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Final Grades

COMPANY TOTAL 
GRADE

COMMIT-
MENTS AND 

TRANSPAREN-
CY GRADE

RENEWABLE 
ENERGY 
GRADE

LOW-CARBON 
MATERIALS 

GRADE

SHIPPING 
GRADE

ADVOCACY 
GRADE

H&M B- B B- C- D+ A+

Levi's C+ B- C+ C+ D B

PUMA C+ B B- C D D

VF Corporation C C+ C- C+ C- B

Nike C B B- D D+ D

ASICS C B B- D+ D- D

Kering C B D+ B- D C

Patagonia C C C+ C D C

Mammut C B- C C+ B D-

Eileen Fisher C C+ D+ B D- C

lululemon C- C+ C C- D- D

New Balance C- C D+ D+ D- A

adidas C- B- C D- D- D

REI C- C D D- D- A+

Ralph Lauren C- C+ D C D B

Gap Inc. D+ B- D D- F B

Allbirds D+ C+ D- C D D

On Running D+ D D C+ D D

American Eagle  
Outfitters D+ C+ C- D F F

Inditex D+ C D+ D- D+ D-

Burberry D C+ D- D+ F D
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PVH D B- F D D- D

Hugo Boss D C+ F C D D-

Walmart D C- C- F F D-

Target D C+ D F D F

Primark D C+ D F D- F

LVMH D- C+ F C- D F

Amazon D- D+ F F D+ B

Under Armour D- D+ D D- F D

ALDO D- C F D+ F F

Columbia D- F D C- F D

Capri D- C- F D- F D

Fast Retailing D- C D F F F

Armani D- C- F D D F

Amer Sports D- D- D- F F D

Guess D- C+ F D- F D-

Chanel D- C F F D F

Richemont F C- F F D- F

MEC F D- F D F F

Salvatore Ferragamo F C F F F D

Prada F D F F F D

Boohoo F D+ F F F F

SHEIN F D F F F F
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Executive Summary

In October 2022, the UN Environment Program (UNEP) 
gave the stark warning that there is currently “no credi-
ble pathway to 1.5°C in place” and that existing climate 
promises are still not enough to avoid catastrophic cli-
mate change. The UN agency called for rapid and urgent 
climate action by government and industry to reform our 
economies and societies to achieve dramatic emissions 
cuts.1 The fashion industry, which causes 2- 8% of global 
emissions, is yet to take responsibility for its massive 
climate impact and the harms that it is causing.2 

An in-depth analysis undertaken by Stand.earth in 2021 
found that 47 major fashion companies had failed to 
show leadership in eliminating fossil fuels from their 
supply chains. The Fossil-Free Fashion Scorecard pub-
lished in August 2021 (2021 Scorecard) concluded that 
the fashion industry must quickly ramp up its efforts to 
phase out fossil fuels in order to cut its emissions by 
2030 in line with the Paris Agreement.3

The current Fossil-Free Fashion Scorecard (2023 Score-
card) builds on the 2021 Scorecard by assessing the 

progress made by 43 global apparel and footwear 
companies to reduce their carbon footprints in line with a 
1.5°C emissions pathway. It provides an updated bench-
mark for major fast fashion, athletic, outdoor, retailer, 
luxury, and footwear companies on key aspects of supply 
chain decarbonisation based on their performance in five 
impact areas:  

	█ Category 1: Climate commitments and transparency
	█ Category 2: Renewable energy and energy-efficient 

manufacturing
	█ Category 3: Renewable energy advocacy
	█ Category 4: Low-carbon and longer lasting materials
	█ Category 5: Greener shipping
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Key Findings

Overall Key Findings
The 2023 Scorecard found an industry with more commit-
ments to act, but still only a few pockets of progress to-
ward supply chain decarbonisation. Overall, progress over 
the past 18 months has been insufficient and extremely 
disappointing. 51% of the total 43 companies assessed 
received an overall grade within the D range (D- to D+). 
32% of companies assessed received an overall grade 
within the C range (C- to C+). Only one company received 
a grade of B-. Shockingly, despite the targeted emissions 
cut of 55% being only seven years away (2030), six com-
panies received an overall grade of F.   

Greenhouse gas (GHG) emissions continued to rise on 
average compared to pre-pandemic levels.4 Manufac-
turing remains extremely emissions intensive. Targets to 
decarbonise have not translated into effective actions. 
Continued emissions growth in part reflects a failure by 
the majority of brands to prioritise phasing out coal and 
other fossil fuels and transitioning to renewable energy 
sources quickly enough. This is the most effective means 
identified to quickly and cheaply slash emissions by 
nearly half.5 

The majority of brands showed a lack of willingness to 
publicly disclose salient supply chain information. This 
included updates on the fossil fuel and renewable energy 
mix used in their supply chains; details about their raw 
materials mix and suppliers; and, relevant aspects of 
their supply chain engagement including the provision 
of training, and financial or other support to suppliers to 
mitigate against short-term difficulties. More than two 
thirds of brands did not report providing suppliers with 
sufficient information, support, and resources to make 
greener choices.  

Brands have been slow to cut out fossil fuel derived fi-
bres such as virgin polyester, and overwhelmingly, major 
fashion companies are providing no more than lip service 
when it comes to increasing product circularity at scale 
and tackling overproduction. Synthetic fabrics account 
for 69% of all materials used in textiles and are projected 

to account for 75% by 2030.6 Considering the high envi-
ronmental footprint of synthetic fibres such as polyester, 
nylon, and acrylic, using plant-based and longer-lasting 
materials and reducing demands on synthetic fibres are 
key to creating sustainable fashion.7 

By failing to act in an urgent and equitable manner to 
decarbonise, major fashion brands are not meeting their 
climate responsibilities. In 2022, exports from major 
manufacturing countries including Vietnam, Cambodia, 
China, and Bangladesh grew significantly from 2021.8 
Failure by brands to support the transition to renewables 
while increasing energy demand will further entrench 
fossil fuel infrastructure and lock in harmful health and 
climate impacts for decades to come. For decades, major 
fashion companies based in the Global North have prof-
ited from rising GHG emissions and pollution caused by 
manufacturing processes in their supply chains. Fashion 
brands have a responsibility to finance and advance a just 
energy transition, including for workers and communities. 
 
Robust policy and legal measures enforced by multi-
lateral bodies and governments are required to ensure 
a rapid and just energy transition off of fossil fuels 
and toward renewable energy use. Strong leadership is 
desperately needed in the sector, but this is emerging too 
slowly. The data reported by the 2023 Scorecard is proof 
that voluntary commitments from fashion companies and 
industry-led bodies are clearly no longer enough. 
 

6

Fashion brands have a 
responsibility to finance 
and advance a just energy 
transition, including for 
workers and communities.



Company Key Findings 
The average grade across the 2023 Scorecard barely 
crossed the threshold of a D+, only a small improvement 
on the D- average in the 2021 Scorecard. 

	█ H&M reported the most progress relative to its peers 

in setting ambitious climate and energy targets 
across its supply chain, promoting the renewable 
energy transition with its suppliers, and advocating 
globally for the renewable energy transition. However, 
it still has a lot of work to do to reduce the massive 
impact of its raw materials and fast-fashion business 
model. H&M achieved a B- overall.

	█ Six companies (SHEIN, Boohoo, Prada, Salvatore 
Ferragamo, MEC, Richemont) received a grade of 
F, having failed to disclose taking any meaningful 
action to decarbonise their supply chains. 

Top Sub-Sector Key Findings:
1.	 Fast-fashion: H&M making progress towards 

decarbonising its supply chain, but fast fashion 
competitors Inditex (Zara), Fast Retailing (UNIQLO), 
Boohoo, Primark, and SHEIN lagging far behind.

	█ While H&M (B-) still has significant work to 
do in improving circularity in its business 
model, it demonstrated the most progress in 
prioritising renewable energy and supply chain 
decarbonisation, pulling far ahead of its fast 
fashion competitors Boohoo (F), SHEIN (F), Fast 
Retailing (D-), Inditex (D+), and Primark (D). 

	█ Overall, fast fashion brands scored poorly in 
Low-carbon and circular materials, with only 
Inditex (D-) and H&M (C-) scoring above an F in 
this category. 

2.	 Luxury: Luxury brands lacking ambition on renew-
ables and failing on transparency.

	█ With the exception of Kering (Gucci, Balenciaga) 
(C), luxury brands performed poorly across 
the board. Luxury brands were held back by a 
notable lack of supply chain transparency and 
supplier engagement, with Richemont (Chloé), 
Salvatore Ferragamo, and Prada all awarded an 
F, and Capri Holdings (Michael Kors, Versace, 
Jimmy Choo), Armani, and Chanel receiving a D-. 
 

3.	 Athletics: Athletic brands making progress on re-
newables; still heavily reliant on fossil fuel fashion.

	█ Despite some progress from their peers, 
sportswear group Amer Sports (Salomon, 
Arc’teryx) (D-) and Under Armour (D-) are 
still lagging far behind other athletic brands, 
performing especially poorly in the key category 
of low-carbon materials and circularity. 

	█ PUMA (C+) showed the most progress towards 
the energy transition through a meaningful 
commitment and action to promote supply chain 
renewable energy. 

	█ Fast-growing athleisure brand lululemon (C-) 
reported progress on beginning to work with its 
supply chain towards decarbonisation, but still 
lags behind its competitors on setting ambitious 
climate and energy commitments.

Five Category Specific Key Findings: 
The 2023 Scorecard measures the performance of global 
brands across the following five impact areas and 2030 
benchmarks. These five impact areas correspond to 
Stand.earth’s Roadmap to Fossil Free Fashion9, which 
identified five critical focus areas and corresponding 
metrics to assess the ambition and response of global 
fashion brands to the climate emergency. The catego-
ries10 are as follows:

Climate Commitments and Transparency:  
Brands’ emissions targets are still not in line with the 
1.5°C emissions scenario, and actual emissions are 
going up.

	█ Still, only five out of 43 companies (ASICS, H&M, 
Levi’s, Mammut and REI) have set supply chain 
emissions reduction targets of 55% or greater 
by 2030 to be in line with the 1.5°C emissions 
scenario.11 

	█ All 23 signatories of the renewed UN Fashion Charter 
have committed to phase out thermal coal from 
their supply chains by 2030, which is an important 
step. However, transparency on progress toward 
their targets is still lacking, and the Charter does not 
address the use of coal-fired power generation within 
their supply chains. 
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	█ Despite a slight rise in commitments to reduce 
emissions compared to the 2021 Scorecard, 
emissions across the board are still going up, with 
a total emissions rise of 20% between 2019 and 
2022.12

	█ The top scoring brand in this category, H&M, received 
a B for setting ambitious climate targets and a 100% 
renewable energy goal across its entire value chain. 
Columbia, Amer Sports, and MEC were the lowest 
scorers (F to D-) for their missing or inadequate 
climate targets and lack of transparency.

	█ The average grade across all of the brands was a 
disappointing C.

Renewable Energy and Energy Efficient Manufacturing: 
Supply chain renewable energy still lacking ambition and 
transparency.

	█ Transitioning to renewable energy in the supply chain 
is essential for cutting manufacturing emissions, but 
it has still not been prioritised by brands. 

	█ Only five companies (ASICS, Allbirds, H&M, Kering, 
PUMA) have stepped up by committing to power 
their manufacturing using renewable energy. 
However, transparency into supply chain energy use 
is still lacking – only PUMA and Nike provide data on 
the energy used by their suppliers. 

	█ Financial support for the energy transition is 
insufficient. Only 13 brands report providing any kind 
of financial support or incentive to their suppliers, 
and levels of support vary in effectiveness.

	█ H&M, Nike, PUMA, and ASICS reported significant 
elements of effective engagement with their 
suppliers, receiving B- in this category. However, 
many brands have yet to show any meaningful signs 
of engaging with suppliers to decarbonise, and 15 
brands received an F grade.

	█ The average grade across the category was a 
disappointing D. 

Renewable Energy Advocacy:  
High-impact renewable energy advocacy growing in 
frequency, although limited to a few key players.

	█ H&M and REI were both awarded an A+ for their 
advocacy, with H&M playing the most active role in 
international renewable energy advocacy. 

	█ In additon, the majority of high value advocacy 
was undertaken by a small subset of companies, 

including New Balance (A), followed by Levi’s, VF 
Corporation, Ralph Lauren, Gap Inc., and Amazon (B), 
and Kering, Eileen Fisher, and Patagonia (C).

	█ The average grade in this category was D, however, 
and 12 of the brands (American Eagle Outfitters, 
Primark, Target, Fast Retailing, Chanel, ALDO, 
SHEIN, MEC, Richemont, Armani, LVMH, Boohoo) 
did not engage in any discernible renewable energy 
advocacy during the 2023 Scorecard period. 

Low-Carbon and Longer Lasting Materials: 
Recycled polyester and a lack of progress phasing out 
fossil fuel derived fabrics are driving materials green-
washing.

	█ None of the brands in the 2023 Scorecard have 
committed to phasing out fossil fuel based fabrics, 
although Eileen Fisher, Hugo Boss, Levi’s, and Ralph 
Lauren reported using less than 10% synthetic fibres 
in their material mix. 

	█ Concerningly, 70% of brands are turning to recycled 
polyester from plastic bottles instead of using textile 
recycling or committing to phase out fossil fuel 
derived fabrics.

	█ Eileen Fisher scored highest with a B in this category, 
showing leadership through its minimal use of fossil 
fuel derived fibres and focus on circularity. 

	█ In contrast, SHEIN scored lowest, receiving an F. It is 
not discernible that SHEIN is taking any meaningful 
steps in this area, and its business model is a major 
driver of throwaway fashion trends. 

	█ The average grade across the category was a 
disappointing D.

Greener Shipping:  
Shipping-related emissions increased as sustainable 
shipping strategies were not prioritised by brands.

	█ Upstream transportation (from point of sourcing to 
brand warehouses) and distribution emissions from 
apparel and footwear brands increased between 
2019 and 2021, as brands turned to high-emitting 
aviation over slower methods during the supply 
chain disruptions caused by the COVID-19 pandemic. 
Still, there are few brands taking meaningful action.

	█ Almost half (21) of the companies assessed still do 
not have emissions targets related to transportation.

	█ Mammut scored the only B in this category as the 
only company to commit to zero-emissions shipping 
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by 2030, while Amazon, Inditex, Patagonia, Target, 
and REI set the date too far in the future at 2040. 

	█ The average grade across this category was only D-.

Priority Recommendations:  
For Fashion brands:

	█ Actively engage with the supply chain to break 
free from fossil fuels and cut emissions. Where 
necessary, collaborate with other brands in the 
supplier network to support and empower suppliers 
to rapidly phase out coal, improve energy efficiency, 
transition to renewable energy, and improve 
transparency at the facility level into Tier 4. 

	█ Create more equitable supplier relationships, 
including information sharing on energy efficiency 
and renewable energy opportunities, access 
to funding, preferable loan rates and long-term 
contracts which ensure stability during the transition.

 
For the UN Fashion Charter: 

	█ Continue to strengthen its provisions aimed at 
reducing emissions, including by extending the 
renewable energy requirement to Tier 1 and Tier 2 
suppliers, and implementing measures to ensure 
that signatory companies act with clarity, rigour, and 

transparency in meeting their pledges; for example, 
by producing detailed publicly accessible updates on 
their progress at least annually.  

 
For States where Brands are Headquartered:

	█ Advance policy and/or regulatory provisions aimed 
at pushing a rapid and just energy transition away 
from fossil fuels and toward key renewable energy 
sources, including through the adoption of adequate 
transparency and accountability provisions.  

 
For Governments and Companies actively supporting 
Just Energy Transition Partnerships (JETP) 

	█ Ensure that environmental defenders and civil 
society organisations are able to safely, freely, and 
meaningfully contribute to the work needed to meet 
net zero emissions targets by 2050 without threats 
of retaliation or imprisonment.
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Background: 
Fashion’s Fossil Fuel Addiction
The fashion industry is a massive global emitter, responsible for 2–8% 
of annual greenhouse gas (GHG) emissions.13 However, despite the 
growing urgency for dramatic absolute emissions reduction across all 
industries and geographies, the sector continues to maintain close ties 
to the fossil fuel industry. Fossil fuels enter the supply chain through 
synthetic fibres made from oil and fracked gas, the ongoing practice 
of burning coal for heat at garment factories, fashion manufacturers’ 
continued reliance on fossil fuels for electricity, and the heavy fuels 
required to transport their goods. 
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According to the United Nations Framework Convention 
on Climate Change (UNFCCC): Unless coal is phased out 
and global greenhouse gas emissions are halved by 2030, 
there will be no chance of the world staying below a 1.5°C 
global average temperature rise.14 Yet, despite years of 
voluntary commitments and industry-led initiatives, after 
a dip brought about by the global pandemic, 2021/2 saw 
fashion brands’ emissions jump right back up.15 

Stand.earth’s 2021 Scorecard analysed information from 
47 major fashion and apparel brands against five key 
criteria to measure their levels of leadership on supply 
chain decarbonisation, and found – with a few notable 
exceptions – an alarming lack of progress and leadership 
across the sector. Climate and energy ambition in the 
supply chain were falling short of the action required by 
the industry to rapidly and justly transition off of fossil 
fuels. 

Key problems facing the sector:
The fashion sector must cut carbon emissions and adopt 
a just energy transition. However, harmful carbon inten-
sive practices persist which need to be addressed by ma-
jor fashion brands. A few of these include the following: 

Intensive coal-burning practices are being phased 
out arbitrarily and too slowly 
There are more than 10,000 thermal boilers in Bangla-
desh alone, each burning thousands of tonnes of coal, 
gas, or oil every year to produce direct heat or steam for 

manufacturing processes. Each boiler releases toxic air 
pollutants harmful to workers and local communities 
including nitrous oxide, sulphur dioxide, and suspended 
air particles.16  These energy-intensive processes are also 
major contributors to the sector’s climate impact; the Ap-
parel Impact Institute (Aii) estimated that Tier 2 suppliers 
(fabric mills and components manufacturing), where the 
majority of the thermal processing occurs, account for as 
much as 52% of the sector’s CO2 pollution.17 

It is essential that fashion brands work with their sup-
pliers to phase out thermal coal from manufacturing by 
2030. Some progress was made at COP2618 in 2021 when 
the UNFCCC Fashion Industry Charter for Climate Action 
(UN Fashion Charter) updated its terms to include a 2030 
thermal coal phase-out for its signatory members.19 
However, no transparency requirement nor accountability 
measures are linked to non-performance if companies do 
not meet that voluntary target moving forward.

The question of what replaces coal is an important one. 
Burning textile waste, cotton waste, and biomass in boil-
ers, or transitioning coal boilers to burn gas (another fos-
sil fuel), is not equivalent to using renewable energy from 
a carbon emissions perspective.20 The goal of reducing 
the carbon footprint of the fashion industry will not be 
achieved if coal is simply replaced by another carbon-in-
tensive source of energy. 

Garment manufacturing processes remain carbon 
intensive
Manufacturing remains the biggest part of the fashion 
sector’s emissions footprint. Recent research by the 
World Resources Institute (WRI) and Aii estimated that 
switching production to renewable electricity across fash-
ion supply chains could cut the sector’s total emissions 
by around 27%21 – that’s halfway to the sector’s total 
decarbonisation goal. 

In 2022, exports from major manufacturing countries 
including Vietnam, Cambodia, China, India and Bangla-
desh grew significantly year on year (see Table 1). While 
there is limited information available on the sector’s 
specific energy footprint, export data shows that garment 
manufacturing is rapidly growing its export volumes, and 
countries continue to project significant growth in textile 
exports. 
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Table 1. Year-on-year (2021-2022) export growth in primary manufacturing countries

Primary Manufacturing 
Country

Value of annual textile 
and garment exports in 
2022; percentage of total 
country exports (USD)

2021-2022  
Year-on-Year growth

Targeted export value 
(USD), where available

Vietnam $37.57bn; 12% 14.722 $77-80 billion by 202523

Bangladesh $38 - $40bn; >80% 6-12%24 $100 billion by 203025

China $323.344 billion; 9% 2.53%26

Cambodia $12.63 bn; 56.1% 14.9%27

India $41.31 bn; 10.33% 40% (FY21/22)28 $60 bn by FY25/2629

Meanwhile, use of coal for power generation is continuing to grow (see figure 1). Failure by brands to support the tran-
sition to renewables while increasing energy demand will contribute to further entrenching fossil fuel infrastructure, and 
lock in harmful health and climate impacts for decades to come.

Figure 1. Year on year growth in electricity generation from coal (TWh), 2010-2021 30
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Industry still failing to build a just energy transition
Driving the energy transition is about more than emis-
sions targets. For decades, fashion companies have been 
benefiting from energy overwhelmingly produced from 
coal. Coal-powered energy generation has been linked 
to serious negative health impacts for both workers and 
communities surrounding coal power facilities in coun-
tries like Vietnam and China that are major suppliers of 
the fashion industry.32

For decades many fashion brands have been offshoring 
the vast majority of their manufacturing (and any associ-
ated harmful impacts) to areas in the Global South where 
labour and/or the cost of materials are much cheaper. 
These same Global South-based communities often 
unjustly and disproportionately experience devastating 
climate impacts. In 2022, Bangladesh and northeastern 
India saw a massive and deadly flooding which affected 
millions of people.33 Garment manufacturing centres 
like Vietnam, Cambodia, China, and Bangladesh remain 
heavily reliant on coal and other fossil fuels to power their 
grids. Fossil fuel based development in these countries is 
often driven by demand from the energy-hungry manu-
facturing sector,34 as well as development by actors from 
the Global North.35

So far, the fashion industry has failed to take adequate 
steps to mitigate the harmful climate impacts arising 
from its operations and global supply chain, particularly 
at the manufacturing level. The 2021 Scorecard showed 
that investment and adoption of renewable energy sourc-
es, such as wind and solar, remained very low across all 
tiers. It is wrong for brands to rely on more coal use (or 
other fossil fuel use) to achieve year-on-year growth mar-
gins. It is irresponsible for fashion brands to continue 
to profit without adequate mitigation measures being in 
place, including investment and adoption of renewable 
energy sources, at key points in the supply chain. 

In recent years more brands, including Chanel, Burber-
ry, H&M, and VF Corporation have issued Green Bonds 
linked to environmental performance.36 However, specific 
investment in renewable energy in supply chain areas 
remains limited. With just a few years left to make the 
foundational changes needed, the scale of investment 
in renewables is still falling far short of the need.37 It is 
essential that investment is tied directly to emissions 
reduction and other worker and community benefits in 
brands’ supply chains.38

Figure 2: Electricity sources as share of total electricity generation in 2021 31 
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Domestic Developments & Renewable Energy

Vietnam

Cambodia

Bangladesh

In 2022, Vietnam, supported by advocacy efforts from global apparel brands, set a new goal of 
reaching 47% renewable electricity generation by 2030, reducing the capacity of new coal and 
imported Liquified Natural Gas (LNG) projects within the same time period, and introduced its 
first Direct Power Purchase Agreement (DPPA) pilot program.39

Currently, a significant proportion of Cambodia’s electricity is imported, but coal is growing 
fast and now represents 41% of its domestic power generation. Cambodia’s 2019 Basic Energy 
Plan laid out its ambition to reach a power generation mix in 2030 of coal (35%), hydro (55%), 
and renewable energy (10%), consisting of biomass and solar/photovoltaics (PV). The renew-
able energy component is too low. However, Cambodia’s garment manufacturing industry is 
advocating for a faster transition to renewable energy. It launched the Switch Garment project 
in 2020 with the aim of promoting the use of sustainable energy in the garment industry.40

In Bangladesh, discussions are underway on the development of a new Integrated Energy and 
Power Master Plan (IEPMP) to replace the 2016 Energy Master Plan. The 2016 plan set out 
an agenda heavily focused on coal-powered electricity generation, including funding new coal 
power stations and LNG capacity.41 As the industry responsible for over 80% of Bangladesh’s 
exports, the garment industry is a significant buyer of that energy. The garment industry has 
a real stake in ensuring that IEPMP promotes a renewable energy transition, cancels planned 
coal and LNG plant construction, and does not lock Bangladesh into decades more expensive, 
volatile, and climate-damaging coal and LNG infrastructure.

IMAGE: Aerial view of the coal-fired Payra Thermal Power Plant in Patuakhali, Bangladesh Dhaka Tribune
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JETP and the Vietnam Four
In December 2022 a $15.5 billion Just Energy Transition Partnership (JETP) was announced between G7 na-
tions and Vietnam containing ambitious new targets for accelerating Vietnam’s transition away from fossil fuels. 
In the meantime, several prominent environmental defenders and climate leaders in Vietnam have been arrest-
ed, detained and sentenced to up to five years in prison on trumped-up tax evasion charges. This has raised 
alarms about how such an ambitious undertaking can succeed while prominent climate leaders are in prison 
and civil society in Vietnam is increasingly constrained. 

JETPs have also been announced in other key fashion manufacturing centres including Indonesia and India. 
Governments and companies supporting the JETP process must work to ensure that the energy transition bene-
fits people in a just, inclusive, and sustainable way.

Harmful fossil fuel fabrics still  
dominate, and concerns around false 
solutions are growing
With the global clean energy transition now seen as 
an inevitability, the oil industry is seeking new growth 
markets for its toxic products,42 including pumping 
hundreds of billions of dollars into new petrochemical 
facilities.43 Synthetic fibres, primarily polyester, nylon, 
and spandex, are a significant part of the petrochemical 
market. Global polyester production stood at around 60 
million metric tonnes in 2021, and its growth shows no 
sign of stopping.44 It has become increasingly common 
for brands to promote an increase in the recycled 

polyester content of their products as a “sustainable” 
solution. However, in Stand’s view, this is more akin to 
greenwashing and the perpetuation of a false solution 
to making the fashion industry more green. Currently, 
textile-to-textile recycling is in its very early stages; it is 
estimated that less than 0.5% of textile feedstocks come 
from recycled fibres. As such, recycled polyester used by 
major brands comes almost exclusively from recycled 
plastic (rPET) from non-textile recycling streams. Taking 
rPET out of the plastic recycling loop and turning it 
into polyester fabric which is ultimately destined to be 
thrown away is not recycling – it’s just a pitstop on the 
way to the dump or incinerator. 

Figure 3. rPET material entering the linear textile waste stream

RECYCLED RPET
MATERIALS

TURNED INTO
CLOTHING

STILL END UP 
INTO LANDFILL
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Beyond the emissions footprint of making clothes out of 
fossil fuels, the fashion industry’s heavy reliance on oil-
based fibres brings with it a host of serious environmen-
tal justice issues. The world’s largest polyester manufac-
turers are based primarily in China, India, and the USA. 
In the USA, where Louisiana’s “Cancer Alley” – a stretch 
of the Mississippi River home to over 150 petrochemical 
facilities – exposes linkages between petrochemical 
manufacturing, increased air pollution, and higher cancer 
levels in the poor, predominantly Black community.45

The elephant in the room:  
making less, and making it last
A complimentary position supporting decarbonisation 
has been gaining attention in recent years – making less, 
and making it last. The growth in cheap fossil fuel derived 
fabrics is inextricably tied to the rise of ‘throwaway’ or 
quickly discarded fashion; between 1980 and 2014, 73.4% 
of all growth in apparel manufacturing was driven by the 
fossil fabric polyester.46 Brands can’t just replace poly-
ester with cotton and keep making and selling at current 
or even bigger volumes and faster rates. Besides, cotton 
comes with its own host of environmental and social 
harms when grown intensively; it is already a major driver 
of water overuse and pesticide pollution.47 Moving away 
from resource over-extraction is a key part of achieving a 
just transition, which means investing in quality, slowing 
production, and building more circular production mod-
els.48

In the last 18 months, the conversation around circular-
ity in fashion has continued to grow. More brands have 
begun to offer options for repair, resale platforms have 
grown in popularity, and designing for recyclability has 
gained attention. However, there is a long way to go be-
fore this can be called circularity, as brands are still failing 
to connect the idea of keeping clothes and materials in 
use for longer with the critical target of making fewer new 
goods. Without the ultimate goal of reducing production, 
circularity initiatives will have little impact. 

It is telling that very few brands provide transparency into 
the volume of products they make and sell each year. 
Even fewer make or share targets or baseline figures 
related to resale, repair, or recycling volumes. Those 
that do share data on items collected through take-back 
programs reveal a fractionally tiny volume and share no 
plans for how these programs will contribute to lower 
production.

Regulators calling time on voluntary 
half-measures and lack of transparency
Over the years, a range of mainly industry-led initiatives 
have emerged as brands continue to make voluntary 
commitments to reduce their emissions and lessen the 
impact of their raw materials. However, transparency of 
key information by companies and accountability for poor 
corporate practices, continue to be problems. While many 
brands now have wide-ranging climate commitments, 
the industry continues to project more growth over the 
coming years.49 There are still no reliable statistics on 
how much is being produced or what the overall climate 
impact of the industry is.50 

Industry-level data remains unreliable and outdated. In 
2022, potentially misleading sustainability claims made 
by brands including H&M using the global Higg51 Mate-
rial Sustainability Index (MSI) data led to accusations of 
greenwashing by activists. The Norwegian Consumer 
Authority, in a case involving a Norwegian company, ruled 
that Higg MSI data could not be used in product market-
ing.52 H&M subsequently withdrew the data from its web-
site. At a brand level, demands are growing to increase 
supply chain transparency, and while a small number of 
brands (e.g. Eileen Fisher) now offer transparency as far 
as Tier 4 in their supply chains, this remains the exception 
rather than the rule. 

Transparency and supply chain accountability, regarding 
both environmental and social issues, are the primary 
ideas behind proposed changes to the fashion apparel 
industry’s regulatory environment. 

In the last 18 months, more governments at all levels 
have started to put the fashion industry on notice that 
business practices need to change. Bills in Europe seek 
to improve environmental labeling and increase circu-
larity. Those in the US work to increase supply chain 
accountability and improve garment workers’ working 
conditions with the FABRIC Act and New York Fashion 
Act.53 While 2022 also saw movement from industry-led 
voluntary initiatives, including the UN Fashion Charter 
and Sustainable Apparel Coalition (SAC), which raised 
decarbonisation goals, it is clear that voluntary measures 
alone are now too little, too late to meet the scale of the 
industry’s impact. Swift action from regulators, support 
and leadership from brands and suppliers, and the input 
of suppliers, workers, and other agents of change in 
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manufacturing countries are all urgently needed to rapidly 
and justly decarbonise the fashion industry at scale. 

Five impact areas:
The purpose of the 2023 Scorecard is to build on the 
2021 Scorecard and assess the progress of 43 global 
fashion brands from across the industry in decarbonising 
their supply chains and phasing out fossil fuels.  
 
The 2023 Scorecard measures the performance of these 
brands across the following five impact areas and 2030 
benchmarks: 

1.	 Climate commitments and transparency: Reducing 
greenhouse gas emissions by 55% or greater by 2030 
in line with a 1.5°C pathway and disclosing emis-
sions and energy use across entire value chains.

2.	 Renewable energy and energy-efficient manufac-
turing: Progress in driving renewable energy use and 
energy efficiency and phasing out coal in all tiers of 
the supply chain by 2030.

3.	 Renewable energy advocacy: Demanding stronger 
emissions reduction targets and renewable energy 
policy from government decision-makers to ensure 
access to renewables in manufacturing countries.

4.	 Low-carbon and longer lasting materials: Phasing 
out fossil fuel based fabrics, wood-based materials 
and leather linked to deforestation, and non-organic 
or non-regenerative cotton. Shifting toward closed-
loop recycling and longer-lasting products made to 
be repaired, reused, and recycled with the goal of 
reducing production.

5.	 Greener shipping: Reducing emissions from up-
stream shipping and advocating for zero-emissions 
vessels (ZEV)and infrastructure.

These five impact areas have been chosen because they 
address the main entry points of fossil fuels into the 
fashion supply chain and the greatest sources of brands’ 
emissions. 

Figure 4: Timeline of new voluntary and regulatory 
initiatives since 2021 Scorecard

September 2021	
California signs Senate Bill 62 into law holding apparel 
brands responsible for wage theft in their supply chains, 
affecting any brand that produces clothing in California

November 2021	
UNFCCC increases ambition for Fashion Charter signa-
tories to reduce supply chain emissions and cut thermal 
coal use (voluntary)

January 2022	
New York Fashion Act proposed to require brands to in-
crease supply chain transparency and commit to reduce 
environmental harms

February 2022	
EU Corporate Sustainability Due Diligence Directive 
published requiring corporations to identify, prevent, end 
or mitigate adverse impacts of their activities on human 
rights and the environment.

March 2022	
European Commission publishes proposal for Ecode-
sign for Sustainable Products Regulation seeking to 
improve repairability, reusability, recyclability and trace-
ability of products including apparel

May 2022	
Fashioning Accountability and Building Real Institution-
al Change (FABRIC) Act introduced to US Senate aiming 
to improve garment worker conditions and hold brands 
accountable for worker pay.

June 2022	
Uyghur Forced Labor Prevention Act comes into force 
in the USA

November 2022	
New York Fashion Act reintroduced with stronger provi-
sions on climate action and enforcement

December 2022	
Fashion Pact launches Collective Virtual Power Pur-
chase Agreement initiative aimed at accelerating renew-
able electricity adoption through investment, starting in 
Europe (voluntary)

December 2022	
Sustainable Apparel Coalition launches Decarbonization 
Roadmap; members required to set Science Based 
Targets by end of 2023 (voluntary)
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Five Impact Areas 
Assessing brand progress and industry trends within five impact areas: 
climate commitments and transparency, renewable energy and energy 
efficient manufacturing, renewable energy advocacy, low-carbon and 
longer lasting materials, and greener shipping.
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Climate commitments and transparency:
IMPACT AREA 1

F D- D D+ C-

Columbia Amer Sports On Running Boohoo Capri Holdings

MEC Prada Under Armour Armani 

SHEIN Amazon Richemont

Walmart

C C+ B- B

New Balance VF Corporation Mammut H&M

REI Hugo Boss adidas Nike

Inditex Primark Levi's ASICS

Fast Retailing lululemon Gap Inc. PUMA

Chanel Allbirds PVH Kering

ALDO Target

Salvatore Ferragamo Burberry

Patagonia Guess

American Eagle Outfitters

Eileen Fisher

LVMH

Ralph Lauren

This impact area assesses whether fashion brands are setting climate 
and energy targets that are in line with keeping global warming below 
1.5°C and if they are providing sufficient transparency regarding their 
baseline and progress toward those targets.



Climate ambition is going up,  
but so are emissions
Strong GHG emissions reduction targets remain a key 

first step to sector decarbonisation. The UN Emissions 
Gap Report 2020 identified the need for an absolute 
emissions cut, across all sectors and industries, of 55% 
by 2030 against a 2018 baseline.54 This is the criteria 
applied in this scorecard. This cut will be achieved in the 
fashion industry by working to rapidly phase out coal 
and other fossil fuels in manufacturing, and transitioning 
brands’ own operations and supply chains to renewable 
energy. This shift will be signaled by a clear commitment 
from brands to achieve 100% renewable energy across 
their own operations and supply chains by 2030. 

To provide full transparency, brands must share in-depth 
reporting on their emissions, electricity use and sourcing, 
and energy use throughout the value chain, as well as 
publishing detailed supplier lists from Tier 1 to Tier 4.

Supply chain emissions reduction 
targets still too little too late
The last 18 months have seen positive movement in the 
industry as the updated UN Fashion Charter set more 
ambitious targets for its 130+ signatory companies 
in November 2021.55 The UN Fashion Charter took 
an important step forward by calling for a deeper and 

more systemic change to the industry and committing 
companies to set more ambitious supply chain targets. 
However, the target emissions cut of 50% or equivalent 
called for by it is still short of the 55% needed. 
   

Scope 1 & 2

Emissions created in a company’s own operations, 
including for electricity, heating, cooling, lighting, 
company cars etc. across stores, warehouses, and 
offices that the brand owns.

Scope 3

Emissions created outside of a company’s direct 
control, including everything that goes into making, 
transporting, and using its products. Key impact ar-
eas within Scope 3 include Category 1, which covers 
product manufacturing and purchased services, and 
Category 456, which covers the shipping of products 
from the supplier to the company.

