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 We Don’t Know Enough About The Impact Our Clothing Has On People And Planet, Fashion Revolution Warns

FASHION REVOLUTION’S TRANSPARENCY INDEX REVEALS THAT 
THE TOP 100 GLOBAL FASHION BRANDS STILL HAVE 
A LONG WAY TO GO TOWARDS TRANSPARENCY

Many of the biggest global brands that make our clothes still don’t disclose enough information about their impact on the lives of workers in their supply chain and on the environment, <<LINK>> new research reveals. 

The way fashion is made, sourced and consumed continues to cause suffering and pollution. Fashion Revolution believes that this urgently needs to change and that the first step is greater transparency. 
Transparent disclosure makes it easier for brands, suppliers and workers, trade unions and NGOs to understand what went wrong when human rights and environmental abuses occur, who is responsible and how to fix it. 

The Fashion Transparency Index 2017 reviews and ranks how much information 100 of the biggest global fashion companies publish about their social and environmental policies, practices and impacts. 

The research found that even the highest scoring brands on the list still have a long way to go towards being transparent. The average score brands achieved was 49 out of 250, less than 20% of the total possible points, and none of the companies on the list scored above 50%.

Adidas and Reebok achieved the highest score of 121.5 out of 250 (49% of the total possible points), followed by Marks & Spencer with 120 points and H&M with 119.5 points. However, only 8[footnoteRef:1] brands scored higher than 40%, while a further 9[footnoteRef:2] brands scored 4% or less out of 250 possible points, of which Dior, Heilan Home and s.Oliver scored 0 because they disclose nothing at all.  [1:  Adidas, Reebok, Marks & Spencer, H&M, Banana Republic, Gap, Old Navy and Puma]  [2:  Express, Claire’s Accessories, Forever 21, LL Bean, Chanel, Matalan, Dior, Heilan Home and s.Oliver] 

Out of the premium and luxury brands reviewed, 9[footnoteRef:3] scored between 21-30% of the total possible points, which was higher than the average. The other 10[footnoteRef:4] scored 15% or less. [3:  Bottega Veneta, Gucci, YSL, Hermès, Hugo Boss, Burberry, COACH, Hudson’s Bay Company and Sak’s Fifth Avenue]  [4:  Dior, Chanel, Ermenegildo Zegna, Neiman Marcus, Prada, Miu Miu, Giorgio Armani, Michael Kors, Ralph Lauren, Louis Vuitton] 

The good news is that 32 brands are publishing supplier lists (tier 1)[footnoteRef:5] including ASOS, Benetton, C&A, Esprit, Gap[footnoteRef:6], Lululemon, Marks & Spencer, Uniqlo[footnoteRef:7], and VF Corporation brands[footnoteRef:8] since April 2016. This is an increase from last year when Fashion Revolution surveyed 40 big fashion companies and only five were publishing supplier lists.  This year 14 brands are publishing their processing facilities where their clothes are dyed, laundered, printed or treated. However, no brand is publishing its raw material suppliers. Banana Republic, Gap and Old Navy scored highest on traceability (44%) because their supplier list includes detailed information such as types of products or services and approximate number of workers in each supplier facility.  [5:  Tier one factories - those that brands have a direct relationship with including production units, CMT or full package production/FOB factories]  [6:  Including Banana Republic and Old Navy, both owned by Gap Inc.]  [7:  Publishing 146 of its core factory partners]  [8:  Including The North Face, Timberland and Wrangler, each owned by parent company VF Corporation] 


Meanwhile few brands disclose efforts on living wages, collective bargaining, and reducing consumption of resources (on average 9% of the information required in these categories was disclosed), sending a strong signal to brands to urgently look at their own business models and purchasing practices. 

There is a long way to go in order for the industry to pay a living wage, as only 34 brands have made public commitments to paying living wages to workers in the supply chain, and only four brands — H&M, Marks & Spencer, New Look and Puma — are reporting on progress towards achieving this aim.  This shows that much more needs to be done and faster by brands to ensure that workers, from farm to retail, are paid fairly.

Fashion Revolution Co-founder Carry Somers said:  “People have the right to know that their money is not supporting exploitation, human rights abuses and environmental destruction. There is no way to hold companies and governments to account if we can’t see what is truly happening behind the scenes. This is why transparency is so essential.” 

“Through publishing this research, we hope brands will be pushed in a more positive direction towards a fundamental shift in the way the system works, beginning with being more transparent.”

Dr. Mark Anner, Director, Centre for Global Workers’ Rights Penn State University said: “The time has come for brands and retailers to make their entire supply chains transparent. The time has also come to establish sourcing practices that are conducive to the human development and empowerment of the workers who work so hard every day to make the clothes we wear.”

