, responsible exit, and 
more. There is a clear need for more 
brands to commit to and publicly disclose 
their responsible purchasing practices 
agreements.  

The starting point for addressing the 
impacts of harmful purchasing practices 
is acknowledging the reality of their 
root causes. Brands must become 
more transparent about how their own 
behaviours could be incentivising 
suppliers to violate the very policies they 
themselves set.
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“If apparel retailers and brands do not practise 
transparent pricing and purchasing, an enabling 
environment for transparency across the supply 
chain cannot be created. In the global supply chain, 
transparency cannot be a stand-alone responsibility 
for the manufacturers and suppliers only. For ensuring 
transparency throughout the entire supply chain, a 
trusted and predictable relationship between all the 
stakeholders is key.” 

“The garment industry cannot continue on a wing and 
prayer like this. We surely need to have some say in our 
own destiny; our survival cannot be in the lap of gods. 
This means getting a grip on the issue of purchasing 
practices once and for all. It means working together, 
collaboratively, as an industry to ensure we are singing 
from the same hymn sheet as regards pricing and 
contract negotiations.”

EXCERPTS FROM BANGLADESH STORIES BY 
MOSTAFIZ UDDIN ,  OWNER AND MANAGING 
DIRECTOR OF DENIM EXPERT LTD AND 
FOUNDER OF THE BANGLADESH DENIM EXPO

SUPPLIER REFLECTIONS ON BRANDS' PURCHASING PRACTICES
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LIVING WAGES

The vast majority of workers are not paid 
enough to fulfil their basic needs while 
large fashion brands, including brands 
captured in this Index, continue to profit 
from their hard work.

However, in spite of the gravity of this 
issue, insufficient progress is being made 
by most brands towards ensuring that 
the workers in their supply chain are paid 
enough to cover their basic needs and put 
aside some discretionary income. Just 
27% of brands disclose their approach to 
achieving living wages for supply chain 
workers – unchanged for the past two 
years. Furthermore, 94% of brands do not 
publish their annual progress towards a 
living wage and 96% do not publish the 
number of workers in their supply chain 
paid a living wage. Almost no brand is 
disclosing a method for isolating labour 
costs; an indication of how brands are 
factoring labour into the prices they pay. 

The level of opacity around making 
living wages a reality indicates a lack 
of commitment to transparency on this 
issue. It crystallises the fact that voluntary 
measures alone are failing to drive  
progress.

In response to the need for the industry 
to be held accountable on living wages, 
we have joined forces with citizens, allies 
across civil society and others to launch a 
European Citizens’ Initiative called ‘Good 
Clothes, Fair Pay’. Launching on 19th July 
2022, it demands groundbreaking living 
wage legislation across the garment, 
textile and footwear sector. 

Our proposal requires brands to identify, 
prevent and mitigate adverse impacts 
on living wage, freedom of association 
and collective bargaining rights. It 
prohibits unfair trading practices and 
mandates transparency of time-bound 
and target-bound plans to close the gap 
between actual and living wages. This 
ground-breaking legislation would be 
the first living wage legislation at the EU 
level for garment workers worldwide. Our 
proposed legal act directly responds to 
shortcomings in the Corporate Sustainable 
Due Diligence Directive (CSDD). In contrast 
to the limited CSDD scope to “established 
business relationships”, our legal act 
puts particular emphasis on surfacing 
at-risk groups, such as homeworkers, 
who are hidden through unauthorised 
subcontracting. You can read more about 
why paying a living wage to garment 
workers starts with transparency, and 
other FAQs here. 

From researching and working on living 
wages for years, Fashion Revolution 
is under no illusion that for individual 
brands to achieve living wages across 
their supply chain is simple. It is complex, 
challenging and requires systemic change 
and collaboration spanning brands, civil 
society and governments. However, it 
is not unachievable. Leadership from 
small brands in our Fashion Open Studio 
programme show big brands that it can 
be done. In fact, the complexity of the 
issue makes the case for legislation even 
stronger. Legislation that requires action 
among all companies, not just those that 
are reputation-sensitive or values-driven, 
would level the playing field. 

We need one million signatures from EU 
citizens (EU passport holders) so head to 
goodclothefairpay.eu to sign your name. 
If you’re not an EU citizen, help us spread 
the word by sending to a friend who is, and 
by sharing our posts on social media. Until 
the 19th, follow @goodclothesfairpay on 
Instagram and subscribe to our newsletter 
for updates!

''The global 
supply chain 
is broken; it is 
unregulated, 
and it allows 
for brands to 
accumulate 
super profit 
through the great 
exploitation of 
the workers.''

Wiranta Ginting, 
Asia Floor Wage Alliance

@GOODCLOTHESFAIRPAY
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UNIONISATION & COLLECTIVE 
BARGAINING

Freedom of association, including the right 
of everyone to form and join trade unions 
for the protection of his or her interests is 
a cornerstone of democracy enshrined in 
a number of international agreements and 
national laws.

Workers are their own best advocates 
and joining together to speak out and 
negotiate with their employers remains 
the main channel available to them if they 
are to achieve better working conditions. 
Independent trade unions can address the 
issues that concern workers most, such 
as pay, social security benefits, overtime 
hours, maternity rights, discrimination at 
work and are even associated with less 
accidents in the workplace. There is an 
absence of data on unionisation rates in 
the fashion sector globally, but indications 
are that it remains low with estimates from 
Bangladesh that just 3.5 - 4% of garment 
factories in the country have a union 
presence. 

At the moment, the role of major brands 
in ensuring an enabling environment for 
true worker representation is more passive 
than it should be. This is evidenced by 

the distinction between publicly-stated 
brand policies and disclosure of actual 
actions taken and outcomes at worker-
level. While 84% of major brands publish 
a policy outlining their commitment 
to freedom of association, the right to 
organise and collective bargaining at 
supply chain level, just 40% of brands 
disclose how they are putting these 
policies into action. Furthermore, just 
13% of brands disclose the number or 
percentage of their supplier facilities 
that have independent, democratically 
elected trade unions. Connected to 
brands opting to source high volumes 
of their garment production from some 
of the worst countries in the world for 
freedom of association, obstacles to 
workers taking collective action have 
persisted throughout the history of the 
sector. However, union busting, which 
includes the firing of and violence 
against union and striking workers, has 
become increasingly pervasive since 
the start of the pandemic. Covid-19 has 
been used as the standard reason for 
dismissing organising workers in many 
garment-producing countries and union 
leaders say that the pandemic has made 
negotiating with employers and recruiting 
new members more difficult.

The pandemic has also coincided with 
and facilitated a wider crackdown and 
suppression of democracy and genuine 
worker representation in some production 
contexts. Notably, in Myanmar, where there 
was a military coup in February 2021, 
state-sponsored repression at garment 
factories, particularly of union leaders, 
continues to be rife.

Against this backdrop, collective 
bargaining agreements that result in 
greater conditions and pay for fashion 
sector workers than what is established 
by national labour laws are increasingly 
rare and difficult to achieve. Once again, 
a distinction between brand commitment 
on collective bargaining and disclosure 
of actual outcomes is evident. Just 10% of 
brands disclose the number of workers 
in their supply chain that are covered by 
collective bargaining agreements and 
only 1% of brands (just three out of 250 
brands) disclose the number of collective 
bargaining agreements that provide 
wages that are higher than required 
by local law for workers in their supply 
chain. There is evidence that supplier 
factories engage in symbolic rather 
than substantive compliance to satisfy 
the basics of brands’ codes of conduct 
while actually undercutting the ability of 
workers to organise and bargain.

This is particularly relevant because 
many big brands cite supporting garment 
workers’ efforts to collectively bargain as 
the only tool for achieving living wages.

Increased transparency on the number of 
workers covered by collective bargaining 
agreements is a key starting point for 
workers to better access their core 
enabling rights and ensure brands are 
accountable including for the locations 
in which they choose to source. As 
Jason Judd and Sarosh C. Kuruvilla from 
Cornell University’s New Conversations 
Project have stated: “How many sourcing 
strategies include a filter for, or assign 
significant value to, independent unions 
and meaningful collective bargaining? 
Very, very few. Without this, there will be 
no change and violations of core labour 
standards will continue.”

IMAGE COURTESY OF AWAJ FOUNDATION
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The 2022 FTI shows that 209 brands out of 
250, or 84%, published policies on freedom of 
association, right to organise and collective 
bargaining, but only 13% of brands disclosed 
which suppliers had worker-led unions at 
the factories, while only 10% disclosed the 
percentage of workers in their supply chain 
covered by collective bargaining agreements, 
among them only 1% were provided wages 
higher than the legal minimum.

This shocking picture well illustrates the reality; 
brands and suppliers continue to pay lip service 
instead of practicing collective bargaining as 
the ultimate solution to fix workplace issues at 
the root.

HAN DONGFANG
EXECUTIVE DIRECTOR, CHINA LABOUR 
BULLETIN

VIEWPOINT: GLOBAL BRANDS MUST TAKE PART IN 
COLLECTIVE BARGAINING; THE ULTIMATE WAY TO 
IMPROVE WORKERS’ RIGHTS

By 2019, two suppliers for global brands signed 
MoUs with the Karnataka Garment Workers Union 
(KOOGU) in Bangalore, India, recognising the 
union’s role in collective bargaining.

In the first factory, in 2021, KOOGU proposed 
bargaining for wage increases stagnated since 
2019. Management plainly stated that they had 
very narrow margins due to the brands’ low 
purchasing prices. KOOGU wrote to brands, 
inviting them to discuss purchasing price 
adjustments to help bring workers’ wages closer 
to a living wage. Three responded: one replied 
that it made payments “according to local 
laws,” another one argued it had not cancelled 
or delayed any orders, a third one said it would 
ensure steady cash flow and business continuity 
for suppliers.

No global brand recognises that purchasing 
prices ultimately set workers’ wages.

In a second factory, in 2022, the most outspoken 
worker representative presented her resignation 
after several male managers spread rumours 
sexually stigmatising her integrity. Managers 

also told workers that brands would 
withdraw orders because of the union. 
KOOGU proposed that the employer put this 
on the bargaining table as a violation of 
the right to freedom of association. “After 
understanding and analysing the given 
situation, it is informed that there is no 
need for any discussion on this issue or to 
meet on the same agenda”, the employer 
replied. KOOGU followed up with brands, one 
responded, “[O]ur investigation did not verify 
the allegations.” No worker representatives 
nor union members were interviewed.

Despite management continuously 
alienating worker representatives at both 
factories, KOOGUs’ members are holding 
their ground and persistently push for 
collective bargaining.

The good news is that the EU and other 
countries such as the United States and 
Japan are leading efforts to support a legally 
binding instrument on business and human 
rights.