With up to 97% of emissions tallied in Scope 3 (across 
the value chain57, including at fabric mills, farms, and 
factories),58 Scope 3 targets are the most important mea-
sure of climate ambition. Since the release of the 2021 
Scorecard, some progress has been made by companies 
in increasing ambition, with eight brands setting targets 
for the first time (Capri Holdings, Columbia, Prada, SHEIN, 
and Fast Retailing) or increasing their supply chain emis-
sions reduction target (H&M, Kering, and PVH).

In 2021, only four companies (ASICS, Levi’s, Mammut, 
and REI) had set Scope 3 targets meeting the 55% reduc-
tion goal. In 2023, this has risen to five companies with 
the addition of H&M. Further, the proportion of brands 
setting targets across their supply chain that are close to 
1.5°C alignment has risen from 15% to 28%. This trend 
of increasing commitments is promising, but overall 
supply chain ambition, even among UN Fashion Charter 
signatories, is still falling far short of the needs of the 
moment. 

Key Findings: 
Climate ambition is growing, but too slow to 
reach into supply chains. The average grade for 
companies in this category increased from D+ in 
the 2021 Scorecard to C in 2023. This reflects an 
increased ambition toward 1.5°C-aligned targets 
as well as the new focus in the UN Fashion Charter 
to phase out coal. However, change is not coming 
fast enough; emissions from the sector are still 
going up. The top scoring brand in this area, H&M, 
was awarded a grade of B for showing leadership 
in setting ambitious climate targets and a 100% 
renewable energy goal across its entire value chain. 
Only one brand, Columbia, received F in this cate-
gory, while Prada, SHEIN, Amer Sports, and MEC 
all scored poorly for their missing or inadequate 
climate targets and lack of transparency.
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Figure 5. Alignment of Scope 3 targets of brands with 1.5°C59

In addition, seven brands still have intensity-based targets 
rather than absolute reduction targets.60 The following 
brands provided data on the equivalent projected abso-
lute emissions reduction that their intensity target would 
result in, meaning the actual change in their expected 
emissions. In all cases, they fall short of the emissions 
reduction needed to align with a 1.5°C target. In the last 

year, athleisure brand lululemon effectively reduced its 
Scope 3 emissions target by excluding an additional 30% 
of its supply chain emissions but did not state why this 
was done. The company has an intensity-based Scope 
3 emissions reduction target of 60% by 2030, but it is 
unclear what the equivalent absolute reduction of its total 
Scope 3 emissions will be.61 
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Table 2. Intensity-based and absolute GHG reduction targets of brands

Company Intensity-based 
Commitment

Description Absolute Reduction 
Equivalent62 

ALDO 30% Per pair of shoes 15%

Kering 70% Per unit of value added 46%

LVMH 55% Per unit of value added 30%

PUMA 60% Per million euros in sales 27%



Renewable energy commitments still 
not reaching supply chain
In the last 18 months many more brands have made 
commitments to 100% renewable energy in their own 
operations, in part as a result of the UN Fashion Charter 
including this target in its renewed commitments. The 
proportion of companies scored in this report who com-
mitted to reach 100% renewable energy in their own op-
erations rose from 48% in 2021 to 79% in 2023. However, 
the vast majority of companies are still heavily reliant on 
low-value unbundled renewable energy credits to achieve 
this goal.63 For brands to be considered leaders in re-
newable energy, they need to ensure that the energy they 
acquire is new and additional to the grid and supports the 
energy transition. 

A more meaningful commitment to renewable energy 
would be for brands to commit to transition their entire 
supply chain to renewable energy. With a few notable 
exceptions, fashion companies are still failing to take re-
sponsibility for their supply chain energy footprint. In the 
last 18 months, only H&M has taken the essential step 
of committing to transition to 100% renewable energy 
in their supply chain, joining Kering, Allbirds, ASICS, and 
PUMA as the leading brands in this category. Renewable 
energy is essential to achieving the scale of emissions 
cuts needed in fashion supply chains.
 
Five brands have committed to supply chain renewable 
energy targets:

	█ Allbirds has committed to achieving 100% renewable 
energy for Tier 1 suppliers.

	█ ASICS states it will achieve 85% renewable electricity 
in Tier 1 by 2030.

	█ H&M has committed to transition its supply chain to 
renewable energy by 2030.

	█ Kering has committed to transition its supply chain 
to renewable energy by 2030.

	█ PUMA has committed to source 25% renewable 
energy with core suppliers.

Ongoing lack of transparency in the 
supply chain leaves brands unaccount-
able to targets
Supply chain transparency is key to ensuring accountabil-
ity to targets, and while regular reporting on full Scope 
3 GHG emissions is now common, with the notable 

exceptions of Allbirds, Capri Holdings, Columbia, MEC, 
Patagonia, Primark, SHEIN, and Under Armour, only two 
companies – PUMA and Nike – are showing leadership 
by providing transparency into the renewable energy used 
in their supply chains.  

UN Fashion Charter signals progress 
toward thermal coal phase-out 
Companies also have an important role to play in advanc-
ing the phase-out of thermal coal (coal burned for heat 
or steam) in their manufacturing processes. Stand.earth 
did see signs of progress in this area in 2022, including 
a renewed commitment to coal phase-out among UN 
Fashion Charter members. Still, only just over half of 
companies scored have made a commitment to end coal 
use by 2030 – all UN Fashion Charter signatories – and 
only a handful (adidas, American Eagle Outfitters, H&M, 
lululemon, PUMA) have publicly set nearer-term interim 
targets to begin phasing out coal.  

Emissions headed in the  
wrong direction
Despite 37 out of 43 companies assessed now hav-
ing committed to reduce their supply chain emissions 
through engagement in the UN Fashion Charter, Sci-
ence-Based Targets, climate policies, or statements on 
their websites, there is an implementation gap. If we 
account for an emissions dip in 2020 as a result of the 
COVID-19 pandemic and consider emissions change 
between 2019 and 2021, of 29 companies which reported 
data, only 13 showed decreases in their production emis-
sions (defined here as Scope 3 Category 1, purchased 
goods and services). Further, 14 companies logged 
increasing emissions over this period. The total emis-
sions change over this period was an increase of 20.65%, 
showing a dangerous level of growth at a time when the 
industry needs to be bringing its emissions under control. 
Even excluding retailing giants Amazon and Walmart64, 
the total emissions increased by 3.46% when it needs to 
decline rapidly.65 

The sector’s continued emissions growth clearly in-
dicates a failure by the majority of brands to act fast 
enough to prioritise phasing out coal and other fossil 
fuels and transition to renewable energy sources. It is 
encouraging to see a correlation developing between 
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brands which had the commitment to increase the use of 
renewable energy in the supply chain since the emissions 
period, and decreasing emissions (ASICS, PUMA, Kering). 
Levi’s, which has an ambitious scope 3 emissions target 
of 40% reduction by 2025 – five years earlier than the 
other brands in the scorecard – also reported one of the 
biggest actual emissions reductions, indicating that its 
earlier efforts are paying off. 

Overall, while there are signs of progress and ambition 
is creeping up, the pace of change remains slow. Of par-
ticular concern is the slow progress of brands to commit 
to 100% renewable energy in the supply chain, while evi-
dence of actual emissions increases reveals a disconnect 
between commitments and real emissions reductions. 
Time is of the essence; brands have a clear responsibility 
to cut their emissions rapidly and be transparent about 
their progress; and should take action now to set stronger 
climate and energy targets that reach into the greatest 
source of their emissions – their supply chains.
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emissions growth clearly 
in- dicates a failure by the 
majority of brands to act fast 
enough to prioritise phasing 
out coal and other fossil fuels 
and transition to renewable 
energy sources.



Renewable energy and  
energy-efficient manufacturing

IMPACT AREA 2

F D- D D+

PVH Burberry Primark Kering

ALDO Amer Sports Target Eileen Fisher

Capri Holdings  
(Michael Koors, Versace,  

Jimmy Choo)
Allbirds Gap Inc New Balance

MEC Ralph Lauren Inditex

Richemont REI

Hugo Boss Fast Retailing

Chanel Under Armour

Armani On Running

Amazon Columbia

SHEIN

Guess

LVMH

Salvatore  
Ferragamo

Boohoo

Prada

C- C C+ B-

American Eagle Outfitters lululemon Patagonia H&M

VF Corporation adidas Levi's ASICS

Walmart Mammut Nike

PUMA

This impact area assesses how brands engage with suppliers 
to improve energy efficiency, source renewable energy, and 
improve data transparency at the facility level.
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Effective actions needed to drive  
the energy transition in fashion  
supply chains
In the fashion industry, most apparel and footwear are 
made in factories that rely heavily on fossil fuels. A high 
concentration of these factories are located in countries 
such as China, Vietnam, Bangladesh, Cambodia, India, 
Indonesia, Turkey, and Pakistan.66 Energy consumption 
and GHG emissions in the fashion industry are mainly 
concentrated (up to 98%)67 in the production process.  
 
The extent to which suppliers can raise their climate 
ambitions and reduce GHG emissions is a key factor in 
decarbonisation.68 Given that most apparel and footwear 
suppliers are not public facing, but work closely with pub-
lic-facing brands, leveraging brand engagement is partic-
ularly important. Information sharing, technical training, 
financial support and incentives are all essential when it 
comes to brands mobilising and supporting suppliers to 
take action. 

Key Findings: 
Some fashion brands have progressed in transition-
ing energy use in their supply chains from fossil fu-
els to renewables, but many have yet to start. There 
is still a big gap in financial support available to 
suppliers. Out of the 43 companies evaluated in the 
2023 Scorecard, only four companies — H&M, Nike, 
PUMA and ASICS — reported significant forms of 
engagement with their suppliers, receiving B- in this 
category. H&M, Patagonia, lululemon, On Running, 
and Primark all received higher scores in the 2023 
Scorecard than in the 2021 Scorecard, reflecting 
progress. However, many brands have yet to show 
any meaningful signs of engaging with their suppli-
ers to decarbonise. 15 brands received a grade of 
F. With an average grade of D, most brands need to 
significantly ramp up their engagement efforts to 
ensure that a renewable energy transition in their 
supply chains happens. 

Few brands paying up for supply chain 
renewable energy
Since the release of the 2021 Scorecard, more companies 
have realised that they need to engage their suppliers 
to achieve the shift to renewable energy. Although 28 
brands reported providing their suppliers with training and 
resources to help them transition to renewable energy, 
only 13 brands have taken the more meaningful step of 
providing financial support or incentives to assist in the 
energy transition. Within that subsection, many brands’ 
financial support or incentives are only focused on a few 
strategic suppliers or suppliers in specific regions.  

Existing support from brands includes providing direct 
funding or loans to suppliers to scale the adoption of on-
site renewable energy, prioritising suppliers that acquire 
electricity through PPAs, and signing long-term contracts 
to provide stability over the transition period.

PUMA, ASICS, and Patagonia are leading the sector with 
their efforts in this area. ASICS and PUMA are the only 
two companies that explicitly required suppliers to source 
renewable energy as a condition of their contracts. 
However, this is potentially problematic as the companies 
did not report providing financial support or incentives 
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to their existing suppliers to ensure that they were not 
financially disadvantaged as a result.

Patagonia reports financing energy and carbon audits 
for partners that focused on implementing renewable 
energy off-site and on-site and reducing the use of coal. It 
also reports developing a carbon-reduction performance 
program with key raw-material suppliers that supports 
the decarbonisation of their operations by prioritising 
renewable electricity.69

The following are other interesting programs reported by 
brands:

	█ H&M has formed a Green Investment team to 
support suppliers and directly invest in new 
technology to decarbonise its supply chain. The 
team evaluates the sustainability performance of 
suppliers and provides financial support that assists 
suppliers in phasing out coal and other fossil fuels.70

	█ Mammut has provided its suppliers with training 
and resources to help them transition to renewable 
energy, including encouraging suppliers to sign long-
term Power Purchase Agreements (PPAs) to source 
renewable energy.71

	█ New Balance has engaged with suppliers and 
provided information sharing and training to help 
them transition to renewable energy, including 
partnering with the International Finance Corporation 
(IFC) to assess rooftop solar installation feasibility. 
The company has also implemented an engagement 
campaign to educate suppliers on climate change, 
particularly in Vietnam.72

Energy efficiency: the low hanging fruit 
not all brands are picking
In the last 18 months, a growing number of companies 
have reported establishing cooperative relationships with 
suppliers with respect to energy efficiency. Companies 
are working with their suppliers to reduce energy use by 
using energy-efficient lighting, installing energy-efficient 
boilers, and collecting and recycling heat through pro-
duction processes. It is noteworthy that 11 companies – 
including ASICS, H&M, Inditex, Levi’s, lululemon, Mammut, 
New Balance, Patagonia, SHEIN, VF Corporation, and 
Walmart – have reported providing financial support or 

incentives to help their suppliers improve energy efficien-
cy, which is an improvement compared to data captured 
in the 2021 Scorecard. Amazon, Amer Sports, Boohoo, 
Guess, LVMH, Prada, REI, Richemont, Salvatore Ferrag-
amo, and Under Armour have not yet reported taking 
any actions to engage with suppliers to improve energy 
efficiency.

Supplier data needs to be more 
transparent
Enhancing transparency and requiring suppliers to set 
GHG emissions reduction targets help brands to measure 
and improve environmental performance. The majority of 
companies report that they have engaged their suppli-
ers, to varying degrees, and require that they commit 
to climate change mitigation and frequently report on 
the progress of their actions. Despite concerns about 
some of its public transparency tools, the Higg Index’s 
Facility Environmental Module remains a popular tool for 
suppliers to report on their environmental performance, 
including their GHG emissions reduction targets so that 
brands can track the progress of their suppliers against 
sustainability metrics. Brands that require their suppli-
ers to report environmental data through the Higg Index 
should now make the facility data publicly available to the 
public for greater accountability. 

In conclusion, although a number of leading brands have 
demonstrated some progress in engaging and support-
ing their suppliers in cutting their emissions, the level of 
financial support is still falling far short of the brands’ 
responsibilities. The majority of brands analysed have yet 
to even take their first steps, and many provide limited 
transparency in these areas. In order to rapidly scale 
decarbonisation across their supply chains, brands must 
build equitable partnerships with their suppliers and 
provide meaningful support and incentives to help them 
transition to low-carbon manufacturing in a way that 
doesn’t leave them overburdened or disadvantaged.
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F D- D C

LVMH Mammut Nike Kering

Armani Inditex PUMA Patagonia

Chanel Hugo Boss Allbirds Eileen Fisher

Target Walmart On Running

Richemont Guess lululemon

Primark adidas

Boohoo Amer Sports

ALDO ASICS

Fast Retailing PVH

American Eagle Outfitters Prada 

MEC Burberry

SHEIN Salvatore Ferragamo 

Capri Holdings (Michael Koors, 
Versace, Jimmy Choo)

Columbia

Under Armour

B A A+

VF Corporation New Balance H&M

Amazon REI

Levi's

Ralph Lauren

Gap Inc.

Renewable energy advocacy
IMPACT AREA 3

This impact area assesses fashion sector engagement in targeted 
advocacy with key decision-makers to phase out fossil fuels and 
push for renewable energy. The aim is to identify corporate leaders 
promoting a just energy transition on an international stage.
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Unlocking renewable energy through 
advocacy must centre workers and 
communities 
Advocacy is an important way for companies to contrib-
ute toward shifting policy frameworks and increasing 
the availability of clean power outside of their direct 
operations. Advocacy on renewable energy policy from 
international brands has already shown a potential to 
support and accelerate a clean energy transition in major 
manufacturing centres. For example, advocacy from the 
international garment sector and other companies has 
supported the development of direct power purchase 
agreement (DPPA) mechanisms in Vietnam.73 These 
mechanisms are now in the pilot stage and will open up 
new opportunities for companies to invest in and access 
renewable energy.74 

The opportunity is clear – when companies across one 
or multiple sectors work together, they can help unlock 
and catalyse a broader shift in energy policy. Brands 
should push for a just energy transition which, in accor-
dance with international principles, centres workers and 
communities by adopting inclusive processes to identify 
risks and opportunities at the local level. Advocacy is a 
necessary step to achieving the broader goal of cutting 
emissions. Companies have a responsibility to ensure 
that renewable energy is rapidly scaled up within their 
supply chains and that this is done in a just and equitable 
way.75 

Highlights in the last 18 months included a joint state-
ment of mutual aspiration supporting renewable energy 
procurement in Indonesia. This statement, signed by Am-
azon, VF Corporation, Nike, New Balance, H&M, Columbia, 

and REI, and organised by the Clean Energy Investment 
Accelerator, advocated for the Indonesian government to 
accelerate the energy transition and achieve 50% renew-
able power by 2045. Similar letters were issued support-
ing renewable development in countries including the 
Philippines, signed by Amazon, lululemon, Ralph Lauren, 
and REI; Vietnam, signed by Allbirds, Amer Sports brands 
Arc’teryx and Salomon, H&M, New Balance, On Running, 
REI; and Mexico, signed by New Balance and PUMA. H&M 
and adidas both supported a position paper on renewable 
energy in Cambodia organised by EuroCham. 

This range of international renewable energy advocacy 
reflects good engagement from a number of brands 
and marks an overall increase in advocacy compared 
to the 2021 Scorecard period. H&M in particular stood 
out for its supply chain advocacy, additionally engag-
ing in dialogue between the Swedish and Bangladesh 
governments to promote a sustainable garment industry 
through the development of renewable energy.76

Several brands, particularly Eileen Fisher, Levi’s, and VF 
Corporation, were publicly active in advocating for clean 
energy investment in the United States at the federal 
and state levels, and supporting the Inflation Reduction 
Act.77 VF Corporation and Levi’s signed onto calls for 
federal investment in clean energy supply,78 while Eileen 
Fisher signed a letter in support of rapid climate action in 
Michigan.79

Overall, while more examples of high-impact advoca-
cy were found in the last 18 months than in the period 
preceding the 2021 Scorecard, the number of brands en-
gaging with those opportunities appears to have reduced. 
The average grade achieved by companies dropped to 
D from D+ in 2021. The majority of high value advocacy 
was undertaken by the same few companies, most nota-
bly: H&M (A+), REI (A+), and New Balance (A), followed 
by Levi’s, VF Corporation, Ralph Lauren, Gap Inc., and 
Amazon (B), and Kering, Eileen Fisher, and Patagonia (C).

There is still a significant gap between the fashion sec-
tor’s stated public climate ambition and its willingness to 
advocate for shifts in policy frameworks that would in-
crease the availability of clean power. The industry needs 
to act quickly and collaboratively – between brands, with 
suppliers internationally, and with local communities – to 
advance the rapid and just energy transition required. 
Without meaningful collaboration and effective advo-
cacy, fashion brands will continue to face significant 
barriers to scaling the deployment of renewable energy 
in their supply chains. 

Key Findings: 
High-impact renewable energy advocacy is growing 
in frequency, but with fewer key players. In this sec-
tion, H&M and REI were both awarded A+ for their 
advocacy, with H&M playing the most active role 
in international renewable energy advocacy. The 
average grade for this category was D, however, 
12 of the brands did not engage in any discernible 
renewable energy advocacy in the past 18 months. 
These included: American Eagle Outfitters, Primark, 
Target, Fast Retailing, Chanel, ALDO, SHEIN, MEC, 
Richemont, Armani, LVMH, and Boohoo.
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F D- D D+

Walmart adidas PVH ALDO

Richemont Inditex MEC ASICS

Fast Retailing REI Nike New Balance

Boohoo Under Armour American Eagle Outfitters Burberry

Prada Capri Holdings (Michael Koors, 
Versace, Jimmy Choo) Armani 

Primark Gap Inc.

Target Guess

Amer Sports

Chanel

Amazon

Salvatore Ferragamo 

SHEIN 

C- C C+ B- B

H&M Patagonia On Running Kering Eileen Fisher

LVMH PUMA Levi's

lululemon Ralph Lauren VF Corporation

Columbia Allbirds Mammut

Hugo Boss

Low-carbon and longer  
lasting materials

IMPACT AREA 4

This impact area assesses company efforts to phase out fossil 
fuel based fabrics, wood-based materials and leather linked 
to deforestation, as well as non-organic or non-regenerative 
cotton. Company efforts to shift toward closed-loop recycling 
and longer-lasting products made to be repaired, reused, and 
recycled, are also assessed.
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Reconceptualising fashion through  
fossil-free fabrics and closed-loop  
circularity
Breaking away from the dependence on fossil fuel based 
materials is a key step in the sustainable transformation 
of the fashion industry. Synthetic fabrics account for 
69% of all materials used in textiles and are projected to 
account for 75% by 2030.80 Considering the high envi-
ronmental footprint of synthetic fibres such as polyester, 
nylon, and acrylic, using plant-based and longer-lasting 
materials and reducing demands on synthetic fibres, is 
key to creating sustainable fashion.81 The 2023 Score-
card, therefore, takes a close look at brand sustainability 
strategies from the perspective of material use.

Eileen Fisher scored highest with B in this category, show-
ing leadership through its minimal use of fossil fuel de-
rived fibres, long-standing take-back and resale program, 
regenerative approach to agriculture, and commitment to 
textile recycling innovation. 

In contrast, ultra-fast fashion brand SHEIN scored lowest 
and was awarded F. It is not discernible that SHEIN is tak-
ing any meaningful steps to increase circularity or reduce 
the impact of its raw materials. Its business model is a 
major driver of throwaway fashion trends.

Industry still heavily addicted to  
fossil fuel fabrics
A review of the data shows that companies have made 
little progress in moving away from fossil fuel based 
materials over the past 18 months. No company has 
yet publicly committed to phase out polyester and other 
synthetic materials. Given that the majority of brands rely 

heavily on synthetic fibres in their material mix, the global 
synthetic fibre market is expected to grow at a lucrative 
compound annual growth rate (CAGR) of 5.1% from 2022 
to 2030.82 This means more fossil fuels will be sourced 
to meet the demand and needs of increased production. 

Only a few companies – Eileen Fisher, Hugo Boss, Levi’s, 
and Ralph Lauren – have come close to eliminating fossil 
fuels from their raw materials, reporting only a small 
amount of fossil fuel fibres in their material mixes. To 
see meaningful progress in this area, more brands need 
to emulate these companies and reduce the amount of 
synthetic fibres, both virgin and recycled, in their material 
mix. 

rPET in textiles isn’t recycling – it’s downcycling
In the 2023 Scorecard, almost 70% of brands 
reported increasing or planning to increase their 
use of recycled polyester made from plastic 
bottles (rPET) or ocean plastic waste rather than 
recycled textiles. This fails to address polyester’s 
environmental footprint83 including high energy 
consumption, long degradation time, and microfi-
bre shedding.84 Given these detrimental impacts, 
recycled polyester is not a sustainable solution 
but rather risks becoming a false solution when 
the industry promotes it as a low carbon green 
alternative. As explained earlier in the Background 
section, textiles are not themselves currently being 
used as a source for recycled garments. This 
means that once the item of clothing containing 
recycled polyester is finished being used, it will be 
thrown away, continuing to feed the demand for 
virgin fossil fuel feedstocks, which relies ultimately 
on more fossil fuel extraction. 

 
Circularity is gaining momentum, but 
there is still a long way to go
Closed-loop recycling for synthetics, the use of plant-
based materials, and regenerative agriculture in cotton 
farming are gaining attention as options for achieving 
greater circularity and sustainability. Compared to the 
2021 Scorecard, companies have made some progress 
in using low-carbon materials and increasing circularity 
by using the above-mentioned methods. However, efforts 
from the entire industry remain insufficient. 

Key Findings: 
More brands are taking early steps toward improv-
ing circularity, but the fashion industry is still a long 
way away from reducing the negative impacts of 
its raw materials. Linear business models are still 
deeply entrenched. With an average grade across 
the 2023 Scorecard of a disappointing D, the sector 
has a lot more work to do to cut out fossil fibres 
and increase circularity. 
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Only 11 brands – ASICS, Eileen Fisher, Inditex, Kering, 
lululemon, Mammut, New Balance, On Running, Pata-
gonia, PUMA, and VF Corporation – have committed to 
increasing closed-loop apparel-to-apparel recycling for 
synthetics by investing and working with textile recy-
clers. 

This is essential to scale closed-loop recycling into a 
workable solution. The Hey Fashion textile recycling ini-
tiative founded by Eileen Fisher estimates that, if scaled 
across the industry, existing recycling solutions could 
drive 80% circularity. However, currently, just 0.5% of the 
global fibre market comes from recycled textiles.85 Pro-
moting textile recycling through design, material choices, 
and investment is an essential part of driving circularity 
in the fashion industry. Brands must recognise and act re-
sponsibly to reduce their waste, engaging in closed-loop 
circular recycling instead of misleading, false or partial 
solutions.

Since the 2021 Scorecard, nine more brands have made 
commitments to sustainable raw materials sourcing. 
Currently, 14 brands have committed to reducing the 
impact of their raw materials sourcing by switching to 
100% organic cotton or cotton sourced from regenerative 
agriculture. Regenerative agriculture seeks to mend the 
environmental and social harms that highly intensive and 
extractive conventional cotton farming has caused.86 Re-
generative agriculture requires brands to form closer ties 
and longer-term relationships with their Tier 4 suppliers, 
with the intention of building more equitable and less 
extractive relationships. The remaining 29 brands should 
follow suit and commit to natural fibres from organic or 
regenerative sources.

Promisingly, more than half of the companies have taken 
some measures to break away from the problematic 
linear ‘take-make-dispose’’ system and encourage reuse, 
resale, repair, and recycling to extend the life of products. 
These measures include: designing for durability and 
recyclability, offering in-house maintenance and repair 
services, and launching take-back and resale programs. 

The following brands are leading the sector with their 
efforts to reduce the environmental footprint of fabrics:  

	█ Patagonia has pledged that every cotton T-shirt they 
produce will be made within a circular system. It 

is participating in regenerative farming pilots and 
100% of the virgin cotton in its clothes is grown 
organically. In addition, Patagonia is working with 
a company to chemically recycle pre-and post-
consumer polyester textiles into new clothing. This 
diverts waste and supports circularity.

	█ On Running is working to increase its use of recycled 
cotton fibre and has set a priority to increase fibre-
to-fibre recycled content sources. This will include 
collaborating with Carbios to develop bio-recycling 
technology. On Running has also committed to using 
100% cotton fibres sourced from organic, recycled, 
or fossil fuel free sources by 2024. 

	█ Eileen Fisher has taken action to increase the use of 
closed-loop materials by largely using regenerated 
cellulosic fibre or natural fibre. It has established 
a well-established take-back and resale program, 
committed to improving the repairability of its 
products, and launched the Hey Fashion textile 
recycling initiative in 2021, to promote textile 
circularity across the industry. 

	█ Kering is investing in innovation to increase closed-
loop apparel-to-apparel recycling for synthetics 
and plant-based materials through its Materials 
Innovation Lab. It also created a new climate fund 
that will go toward biodiversity preservation and 
regenerative agriculture.

Caution is required as these measures represent just 
a small step; not all measures taken by companies are 
equally effective in improving circularity. It is unclear 
how, or even if, brands intend to use these measures to 
reduce production or extend product life, both of which 
are essential to ultimately address the problem of waste 
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generated by the fashion sector 
become the source of the 
recycled content feedstocks and 
remain in circulation – reworn, 
repaired, and resold for longer – 
overproduction and the resulting 
environmental problems will 
continue to worsen.



from overproduction. Unless textiles and apparel gen-
erated by the fashion sector become the source of the 
recycled content feedstocks and remain in circulation – 
reworn, repaired, and resold for longer – overproduction 
and the resulting environmental problems will continue to 
worsen. 

Fashion feeding deforestation
In November 2021, Stand.earth released the Nowhere to 
Hide Report87 demonstrating how the fashion industry 
was pushing the Amazon rainforest closer to the tip-
ping point of irreversible ecosystem collapse. Of the 43 
companies assessed here, 21 were found to be linked 
to the destruction of the Amazon rainforest through the 
sourcing of leather products linked to deforestation. The 
release of that report prompted New Balance, for exam-
ple, to reflect on its  negative impact on forests and to 
take measures to reduce negative externalities. However, 
until brands have concrete sourcing policies and com-
plete and public mapping of their Tier 4 supply chains – 
or phase out leather entirely – they will still risk sourcing 
leather from deforestation.88 

Materials transparency improving  
but still needs to offer insights into  
circularity
Since the release of the 2021 Scorecard, 13 companies 
have increased transparency of their material mix. Cur-
rently, roughly 44% of brands are publicly reporting the 
materials they use and around one fifth (18%) of brands 
are also reporting the volume of materials used. In ad-
dition, around one third of companies are reporting how 
they manage or dispose of deadstock to reduce waste, 
which none of the companies were doing 18 months ago. 
Only PUMA is also reporting on the volume of pre-con-
sumer waste material from its core Tier 1 and 2 suppliers. 

Going forward, to avoid claims of greenwashing about the 
impacts of their materials, brands should provide trans-
parency into the materials that they are buying, wasting 
and producing, as well as their volumes. They should 
also set clear benchmarks for the impact that take-back 
programs and circularity initiatives are having on their 
production.
 
In summary, synthetic materials produced from fossil 
fuels have negative environmental impacts, including 
high energy consumption, high GHG emissions, and 
large amounts of solid waste production. Companies 
should demonstrate more meaningful commitments and 
efforts to reduce their reliance on high-carbon fossil fuel 
based synthetics. While many brands have increased 
the transparency of their material mix and made claims 
about switching to more sustainable fabrics, in reality too 
few companies are cutting out fossil fuels and driving 
true circularity. The enormous negative impact of the 
fashion industry’s raw materials production on people 
and communities, the environment, and the climate will 
continue unless brands change course. They need to act 
responsibly with respect to their sourcing practices and 
address issues linked to overproduction. Brands must 
break away from fossil fuel based synthetics, reduce the 
impact of their raw materials, and focus on making less 
and making it last.
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F D- D D+

Walmart REI Levi's H&M

Boohoo lululemon PUMA Nike

Prada Eileen Fisher Allbirds Inditex

ALDO ASICS LVMH Amazon

Fast Retailing PVH Armani 

Burberry Richemont Chanel

Gap Inc. Primark Ralph Lauren

American Eagle Outfitters adidas Hugo Boss

Amer Sports New Balance Kering

Salvatore Ferragamo On Running

Capri Holdings (Michael 

Koors, Versace, Jimmy Choo)
Patagonia

Guess Target

Columbia

MEC

Under Armour

SHEIN 

C- B

VF Corporation Mammut

Greener Shipping
IMPACT AREA 5

This impact area assesses how brands set targets and take 
action to reduce emissions from upstream shipping and 
advocate for zero-emissions vessels and infrastructure.
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One step forward and two steps back  
on greener shipping
The sprawling global supply chain of the fashion sector 
is already an important driver in the growth of emissions 
from ocean freight and air cargo shipments, sectors 
that are heavily dependent on fossil fuels. Ocean and air 
transportation are each responsible for 2% to 3% of glob-
al GHG emissions and their total emissions are rapidly 
increasing.89 Container ships also contribute significantly 
to air pollution due to their reliance on toxic heavy fuel 
oil. Ocean-going ships, which carry more than 80% of 
world trade goods by volume, could contribute 17% of 
human-caused carbon emissions by 2050 if no action is 
taken.90

Worse, the COVID-19 pandemic resulted in global air 
freight – which is over 100 times more carbon intensive 
than slower shipping methods91 – growing by a massive 
40% in 2020, and by an additional 15% in 2021.92 Prices 
to ship by air dropped by more than half compared with 
pre-pandemic levels.93 Apparel and textiles remained 
among the largest market segments in both ocean and 
air shipping in 2021, making up 11% of freight volume 
from East Asia to North America.94 As global exports 
continue to rise, so will the sector’s transportation foot-
print.

Considering the increasing emissions from transporta-
tion in the fashion sector, the 2023 Scorecard evaluated 
brands’ shipping sustainability strategies and found that 
the overall performance of the fashion industry is far 
from satisfactory. Brands continue to focus their sustain-
ability efforts on their Scope 1 and 2 emissions, while 
their own reported data shows that upstream shipping 
emissions (being between suppliers and from suppliers 
to the brand company) are often far higher. In 2021, one 
fast fashion retailer’s (Boohoo) upstream transportation 
emissions were up to 47 times higher than its Scope 1 
and 2 emissions combined.95

Slow progress on zero-emissions  
shipping
The 2023 Scorecard tracks brands’ commitments and 
advocacy for ZEVs. It found that limited progress was 
made during the past 18 months, as only five brands had 
committed to transitioning to ZEVs in their supply chain. 
Mammut is still the only brand committed to meeting the 
target date of 2030, while Amazon, Inditex, Patagonia, 
Target, and REI have also taken the step of committing to 
ZEVs by the later date of 2040. 

Amazon, Inditex, Patagonia, REI, and Target are members 
of the Cargo Owners for Zero Emission Vessels (coZEV) 
initiative, launched in 2021.96 coZEV is a cargo-owner-led 
initiative targeting 2040 for maritime shipping decarboni-
sation. While not perfect, coZEV is an important step 
forward in cutting shipping emissions. Importantly, it 
excludes the use of polluting LNG and calls for mandato-
ry policy actions from governments to help them achieve 
these ambitions. However, the target date of 2040 is too 
late, and the initiative does not commit brands to take 
near-term actions to reduce their freight emissions.

Shipping emissions have taken off
Energy consumption and GHG emissions related to 
upstream product transportation and distribution are 
important when considering the environmental impacts 
in the fashion industry. In 2021, the upstream transporta-
tion-related emissions from Gap Inc. were over 4.4 million 
metric tons CO2e, followed by Inditex (around 1.8 million 
metric tons CO2e). Nike, H&M, and Fast Retailing also 
ranked among the biggest transportation emitters in this 
scorecard (see Figure 8). 

Key Findings: 
More than half of brands (51%) have still not set 
shipping-related targets, and the vast majority are 
not taking effective measures to reduce emissions 
from upstream transportation and distribution. In 

the 2023 Scorecard, 16 brands received a grade of 
F on the green shipping section, including ALDO, 
American Eagle Outfitters, Amer Sports, Boohoo, 
Burberry, Capri Holdings, Columbia, Fast Retailing, 
Gap Inc., Guess, MEC, Prada, Salvatore Ferragamo, 
SHEIN, Under Armour, and Walmart. The only brand 
to score above C- in this category was Mammut 
with a grade of B, due to the company’s 2030 Zero 
Emission Vessels (ZEVs) target, transparency and 
target-setting, and near-term emissions reduction 
initiatives. Not all of the 43 brands assessed in the 
2023 Scorecard reported their upstream shipping 
emissions. 
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The years 2019 to 2021 witnessed a rapid and significant increase in upstream transportation and distribution 
emissions from apparel and footwear brands, the highest being for Gap Inc., lululemon, Hugo Boss, Ralph Lauren, 
and Levi’s (see Figure 7). 

Figure 7. Five brands with biggest emissions increase in Scope 3 Category 4 between 2019 and 2021 97

Figure 6. Top five emitters in Scope 3 Category 4 in 2021

METRIC TONS CO2e

PERCENTAGE CHANGE IN EMISSIONS, 2019-2021
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Emissions from brands that reported their upstream 
transportation data increased by 43.78% in 2021 com-
pared to 2019.98 In part, this is because the transporta-
tion-related emissions of Gap Inc. grew by an astonishing 
740.44%. In addition, lululemon’s transportation emis-
sions doubled during the same timeframe. The dramatic 
increase in transport-related emissions could indicate 
a shift to more emissions-intensive air freight. The shift 
to higher-impact transportation methods during the 
pandemic has only heightened the need for brands to 
cut their fast-growing emissions, both in the longer term 
through ZEVs and with immediate commitments to slow-
er shipping and cleaner ports. 

Emissions rising, and few companies 
taking near-term action
Few of the companies examined in the 2023 Score-
card have taken action to reduce GHG emissions from 
transportation in the near term. Less than half (19) of the 
companies have reported taking even limited measures 
to avoid aviation and commit to slower shipping methods 
such as maritime, rail, and land, or shorter supply chains, 
which can have an important impact on reducing emis-
sions. 