Brands were awarded points based on their level of transparency across 5 categories, including: policy & commitments, governance, traceability, supplier assessment and remediation and spotlight issues which looks at living wages, collective bargaining and business model innovation. Brands were selected to represent a cross section of market segments including high street, luxury, sportswear, accessories, footwear and denim sectors. 

The data revealed that:

1. Policy & Commitments – overall score = 49%
The highest concentration of brands scored in the 71-80% range with 11 brands scoring between 81-90% and 16 brands scoring 20% or less. By and large, brands are disclosing the most about their policies and commitments on social and environmental issues.

2. Governance – overall score = 34%
The largest number of brands (37) score 10% or less. 13 brands fall in the 41-50% range. Marks & Spencer is the only brand to score 100% meaning that they’re disclosing who in the team is responsible for social and environmental issues, along with their contact details, board level accountability, and how other staff and suppliers are incentivised to improve performance.

3. Traceability – overall score = 8%
Overall brands are disclosing few details about their suppliers. 32 brands are publishing supplier lists (tier 1). 14 brands are publishing their processing facilities. No brand is publishing its raw material suppliers. 24 brands disclose having updated their supplier list at least in the past 12 months, while Target says it uploads its supplier list quarterly and ASOS promises to do so every two months.
4. Know, Show & Fix – overall score = 16%
The highest concentration of brands (36) fall in the 11-20% range whilst another 31 score less than 10%. Adidas and Reebok score highest at 39%, with 7 other brands joining them in the 31-40% range. Brands often disclose their supplier assessment processes and procedures. However brands share little information about the results of their supplier assessments, and brands don’t publish much about the results of the efforts made to fix problems in factories.

5. Spotlight Issues – overall score = 9%
Overall, brands are disclosing little about their efforts to pay living wages or to support collective bargaining and unionisation. Few brands are disclosing their efforts to address overconsumption of resources. Marks & Spencer, New Look and H&M scored in the 41-50% range, and no brand scored above 50%. The majority of brands scored less than 10%.

The report provides recommendations for how consumers, brands and retailers, governments and policy makers, NGOs, unions and workers can use the information contained in the Fashion Transparency Index to make a positive difference.

For more information, visit www.fashionrevolution.org 

-Ends-

Download the Fashion Transparency Index 2017 here
[bookmark: _GoBack]Download images for press here and credit where appropriate. For any alternative images, please request from press@fashionrevolution.org . High and low resolution campaign images are available on our Brand Guidelines page
For more information, images, interviews and footage, contact: martine.parry@fairtrade.org.uk 020 7440 7695/07886 301486.

Notes to editors
Brands were selected on the basis of three factors: 1) annual turnover, over $1.2 billion USD; 2) voluntarily requested to be included after last year’s edition; and 3) representing a cross-section of market segments across Europe, North America, South America and Asia
We have received questionnaires that cover 47 of the brands, but the remaining 53 brands chose not to respond.
The 2017 methodology has been designed by the Fashion Revolution team, with pro bono consultative input and feedback from a committee of industry experts.
The methodology focuses exclusively on public disclosure of supply chain information. Therefore, the weighting of the scores is intended to emphasise increasing levels of detailed disclosure, especially when it comes to publishing supplier lists and the results of supplier assessments. When brands score zero on an individual indicator, it means they’re not disclosing their efforts publicly.
Fashion Revolution is not endorsing any of the brands included in the Fashion Transparency Index, regardless of how they score.

The report’s 4 sets of recommendations ask:  

· Citizens
· To encourage more public disclosure from brands by using social media to ask brands #whomademyclothes and supporting campaigns that call for brands to publish supplier lists and supply chain information. 
· To write or call policymakers and ask them to do two things: 
1. Implement regulation ensuring brands are responsible for the impact they have on the lives of the people working in their supply chains, at home and abroad;
2. Require brands to report transparently about their social and environmental impacts across the entire value chain using a common framework.

· Brands and retailers
· To disclose your supplier lists in a searchable format and publish more easy-to-understand information about your social and environmental performance, progress and impacts across the entire supply chain.
· To improve sustainability/CSR communications — make relevant information easier to find and more simple to understand.
· To publish direct contact details for the sustainability/CSR department on your website; 
· To answer your customers' #whomademyclothes requests on social media with specific supplier information, not just your policies. 
· NGOs, Unions and Workers:
· To join us in encouraging brands to publish supplier lists and more supply chain information, especially impacts.
· To join us in asking policymakers for mandatory due diligence and standardised reporting.
· To support our call for citizens to ask brands #whomademyclothes.
· Fashion Revolution commits to supporting complementary campaign efforts, wherever possible. 
· Governments and Policymakers:
· To better implement and enforce existing laws that are meant to protect workers and the environment.
· To legislate transparency – i.e. mandatory due diligence and standardised disclosure by brands on social and environmental issues.
· To make companies and their executives at home legally responsible for what happens in the company’s supply chains, regardless of whether the company has direct control or where in the world abuses may be happening.
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