Findings from the FTI 2022 indicate that just 4% 
of brands, a decrease from 9% in 2021, disclose 
their method for isolating labour costs in price 
negotiations. Starting from here, if more brands 
created a separate sheet showing the total for 
workers’ salaries in each supplier factory, and 
publicly disclosed this information, union and 
employer collective bargaining for wages would 
be greatly facilitated.

If more unions in the Global South push for 
collective bargaining like KOOGU, and more 
stakeholders support these workplace efforts, 
only then would brands be more willing to act 
on their promises, and step by step, a living 
wage and respectful workplace would be 
achieved.

 FASHION REVOLUTION | FASHION TRANSPARENCY INDEX 2022 VIEWPOINTS 91



Major brands are significantly more 
transparent on gender equality issues than 
on racial issues. 29% of brands disclose 
actions focusing on the promotion of 
gender equality in supplier facilities; 8% do 
so for racial and ethnic equality. Pay gap 
reporting at company level tells a similar 
story. For UK companies employing more 
than 250 people, gender pay gap reporting 
is a legal requirement. Ethnicity pay gap 
reporting is not a legal requirement. 34% of 
brands* publish their gender pay gap, but 
only 3% of brands publish their ethnicity pay 
gap. This makes a compelling case, firstly, 
for the value of legislation in increasing 
transparency on key social issues, and 
secondly, the need for racial equality to be 
prioritised alongside gender equality in 
legislation in the UK and beyond.

Laws in France prohibit French companies, 
including several of the brands reviewed 
in the Index, from collecting data based 
on race, ethnicity or religion. Therefore, 
it was not possible for French brands to 
receive these points. A lack of ethnicity 
and racial data will hold back France, and 
other countries with similar legislation, 
from achieving racial and ethnic equality. If 
you cannot measure racial inequality, you 
cannot improve it. 

GENDER AND RACIAL 
EQUALITY

Major fashion brands are increasingly 
visible in their public support of racial 
equality, including positioning themselves 
in solidarity with movements like Black 
Lives Matter and Stop Asian Hate on social 
media. Yet, we have found that only 3% 
of brands voluntarily disclose the annual 
ethnicity pay gap in their own operations, 
and just 8% publish their actions on racial 
and ethnic equality in their supply chains. 
This is particularly striking given that huge 
volumes of production occur in regions 
where migrant, caste and ethnicity issues 
facilitate labour abuse and exploitation.

For example, India, Bangladesh, Pakistan, 
Nepal, Sri Lanka are all garment production 
countries affected by complex caste 
and ethnicity-based discrimination. The 
issues become more grave deeper in 
the supply chain. For example, in India, 
home-based garment workers consist 
almost entirely of women and girls from 
historically oppressed ethnic communities 
experiencing high volumes of exploitation 
and Dalit workers or those who belong to 
a lower caste community are targeted by 
recruiters for migrant garment workers. 

Much is made of the fact that women 
comprise the vast majority of workers in 
fashion supply chains globally yet our 
findings demonstrate that disclosure from 
major brands on key gender issues is 
disappointing overall. Only 8% of brands 
publish sex-disaggregated distribution 
of job roles in supplier facilities. And 
while a gender lens should be deeply-
embedded and applied to every stage 
of a meaningful due diligence process, 
just 12% of brands (up from 10% in 2020) 
currently disclose that they consult women 
(including women’s organisations and 
gender experts) in their human rights due 
diligence process.

Women not having their views considered 
and their absence in decision-making 
roles has significant consequences in an 
industry that is fuelled by tens of millions of 
them across multiple regions. At production 
level, the fact that men are far more 
prominent in senior roles means that it is 
mostly male managers and factory owners 
who set the workplace terms for female 
workers and determine issues that affect 
them such as maternity rights and pay.

This male-female power imbalance 
also drives some of the industry’s 
most harmful impacts. Gender-based 
violence and its link to bullying, abuse, 

and harassment to speed up the work 
process is a long-standing issue in many 
production contexts. Despite this, our 
findings are that only 6% of brands publish 
data on the prevalence of gender-based 
labour violations in supplier facilities. 
This is particularly notable given trade 
unions and civil society groups have 
repeatedly raised concerns about the lack 
of action taken on gender-based violence 
within the sector. This issue has been 
given even more of a spotlight since the 
pandemic when several reports emerged 
documenting increased violence and 
sexual harassment on production lines in 
factories and the devastating economic 
insecurity leading female workers to 
tolerate or refrain from reporting abusive 
behaviours.

* in our sample of 250 of the world's largest fashion brands and retailers globally, not just the UK. For more information about our sample, 
see our FAQ: 'how are brands and retailers selected?' here.

IMAGE COURTESY OF AWAJ FOUNDATION

 FASHION REVOLUTION | FASHION TRANSPARENCY INDEX 2022 SPOTLIGHT ISSUES 92

https://blumcenter.berkeley.edu/wp-content/uploads/2019/01/Tainted-Garments-1.pdf
https://blumcenter.berkeley.edu/wp-content/uploads/2019/01/Tainted-Garments-1.pdf
https://kipdf.com/captured-by-cotton-exploited-dalit-girls-produce-garments-in-india-for-european-_5adb704f7f8b9a591a8b45f1.html
https://asia.floorwage.org/wp-content/uploads/2022/02/A-Stich-in-Time-Saved-None_compressed.pdf
https://asia.floorwage.org/wp-content/uploads/2022/02/A-Stich-in-Time-Saved-None_compressed.pdf
https://asia.floorwage.org/wp-content/uploads/2022/02/A-Stich-in-Time-Saved-None_compressed.pdf
https://www.fashionrevolution.org/about/transparency


Diversity– it has become one 
of the key buzzwords that has 
framed the fashion industry in 
recent years, borne out of fashion’s 
historic exclusion. For an industry 
whose outward image has been 
rooted in exclusion (think fashion’s 
long standing diversity problem 
from a marketing perspective), 
and an internal production 
engine which has been fuelled 
by very same communities it has 
sought to exclude (and exploit).

ADITI MAYER
SUSTAINABLE FASHION CONTENT 
CREATOR, PHOTOJOURNALIST, LABOUR 
RIGHTS ACTIVIST, AND ENVIRONMENTAL 
JUSTICE SPEAKER

VIEWPOINT: DIVERSITY ISN’T JUST A COSMETIC 
TOOL. IT’S A CHANNEL TO UNDERSTAND, AND 
UNLOCK, SYSTEMIC EQUALITY.

Much has been done to address the outward 
diversity and inclusion of the industry; while the 
data shows a positive trend in the representation 
of models and runways, less has been done to 
name, and address, issues of diversity and racial 
equality from a holistic perspective– especially 
that of the fashion supply chain. Things are 
incrementally changing, however; this year, 
22% of brands published race and ethnicity 
breakdowns by distribution of job roles within the 
company, up from 16% in 2021. 

Why is this important? We know the dominant 
fashion model has largely operated under the 
‘Global Race To The Bottom’ pretence, in which 
brands are often looking to produce as much 
as they can, as cheap as they can, as fast as 
they can. And that has meant the emergence 
of ‘sacrifice zones’ across the world– places 
around the world whose populations have 
undergone resource extraction for the sake of 
continued economic prosperity for the select few 
(read: the Global North). 

This has contributed to a dynamic in which 
marginalised communities are targeted to 
create a docile workforce; one in which their 
marginalised status can be weaponized. 
Take, for instance, the large presence of 
undocumented immigrants in Downtown 
Los Angeles’ cut and sew garment industry, 
who cite that employers had often threated 
to call ICE (immigration and customs 
enforcement) when they would speak of 
wage theft and labor exploitation. In India, 
where the caste system is rampant, Dalit 
workers or those who belong to a lower 
caste community are targeted by recruiters 
for migrant garment workers. 

These are a few of the examples that 
illustrate why although diversity and 
inclusion efforts are important (71% of 
brands evidence of specific programmes 
that fosters diversity and inclusion; 53% 
of brands have programmes that seek to 
prevent, mitigate, or remedy discrimination), 
diversity isn’t enough without a systemic 

lens to understand why and how certain 
identity groups are specifically vulnerable, and 
are targeted to create an exploitative power 
hierarchy. 

Currently only 3% of companies publish 
annual ethnicity pay gaps, including by 
distribution of job roles (e.g. executive level, 
managers/supervisors, employees) within the 
company (head office, retail stories, owned 
and operated facilities). 

Transparency of this data is critical in order to 
understand the power dynamics that create 
the conditions of have and have nots in the 
fashion industry, which has operated under a 
colonial capacity of white, male CEOs who are 
among the world’s richest individuals, to BIWOC 
garment workers that are largely left destitute. 

In other words, diversity is not just a cosmetic 
tool to be politically correct. We need to expand 
the modalities in which diversity can exist, so 
as to not limit it to a marketing tactic, but a 
channel to unlock systemic equality.
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BUSINESS MODEL AND CONSUMPTION

15+85+II21+79+II
offer take-back 

schemes for 
unwanted clothing

33+67+II
disclose the overall 
quantity of products 

made annually

33% 15%

offer new business 
models that slow 

consumption

20+80+II21%

offer repair services 
to increase clothing 

longevity

20%

SUSTAINABLE MATERIAL USE

publish a time-
bound, measurable 

sustainable 
materials strategy

46+54+II
disclose data on the 

types of fibres 
sourced annually

explain how they 
define so-called 

'sustainable' 
materials

37+63+II 27+73+II46% 37%

28+72+II

27%

WASTE AND RECYCLING

explain how they’re 
working to develop 
textile-to-textile 

recycling solutions

28%

publish the amount of 
pre-production textile 
waste generated in the 
annual reporting period

10+90+II10%

PLASTICS

publish targets to 
reduce the use of 

packaging deriving 
from virgin plastics

45+55+II

4+96+II

explain what the 
brand is doing 

to minimise 
the shedding of 

microfibres

31+69+II 45% 24+76+II24%

publish targets to 
reduce the use of 

textiles deriving from 
virgin fossil fuels

31%

5. SPOTLIGHT ISSUES 
FINDINGS - MATERIAL USE, OVERCONSUMPTION & WASTE

disclose % of products 
designed to enable 

closed loop or textile 
to textile recycling

4%
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SUSTAINABLE SOURCING & 
MATERIALS

Almost half of major brands 
(46%) publish targets on 
sustainable materials yet 
only 37% provide information 
on what constitutes a 
sustainable material.

While the greatest environmental impacts 
of the industry come from energy-
intensive raw material production, 
preparation and processing, there is a 
lack of data on the actual environmental 
impacts of each material, which also 
varies depending on how and where 
these materials are made. 46% of brands 
publish a target on sustainable materials, 
yet only 37% disclose what constitutes a 
sustainable material. 