Positive examples of progress were found, however:  

	█ Nike reported a significant reduction in its upstream 
shipping emissions after launching the Move to Zero 
air freight program and piloting alternative fuels for 
both ocean freight and air freight.

	█ Mammut committed to near-shoring its production 
in order to reduce transportation emissions.

	█ Amazon, H&M, Levi’s, Nike, Primark, PUMA, and 
VF Corporation reported working with Maersk 
Eco Delivery to scale up the use of clean fuels in 
ocean transportation and reduce marine shipping 
emissions.

	█ PUMA is piloting a project to launch a new shipping 
type in cooperation with Maersk called “Sea Priority”. 
The goal is to allow countries to prioritise ocean 
freight shipments to reduce the delivery time and 
avoid air freight.99 

Despite these commitments, Amazon and Levi’s both 
reported increased emissions from transportation. 
Brands need to prioritise shipping via shorter routes, 
slower methods and cleaner ports, and move beyond 
pilot programs to dramatically cut their logistics footprint 
in the near term.

Shipping emissions transparency  
growing, but still opaque
Out of the 43 companies in the Scorecard, 25 report ship-
ping-related emissions annually. Just seven brands have 
provided a breakdown of their transportation methods, 
which is essential to hold them accountable to commit-
ments to cut out aviation.

Overall, transparency and target-setting in shipping are 
extremely poor. Four companies (Columbia, MEC, SHEIN, 
Under Armour) have not reported any information on 
shipping, while over half of companies (22) have not 
reported setting targets that include transportation and 
distribution emissions in their GHG reduction targets. 

Beginning of the journey on  
last-mile delivery
Last-mile delivery, particularly for the major retailers 
included in this 2023 Scorecard (Amazon, Walmart, 
and Target), is another significant source of emissions, 
yet still very few companies are even beginning their 
journey toward zero emissions in this area. In the 2023 
Scorecard, only four companies (Allbirds, Amazon, H&M, 
Inditex) have committed to transitioning their last-mile 
delivery to zero-emissions electric vehicles. 

Overall, despite its significant environmental impact, ship-
ping has not drawn enough attention from the fashion in-
dustry, and companies have not yet made developing and 
implementing sustainable shipping strategies a priority. 
As major customers of both ocean and air freight, apparel 
and footwear brands have an opportunity and a responsi-
bility to serve as critical catalysts in reducing emissions 
from air freight by committing to slower shipping. They 
also have an opportunity and a responsibility to drive the 
investment needed in both ships and port infrastructure 
to decarbonise cargo vessels by the end of the decade. 
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Brands must take immediate 
action to ship their goods by 
slower methods rather than 
high-emitting aviation, and 
support ZEVs infrastructure by 
committing to ZEVs by 2030.
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Stand.earth developed the 2023 Fossil-Free Fashion Scorecard 
(2023 Scorecard) to track changes within the fashion sector by 
assessing the progress made by companies to decarbonise their 
supply chains over an 18-month period.100 It builds from the 2021 
Fossil-Free Fashion Scorecard published in August 2021. 
​​



The report analyses 43 leading apparel and footwear 
companies on their commitments and actions to reduce 
their carbon footprints in line with a 1.5°C emissions 
pathway identified in the Paris Climate Accord. 

The 2023 Scorecard focused on the same list of com-
panies mentioned in the 2021 Scorecard while adding 
Amazon, Richemont, SHEIN, Target, and Walmart; remov-
ing C&A, Gant, Esprit, Everlane, M&S, Pentland, SKFK, and 
Vaude; and consolidating Arc’teryx and Salomon into 
Amer Sports. The Fossil-Free Fashion Scorecard regu-
larly evaluates a cross section of the largest and most 
influential fashion and apparel companies in the world, 
prioritizing those whose market reach, influence among 
peer brands, and volume of production provides both a 
responsibility and opportunity to lead the sector away 
from its reliance on fossil fuels. The 2023 Scorecard has 
prioritised adding high volume retail companies (Amazon, 
Walmart, and Target) and the fast growing fast fashion 
giant SHEIN, given their volume of production and their 
influence over other brands.

To evaluate performance of all companies, Stand.earth 
used publicly available sources such as corporate sus-
tainability and annual reports,101 submissions to CDP,102 
Refinitiv Eikon,103 company websites, social media 
accounts, and press releases.104 The organisation has 
sought to verify the accuracy of company statements by 
cross-referencing with other publicly available data and 
information. 

Stand.earth also shared individual scorecard and 
assessment details with each named company prior to 
the publication of the 2023 Scorecard, with an invitation 
for them to provide feedback and disclose any addition-
al public information not already captured during data 
collection.105 

Using data from public sources and feedback from com-
panies, Stand.earth assigned letter grades to companies 
for each of the five impact areas as well as for an overall 
grade. Stand.earth followed an F to A+ grade scale, 
with A+ being the highest possible score and F being 
the lowest. For determining the overall company grade, 
categories received different levels of consideration and 
were weighted as follows (see Figure 8). Actual GHG 
emissions are referenced in this report, however, they are 

only considered for benchmarking and grading purposes 
in Category 5: Greener shipping. In light of the COVID-19 
pandemic and distorting impact it may have had on busi-
nesses and their supply chains, actual emissions are not 
otherwise benchmarked or graded in this report. It should 
be noted that the consideration provided and scoring 
weight are also slightly different compared to that in the 
2021 Scorecard.106  

Five impact areas and weight consideration:

	█ Category 1: Climate commitments and transparency 
	█ Category 2: Renewable energy and energy-efficient 

manufacturing
	█ Category 3: Renewable energy advocacy
	█ Category 4: Low-carbon and longer lasting materials
	█ Category 5: Greener shipping

Figure 8. Distribution of scoring weight
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Climate commitments and transparency 
Stand.earth evaluated companies on the strength of their 
publicly stated commitments to reduce GHG emissions 
across their entire value chains in line with a 1.5°C path-
way, as well as the level of detail made publicly available 
on their energy consumption and GHG emissions. The 
team considered company signatories of the UN Fashion 
Charter for Climate Action as committed to sourcing 
100% of electricity from renewable sources in their own 
operations by 2030 and phasing out coal from their sup-
ply chains by 2030. 

Company performance was evaluated according to the 
following criteria:

	█ Absolute GHG emissions reduction target of 55% or 
greater by 2030 and commitment to 100% renewable 
energy in own operations. 

	█ Absolute GHG emissions reduction target of 55% or 
greater by 2030 and commitment to 100% renewable 
energy in the supply chain. Public commitment to 
phase out coal-fired boilers from the supply chain by 
2030 or earlier.

	█ Evidence of moving toward 100% renewable energy 
by 2030; ensuring the renewable energy purchased is 
connected to demand, additional, and not relying on 
unbundled renewable energy credits.

	█ Annual publication of GHG emissions from Scopes 
1, 2, and 3, including full Scope 3 breakdown.

	█ Annual publication of energy use data for own 
operations and supply chain including energy 
demand, renewable energy breakdown, and 
attributes associated with purchase/implementation.

	█ Public reporting of the list of factories and suppliers 
to Tier 4.

Renewable energy and  
energy-efficient manufacturing  
Leadership in this area involved reduction in fossil fuel 
energy demand and increase in efficiency and renew-
ables. Major fashion companies were assessed on their 
efforts to require and incentivise their suppliers to re-
source renewable energy and put in place energy efficien-
cy measures, including:

	█ Training, financial support, incentivisation, or 
requirement of suppliers to reduce reliance on fossil 
fuels through the use of energy efficiency measures.

	█ Training, financial support, incentivisation, or 
requirement of suppliers to deploy renewable energy 
in facilities. Reduction in fossil fuel energy demand 
due to investments in measures to increase the use 
of renewables. 

	█ Explicit requirement for suppliers to set GHG 
emission targets or engage with the Science Based 
Targets initiative (SBTi), provide facility level data via 
Higg FEM or other reporting, and publicly report GHG 
emissions annually. 

Renewable energy advocacy 
Stand.earth assessed companies on their efforts since 
the launch of the 2021 Scorecard to urge policymakers, 
especially in countries where textile and garment man-
ufacturers are concentrated, to increase factory access 
to renewable energy and remove barriers that stifle the 
clean energy transformation. Credits were awarded based 
on the extent to which the advocacy can drive changes 
from policymakers to focus on renewable energy, remove 
capacity charges, and promote rooftop solar and DPPAs. 

Examples included:  

	█ A call for an end to investments in coal power plants 
or fossil fuel infrastructure attached to the supply 
chain.

	█ Support for national or sub-national renewable 
energy or GHG reduction targets.

	█ Support for green-energy-focused economic 
recovery packages.

	█ Support for policies aiming to expand access to 
renewable electricity procurement options in key 
supply chain markets.

Low-carbon and longer lasting materials 
Stand.earth assessed companies on their ambition, poli-
cies, and actions to decarbonise their fashion materials. 
The 2023 Scorecard also included a criterion to exam-
ine corporate forest policies, especially those involving 
deforestation in the Amazon rainforest.107 Specifically, 
the Scorecard evaluated company commitments and 
progress on: 

	█ Investment in innovation and reducing reliance on 
fossil fuel based materials by phasing out all fibres 
such as polyester and nylon by 2030. It should be 
noted that recycled polyester was not considered as 
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a measure toward the phase out of fossil fuel based 
materials.

	█ Elimination of the use of wood-based materials 
(such as viscose) as well as leather linked to 
deforestation, especially in sensitive ecosystems 
such as the Amazon biome. 

	█ Progress toward low-carbon materials, primarily 
the use of recycled synthetic fabrics over rPET 
bottles, to advance circularity; increasing closed-
loop recycling for plant-based materials; increasing 
the use of organic or regenerative cotton; and 
addressing overproduction via policies or programs 
that explicitly aim to significantly improve durability, 
repairability, resale, and recyclability.

	█ Disclosure of material and fibre mix as well as 
volumes of materials and quantity of deadstock, and 
actions to dispose of material waste.  

Greener shipping 
Stand.earth evaluated companies on the strength of their 
strategies and measurable progress toward reducing 
GHG and other pollution associated with the shipment 
of products, prior to the point of sale, via marine and air 
cargo. Setting a shipping emissions reduction target, 
adopting clearer transportation methods, and committing 

to ZEVs by 2030 are key to achieving greener shipping. 
Commitment to zero-emissions last-mile delivery was 
considered a bonus. High-scoring companies would 
demonstrate: 

	█ Inclusion of shipping emissions in GHG targets and 
annual reporting; breakdown of shipping methods or 
emissions included in the annual report.

	█ Significant reduction in upstream shipping 
emissions;108 commitments to slower shipping 
modes, avoiding aviation and/or shortening of the 
supply chain; near-term plans to ship cargo via 
cleaner vessels or low-emission fuels, or import 
through greener ports. 

	█ Commitment to ZEVs by 2030 and support the 
deployment of ZEVs; public advocacy for reducing 
shipping-related pollution and supporting ZEV port 
infrastructure; commitment to zero-emissions last-
mile delivery.
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Brand emissions change represents the combined percentage change in Scope 3, 
Categories 1 and 4 emissions between 2019 and 2021, unless noted otherwise.”



BR
AN

D
 SCO

R
ES

42

adidas has taken important steps towards moving 
away from fossil fuels in its supply chain. This includes 
committing to a near-term plan to stop sourcing coal-
fired boilers and begin phasing out thermal coal from its 
supply chain from 2022. adidas has begun working with 
a large proportion of its “strategic” (major) Tier 1 and 2 
suppliers to increase the adoption of renewable energy 
in its supply chain, which is an essential step forward. 
But to keep up with its competitor PUMA, it should set a 
concrete target of 100% renewable energy across its Tier 
1 and 2 suppliers. adidas took important steps forward 
by developing its “Decarbonization Manifesto” for major 
suppliers, and reports providing both financial and infor-
mational support to suppliers to transition to renewable 
energy, which is key to supporting the fossil-free transi-
tion. However, adidas’ supply chain emissions target is 
still only at 30% reduction, which is too low to be in line 
with a 1.5 °C pathway. It reported an increase in supply 
chain emissions between 2019 and 2021. It is essential 
that adidas increases its supply chain decarbonisation 
ambition and takes rapid action to transition to renewable 
energy to cut the biggest source of its emissions.

B- 	 Climate commitments &  
	 energy transparency

Climate and energy commitments
GHG emissions:
adidas has committed to achieving climate neutrality 
across its own operations by 2025, and across its value 
chain by 2050. 

To achieve this target the company commits to reducing 
absolute Scope 1, 2 and 3 emissions by 30% by 2030 
from a 2017 base year, including a 90% reduction in 
Scopes 1 and 2. adidas should aim to increase its Scope 
3 target to address its primary source of emissions.

Renewable energy: 
As a signatory of the renewed UN Fashion Charter, adidas 
has committed to sourcing 100% of electricity from 
renewable sources in its own operations by 2030, and 
has committed to using electricity that is additional to the 
grid. 

adidas has worked with strategic Tier 1 and Tier 2 sup-
plier facilities on the increased adoption of renewable 
energy. But it has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
adidas has publicly set a target to phase out coal-fired 
boilers from its Tier 1 and Tier 2 supply chain by 2025, 
which is 5 years ahead of the 2030 target set by the UN 
Fashion Charter.

Climate and energy transparency
GHG emissions:
adidas publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.
 
Energy use:
adidas publicly reports its energy use for its own opera-
tions, including a breakdown of its renewable energy use 
and how that energy is sourced. 

For its supply chain, adidas does not publicly report its 
energy use, and it does not provide a breakdown of its 
suppliers’ renewable energy use and how that energy is 
sourced. 

Suppliers:
adidas provides a partial supplier list to Tier 1 and Tier 2.

TOTAL SCORE EMISSIONS CHANGE

4.09% increase*

2020-2021.  
Adidas did not report a 
breakdown of its Scope 3 
emissions in 2019.

C-
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Energy efficiency
adidas provides its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including co-developing an online climate action training 
program with Deutsche Gesellschaft für Internationale 
Zusammenarbeit (GIZ) which will be made available to 
all of the UN Fashion Charter signatory brands and their 
supply chain. According to adidas, incentive systems and 
measures in place will prioritise supplier partners who 
not only demonstrate commitment towards the “Decar-
bonization Manifesto” but also show impactful results, 
but adidas does not report providing its major suppliers 
with specific financial incentives for energy efficiency 
measures. adidas does not currently require suppliers to 
make energy savings as a condition of contract, but plans 
to implement conditions from 2025.

Thermal Coal phase-out:
adidas will no longer install coal-fired boilers, heaters or 
power generators from 2022 onwards. As of 2021, adidas 
has further developed a coal replacement guideline to 
provide guidance and support for the supply chain’s 
transition from coal to renewable energy and other lower 
emission fuels. 

Renewable energy
adidas does report providing some suppliers with training 
and resources to help them transition to renewable ener-
gy, including in 2021 adidas funded technical expertise 
for solar rooftop feasibility studies in key sourcing coun-
tries such as Vietnam, Cambodia, China, Indonesia, and 
Myanmar. These studies covered 80% of the company’s 
main suppliers. The company does report providing finan-
cial support or incentives to make the energy transition, 
such as contractually securing additional capacity. adidas 
developed a “Decarbonization Manifesto” for all of its fin-
ished goods and materials manufacturers and suppliers, 
which includes renewable energy. The company does not 
currently require suppliers to use renewable energy as a 
condition of contract but will do from 2025.

Supplier transparency and commitments
adidas does require its suppliers to disclose GHG emis-

sions data and it does require Tier 1 and Tier 2 suppliers 
to set GHG emissions reduction targets or set sci-
ence-based emissions reduction targets, but it does not 
require suppliers to provide facility level data. 

D-	 Low-carbon and longer  
	 lasting materials
 
Eliminating fossil fuel fabrics
adidas has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
adidas has not made a public policy to ban the sourcing 
of leather from the Amazon Biome, but the company 
does have processes in place to avoid leather sourced 
from deforested regions, including a partnership with the 
Leather Working Group that covers 90% of adidas leather 
material. adidas was found to be at high risk of sourc-
ing leather from deforestation in the Amazon Biome in 
Stand’s Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
It is not discernible that adidas is working to increase 
closed-loop apparel-to-apparel recycling for synthetics or 
plant-based fibres, instead focusing on a goal to source 
100% recycled polyester from non-textile sources by 
2024 which does not contribute to reducing textile waste.  
adidas has not committed to reduce the impact of its 
raw materials sourcing by switching to organic cotton or 
cotton sourced from regenerative agriculture by 2030, al-
though it does report sourcing 100% Better Cotton”since 
2018.

Increasing circularity:
adidas is partially acting to increase circularity and 
address overproduction by policies to improve circularity 
by increasing its take back program in global markets and 
launching the “Made to be Remade” label for garments to 
be returned to fabric circularity, though it is not clear how 
this will contribute to reducing production.

Transparency
adidas does not publicly report its material mix, its vol-
ume of deadstock. But it does report how it manages or 
disposes of its deadstock to reduce waste.
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Shipping climate commitments and reporting
adidas did report its shipping emissions in 2020 and 
2021. However, the 2019 shipping emission data is not 
available. And only shipments from Tier 1 suppliers to 
its distribution centers were counted in supply chain 
emissions. It does include shipping emissions in its GHG 
reduction targets. adidas does not provide a breakdown 
of its transportation methods.  

Reducing upstream shipping emissions
adidas does have a policy to avoid aviation and commit 
to slower shipping methods such as maritime, rail and 
land. The company does not report a near-term plan to 
ship its cargo via cleaner methods.  It reported a signifi-
cant (27.9%) increase in its upstream transportation and 
distribution emissions from 2020 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
adidas has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030.  The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

adidas has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

D	 Advocacy

adidas engaged in some proactive advocacy during the 
2023 Scorecard period, including supporting the publica-
tion of a EuroCham position paper on renewable energy 
in Cambodia. The paper pushes the government to 
refocus on renewable energy, remove capacity charges, 
and promotes rooftop solar in addition to private PPAs. 
adidas signed on to a letter with 68 other companies to 
the German government advocating for a comprehensive 
climate neutrality implementation plan. adidas is also 
part of the Fashion Pact, a global initiative of companies 
committed to common environmental goals. 

Engagement with scorecard: 
adidas provided feedback on the 2023 Scorecard.

Sources
•	 “adidas and Allbirds: From Competitors to Co-Creators,” 2021. https://

www.gameplan-a.com/2021/12/adidas-and-allbirds-from-competi-
tors-to-co-creators/.

•	 “adidas Annual Report 2021,” March 9, 2022. https://report.adi-
das-group.com/2021/en/servicepages/downloads/files/annual-re-
port-adidas-ar21.pdf.

•	 “adidas CDP,” 2020.
•	 “adidas CDP,” 2021.
•	 “adidas CDP,” 2022.
•	 “adidas Global Suppliers: Primary Suppliers And Subcontractors,” 

July 2022. https://www.adidas-group.com/media/filer_pub-
lic/5c/68/5c68eb4e-7d28-4440-911e-4718165bd9ae/2022_july_adi-
das_global_suppliers.xlsx.

•	 “An Implementation Programme for Climate Neutrality. Now.,” 
October 2021. https://klimawirtschaft.org/wp-content/up-
loads/2022/02/20211011_S2G_Unternehmensappell_ENG.pdf.

•	 “Biodiversity,”, https://www.adidas-group.com/en/sustainability/envi-
ronmental-impacts/biodiversity/.

•	 “Climate Change and Decarbonization,”, https://www.adidas-group.
com/en/sustainability/environmental-impacts/climate-change-and-de-
carbonization/.

•	 “Engagement with Stakeholders,”, https://www.adidas-group.com/
en/sustainability/focus-sustainability/engagement-stakeholders/#/
policy-influence/.

•	 “More Sustainable Materials and Circular Services,”, https://www.adi-
das-group.com/en/sustainability/environmental-impacts/more-sus-
tainable-materials-and-circular-services/.

•	 “Our Targets,”, https://www.adidas-group.com/en/sustainability/fo-
cus-sustainability/our-targets/.

•	 “Position Paper on Renewable Energy in Cambodia,” August 2022. 
https://www.eurocham-cambodia.org/uploads/4f977-positionpaper-
onrenewableenergycambodia.pdf.

•	 “Reporting,”, https://www.adidas-group.com/en/sustainability/trans-
parency/reporting/.

•	 “Strategic Focus Area and Targets,”, https://report.adidas-group.
com/2021/en/group-management-report-our-company/sustainability/
strategic-focus-area-and-targets.html.

•	 “Supplier Lists,”, https://www.adidas-group.com/en/sustainability/
transparency/supplier-lists/.

•	 “Updated Statement on the Sourcing of Leather from Brazil,” 2009. 
https://www.adidas-group.com/en/media/news-archive/press-releas-
es/2009/updated-statement-sourcing-leather-brazil/.
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 412.41% increase*

2020-2021.  
Aldo did not report a break-
down of its Scope 3 emis-
sions in 2019.

D-

ALDO has made limited progress towards addressing its 
climate impacts within its own operations. It has commit-
ted to 100% renewable energy for its stores and offices, 
but continues to fall short in reducing the far greater cli-
mate impacts of its supply chain. The company  reported 
increasing its supply chain emissions by more than 400% 
between 2020 and 2021. ALDO desperately needs to 
increase its weak intensity-based Scope 3 emissions tar-
get. ALDO has begun to report more data about its supply 
chain emissions footprint, but does not provide a supplier 
list or report its supply chain energy data. The company 
performed poorly on supplier engagement. ALDO is also 
lagging behind its peers in reducing the climate impact of 
its raw materials, although it has taken the important step 
of banning the use of leather from the Amazon Biome to 
avoid links to deforestation in that region. ALDO should 
focus urgently on setting ambitious supply chain targets 
as well as engaging actively and supportively with its sup-
pliers as a priority to curb its supply chain emissions.

C 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
ALDO has set an emissions reduction target for its own 
operations of 40% by 2030.
The company has also committed to reducing 30% of car-
bon emissions per pair of shoes by 2030 in comparison 
to 2016 levels. These targets are not in line with the 55% 
reduction required.

Renewable energy:
ALDO has not set a public renewable energy target in its 
own operations, though as a member of the UN Fashion 
Charter has committed to reach 100% renewable electric-
ity in its own operations by 2030. ALDO has not commit-
ted to using electricity that is additional to the grid.
ALDO has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a member of the UN Fashion Charter, ALDO has 
committed to phase out coal-fired boilers from its supply 
chain by 2030 to reduce air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
ALDO publicly reports GHG emissions in its own opera-
tions and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
ALDO does publicly report its energy use for its own op-
erations, and it does report a breakdown of its renewable 
energy use and how that energy is sourced to the CDP.
For its supply chain, ALDO does not publicly report its en-
ergy use, or provide a breakdown of its suppliers’ renew-
able energy use and how that energy is sourced.

Suppliers:
ALDO does not provide a list of its suppliers.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
ALDO provides its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including supporting some of its major suppliers in 
increasing energy efficiency in their facilities. ALDO does 
not report providing its major suppliers with financial 
incentives for energy efficiency measures, and does not 
require them to make energy savings as a condition of 
contract. 

Thermal Coal phase-out:
ALDO does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
ALDO does report providing its suppliers with training and 
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but does not provide details. The company does not re-
port providing financial support or incentives to make the 
energy transition, and does not require suppliers to use 
renewable energy as a condition of contract.

Supplier transparency and commitments
ALDO does require its Tier 1 suppliers to disclose GHG 
emissions data but does not require them to set GHG 
emissions reduction targets, and it does not require sup-
pliers to provide facility level data via the Higg Index. 

D+ 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
ALDO has not made any commitments to phase out fos-
sil fuel based materials.

Climate commitments to zero deforestation
ALDO has made a public policy to ban the sourcing of 
leather from the Amazon Biome.

Climate commitments to circularity and low-carbon 
materials

Low-carbon materials:
Although ALDO set a target to improve the use of sus-
tainable materials in its collection, it has not committed 
to increasing closed-loop apparel-to-apparel recycling for 
synthetics. ALDO has not committed to reduce the im-
pact of its raw materials sourcing by switching to organic 
cotton or cotton sourced from regenerative agriculture by 
2030, although it is investing in emerging materials, such 
as renewable plant based materials.

Increasing circularity:
ALDO is taking some small steps to increase circularity 
by using recycled materials and encouraging customers’ 
donation, but it is not doing enough to address overpro-
duction by policies to improve the repairability, resale, 
durability and recyclability of its products.

Transparency
ALDO does not publicly report its material mix, or its 
volume of deadstock. But it does provide information 
on how it manages or disposes of deadstock to reduce 
waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
ALDO did report its shipping emissions in 2020 and 2021. 

However, the 2019 shipping emission data is not avail-
able. ALDO does not have a target to reduce its upstream 
transportation emissions, and does not provide a break-
down of its transportation methods.

Reducing upstream shipping emissions
ALDO has a general goal to reduce GHG emissions from 
supply chain transportation, but it has not set a specific 
target with timeline. ALDO does have a policy to avoid 
aviation and commit to slower shipping methods such as 
maritime, rail and land. But the company does not report 
having a near-term plan to ship its cargo on cleaner 
vessels and import through greener ports. ALDO reported 
a 49.53% increase in its upstream transportation and 
distribution emissions from 2020 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
ALDO has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030.  The company has not used 
its voice publicly to advocate for Zero Emission Shipping.
ALDO has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy
ALDO does not adequately participate in renewable 
energy advocacy on the international stage. This lack of 
leadership results in a failing score in this category. How-
ever, ALDO is a participant of the Fashion Pact, a global 
initiative of companies committed to common environ-
mental goals.

Engagement with scorecard: 
ALDO provided feedback on the 2023 Scorecard.

Sources
•	 “2020-2021 Corporate Social Responsibility Brochure,”, https://cdn.

metrio.net/clients/aldo/2020-2021_CSR_Brochure.pdf.

•	 “ALDO CDP,” 2021.

•	 “ALDO CDP,” 2022.

•	 “ALDO Group CSR - Animal Welfare,”, https://responsibility.aldogroup.

com/indicators/planet/product/animal_welfare?locale=en.

•	 “ALDO Group CSR - Carbon Footprint – Transport Efficiency,”, https://

responsibility.aldogroup.com/indicators/planet/carbon_footprint/

transport_efficiency.

•	 “ALDO Group CSR - Low-carbon Strategy,”, https://responsibility.

aldogroup.com/indicators/planet/carbon_footprint/low_carbon_strat-

egy?locale=en.

•	 “Give Back Box,”, https://www.aldoshoes.com/ca/en/give-back-box?g-

clid=EAIaIQobChMIspD_jILA_AIV5P3jBx2GegPyEAAYASAAEgJbaPD_

BwE&gclsrc=aw.ds.
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Allbirds is taking some action to address its climate im-
pacts, although it has not made significant progress since 
the 2021 Scorecard. Allbirds’ 42% GHG emissions targets 
are still short of the 1.5 °C pathway, although its commit-
ments to 100% renewable energy in its own operations 
and Tier 1 supply chain are important. However, Allbirds 
does not report on the energy or renewable energy use 
of its supply chain, which is essential to provide trans-
parency into the company’s progress in decarbonising. 
Additionally, Allbirds does not disclose information about 
providing its suppliers with financial support or incentives 
to help them transition to renewable energy. Although 
Allbirds has not committed to phasing out fossil fuel 
derived materials, it has made progress on reducing the 
impact of its raw materials. It has committed to: regener-
ative farming, sourcing 100% certified renewable resourc-
es, and replacing leather with plant-based alternatives. 
The company has set the important goal of doubling 
the lifetime of its products and reducing waste. Allbirds 
should focus on increasing its supplier engagement on 
renewable energy and providing greater transparency into 
its supply chain energy use and engagement.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Allbirds has set an absolute emissions reduction tar-
get for Scope 1, 2, and 3 of 42% by 2030 from a 2020 
baseline. This target is still short of the 55% reduction 
required.

Renewable energy:
Allbirds has set a renewable energy target in its own oper-
ations of 100% by 2025, and it will reach the goal through 
a combination of on-site renewables, utility programs, 

and purchasing of renewable energy credits.
Allbirds has also set a target of 100% renewable energy 
for its Tier 1 supply chain by 2030, which is an essential 
first step for decarbonising its manufacturing.

Coal phase-out:
As a member of the UN Fashion Charter Allbirds has 
committed to phase out coal-fired boilers from its supply 
chain by 2030 to reduce air pollution and cut emissions, 
though it lacks a public target.

Climate and energy transparency
GHG emissions:
Allbirds publicly reported GHG emissions in its own oper-
ations, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use: 
Allbirds does publicly report its energy use for its own op-
erations, including a breakdown of its renewable energy 
use but does not report how that energy is sourced.
For its supply chain, Allbirds does not publicly report its 
energy use, a breakdown of its suppliers’ renewable ener-
gy use or how that energy is sourced.

Suppliers:
Allbirds does not publish a supplier list.

D- 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Allbirds states that it provides its suppliers with training 
and resources to help them make energy efficiency im-
provements. Allbirds does not report providing its major 
suppliers with financial incentives for energy efficiency 
measures, and does not require them to make energy 
savings as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown 
not reported.D+
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Allbirds does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Allbirds does report providing its suppliers with training 
and resources to help them transition to renewable ener-
gy, but does not provide details.  And there is no updated 
information on engagement for 2021.  The company does 
not report providing financial support or incentives to 
make the energy transition and does not require suppliers 
to use renewable energy as a condition of contract.

Supplier transparency and commitments
Allbirds does require its Tier 1 suppliers to disclose GHG 
emissions data and provide facility level data via the Higg 
Index, but it does not require them to set GHG emissions 
reduction targets. 

C 	 Low-carbon and longer
	 lasting materials

Eliminating fossil fuel fabrics
Allbirds has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Although Allbirds has not made a public policy to ban 
the sourcing of leather from the Amazon Biome, it does 
not source any leather products and it only sources FSC 
certified wood based products.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
It is not discernible that Allbirds is acting to increase 
closed-loop apparel-to-apparel recycling for synthetics 
materials through innovation or investment, or from 
natural fibres by using recycled cotton from textile waste. 
Allbirds has committed to reduce the impact of its raw 
materials sourcing by switching to organic cotton and 
regenerative wool by 2025.

Increasing circularity:
Allbirds is acting to increase circularity by doubling the 
lifetime of its footwear and apparel products and launch-
ing a resale program, as well as using design principles 

to improve recyclability and reduce waste. Now Allbirds 
needs to set clear goals on how increasing circularity will 
reduce production.

Transparency
Allbirds does publicly report its material mix, but it does 
not report the volume of materials. It does not report its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Allbirds does not report its shipping emissions annually. 
But it does provide a breakdown of its transportation 
methods. It does include shipping emissions in its GHG 
reduction targets.

Reducing upstream shipping emissions
Allbirds does have a policy to avoid aviation and commit 
to slower shipping methods by using over 95% ocean 
shipping by the end of 2025. The company does not have 
a near-term plan to ship its cargo via cleaner methods.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Allbirds has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030.  The company has not used 
its voice publicly to advocate for Zero Emission Shipping.
Although Allbirds has yet to commit to transitioning its 
last mile delivery to zero emission vehicles, it is experi-
menting with EVs for last mile delivery.

D 	 Advocacy

Allbirds has signed a joint statement to the government 
of Vietnam advocating for the creation and implemen-
tation of Power Development Plan VIII. This plan must 
prioritise renewable energy investment while also acceler-
ating the country’s clean energy transition. Allbirds signed 
on to the We Mean Business Coalition letter to the G20 to 
enact policy to keep within the 1.5°C limit. 

Engagement with scorecard: 
Allbirds provided feedback on the 2023 Scorecard.
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•	 “A Climate Neutral Certified Brand,”, https://www.climateneutral.org/

brand/allbirds.

•	 “Allbirds 2021 Annual Report,” 2022. https://ir.allbirds.com/static-

files/491c7508-2d6d-4c34-ac16-01b14f1c8b37.

•	 “Allbirds 2021 Flight Status,” October 2022. https://ir.allbirds.com/

static-files/2205f309-971d-47bb-960f-de86c185f3d6.

•	 “Allbirds Commitment to Protect Forests Through Our Fabrics Choic-

es,” March 6, 2018. https://cdn.shopify.com/s/files/1/1104/4168/

files/180202_-_CanopyStyle_-_Allbirds_policy_vFINAL.

pdf?12877821401094079415.

•	 “Allbirds Sustainability Report 2020,” September 10, 2021. https://cdn.

allbirds.com/image/upload/v1625161698/marketing-pages/Allbirds_

Sustainability_Report_2020.pdf.

•	 “COP26: Businesses Urge World Leaders to Keep 1.5°C Alive - We 

Mean Business Coalition,” 2021. https://www.wemeanbusinesscoali-

tion.org/g20-2021/.

•	 “Drawdown Labs Year in Review: Accelerating the Moment of 

Drawdown,” December 22, 2021. https://www.drawdown.org/news/

insights/drawdown-labs-year-in-review-accelerating-the-moment-of-

drawdown.

•	 “ESG Factsheet,” December 9, 2021. https://ir.allbirds.com/static-files/

b6a58d9c-e2e9-4ab2-8c02-f5505aefe986.

•	 “Joint Statement of Support for High-Ambition Power Development 

Planning in Vietnam.” Clean Energy Investment Accelerator, November 

17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-

d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/

CEIA%20Vietnam%20Joint%20Statement%20to%20GVN_2021.11.17.

pdf.
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This is the first year that Amazon has been included in 
the Fossil-Free Fashion Scorecard. The global retail giant 
is now the biggest clothing retailer in the US by a large 
margin, followed by fellow retailer Walmart. Despite its 
market dominance and massive climate impact, Amazon 
performed very poorly across this scorecard’s five cate-
gories. It was the worst performing of the three retailers 
assessed. The company failed to set absolute emissions 
reduction targets, and offers very limited transparency 
into its emissions breakdown, energy use and supplier 
engagement. It has no discernible goals to reduce the 
climate impact of its raw materials sourcing. Shipping is 
a huge category for the three retailers in this scorecard, 
and despite having set a target of Zero Emission Vessels 
by 2040, which is too late, Amazon reported a huge in-
crease in its emissions now and cited very limited actions 
to bring them down. Amazon needs to improve in all 
the assessment areas, but should begin by significantly 
improving its dismal transparency.

D+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Amazon has set a net zero target for its entire value chain 
by 2040, but has not set an absolute reductions target of 
55% by 2030.

Renewable energy:
Amazon has set a renewable energy target in its own 
operations of 100% by 2025, and has committed to using 
electricity that is additional to the grid. 

Amazon has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
Amazon has not publicly set a target to phase out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Amazon publicly reports GHG emissions in its own 
operations and in its supply chain, and provides a limited 
breakdown of its Scope 3 emissions.

Energy use:
Amazon publicly reports its renewable energy sourcing 
for its own operations, but does not provide its overall 
energy use.

For its supply chain, Amazon does not publicly report its 
suppliers’ energy use, renewable energy use or how that 
energy is sourced.

Suppliers:
Amazon provides a partial supplier list to Tier 1 or 2.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Amazon does not report providing its apparel suppliers 
with training and resources to help them make ener-
gy efficiency improvements. Amazon does not report 
providing its major suppliers with financial incentives for 
energy efficiency measures, and “encourages” but does 
not require them to make energy savings as a condition 
of contract. 

Thermal Coal phase-out:
Amazon does not require suppliers to reduce thermal 
coal demand in their manufacturing processes, or set a 
cut off for onboarding new suppliers with thermal coal 
boilers.

TOTAL SCORE EMISSIONS CHANGE

 33.18% increaseD-
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Amazon does not report providing its suppliers with train-
ing and resources to help them transition to renewable 
energy.  The company does not report providing finan-
cial support or incentives to make the energy transition, 
but does provide the SME Climate Hub which supports 
businesses “like those in its supply chain” to reduce their 
emissions. Amazon does not require suppliers to use 
renewable energy as a condition of contract.

Supplier transparency and commitments
Amazon “encourages” but does not require its suppliers 
to provide facility level data via the Higg Index and annu-
ally report GHG emissions, and does not currently require 
suppliers to  set GHG emissions reduction targets.

F 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Amazon has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Amazon has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing 
to deforestation, and the company does not apparently 
have processes in place to avoid leather sourced from 
deforested regions.  Amazon also does not have a gen-
eral policy against contributing to deforestation through 
other materials including cellulose-based fabrics, but has 
invested in programs to end Amazonian deforestation 
through the Climate Pledge.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Amazon has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials. Amazon has committed to reduce the impact 
of its raw materials sourcing by increasing the amount of 
organic, recycled or Better Cotton, but has not committed 
to switching to organic cotton or cotton sourced from 
regenerative agriculture by 2030.

Increasing circularity:
Amazon is not acting to increase circularity and address 
overproduction by policies to improve the repairability, 
resale, durability and recyclability of its clothes. Amazon 
offers some product repair and refurbishment, but this 
service is not available for apparel.

Transparency
Amazon does not publicly report its material mix, its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

D+ 	 Greener Shipping

Shipping climate commitments and reporting
Amazon does not explicitly report its shipping emissions, 
and does not provide a breakdown of its transportation 
methods, but shipping is included in its net zero target.

Reducing upstream shipping emissions
Amazon does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land, but does report having purchased sustain-
able fuel made from waste cooking oil to reduce ship-
ping emissions in ocean shipping, working with Maersk 
EcoDelivery to reduce marine shipping emissions, and 
investing in low-carbon aviation fuel. However, Amazon 
reported a massive 44.7% increase in its related third-par-
ty transportation, packaging, and upstream energy emis-
sions from 2019 to 2022.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Amazon has committed to transitioning to zero emis-
sions vessels (ZEV), though its target is still too slow at 
10% of shipments by 2030 and 100% by 2040.
Amazon has committed to transitioning its last mile 
delivery to zero emission vehicles, with 50% of shipments 
made with net-zero carbon by 2030.

B 	 Advocacy

Amazon is in coalition with 39 other companies to sign 
on to the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This Intent calls for a global clean energy 
transition in partnership with governments, non-profits, 
and other organizations. This collective action has the 
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infrastructure. Additionally, Amazon joined 11 other 
companies in a joint Clean Energy Demand Initiative 
letter of intent with the Philippines government. CEDI 
looks to energise private sector investment by leveraging 
both governmental policy and corporate clean energy 
commitments that grow renewable energy purchasing.  
Amazon also signed a statement of mutual aspiration 
encouraging the government of Indonesia to accelerate 
a renewable energy transition to achieve at least 50% RE 
energy mix by 2045. Amazon receives a high score in this 
category for effectively using its platform to advocate for 
a clean energy transition.

Engagement with scorecard: 
Amazon responded, but did not provide feedback.

Sources
•	 “Amazon Is the Biggest Clothing Retailer in the U.S. It’s Way Ahead 

of No. 2.,” March 23, 2022. https://www.barrons.com/articles/ama-
zon-apparel-footwear-walmart-51648049793.

•	 “Amazon Pledges Support to Forests and Communities in the Brazilian 
Amazon,” September 2, 2021. https://www.aboutamazon.com/news/
sustainability/amazon-pledges-support-to-forests-and-communi-
ties-in-the-brazilian-amazon.

•	 “Delivering Progress Every Day - Amazon’s 2021 Sustainability Report,” 
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port.pdf.

•	 “Delivering Shipment Zero, a Vision for Net Zero Carbon Shipments,” 
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While the majority of sportswear companies assessed 
in this scorecard have made progress since the 2021 
Scorecard, Amer Sports is still lagging far behind  in tack-
ling its climate emissions and reported a 30% increase 
in supply chain emissions between 2020 and 2021. The 
company has not yet set any group-level GHG emissions 
or renewable energy targets, which it should do as a 
priority , although several of its sub-brands (e.g. Arc’teryx, 
Salomon) have their own targets. Amer Sports provides 
limited information relating to its supplier engagement 
policies, but in a sign of positive movement it joined the 
Supply Chain Decarbonisation Project in 2021. Through 
participation in this project, it is beginning the process of 
assessing its supply chain in order to help them transi-
tion to renewable energy in future. If it’s serious about 
addressing its climate impacts and keeping pace with its 
competitors, Amer Sports should set group-level GHG tar-
gets and report transparently on its progress in engaging 
its supply chain on phasing out fossil fuels.

D- 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Amer Sports has not yet set a group-level emissions 
reduction target for its own operations or its supply chain, 
which is not in line with keeping warming below 1.5°C.

Renewable energy:
Amer Sports has not set a renewable energy target in its 
own operations, although it reports purchasing RECs to 
reduce emissions.

Amer Sports has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase-out:
Amer Sports has not publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions.

Climate and energy transparency

GHG emissions:
Amer Sports publicly reports GHG emissions in its own 
operations and its supply chain. The company does pro-
vide a full breakdown of its Scope 3 emissions.

Energy use:
Amer Sports does publicly report its energy use for its 
own operations, including providing a breakdown of its 
renewable energy use and how that energy is sourced.
For its supply chain, Amer Sports does not publicly report 
its energy use, and does not provide a breakdown of its 
suppliers’ renewable energy use or how that energy is 
sourced.

Suppliers:
Amer Sports provides a partial supplier list to Tier 1.

D- 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Amer Sports does not report providing its suppliers with 
training and resources, or financial support to help them 
make energy efficiency improvements, and does not 
require them to make energy savings as a condition of 
contract. 

Thermal Coal phase-out:
Amer Sports does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

TOTAL SCORE

D-

Arc'teryx, Salomon, Atomic

EMISSIONS CHANGE

30.18% increase*

2020-2021
Amer Sports did not report 
a breakdown of its Scope 3 
emissions in 2019.



BR
AN

D
 SCO

R
ES

54Renewable energy
Amer Sports joined the European Outdoor Group Supply 
Chain Decarbonisation Project in 2021 through which it 
reports beginning the process of assessing its supplier 
networks in order to provide its suppliers with training 
and resources to help them transition to renewable ener-
gy, and ultimately support their transition with financing in 
the future. Amer Sports does not require suppliers to use 
renewable energy as a condition of contract.

Supplier transparency and commitments
Amer Sports does require its Tier 1 and Tier 2 suppliers 
to disclose GHG emissions data and provide facility level 
data via the Higg Index. But it does not require them to 
set GHG emissions reduction targets.

F 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Amer Sports has not made any commitments to phase 
out fossil fuel based materials.

Climate commitments to zero deforestation
Amer Sports has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, and the company does not 
have processes in place to avoid leather sourced from 
deforested regions. Amer Sports also does not appear to 
have a general policy against contributing to deforesta-
tion through other materials including cellulose-based 
fabrics. Amer Sports brand Salomon was found to be at 
high risk of sourcing leather from deforested parts of the 
Amazon Biome in the Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Amer Sports has not committed to increase closed-loop 
apparel-to-apparel recycling for synthetics and plant-
based materials. Amer Sports has not committed to re-
duce the impact of its raw materials sourcing by switch-
ing to organic cotton or cotton sourced from regenerative 
agriculture by 2030.

Increasing circularity:
Amer Sport is acting minimally to increase circularity and 
address overproduction by policies to improve the repair-
ability, resale, durability and recyclability of its clothes, 
for example expanding its business model to establish 
product take back programs, repair services, and refur-
bished or second life products for further sale through its 
Arc’teryx brand.

Transparency
Amer Sports does not publicly report its material mix, its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Amer Sports reported its shipping emissions in 2020 
and 2021, but not in 2019. It does not target to reduce its 
upstream transportation emissions, and does not provide 
a breakdown of its transportation methods.

Reducing upstream shipping emissions
Amer Sports does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company also does not report having 
a near-term plan to ship its cargo via cleaner methods. It 
reported a 27.9% increase in its upstream transportation 
and distribution emissions from 2020 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Amer Sports has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Amer Sports has yet to commit to transitioning its last 
mile delivery to zero emission vehicles.

D 	 Advocacy

Amer Sports is in coalition with 39 other companies to 
sign the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This letter calls for a global clean energy 
transition in partnership with governments, non-profits, 
and other organizations. Amer Sports has also signed a 
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for the creation and implementation of Power Develop-
ment Plan VIII. This plan must prioritise renewable energy 
investment while also accelerating the country’s clean 
energy transition. While Amer Sports has taken steps 
forward on this issue, the company has room to grow in 
their international leadership on renewable energy within 
the fashion industry. 

Engagement with scorecard: 
Amer Sports provided feedback on the 2023 Scorecard.

Sources
•	 “Amer CDP,” 2020.
•	 “Amer CDP,” 2021.
•	 “Amer CDP,” 2022.
•	 “Amer Sports Major Finished Goods Suppliers List,” February 2022. 

https://www.amersports.com/wp-content/uploads/2022/08/Am-
er-Sports-finished-goods-suppliers-2022.pdf.

•	 “Amer Sports Sustainability Report 2021,” May 18, 2022. https://www.
amersports.com/wp-content/uploads/2022/09/Amer_Sports_Sustain-
ability_Report_2021.pdf.

•	 “European Outdoor Group Reports Progress in Ground-Breaking Sup-
ply Chain Decarbonisation Project,” December 9, 2021. https://www.
europeanoutdoorgroup.com/articles/european-outdoor-group-re-
ports-progress-in-ground-breaking-supply-chain-decarbonisation-proj-
ect.

•	 “Global CEDI Statement of Intent.”
•	 “Joint Statement of Support for High-Ambition Power Development 

Planning in Vietnam.” Clean Energy Investment Accelerator, November 
17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-
d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/

CEIA+Vietnam+Joint+Statement+to+GVN_2021.11.17.pdf.
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25.61% increase 

2020-2021
(no 2019 data available)

D+

To reduce air pollution and cut emissions, American Ea-
gle Outfitters (AEO) has taken the important step of pub-
licly setting a target to phase out coal fired boilers from 
its supply chain by 2030 and requiring suppliers to reduce 
thermal coal demand in their manufacturing processes. 
However, AEO has not reported providing any financial 
support for its suppliers to transition to renewable energy, 
and does not actively engage in policy advocacy in 
deploying renewable energy. The company reported an 
increase in GHG emissions from both purchased goods 
and services and upstream transportation and distri-
bution from 2020 to 2021. To keep up with its other big 
brands like H&M, the company should advocate for a re-
newable energy transition in key manufacturing countries, 
act faster to break away from fossil fuel derived materi-
als, and set a short-term green shipping target. 

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
AEO has set an emissions reduction target for its own 
operations of 80% by 2030 from a 2018 baseline, which is 
in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 40% by 2030 from a 2018 baseline. 
This target is not in line with the 55% reduction required.

Renewable energy:
AEO has set a renewable energy target in its own opera-
tions of 100%, though it is not clear whether the energy 
will be additional to the grid.

AEO has yet to set a target of 100% renewable energy for 
its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
AEO has publicly set a target to phase out coal-fired boil-
ers from its supply chain by 2030 to reduce air pollution 
and cut emissions.

Climate and energy transparency
GHG emissions:
AEO publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions. 

Energy use:
AEO does publicly report its energy use for its own opera-
tions, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, although AEO obtains supplier 
energy data, it does not publicly report its energy use, and 
does not provide a breakdown of its suppliers’ renewable 
energy use or how that energy is sourced.

Suppliers:
AEO does not provide a supplier list.

C- 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
AEO does provide its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including piloting Clean by Design. AEO does report 
providing its major suppliers with financial incentives for 
energy efficiency measures through the Aii Carbon Lead-
ership Program for suppliers who reduce their operational 
emissions. But it does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
AEO does require suppliers to reduce thermal coal de-
mand in their manufacturing processes.
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AEO does report providing its suppliers with training and 
resources to help them transition to renewable energy, 
including through the Carbon Leadership Program, but 
the company does not report providing financial support 
or incentives to make the energy transition. It does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
AEO does require its major suppliers to disclose GHG 
emissions data and does require them to set GHG 
emissions reduction targets, and it does require its major 
suppliers to provide facility level data via the Higg Index.

D 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
AEO has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
AEO has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing 
to deforestation. But the company does have a commit-
ment to eliminate materials such as leather and viscose 
sourced from practices that contribute to deforestation 
by 2030. AEO was found to be at high risk of sourcing 
leather from deforestation in the Amazon Biome accord-
ing to the Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
AEO has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics, and although it 
has a goal to increase its use of recycled cotton it is not 
clear that it will be derived from textile recycling. AEO has 
not committed to reduce the impact of its raw materials 
sourcing by switching to organic cotton or cotton sourced 
from regenerative agriculture by 2030, although it does 
have a goal to source 100% “more sustainable” cotton – 
which includes recycled, organic and “Better Cotton” – by 
2023.

Increasing circularity:
AEO is acting slowly to increase circularity with a limited 
jean take-back program, but needs to do more to reduce 
production by improving durability, repair, resale and 
recycling.

Transparency
AEO publicly reports its material mix and the volume of 
materials. But it does not report its volume of deadstock 
and how it manages its deadstock.

F 	 Greener Shipping

Shipping climate commitments and reporting
AEO does report its shipping emissions annually, but 
does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
AEO does not have a policy to avoid aviation and commit 
to slower shipping methods such as maritime, rail and 
land. The company does not report having a near-term 
plan to ship its cargo via cleaner methods. American 
Eagle Outfitter’s transportation emissions tripled in 2021 
compared with the previous year.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
AEO has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.
AEO has yet to commit to transitioning its last mile deliv-
ery to zero emission vehicles.

F 	 Advocacy

It is not discernable that AEO participated in advocacy 
efforts over the 2023 Scorecard period urging policy mak-
ers to promote and support increasing renewable energy 
supply, especially in supply chain countries, or stronger 
emissions reduction.

Engagement with scorecard: 
American Eagle Outfitters provided feedback on the 2023 
Scorecard.
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Armani has still not committed to reducing thermal coal 
burning in the manufacturing processes of its supply 
chain. Nor has the company pledged to source 100% 
renewable energy in its supply chain by 2030. Armani 
has also not reported providing any financial support for 
its suppliers to put in place energy efficiency measures 
or help them transition to renewable energy. Armani did 
report some progress in reducing the impact of its trans-
portation and shipping, with policies to pilot low-carbon 
shipping methods resulting in its upstream transportation 
and distribution emissions reducing significantly from 
2019 to 2021.  To keep up with its competitor Kering, 
Amarni should effectively engage with its suppliers to 
transition to renewable energy and advocate for its urgent 
renewable energy needs with key decision makers to 
decarbonise its supply chain. It is also essential that the 
company increase transparency in supply chain emis-
sions and material mix.

C-	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
Armani has set a relatively high emissions reduction 
target for its own operations of 50% by 2030 from a 2019 
baseline, although it is still short of the 55% reduction 
required.
The company has also set an emissions reduction target 
for its supply chain of 42% by 2029 from a 2019 base-
line. This target is also not in line with the 55% reduction 
required.

Renewable energy:
Armani has set a renewable energy target in its own 
operations of 100% for the Group’s European offices and 
stores by 2025, but there is no global target. And It is not 
clear whether the energy will be additional to the grid.

Armani has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
Armani has not publicly set a target to phase out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Armani publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Armani does publicly report its energy use for its own 
operations, but it does not provide a breakdown of its 
renewable energy use and how that energy is sourced.
For its supply chain, Armani does not publicly report its 
energy use, a breakdown of its suppliers’ renewable ener-
gy use or how that energy is sourced.

Suppliers:
Armani does not provide a supplier list.

F 	 Renewable energy and  
	 energy efficient manufacturing

Energy efficiency
Armani does not report providing its suppliers with train-
ing and resources or financial support to help them make 
energy efficiency improvements. But it does require them 
to make energy savings as a condition of contract. 

Thermal Coal phase-out:
Armani does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

TOTAL SCORE EMISSIONS CHANGE

11.57% decreaseD-
Giorgio Armani, Emporio Armani
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Armani does not report providing its suppliers with train-
ing and resources to help them transition to renewable 
energy.  The company does not report providing financial 
support or incentives to make the energy transition, and 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
Armani does require its suppliers to disclose GHG emis-
sions data but does not require them to set GHG emis-
sions reduction targets, and it does not require suppliers 
to provide facility level data via the Higg Index. 

D 	 Low-carbon and 
	 longer lasting materials

Eliminating fossil fuel fabrics
Armani has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Armani has made a public policy to ban the sourcing of 
leather from the Amazon Biome, however, Armani was 
found to be at high risk of sourcing leather from defor-
estation in the Amazon Biome according to the Nowhere 
to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Armani has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials. Armani has not committed to reduce the im-
pact of its raw materials sourcing by switching to organic 
cotton or cotton sourced from regenerative agriculture by 
2030, but its supplier code of conduct includes a prefer-
ence for “sustainable” or recycled materials.

Increasing circularity:
Armani does not share information about how it is acting 
to increase circularity and address overproduction by 
policies to improve the repairability, resale, durability and 
recyclability of its clothes.

Transparency
Armani does not publicly report its material mix, its vol-
ume of deadstock or how it manages or disposes of its 
deadstock to reduce waste.

D	 Greener Shipping

Shipping climate commitments and reporting
Armani does report its shipping emissions annually and 
does include shipping emissions in its GHG reduction 
targets. But it does not provide a breakdown of its trans-
portation methods.

Reducing upstream shipping emissions
Armani does report having a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company does not share information 
about near-term strategies to ship its cargo via cleaner 
methods, but it did report a 77.1% drop in its upstream 
transportation and distribution emission from 2019 to 
2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Armani has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Armani has not committed to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy

While Armani is part of the Fashion Pact, a global initia-
tive of companies committed to common environmental 
goals, this is a minimal effort on the part of the compa-
ny. Armani should do more to play a part in advocating 
for renewable energy in the countries that produce its 
products. 

Engagement with scorecard:  
Armani did not respond to requests.

Sources
•	 “Armani CDP,” 2022.

•	 “Armani Sustainability Code For Suppliers,”, https://ddf95m9s3iunr.

cloudfront.net/wp-content/uploads/2022/01/ARMANI_SUSTAINABILI-

TY_CODE_FOR_SUPPLIERS.pdf.

•	 “Fashion Taskforce,”, https://www.sustainable-markets.org/taskforc-

es/fashion-taskforce/taskforces/fashion-taskforce.

•	 “The Armani Group and Sustainability Report 2021,” November 2022. 

https://ddf95m9s3iunr.cloudfront.net/wp-content/uploads/2022/11/

Sustainability-Report-2021-Armani-Group-EN-1.pdf.
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ASICS remains ahead of most athletic brands in the 2023 
Scorecard, having both set strong GHG emissions reduc-
tion targets in line with a 1.5°C pathway, and established 
a Tier 1 renewable energy target of 85%. Its efforts have 
resulted in a 10% reduction in supply chain emissions 
since 2019. Now ASICS needs to disclose the energy 
footprint and attributes of its supply chain in order to pro-
vide better transparency into its progress. ASICS reports 
working closely with its Tier 1 suppliers on switching to 
renewable energy, including by providing training and 
incentives and ultimately requiring its main suppliers to 
use renewable energy. However, it is unclear how much 
financial support is available to suppliers. The company 
should as a priority disclose information relating to its 
financial support to main suppliers. It is important that 
their suppliers are not disadvantaged by its renewable 
energy requirements. ASICS has pledged to replace virgin 
polyester with recycled alternatives, but it should focus 
on increasing natural or alternative fibres, or recycled 
materials from a closed-loop system, in order to reduce 
its dependence on fossil fuels.

B 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
ASICS has set an emissions reduction target for its own 
operations of 63% by 2030 from a 2015 base year, which 
is in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 63% by 2030 from a 2015 base 
year. This target is in line with the 55% reduction required 
to reduce supply chain emissions now.

Renewable energy:
ASICS has set a renewable energy target in its own opera-
tions of 100%, but the energy is a mix of additional to the 
grid and renewable energy credits. 
ASICS has also set a target of 85% renewable energy for 
its Tier 1 supply chain by 2030, which is an essential step 
for decarbonising its manufacturing.

Coal phase-out:
As a member of the UN Fashion Charter, ASICS has set a 
target to phase out coal-fired boilers from its supply chain 
by 2030 to reduce air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
ASICS publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions. 

Energy use:
ASICS does publicly report its energy use for its own op-
erations, including  a breakdown of its renewable energy 
use and how that energy is sourced.
For its supply chain, ASICS does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use or how that energy is sourced.

Suppliers:
ASICS provides a partial supplier list to Tier 1 or 2.

B- 	 Renewable energy and energy  
	 efficient manufacturing

Energy efficiency
ASICS provides its Tier 1 suppliers in Vietnam with train-
ing and resources to help them make energy efficiency 
improvements. ASICS does not report providing its major 
suppliers with financial incentives for energy efficiency 
measures, but has set a requirement for suppliers to 
continuously improve energy efficiency as a condition of 
contract. 

Thermal Coal phase-out:
ASICS does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

TOTAL SCORE EMISSIONS CHANGE

10.4% decreaseC
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ASICS does report providing its main suppliers with 
training and resources to help them transition to renew-
able energy, including one-on-one information sharing, 
training on renewable energy procurement opportunities, 
invitation to join the Clean by Design program and sharing 
best climate impact mitigation practices. The company 
does not report providing specific financial support or 
incentives to make the energy transition, but it does work 
directly with suppliers and feature climate performance in 
supplier awards schemes. Main suppliers are required to 
use renewable energy as a condition of contract.

Supplier transparency and commitments
ASICS requires its Tier 1 and Tier 2 suppliers to disclose 
GHG emissions data and for strategic suppliers to dis-
close facility level data and set GHG emissions reduction 
targets.

D+ 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
ASICS has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
ASICS has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, but the company does have some pro-
cesses in place to avoid leather sourced from deforested 
regions. 

ASICS was found to be at high risk of sourcing leather 
from deforestation in the Amazon Biome according to the 
Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials: 
ASICS reports acting to increase closed-loop textile 
recycling of synthetic and plant based fibres through 
investing in innovation, but does not report details or 
set specific targets. ASICS has committed to replace all 
virgin polyester materials used in apparel and footwear 
with recycled alternatives by 2030. ASICS has not com-

mitted to reduce the impact of its raw materials sourcing 
by switching to organic cotton or cotton sourced from 
regenerative agriculture by 2030, but it committed to shift 
to more sustainable certified materials. 

Increasing circularity:
ASICS is acting to increase circularity and address over-
production by policies to improve the repairability, resale, 
durability and recyclability of its clothes, including a 
limited take back and resale program and offering repair 
services on specific products in Japan. 

Transparency
ASICS does not publicly report its material mix, or its 
volume of deadstock. But it does report how it manages 
or disposes of its deadstock to reduce waste.

D- 	 Greener Shipping

Shipping climate commitments and reporting
Ascis does report its shipping emissions annually, but 
does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
ASICS does have a policy to avoid aviation and commit 
to slower shipping methods such as maritime, rail and 
land. The company does not have a near-term plan to 
ship its cargo via cleaner methods. It reported a gradual 
9.9% drop in its upstream transportation and distribution 
emission from 2019 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
ASICS has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

ASICS has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

D 	 Advocacy

ASICS joined the Japan Climate Initiative statement to 
the government of Japan advocating for a clean ener-
gy strategy that enables 40-50% renewable energy of 
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Mean Business Coalition letter to the G20 to enact policy 
to keep within the 1.5°C limit.

Engagement with scorecard: 
ASICS provided feedback on the 2023 Scorecard.

Sources
•	 “ASICS Becomes First Japanese Company to Join the Fashion 

Pact,” December 14, 2020. https://corp.ASICS.com/en/press/arti-
cle/2020-12-14.

•	 “ASICS CDP,” 2020.
•	 “ASICS CDP,” 2021.
•	 “ASICS CDP,” 2022.
•	 “ASICS Global Factory List,” March 10, 2021. https://assets.ASICS.

com/page_types/3838/files/ASICS_Global_Factory_List_2021_orig-
inal.xlsx?1615443125&_ga=2.204687315.214110778.1631693322-
2105526960.1631693321.

•	 “ASICS Policy of Engagement,”, https://corp.ASICS.com/en/p/
ASICS-policy-of-engagement.

•	 “ASICS Sustainability Report 2018,” May 13, 2019. https://assets.
ASICS.com/page_types/4002/files/ASICS_sustainability_report_2018_
online_original.pdf?_ga=2.131269709.316522410.1676030480-
493752286.1674737948.

•	 “ASICS Sustainability Report 2021,” June 15, 2022. https://assets.
ASICS.com/system/libraries/890/ASICS_sustainability%20re-
port_2021_online.pdf.

•	 “COP26: Businesses Urge World Leaders to Keep 1.5°C Alive - We 
Mean Business Coalition,” 2021. https://www.wemeanbusinesscoali-
tion.org/g20-2021/.

•	 “Non-State Actors Call for Accelerating Renewable Energy Deployment 
Now,” June 17, 2022. https://japanclimate.org/english/news-topics/
jci-message-re-release/.

•	 “Notice Regarding the Execution of Sustainability Linked Derivatives,” 
August 6, 2021. https://www.smtb.jp/english/-/media/tb/english/
news/pdf/E210806.pdf.

•	 “Working Towards Sustainable Products,” 2022. https://www.ASICS.
com/us/en-us/blog/working-towards-sustainable-products.html.
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Boohoo scored most of its credit in the areas of climate 
commitments and transparency, highlighting the com-
pany’s efforts to curb its climate pollution are at the be-
ginning stages. It  publicly reported on its main material 
mix and provided a Tier 1 and Tier 2 supplier list, with a 
stated plan to publish its raw material suppliers in 2023. 
However, Boohoo is lagging far behind its competitors in 
the fast fashion sector in terms of: progressing with an 
energy transition in the supply chain, engaging in renew-
able energy advocacy, and use of low-carbon materials. 
Worse, it reported a significant emission increase in both 
the purchased goods and services category and the 
upstream transportation and distribution category from 
2019 to 2021. Boohoo should start taking its negative 
climate impacts seriously and develop realistic short-
term plans, such as providing resources to suppliers 
to improve energy efficiency, advocating for the urgent 
renewable energy needs, and helping UK suppliers transi-
tion to renewable energy.

D+ 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
Boohoo has set an emissions reduction target for its own 
operations of 42% by 2030 from a 2020 base year, which 
is not quite in line with keeping warming below 1.5°C.

The company has also set an emissions reduction target 
for its supply chain of an intensity-based target of 52% 
per unit of value added over the same timeframe, which 
is not as strong as an absolute reduction target and not in 
line with the 55% reduction required.

Renewable energy:
Boohoo has set a renewable energy target in its own op-
erations of 100% by 2022, but it is not clear whether the 
energy will be additional to the grid.

Boohoo has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
Boohoo has not publicly set a target to phase out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Boohoo publicly reports GHG emissions in its own oper-
ations, and in its supply chain, but the company does not 
provide a full breakdown of its Scope 3 emissions.

Energy use:
Boohoo does not publicly report its energy use or provide 
a breakdown of its renewable energy use and how that 
energy is sourced, for either its own operations or its 
supply chain.

Suppliers:
Boohoo provides a partial supplier list to Tier 1 or 2, and 
plans to publish its raw material suppliers in 2023.

F 	 Renewable energy and  
	 energy efficient manufacturing

Energy efficiency
Boohoo does not report providing its suppliers with 
training and resources to help them make energy effi-
ciency improvements. Boohoo does not report providing 
its major suppliers with financial incentives for energy 
efficiency measures, and does not require them to make 
energy savings as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

66.68% increaseF
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Boohoo does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Boohoo does not report providing its suppliers with train-
ing and resources to help them transition to renewable 
energy.  The company does not report providing financial 
support or incentives to make the energy transition, and 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
Boohoo does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, and does not require suppliers to 
provide facility level data via the Higg Index and annually 
report GHG emissions.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Boohoo has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Boohoo has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not have process-
es in place to avoid leather sourced from deforested 
regions.  Boohoo also does not have a general policy 
against contributing to deforestation through other mate-
rials including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Boohoo has not committed to increasing closed-loop 
apparel-to-apparel recycling for synthetics and plant-
based materials. Boohoo is planning to reduce the impact 
of its raw materials sourcing by increasing the mix of 
more sustainably sourced cotton and polyester by 2030, 
including organic, recycled or Better Cotton, but has not 
committed to switch to 100% organic cotton or cotton 
sourced from regenerative agriculture.

Increasing circularity:
Boohoo is not currently acting to increase circularity and 
address overproduction by policies to improve the repair-
ability, resale, durability and recyclability of its clothes, 
though has plans to launch a resale service by 2023, and 
given its ultra-fast fashion business model it needs to do 
far more to increase the durability and repairability of its 
products with a goal of reducing production.

Transparency
Boohoo does publicly report its main material mix, but it 
does not report the volume of materials. Boohoo does 
not report its volume of deadstock or how it manages or 
disposes of its deadstock to reduce waste, but has com-
mitted to end textile waste to landfill by 2025.

F 	 Greener Shipping

Shipping climate commitments and reporting
Boohoo does report its shipping emissions annually, but 
does not provide a breakdown of its transportation meth-
ods, and does not have a target to reduce GHG emissions 
from transportation.

Reducing upstream shipping emissions
Boohoo does not report having a policy to avoid avia-
tion and commit to slower shipping methods such as 
maritime, rail and land.  The company reported a 36.6% 
increase in its upstream transportation and distribution 
emissions from 2019 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Boohoo has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Boohoo has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy

It is not discernible that Boohoo engaged in any interna-
tional or supply chain advocacy in support of renewable 
energy during the 2023 Scorecard period.
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Boohoo did not respond to requests.

Sources
•	 “Boohoo Group Plc Annual Report & Accounts 2021,” May 4, 2021. 

https://www.boohooplc.com/sites/boohoo-corp/files/all-documents/
result-centre/2020/boohoo-com-plc-annual-report-2021.pdf.

•	 “Boohoo Group Plc Annual Report & Accounts 2022,” May 3, 2022. 
https://www.boohooplc.com/sites/boohoo-corp/files/2022-05/
boohoo-com-plc-annual-report-2022.pdf.

•	 “Boohoo Group Plc Sustainability Report 2022,” 2022. https://www.
boohooplc.com/sites/boohoo-corp/files/boohoo-sustainabilty-re-
port-2022.pdf.

•	 “Boohoo Links Executive Pay to ESG Targets after Supply Chain 
Scandal,” May 21, 2021. https://www.edie.net/boohoo-links-executive-
pay-to-esg-targets-after-supply-chain-scandal/.

•	 “Clothes Made Smarter,”, https://www.boohooplc.com/sustainability/
clothes-made-smarter.

•	 “Companies Taking Action,”, https://sciencebasedtargets.org/compa-
nies-taking-action.

•	 “Fast-Fashion Brands Claim They’re Cleaning up Their Act for the 
Planet, but Their Premise Might Be Inherently Flawed,” November 29, 
2022. https://fortune.com/2022/11/28/fast-fashion-brands-claim-
theyre-cleaning-up-their-act-for-the-planet-but-their-premise-might-be-
inherently-flawed/.

•	 “Global Manufacturing Supply Chain,” January 8, 2022. https://www.
boohooplc.com/sites/boohoo-corp/files/boohoo-group-global-manu-
facturing-supply-chain-1-8-22.pdf.

•	 “Our Business Taking Action,”, https://www.boohooplc.com/sustain-
ability/our-business-taking-action.

•	 “Our Sustainability Promise,”, https://careers.boohoogroup.com/life-at-
boohoo-group/our-sustainability-promise.

•	 “Suppliers on Better Terms Page,”, https://www.boohooplc.com/sus-
tainability/suppliers-on-better-terms.

•	 “UP.FRONT: Fashion.Ready for the Future: Boohoo Group Sustainability 
Plan 2021,” May 13, 2021. https://www.boohooplc.com/sites/boohoo-

corp/files/boohoo-group-sustainability-plan-13-05-21.pdf.
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As a signatory of the UN Fashion Charter, Burberry com-
mitted to phasing out coal from the supply chain by 2030. 
However, Burberry has not reported requiring its suppliers 
to phase out thermal coal in the manufacturing process-
es or providing financial support to source renewable 
energy. Due to the lack of effective actions across the 
supply chain, GHG emissions from both purchased goods 
and services, and upstream transportation and distribu-
tion increased from 2019 to 2021. If Burberry wants to 
become climate positive by FY39/40 (2039/2040), as it 
claims, it should invest in rapidly increasing the use of 
renewable energy, chart a plan for phasing down fossil 
fuel based materials (including recycled polyester), and 
ship its cargo via cleaner methods.

C+ 	 Climate commitments &  
	 energy transparency

Climate and energy commitments
GHG emissions:
Burberry has set an emissions reduction target for its 
own operations of 95% by FY22/23 from FY16/17, which 
is in line with keeping warming below 1.5 °C.
The company has also set an emissions reduction target 
for its supply chain of 46%  by FY29/30 from FY18/19. 
This target is still short of the 55% reduction required.

Renewable energy:
Burberry has set a renewable energy target in its own 
operations of 100% by 2025, but the energy will be a mix 
of additional to the grid and renewable energy credits.
Burberry has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Burb-
erry has committed to phasing out coal-fired boilers from 

its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Burberry publicly reports GHG emissions in its own oper-
ations, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Burberry does publicly report its energy use for its own 
operations, including a breakdown of its renewable ener-
gy use and how that energy is sourced.
For its supply chain, Burberry does not publicly report 
its energy use, a breakdown of its suppliers' renewable 
energy use, or how that energy is sourced.

Suppliers:
Burberry does not provide a supplier list.

D- 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Burberry does report engaging its suppliers on energy 
efficiency improvements, although it does not provide 
details on the training and resources offered. Burberry 
does not appear to offer financial support to help them 
make energy efficiency savings. But it does require them 
to make energy savings as a condition of contract. The 
company includes energy efficiency in its supplier code of 
conduct, and sets supplier energy efficiency as a corpo-
rate goal.

Thermal Coal phase-out:
Burberry does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

TOTAL SCORE EMISSIONS CHANGE

132.46% increaseD
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Burberry does report providing some of its suppliers with 
training and resources to help them transition to renew-
able energy by creating supplier renewable energy guides 
and working with Aii to support Italian manufacturers.  
The company does not report providing financial support 
or incentives to make the energy transition and does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
Burberry does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, and does not require suppliers to 
provide facility level data via the Higg Index or annually 
report GHG emissions. 

D+ 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Burberry has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Burberry has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing 
to deforestation, but the company has made a commit-
ment to eliminate materials such as leather and viscose 
sourced from practices that contribute to deforestation 
by 2025.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Burberry is not acting to increase closed-loop appar-
el-to-apparel recycling for synthetics or plant-based 
materials, instead committing to use 100% of polyester 
sourced from recycled plastic bottles & bio-based nylon 
from renewable sources by 2025, which does not reduce 
textile waste.  Burberry has committed to reduce the 
impact of its raw materials sourcing by switching to 100% 
organic cotton or cotton sourced from regenerative agri-
culture by phasing out non-organic cotton by FY22.

Increasing circularity:
Burberry does appear to be acting in a limited way to 
increase circularity and address overproduction by 
policies to improve the repairability, resale, durability 

and recyclability of its clothes, including offering repair 
and post-sale care for its products, and reporting on the 
volume of repairs.

Transparency
Burberry does not publicly report its material mix or its 
volume of deadstock. But it does report how it manages 
or disposes of its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Burberry does report its shipping emissions annually, but 
does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
Burberry does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company does not report having a 
near-term plan to ship its cargo via cleaner methods, and 
between 2019 and 2021 its upstream transportation and 
distribution emissions increased by 18.2%.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Burberry has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Burberry has not committed to transitioning its last mile 
delivery to zero emission vehicles.

D 		  Advocacy

Burberry is in coalition with 39 other companies to sign 
the Clean Energy Demand Initiative (CEDI) Global Let-
ter of Intent. This letter calls for a global clean energy 
transition in partnership with governments, non-profits, 
and other organizations. Burberry also participates in the 
Fashion Pact and RE100. The company also signed onto 
the We Mean Business Coalition Letter to keep 1.5°C 
commitments. Burberry receives a low grade in this cate-
gory due to the company’s minimal action in advocating 
for global clean energy infrastructure in its supply chain.
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Burberry did not respond to requests.