Currently, many brands are making a wide 
range of claims on the fibres they use 
without providing further proof on their 
environmental credentials. Brands may 

also claim their fibres are ‘sustainable’ via 
on-product labelling despite only focusing 
on one environmental aspect, meaning the 
claim made is actually only applicable to 
one component part of an end product. 

Nevertheless, it is encouraging to see an 
increase in disclosure on the breakdown of 
fibres sourced annually, from 21% last year 
to 27% this year, as this provides insight on 
trends regarding the types of fibres used 
within the industry.

Recent data from the European 
Commission shows that many fashion 
brands and retailers are guilty of 
greenwashing and exaggerating their 
sustainability credentials without supporting 
evidence. To address this, the EU is currently 
working on two new legislative initiatives 
to avoid greenwashing and ensure the 
reliability of sustainability claims. 

The initiative ‘Empowering Consumers 
for the Green Transition’ will require 
companies to ‘substantiate claims they 
make about the environmental footprint 
of their products and services by using 
standard methods for quantifying them’ 

thus making claims reliable, comparable 
and verifiable across the EU. Meanwhile 
‘Substantiating Green Claim’ will support 
investors in making more sustainable 
decisions, inform consumers on the 
environmental claims of a product and 
protect them from false impressions. 

Last year, UK regulator, the Competition 
and Markets Authority (CMA) analysed 500 
websites (spanning fashion, cosmetics 
and food) and found that around 40% of 
sustainability claims could be misleading 
consumers and potentially in breach 
of consumer law. What followed was 
the CMA publishing the Green Claims 
Code guidance for businesses making 
environmental claims in the UK. Similarly, 
the Norwegian Consumer Authority 
(NCA) has recently issued warnings of 
economic sanctions to clothing retailers 
that break the law over “misleading” 
environmental claims', referring to a 
specific case the NCA ruled unlawful 
when a brand used The Higg Materials 
Sustainability Index (Higg MSI) as a tool to 
support their on-product environmental 
claims. See response from Sustainable 
Apparel Coalition (SAC) here. We hope this 
case, in conjunction with initiatives like 
Empowering Consumers for the Green 
Transition, Substantiating Green Claims 
and the EU Textile Strategy will provide an 
adequate basis to combat greenwashing 
and false sustainability claims.

Awareness of the heavy use 
of fossil fuels in fashion 
production is growing, yet 
less than half of major 
brands and retailers 
disclose their target to cut 
ties with it.

Synthetic fibres and fossil fuels are 
intimately linked as the ‘production of 
cheap synthetic fibres not only enables 
low-quality, throwaway fashion – it 
also makes the fashion industry highly 
dependent on continued fossil-fuel 
extraction.’ According to various sources, 
synthetic fibres have overtaken cotton 
as the most used fibre, with estimates 
stating they represented approximately 
62 to 69% of the global fibre market in 
2020. Consumer awareness is growing on 
the link between the climate crisis, fossil 
fuels and the fibres derived from them. 
Therefore, it is encouraging to see that 
there is an overall increase in disclosure 
related to virgin fossil fuel based textiles 
and plastic packaging. For instance, 31% of 
brands publish time-bound, measurable 
targets on reducing the use of textiles 
deriving from virgin fossil fuels compared 
to 25% last year and 25% of brands publish 
progress against their targets. When it 
comes to packaging, more brands seem 
to have targets in place – 45% brands 
publish time-bound, measurable targets 
on reducing the use of virgin plastics and 
36% disclose progress against targets. 

5. SPOTLIGHT ISSUES 
ANALYSIS - MATERIAL USE, 
OVERCONSUMPTION & WASTE
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The amount of clothes made from 
synthetic fibres is growing at an 
alarming rate, as they are expected 
to reach nearly three-quarters of total 
textile production by 2030. Many brands 
focus their sustainable material strategy 
on recycled polyester as a silver bullet to 
respond to the fashion industry’s waste 
crisis - promoting the belief that we can 
continue to consume disposable plastic 
goods because they can be recycled 
into more products. In addition to the 
issues linked to recycled polyester 
listed by Changing Markets, recycled 
polyester does not restrict the shedding 
of microplastics.

Only 24% of brands 
disclose how they 
minimise the impacts 
of microfibres despite 
textiles being the largest 
source of microplastics in 
the ocean.

structure not found in nature. As part of 
the manufacturing process, both natural 
and synthetic fibres go through chemical 
treatments such as bleaching, dyeing, 
and the application of repellents, flame 
retardants, softeners, and antimicrobials. 
All of this means even microfibres from 
natural fibres do not simply disappear 
into the waterways and oceans. In fact, 
natural fibres account for over 70%, and 
in some cases over 80%, of the total 
fibres found in samples collected from 
freshwater, marine waters, animals and 
the atmosphere.

OVERCONSUMPTION, WASTE & 

CIRCULARITY

Overproduction, overconsumption 
and waste continues to be a growing 
challenge caused by the global fashion 
industry’s linear ‘take, make, dispose’ 
model where mostly non-renewable 
materials are extracted, made into 
products, and ultimately either sent to 
landfill or incinerated when no longer 
used. Whereas in the 1950s shopping was 
an occasional event where garments 
were selected for their durability, the 
number of garments produced annually 
has more than doubled since 2000 and 
exceeded 100 billion for the first time in 
2014. Fashion continues to be produced 
in staggering volumes, with estimates 

Whenever we wear, wash and 
dispose of our clothes, we shed 
microfibres. While a microfibre is a 
textile fibre made from any material, 
a microplastic fibre is a textile fibre 
made from a plastic polymer. In fact, 
synthetic textiles such as polyester and 
acrylic are estimated to be the largest 
source of primary and secondary 
microplastics (tiny plastic pieces that 
are <5 mm in length) in the ocean, 
accounting for 34.8% of the global 
total. The amount of clothes made 
from synthetic fibres continues to 
grow at an alarming rate, with nearly 
75% of clothing projected to be made 
from them by 2030. Microplastic fibres 
can be ingested by marine animals, 
which can have catastrophic effects 
on the species and the entire marine 
ecosystem. Microplastic fibres can also 
absorb chemicals present in the water 
or in sewage sludge, and may already 
contain chemicals added during the 
manufacturing phase of the materials.

Fashion brands are also using fibres 
derived from natural materials. 
However, these fibres may also go 
through intensive manufacturing 
processes involving toxic chemicals, 
meaning that whilst the fibre itself may 
be ‘natural’, the processes are not, 
and the fibres may end up with a cell 

projecting a 2.7% increase in volumes 
annually, despite the fact that just 1% of 
clothes are recycled into new clothes 
each year and that in the UK alone, of the 
300k tonnes of clothing donated to charity 
annually, 80% is incinerated. 

Brands disclose more 
information on their take-
back schemes than where 
the clothes actually end up, 
obscuring who is responsible 
for clothing waste.

One third of major brands and retailers 
are now disclosing that they have take-
back schemes, up from 33% last year. 
However, we continue to see less brands 
disclose what actually happens to the 
clothes received, with just 26% of brands 
disclosing this information, up from 22% 
last year. Collected clothing is often sent 
to second hand markets in the Global 
South, with the biggest importers being 
Ghana ($181M in value imported), Ukraine 
($154M), Nigeria ($123M), Kenya ($122M) 
and Tanzania ($102M). According to Liz 
Ricketts, founder of The OR Foundation, 
“the oversupply of secondhand goods 
undermines Indigenous sustainability 
logic and teaches citizens that clothing is 
disposable.” Some countries in the Global 
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South have banned the importation of 
second-hand clothes from the West, such 
as The Philippines, for this very reason. 
Moving clothes from one place to another 
does not equate to circularity.

Most (85%) major brands do 
not disclose their annual 
production volumes despite 
mounting evidence of 
overproduction and clothing 
waste.  

Thousands of tonnes of clothing waste are 
found globally; in the depths of the ocean, 
on the shores of polluted beaches from 
the USA to Ghana, tangled and twisted 
among other waste, collecting in gutters 
increasing the risks of cholera and malaria 
and piling up in deserts.

For too long, the fashion industry 
has hidden and ignored the truth of 
overproduction and overconsumption. 
Rather than taking responsibility for 
downstream impacts, they have sat 
by as importing countries foot the bill, 
resulting in serious human rights and 
environmental implications. 

The pandemic provided a moment for 
cultural reset where major brands and 
retailers banded together to sign the 
Forum Letter, which stipulated cooperation 
to increase sustainability by making less 
unnecessary products to reduce waste. 
However, no signatory has admitted their 
clothing waste ends up in places like 
Ghana and Chile where local communities 
are managing mountains of waste.

Brand
Annual product volume in 

the reporting period

Inditex (Zara, Bershka, Massimo Dutti, 
Stradivarius)

450,146 tonnes of garments *

URBN (Free People, Anthropologie, 
Urban Outfitters)

44 million products

Sainsbury’s (Tu Clothing) 107,000,000 products

Calzedonia Group (Calzedonia, Tezenis 
and Intimissimi) 

328,574,161 garments

Specifically, Calzedonia produced 
40.5%, Intimissimi 23%, Tezenis 
36% and Falconeri 0.5%

OVS 624,373,698 items

Target Australia 84 million units of clothing

Marks and Spencer 3 billion items

Fendi 2,800,000 products

*tonnes of garments placed on the market; in 2020’s report Inditex disclosed that 1.6 billion items 
had been made in the annual reporting period but for 2021 and 2022, disclosure is in tonnes. It is 
interesting to see this change, considering that it is more difficult to conceptualise tonnes than 
the disclosure of items. 

BELOW: Clothing waste in the landfills of Iquique, Chile. Photo by Desierto Vestido
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Similarly, during COP26 in November 
last year, the UNFCCC Fashion Charter 
for Climate Action proposed renewed 
commitments to achieve net-zero 
emissions. However, missing from the 
conversation was the question of growth, 
both in terms of profits and production 
volumes. We cannot have a meaningful 
discussion on carbon reduction 
without addressing overproduction 
and overconsumption as a vital part of 
reducing climate impact. We live on a 
finite planet with limited resources and 
the fashion industry is expanding; global 
consumption is projected to increase by 
63% by 2030. Whilst it is encouraging to 
see that from 2020 to 2022, 15 more brands 
are disclosing their annual production 
volumes, progress is too slow. Brands 
must be held financially responsible for 
the cost of cleaning up the environment 
and the poor health outcomes they 
contribute to. Brands’ transparency on 
their actions to address clothing waste 
should not be reserved for when they are 
held legally accountable.