Sources
•	 “Annual Report 19/20,” June 10, 2020. https://www.burberryplc.com/

content/dam/burberry/corporate/oar/2020/pdf/Burberry_Annual_Re-
port_2019-20%20-%20FINAL.pdf.

•	 “Annual Report 20/21,” June 2, 2021. https://www.annualreports.com/
HostedData/AnnualReports/PDF/LSE_BRBY_2021.pdf.

•	 “Annual Report 21/22,” June 9, 2022. https://www.burberryplc.com/
content/dam/burberry/corporate/oar/2022/pdfs/Burberry_2021-22_
Annual_Report.pdf.

•	 “Burberry CDP,” 2020.
•	 “Burberry CDP,” 2021.
•	 “Burberry CDP,” 2022.
•	 “Carbon and Energy - Additional Details,”, https://www.burberryplc.

com/content/dam/burberry/corporate/Responsibility/CARBON%20
AND%20ENERGY%20-%20additional%20details.pdf.

•	 “Commitments in Action,”, https://www.burberryplc.com/en/responsi-
bility/planet/commitments-in-action.html.

•	 “COP26: Businesses Urge World Leaders to Keep 1.5°C Alive - We 
Mean Business Coalition,” 2021. https://www.wemeanbusinesscoali-
tion.org/g20-2021/.

•	 “Global CEDI Statement of Intent,”,
•	 “Product After Care,”, https://us.burberry.com/burberry-aftercare/#s-

carves.
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Capri Holdings has taken critical initial steps to set itself 
on the path to tackling climate change by setting GHG 
emissions reduction targets for both its own operations 
and supply chain for the first time. It has also joined the 
Fashion Pact’s Collective Virtual Power Purchase Agree-
ment (CVVPA) Renewable Energy project. But Capri Hold-
ings has not yet set a target of 100% renewable energy 
for its supply chain or committed to phase out coal fired 
boilers from its supply chain by 2030. Capri Holdings has 
not reported taking effective measures to reduce emis-
sions from transportation and distribution. To lower its 
impact on the planet and address climate change, Capri 
Holdings should enhance transparency of suppliers, ener-
gy use, GHG emissions, and material sourcing. It is also 
essential that the company provide financial support for 
its suppliers to put in place energy efficiency measures 
and help them transition to renewable energy.

C-	 Climate commitments &  
	 energy transparency

Climate and energy commitments
GHG emissions:
Capri Holdings has set an emissions reduction target 
for its own operations by 50% by FY2030 from a FY2019 
base year. 

The company has also set an emissions reduction target 
for its supply chain of 50% over the same timeframe. 
These targets are still short of the 55% reduction re-
quired.

Renewable energy:
Capri Holdings has set a renewable energy target in its 
own operations of 100% by 2025, but the energy will be 
primarily additional to the grid, using a mix of VPPAs 
and direct power generation, as well as some renewable 
energy credits.

Capri Holdings has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
Capri Holdings has not publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Capri Holdings publicly reports GHG emissions in its 
own operations and its supply chain, but the company 
does not publicly provide a full breakdown of its Scope 3 
emissions.

Energy use:
Capri Holdings does not publicly report its energy use for 
its own operations. It only provides a high-level break-
down of its renewable energy use, and it is unclear how 
that energy is sourced.
For its supply chain, Capri Holdings does not publicly 
report its energy use, it does not provide a breakdown of 
its suppliers’ renewable energy use and how that energy 
is sourced.

Suppliers:
Capri Holdings does not provide a supplier list.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Capri Holdings provides its suppliers with training and 
resources to help them make energy efficiency improve-
ments by engaging with key partners to identify emis-
sions reduction opportunities. The company does not 
report providing its major suppliers with financial incen-

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown not 
availableD-

Michael Kors, Versace, Jimmy Choo
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them to make energy savings as a condition of contract. 

Thermal Coal phase-out:
Capri Holdings does not require suppliers to reduce ther-
mal coal demand in their manufacturing processes.

Renewable energy
Capri Holdings does not report providing its suppliers 
with training and resources or financial support to help 
them transition to renewable energy.  The company does 
not require suppliers to use renewable energy as a condi-
tion of contract.

Supplier transparency and commitments
Capri Holdings does require its suppliers to disclose GHG 
emissions data and is running a pilot program led by 
brands Jimmy Choo and Versace to help its suppliers set 
and achieve their own science-based emissions reduc-
tion targets, but does not require suppliers to have GHG 
reduction targets. Capri Holdings requires key suppliers 
to provide facility level data via the Higg Index. 

D- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Capri Holdings has not made any commitments to phase 
out fossil fuel based materials.

Climate commitments to zero deforestation
Capri Holdings has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is 
not contributing to deforestation, but the company 
has processes in place to avoid leather sourced from 
deforested regions, including working with the Leather 
Working Group (LWG), Leather Impact Accelerator (LIA) 
and the Responsible Luxury Initiative (ReLI). However, the 
company was found to be at high risk of sourcing leather 
from deforestation in the Amazon Biome according to the 
Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Capri Holdings has not committed to increase closed-

loop apparel-to-apparel recycling for synthetics and plant-
based materials. Although the company has explored 
regenerative materials, it has not committed to source 
100% regenerative or organic materials to reduce the 
impact of its raw materials sourcing by 2030.

Increasing circularity:
Capri Holdings is beginning to act in a limited capacity to 
increase circularity by starting a reuse and recycling pilot, 
but needs to act far more urgently on this issue across all 
of its brands.

Transparency
Capri Holdings does not publicly report its material mix, 
its volume of deadstock or how it manages or disposes 
of its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Capri Holdings does report its shipping emissions as part 
of its Scope 3 breakdown, though the most recent data is 
from FY2019. The company does not provide a break-
down of its transportation methods, and does not have a 
target to reduce GHG emissions from transportation.

Reducing upstream shipping emissions
Capri Holdings does have a general policy to maximise 
shipping efficiency and reduce transportation distances, 
but does not report having a near-term plan to ship its 
cargo via cleaner vessels or low emission fuels, or import 
through greener ports. It does not have a specific policy 
to avoid aviation and commit to slower shipping methods 
such as maritime, rail and land. 

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Capri Holdings has not committed to transitioning to 
zero emissions vessels (ZEV) by 2030. The company has 
not used its voice publicly to advocate for Zero Emission 
Shipping.

Capri Holdings has not committed to transitioning its last 
mile delivery to zero emission vehicles.
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Capri Holdings is a Fashion Pact and RE100 member. 
Capri Holdings has joined the Fashion Pact’s Collective 
Virtual Power Purchase Agreement (CVPPA), seeking to 
add renewable energy capacity in Europe. However, the 
company receives minimal points in this category for a 
lack of discernible advocacy to promote renewable ener-
gy in its supply chain.

Engagement with scorecard: 
Capri Holdings provided feedback on the 2023 Scorecard.

Sources
•	 “2021 Corporate Social Responsibility Report,” December 15, 2021. 

http://s22.q4cdn.com/557169922/files/doc_downloads/2021/12/Ca-
pri-Holdings-Limited_CSR-2021-Annual-Update-Report_12.15.21.pdf.

•	 “2022 Corporate Social Responsibility Report,” December 15, 2022. 
https://www.responsibilityreports.com/HostedData/ResponsibilityRe-
ports/PDF/NYSE_CPRI_2022.pdf.

•	 “Companies Taking Action,”, https://sciencebasedtargets.org/compa-
nies-taking-action#table.

•	 “Corporate Social Responsibility Strategy,” April 22, 2020. http://s22.
q4cdn.com/557169922/files/doc_downloads/2020/Capri-Corpo-
rate-Social-Responsibility-Report.pdf.

•	 “Environment,”, http://www.capriholdings.com/RESPONSIBILITY/Envi-
ronmental/default.aspx.

•	 “The Fashion Pact Announces New Initiatives on Climate and Beyond,” 
December 8, 2022. https://www.voguebusiness.com/sustainability/
the-fashion-pact-announces-new-initiatives-on-climate-and-beyond.
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Chanel is showing signs of working to find solutions to 
reduce the carbon footprint of transportation. Because 
of the transition away from air transport towards sea, its 
transportation related emissions between 2019 and 2021 
show a reduction. While Chanel has committed to phas-
ing out coal from the supply chain by 2030 through join-
ing the UN Fashion Charter, it has not reported providing 
financial or other incentives to its suppliers to reduce reli-
ance on fossil fuels or engaging in renewable energy ad-
vocacy. Till now, the luxury apparel and accessory brand 
has not demonstrated any effective progress increasing 
closed-loop apparel-to apparel recycling for synthetics 
or phasing out materials, such as leather and viscose, 
sourced from practices contributing to deforestation. To 
address the climate breakdown, Chanel should set more 
ambitious emissions reduction targets for both its own 
operations and its supply chain and develop short-term 
plans to help achieve the targets.

C 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
Chanel has set an emissions reduction target for its own 
operations of 50% by 2030 from a 2019 baseline, which is 
not in line with keeping warming below 1.5°C.
The company has also set an absolute emissions re-
duction target for its supply chain of only 10% by 2030. 
This target is far from enough to be in line with keeping 
warming below 1.5°C.

Renewable energy:
Chanel has set a renewable energy target in its own op-
erations of 100% by 2030, but the energy will be a mix of 
additional to the grid and renewable energy credits.
Chanel has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Chanel 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Chanel publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Chanel does publicly report its energy use for its own op-
erations, including a breakdown of its renewable energy 
use and how that energy is sourced.
For its supply chain, Chanel does not publicly report its 
energy use, it does not provide a breakdown of its suppli-
ers’ renewable energy use or how that energy is sourced.

Suppliers:
Chanel does not provide a supplier list.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Chanel does report engaging its suppliers on energy 
efficiency improvements by providing anecdotal informa-
tion on measures taken at owned supplier facilities, but 
should offer more in-depth training and resources. Chanel 
does not report providing its major suppliers with finan-
cial incentives for energy efficiency measures, and does 
not require them to make energy savings as a condition 
of contract. 
Thermal Coal phase-out:
Chanel does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Chanel reports providing its suppliers with anecdotal in-

TOTAL SCORE EMISSIONS CHANGE

34.04% increaseD-
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supplier facilities. The company does not report providing 
financial support or incentives to make the energy tran-
sition and does not require suppliers to use renewable 
energy as a condition of contract.

Supplier transparency and commitments
Chanel does not require its suppliers to set GHG emis-
sions reduction targets or science-based emissions re-
duction targets, and does not require suppliers to provide 
facility level data via the Higg Index and annually report 
GHG emissions. 

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Chanel has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Chanel has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing 
to deforestation, and the company does not appear to 
have processes in place to avoid leather sourced from 
deforested regions. Chanel does not have a general 
policy against contributing to deforestation through other 
materials including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Chanel has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials. Chanel has not committed to reduce the im-
pact of its raw materials sourcing by switching to organic 
cotton or cotton sourced from regenerative agriculture by 
2030.

Increasing circularity:
Chanel is not acting to increase circularity and address 
overproduction by policies to improve the repairability, 
resale, durability and recyclability of its clothes, although 
it does have care and repair programs available to cus-
tomers.

Transparency
Chanel does not publicly report its material mix, its vol-
ume of deadstock or how it manages or disposes of its 

deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Chanel does report its shipping emissions annually and 
does include shipping emissions in its GHG reduction 
targets. But it does not provide a breakdown of its trans-
portation methods.

Reducing upstream shipping emissions
Chanel does report having a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land.  The company does not report having a 
near-term plan to ship its cargo via cleaner methods, but 
according to its emissions data it did achieve a 20.4% 
reduction in its upstream transportation and distribution 
emissions from 2019 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Chanel has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Chanel has not committed to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy

It is not discernible that Chanel engaged in any interna-
tional or supply chain advocacy in support of renewable 
energy during the Scorecard period.

Engagement with scorecard: 
Chanel did not respond to requests.

Sources
•	 “Chanel CDP,” 2021.

•	 “Chanel CDP,” 2022.

•	 “CHANEL Pioneers New Sustainability-Linked Bonds Supported by 

BNP Paribas,” September 25, 2020. https://group.bnpparibas/en/

press-release/chanel-pioneers-sustainability-linked-bonds-support-

ed-bnp-paribas-1.

•	 “Climate Report,”, https://www.chanel.com/gb/climate-report/.
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Columbia took a step forward since the 2021 Scorecard 
by setting a GHG emissions reduction target for its supply 
chain of 30% by 2030, although this still falls short of the 
reduction needed to align with a 1.5 °C pathway. Colum-
bia is not a member of the UN Fashion Charter; it does 
not have a coal phase out or renewable energy targets, 
and provided very limited transparency into either its own 
operational emissions or supply chain emissions in its 
most recent reporting. Columbia reports working with a 
small number of its main suppliers to assess their carbon 
reduction potential and draft decarbonisation plans. It 
has worked with some of its Tier 1 and Tier 2 suppliers 
on the Clean by Design (CbD) program, which is a positive 
sign of progress. Columbia has made some efforts to 
reduce the climate impact of its raw materials, includ-
ing sourcing 100% organic cotton and banning the use 
of leather obtained from deforestation in the Amazon. 
However, it relies primarily on fossil fuel based polyester 
and has made very limited efforts to improve circularity. 
Columbia should focus on improving its transparency, 
and committing to increase renewable energy in its sup-
ply chain by broadening its supplier engagement.

F 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Columbia has not set an emissions reduction target for 
its own operations. 
Columbia has set an emissions reduction target for its 
supply chain of 30% reduction by 2030 from a 2019 base 
year. This target is not in line with the 55% reduction 
required to keep warming below 1.5°C.

Renewable energy:
Columbia has not set a renewable energy target in its 
own operations or for its supply chain by 2030, which is 
essential for decarbonising its manufacturing.

Coal phase out:
Columbia has not publicly set a target to phase out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Columbia does not publicly report GHG emissions in its 
own operations, or its supply chain. The company does 
not provide a full breakdown of its Scope 3 emissions. 
The company has released GHG emissions in the past, 
as recently as 2020, but fails to show transparency in its 
most recent sustainability reports. 

Energy use:
Columbia does not publicly report its energy use for its 
own operations and it does not provide a breakdown of 
its renewable energy use and how that energy is sourced.
For its supply chain, Columbia does not publicly report 
its energy use, and it does not provide a breakdown of its 
suppliers’ renewable energy use and how that energy is 
sourced.

Suppliers:
Columbia provides a partial supplier list to Tier 1 or 2.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Columbia does report providing its suppliers with training 
and resources to help them make energy efficiency 
improvements, including an engagement and education 
campaign where 100% of Scope 3 suppliers are involved. 
Columbia does appear to provide its major suppliers 
with financial incentives for energy efficiency measures, 
and does not require them to make energy savings as a 
condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown not 
reportedD-
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Columbia does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

Renewable energy
Columbia does report providing some of its suppliers 
with training and resources to help them transition to 
renewable energy, including working with five strategic 
Tier 2 manufacturing partner facilities in China, India, and 
Vietnam to assess carbon reduction potential through 
the Carbon Leadership Project. The company does not 
report providing financial support or incentives, but does 
finance projects to support major partners to work with 
Aii and Reset Carbon to draft transition plans. It does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
Columbia does require its Tier 1 and Tier 2 suppliers to 
disclose GHG emissions data but does not require them 
to set GHG emissions reduction targets, and it does not 
require suppliers to provide facility level data via the Higg 
Index. 

C- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Columbia has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Columbia has made a public policy to ban the sourcing of 
leather from the Amazon Biome, but Columbia was found 
to be at high risk of sourcing leather from deforestation 
in the Amazon Biome according to the Nowhere to Hide 
report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Columbia has not committed to increasing closed-loop 
apparel-to-apparel recycling for synthetics and plant-
based materials. Columbia has committed to reduce 
the impact of its raw materials sourcing by switching 
to organic cotton or cotton sourced from regenerative 
agriculture by 2030 and currently uses 100% organic 
cotton. However, the primary material used by Columbia 
is polyester. 

Increasing circularity:
Columbia is not making discernible efforts to increase 
circularity and address overproduction by policies to im-
prove the repairability, resale, durability and recyclability 
of its clothes, although its Mountain Hardwear does have 
a take back and repair program (ReMake) in Richmond, 
CA. 

Transparency
Columbia does publicly report its material mix, but it does 
not report the volume of materials. It does not report its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Columbia does not report its shipping emissions annually, 
does not provide a breakdown of its transportation meth-
ods, and does not have a target to reduce GHG emissions 
from transportation.

Reducing upstream shipping emissions
Columbia does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land.  The company also does not report having a 
near-term plan to ship its cargo via cleaner methods.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Columbia has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Columbia has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

D 		  Advocacy

Columbia signed a statement of mutual aspiration 
encouraging the government of Indonesia to accelerate 
a renewable energy transition to achieve at least 50% RE 
energy mix by 2045, but should take a more active role in 
promoting renewable energy throughout its supply chain.
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Columbia did not respond to requests.

Sources
•	 “2020 Corporate Responsibility Report,” July 28, 2021. https://d1io3y-

og0oux5.cloudfront.net/_258e51144a7b70f3536dfd884976988a/co-
lumbia/db/641/5719/pdf/2020+Corporate+Responsibility+Report.pdf.

•	 “2021 Environmental, Social, and Governance Report,” July 27, 2022. 
https://d1io3yog0oux5.cloudfront.net/_a6fb28b923f42aa8c351afe-
da832d168/columbia/db/718/5753/pdf/Columbia_CSR_RY2021_FI-
NAL_.pdf.

•	 “Animal Derived Materials Policy,” June 2018. https://cscworkday.blob.
core.windows.net/hrforms/Recruiting/Career_Site/Position_State-
ments/Animal_Derived_Materials_Policy.pdf.

•	 “Columbia CDP,” 2021.
•	 “Columbia Sportswear’s ReThreads Clothing Recycling Program 

Expands to All of Its US Stores,” August 9, 2017. https://investor.co-
lumbia.com/news-events/press-releases/detail/246/columbia-sports-
wears-rethreads-clothing-recycling.

•	 “Statement of Mutual Aspiration: Supporting Renewable Energy 
Procurement for Commercial and Industrial Sectors in Indone-
sia.” Clean Energy Investment Accelerator, 2021. https://static1.
squarespace.com/static/5b7e51339772aebd21642486/t/6119c1cf-
c64e0324746bb812/1629077968156/Statement+of+Mutual+Aspira-
tion+-+Indonesia.pdf.
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Eileen Fisher was publicly active in advocating for clean 
energy investment in the United States at the federal and 
state levels. It has also taken critical steps to reduce its 
carbon footprint, such as requiring suppliers to reduce 
thermal coal demand in their manufacturing processes. 
The company shows a significant drop in purchased 
goods and services emissions from 2019 to 2021. Eileen 
Fisher has put a lot of effort into low-carbon materials 
and circularity by minimising the proportion of synthetic 
fibres, sourcing organic cotton, supporting textile recy-
cling, and improving the repairability of its products, and 
leads in this category among all the brands assessed. 
However, it is lagging behind many other brands in terms 
of climate targets and emission transparency. To decar-
bonise the entire value chain, Eileen Fisher should set a 
more ambitious emissions reduction target for its supply 
chain and actively engage with its suppliers.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Eileen Fisher has set an emissions reduction target for its 
own operations of 100% by 2025 from a 2017 baseline, 
which is in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 25% by 2025. This target is not in 
line with the 55% reduction by 2030 required.

Renewable energy:
Eileen Fisher has not set a renewable energy target in 
its own operations, although it is not clear whether the 
energy will be additional to the grid.

Eileen Fisher has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
Eileen Fisher has not publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Eileen Fisher publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions.

Energy use:
Eileen Fisher does publicly report its energy use for its 
own operations, including a breakdown of its renewable 
energy use and how that energy is sourced.
For its supply chain, Eileen Fisher does not publicly report 
its energy use, but it does provide a breakdown of its 
suppliers' renewable energy use and how that energy is 
sourced.

Suppliers:
Eileen Fisher provides a supplier list, including some Tier 
4 suppliers.

D+ 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Eileen Fisher does not provide its suppliers with train-
ing and resources to help them make energy efficiency 
improvements. Eileen Fisher does not report providing 
its major suppliers with financial incentives for energy 
efficiency measures, and does not require them to make 
energy savings as a condition of contract. 

Thermal Coal phase-out:
Eileen Fisher does report requiring suppliers to reduce 
thermal coal demand in their manufacturing processes 
and provides resources.

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown not 
availableC
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Eileen Fisher does report providing its suppliers with 
training and informational resources to help them transi-
tion to renewable energy, but does not provide details of 
the engagement. The company does not report providing 
financial support or incentives to make the energy tran-
sition and does not require suppliers to use renewable 
energy as a condition of contract.

Supplier transparency and commitments
Eileen Fisher does require its key suppliers to disclose 
GHG emissions data and does require them to set GHG 
emissions reduction targets, and it does require suppliers 
to provide facility level data via the Higg Index. 

B 	 Low-carbon and longer 			
	 lasting materials

Eliminating fossil fuel fabrics
Eileen Fisher has not made any commitments to phase 
out fossil fuel based materials, but received credit for 
using only 8% synthetic fibres in its material mix, prioritis-
ing natural fibres.

Climate commitments to zero deforestation
Eileen Fisher has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, but the company does have 
a policy in place to avoid leather sourced from deforested 
regions. Eileen Fisher also has a general policy against 
contributing to deforestation through other materials 
including cellulose-based fabrics, including ensuring its 
products contain no fibres from ancient and endangered 
forests and transitioning to 100% tencel by 2020.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Eileen Fisher uses limited amounts of synthetic fibres, 
and has taken action to increase the use of closed-loop 
materials by largely using regenerated cellulosic fiber 
or natural fiber. Eileen Fisher has committed to reduce 
the impact of its raw materials sourcing by switching 
to organic cotton or cotton sourced from regenerative 
agriculture by 2030.

Increasing circularity:
Eileen Fisher is working actively to increase circularity 
and address overproduction by policies to improve the re-
pairability, resale, durability and recyclability of its clothes 
through its well-established take back and resale pro-
gram, and has committed to improving the repairability of 
its products. Eileen Fisher also launched the Hey Fashion! 
initiative to promote and accelerate the transition to a 
circular economy and support textile recycling across the 
industry.

Transparency
Eileen Fisher publicly reports its material mix, but it does 
not report the volume of materials. It does not report its 
total volume of deadstock, but it does report how it man-
ages or disposes of deadstock to reduce waste.

D- 	 Greener Shipping

Shipping climate commitments and reporting
Eileen Fisher does not report its shipping emissions 
annually. But it does include shipping emissions in its 
GHG reduction targets. It also provides a breakdown of 
its transportation methods.

Reducing upstream shipping emissions
Eileen Fisher does report having a policy to avoid aviation 
and commit to slower shipping methods such as mari-
time, rail and land. The company does not report having a 
near-term plan to ship its cargo via cleaner methods.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Eileen Fisher has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Eileen Fisher has not committed to transitioning its last 
mile delivery to zero emission vehicles.

C 		  Advocacy

Eileen Fisher is in coalition with 39 other companies to 
sign the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This letter calls for a global clean energy 
transition in partnership with governments, non-profits, 
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Resources Board, Eileen Fisher joined a diverse business 
coalition encouraging the support of regulation that 
accelerates electric vehicle deployment. Similarly the 
company also signed on to a letter to the Governor of 
Michigan in support of Executive Order 2020-182 calling 
for a transition to a carbon neutral economy by 2050. The 
company supported the Inflation Reduction Act which 
included investments related to reducing climate-related 
risks to the economy. Eileen Fisher was proactive in ad-
vocating for emissions reductions and renewable energy 
in the United States, and should seek to further engage 
internationally.

Engagement with scorecard: 
Eileen Fisher provided feedback on the 2023 Scorecard.

Sources
•	 “2020 Benefit Corporation Report,” 2020. https://www.eileenfisher.

com/ns/images/behind_the_label/benefit-corp-report-2020-FINAL-rc.
pdf.

•	 “2021 Benefit Corporation Report,” 2021. https://www.eileenfisher.
com/ns/journal/benefit-corp-report-2021-FINAL-rc.pdf.

•	 “Brand Overview,”, https://www.eileenfisher.com/our-brand.html.
•	 “Business Letter of Support for Michigan Climate Action,” 2022. 

https://ceres.my.salesforce.com/sfc/p/#A0000000ZqYY/a/
5c0000005ygQ/2AejFo.fF6U0LmnfmGQTlsY4FSjY.qMRGWkLAAdk-
6FE.

•	 “Business Sign-on Letter - State Investment of Stimulus Funds,” 
2022. https://ceres.my.salesforce.com/sfc/p/#A0000000ZqYY/a/
5c00000065Al/uWbSmGu311Nw0zRft8Wj1.aFdi5ZiabAorggcDI5csI.

•	 “Business Support Statement for the Inflation Reduction Act,”, https://
www.ceres.org/sites/default/files/Business%20Support%20State-
ment%20for%20the%20Inflation%20Reduction%20Act%20(1).pdf.

•	 “Businesses Support a More Ambitious Clean Fleets Rule,” 2022. 
https://ceres.my.salesforce.com/sfc/p/#A0000000ZqYY/a/5c-
00000069JX/SJ2xI3gY4hgLawjIQcjZVVkkIKtUlL51X2RtZhhc0u4.

•	 “Corporate Leaders Call on Congress to Promptly Pass the Inflation 
Reduction Act of 2022,” August 5, 2022. https://www.ceres.org/
news-center/press-releases/corporate-leaders-call-congress-prompt-
ly-pass-inflation-reduction-act.

•	 “Draft Minnesota Climate Action Sign-On Letter,” 2022. https://ceres.
my.salesforce.com/sfc/p/#A0000000ZqYY/a/5c0000005zZG/6U6v1i-
JgocAgltUkInxU4O7jWoQTmEP17JuggU7vXUk.

•	 “First Life: Sustainably Designed Clothing,”, https://www.eileenfisher.
com/first-life.html?loc=US.

•	 “Global CEDI Statement of Intent,”,
•	 “Our Vision2020 Results,”, https://www.eileenfisher.com/ns/imag-

es/20s_m2/features/horizon2030/vision-2020-results.pdf.
•	 “Supplier List,”, https://www.eileenfisher.com/ns/images/company/

ef-supplychain.pdf.
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Fast Retailing demonstrated progress in categories 
including Climate Commitments and Transparency as 
well as Renewable and Energy Efficient Manufacturing. 
This allowed the company to move from the bottom of 
the 2021 Scorecard, and improve its grade from F to D-, 
but the company still has a long way to go. Fast Retailing 
reported requiring its suppliers to provide facility-level 
data via the Higg Index and annually report on their GHG 
emissions. It also reported engaging with suppliers to 
create GHG emissions reduction plans that included 
renewable energy. However, Fast Retailing has acted 
slowly to phase down fossil fuel based fabrics, increase 
closed-loop apparel-to apparel recycling for synthetics, 
and switch to 100% organic cotton. It has not engaged 
in any discernible renewable energy advocacy during the 
2023 Scorecard period. Given its reported growth in up-
stream transportation emissions from 2019 to 2021, Fast 
Retailing should set a near-term plan to ship its cargo via 
cleaner vessels, avoid air freight, and commit to transi-
tioning to zero emissions vessels.

C 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Fast Retailing has set an emissions reduction target for 
its own operations of 90% by 2030, which is in line with 
keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 20% by 2030 from its UNIQLO and 
GU brands. This target is far short of the 55% reduction 
required.

Renewable energy:
Fast Retailing has set a renewable energy target in its 
own operations of 100% by 2030, but it is not clear wheth-
er the energy will be additional to the grid.

Fast Retailing has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
Fast Retailing has not publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions, and is no longer a mem-
ber of the UN Fashion Charter so did not agree to the 
charter’s renewed commitments.

Climate and energy transparency
GHG emissions:
Fast Retailing publicly reports GHG emissions in its own 
operations and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions.

Energy use:
Fast Retailing does publicly report its energy use for its 
own operations, including a breakdown of its renewable 
energy use and how that energy is sourced.
For its supply chain, Fast Retailing does not publicly 
report its energy use or a breakdown of its suppliers' 
renewable energy use and how that energy is sourced.

Suppliers:
Fast Retailing provides a partial supplier list to Tier 1 or 2.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Fast Retailing reports providing its suppliers with training 
on Higg FEM to help them make energy efficiency im-
provements and engaging with suppliers through eval-
uation and target setting. Fast Retailing does not report 
providing its major suppliers with financial incentives for 
energy efficiency measures, and does not require them to 
make energy savings as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

10.09% decreaseD-

UNIQLO, GU
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Thermal Coal phase-out:
Fast Retailing does not require suppliers to reduce ther-
mal coal demand in their manufacturing processes.

Renewable energy
Fast Retailing does not report providing its suppliers with 
training and resources to help them transition to renew-
able energy, but does report engaging with suppliers 
to create GHG reduction plans that include renewable 
energy. The company does not appear to provide financial 
support or incentives to make the energy transition, and 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
Fast Retailing does not require its suppliers to set GHG 
emissions reduction targets, but it does require suppliers 
to provide facility level data via the Higg Index and annu-
ally report GHG emissions, and works with them to create 
reduction plans.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Fast Retailing has not made any commitments to phase 
out fossil fuel based materials.

Climate commitments to zero deforestation
Fast Retailing has not made a public policy to ban the 
sourcing of leather from the Amazon Biome, and the 
company does not appear to have specific processes in 
place to avoid leather sourced from deforested regions. 
Fast Retailing does have a general policy against contrib-
uting to deforestation through other materials including 
cellulose-based fabrics, including respecting the rights of 
Indigenous Peoples.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Fast Retailing has not committed to increasing closed-
loop apparel-to-apparel recycled content for synthetics 
and plant-based materials, but is increasing its use of 
recycled polyester from plastic bottles. Fast Retailing has 
not committed to reduce the impact of its raw materials 

sourcing by switching to 100% organic cotton or cotton 
sourced from regenerative agriculture by 2030, although 
it does plan to use 100% cotton from "better sources'' 
by 2025, defined as Better Cotton, cotton sourced from 
the United States or Australia, recycled cotton, organic 
cotton, Fair Trade cotton; and Cotton made in Africa.

Increasing circularity:
Fast Retailing is acting slowly to increase circularity by 
introducing a take back program and some limited textile 
recycling through its Re-UNIQLO program. Fast Retailing 
has established LifeWear to increase the durability and 
repairability of its products, but its extent and impact is 
unclear.

Transparency
Fast Retailing does not publicly report its material mix, its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Fast Retailing does report its shipping emissions annual-
ly, but does not provide a breakdown of its transportation 
methods, and does not have a target to reduce GHG 
emissions from transportation.

Reducing upstream shipping emissions
Fast Retailing does not report having a policy to avoid 
aviation and commit to slower shipping methods such 
as maritime, rail and land.  The company does not report 
having a near-term plan to ship its cargo via cleaner 
methods, but has implemented some efficiency mea-
sures to reduce transportation emissions. It reported a 
6.3% increase in its upstream transportation and distribu-
tion emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Fast Retailing has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Fast Retailing has yet to commit to transitioning its last 
mile delivery to zero emission vehicles.

F 	 Advocacy
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It is not discernible that Fast Retailing has engaged in 
any advocacy to promote renewable energy during the 
Scorecard period.

Engagement with scorecard: 
Fast Retailing did not respond to requests.

Sources
•	 “Fast Retailing CDP,” 2020.
•	 “Fast Retailing CDP,” 2021.
•	 “Fast Retailing CDP,” 2022.
•	 “Fast Retailing Responsible Product Policy: Wood-Based Products and 

Forest Materials,” 2018. https://www.fastretailing.com/eng/sustain-
ability/products/pdf/forest_materials_policy_en.pdf.

•	 “Fast Retailing Sustainability Report 2022 ‘AN AGE OF OPPORTUNI-
TY,’” January 31, 2022. https://www.fastretailing.com/eng/sustain-
ability/report/pdf/sustainability2022_en_print.pdf#page=1&page-
mode=thumbs&zoom=80.

•	 “Improved Energy Efficiency,” November 30, 2022. https://www.fastre-
tailing.com/eng/sustainability/environment/energy.html.

•	 “Production Partners List,” December 1, 2022. https://www.fastretail-
ing.com/eng/sustainability/labor/list.html.

•	 “Response to Climate Change,” January 27, 2023. https://www.fastre-

tailing.com/eng/sustainability/environment/climatechange.html.
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As a signatory of the UN Fashion Charter, Gap Inc. has 
committed to phasing out coal fired boilers from its sup-
ply chain by 2030. Gap has also been publicly active in 
advocating for a clean energy transition at global and lo-
cal levels. Recently, it made a new commitment to reduce 
the impact of its raw materials sourcing by switching to 
100% organic cotton or cotton sourced from regenerative 
agriculture, which reflects progress made since the 2021 
Scorecard. However, Gap reported a seven-fold increase 
in its upstream transportation and distribution emissions 
between 2019 and 2021. To limit the excessive growth of 
its shipping-related emissions, Gap should set a near-
term plan to ship its cargo via cleaner vessels, avoid air 
freight, and commit to transitioning to zero emissions 
vessels. It is also essential for Gap to accelerate the pace 
of its supply chain decarbonisation by setting an ambi-
tious reduction target and providing financial support to 
its suppliers.

B- 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Gap has set an emissions reduction target for its own 
operations of 90% by 2030 from a 2017 baseline, which is 
in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 30% by 2030 from a 2017 baseline. 
This target is not in line with the 55% reduction required.

Renewable energy:
Gap has set a renewable energy target in its own opera-
tions of 100% by 2030, and the energy will be additional 
to the grid, which is commendable.

However, Gap has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 

step for decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Gap 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Gap publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions. 

Energy use:
Gap does publicly report its energy use for its own opera-
tions, including  a breakdown of its renewable energy use 
and how that energy is sourced.

For its supply chain, Gap does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use, or how that energy is sourced.

Suppliers:
Gap provides a partial supplier list to Tier 1 or 2.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Gap provides its suppliers with training and resources to 
help them make energy efficiency improvements. Gap 
does report providing its major suppliers with incentives 
for energy efficiency measures using a vendor Scorecard 
system, but does not report offering specific financial 
support. Gap does not require suppliers to make energy 
savings as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

67.22% increaseD+
Athleta, Gap, Old Navy
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Gap does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Gap does report engaging “strategic suppliers to commit 
to exploring renewable energy opportunities”, but it is not 
clear whether it provides its suppliers with training and 
resources to help them transition to renewable energy. 
The company also does not appear to provide financial 
support or incentives to make the energy transition. It 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
Gap does require its Tier 1 and Tier 2 suppliers to dis-
close GHG emissions data and require suppliers to pro-
vide facility level data via the Higg Index.  However, the 
company does not require them to set GHG emissions 
reduction targets.

D- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Gap has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
Gap has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not appear to have 
processes in place to avoid leather sourced from defor-
ested regions. Gap does have a general policy against 
contributing to deforestation through other materials 
including cellulose-based fabrics by eliminating wood 
fibre from ancient and endangered, high conservation and 
high carbon-value forest areas to make cellulose-based 
textiles by 2020.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Gap has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials. It committed to increasing their sourcing of re-

cycled polyester to at least 45 percent of polyester used 
by 2025, with some brands, such as Old Navy, setting an 
even higher target, but the polyester will be from recy-
cled bottles, which does not reduce textile waste. Gap 
has committed to reduce the impact of its raw materials 
sourcing by switching to 100% organic cotton or cotton 
sourced from regenerative agriculture. 

Increasing circularity:
Gap is acting slowly to increase circularity and address 
overproduction by policies to improve the repairability, 
resale, durability and recyclability of its clothes. The 
company is addressing overproduction with initial efforts 
to improve resale and recyclability, but larger efforts 
are needed to match its market share and contribute to 
reducing production.

Transparency
Gap does not publicly report its material mix, its volume 
of deadstock or how it manages or disposes of its dead-
stock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Gap does report its shipping emissions annually, but 
does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
Gap does not have a policy to avoid aviation and commit 
to slower shipping methods such as maritime, rail and 
land. The company does not report having a near-term 
plan to ship its cargo via cleaner methods. Additionally, 
Gap created dramatically more transportation-related 
greenhouse gas emissions between 2019 and 2021, 
reporting a rise in emissions of more than 600%.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Gap has not committed to transitioning to zero emissions 
vessels (ZEV) by 2030. The company has not used its 
voice publicly to advocate for Zero Emission Shipping.

Gap has yet to commit to transitioning its last mile deliv-
ery to zero emission vehicles.
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Gap is in coalition with 39 other companies to sign the 
Clean Energy Demand Initiative (CEDI) Global Letter of 
Intent. This letter calls for a global clean energy transition 
in partnership with governments, non-profits, and other 
organizations. The company joined a discussion at LEAD 
with Ceres, U.S. Sen. Sheldon Whitehouse, other business 
leaders, and lawmakers calling for U.S. federal climate 
and clean energy policy to meet the urgency and scale of 
the climate crisis. The company supported the Inflation 
Reduction Act which included investments related to 
reducing climate related risks to the economy. Addition-
ally, the company signed onto a letter to U.S. members of 
Congress advocating for the passing of the Infrastructure 
Investment and Jobs Act. Gap was active within this cate-
gory in the United States, but should do more to advocate 
for renewable energy overseas in supply chain regions.

Engagement with scorecard: 
Gap Inc. provided feedback on the 2023  Scorecard.

Sources
•	 “COP26: Businesses Urge World Leaders to Keep 1.5°C Alive - We 

Mean Business Coalition,” 2021. https://www.wemeanbusinesscoali-
tion.org/g20-2021/.

•	 “General 6 — GUESS Sustainability,”, https://sustainability.guess.com/
ensuring-product-responsibility.

•	 “Guess CDP,” 2020.
•	 “Guess CDP,” 2021.
•	 “Guess CDP,” 2022.
•	 “GUESS?, Inc. Supplier Factory List,” June 2021. https://static1.

squarespace.com/static/609c10ed49db5202181d673f/t/60da4fd08f-
8c923816d669ea/1624920016516/GUESS+Vendor+List+June+2021.

pdf.



BR
AN

D
 SCO

R
ES

87

Guess reported working with Canopy Style to support in-
novation to increase closed-loop recycling of cellulosic fi-
bres by 2025. It also committed to phasing out coal from 
the supply chain by 2030 as reflected by its membership 
of the UN Fashion Charter. However, Guess did not 
disclose any information about its supplier engagement 
and does not appear to have begun prioritising energy 
efficiency or renewables in its supply chain. Furthermore, 
it did not report taking any steps to decrease its trans-
portation footprint. Guess received an F grade in both the 
Renewable & Energy Efficient Manufacturing and Greener 
Shipping sections. To keep up with its competitors, Guess 
should make more meaningful efforts to set an ambition 
target for its supply chain decarbonisation, advocate for 
a renewable energy transition in key manufacturing coun-
tries, break away from fossil fuel derived materials, and 
chart a short-term green shipping plan. Most importantly, 
it should actively engage with its suppliers and provide 
assistance, incentives, and financial support for them 
to curb the rapid growth of GHG emissions related to 
purchased goods and services.

C+ 	 Climate commitments & 		
	 energy transparency

Climate and energy commitments
GHG emissions:
Guess has set an emissions reduction target for its own 
operations of 50% by 2030 from a 2019 base year, which 
is not in line with keeping warming below 1.5°C.
The company has set an emissions reduction target for 
its supply chain of 30% by 2030. This target is not in line 
with the 55% reduction required.

Renewable energy:
As a signatory of the renewed UN Fashion Charter, Guess 
has committed to sourcing 100% of electricity from 
renewable sources in its own operations by 2030, but it is 

not clear the energy will be additional to the grid.
Guess has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Guess 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Guess publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions. 

Energy use:
Guess does publicly report its energy use for its own op-
erations, including a breakdown of its renewable energy 
use and how that energy is sourced.
For its supply chain, Guess does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use, or how that energy is sourced.

Suppliers:
Guess provides a partial supplier list to Tier 1 or 2.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Guess does not report providing its suppliers with training 
and resources or financial incentives to help them make 
energy efficiency improvements. The company does not 
require them to make energy savings as a condition of 
contract. 

TOTAL SCORE EMISSIONS CHANGE

16.44% increaseD-
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88Thermal Coal phase-out:
Guess does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Guess does not report providing its suppliers with training 
and resources or financial support to help them transition 
to renewable energy.  The company does not require sup-
pliers to use renewable energy as a condition of contract.

Supplier transparency and commitments
Guess does require its suppliers to disclose GHG emis-
sions data but does not require them to set GHG emis-
sions reduction targets, and it does not require suppliers 
to provide facility level data via the Higg Index.

D- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Guess has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Guess has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not have processes 
in place to avoid leather sourced from deforested re-
gions. Guess does have a general policy against contrib-
uting to deforestation through other materials including 
cellulose-based fabrics, but the company was found to be 
at high risk of sourcing leather from deforestation in the 
Amazon Biome according to the Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Guess has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics, but does report 
working with CanopyStyle to support innovation to in-
crease closed-loop recycling of cellulosic fibres by 2025. 
Guess has not committed to reduce the impact of its raw 
materials sourcing by switching to 100% organic cotton 
or cotton sourced from regenerative agriculture by 2030. 

Increasing circularity:

Guess is acting slowly to increase circularity by running 
a take-back program called Resourced that has collected 
over 75,000 kg of apparel and footwear since May 2018, 
but this represents a very small share of its total produc-
tion, and the company does not report the amount resold 
or recycled into new garments.

Transparency
Guess does publicly report its material mix, but it does 
not report the volume of materials. It does not report its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Guess does report its shipping emissions annually, 
but the number was unchanged from 2019 to 2021. It 
does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
Guess does not have a policy to avoid aviation and com-
mit to slower shipping methods such as maritime, rail 
and land. The company does not report having a near-
term plan to ship its cargo via cleaner methods. 

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Guess has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Guess has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

D- 	 Advocacy

Guess signed on to a We Mean Business coalition letter 
to the G20 to keep the 1.5°C ambition in place, but did not 
engage in any discernible advocacy to promote renew-
able energy during the 2023 Scorecard period.

Engagement with scorecard: 
Guess did not respond to requests.
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89Sources
•	 “Business Leaders to Make Urgent Call for Federal Clean Energy 

Investments at LEAD on Climate 2022,” May 6, 2022. https://www.
ceres.org/news-center/press-releases/business-leaders-make-ur-
gent-call-federal-clean-energy-investments-lead.

•	 “COP26: Businesses Urge World Leaders to Keep 1.5°C Alive - We 
Mean Business Coalition,” 2021. https://www.wemeanbusinesscoali-
tion.org/g20-2021/.

•	 “Gap Inc. 2021 ESG Report,” 2022. https://gapinc-prod.azureedge.net/
gapmedia/gapcorporatesite/media/images/values/sustainability/
documents/2021/gap-inc-2021-esg-report.pdf.

•	 “Gap Inc. CDP,” 2020.
•	 “Gap Inc. CDP,” 2021.
•	 “Gap Inc. CDP,” 2022.
•	 “Gap Inc. CDP Climate Change Questionnaire 2022,” August 12, 2022. 

https://gapinc-prod.azureedge.net/gapmedia/gapcorporatesite/
media/images/values/sustainability/documents/2022/gap-inc-cdp-
climate-2022.pdf.

•	 “Gap Inc. ESG Data Tables 2022,” 2022. https://gapinc-prod.azureedge.
net/gapmedia/gapcorporatesite/media/images/values/sustainability/
documents/2022/data-tables-2022.pdf.

•	 “GAP Inc. Factory List,” March 2021. https://www.gapinc.com/
CMSPages/GetAzureFile.aspx?path=~%5Cgapcorporatesite%5C-
media%5Cimages%5Cvalues%5Csustainability%5Cdocuments%5C-
gap-inc-factory-list.pdf&hash=218c0cd4ee4eaa60913e7478cd909c2e
2ed25386df0475ac1de2076206228420.

•	 “Gap Inc. Factory List,” October 2022. https://gapinc-prod.azureedge.
net/gapmedia/gapcorporatesite/media/images/values/sustainability/
documents/2022/factory-list-gap-inc-october-2022.xlsx.

•	 “Global CEDI Statement of Intent.”
•	 “Joint Statement of Support for High-Ambition Power Development 

Planning in Vietnam.” Clean Energy Investment Accelerator, November 
17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-
d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/

CEIA+Vietnam+Joint+Statement+to+GVN_2021.11.17.pdf.
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H&M increased its supply chain emissions target and 
committed to transition to 100% renewable energy in its 
supply chain by 2030, in line with keeping warming below 
1.5°C. Compared to the 2021 Scorecard, H&M made 
significant progress piloting energy efficiency measures 
and exploring renewable energy deployment in its supply 
chain, pulling  ahead of its peers. H&M also stood out in 
the 2023 Scorecard for playing an active role in interna-
tional renewable energy advocacy and advocating for ac-
cess to renewable energy in supply chain countries such 
as Vietnam and Indonesia. However, despite aligning 
itself with decarbonisation goals, H&M’s emissions did 
continue to rise in the last year. H&M demonstrated small 
progress in disclosing its material mix, but this is far from 
enough. H&M has not made any commitments to phase 
out fossil fuel based materials, and needs to do more to 
demonstrate a commitment to circularity as a means to 
limit production. If H&M wants to keep ahead of its peers 
and emerge as a leader in the fashion sector, it should 
annually report on the renewable energy use of suppli-
ers, track and disclose facility-level GHG emissions, and 
continue to reduce the impact of its raw materials. H&M 
should chart near-term plans to avoid aviation and com-
mit to transitioning to zero emissions vessels by 2030.

B 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
H&M has set an emissions reduction target for both its 
own operations and its supply chains of 56% by 2030, 
which is in line with keeping warming below 1.5°C. The 
company has also set the ambitious target to reduce 
emissions across its value chain by 90% by 2040 as part 
of its net zero target.

Renewable energy:
H&M has set a renewable energy target in its own opera-

tions of 100% by 2030, and has committed to using a mix 
of RECs and electricity that is additional to the grid.
H&M has also set a target of 100% renewable electricity 
for its supply chain by 2030, making it one of only a small 
number of companies to commit to this essential step for 
decarbonising its manufacturing.

Coal phase out:
H&M has committed to phase out coal-fired boilers from 
its supply chain by 2030 as a signatory of the UN Fashion 
Charter.

Climate and energy transparency
GHG emissions:
H&M publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
H&M does publicly report its energy use for its own oper-
ations, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, H&M does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use or how that energy is sourced.

Suppliers:
H&M provides a partial supplier list to Tier 2.

B- 	 Renewable energy and energy  
	 efficient manufacturing

Energy efficiency
H&M reports providing its suppliers with training and 
resources to help them make energy efficiency improve-
ments, including developing an internal energy efficiency 
team to drive efficiency at supplier sites. H&M does 
report providing its major suppliers with financial incen-
tives for energy efficiency measures, including through its 

TOTAL SCORE EMISSIONS CHANGE

7.04% increaseB-

H&M, COS, Weekday, & Other Stories



BR
AN

D
 SCO

R
ES

91Green Investment team which provides financing alterna-
tives and options to suppliers, and does require all suppli-
ers to make energy savings as a condition of contract. 

Thermal Coal phase-out:
H&M requires suppliers to reduce thermal coal demand in 
their manufacturing processes, and has set a timeline for 
not onboarding new suppliers with thermal coal boilers.

Renewable energy
H&M reports providing its suppliers with training and 
resources to help them transition to renewable energy, 
including a supplier sustainability performance index, 
training and onboarding. The company also reports pro-
viding financial support or incentives to make the energy 
transition, such as through its Green Investment team 
and supplier incentives, and has set a target of 100% 
renewable electricity in its supply chain by 2030. H&M 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
H&M does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, but it does require suppliers to provide 
facility level data and annually report GHG emissions, 
and claims to be working to educate suppliers on how to 
develop science-based emissions reduction targets.

C- 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
H&M has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
H&M has made a public policy to ban the sourcing of 
leather from the Amazon Biome, and has a commitment 
to zero deforestation in its supply chain by the end of 
2025. H&M also has a general policy against contributing 
to deforestation through other materials including cellu-
lose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
H&M has begun investing in programs to increase closed-

loop apparel-to-apparel recycling for synthetics and 
plant-based materials, but has not committed to sourcing 
materials from recycled textiles. Instead, H&M is increas-
ing its use of recycled polyester from plastic bottles, 
which does not reduce textile waste. H&M has committed 
to reduce the impact of its raw materials sourcing by 
switching to organic, recycled or Better Cotton, but has 
not committed to 100% organic cotton or cotton sourced 
from regenerative agriculture by 2030.

Increasing circularity:
H&M is acting slowly to increase circularity and address 
overproduction by policies to improve the repairability, re-
sale, durability and recyclability of its clothes, by offering 
some limited repair and take-back options, but given its 
huge market share and volume of production it needs to 
do far more to promote circularity and reduce overpro-
duction.

Transparency
H&M does publicly report its material mix, but it does 
not report the volume of materials. It does not report its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

D+ 	 Greener Shipping

Shipping climate commitments and reporting
H&M does report its shipping emissions annually, and 
does include shipping emissions in its GHG reduction 
targets, but does not provide a breakdown of its transpor-
tation methods.

Reducing upstream shipping emissions
H&M does not appear to have a policy to avoid aviation 
and commit to slower shipping methods such as mari-
time, rail and land.  The company does have a near-term 
plan to ship its cargo via cleaner methods, including: 
working with Maersk Eco Delivery to reduce maritime 
shipping emissions; employing carbon pricing; and, 
partnering with others to increase efficiency. It reported a 
15.34% drop in its upstream transportation and distribu-
tion emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
H&M has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. 
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mile delivery to zero emission vehicles.

A+ 		  Advocacy

H&M supported the publication of a EuroCham position 
paper on renewable energy in Cambodia. The paper 
pushes the government to refocus on renewable energy, 
remove capacity charges, and promotes rooftop solar 
in addition to private PPAs. H&M has also signed a joint 
statement to the government of Vietnam advocating 
for the creation and implementation of Power Devel-
opment Plan VIII. This plan must prioritise renewable 
energy investment while also accelerating the country's 
clean energy transition. H&M also signed a statement 
of mutual aspiration encouraging the government of 
Indonesia to accelerate a renewable energy transition to 
achieve at least 50% RE energy mix by 2045. The com-
pany participated in a discussion with Swedish brands, 
the Nordic Chamber of Commerce and Industry, and the 
Sweden-Bangladesh Business Council to scale up the 
Sweden-Bangladesh relationship in renewable energy 
within the Fashion Industry. H&M scored highly in this 
category for its active engagement on renewable energy 
on an international level.

Engagement with scorecard: 
H&M provided feedback on the 2023 Scorecard.

Sources
•	 “Business Letter on the Upcoming EU Fit for 55% Package,” 2021. 

https://www.corporateleadersgroup.com/files/business_letter_on_
the_fit_for_55_package_update.pdf.

•	 “Call to Action - Let’s Meet Our Ambitions on Both Sides of the Atlantic 
to  Fight against Climate Change,” April 12, 2021. https://www.politico.
eu/wp-content/uploads/2021/04/12/EMBARGO-Call-to-action-Lets-
meet-our-ambitions-on-both-sides-of-the-Atlantic-to-fight-against-cli-
mate-change-1.pdf.

•	 “CEO Climate Alliance’s Message to World Leaders for COP26,” Octo-
ber 28, 2021. https://www.weforum.org/agenda/2021/10/cop26-ceo-
climate-alliance-message-to-world-leaders/.

•	 “Clean Cargo Members,”, https://www.smartfreightcentre.org/en/
clean-cargo-members/.

•	 “COP26: Businesses Urge World Leaders to Keep 1.5°C Alive - We 
Mean Business Coalition,” 2021. https://www.wemeanbusinesscoali-
tion.org/g20-2021/.

•	 “Focus More on Green Energy Transition,” December 7, 2022. https://
thefinancialexpress.com.bd/trade/focus-more-on-green-energy-transi-
tion-1670381367.

•	 “H&M CDP,” 2020.
•	 “H&M CDP,” 2021.
•	 “H&M CDP,” 2022.
•	 “H&M Group Annual and Sustainability Report 2021,” March 2022. 

https://hmgroup.com/wp-content/uploads/2022/03/HM-Group-Annu-
al-and-Sustainability-Report-2021.pdf.

•	 “H&M Group Further Invests in the Decarbonisation of Its Value Chain,” 
November 14, 2022. https://hmgroup.com/news/hm-group-further-in-
vests-in-the-decarbonisation-of-its-value-chain/.

•	 “H&M Group Is Using Its Influence to Push for Mandatory Biodiversity 
Disclosure Targets,” December 8, 2022. https://hmgroup.com/news/
hm-group-is-using-its-influence-to-push-for-mandatory-biodiversity-dis-
closure-targets/.

•	 “H&M Group Reduces Carbon Footprint with Maersk ECO De-
livery,” February 28, 2020. https://www.maersk.com/news/arti-
cles/2020/02/28/h-m-group-reduces-carbon-footprint-with-maersk-
eco-delivery.

•	 “H&M Group Sustainability Disclosure 2021,” March 2022. https://
hmgroup.com/wp-content/uploads/2022/03/HM-Group-Sustainabili-
ty-Disclosure-2021.pdf.

•	 “Joint Statement of Support for High-Ambition Power Development 
Planning in Vietnam.” Clean Energy Investment Accelerator, November 
17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-
d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/
CEIA+Vietnam+Joint+Statement+to+GVN_2021.11.17.pdf.

•	 “Leaders Discuss How to Tackle the Earth’s Planetary Crisis in the 
UN’s Stockholm+50,” June 29, 2022. https://hmgroup.com/news/
leaders-discuss-how-to-tackle-the-earths-planetary-crisis-in-the-uns-
stockholm50/.

•	 “Materials,”, https://hmgroup.com/sustainability/circularity-and-cli-
mate/materials/.

•	 “Meeting in Stockholm between the New Bangladesh Ambassador 
to Sweden and Pernilla Halldin, Head of Public Affairs of H&M Group 
to Discuss Green Transformation of the RMG Industry in Bangladesh, 
Moving towards Decarbonization, and GSP.,” December 12, 2022. 
https://twitter.com/BDinSWE/status/1602297687927410688.

•	 “More than 150 Business Leaders Call on EU to Strengthen Energy 
Security by Accelerating Green Transition,” May 11, 2022. https://www.
corporateleadersgroup.com/news/business-letter-ursula-von-der-ley-
en-ahead-eus-repowereu-plan.

•	 “Mutual Aspirations Hosted by Clean Energy Investment Accelera-
tor (CEIA) and Supported by Kemenkomarves,” October 19, 2022. 
https://cutthetosh.id/ctt-summit-sessions/mutual-aspirations-host-
ed-by-clean-energy-investment-accelerator-ceia-and-supported-by-ke-
menkomarves/.

•	 “Policy Opportunities to Advance Clean Energy Investment in Indone-
sia.” World Economic Forum, Accenture, Kamar Dagang dan Industri 
Indonesia (KADIN), RE100 Climate Group and CDP, November 2022. 
https://www3.weforum.org/docs/WEF_Policy_Opportunities_to_Ad-
vance_Clean_Energy_Investment_2022.pdf.

•	 “Position Paper on Renewable Energy in Cambodia,” August 2022. 
https://www.eurocham-cambodia.org/uploads/4f977-positionpaper-
onrenewableenergycambodia.pdf.

•	 “Resources — Clean Energy Investment Accelerator (CEIA),”, https://
www.cleanenergyinvest.org/resources.

•	 “Smart Freight Centre and BSR Pleased to Announce Historic Collab-
oration for Maritime Shipping: Decarbonization Finds New Home,” 
November 12, 2021. https://www.smartfreightcentre.org/en/news/
smart-freight-centre-and-bsr-pleased-to-announce-historic-collabora-
tion-for-maritime-shipping-decarbonization-finds-new-home/61477/.

•	 “Statement of Mutual Aspiration: Supporting Renewable Energy 
Procurement for Commercial and Industrial Sectors in Indone-
sia.” Clean Energy Investment Accelerator, 2021. https://static1.
squarespace.com/static/5b7e51339772aebd21642486/t/6119c1cf-
c64e0324746bb812/1629077968156/Statement+of+Mutual+Aspira-
tion+-+Indonesia.pdf.

•	 “Sweden Keen to Partner with Bangladesh Apparel Sector in Renew-
able Energy to Promote Sustainable Fashion Platform: Reports,” 
December 15, 2022. https://apparelresources.com/business-news/
sustainability/sweden-keen-to-partner-with-bangladesh-apparel-sec-
tor-in-renewable-energy-to-promote-sustainable-fashion-platform-re-
ports/.

•	 “The Alliance of CEO Climate Leaders’ Open Letter to COP27,” Novem-
ber 4, 2022. https://www.weforum.org/agenda/2022/11/cop27-alli-
ance-of-ceo-climate-leaders/.

•	 “The Apparel Story January-February 2022,” 2022. https://www.bgmea.

com.bd/uploads/newsletters/appare-story-january-february-2022.pdf.



BR
AN

D
 SCO

R
ES

93

To align with a 1.5°C pathway, Hugo Boss has recently 
revised its climate targets and set greater ambitions by 
reducing 50% GHG emissions from its Scope 1, 2, and 3 
by 2030. As a signatory of the UN Fashion Charter, Hugo 
Boss has committed to phasing out coal from the supply 
chain by 2030. The company has also come close to 
eliminating fossil fuels from their raw materials and com-
mitted to using cotton sourced from regenerative agricul-
ture. But due to the lack of a short-term clean cargo plan 
and commitment to zero emission vessels, transportation 
emissions from Hugo Boss disclosures show an 50.5% 
increase from 2019 to 2021. To decarbonise its manu-
facturing and reach its climate goals, Hugo Boss should 
actively engage with its suppliers, as well as provide 
financial support and incentives for them to transition to 
renewable energy. Progress on these measures should be 
publicly disclosed. 

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Hugo Boss has set an emissions reduction target for 
Scope 1, 2, and 3 of 50% by 2030 from a 2018 base year, 
which is relatively ambitious, although it still falls slightly 
short of the 55% reduction required.

Renewable energy:
Hugo Boss has set a renewable energy target in its own 
operations of 100% by 2030, but it is not clear whether 
the energy will be additional to the grid.
Hugo Boss has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
Hugo Boss has set a target to phase out coal-fired boilers 
from its supply chain by 2030 as part of its commitments 
as a signatory of the UN Fashion Charter.

Climate and energy transparency
GHG emissions:
Hugo Boss publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions. 

Energy use:
Hugo Boss does publicly report its energy use for its own 
operations, including  a breakdown of its renewable ener-
gy use and how that energy is sourced.
For its supply chain, Hugo Boss does not publicly report 
its energy use, a breakdown of its suppliers' renewable 
energy use or how that energy is sourced.

Suppliers:
Hugo Boss provides a partial supplier list to Tier 1 or 2.

F 	 Renewable energy and 
	 energy efficient manufacturing

Energy efficiency
Hugo Boss provides its suppliers with training and 
resources to help them make energy efficiency im-
provements, including developing a Resource Efficiency 
Module which helps suppliers to reduce their emissions. 
Hugo Boss does not report providing its major suppliers 
with financial incentives for energy efficiency measures, 
and requests but does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
Hugo Boss does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

Renewable energy
Hugo Boss does not report providing its suppliers with 
training and resources to help them transition to renew-
able energy.  The company does not report providing 
financial support or incentives to make the energy tran-
sition, and does not require suppliers to use renewable 
energy as a condition of contract.

TOTAL SCORE EMISSIONS CHANGE

5.58% decreaseD
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Hugo Boss does not require its suppliers to set GHG 
emissions reduction targets or set science-based emis-
sions reduction targets, but it does require major suppli-
ers to provide facility level data and annually report GHG 
emissions.

C 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Hugo Boss has not made any commitments to phase out 
fossil fuel based materials, although it states that it will 
avoid synthetic fibres wherever possible.

Climate commitments to zero deforestation
Hugo Boss has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, and the company does not 
have processes in place to avoid leather sourced from 
deforested regions. But Hugo Boss has a general policy 
against contributing to deforestation through other mate-
rials including cellulose-based fabrics, including working 
with CanopyStyle.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Hugo Boss set a meaningful target of 50% of its synthetic 
fibres to be from recycled fibres by 2025, helping to close 
the loop on textile recycling of synthetics. Hugo Boss has 
not committed to 100% organic cotton or cotton sourced 
from regenerative agriculture by 2030. 

Increasing circularity:
Hugo Boss appears to be working to promote circularity 
in its products, including a commitment to make 8 out of 
10 of its products “circular” by 2030 through increased 
durability and recyclability, although details of the project 
are lacking. It also has a Circular Design Strategy that 
encourages designers to create products that can be re-
cycled. The company does not appear to promote repair 
or resale options. 

Transparency
Hugo Boss does publicly report its material mix and the 
volume of materials. But it does not report its volume of 
deadstock or how it manages or disposes of its dead-
stock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Hugo Boss does report its shipping emissions annually 
and does include shipping emissions in its GHG reduction 
targets. But it does not provide a breakdown of its trans-
portation methods.

Reducing upstream shipping emissions
Hugo has a policy to avoid aviation and commit to 
slower shipping methods such as maritime, rail and land.  
The company does report working to reduce shipping 
emissions with a plan to shorten supply chains through 
nearshoring, and a specific target to reduce shipping 
emissions by 30%. However, the company’s upstream 
transportation emissions show a 50.5% increase between 
2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Hugo Boss has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Hugo Boss has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

D- 	 Advocacy

Hugo Boss signed on to a letter with 68 other companies 
to the German government advocating for a comprehen-
sive climate neutrality implementation plan, but did not 
engage in any discernible renewable energy advocacy 
within supply chain regions.

Engagement with scorecard: 
Hugo Boss provided feedback on the 2023 Scorecard.
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•	 “Hugo Boss CDP,” 2021.

•	 “Hugo Boss CDP,” 2022.

•	 “Hugo Boss Sustainability Report 2021,” May 2022. https://group.
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Inditex has committed no new thermal coal boilers in 
its supply chain from 2023 and required its suppliers 
to reduce thermal coal demand in their manufacturing. 
Inditex was one of the first apparel companies to commit 
to transitioning to zero emissions vessels with Cargo 
Owners for Zero Emission Vehicles. However, the target 
date for achieving this, which is currently 2040, should be 
brought forward. As one of the fashion companies with 
the largest GHG emissions, Inditex should set a stronger 
emissions reduction target for its supply chain. To keep 
pace with its competitor, H&M, the company should 
provide financial support and other incentives to suppli-
ers to move forward with the energy transition in manu-
facturing. Inditex also needs to demonstrate progress in 
reducing its reliance on fossil fuel based materials and 
sourcing 100% cotton from regenerative agriculture by 
2030.

C 	 Climate commitments &  
	 energy transparency

Climate and energy commitments
GHG emissions:
Inditex has set an emissions reduction target for its own 
operations of 90% by 2030, and the company has also 
set an emissions reduction target for its supply chain of 
20% by 2030, which is not in line with the 55% reduction 
required to keep warming below 1.5°C.

Renewable energy:
Inditex has set a renewable energy target of 100% 
renewable energy in its own operations which it is close 
to meeting, but the energy is largely based on Renewable 
Energy Credits and not additional to the grid.
Inditex has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Inditex 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Inditex publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Inditex publicly reports its energy use for its own opera-
tions, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, Inditex does not publicly report its 
energy use, a breakdown of its suppliers' renewable ener-
gy use or how that energy is sourced.

Suppliers:
Inditex provides an overview of its supply chain, but does 
not publish a list of suppliers.

D+ 	 Renewable energy and  
	 energy efficient manufacturing

Energy efficiency
Inditex provides its suppliers with training and resources 
to help them make energy efficiency improvements but 
it is not discernible that it provides its major suppliers 
with financial incentives for energy efficiency measures. 
Inditex does not require them to make energy savings as 
a condition of contract. 

Thermal Coal phase-out:
Inditex requires suppliers to reduce thermal coal demand 
in their manufacturing processes, including no new ther-
mal coal boilers from 2023.

TOTAL SCORE EMISSIONS CHANGE

4.33% decreaseD+Zara, Pull&Bear, Massimo Dutti



BR
AN

D
 SCO

R
ES

96Renewable energy
Inditex reports providing its suppliers with training and re-
sources to help them transition to renewable energy, and 
promotes renewable and energy efficient manufacturing 
by recognizing suppliers’ emissions reductions measures 
through the Join Life standard. The company does not 
report providing financial support or incentives to make 
the energy transition, and does not require suppliers to 
use renewable energy as a condition of contract.

Supplier transparency and commitments
Inditex does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, but does consider reduction targets 
as part of internal sustainability ranking for the Green to 
Wear collection. Inditex does require suppliers to provide 
some supply chain transparency. But it is not clear if it 
requires suppliers to share facility level data and annually 
report GHG emissions.

D- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Inditex has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Inditex has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing 
to deforestation, and does not have processes in place to 
avoid leather sourced from deforested regions.  Indi-
tex does have a general policy against contributing to 
deforestation through other materials including cellu-
lose-based fabrics through its Forest Product Policy, in 
its material sourcing policy and through joining the LEAF 
coalition.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Inditex has committed to increase closed-loop appar-
el-to-apparel recycling for synthetics and plant-based ma-
terials by supporting pilot projects to scale up recycled 
fibres. Inditex has also committed to reduce the impact 
of its natural raw materials sourcing by switching to more 

sustainable cotton and cellulosics by 2023, but has not 
specifically committed to 100% organic cotton or cotton 
sourced from regenerative agriculture by 2030. 
Increasing circularity:
Inditex is acting partially to increase circularity by reusing 
garments and fibres, including collecting garments for 
reuse and recovery through its Closing the Loop program 
and Zara Pre-owned platform (UK only), including offering 
repair and donation options, but the volumes are still ex-
tremely small considering the scale of its impact. Inditex 
still needs to do more to address overproduction with 
policies to improve the repairability, resale, durability and 
recyclability of its clothes.

Transparency
Inditex annually reports its material mix according to total 
tonnes of raw material used, broken down into fibres and 
non-fibres and natural, synthetic or man-made fibres, and 
reports on the percentage of materials from “more sus-
tainable sources”, but not the material type. Inditex does 
not report its volume of deadstock or how it manages or 
disposes of waste material.

D+ 	 Greener Shipping

Shipping climate commitments and reporting
Inditex does report its shipping emissions annually, but 
does not provide a breakdown of its transportation meth-
ods.  Inditex does include shipping emissions in its GHG 
reduction targets.

Reducing upstream shipping emissions
Inditex does not report having a policy to avoid aviation 
and commit to slower shipping methods such as mari-
time, rail and land.  The company does report using pack-
ing efficiency and high-efficiency fuels to reduce emis-
sions from freight, but does not report a near-term plan 
to ship its cargo via cleaner methods. Inditex reported a 
1.1% increase in its upstream transportation and distribu-
tion emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Inditex was one of the first apparel companies to commit 
to transitioning to zero emissions vessels (ZEV) with 
Cargo Owners for Zero Emission Vehicles, although the 
target date of 2040 should be brought forward. The com-
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coalition, but has not publicly advocated for ports and 
infrastructure to support zero emission vessels.

Inditex has begun to transition its last mile delivery to 
zero emission vehicles in China, but not internationally.

D- 		  Advocacy

Inditex signed on to a We Mean Business Coalition letter 
to the G20 to focus on keeping warming below 1.5°C, but 
did not engage in any discernible advocacy to promote 
renewable energy during the 2023 Scorecard period.

Engagement with scorecard: 
Inditex provided feedback on the 2023 Scorecard.
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Setting itself as a frontrunner in the luxury fashion world, 
Kering is the only luxury brand (in the 2023 Scorecard) 
with a target of 100% renewable energy for its supply 
chain by 2030. Increasing its supply emission targets, 
Kering has also shown willingness to advocate for its  
urgent renewable energy needs with key decision mak-
ers. With efforts, Kering reduced purchased goods and 
services emissions from 2019 to 2021. But since it has 
not committed to a zero-emission vessel or set any near-
term plan to ship its cargo via cleaner methods across 
its portfolio, its upstream transportation and distribution 
emissions grew over the same period. Kering needs to 
scale up its sub-brands’ engagement with suppliers in the 
renewable energy transition to ensure the entire group 
keeps in step towards decarbonisation.

B 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
Kering has set an emissions reduction target for its own 
operations of 90% by 2030, which is in line with keeping 
warming below 1.5°C.
The company has also set an intensity-based emissions 
reduction target for its supply chain of 70% per unit of val-
ue added by 2030, which is equivalent to a 46% absolute 
reduction according to the company’s CDP disclosure, 
and still short of the 55% reduction needed. 

Renewable energy:
Kering has set a renewable energy target in its own opera-
tions of 100% by 2025, which will be a mix of additional to 
the grid and renewable energy credits.
Kering is one of only a small handful of apparel compa-
nies to also set a target of 100% renewable energy for 
its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a member of the UN Fashion Charter, Kering has 
committed to phase out coal-fired boilers from its supply 
chain by 2030 to reduce air pollution and cut emissions, 
although it has not yet set a public target.

Climate and energy transparency
GHG emissions:
Kering publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Kering does publicly report its energy use for its own op-
erations, including a breakdown of its renewable energy 
use and how that energy is sourced.
For its supply chain, Kering does not publicly report its en-
ergy use, it does not provide a breakdown of its suppliers' 
renewable energy use and how that energy is sourced.

Suppliers:
Kering does not provide an overall supplier list, although 
its key brand Gucci publishes its Tier 1 suppliers.

D+ 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Kering does provide some of its suppliers with training 
and resources to help them make energy efficiency im-
provements by engaging 1% of suppliers (25% of supplier 
emissions) in the Clean by Design program to assess 
their energy efficiency and propose performance improve-
ment measures. Kering further expanded the program in 
2022. Kering does not report providing its major suppliers 
with financial incentives for energy efficiency measures, 
and does not require them to make energy savings as a 
condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

11.97% decreaseC
Gucci, Saint Laurent, Bottega Veneta, 
Balenciaga
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Kering does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Kering provides some of its suppliers with training and 
resources to help them transition to renewable energy, 
utilizing the Clean by Design program led by the Apparel 
impact Institute. The company does not report providing 
financial support at the group level, but does report some 
financial support or incentives to help suppliers make the 
energy transition from its houses, including Gucci and 
Intesa Sanpaolo providing small and medium-sized enter-
prises within the Gucci supply chain facilitated access to 
loans for sustainable development at better terms. Kering 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
Kering does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, and does not require suppliers to 
provide facility level data via the Higg Index and annually 
report GHG emissions. 

B- 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Kering has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Kering has made a public policy to ban the sourcing of 
leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Kering is investing in innovation to  increase closed-loop 
apparel-to-apparel recycling for synthetics and plant-
based materials through its Materials Innovation Lab. 
Kering has also committed to reduce the impact of its 
raw materials sourcing by switching to organic cotton or 
cotton sourced from regenerative agriculture by 2030, in-
cluding phasing out non-organic cotton and transitioning 
1 million hectares of farmland and rangeland to regen-
erative agricultural practices by 2025, and launching the 
regenerative fund for nature in 2022.

Increasing circularity:
Kering has committed to improve circularity across its 
portfolio and released a company-wide circularity ambi-
tion statement. Kering has identified brand-specific ways 
to improve repairability, resale, durability and recyclability, 
for example offering lifetime aftercare on suits sold by its 
Brioni brand, but needs to ensure that these are available 
across its company, and are contributing measurably to 
reducing production. 

Transparency
Kering publicly reports its material mix and the volume 
of materials. But not its volume of deadstock or how it 
manages or disposes of its deadstock to reduce waste, 
though the company does report policies in place to 
reduce waste of deadstock material.

D 	 Greener Shipping

Shipping climate commitments and reporting
Kering reports its shipping emissions annually,  includes 
shipping emissions in its GHG reduction targets, and pro-
vides a breakdown of its transportation methods includ-
ing related GHG emissions.