It is encouraging that some major brands 
and retailers are taking accountability for 
their waste and following the principles 
of Extended Producer Responsibility 

(EPR). However, continuing to churn out 
staggering volumes of clothing does 
little to reduce clothing waste. The OR 
Foundation recently shared how “waste 
weaponised the rain” in Kantomato Market 
in Accra, Ghana where drought, followed 
by flash flooding, pushed clothing waste, 
covered in human excrement, into 
people’s homes causing increased risk 
of illness. Clothing waste also made its 
way out to sea, impacting locals’ ability to 
fish, which is integral to their livelihoods. 
According to the Environmental Justice 
Foundation, Ghana’s fisheries are a 
significant contributor to the Ghanaian 
economy and coastal communities 
and are the main source of income for 
millions of people. 

This is what happens when overproduction 
meets the climate crisis; one makes 
the other worse, mutually reinforcing 
the dangerous impacts of inaction. It is 
important that the most vulnerable to and 
impacted by the industry’s overproduction 
and overconsumption issues are the least 
responsible for shouldering the burden. 
Any interventions designed to reduce 
and manage waste must be made in 
consultation with, and provide support to, 
impacted communities.

To read more about this issue, see the 
viewpoint on page 100 from María Beatriz 
O'Brien, the country coordinator for 
Fashion Revolution Chile, and Desierto 
Vestido, an activist organisation operating 
in the city of Iquique where thousands of 
tonnes of clothing arrive each year at the 
Alto Hospicio free zone in northern Chile.

Very low transparency on 
the incineration of unsold 
goods.

12% of major brands disclose the quantity 
of items destroyed annually (up from 
6% last year). Items may be destroyed 
by luxury brands as a way to retain 
exclusivity and value or simply because 
they have too many unsold goods, 
production samples they cannot sell or 
goods that don’t meet safety standards. 
New legislation in France, and proposed 
legislation in the EU, both prohibit the 
destruction of unsold goods and imposes 
a transparency obligation. Next year, we 
hope to see more transparency on the 
incineration of unsold goods in response 
to these new and incoming legislations.

Major brands and retailers 
disclose more information 
on the circular solutions 
they are developing than the 
actual volumes of waste they 
produce.

Another crucial way to tackle textile and 
clothing waste is by investing in efforts to 
slow consumption and increase clothing 
longevity, which would have a significant 
positive impact on the environment. We 
found that 21% of major brands describe 
the implementation of new business 
models, such as renting and reselling 
(up from 14% in 2021) and 20% offer 
repair services, which would enable their 
customers to keep clothes in use for longer. 

A growing number of major brands 
explain how they’re developing circular 
solutions that enable textile-to-textile 
recycling – 28% of brands in 2022, up 
from 18% in 2020. However, only 4% of 
brands publish the percentage of their 
products designed to enable circularity 
– which allows for the raw materials in 
disused clothes to be transformed into 
raw materials for new clothes. 
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BELOW: Cast-off woolen clothing is sorted again in 
large warehouses in Panipat, Tim Mitchell

Of the 10 out of 250 brands disclosing such 
data, half – Balenciaga, Bottega Veneta, 
Gucci and Saint Laurent – use the Kering 
Material Circularity Index, suggesting that 
the publicly available information on this 
topic among the world’s largest brands 
and retailers is lacking diversity. 

Just 10% of brands disclose the amount of 
pre-production waste generated annually 
(offcuts, scraps, end-of-roll fabrics), 
while 8% disclose the amount of post-
production waste generated annually 
(deadstock, overstock, unsold goods, 
samples) – up from 6% and 2% last year, 
respectively. 

It is encouraging that in May 2022, France 
introduced a new decree (as part of the 
Anti-Waste for a Circular Economy (AGEC) 
law) focusing on consumer information 
about the environmental qualities and 
characteristics of waste-generating 
products. It also mandates distributors, 
importers, and producers to disclose 
more detailed information about their 
products, including data on recyclability, 
material contents, and any presence of 
harmful substances in their products. 
This will help inform consumers on how 
to better prevent waste but the ultimate 
responsibility of waste should be on the 
producer – not the consumer. 

It is encouraging that there will be 
proposed legislation, the EU Sustainable 
Textiles Strategy, which covers Extended 
Producer Responsibility for products 
beyond the point of purchase, all the way 
to end of life. The proposed legislation 
empowers consumers to make better 
choices as brands will be required to 
make more information publicly available 
about products’ composition and impacts. 
However, overall, major brands and 
retailers are disclosing more information 
about circular solutions and investment 
into new business models to slow down 
consumption, whilst continuing to 
overproduce and be un-transparent about 
their production volumes. This signals a 
greater commitment to profiting from the 
problem than addressing it.

A more sustainable fashion future may 
be where brands become providers of 
services to care for and repair clothing. The 
industry has an opportunity to preserve 
the planet for future generations. It must 
take it. 
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The Atacama Region offers a 
landscape of unique beauty in 
earthy and soft colours. The 
Altiplano Plateau near the Andes 
Mountains is home to an ancestral 
and rich textile culture of camelid 
wool and local iconography.

A world away, the global textile industry 
based on a fast fashion system 
continues to accelerate overproduction 
and overconsumption. Clothing is also 
massively underutilised and socially 
devalued in a race for cheap garments and 
ever changing trends. 

MARÍA BEATRIZ O’BRIEN
COUNTRY COORDINATOR, FASHION 
REVOLUTION CHILE

VIEWPOINT: YOUR WASTE, OUR PROBLEM: GLOBAL 
LANDFILLS WITH LOCAL CONSEQUENCES

The 1980s marked a new economic 
model for Chile. Once a strong and proud 
manufacturing country, the eruption of free 
market policies made it impossible for the 
national textile industry to compete with 
low-cost imports. It encouraged the sale 
and import of second-hand clothing. Free 
trade agreements in the 1990s deepened 
and cemented the model. 

The Atacama Desert is the second largest 
textile landfill in the world. Iquique is the 
capital of the region and a tax-free port, a 
point of entry for Chile and neighbouring 
countries, especially Bolivia. Most bales 
come in unsorted and the regional 
government has banned throwing textiles 
in the local trash. Every year, thousands of 
tonnes of imported clothes must end up 
somewhere. 

Out of sight is out of mind. Rich countries 
can export their waste to low-income 
countries; wealthy neighbourhoods can 
do the same inside their own territories. 
Alto Hospicio is a poor community of land 
seizures and self-built houses. Around 

50 landfills are dispersed throughout the 
area, with little chance of clothing recovery. 
Picture a scenery of silence; a place where 
time seems to stand still. Open land where 
people and nature fade away--a perfect 
spot to dump and forget. 

According to the Fashion Transparency Index 
2022, only 15% (38/250 brands) of brands 
surveyed disclose the quantity of products 
produced during the annual reporting 
period. In 2021, the data corresponds to 
14% (34/250 brands). Very little progress has 
been made. Without knowing how much 
is produced, it’s hard to control and hold 
brands accountable for the items dumped 
in landfills worldwide.

In Alto Hospicio, clothes leak chemicals 
into the ground and synthetic microfibers 
scatter through the air and into the ocean. 
Water and air are highly polluted, especially 
because incineration is a common practice. 
The Index shows very small efforts being 
made in publishing annual progress on the 
reduction of synthetic materials deriving 
from fossil fuels. 

In 2022, 24% (59/250 brands) disclose this 
information, up from 18% (46/250 brands) 
last year. 

The Atacama Desert landfill shows the 
scale of the global waste problem of the 
fashion industry. For the region, this is an 
environmental and social disaster. Current 
national import legislation is lax and has 
made it impossible for the local industry 
to resuscitate, suffocated by thousands 
of tonnes of unwanted clothing from the 
rest of the world. The region has the right 
to determine its own textile sovereignty 
and develop a local economy based 
on ancestral knowledge and creative 
design practices, such as the local strong 
upcycling movement and sustainable 
independent designers trying to shape a 
new national industry. 

*Some information included in this viewpoint was provided 
by Desierto Vestido, a civil society organisation in Iquique 
raising awareness on the impact on the Atacama Landfill. 
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In 2022, regulators around the 
world are circling the fashion 
industry like sharks. Still one of 
the most lightly regulated global 
industries, there are promising 
signs that the exploitative, take-
make-waste model of fashion will 
face a strong regulatory squeeze. 
A closer look at the data from 
brands this year shows how far 
the industry needs to go before 
the reality aligns with this vision.

GEORGE HARDING-ROLLS
CAMPAIGN MANAGER, 
CHANGING MARKETS FOUNDATION

VIEWPOINT: WHY WE NEED REGULATION TO STAMP 
OUT GREENWASHING AND INCREASE TRANSPARENCY 

Starting with circularity, there’s an 
intriguing disparity between the 28% 
of brands saying they are developing 
circular solutions that enable textile-to-
textile recycling, and the 4% that disclose 
the percentage of products designed to 
enable closed loop recycling at end of 
life. For reuse and fibre-to-fibre uptake 
to work, we need both the technology 
AND eco-design of products. The fact that 
this proportion has increased by only 2% 
since 2020, suggests we shouldn't hold our 
breath for this gap to be filled voluntarily. 
Brands are possibly in for a nasty surprise 
when they’re found wanting with regards 
to regulation and upcoming Extended 
Producer Responsibility (EPR) proposals in 
the EU and US.

Less than a third of brands disclose even 
their fibre mix. This is disappointing as 
this basic transparency is vital to see the 
reliance of the industry on different fibre 
types, in particular reliance on fossil-fuel 
derived synthetics, which must be curtailed 
to rein in fast fashion and avoid climate 

catastrophe. It seems the industry is still 
much more about telling with targets and 
commitments than showing with action and 
evidence, particularly as only 35% (down 
from 37% in 2021) update us on annual 
progress towards their goals. The plastic 
elephant in the room – synthetic fibres 
– is also thrown into focus by the 115/250 
brands committing to reducing virgin plastic 
packaging, but only 78/250 committing to 
reducing virgin plastic fibres. This emphasis 
on virgin plastic fibres is crucial, as it allows 
brands to replace synthetics like polyester 
with recycled polyester. 99% of recycled 
polyester comes from plastic bottles, which 
is a false solution as it removes them from 
a circular system and downcycles them 
into a linear one, destined for landfill or 
incineration. It also does nothing to reduce 
the risk of microplastic shedding. 

A key area of regulation being pursued 
by policy-makers in the UK and the EU, is 
clamping down on rampant greenwashing 
which misleads consumers and acts as a 
smokescreen for unsustainable practices 

to proliferate. Action has been taken on 
companies from Everlane to adidas for 
making unsupported claims.

Recently, Norway’s Consumer Protection 
Authority ruled that the use of the Higg 
Index Sustainability Profiles to substantiate 
green claims, as Norwegian brand Norrøna 
was doing, will be henceforth illegal.  This 
has big implications for the use of such 
certification for brands in the EU, as it is 
likely to also be breaking the law in other 
member states. At Changing Markets we 
have been highly critical of the SAC and The 
Higg Index. The latest rulings are just the tip 
of the iceberg for cracking down on weak 
certification and it is clear that stamping 
out greenwashing in all its forms must be 
a two pronged approach; disincentivise 
making false claims and establish a 
benchmark for sustainable practices. As 
the slow train of regulation chugs into 
motion, it will still be several painstaking 
years before sustainable practices are 
more than toothless rhetoric. 
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The overwhelming link between human 
dignity and the climate emergency means 
there has never been a greater need for an 
accelerated and systemic shift toward a 
circular economy which promises to enable 
a restorative and regenerative industry.  A 
shift would mean taking the existing opaque, 
complex and fragmented global fashion 
value chain and expanding it to include new 
activities and segments to account for new 
sources of raw materials from waste streams 
that will need to be collected, sorted and 
recycled into textile inputs. It would require 
brands to be responsible for their downstream 
supply chains, i.e. recovery of post-consumer 
textiles and support for partners involved 
in recovery and waste management; it is 
a complex and multi-layered process. A 
2018 McKinsey report projected that simple 
garment production will be fully automated by 

IN CONVERSATION WITH SARAH 
KRASLEY ,  FOUNDER AND CEO AND 
ASHLEY NICHOLS ,  SPECIAL PROJECTS 
MANAGER, SHIMMY TECHNOLOGIES
(LEFT TO RIGHT)

VIEWPOINT: CLIMATE, AUTOMATION 
AND CIRCULARITY

2025, resulting in an 80 percent reduction in 
the labour force, leaving little time to transition 
tens of millions of mostly women workers to 
new ways of making a living. Business and 
Social Responsibility’s (BSR) report, Keeping 
Workers in the Loop finds major brands and 
retailers’ current skilling efforts insufficient, 
with significant gaps across a broad spectrum 
of skills. Sarah Krasley and Ashley Nichols 
are trying to fill that gap with their worker 
upskilling technology.

FR: Can you tell me a little about Shimmy 
Upskill?

SK: Shimmy Upskill is an AI-powered app-
based training designed to upskill and reskill 
garment manufacturing workers anywhere—
supporting efficiency, spikes in demand, 
and “Industry 4.0” -- the empowered 
collaboration between human and machine. 
We drive better learner engagement and 
retention through gamification, leveraging 
social media, like TikTok videos, to help 
trainees remember what they learned. We 
hope Shimmy Upskill helps lessen the social 
impact of automation on workers.

FR: The reality of the transition to a circular 
economy is that it will occur alongside 
heightened precarity and economic 
inequality throughout the global fashion 
system, agitated by the impacts of the 

climate crisis. Can you explain why 
upskilling is important? 

AN: As the climate crisis makes certain areas 
unsafe to live, upskilling provides mobility for 
displaced workers to find job opportunities 
in other regions. Diversifying workers’ skills 
alongside awarding them digital badges and 
micro credentials, gives migrating workers 
more ways to clearly communicate their skills 
to new employers and gives them agency to 
find work anywhere.

Workers in flood-prone garment producing 
countries are forced to migrate. This reality 
must be addressed.The FTI finds just 38% 
of major brands disclose evidence of due 
diligence, partnerships or programmes that 
work to support migrant workers within 
their supply chain and these are generally 
not inclusive of upskilling support, and this 
extends to all workers not just migrants. 
Employers and governments have a 
responsibility to think strategically about 
how the worsening climate crisis impacts 
workers everywhere and how to update their 
policies in response. We are a globalised and 
interconnected society. Any approach taken 
on the climate crisis must have a global lens 
and consider impacts for all stakeholders, 
workers especially, and not just focus on 
individual country’s obligations to limit waste 
and protect environments. Labour policies are 

too often an afterthought in circularity plans. 
Upskilling and reskilling are powerful tools to 
ensure adaptable workforces.

FR: Alongside technical upskilling 
programmes for workers, what more 
should major brands and retailers do? 

SK: It is vital women workers are taught 
soft skills like leadership in tandem with 
their technical skills training. Many women 
workers in higher positions will be the first 
ones to achieve a particular job in their 
space and as such, will require leadership 
training, like how to navigate unconscious 
bias and harassment. Brands must focus 
on and invest in this and according to the 
FTI, just 29% of brands disclose information 
on actions focused on gender equality in 
supplier facilities and initiatives to promote 
women workers in leadership positions. 
We recently completed a project to do just 
this, alongside CARE, called the Gender 
Norms Pilot in the Future of Work project 
which was funded by H&M Foundation. 
Alongside suppliers’ purchase of automated 
equipment, which major brands and retailers 
should subsidise, a re-skilling rebate should 
be included which could be funded in part 
by local governments.

You can read more about Shimmy’s other 
pilot projects here.
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14+86+II15+85+II

7+93+II45+55+II65+35+II 22+78+II29+71+II 52+48+II
CARBON FOOTPRINT

19+81+II27+73+II

disclose annual carbon 
footprint in company’s 

own facilities 

disclose carbon 
footprint at raw 
material level

65% 22%

publish commitments 
to decarbonise across 

their supply chain

29%

disclose what is 
included in the 

company’s scopes         
1, 2 and 3 emissions

52%

WATER USE

publish annual water 
footprint in company’s 

own facilities

4+96+II32+68+II
publish time-bound 

commitment to 
eliminate hazardous 

chemicals

publish annual 
water footprint at 
raw material level

32% 4% 27%

RENEWABLE ENERGY

publish data on 
renewable energy use 

in the supply chain

7%

publish data on 
renewable energy 

use in the company’s 
own facilities

45%

HAZARDOUS CHEMICALS DEFORESTATION AND REGENERATION

publish 
commitment to 

zero deforestation

provide evidence of 
regenerative farming 
practices for one or 
more raw materials

15% 14%

disclose process 
for conducting 

water-related risk 
assessments

19%

5. SPOTLIGHT ISSUES 
FINDINGS - WATER, CHEMICALS & CLIMATE
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Water pollution, hazardous 
chemicals and the 
ramifications on people  
and planet

This year, we have strengthened our 
methodology to only allow points for brands 
with commitments to eliminate the use of 
hazardous chemicals in line with Bluesign 
and ZDHC’s Roadmap to Zero standards.

Bluesign® 

The bluesign® SYSTEM is a comprehensive 
solution for chemical suppliers, textile 
and trim manufacturers and brands. 
This support mechanism applies for the 
entirety of a supply chain and provides 
the necessary tools for the promotion, 
adoption, and implementation of safe 
chemicals usage and responsible 
practices within factories and mills. 

Water stress in garment 
producing countries

The fashion industry is a major contributor 
to water pollution and one of the most 
water intensive industries on the planet. 
Given the importance of addressing 
water stress within fashion supply 
chains (defined as the ability, or lack 
thereof, to meet human and ecological 
demand for fresh water; it includes water 
quality, availability and accessibility), it 
is concerning to see that the further you 
look down supply chains, where impacts 
occur through wet processing or simply to 
grow fibres like cotton and linen, the less 
brands and retailers disclose information 
on their water footprint. For instance, while 
32% of brands publish their water footprint 
within their own operations (compared 
to 31% last year), only 15% publish the 
water footprint at manufacturing level and 
even less at fibre and raw material level 
(4%). According to researchers at Growing 
Blue, more than 20% of the world’s GDP 

5. SPOTLIGHT ISSUES 
ANALYSIS - WATER, CHEMICALS & CLIMATE

is produced in water-scarce areas of 
the globe. That includes the clothes and 
shoes we wear, which are increasingly 
being made in countries like China, India, 
Bangladesh and Pakistan. 

Many brands do not disclose  where or 
how their fibres are grown and may even 
choose their sourcing countries based 
on the lack of enforcement on water 
management legislation. Yet only 25% of 
brands disclose the process of conducting 
water-related risk assessments in their 
supply chain.The fashion industry’s 
extractivist tendencies mean that brands 
externalise their environmental impacts 
to garment producing countries and 
vital resources like water are taken from 
these areas. It is communities in these 
production countries, who are already 
experiencing the impacts of the climate 
crisis, who will or already face water 
shortages. The trade off is clear: their 
human right to water is deprioritised to 
make clothes that are likely worn only a 
handful of times.

ZDHC

Eleven years ago, Greenpeace issued 
a wake-up call to the fashion industry 
with its “Detox My Fashion” campaign. 
It revealed the disastrous impact the 
manufacturing of clothes and shoes 
has on the environment. Following this 
campaign, a coalition of leading fashion 
brands pledged to eliminate hazardous 
chemicals from their supply chains and 
stop polluting waterways by 2020. This 
was the start of the “zero discharge of 
hazardous chemicals” movement, known 
today as ZDHC. ZDHC created a ‘Roadmap 
to Zero’ programme which provides clear 
guidance for companies on how to move 
away from using certain hazardous 
chemicals in their manufacturing and 
replace them with safer alternatives. 
The programme analyses wastewater 
tests from thousands of factories around 
the world from hundreds of brands 
to see how they are progressing on 
their commitment to zero discharge of 
hazardous chemicals (ZDHC).
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https://static1.squarespace.com/static/5baa3175bfba3e44386d68a5/t/611aa0c6db552e3a9e1def7b/1629135050543/How+fair+is+fashion%27s+water+footprint+-+FINAL+FULL+REPORT.pdf
https://www.roadmaptozero.com/impact-report-2021


While we previously aligned our hazardous 
chemicals indicators to REACH (Regulation 
on Registration, Evaluation, Authorisation 
and Restriction of Chemicals), the EU’s key 
legislation on chemicals management, we 
removed this guidance given the revision 
of the Regulation in 2022. This revision 
will provide an update on the restricted 
hazardous substances used in textiles.

This may explain this year’s decrease 
in brands disclosing a time-bound 
commitment to eliminating the use of 
hazardous chemicals—27% compared 
to 30% last year. Meanwhile, even fewer 
brands disclose their progress against 
these targets (19%). Many garment 
producing countries are not implementing 
wastewater treatment legislation to 
ensure the safe treatment of textile 
wastewater, while many garment workers 
are forced to work with toxic chemicals 
without adequate Personal Protective 

Equipment (PPE). The textile industry’s use 
of hazardous chemicals across the entire 
supply chain has contributed to rivers 
being declared biologically “dead” due to 
the untreated effluent entering into them. 
In addition, while both men and women 
are impacted by health issues linked 
to toxic chemical exposure, some are 
gender-specific, including breast cancer, 
spontaneously aborted pregnancies and 
hypertensive disorders during pregnancy. 
These health issues impact garment 
workers as well, who are daily exposed 
to chemicals that can threaten their lives, 
sometimes leading to occupational 
cancer. A lack of transparency and flow 
of information along the supply chain 
compounds the problems. Brands must 
trace their entire supply chain to address 
long-lasting social and environmental 
impacts of water pollution on garment 
workers, local communities and the 
surrounding natural environments. 