Reducing upstream shipping emissions
While Kering does have a policy to prioritise sea freight 
over aviation in some brands, it does not have a group-
wide position. The company does not report having a 
near-term plan to ship its cargo via cleaner methods 
across its portfolio, but some brands are taking action 
to reduce shipping emissions, e.g. Balenciaga acted 
to reduce freight distances. Overall, it reported a 6.4% 
increase in its upstream transportation and distribution 
emission from 2019 to 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Kering has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.
Kering has not committed to transitioning its last mile 
delivery to zero emission vehicles.
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Kering founded the Fashion Pact, and was a part of the 
Pact's Collective Virtual Power Purchase Agreement 
(CVPPA) in 2022, seeking to add renewable energy capac-
ity in Europe. The company signed a letter calling on EU 
leaders to continue their path toward the Paris Agree-
ment target and accelerate their actions to deliver on 
the Green Deal. However, it is not discernible that Kering 
engaged in impactful international advocacy to promote 
renewable energy.

Engagement with scorecard: 
Kering provided feedback on the 2023 Scorecard.
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As one of the highest scoring brands in the 2023 Score-
card, Levi’s has taken critical initial steps to set itself on 
the path to tackling its negative climate impact, including 
having a near-term emissions reduction target for its 
supply chain, committing to phase out coal-fired boilers 
from its supply chain by 2030, and reducing its reliance 
on fossil fuel based fabrics. The company reported incen-
tivising the coal phase-out with suppliers by signing long-
term contracts with them  and providing financial support 
to pursue a renewable energy transition. Thanks to its 
efforts, emissions of purchased goods and services from 
Levi’s showed a 38.1% drop from 2019 to 2021. Howev-
er, the company needs to move faster to reduce ship-
ping-related emissions. It is essential that Levi’s includes 
upstream transportation and distribution emissions into 
its GHG reduction targets and commits to zero emission 
vessels. If Levi’s wants to meet its climate goals, it should 
prioritise action on the international stage in advocating 
for key renewable energy infrastructure in key manufac-
turing countries.

B- 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Levi’s has set an emissions reduction target for its own 
operations of 90% by 2025 from a 2016 base year, which 
is in line with keeping warming below 1.5°C.

The company has also set an emissions reduction target 
for its supply chain of 40% by 2025 from a 2016 base 
year. This near-term target is a strong signal of its intent 
to reduce supply chain emissions now.

Renewable energy:
Levi’s has set a renewable energy target in its own oper-
ations of 100% by 2025, but it will be a mix of RECs and 
energy that is additional to the grid.

Levi’s has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Levi’s 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Levi’s publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions. 

Energy use:
Levi’s does publicly report its energy use for its own oper-
ations, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, Levi’s does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use, or how that energy is sourced.

Suppliers:
Levi’s provides a partial supplier list including an interac-
tive supply chain map to Tier 2.

C+ 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Levi’s does provide its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including working with suppliers under the Partnership 
for Cleaner Textile (PaCT) program run by the Internation-
al Finance Corporation. Levi’s does report providing its 
major suppliers with financial incentives for energy effi-
ciency measures, including providing discounted financ-
ing rates for suppliers with low-carbon investment plans, 

TOTAL SCORE EMISSIONS CHANGE

36.57% decreaseC+
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condition of contract. 
Thermal Coal phase-out:
Levi’s does not require suppliers to reduce thermal coal 
demand in their manufacturing processes, but it incen-
tivises the phase out by signing long-term contracts to 
those suppliers who make the necessary investment to 
phase out coal.

Renewable energy
Levi’s does report providing its suppliers with training and 
resources to help them transition to renewable energy, 
including supporting suppliers participating under the 
PaCT, and offers some additional financing support 
through the same mechanism. The company does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
Levi’s does require its suppliers to disclose GHG emis-
sions data, and reports that suppliers representing 
approximately 80% of its production volume have com-
pleted the Higg FEM and collects data from the rest with 
surveys. It does not require them to set GHG emissions 
reduction targets but does report working with a section 
of suppliers to develop climate and water roadmaps and 
targets.

C+ 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Levi’s has not made any commitments to phase out fossil 
fuel based materials, but it uses only a small amount of 
polyester and synthetic fibers in its material mix.

Climate commitments to zero deforestation
Levi’s has made a public policy to ban the sourcing of 
leather from the Amazon Biome.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Levi’s has not committed to increasing closed-loop appar-
el-to-apparel recycling for synthetics. Levi’s has not com-
mitted to reduce the impact of its raw materials sourcing 
by switching to 100% organic cotton or cotton sourced 

from regenerative agriculture by 2030. Levi’s reports that 
83% of its cotton is from BCI suppliers, organic cotton 
farms, or recycled cotton suppliers, with the goal of hav-
ing 100% of its cotton supply come from "preferred” or 
“more sustainable sources" by 2030, but does not provide 
any further detail on the breakdown of volume of cotton it 
is currently sourcing.  

Increasing circularity:
Levi’s is acting slowly to increase circularity, including 
planning to develop a path towards a circular product line 
by 2026. Currently Levi’s has launched several limited 
initiatives to increase product longevity and increase 
recycling; Levi’s Wellthread line of apparel is designed to 
be fully recyclable, and select Global Flagship Stores now 
offer repair services limited vintage resale, but it is not 
clear how these initiatives will impact production.

Transparency
Levi’s does publicly report its material mix, but it does 
not report the volume of materials. It does not report its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Levi’s does report its shipping emissions annually, but 
does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
Levi’s does report having a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land.  The company also has a near-term plan to 
ship its cargo via cleaner methods, including working with 
Maersk to ship some containers with cleaner fuels. But It 
reported a 37.5% increase in its upstream transportation 
and distribution emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Levi’s has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030, or used its voice publicly 
to advocate for Zero Emission Shipping, although it is a 
member of the SFC's Clean Cargo Working Group. Levi’s 
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cessfully advocating for state-level policy to accelerate 
the deployment of and transition to zero-emission trucks 
and other medium- and heavy-duty vehicles.

Levi’s has yet to commit to transitioning its last mile deliv-
ery to zero emission vehicles.

B 		  Advocacy

Levi’s was relatively active during the 2023 Scorecard pe-
riod in advocating within the United States: Levi’s joined a 
discussion at LEAD with Ceres, U.S. Sen. Sheldon White-
house, other business leaders, and lawmakers calling for 
U.S. federal climate and clean energy policy to meet the 
urgency and scale of the climate crisis. Levi’s supported 
the Inflation Reduction Act which included investments 
related to reducing climate related risks to the economy. 
The company’s CEO, along with 6 other business CEOs, 
called on U.S. Congressional leaders for ambitious feder-
al climate legislation. Levi’s should prioritise action on the 
international stage in advocating for renewable energy 
growth in supply chain regions.

Engagement with scorecard: 
Levi’s provided feedback on the 2023 Scorecard.
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lululemon has shown signs of progress since the 2021 
Scorecard, increasing its score from ‘D-’ minus to a solid 
C-. However, it still has a long way to go to decarbonise 
its supply chain, particularly considering that its fast 
rate of growth led its supply chain emissions to increase 
by a shocking 83% between 2019 and 2021. Its inten-
sity-based Scope 3 emissions target is still too weak, 
and it has yet to target 100% renewable energy within 
its supply chain, which is essential for addressing the 
greatest source of its GHG emissions. lululemon report-
ed improving its supplier engagement since the 2021 
scorecard, including by working partially with suppliers on 
renewable energy projects. However, its material sourcing 
remains heavily dependent on fossil fuel derived fabrics, 
and it has only made limited efforts to increase product 
circularity. lululemon should prioritise setting a supply 
chain renewable energy target and working with suppli-
ers to rapidly transition off fossil fuels, as well as greatly 
reducing its reliance on fossil fuel based fabrics.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
lululemon has set an emissions reduction target for its 
own operations of 60% by 2030 from a 2018 base year, 
which is in line with keeping warming below 1.5°C.
The company has also set an intensity-based target of 
60% reduction across the global supply chain by 2030 
from a 2018 base year, or an equivalent of 30% abso-
lute target. This target is still short of the 55% reduction 
required.

Renewable energy:
lululemon has set a renewable energy target in its own 
operations of 100% by 2021, which it has met through a 
mix of renewable energy credits and one major PPA in the 
United States. 

lululemon has yet to set a target of 100% renewable ener-
gy for its supply chain by 2030, which is an essential part 
of decarbonising its supply chain.

Coal phase out:
lululemon has publicly set a target to phase out coal-fired 
boilers from its Tier 1 and Tier 2 supply chain by 2030 to 
reduce air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
lululemon publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions.

Energy use:
lululemon does publicly report its energy use for its own 
operations, including a breakdown of its renewable ener-
gy use and how that energy is sourced.
For its supply chain, lululemon does not publicly report 
its energy use, and does not provide a breakdown of its 
suppliers' renewable energy use and how that energy is 
sourced.

Suppliers:
lululemon provides a partial supplier list into Tier 2.

C 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
lululemon reports providing its suppliers with training and 
resources to help them make energy efficiency improve-
ments through the Carbon Leadership Project with Aii, 
and claims to provide financial support or incentives 
for energy efficiency measures. The company does not 
require suppliers to make energy savings as a condition 
of contract. 

TOTAL SCORE EMISSIONS CHANGE

83.27% increaseC-
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lululemon requires suppliers to reduce thermal coal de-
mand in their manufacturing processes and is developing 
action plans with suppliers to phase out coal boilers by 
2030.

Renewable energy
lululemon does report providing its suppliers with training 
and resources to help them transition to renewable 
energy, but it does not provide details. The company does 
report providing financial support or incentives to make 
the energy transition, including supporting suppliers in 
Vietnam to transition to renewable energy through PPAs 
and rooftop solar, and made an initial investment in the 
Aii Climate Fund for GHG reductions. lululemon does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
lululemon does require its suppliers to disclose GHG 
emissions data and set GHG emissions reduction targets, 
and it requires Tier 1 and 2 suppliers and subcontractors 
to provide facility level data via the Higg Index. 

C- 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
lululemon has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
lululemon has committed to being a non animal-based 
leather company as part of its policy of  not contributing 
to deforestation. lululemon also has a general policy 
against contributing to deforestation through other mate-
rials including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
lululemon is acting to increase closed-loop apparel-to-ap-
parel recycling for synthetics and plant-based materials 
by piloting textile-to-textile recycling technology, and has 
made commitments to launch alternative nylon solutions 
by 2025 and switch to 100% renewable or recycled con-
tent nylon for its products by 2030, and sourcing at least 

75% recycled polyester by 2025, although the material will 
be sourced from rPET.  lululemon has not committed to 
reduce the impact of its raw materials sourcing by switch-
ing to organic cotton or cotton sourced from regenerative 
agriculture by 2030, and relies heavily on synthetic fibres 
in its material mix.

Increasing circularity:
lululemon is partly acting to increase circularity by offer-
ing an online resale program, but needs to do more to 
promote durability, and repair and reduce overproduction 
faster than its current starting goal of 2025.

Transparency
lululemon does publicly report its material mix and the 
volume of materials. And it does publicly report how 
it manages its material waste. But it does not publicly 
report its deadstock quantities.

D- 	 Greener Shipping

Shipping climate commitments and reporting
lululemon does report its shipping emissions annually 
and does include shipping emissions in its GHG reduction 
targets. But it does not provide a breakdown of its trans-
portation methods.

Reducing upstream shipping emissions
lululemon does not have a short term commitment to 
reduce shipping emissions in the supply chain, but does 
have a policy to avoid aviation and commit to slower ship-
ping methods such as maritime, rail and land. The com-
pany does not have a near-term plan to ship its cargo via 
cleaner methods, and reported an increase in air freight 
in 2020/21, leading to a significant increase (108.8%) in 
shipping emissions from 2019 to 2021. 

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
lululemon has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping. 

lululemon has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.
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lululemon is in coalition with 39 other companies to 
sign the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This letter calls for a global clean energy 
transition in partnership with governments, non-prof-
its, and other organizations.  lululemon joined 11 other 
companies in a joint Clean Energy Demand Initiative letter 
of intent with the Philippines government. CEDI looks to 
energise private sector investment by leveraging both 
governmental policy and corporate clean energy commit-
ments that grow renewable energy purchasing. Overall, 
lululemon was relatively active in supply chain advocacy 
in the Scorecard period, although it has room to grow.

Engagement with scorecard: 
lululemon provided feedback on the 2023 Scorecard.
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•	 “The Philippines Commits to the Clean Energy Demand Initiative’s 
Goals with Corporate Partners,” March 15, 2022. https://www.state.
gov/the-philippines-commits-to-the-clean-energy-demand-initiatives-
goals-with-corporate-partners/.
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LVMH has banned its suppliers from sourcing animal 
skins from the Amazon basin to avoid contributing to 
deforestation, which is a positive step. However, the com-
pany reported an increase in purchased goods and ser-
vices emissions as well as upstream transportation and 
distribution emissions from 2019 to 2021. LVMH has not 
reported effective engagement with suppliers to put in 
place energy efficiency measures or help them transition 
to renewable energy, and provides very limited transpar-
ency into its actions. To show leadership among the lux-
ury brands, LVMH should set a target of 100% renewable 
energy for its supply chain by 2030 and actively engage in 
renewable energy advocacy. These two approaches are 
essential steps for decarbonising its manufacturing.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
LVMH has set an emissions reduction target for its own 
operations of 50% by 2026 from a 2019 baseline, which is 
in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of  55% per unit of added value. It is 
not as strong as an absolute reduction target and not in 
line with the 55% reduction required.

Renewable energy:
LVMH has set a renewable energy target in its own op-
erations of 100% by 2026, but the energy will be a mix of 
additional to the grid and renewable energy credits.
LVMH has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, LVMH 
has committed to phasing out coal-fired boilers from 

its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
LVMH publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
LVMH does publicly report its energy use for its own op-
erations, including a breakdown of its renewable energy 
use. 
For its supply chain, LVMH does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use or how that energy is sourced.

Suppliers:
LVMH does not provide a supplier list, but some individu-
al brands (e.g. Fendi) provide a list. 

F 	 Renewable energy and energy 
efficient manufacturing

Energy efficiency
LVMH does not appear to provide its suppliers with train-
ing and resources to help them make energy efficiency 
improvements. LVMH does not report providing its major 
suppliers with financial incentives for energy efficiency 
measures, and does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
LVMH does not report requiring suppliers to reduce ther-
mal coal demand in their manufacturing processes.

Renewable energy
LVMH does report providing its suppliers with some 
environmental training, but it is not clear how much it 

TOTAL SCORE EMISSIONS CHANGE

0.39% increaseD-
Louis Vuitton, Tiffany & Co., 
Christian Dior, Fendi, Givenchy
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port providing financial support or incentives to make the 
energy transition and does not require suppliers to use 
renewable energy as a condition of contract.

Supplier transparency and commitments
LVMH does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, and does not require suppliers to 
provide facility level data via the Higg Index and annually 
report GHG emissions. 

C- 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
LVMH has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
LVMH has set itself a target of achieving “zero net defor-
estation” in its supply chains by 2026 and “zero gross de-
forestation” by 2030, including a ban on sourcing animal 
skins (leather) from the Amazon basin.

However, LVMH was found to be at high risk of sourcing 
leather from deforestation in the Amazon Biome in the 
Nowhere to Hide report in 2021.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
LVMH has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials. LVMH has committed to reduce the impact of 
its raw materials sourcing by switching to organic cotton 
or cotton sourced from regenerative agriculture by 2030.

Increasing circularity:
As of 2021 LVMH does offer some options for repair and 
refill to reduce post-consumer waste. It also runs a com-
pany-wide program to resell materials between brands, 
and is working towards a process to recycle unsold 
textile waste. However, it is not discernible that LVMH is 
acting to increase circularity and address overproduction 
by designing to improve the recyclability of its clothes.

Transparency
LVMH does not publicly report its material mix or its vol-
ume of deadstock, but it does provide information on how 
it manages or disposes of its deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
LVMH does report its shipping emissions annually, does 
include shipping emissions in its GHG reduction targets, 
and does provide a breakdown of its upstream and 
downstream transportation methods. LVMH has also set 
a target to reduce downstream (from brand to customer) 
shipping emissions by 10%.

Reducing upstream shipping emissions
LVMH does report having a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company does report piloting some 
small-scale near-term methods to ship its cargo via 
cleaner methods, including Moët Hennessy' cooperation 
with the shipping company Neoline to launch a transat-
lantic wind-powered cargo ship, but does not provide de-
tails on its company-wide policy. LVMH reported a 12.9% 
increase in its upstream transportation and distribution 
emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
LVMH has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

LVMH has not committed to transitioning its last mile 
delivery to zero emission vehicles, but Sephora, Guerlain 
and TOSHI use zero emission vehicles for their last mile 
delivery.

F 	 Advocacy
LVMH did not engage in any discernible advocacy to 
promote renewable energy or emissions cuts within the 
Scorecard period.

Engagement with scorecard: 
LVMH provided feedback on the 2023 Scorecard.
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Mammut scored the highest grade in the 2021 Score-
card, but slipped back somewhat in the 2023 Score-
card. However, Mammut has set some of the strongest 
emissions reduction targets among scorecard brands, 
and was the only brand to be awarded a ‘B’ in the Green-
er Shipping category for committing to actively reduce 
its freight emissions and ship using Zero Emission 
Vessels by 2030. Mammut is also working to increase 
textile circularity. Mammut should provide leadership by 
improving transparency into its supply chain renewable 
energy transition and coal phase out, and should continue 
to advocate internationally for renewables to regain its 
previously strong advocacy grade.

B- 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Mammut Sports Group has set an ambitious emissions 
reduction target for its own operations of 80% by 2030 
from a 2018 base year.

The company has also set an emissions reduction target 
for its supply chain of 55% by 2030 from a 2018 base 
year. This target is in line with the goal of keeping warm-
ing below 1.5°C.

Renewable energy:
Mammut Sports Group has set a renewable energy target 
in its own operations of 100% by 2030, but it is not clear 
whether the energy will be additional to the grid.
Mammut Sports Group has also set a target to halve the 
greenhouse gas emissions by 2030 compared to 2018 
base year by sourcing from factories using renewable 
energy, although it does not appear to have a specific 
supply chain renewable energy target.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Mam-
mut Sports Group has committed to phasing out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Mammut Sports Group publicly reports GHG emissions in 
its own operations, and in its supply chain. The company 
does provide a full breakdown of its Scope 3 emissions.

Energy use:
Mammut Sports Group does publicly report its energy use 
for its own operations, and does provide a breakdown of 
its renewable energy use and how that energy is sourced.
For its supply chain, Mammut Sports Group does not pub-
licly report its energy use, a breakdown of its suppliers' 
renewable energy use, or how that energy is sourced.

Suppliers:
Mammut Sports Group provides a partial supplier list to 
Tier 1 or 2.

C 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Mammut Sports Group provides its suppliers with train-
ing and resources to help them make energy efficiency 
improvements, including working with its largest supplier 
to deliver energy efficiency across all tiers, and participat-
ing in the European Outdoor Group’s (EOG) Supply Chain 
Decarbonisation Project. Mammut Sports Group does not 
report providing its major suppliers with financial incen-
tives for energy efficiency measures, and does not require 
them to make energy savings as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

11.57% increaseC
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Mammut Sports Group does not require suppliers to 
reduce thermal coal demand in their manufacturing 
processes.

Renewable energy
Mammut Sports Group does report providing its suppli-
ers with training and resources to help them transition 
to renewable energy, including encouraging suppliers to 
sign long term PPAs. The company does report providing 
financial support or incentives to make the energy transi-
tion, but does not provide details. It does not require sup-
pliers to use renewable energy as a condition of contract.

Supplier transparency and commitments
Mammut does require 50% of its Tier 1 and Tier 2 suppli-
ers to disclose GHG emissions data and it does require 
them to set GHG emissions reduction targets. But it does 
not require suppliers to provide facility level data via the 
Higg Index. 

C+ 	 Low-carbon and longer lasting 
materials

Eliminating fossil fuel fabrics
Mammut Sports Group has not committed to completely 
phase out fossil fuel- derived materials by 2030, though it 
plans to replace virgin fossil fibres with recycled material 
in all products by 2030.

Climate commitments to zero deforestation
Mammut Sports Group has not made a public policy to 
ban the sourcing of leather from the Amazon Biome or 
taken measurable steps to ensure that Amazon leather 
is not contributing to deforestation, but the company has 
a goal of sourcing 100% certified leather for footwear by 
2025.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Mammut Sports Group is acting to increase textile-textile 
recycling by recycling synthetic rope into new ropes, pilot-
ed using recycled nylon from ropes in apparel. The com-
pany has committed to source 100% recycled synthetic 
fibres and phase out virgin fossil fuel- derived materials, 
although these will primarily be from rPET. Mammut 
Sports Group has not committed to increase closed-loop 

apparel-to-apparel recycling for plant-based materials. 
Mammut Sports Group has committed to reduce the 
impact of its raw materials sourcing by switching to 
100% organic cotton or cotton sourced from regenerative 
agriculture by 2025. 

Increasing circularity:
Mammut Sports Group is acting to increase circularity 
and address overproduction by policies to improve the re-
pairability, resale, durability and recyclability of its clothes, 
including piloting a resale program and conducting 
14,000 repairs in 2021 using its Close the Loop project to 
pilot a more circular business model.

Transparency
Mammut Sports Group does publicly report its material 
mix, but it does not report the volume of materials. It 
does not publish its volume of deadstock or how it man-
ages or disposes of its deadstock to reduce waste.

B 	 Greener Shipping

Shipping climate commitments and reporting
Mammut does report its shipping emissions annually and 
includes shipping emissions in its GHG reduction targets, 
and it does provide a full breakdown of its transportation 
methods.

Reducing upstream shipping emissions
Mammut does have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company reports working to reduce its 
short term shipping emissions, including near-shoring its 
production to reduce shipping distances. And it reported 
a 58.7% drop in its upstream transportation and distribu-
tion emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Mammut Sports Group is the only brand in this Scorecard 
to commit to transitioning to zero emissions vessels 
(ZEV) by 2030, taking an important step forward. The 
company has not used its voice publicly to advocate for 
Zero Emission Shipping over the past 18 months.

Mammut Sports Group has yet to commit to transitioning 
its last mile delivery to zero emission vehicles.
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D- 	 Advocacy

Mammut signed onto a letter regarding the EU Commis-
sion's delay in publication of mandatory human rights 
and environmental due diligence (mHREDD) legislation, 
but did not engage in any discernible renewable energy 
advocacy during the Scorecard period.

Engagement with scorecard: 
Mammut did not respond to requests.

Sources
•	 “EU Business Statement - Making EU Legislation on Mandatory 

Human Rights and Environmental Due Diligence Effective,” February 8, 
2022. https://dwtyzx6upklss.cloudfront.net/Uploads/p/p/c/eu_busi-
ness_statement_feb_2022_781845.pdf.

•	 “Mammut 2021 Responsibility Report,” August 9, 2022. https://
assets.ctfassets.net/l595fda2nfqd/1kiq5dZDyntAdWJUgt4keb/6ddd-
b4e7856587368c19a9ac27eb22da/Mammut_Responsibility_Re-
port_2021.pdf.

•	 “Mammut CDP,” 2020.
•	 “Mammut CDP,” 2021.
•	 “Mammut CDP,” 2022.
•	 “Mammut Sports Group: 2021 Supplier List,” 2021. https://checkout.

mammut.com/int/en/assets/download/92/Supplier_List_2021_Home-
page-9389__5_-10392.xlsx.

•	 “Mammut’s Journey Towards Net Zero,” August 2021. 
https://assets.ctfassets.net/l595fda2nfqd/5NyuNY09Q0G-
8C7AW8QwVYn/933658081600a58fc6c57d4c705cbadd/Net_Zero_
committment_August_2021.pdf.
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Outdoor and equipment brand MEC reported very little 
progress since the 2021 Scorecard, which is disappoint-
ing. It is one of the few brands which still has not set a 
GHG emissions target for its supply chain. MEC provides 
very little transparency into its climate and sustainability 
plans, and is still failing to provide any data on its carbon 
footprint, energy use or shipping. The company provides 
very limited information on how it engages its suppliers, 
falling far behind fellow outdoor brands Mammut and 
Patagonia on its climate action. MEC should immediately 
act to set strong science-based emissions targets and 
begin reporting publicly on its progress.

D- 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
MEC has committed to reducing its GHG emissions inten-
sity by 65% by 2030, but it does not have a supply chain 
emissions reduction target. The weaker intensity-based 
target is not in line with keeping warming below 1.5°C.

Renewable energy:
MEC has set a renewable energy target in its own opera-
tions, but no details have been reported. The renewable 
energy will be a mix of additional to the grid and renew-
able energy.

The company has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
MEC has not publicly set a target to phase out coal-fired 
boilers from its supply chain by 2030 to reduce air pollu-
tion and cut emissions.

Climate and energy transparency
GHG emissions:
MEC publicly reports GHG emissions in its own opera-
tions, but does not report GHG emissions in its supply 
chain. The company does not provide a full breakdown of 
its Scope 3 emissions.

Energy use:
MEC does not publicly report its energy use for its own 
operations, a breakdown of its renewable energy use or 
how that energy is sourced.
For its supply chain, MEC does not publicly report its 
energy use, and does not provide a breakdown of its 
suppliers' renewable energy use and how that energy is 
sourced.

Suppliers:
MEC provides a partial supplier list to Tier 1 or 2.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
MEC does report providing its suppliers with training and 
resources to help them make energy efficiency improve-
ments. MEC does not report providing its major suppliers 
with financial incentives for energy efficiency measures, 
and does not require them to make energy savings as a 
condition of contract. 

Thermal Coal phase-out:
MEC does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
MEC does not report providing its suppliers with train-
ing and resources to help them transition to renewable 
energy.  The company does not report providing financial 

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown 
not reportedF
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does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
MEC does not require its suppliers to set GHG emissions 
reduction targets or set science-based emissions reduc-
tion targets, but does require suppliers to provide facility 
level data via the Higg Index and annually report GHG 
emissions. 

D 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
MEC has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
MEC has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing 
to deforestation, although the company has a policy of 
sourcing 100% LWG certified leather, and sources cellu-
losic materials from Canopy recommended sources.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
MEC has not committed to increasing closed-loop appar-
el-to-apparel recycling for synthetics, but has committed 
to making 50% of the polyester in MEC Label products 
from recycled content (non-textile) by 2023. MEC has not 
committed to increasing closed-loop apparel-to-apparel 
recycling for plant-based materials. MEC has committed 
to reduce the impact of its raw materials sourcing by 
switching to 100% organic cotton or cotton sourced from 
regenerative agriculture for all MEC label cotton clothing.

Increasing circularity:
MEC does claim to be working to increase circularity and 
address overproduction by policies to improve the repair-
ability, resale, durability and recyclability of its clothes, 
including by designing for circularity and by offering 
product leasing and renting programs, but needs to pro-
vide more transparency on how improving circularity will 
reduce production. 

Transparency
MEC does not publicly report its material mix, its volume 
of deadstock or how it manages or disposes of its dead-
stock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
MEC does not report its shipping emissions annually, 
does not provide a breakdown of its transportation meth-
ods, and does not have a target to reduce GHG emissions 
from transportation.

Reducing upstream shipping emissions
MEC does not have a policy to avoid aviation and commit 
to slower shipping methods such as maritime, rail and 
land. The company does not report having a near-term 
plan to ship its cargo via cleaner methods.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
MEC has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

MEC has yet to commit to transitioning its last mile deliv-
ery to zero emission vehicles.

F 	 Advocacy

MEC did not engage in any discernible advocacy to pro-
mote renewable energy or emissions reduction within the 
Scorecard period.

Engagement with scorecard: 
MEC provided feedback on the 2023 Scorecard.

Sources
•	 “2021 Annual Progress Report for MEC Mountain Equipment Com-

pany,”, https://outdoorindustry.org/wp-content/uploads/2015/03/
MEC-Mountain-Equipment-Company-Annual-Progress-Report-2021-v2.
pdf.

•	 “MEC Sustainability Progress Report,”, https://www.mec.ca/en/ex-
plore/sustainability-progress.

•	 “Outdoor Retailer MEC Commits to Using Renewable Energy at All 
Facilities,” March 1, 2016. https://www.canadianmanufacturing.com/
sustainability/outdoor-retailer-mec-commits-renewable-energy-facili-

ties-163400/.
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New Balance has shown some signs of working towards 
decarbonising its supply chain since the 2021 Scorecard, 
but its emissions targets of 30% reduction in Scopes 1, 2 
and 3 are still too low. Its actual supply chain emissions 
increased by a shocking 47% since 2019. The company 
has taken the positive step of committing to phase out 
coal-fired boilers by 2030. It reported engaging positively 
with its supply chain to increase energy efficiency and 
transition to renewable energy, but it should build in 
greater financial support for suppliers. The company was 
also active since the previous scorecard in advocating for 
renewable energy internationally. New Balance should do 
more to support and invest in textile recycling solutions 
and repair, and recycling of its own products while mov-
ing away from fossil fuel derived materials  to reduce the 
impact of its raw materials. New Balance also reported a 
significant increase in its shipping emissions, and is not 
taking discernible actions to address this.

C 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
New Balance has set a goal of 30% absolute reduction 
across Scope 1,2, and 3 by 2030 against a baseline of 
2017. This is not in line with keeping warming below 
1.5°C.

Renewable energy:
New Balance has set a renewable energy target in its 
own operations of 100% by 2025, but it will be a mix of 
energy that is additional to the grid and renewable energy 
credits.

New Balance has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, New 
Balance has committed to phasing out coal-fired boilers 
from its supply chain by 2030 to reduce air pollution and 
cut emissions.

Climate and energy transparency
GHG emissions:
New Balance publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions.

Energy use:
New Balance does publicly report its energy use for its 
own operations, including a breakdown of its renewable 
energy use and how that energy is sourced.
For its supply chain, New Balance does not publicly report 
its energy use, a breakdown of its suppliers' renewable 
energy use, or how that energy is sourced.

Suppliers:
New Balance provides a partial supplier list to Tier 1.

D+ 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
New Balance provides its suppliers with training and 
resources to help them make energy efficiency improve-
ments, including partnering with the IFC, Aii, GIZ and 
Clean by Design, and connecting suppliers with third par-
ties to train factory teams and support capacity building. 
New Balance does not report providing its major suppli-
ers with financial incentives for energy efficiency mea-
sures, and does not require them to make energy savings 
as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

46.63% increase*
2020-2021 data; 
2019 data not reported

C-
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New Balance does not require suppliers to reduce ther-
mal coal demand in their manufacturing processes. 
Renewable energy
New Balance does report providing some suppliers with 
training and resources to help them transition to renew-
able energy, including partnering with IFC to assess 
rooftop installation feasibility and implementing an 
engagement campaign to educate suppliers on climate 
change, particularly in Vietnam. The company does report 
providing financial incentives to encourage suppliers to 
make the energy transition, such as featuring climate 
change performance in supplier awards schemes. But it 
does not require suppliers to use renewable energy as a 
condition of contract.

Supplier transparency and commitments
New Balance does require its Tier 1 suppliers to disclose 
GHG emissions data but does not require them to set 
GHG emissions reduction targets, and it does not require 
suppliers to provide facility level data via the Higg Index. 

D+ 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
New Balance has not made any commitments to phase 
out fossil fuel based materials.

Climate commitments to zero deforestation
New Balance has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, but the company does 
have processes in place to avoid leather sourced from 
deforested regions, such as a commitment to source 
100% of leather from preferred sources. However, New 
Balance was found to be at high risk of sourcing leather 
from deforestation in the Amazon Biome according to the 
Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
New Balance reports acting to increase closed-loop ap-
parel-to-apparel recycling for synthetics and natural fibres 
by committing to work towards increasing its use of sus-
tainable materials and developing end-of-life solutions for 
a circular ecosystem, but it has not set specific targets 
relating to textile recycling. New Balance has commit-
ted to reduce the impact of its raw materials sourcing 

by switching to organic cotton or cotton sourced from 
regenerative agriculture by 2025, and using 50% recycled 
polyester (rPET) by 2025. 
Increasing circularity:
New Balance is acting slowly to increase circularity by 
setting a target for zero waste to landfill from Tier 1 foot-
wear factories by 2025 and exploring repair and recycling 
opportunities, but needs to set clear goals and timelines 
and ensure that they contribute to reducing production. 

Transparency
New Balance does not publicly report its material mix, its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

D- 	 Greener Shipping

Shipping climate commitments and reporting
New Balance did report its shipping emissions in 2020 
and 2021, but not in 2019. It does include shipping emis-
sions in its GHG reduction targets. It does not provide a 
breakdown of its transportation methods.

Reducing upstream shipping emissions
New Balance does not appear to have a policy to avoid 
aviation and commit to slower shipping methods such as 
maritime, rail and land, and the company does not report 
having a near-term plan to ship its cargo via cleaner 
methods. New Balance reported a 42.5% increase in its 
upstream transportation and distribution emissions in 
2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
New Balance has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

New Balance has yet to commit to transitioning its last 
mile delivery to zero emission vehicles.

A 	 Advocacy

New Balance is in coalition with 39 other companies to 
sign the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This letter calls for a global clean energy 
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and other organizations. New Balance has signed a joint 
statement to the government of Vietnam advocating for 
the creation and implementation of Power Development 
Plan VIII. This plan must prioritise renewable energy 
investment while also accelerating the country's clean en-
ergy transition. New Balance also signed a statement of 
mutual aspiration encouraging the government of Indone-
sia to accelerate a renewable energy transition to achieve 
at least 50% RE energy mix by 2045. New Balance was 
relatively active over the Scorecard period in advocating 
for renewable energy within supply chain regions.

Engagement with scorecard: 
New Balance provided feedback on the 2023 Scorecard.

Sources
•	 “Declaration of Support for Renewable Energy in Mexico.” Clean 

Energy Investment Accelerator, https://static1.squarespace.
com/static/5b7e51339772aebd21642486/t/5f19cdc0a3b-
2c66613fd7751/1595526595097/Declaration+of+Support+-
for+RE+in+Mexico_English+and+Spanish+versions.pdf.

•	 “Global CEDI Statement of Intent.”
•	 “Joint Statement of Support for High-Ambition Power Development 

Planning in Vietnam.” Clean Energy Investment Accelerator, November 
17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-
d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/
CEIA+Vietnam+Joint+Statement+to+GVN_2021.11.17.pdf.

•	 “New Balance CDP,” 2021.
•	 “New Balance CDP,” 2022.
•	 “New Balance Says Its Sneakers Will Leave Zero Carbon Footprint 

by 2050,” April 12, 2022. https://www.mainepublic.org/environ-
ment-and-outdoors/2022-04-12/carbon-footprint-new-balance-says-
its-sneakers-will-have-net-zero-emissions-by-2050.

•	 “Product Sustainability,”, https://www.newbalance.com/product-sus-
tainability.html.

•	 “Statement of Mutual Aspiration: Supporting Renewable Energy 
Procurement for Commercial and Industrial Sectors in Indone-
sia.” Clean Energy Investment Accelerator, 2021. https://static1.
squarespace.com/static/5b7e51339772aebd21642486/t/6119c1cf-
c64e0324746bb812/1629077968156/Statement+of+Mutual+Aspira-
tion+-+Indonesia.pdf.
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Footwear giant Nike was one of the highest scoring 
brands in the 2021 Scorecard, and has shown leadership 
by being the first brand to report successfully phasing out 
coal from its Tier 1 suppliers, and having plans in place to 
address Tier 2. Overall Nike’s performance in 2023 was 
similar across the board. While a few of its competitors 
took action to overtake it, the brand lost its lead by show-
ing limited advocacy engagement in the past 18 months. 
Its supply chain emissions have continued to increase 
over this period. Nike must do more to reduce its reliance 
on fossil fuel based fabrics and phase out non-organic 
or non-regenerative cotton, and increase its product 
circularity.

B 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
Nike has set an emissions reduction target for its own 
operations of 65% by 2030 which is in line with keeping 
warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 30% by 2030. This target is not 
in line with the 55% reduction required to reduce supply 
chain emissions now.