IMAGE COURTESY OF VIOLA WOHLGEMUTH

To learn more about Fashion Revolution's Restorying Riverscapes campaign, see this link.

Restorying Riverscapes
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https://www.europarl.europa.eu/RegData/etudes/BRIE/2022/729405/EPRS_BRI(2022)729405_EN.pdf
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https://www.fashionrevolution.org/restorying-riverscapes/


In 2011, Greenpeace’s Detox 
My Fashion campaign set 
out  to eliminate the discharge 
of hazardous chemicals into 
waterways by global supply chains 
by 2020. The 29 brands and 50+ 
suppliers that committed to Detox 
have collectively implemented 
this objective. This has reached 
a critical point where there’s no 
going back, demonstrating the 
significance and feasibility of the 
paradigm shift advocated by the 
campaign, as  detailed in two of our 
reports – Destination Zero (2018) 
and Fashion Fairytale (2021), 
where we made an unannounced 
check on recent progress.

VIOLA WOHLGEMUTH
CONSUMPTION AND TOXICS CAMPAIGNER, 
GREENPEACE GERMANY

VIEWPOINT: DETOX CONTINUES TO PROGRESS, BUT 
CLOTHES WASTE EXPORTS SHOW URGENCY OF 
CHANGING THE FASHION BUSINESS MODEL 

But there is also more that companies and 
institutions can do to expand this success 
story to the remaining 85% of the clothing 
market that has not committed to Detox, 
and an overwhelming need for regulators 
to apply the model of corporate supply 
chain responsibility demonstrated by the 
Detox-committed brands to the entire 
fashion sector.

The fact that more brands report their use 
of Manufacturing Restricted Substances 
Lists (MRSLs) and Restricted Substances 
List (RSLs) in the 2022 Fashion Revolution 
Transparency Index shows progress 
and that on the whole, the momentum 
begun by the Greenpeace campaign is 
not only being maintained but is slowly 
spreading. Industry stakeholders such as 
ZDHC, which provides tools and support 
for companies to implement Detox, have 
played a major role so far, and maintain 
an ongoing programme for the elimination 
of hazardous chemicals open to the entire 

textile sector. Nevertheless, there is a 
concerning decline in the publication of 
wastewater test results from suppliers 
– the cornerstone of a company’s Detox 
Commitment which reveals progress on 
hazardous chemicals as well as giving 
local people and civil society the right to 
know about water pollution.

Commitments to reduce fossil fuel based 
synthetic fibres and reporting on progress 
need to be on a much bigger scale; about 
70% of the throwaway clothes made by 
fast fashion brands are mostly plastic, 
which depend on toxic extraction and 
create an impossible waste problem.  
These plastic clothes release millions 
of microplastic fibres into our rivers and 
oceans with every wash.  But the fact 
that even brand new clothes that can’t 
be sold are piling up as waste reveals 
the sickness at the heart of the linear 
business models of fashion.

While fashion brands promote circularity 
as the ‘answer’, many of these claims are 
greenwashing; recycling is only at 3% with 
less than 1% of clothes actually made 
from recycled textiles: the rest is recycled 
polyester from waste polyethylene 
terephthalate (PET) bottles from the food 
industry. There is little evidence of an aim 
or intention to be circular, beyond the 
commercial spin – and few attempts to 
reduce the flow of fashion, a precondition 
for any meaningful attempt at circularity. 
In contrast, I have seen the consequences 
of this flood of disposable fast fashion 
in Tanzania and Kenya, where I recently 
stood by a river on a pile of textile waste 
looking at the river banks which were also 
made up of layers of textiles, watching old 
clothes floating downstream - this is what 
their circularity looks like, and no amount 
of recycling bottles or microplastic fibre 
filters will stop this flood of clothes waste.

Photo copyright: Jiri Rezac/Greenpeace
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CLIMATE AND BIODIVERSITY

The global fashion industry is 
environmentally damaging on many levels 
– from the way materials are produced, to 
how they are manufactured into clothing, 
to how they are shipped around the world, 
and finally, to how we buy, care and 
dispose of the clothes we wear. 

As a globalised industry, many brands and 
retailers rely heavily on garment producing 
countries vulnerable to the impacts of the 
climate crisis, who are already bearing 
the brunt of governmental and corporate 
failure to align with the Paris Agreement.

Social justice and climate justice 
are inextricably linked. For instance, 
while gender-based violence and 
harassment in the garment industry exists 
independently of climate change, a study 
by the International Labour Organization 
(ILO) finds that heat stress and extreme 
weather events will impact productivity 
and intensity levels – which can in turn 
lead to increased gender-based violence 

and harassment. Many factories are not 
equipped with appropriate ventilation 
systems, which may lead to a decrease in 
productivity and increased absenteeism, 
specifically for women who are already 
more likely to be absent because of 
their care duties. They will not only bear 
the impacts of heat-related safety risks 
but may also be pressured to work 
harder and faster. The Hot Trends report 
highlights how both rural and urban areas 
in Cambodia are impacted by the climate 
crisis as flooding and droughts may impact 
garment workers’ families who rely on 
their income. We suggest looking at the 
infographic on pg. 6 of the report, which 
illustrates how the global garment industry 
shapes climate change vulnerability in 
Cambodia. If garment workers are unable 
to work in factories due to flooding or heat 
exhaustion, they may not be able to support 
their families in rural areas. This report 
highlights how the lack of environmental 
mitigation and resilience in supply chains 
is impacting the health and income of 
garment workers and their families while 
inadequate infrastructures continue to 
pollute the environment further.

Carbon and energy footprint 
across supply chains

Collecting accurate data on greenhouse 
gas emissions (GHG) is crucial in order for 
brands and retailers to reduce emissions 
and meet their decarbonisation targets. 
While most environmental impacts 
occur at the processing and raw material 
level, it is encouraging to see that 34% 
of brands publish their carbon footprint 
at processing level compared to 26% 
last year and 22% at raw material level, 
compared to 17% in 2021. 

Meanwhile 65% of major brands and 
retailers publish their carbon footprint 
for their own operations and facilities 
compared to 62% last year. This overall 
increase in disclosure on GHG emissions 
may be due to increased pressure from 
stakeholders such as investors and 
governments to capture this data in 
order to mitigate brands’ environmental 
impacts. If major brands do not track 
carbon emissions in the supply chain 

down to raw material level, they cannot 
accurately measure their climate 
impacts. Furthermore, without it, brands 
cannot easily be held accountable for 
reducing emissions.

We see a similar pattern on renewable 
energy use, with 45% of brands disclosing 
renewable energy use data in their 
direct operations, but only 7% disclosing 
renewable energy use data in their 
supply chain. This year, we updated 
our methodology on absolute energy 
reduction across the entire supply chain 
and no brand received the point for this 
indicator. As brands do not disclose 
or account for energy use (note this is 
different to carbon footprint) at processing 
and raw material levels, it is impossible 
for any brand to make a claim on their 
absolute energy reduction. This may 
be due to the difficulty of capturing 
carbon and energy data down the supply 
chain, where brands need to rely more 
heavily on estimates as suppliers work 
simultaneously with multiple brands and 
may not have the infrastructure to collect  
data for individual brands.
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Less than a third of 
major brands have a 
decarbonisation target 
covering their entire     
supply chain

As a growing number of major brands 
establish targets on decarbonisation, it is 
important to differentiate between carbon 
neutrality and net-zero carbon as these 
terms are often used interchangeably, 
causing a great deal of confusion.

Carbon neutrality is defined by an 
internationally recognised standard, PAS 
2060, which sets out requirements for the 
quantification, reduction and offsetting 
of greenhouse gas emissions, whereas 
net-zero carbon is achieved by reducing 
greenhouse gas emissions in line with 
the Paris Agreement of a 1.5°C pathway 
and balancing any remaining greenhouse 
gas emissions with carbon removal (e.g. 
carbon capture and storage).

There are key differences between carbon 
neutrality and net-zero carbon set out 
below and based on the Science Based 
Targets Initiative definition:

Carbon Neutrality Net-zero carbon

Scope
Carbon neutrality has a minimum 
requirement of covering Scope 1 & 2 
emissions with Scope 3 encouraged.

The boundary of net-zero includes 
global Scope 1, 2 and 3 emissions of 
the organisation.

Level of  

ambition

No requirement for a company to 
reduce its emissions on a certain 
trajectory in order to be carbon neutral.

To be net-zero, an organisation must 
be reducing its emissions along a 
1.5°C trajectory across Scopes 1, 2 
and 3.

Boundary

To achieve carbon neutrality, an 
organisation must purchase carbon 
offsets that either result in carbon 
reductions, efficiencies or sinks.

A net-zero claim can only be 
achieved if an organisation’s entire 
value chain is accounted for.

Aim

To achieve carbon neutrality, an 
organisation must purchase carbon 
offsets that either result in carbon 
reductions, efficiencies or sinks.

A commitment to net-zero carbon 
means reducing greenhouse 
gas emissions with the goal of 
balancing the emissions produced 
and emissions removed from the    
earth’s atmosphere.

To achieve net-zero carbon, the 
company would need to reduce 
and also invest in projects that 
remove carbon emissions from the 
atmosphere.
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According to the GHG protocol, scope 3 is 
split into various categories. Purchased 
goods and services account for all the 
emissions that come from producing 
raw materials to processing fibres and 
making the clothes we wear. This year, we 
have included a new indicator on whether 
brands explain what is included in the 
company’s scope 1, 2 and 3. Over half 
(52%) of brands disclose this information, 
which allows scrutiny of their claims on 
decarbonisation, specifically in the cases 
where only scope 1 and 2 are included or 
where purchased goods and services are 
not included, which would ultimately fail 
to account for their greatest environmental 
impacts. Additionally, major brands 
and retailers should focus on reducing 
their GHG emissions in absolute terms 
rather than based on intensity reduction. 
This means reducing their overall GHG 
emissions rather than their emissions per 
revenue.  Brands only pursuing intensity-
based emissions reductions can increase 
their overall emissions (as long as their 
emissions increase less than their revenue 
increases each year).

Under the 2015 Paris Agreement, national 
governments have committed to limiting 
global temperature increase to well 
below 2°C and pursuing efforts to limit 
temperature increase to 1.5°C. Companies 
play a key role in meeting these 
commitments. Science Based Targets 
provide companies with a clearly defined 
pathway to reduce greenhouse gas (GHG) 
emissions in line with the Paris Agreement.

Science Based Targets can cover scopes 
1 and 2 (a company’s own operations) or 
scopes 1, 2 and 3 (own operations and 
supply chain). Our research shows that 
29% of brands publish a decarbonisation 
target covering their operations and 
supply chain and verified by the Science 
Based Targets initiative (scopes 1, 2 and 
3). Meanwhile, 31% of brands have a 
verified Science Based Target which can 
cover only their own operations or their 
operations and supply chain. 

The fashion industry should implement 
verified carbon net zero strategies across 
their own operations and supply chain 
rather than only focusing on their own 
operations. This would ensure major 
brands and retailers avoid making 
misleading claims as the majority of the 
environmental impacts occur in supply 
chains. ABOVE: 'What is fashion's carbon footprint?' explainer 

post by Fashion Revolution, 2021
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Evaluating environmental impacts and 
risks against financial costs provides a 
tangible incentive for businesses and 
investors to mitigate environmental 
impacts across the supply chain and 
allocate the appropriate financial 
resources to do so. For instance, Kering 
Group’s (Balenciaga, Bottega Veneta, 
Gucci and Saint Laurent) Environmental 
Profit & Loss accounting tool, measures 
environmental footprint data across its 
operations and supply chain and translates 
this data into monetary value. This year, 
we aligned ourselves with existing 
methodologies such as CDP’s climate 
change questionnaire - an independent 
body that awards grades for environmental 
performance based on disclosure of 
environmental risks and their potential 
financial impacts. This may explain why 
13% of brands disclosed this information 
compared to 4% last year.

Few major brands and 
retailers have committed to 
zero deforestation despite 
accelerating biodiversity 
loss

Forests are home to 80% of the world’s 
terrestrial biodiversity and are critical 
habitats that support the livelihoods and 
cultures of Indigenous communities while 
providing important ecosystem services 
such as clean water, carbon sequestration 
and pollination, among others. Materials 
such as leather and viscose, modal and 
lyocell, made from wood-pulp and used 
widely in clothing, have been linked to the 
destruction of ancient and endangered 
forests, cutting down trees that are vital 
tools in fighting the climate crisis and 
devastating the homes and livelihoods 
of indigenous communities. While over 
half of activists killed in 2021 worked 
on defending land, environmental and 
Indigenous peoples’ rights, research from 
Canopy estimates that more than 200 
million trees are logged every year and 
turned into cellulosic fabric (e.g. viscose, 
rayon, modal and lyocell), leaving fewer 
than 20% of the world’s ancient forests 
intact. In addition, the use of man-

made cellulosic fibre is set to increase 
by 34.6% by 2027 from a 2020 baseline. 
Despite these alarming facts, our research 
has found that only 15% of brands 
publish time-bound and measurable 
commitments to zero deforestation, with 
a slight increase from last year (10%) and 
even fewer (6%) publish progress against 
these targets. 

Finally, the topic of regenerative 
agriculture is becoming increasingly 
popular among sustainability advocates in 
the global fashion industry. Regenerative 
agriculture can be defined as ‘a system 
of farming principles and practices that 
increases biodiversity, enriches soils, 
improves watersheds, and enhances 
ecosystem services.’ Most fashion brands 
depend on agriculture to source raw 
materials, yet we found that only 14% 
of major brands disclose evidence of 
implementing regenerative farming 
practices for at least one raw material 
source. While it is positive to see an 
increase in disclosure on regenerative 
practices compared to last year (9%), 
the conversation should shift to support 
farmers in supply chains, rethink how the 
climate crisis may impact the cost of raw 
material production and the livelihood of 
communities in these supply chains.
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As we get closer to a major 
milestone on the journey to net 
zero, the year 2030, accurate 
reporting, target-setting in line 
with science, and transparency 
on implementation plans 
around carbon are becoming 
increasingly important 
for the apparel sector. 

PAULINE OP DE BEECK
EU BUSINESS DEVELOPMENT MANAGER 
AND SUSTAINABLE FASHION LEAD, 
THE CARBON TRUST

VIEWPOINT: TRANSPARENCY OF AND CREDIBLE DATA 
ON DECARBONISATION TARGETS URGENTLY NEEDED 
TO AVOID GREENWASHING

Crucial to progressing on this journey 
to net zero is accurate accounting 
for scope 1 & 2, and most importantly 
scope 3 emissions. Scope 1 & 2 refer 
to emissions relating to a company’s 
own emissions within its direct control 
i.e. stores, offices and warehouses. 
While these emissions are within direct 
control, they typically represent less than 
10% of a company’s overall impact, as 
scope 3 emissions, those in the value 
chain, account for the majority of the 
environmental impact a brand has. Scope 
3 is split into a variety of categories, the 
most important of which is category 
1a, purchased goods and services – all 
of the upstream emissions associated 
with the production of garments from 
raw material to product assembly. If a 
company is not reporting on all scope 3 
emissions, it is not communicating its 
true impact. From this year’s analysis we 
see only a third of the biggest brands are 

doing so. This suggests that many brands 
are either not aware of their full carbon 
impact or are not being transparent about 
it. A lack of awareness and transparency 
here prevents companies from clearly 
communicating their reduction efforts.

It is encouraging to see that many brands 
are pursuing energy efficiency and the 
procurement of renewable energy in their 
own operations. Here we see a mixture of 
absolute and intensity targets. Absolute 
reduction refers to a decrease in emissions 
regardless of business growth. Intensity 
targets represent a reduction per unit of 
output. This means that businesses may 
continue to grow their operations, but do so 
in an increasingly energy efficient manner. 

While we see a lot of action to reduce 
brands’ own emissions through 
improvements in energy efficiency and 
increased renewable energy procurement, 

most of the sector is not aligning in 
the same way to reduce its scope 3 
emissions where they have the most 
impact on climate change. Targets are 
only meaningful if they cover scope 1, 2 
& 3 emissions and they must be science 
aligned in their reduction trajectory. 
That we only see 31% of the sector with 
science based scope 1, 2 & 3 targets is 
alarming given that we only have 8 more 
years to stay within 1.5C levels of global 
warming according to the IPCC. 

In next year’s report we need to see an 
increase in brands reporting on their 
scope 3 emissions as well as setting 
scope 1, 2 & 3 science based targets. 
Reporting and target setting are just 
the first two steps. Transparency and 
robustness of implementation plans 
are crucial to demonstrating a true 
commitment to decarbonisation, and 
avoiding greenwashing.
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TAKE ACTION ON TRANSPARENCY 
WHAT NEEDS TO HAPPEN NEXT? 

Anyone anywhere should be able to find 
out how, where, by whom and at what 
social and environmental costs their 
clothes are made. This requires greater 
transparency across fashion’s global 
value chain. 

By working together, as one collective 
voice, we must demand that companies 
become more transparent and that 
governments require transparency from 
the brands we buy.

We want to see an industry where 
transparency and accountability 
are so deeply embedded across the 
entire value chain that the Fashion 
Transparency Index is no longer 
needed. However, until that time, greater 
transparency is an essential first step 
towards making change in the global 
fashion industry.

Ultimately, transparency will help us 
to create a global fashion industry 
that conserves and restores the 
environment and values people over 
growth and profits.

So, our call to you is this – do 
not use this Index to inform 
your shopping choices but 
rather use these findings 
to inform your activism. 
Scrutinise the major brands 
and hold them to account on 
their claims. 

For citizens, this means calling on:

European policymakers to legislate on living 
wages. Our Good Clothes, Fair Pay campaign 
needs one million signatures from EU 
citizens (EU passport holders) so head to 
goodclothefairpay.eu to sign your name. If 
you’re not an EU citizen, help us spread the 
word by sending to a friend who is, and by 
sharing our posts on social media. Follow 
@goodclothesfairpay on Instagram and 
subscribe to our newsletter for updates.

Major brands and retailers to be more 
transparent on all the issues included in the 
Fashion Transparency Index - get in touch with 
brands and ask them #WhoMadeMyClothes? 
#WhoMadeMyFabric? and #WhatsInMyClothes?

Policymakers to create legislation that holds 
big brands accountable for human rights 
and environmental impacts the length of the 
value chain

Shareholders and investors to use their 
power to influence big brands to be more 
transparent and do better for the planet and 
the people who make our clothes, including 
making investment decisions on the basis of 
how transparent companies are or are not 

Civil society, such as trade unions and NGOs, 
to ensure that brands’ policies and practices 
translate into positive outcomes in the places 
where clothes are made
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For major brands and retailers,  
this means:

Publish your supply chain right 
down to raw material level as 
soon as possible, doing so in 
alignment with the open data 
standard, and upload the list to 
the Open Apparel Registry 

Be completely transparent on all 
the topics covered in the Fashion 
Transparency Index, continuously 
updating public disclosure in 
response to evolving risks

Implement robust due 
diligence on human rights and 
environmental risks and publicly 
evidence the outcomes and 
impacts of your efforts

Work collaboratively on due 
diligence with your peers, 
especially when they operate 
in the same facilities, and with 
rights holders, especially women 
workers and trade unions, and 
then share these efforts publicly

Support legislation that requires 
greater transparency and 
corporate accountability on 
environmental and human rights 
issues in the global fashion 
industry

For policymakers, this means:

Support better regulations, 
laws and government policies 
that require transparency and 
corporate accountability on 
environmental and human 
rights issues in the global 
fashion industry

Support better enforcement 
of existing laws, including 
sanctions, on social and 
environmental issues that relate 
to the global fashion industry

Be more proactive at responding 
to ‘red flags’ and risk factors 
associated with labour exploitation 
and environmental damage in the 
global fashion industry

Read and listen to the viewpoints 
of workers, communities and 
experts – on pages 56, 67, 75, 
84, 91-93, 100-102, 106 and 111 
– to inform your policymaking 
activities

For investors and shareholders, 
this means: 

Ask major fashion brands and 
retailers for clear governance 
and accountability on human 
rights and environmental issues

Ask for board level account-
ability on human rights and 
environmental issues and 
demand that executive pay is 
tied to improved impacts on 
these issues

Demand that the board has 
expertise on the complexities 
and nuance of human rights 
and environmental issues 

Prioritise meaningful and 
credible environmental, social 
and governance (ESG) factors 
into your investment strategies 

Call for mandatory transparency 
and corporate accountability 
legislation on environmental 
and human rights issues in the 
global fashion industry

For civil society, journalists and 
academics this means: 

Use this data and our findings, 
available in this report and on 
Wikirate.org, to scrutinise and 
verify the public claims made 
by brands and hold them to 
account

Raise the flag when brands 
make public claims that do not 
reflect the reality on the ground 

Use this data to collaborate with 
other stakeholders and brands 
themselves to address issues 
found in supply chains and 
prevent them in the future

Stand together in calling for 
mandatory transparency 
and corporate accountability 
legislation on environmental 
and human rights issues in the 
global fashion industry
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THANK YOU!

Fashion Revolution’s Fashion 
Transparency Index has led the way 
in increasing transparency across 
fashion brands' supply chains, while 
pushing the industry to be more 
accountable.

With your support we can keep 
calling on brands to be more 
transparent as an essential first step 
towards a better and fairer industry, 
while advocating for a more dignified 
quality of life for the people who 
make our clothes.

Please support us to continue 
to carry out this crucial work in 
creating a fashion industry that is 
more transparent and accountable 
by becoming a regular supporter or 
making a one-off donation here.
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The Fashion Transparency Index 2022 was 
written by Liv Simpliciano, Maeve Galvin, 
Ciara Barry and Delphine Williot in June 
2022. The report was designed by Holly 
Temple. The research was carried out 
between November 2021 and April 2022 by:

Liv Simpliciano, Ciara Barry, Delphine 
Williot, Grace Doyle, Ysabl Marie D. Dobles, 
Lian Sing, Isabella Luglio, Michelle Ying-Chi 
Lai, Sara Marty.

A very big thanks to our team of freelance 
researchers who worked diligently to 
produce the research underpinning this 
report, with special thanks to Grace Doyle, 
Ysabl Marie D. Dobles for working with us 
to conduct data quality assurance. We 
would like to give special thanks to our 
former Global Policy and Campaigns 
Director, Sarah Ditty who created the 
Fashion Transparency Index. Thank you 
for paving the way. We are honoured to 
carry on your legacy and demand greater 
transparency and accountability in the 
fashion industry. 
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We extend the utmost gratitude to our 
pro-bono consultation committee, who 
have been instrumental in guiding our 
team through this project  – Dr. Mark Anner, 
Neil Brown, Maddy Cobbing, Gary Cook, 
Subindu Garkhel, Fiona Gooch, Christina 
Hajagos-Clausen, Kristian Hardiman, 
Aruna Kashyap, Kate Larsen, Hester Le 
Roux, Emily MacIntosh, Maya Rommwatt, 
Francois Souchet, Joe Sutcliffe, Urksa 
Trunk, Ben Vanpeperstraete, Frank Michel, 
Klaas Nuttbohm, Olivia Windham Stewart, 
Katie Shaw, Pauline Op De Beeck, Laura 
Balmond, Lead, Anna Bryher, Chloe 
Rollscane, Holly Syrett and Alessandra 
Mezzadri. And an enormous thank you 
to all the others who provided informal 
feedback on the methodology — you know 
who you are! 

A very heartfelt thanks to the experts who 
contributed their additional analysis and 
viewpoints for the report this year – the 
Open Apparel Registry, Myanmar Centre 
for Responsible Business, Garment 
Worker Diaries, Pauline Op de Beeck, 
Nasreen Sheikh, Sarah Krasley, Ashley 
Nicholls, Hidden Homeworkers Project, 
Han Dongfang, Nasreen Sheikh, Aditi 
Mayer, George Harding-Rolls, María Beatriz 
O’Brien, Desierto Vestido, Jewher Ilham, 
and Viola Wohlgemuth.

Thanks also to the entire Fashion 
Revolution CIC team, especially to 
Carry Somers, Ruth MacGilp and Roxy 
Houshmand-Howell for their support 
on the communications, and we would 
also like to thank Melanie Hughes for her 
incredible support.

Thank you to our partners Laureen van 
Breen and Aileen Robinson at Wikirate,to 
the team at Good On You, the team at Clean 
Clothes Campaign and Alysha Khambay at 
Business & Human Rights Resource Centre.
Finally, thank you to our collaborators, 
the Open Apparel Registry, for their 
incredible efforts to make fashion’s supply 
chain more transparent; an invaluable 
contribution to the industry.  

Thanks to all of the representatives from the 
brands and retailers who participated in the 
Fashion Transparency Index this year. We 
know that brands receive frequent requests 
for information from civil society and NGOs, 
and it’s difficult to respond to them all and 
still get work done. Your participation is both 
vital and appreciated. 

The Fashion Transparency Index is funded by the 

Laudes Foundation, and we thank them for their 

ongoing support.
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Disclaimer

The Fashion Transparency Index is made available 
on the express request that it will be used only

for general information purposes. Readers are 
encouraged to form their own views and opinions 
on each of the brands mentioned in this Index. All 
content in the Fashion Transparency Index is not 
to be construed as connected to or relating to any 
form of legal, governance, regulatory, research 
or investment advice nor any other specific or 
general advice on buying, selling or dealing in 
any way with the brands mentioned in this Index. 
This Index has not been prepared to any specific 
or general investment objectives. Before acting 
on anything inspired by anything contained in this 
Index, you must consider whether it is suitable 
to your circumstances and, if necessary, seek 
professional advice. No representation or warranty 
is given that the material in this Index is accurate, 
complete or up-to-date.

The material in this Index is based on information 
that we have found in the public domain and 
reasonably considered correct at time of 
publication. Fashion Revolution has not verified, 
validated or audited the data used to prepare      
this Index.

The assessment of fashion brands has been 
carried out solely according to the new Fashion 
Transparency Index methodology and no other 
assessment models used by any of the project 
partners or our analyst team. Any statements, 
opinions, conclusions or recommendations 
contained in this Index are honestly and 
reasonably held or made at the time of publication. 
Any opinions expressed are our current opinions 
based on detailed research as of the date of the 
publication of this Index only and may change 
without notice. Any views expressed in this Index 
only represent the views of Fashion Revolution CIC, 
unless otherwise expressly noted. The content 
of this publication can in no way be taken to 
reflect the views of any of the funders of Fashion 
Revolution CIC or the Fashion Transparency Index.

While the material contained in this Index has 
been prepared in good faith, neither Fashion 
Revolution CIC nor any of its partners, agents, 
representatives, advisers, affiliates, directors, 
officers or employees accept any responsibility 
for or make any representations or warranties 
(either express or implied) as to the accuracy, 
completeness, reliability, or truth, of the 
information contained in this Index or any other 
information made available in connection with 
this Index, and disclaims all liability for loss of 
any kind suffered by any party as a result of the 
use of this Fashion Transparency Index. Neither 
Fashion Revolution CIC nor any of its agents, 
representatives, advisers, affiliates, directors, 
officers and employees undertake any obligation 
to provide the users of this Index with additional 
information or to update the information 
contained therein or to correct any inaccuracies 
which may become apparent. 

Reference herein to any specific brand, 
commercial product, process, or service by trade 
name, trademark, manufacturer, or otherwise, 
does not constitute or imply its endorsement, 
recommendation, favouring, boycotting, abusing, 
defaming by Fashion Revolution CIC nor any of 
its agents, representatives, advisers, affiliates, 
directors, officers and employees. 

To the maximum extent permitted by law any 
responsibility or liability for this Index or any 
related material is expressly disclaimed provided 
that nothing in this disclaimer shall exclude any 
liability for, or any remedy in respect of, fraud 
or fraudulent misrepresentation. Any disputes, 
claims or proceedings in connection with or 
arising in relation to this Index will be governed 
by and construed in accordance with English law 
and submitted to the exclusive jurisdiction of the 
courts of England and Wales.

  

Attribution

This work is owned by Fashion Revolution CIC 
(Company number: 8988812) and has been written 
by Liv Simpliciano, Policy and Research Manager and 
Maeve Galvin, Ciara Barry, and Delphine Williot on the 
Policy & Research team at Fashion Revolution CIC.

The research is led by Fashion Revolution’s Policy 
and Research Manager, Liv Simpliciano and others 
from the Policy & Research team at Fashion 
Revolution CIC, including Ciara Barry, Delphine 
Williot – with support from Fashion Revolution’s 
co-founder and Global Operations Director, Carry 
Somers. Additional research was carried out by 
Grace Doyle, Ysabl Marie D. Dobles, Isabella Luglio, 
Michelle Ying-Chi Lai, Sara Marty, and Lian Sing 
between November 2021 and May 2022. It has been 
designed by Holly Temple.  

The Laudes Foundation funded Fashion Revolution 
CIC to carry out the research for this Index. Laudes 
Foundation is an independent foundation and part 
of the Brenninkmeijer family enterprise, alongside 
COFRA Group businesses, and the family’s other 
private philanthropic activities, including Porticus, 
Good Energies Foundation and Argidius Foundation. 
The Foundation is independent from the Group 
and works to influence all of the garment industry, 
including the COFRA group businesses which 
includes C&A.

We would like to highlight our fair treatment of fact 
and our unbiased approach to assessing C&A in 
the Fashion Transparency Index. We have mitigated 
any risk of a conflict of interest by the following 
three methods: viewing and treating C&A and the 
Laudes Foundation as separate entities; treating 
C&A like any other of the 250 brands we analysed 
and not giving C&A any preferential treatment in this 
or additional assessments of C&A by our technical 
partner in Brasil ABC Associados.

     

Licences – Creative Commons
    
The Fashion Transparency Index is licensed under a 
Creative Commons Attribution-NonCommercial 4.0 
International (CC BY-NC 4.0). It is not a Free Culture 
Licence. Please see the link for more information: 
https://creativecommons.org/licenses/by-nc-
nd/4.0/    

For the Raw Data File we make available we are not 
granting any licence for you to use the Raw Data, 
which we have compiled to produce this Index. You 
are only permitted to view the Raw Data File. 

You are free to copy and redistribute the Fashion 
Transparency Index in any medium or format 
provided that you give Fashion Revolution credit for 
creating it. This licence does not give you the right to 
alter, remix, transform, translate or otherwise modify 
the content in any way. This includes providing it as 
part of a paid service, nor as part of a consultancy 
or other service offering. You must contact Fashion 
Revolution at transparency@ fashionrevolution.org 
to obtain a licence if you want to commercialise the 
whole or any part of this Index.

© Fashion Revolution CIC 2022  
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Change takes time, persistence, and lots of effort and resources 
to achieve. Your support will help us continue to research, raise-
awareness, activate and amplify to hold the largest power brokers 
in the fashion industry to account for their role in the climate and 
equality crisis.

It will also help us to continue the important ongoing work of 
lobbying policymakers to take action and helping to create game-
changing new legislation for fashion and textiles.

Fashion Revolution has a global network of close to 90 countries. 
Your donation will also help us to expand our diverse and informed 
movement, mobilising communities and bringing people and 
organisations together around the world to take collective action to 
address the systemic challenges facing the global fashion industry.

Please consider making a regular donation to Fashion Revolution, or 
a one-off donation, to help us continue our critical work. 

Thank you so much for your support!

DONATE
To donate, click here

If you’re in the UK, text FASHION5 to 70085 to 
donate £5, FASHION10 to donate £10, FASHION20 
to donate £20, plus your usual message rate. 

http://www.facebook.com/fashionrevolution.org
http://www.facebook.com/fashionrevolution.org
http://www.facebook.com/fashionrevolution.org
https://www.fashionrevolution.org/donate/
https://www.fashionrevolution.org/donate/