Renewable energy:
Nike has set a renewable energy target in its own opera-
tions of 100% by 2025, most of which will be additional to 
the grid.
Nike has yet to set a target of 100% renewable energy for 
its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
Nike has publicly set a target to phase out coal-fired boil-
ers from 50% of its Tier 2 suppliers, having successfully 
phased the boilers out from its Tier 1 supply chain.

Climate and energy transparency
GHG emissions:
Nike publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Nike does publicly report its energy use for its own opera-
tions, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, Nike is one of only two companies 
within the Scorecard to publicly report its energy use, and 
does provide a breakdown of its suppliers' renewable en-
ergy use by Tier 1 and 2 manufacturing, although it does 
not report how that energy is sourced.

Suppliers:
Nike provides a partial supplier list to Tier 1 and 2.

B- 	 Renewable energy and energy  
	 efficient manufacturing

Energy efficiency
Nike does provide its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including deploying the Energy Minimum Program geared 
at achieving energy and cost savings, though it is unclear 
if the program also provides financial incentives for en-
ergy efficiency measures. Nike does not require them to 
make energy savings as a condition of contract. 

Thermal Coal phase-out:
Nike has already phased out coal-fired boilers from its 
Tier 1 suppliers, and has set coal elimination plans with 
50% of its Tier 2 suppliers.

Renewable energy
Nike provides its suppliers with training and resources to 

TOTAL SCORE EMISSIONS CHANGE

16.17% increaseC
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ing assisting suppliers to contract on-site solar energy.  
The company does report providing financial support or 
incentives to make the energy transition, but does not 
provide details. It does not require suppliers to use renew-
able energy as a condition of contract.

Supplier transparency and commitments
Nike does require suppliers to disclose GHG emissions 
data and it does require them to set GHG emissions 
reduction targets. But it does not require suppliers to 
provide facility level data via the Higg Index. 

D 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Nike has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
Nike has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not have process-
es in place to avoid leather sourced from deforested 
regions.  But Nike does have a general policy against 
contributing to deforestation through other materials 
including cellulose-based fabrics. Nike was found to be 
at high risk of sourcing leather from deforestation in the 
Amazon Biome according to the Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
It is not discernible that Nike is acting to increase 
closed-loop apparel-to-apparel recycling for synthetics or 
plant-based materials, and the company has not com-
mitted to reduce the impact of its raw materials sourcing 
by switching to organic cotton or cotton sourced from 
regenerative agriculture by 2030.

Increasing circularity:
Nike is acting partially to increase circularity and address 
overproduction by policies to improve the repairability, 
resale, durability and recyclability of its clothes, including 
creating Nike Refurbished to extend the life of eligible 

products and Nike Re-Creation to collect vintage and 
dead stock pieces for newly designed products, and aim-
ing to design with better materials and longer life prod-
ucts, but it is not clear how this impact production.

Transparency
Nike does publicly report its material mix and the volume 
of materials. But it does not report its volume of dead-
stock or how it manages or disposes of its deadstock to 
reduce waste.

D+ 	 Greener Shipping

Shipping climate commitments and reporting
Nike does report its shipping emissions annually and 
does include shipping emissions in its GHG reduction 
targets. But it does not provide a breakdown of its trans-
portation methods.

Reducing upstream shipping emissions
Nike has a policy to avoid aviation and commit to slower 
shipping methods such as maritime, rail and land. The 
company is also piloting a near-term plan to ship its car-
go via cleaner methods, including working with Maersk 
ECO Delivery. It reported a 50.5% drop in its upstream 
transportation and distribution emission from 2019 to 
2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Nike has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Nike has yet to commit to transitioning its last mile deliv-
ery to zero emission vehicles.

D 	 Advocacy

Nike is in coalition with 39 other companies to sign the 
Clean Energy Demand Initiative (CEDI) Global Letter of 
Intent. This letter calls for a global clean energy transition 
in partnership with governments, non-profits, and other 
organizations. Nike also signed a statement of mutual 
aspiration encouraging the government of Indonesia to 
accelerate a renewable energy transition to at least 50% 
renewable energy by 2045. 
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Nike did not respond to requests.

Sources
•	 “BREAKING BARRIERS FY21 NIKE, Inc. Impact Report,” March 2022. 

https://purpose-cms-preprod01.s3.amazonaws.com/wp-content/up-
loads/2022/03/17210319/FY21_NIKE-Impact-Report.pdf.

•	 “Clean Cargo Members,”, https://www.smartfreightcentre.org/en/
clean-cargo-members/.

•	 “Decarbonising Logistics,”, https://www.maersk.com/~/media_sc9/
maersk/insights/files/decarbonising-logistics-ebook.pdf.

•	 “Global CEDI Statement of Intent.”
•	 “Nike CDP,” 2020.
•	 “Nike CDP,” 2021.
•	 “Nike CDP,” 2022.
•	 “Statement of Mutual Aspiration: Supporting Renewable Energy 

Procurement for Commercial and Industrial Sectors in Indone-
sia.” Clean Energy Investment Accelerator, 2021. https://static1.
squarespace.com/static/5b7e51339772aebd21642486/t/6119c1cf-
c64e0324746bb812/1629077968156/Statement+of+Mutual+Aspira-
tion+-+Indonesia.pdf.

•	 “Sustainable Materials,”, https://www.nike.com/sustainability/mate-

rials.
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On Running was one of the lowest-performing brands 
in the 2021 Scorecard, particularly compared with other 
sportswear brands. While it appears to have taken some 
small steps forward it still has a long way to go, and in 
the meantime its emissions have more than doubled 
between 2019 and 2021. If On Running wants its climate 
efforts to be taken seriously, it needs to rapidly ramp 
up the urgency of its efforts, starting by increasing its 
weak intensity-based supply chain emissions target to 
an absolute reduction target of 55% or greater by 2030. 
On Running only reported minimal engagement with its 
suppliers on decarbonising, and has yet to set a target to 
phase out on-site coal from its manufacturing.

D 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
On Running has set an emissions reduction target for its 
own operations of 46% by 2030 from a 2019 base year, 
which is not in line with keeping warming below 1.5°C.
The company has also set a relatively weak intensi-
ty-based emissions reduction target for its supply chain 
of 55% per dollar value added. This target is not in line 
with the 55% reduction required.

Renewable energy:
On Running has set a renewable energy target in its own 
operations of 80% of offices and stores by 2022, but it is 
not clear whether the energy will be additional to the grid.
On Running has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
On Running has not publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
On Running publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
not provide a full breakdown of its Scope 3 emissions.

Energy use:
On Running does not publicly report its energy use for its 
own operations, and does not provide a breakdown of its 
renewable energy use and how that energy is sourced.
For its supply chain, On Running does not publicly report 
its energy use, and does not provide a breakdown of its 
suppliers' renewable energy use and how that energy is 
sourced.

Suppliers:
On Running provides a partial supplier list to Tier 1 and 
Tier 2.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
On Running provides its suppliers with training and 
resources to help them make energy efficiency improve-
ments. On Running does not report providing its major 
suppliers with financial incentives for energy efficiency 
measures, and does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
On Running does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

Renewable energy
On Running does report providing its suppliers with train-
ing and resources to help them transition to renewable 
energy, including assistance in capacity building, in-kind 
resource expertise, and preferred supplier status.  

TOTAL SCORE EMISSIONS CHANGE

113.08% increaseD+
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or incentives to make the energy transition, and does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
On Running does require its Tier 1 and key Tier 2 suppli-
ers to disclose GHG emissions data but does not require 
them to set GHG emissions reduction targets, and it does 
not require suppliers to provide facility level data via the 
Higg Index.

C+ 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
On Running has committed to phase out virgin fossil fuel- 
derived materials by 2024, but does not have a goal to 
fully phase out fossil fuel based fabrics.

Climate commitments to zero deforestation
On Running does not use leather in any of its products, 
and has committed to never using any in the future. 

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
On Running has committed to increase closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials by working to increase the use of recycled 
cotton fibre, and has set a priority to increase fibre-to-fi-
bre recycled content sources, including collaborating with 
Carbios to develop bio-recycling technology. On Running 
has committed to reduce the impact of its raw materials 
sourcing by switching to 100% recycled or organic cotton 
or cotton sourced from regenerative agriculture by 2024.

Increasing circularity:
On Running is acting to increase circularity and address 
overproduction by policies to improve the repairability, 
resale, durability and recyclability of its clothes, including 
by creating a closed loop subscription service for some 
lines.

Transparency
On Running does not publicly report its material mix, or 
its volume of deadstock. But it does report how it manag-
es or disposes of its deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
On Running does report its shipping emissions annually 

and does include shipping emissions in its GHG reduction 
targets. But it does not provide a breakdown of its trans-
portation methods.

Reducing upstream shipping emissions
On Running does have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company does not appear to have a 
near-term plan to ship its cargo via cleaner methods, and 
it reported a 6.9% increase in its transportation and distri-
bution emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
On Running has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

On Running has yet to commit to transitioning its last 
mile delivery to zero emission vehicles.

D 	 Advocacy

On Running is in coalition with 39 other companies to 
sign the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This letter calls for a global clean energy 
transition in partnership with governments, non-profits, 
and other organizations. On Running also signed a joint 
statement to the government of Vietnam advocating for 
the creation and implementation of Power Development 
Plan VIII. This plan must prioritise renewable energy 
investment while also accelerating the country's clean 
energy transition. The company supported the Inflation 
Reduction Act, which included investments related to 
reducing climate related risks to the economy. 

Engagement with scorecard: On Running provided feed-
back on the 2023 Scorecard.

Sources
•	 “Global CEDI Statement of Intent.”
•	 “Impact Progress Report 2021,” August 2022. https://s28.q4cdn.

com/811960755/files/doc_downloads/2022/08/On-Impact-Prog-
ress-Report-2021.pdf.

•	 “Joint Statement of Support for High-Ambition Power Development 
Planning in Vietnam.” Clean Energy Investment Accelerator, November 
17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-
d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/
CEIA+Vietnam+Joint+Statement+to+GVN_2021.11.17.pdf.
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In 2022 Patagonia’s founder took the remarkable step of 
giving ownership of the private company to a trust and a 
nonprofit organization created to preserve the company’s 
independence and ensure that all of its profits are used 
to combat climate change and protect undeveloped land 
around the globe. Patagonia’s commitment to fighting 
climate change is clear. Despite ongoing issues with 
transparency it reported active engagement with its sup-
pliers on renewable energy and energy efficiency. It made 
considerable efforts to promote product and textile circu-
larity and reduce the impact of its raw material sourcing 
through organic and regenerative farming. Patagonia’s 
new ownership should prioritise increasing and standard-
ising its transparency on GHG emissions and energy use 
across its value chain to provide more accountability into 
its progress.

C 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Patagonia has set an emissions reduction target for its 
own operations of net zero by 2025, and reports currently 
investing in offset mechanisms as well as emissions 
reductions initiatives to reach that goal, although it does 
not have a specific emissions reduction.
This target is not in line with the 55% reduction required 
unless it is met through absolute emissions reductions of 
at least 55%, but it is currently unclear how much of the 
reduction will be met by reductions versus offsets. 

Renewable energy:
Patagonia has already achieved a renewable energy 
target in its own operations of 100%, using a mix of elec-
tricity that is additional to the grid and renewable energy 
credits.

Patagonia has yet to set a target of renewable energy for 

its supply chain, which is an essential step for decar-
bonising its manufacturing, although it has set general 
goals of increasing supply chain renewables as a key part 
of its carbon neutrality target. 

Coal phase out:
Patagonia has not publicly set a target to phase out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Patagonia publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions.

Energy use:
Patagonia does not publicly report its energy use for its 
own operations, and does not report a breakdown of its 
renewable energy use and how that energy is sourced.
For its supply chain, Patagonia does not publicly report 
its energy use, and does not report a breakdown of its 
suppliers' renewable energy use and how that energy is 
sourced. 

Suppliers:
Patagonia provides a partial supplier list to Tier 1 and Tier 
2.

C+ 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Patagonia provides its suppliers with training and 
resources to help them make energy efficiency improve-
ments, including working with key raw material suppliers 
to support decarbonisation of their operations and pro-
viding energy and carbon audits for partners. Patagonia 
also reports providing its major suppliers with financial 

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown 
not reportedC
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internal ‘insetting’ program, but does not require them to 
make energy savings as a condition of contract. 

Thermal Coal phase-out:
Patagonia does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

Renewable energy
Patagonia does report providing its suppliers with train-
ing and resources to help them transition to renewable 
energy, including supporting raw material suppliers to 
decarbonise their operations.  The company also reports 
providing financial support or incentives to make the 
energy transition, such as financing energy and carbon 
audits and implementing renewable energy off-site and 
on-site. But it does not require suppliers to use renewable 
energy as a condition of contract.

Supplier transparency and commitments
Patagonia does require its suppliers to disclose GHG 
emissions data but does not require them to set GHG 
emissions reduction targets, and it does not require sup-
pliers to provide facility level data via the Higg Index. 

C 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Patagonia has committed to phase out virgin fossil fuel 
derived materials and make key product areas fossil fu-
el-free by 2025, but has not committed to phase out fossil 
fuel derived materials altogether.

Climate commitments to zero deforestation
Patagonia has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, and the company does not 
have processes in place to avoid leather sourced from 
deforested regions.  But Patagonia has a general policy 
against contributing to deforestation through other mate-
rials including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Patagonia has committed to increase closed-loop ap-

parel-to-apparel recycling for synthetics and plant-based 
materials, including using chemical recycling to convert 
pre- and post-consumer polyester textiles into new cloth-
ing, and by only using renewable or recycled materials in 
products by 2025. Patagonia has committed to reduce 
the impact of its raw materials sourcing by switching to 
100% organic cotton or cotton sourced from regenerative 
agriculture and has committed to incorporating recycled 
cotton, cashmere, wool, polyester, and nylon into its raw 
materials. 

Increasing circularity:
Patagonia is acting to increase circularity and address 
overproduction by policies to improve the repairability, 
resale, durability and recyclability of its clothes, including 
creating a substantial take back program, and plans to 
grow its resale and repair division.

Transparency
Patagonia does publicly report its material mix, but it 
does not report the volume of materials. It does not 
report its volume of deadstock or how it manages or 
disposes of its deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Patagonia does not report its shipping emissions annual-
ly, and does not provide a breakdown of its transportation 
methods. But it does include shipping emissions in its 
GHG reduction targets.

Reducing upstream shipping emissions
Patagonia does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land.  The company does not report having a 
near-term plan to ship its cargo via cleaner methods.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Patagonia has committed to transitioning to zero 
emissions vessels (ZEV) by 2040, which is significant, 
although later than the 2030 target need to address ship-
ping emissions now. The company has not used its voice 
publicly to advocate for Zero Emission Shipping.

Patagonia has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.
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Patagonia was the only brand in the Scorecard to pub-
licly support the New York Fashion Act. Patagonia also 
supported the Inflation Reduction Act in the U.S., which 
included key clean energy infrastructure investments. 
As a well-respected name within the industry on sustain-
ability issues, Patagonia should do more to advocate for 
renewable energy on an international stage.

Engagement with scorecard: 
Patagonia did not respond to requests.

Sources
•	 “2025 Or Bust: Patagonia’s Carbon Neutrality Goal,” December 13, 

2019. https://www.patagonia.com/stories/2025-or-bust/story-74769.
html.

•	 “Billionaire No More: Patagonia Founder Gives Away the Company,” 
September 14, 2022. https://www.nytimes.com/2022/09/14/climate/
patagonia-climate-philanthropy-chouinard.html.

•	 “Bluesign® System,”, https://www.patagonia.com/our-footprint/blue-
sign.html.

•	 “Business Support Statement for the Inflation Reduction Act,”, https://
www.ceres.org/sites/default/files/Business%20Support%20State-
ment%20for%20the%20Inflation%20Reduction%20Act%20(1).pdf.

•	 “Climate Goals,”, https://www.patagonia.ca/climate-goals/.
•	 “Environmental Responsibility,”, https://www.patagonia.com/environ-

mental-responsibility-materials/.
•	 “Environmental Responsibility Programs,”, https://www.patagonia.

com/our-responsibility-programs.html.
•	 “EU Business Statement - Making EU Legislation on Mandatory 

Human Rights and Environmental Due Diligence Effective,” February 8, 
2022. https://dwtyzx6upklss.cloudfront.net/Uploads/p/p/c/eu_busi-
ness_statement_feb_2022_781845.pdf.

•	 “Forest Stewardship Council,”, https://www.patagonia.com/our-foot-
print/forest-stewardship-council.html.

•	 “How We’re Reducing Our Carbon Footprint,” September 18, 2019. 
https://www.patagonia.ca/stories/how-were-reducing-our-carbon-
footprint/story-74099.html.

•	 “Inditex and Patagonia Pledge Zero-Carbon Shipping,” October 20, 
2021. https://www.drapersonline.com/news/inditex-and-patago-
nia-pledge-zero-carbon-shipping-by-2040.

•	 “Jeplan,”, https://www.patagonia.com/our-footprint/jeplan.html.
•	 “Patagonia Doesn’t Use the Word ‘Sustainable’. Here’s Why,” November 

2, 2021. https://fortune.com/2021/11/02/patagonia-doesnt-use-the-
word-sustainable-cop26/.

•	 “Patagonia Finished Goods Supplier List,” May 2020. https://eu.pata-
gonia.com/on/demandware.static/-/Library-Sites-PatagoniaShared/
default/dw55edb3c8/PDF-EU/Patagonia-Finished-Goods-Suppli-
er-List-May-2020.xlsx.

•	 “Patagonia, Reformation Back Toughened New York Fashion Act,” No-
vember 17, 2022. https://www.businessoffashion.com/news/sustain-
ability/patagonia-reformation-back-toughened-new-york-fashion-act/.

•	 “Supply Chain Environmental Responsibility Program,”, https://www.
patagonia.com/our-footprint/supply-chain-environmental-responsibil-
ity-program.html.

•	 “Take-Back Program: Upcycling T-Shirts,”, https://www.patagonia.com/
our-footprint/take-back-program.html.
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Prada set GHG emissions reduction targets for both its 
own operations and supply chain, which reflects a change 
from having no goals 18 months ago. The company 
is transparent with respect to energy use for its own 
operations, GHG emissions across the supply chain, 
and material mix, which is positive. However, it received 
failing marks in all areas except climate commitment and 
transparency because of poor reporting in remarkable 
energy transition, renewable energy advocacy, switch to 
low-carbon materials, and clean transportation method.
Prada needs to rapidly begin providing training, assis-
tance, financial support, and incentives for its suppliers 
to put in place energy efficiency measures and help them 
transition to renewable energy. It is also essential for Pra-
da to reduce its dependence on fossil fuel derived fabrics, 
stop sourcing materials from deforested regions, and 
use low-carbon materials. Progress on these measures 
should be publicly disclosed. 

D 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Prada has set an emissions reduction target for its own 
operations of 29.4% by 2026 from a 2019 base year, 
which is not in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 42% by 2029 from a 2019 base 
year. This target is not in line with the 55% reduction by 
2030 required.

Renewable energy:
Prada has not set a renewable energy target in its own 
operations.

Prada has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
Prada has not publicly set a target to phase out coal-fired 

boilers from its supply chain by 2030 to reduce air pollu-
tion and cut emissions.

Climate and energy transparency
GHG emissions:
Prada publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Prada does publicly report its energy use for its own oper-
ations, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, Prada does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use or how that energy is sourced.

Suppliers:
Prada provides a partial supplier list.

F 	 Renewable energy and energy 	
	 manufacturing

Energy efficiency
Prada does not provide its suppliers with training and 
resources to help them make energy efficiency improve-
ments. Prada does not report providing its major suppli-
ers with financial incentives for energy efficiency mea-
sures, and does not require them to make energy savings 
as a condition of contract. 

Thermal Coal phase-out:
Prada does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Prada does not report providing its suppliers with training 
and resources to help them transition to renewable 
energy.  The company does not report providing financial 
support or incentives to make the energy transition and 
does not require suppliers to use renewable energy as a 
condition of contract.

TOTAL SCORE EMISSIONS CHANGE

33.41% decreaseF
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127Supplier transparency and commitments
Prada does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, and does not require suppliers to 
provide facility level data via the Higg Index and annually 
report GHG emissions.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Prada has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Prada has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not have process-
es in place to avoid leather sourced from deforested 
regions. Prada does not appear to have a general policy 
against contributing to deforestation through other mate-
rials including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Prada has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials, although it has a Re-Nylon Project designed to 
use only recycled nylon. Prada has not committed to re-
duce the impact of its raw materials sourcing by switch-
ing to organic cotton or cotton sourced from regenerative 
agriculture by 2030.

Increasing circularity: 
It is not discernible that Prada is acting to increase circu-
larity and address overproduction by policies to improve 
the repairability, resale, durability and recyclability of its 
clothes.

Transparency
Prada does not publicly report its material mix, though it 
provides a limited breakdown of the overall quantities of 
different broad material categories, and how it manages 
its material waste. It does not publicly report its dead-
stock quantities.

F 	 Greener Shipping

Shipping climate commitments and reporting
Prada does report its shipping emissions annually, but it 

does not provide a breakdown of its transportation meth-
ods, and does not have a target to reduce GHG emissions 
from transportation.

Reducing upstream shipping emissions
Prada does not have a policy to avoid aviation and com-
mit to slower shipping methods such as maritime, rail 
and land. The company does not report having a near-
term plan to ship its cargo via cleaner methods. However, 
it did report a 45.1% drop in its upstream transportation 
and distribution emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Prada has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Prada has not committed to transitioning its last mile 
delivery to zero emission vehicles.

D 	 Advocacy

Prada is a Fashion Pact member and has joined the orga-
nization's Collective Virtual Power Purchase Agreement 
(CVPPA) designed to add renewable energy capacity in 
Europe, but it is not discernible that Prada engaged in 
any proactive renewable energy or emissions reduction 
advocacy within the Scorecard period.

Engagement with scorecard: 
Prada did not respond to requests.

Sources
•	 “2020 Social Responsibility Report,” May 25, 2021. https://www.

pradagroup.com/content/dam/pradagroup/documents/Responsabili-
ta_sociale/2021/e-2020-Social-Responsibility-Report.pdf.

•	 “Energy Efficiency,”, https://www.pradagroup.com/content/
pradagroup/en/sustainability/environment-csr/energy-efficiency.html.

•	 “Prada CDP,” 2021.
•	 “Prada CDP,” 2022.
•	 “PRADA Group Code of Ethics,”, https://www.pradagroup.com/con-

tent/dam/pradagroup/documents/Responsabilita_sociale/code_of_
ethics_en.pdf.

•	 “Sustainability Report 2021,” 2022. https://www.pradagroup.
com/content/dam/pradagroup/documents/Responsabilita_so-
ciale/2022/e-Sustainability%20Report%202021.pdf.

•	 “The Fashion Pact Announces New Initiatives on Climate and Beyond,” 
December 8, 2022. https://www.voguebusiness.com/sustainability/
the-fashion-pact-announces-new-initiatives-on-climate-and-beyond.
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Primark has made progress by updating its GHG emis-
sions absolute reduction goal across its value chain from 
30% to 50% by 2030. As a signatory of the UN Fashion 
Charter, Primark has committed to phasing out coal from 
its supply chain by 2030. However, it has not disclosed 
its GHG emissions or energy demand. It has made little 
progress in terms of raw material sourcing and has not 
demonstrated any progress towards increasing circular-
ity. To meet its climate goals, Primark should advocate 
for a renewable energy transition to key decision-makers, 
break away from fossil fuel derived materials, provide 
financial support and incentives to suppliers to transi-
tion to renewable energy, and commit to zero emission 
vessels.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Primark has set a relatively ambitious emissions reduc-
tion target across its value chain of 50% by 2030 from 
FY18/19, although it is still just short of the 55% emis-
sions cut required.

Renewable energy:
As a signatory of the renewed UN Fashion Charter, Pri-
mark has committed to sourcing 100% of electricity from 
renewable sources in its own operations by 2030, but it is 
not clear whether the energy will be additional to the grid.
Primark has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, 
Primark has committed to phasing out coal-fired boilers 
from its supply chain by 2030 to reduce air pollution and 

cut emissions. 

Climate and energy transparency
GHG emissions:
Primark publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions. 

Energy use:
Primark does publicly report its energy use for its own op-
erations, including a breakdown of its renewable energy 
use and how that energy is sourced.
For its supply chain, Primark does not publicly report its 
energy use, a breakdown of its suppliers' renewable ener-
gy use, or how that energy is sourced.

Suppliers:
Primark provides a partial supplier list.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Primark reports providing some key suppliers with train-
ing and resources to help them make energy efficiency 
improvements through a pilot with the Clean by Design 
initiative, which it plans to expand. Primark does not 
report providing its major suppliers with financial incen-
tives for energy efficiency measures, and does not require 
them to make energy savings as a condition of contract. 

Thermal Coal phase-out:
Primark does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Primark does report providing its suppliers with train-
ing and resources to help them transition to renewable 

TOTAL SCORE EMISSIONS CHANGE

No emissions 
breakdown availableD
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some of its major suppliers in deploying or using more 
renewable energy and applying for group Power Purchase 
Agreements. The company does not report providing 
meaningful financial support or incentives to make the 
energy transition, and it does not require suppliers to use 
renewable energy as a condition of contract.

Supplier transparency and commitments
Primark does require its suppliers to disclose GHG emis-
sion data but does not require them to set GHG emis-
sions reduction targets. Suppliers are required to provide 
facility level data via the Higg FEM.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Primark has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Primark has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contribut-
ing to deforestation, and the company does not have 
processes in place to avoid leather sourced from defor-
ested regions. But Primark has a general policy against 
contributing to deforestation through other materials 
including cellulose-based fabrics by avoiding wood-based 
products from ancient and endangered forests, including 
the Amazon.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
It is not discernible that Primark is acting to increase 
closed-loop apparel-to-apparel recycling for synthetics 
and plant-based materials. Primark has committed to 
switch to 100% recycled or “more sustainably sourced 
materials” by 2030, but not to 100% organic cotton or 
cotton sourced from regenerative agriculture. 

Increasing circularity:
Primark is acting slowly to increase circularity and ad-
dress overproduction by policies to improve the repair-
ability, resale, durability and recyclability of its clothes, in-

cluding planning to expand its in-store recycling program 
recycle clothes that cannot be reused into yarn for new 
garments. The company also reports that it is "increasing 
the use of more sustainable, organic and recycled mate-
rials in our products'' but it doesn't provide targets or de-
tails related to this action. Primark also reports piloting a 
circular design training program for buyers and designers 
to improve product recyclability and durability and reduce 
textile waste, and is “exploring and implementing product 
reuse models”, but has yet to scale the program. 

Transparency
Primark does not publicly report its material mix, its vol-
ume of deadstock or how it manages or disposes of its 
deadstock to reduce waste.

D- 	 Greener Shipping

Shipping climate commitments and reporting
Primark does not report its shipping emissions annually 
and does not provide a breakdown of its transportation 
methods, but it does include shipping emissions in its 
GHG reduction targets.

Reducing upstream shipping emissions
Primark does claim to prioritise marine freight and avoid 
aviation. The company is also partnering with Maersk 
EcoDelivery to reduce its marine shipping emissions in 
the near term.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Primark has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

Primark has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy

Primark did not engage in any discernible advocacy to 
promote renewable energy or emissions reduction within 
the 2023 Scorecard period.

Engagement with scorecard: 
Primark provided feedback on the 2023 Scorecard.
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130Sources
•	 “Advanced Facility Engagement Guidelines | Primark – User Re-

sources: How To Higg,”, https://howtohigg.org/primark-facility-guide-
lines-2021/.

•	 “Associated British Foods CDP,”, https://www.cdp.net/en/respons-
es/1085.

•	 “Clean Cargo Members,”, https://www.smartfreightcentre.org/en/
clean-cargo-members/.

•	 “Halve Our Carbon Footprint,”, https://corporate.primark.com/en/plan-
et/halve-our-carbon-footprint.

•	 “How Ethical/Sustainable Is Primark?,” October 4, 2021. https://ethi-
calunicorn.com/2021/10/04/how-ethical-sustainable-is-primark/.

•	 “Invested in Our Future - Associated British Foods Responsibility 
Report 2022,” November 7, 2022. https://www.abf.co.uk/content/
dam/abf/corporate/AR-and-RR-website-updates-2022/responsibility/
ABF%20Responsibility%20Report%202022.pdf.downloadasset.pdf.

•	 “Participants in the Fashion Industry Charter for Climate Action | 
UNFCCC,”, https://unfccc.int/climate-action/sectoral-engagement/
global-climate-action-in-fashion/fashion-industry-charter-for-cli-
mate-action/participants-in-the-fashion-industry-charter-for-cli-
mate-action#Signatories-.

•	 “Primark Environmental Insights 2021/22 - Carbon,”, https://pri-
mark.a.bigcontent.io/v1/static/Primark-Environmental-Insights-Car-
bon.

•	 “Primark Non Food Animal Welfare Policy,” 2021. https://primark.a.big-
content.io/v1/static/Primark-non-food-animal-welfare-policy-2021.

•	 “Primark Sustainability and Ethics Report 2021/22,” November 30, 
2022. https://primark.a.bigcontent.io/v1/static/Primark-Sustainabili-
ty-and-Ethics-Report-2021-22.

•	 “Primark Wood and Wood Fibre Policy,” 2022. https://primark.a.big-
content.io/v1/static/Primark-Wood-and%E2%80%93Wood-Fibre-Poli-
cy-2022.

•	 “Protecting Our Planet,”, https://corporate.primark.com/en/our-ap-
proach/our-standards/protecting-our-planet.
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Sportswear brand PUMA has continued to pursue decar-
bonisation in its supply chain, and this year became the 
highest-performing brand in the sportswear category. It 
was also one of the only sportswear brands to report a 
significant decrease in its supply chain emissions since 
2019 (22.43%), as its decarbonisation efforts begin to 
show results. PUMA has engaged actively with its suppli-
ers on energy efficiency, renewable energy and phasing 
out coal. It has taken the important first step of setting a 
supply chain renewable energy target for 25% of its core 
suppliers. PUMA should look to increase its supply chain 
renewable target to match footwear competitors ASICS 
and Allbirds, and focus on reducing its reliance on fossil 
fuel derived fabrics to cut its raw materials emissions.

B 	 Climate commitments  
	 & energy transparency

Climate and energy commitments
GHG emissions:
PUMA has set an emissions reduction target for its own 
operations of 35% by 2030 from a 2017 base year, which 
is not in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 60% per million euro sales by 2030 
from a 2017 base year, equivalent to an absolute target 
of 27%. This target is not in line with the 55% reduction 
required.

Renewable energy:
PUMA has set a renewable energy target in its own op-
erations of 100% by 2025, but the energy will be a mix of 
additional to the grid and renewable energy credits.
PUMA has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing, but it has set a target of 
25% renewable energy for core suppliers by 2030 which is 
an important first step.

Coal phase out:
PUMA has publicly set a target to phase out coal-fired 
boilers from its core Tier 1 and Tier 2 suppliers by 2030 to 
reduce air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
PUMA publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
PUMA publicly reports its energy use for its own opera-
tions, and provides a breakdown of its renewable energy 
use and how that energy is sourced.

For its supply chain, PUMA is one of very few companies 
that reports on its supply chain energy use and the per-
centage of renewable energy in its supply chain, broken 
down by Tier 1 and 2, although it does not provide details 
on how it is sourced. This is an essential step in account-
ability on its renewable energy target.

Suppliers:
PUMA provides the majority of its supplier list to Tier 1, 
Tier 2 and Tier 3.

B- 	 Renewable energy and energy  
	 efficient manufacturing

Energy efficiency
PUMA provides its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including events organized by the Sustainability Team. 
PUMA does not report providing its major suppliers with 
financial incentives for energy efficiency measures, but 
does require them to make energy savings as a condition 

TOTAL SCORE EMISSIONS CHANGE

22.43% decreaseC+
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Handbooks. 

Thermal Coal phase-out:
PUMA reports enrolling its suppliers in cleaner production 
programs which include coal boiler phase out, with a goal 
of replacing coal-fired boilers at all key factories by 2025.

Renewable energy
PUMA does report providing its suppliers with training 
and resources to help them transition to renewable ener-
gy, including events organized by the Sustainability Team. 
The company does not report providing specific financial 
support or incentives to make the energy transition, but 
does finance projects such as cooperation with the Ap-
parel Impact Institute (Aii) for the Clean by Design (CbD) 
project in China, Taiwan and Vietnam. Puma requires core 
suppliers to buy Renewable Energy Credits as a condition 
of contract, and provides resources to help them make 
alternative arrangements where RECs aren’t available, 
which is a step forward, but it should prioritise higher-im-
pact renewable energy sourcing methods. 

Supplier transparency and commitments
PUMA does require its suppliers to disclose GHG emis-
sions data and set GHG emissions reduction targets, and 
requires suppliers to provide facility level data via the 
Higg FEM. 

C 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
PUMA has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
PUMA has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, but reports a low level of leather purchase 
from Brazil and works with the Leather Working Group 
on improving traceability. PUMA does have a general 
policy against contributing to deforestation through other 
materials including cellulose- and wood-based products, 
and is a supporting member of the CanopyStyle initiative. 
However, PUMA was found to be at high risk of sourcing 
leather from deforestation in the Amazon Biome accord-
ing to the 2021 Nowhere to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
PUMA has taken limited steps to advance textile-to-textile 
recycling of synthetic fibres with an initiative to recycle 
“unsellable” items through chemical recycling, but has 
not committed to increasing closed-loop apparel-to-ap-
parel recycling for its post-consumer waste. PUMA has 
committed to increasing recycled polyester use to 75% 
in apparel & accessories by 2025, but plans to use rPET 
to achieve this goal. PUMA has not committed to reduce 
the impact of its raw materials sourcing by switching 
to organic cotton or cotton sourced from regenerative 
agriculture by 2030, but has committed to procuring 
100% cotton, polyester, leather, and down from certified 
sources by 2025, and increased its use of recycled cotton 
to 4% in 2021.

Increasing circularity:
PUMA has a circularity policy with commitments to 
improve durability, develop take back programs, reduce 
production waste by 50% and develop recycled material 
options for leather, rubber, cotton and PU by 2025, which 
is moving in the right direction. Currently PUMA is piloting 
some limited programs to improve circularity including 
its SWOP shop resale program, but needs to ensure that 
these will reduce overproduction in the near term.

Transparency
PUMA does publicly report its material mix and the vol-
ume of materials. It does report on the volume of pre-con-
sumer waste material from its core Tier 1 and 2 suppliers 
and how that material is managed.

D 	 Greener Shipping

Shipping climate commitments and reporting
PUMA does report its shipping emissions annually and 
includes shipping emissions in its GHG reduction targets. 
But it does not provide a breakdown of its transportation 
methods.

Reducing upstream shipping emissions
PUMA has a policy to avoid aviation and commit to 
slower shipping methods such as maritime, rail and land. 
As part of a near-term plan to reduce shipping emis-
sions, PUMA is working with Maersk to switch to cleaner 
shipping fuels. It reported a 0.7% drop in its upstream 
transportation and distribution emissions between 2019 
and 2021.
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(ZEV) by 2030
PUMA has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

PUMA has not committed to transitioning its last mile 
delivery to zero emission vehicles.

D 		  Advocacy

Puma signed on to a letter with 68 other companies to 
the German government advocating for a comprehensive 
climate neutrality implementation plan. Puma also signed 
on to a letter of support for renewable energy invest-
ments in Mexico. 

Engagement with scorecard: 
PUMA provided feedback on the 2023 Scorecard.

Sources
•	 “About Stiftung KlimaWirtschaft,”, https://klimawirtschaft.org/english.
•	 “An Implementation Programme for Climate Neutrality. Now.,” 

October 2021. https://klimawirtschaft.org/wp-content/up-
loads/2022/02/20211011_S2G_Unternehmensappell_ENG.pdf.

•	 “A.P. Moller - Maersk Accelerates Fleet Decarbonisation with 8 Large 
Ocean-Going Vessels to Operate on Carbon Neutral Methanol,” August 
24, 2021. https://www.maersk.com/news/articles/2021/08/24/
maersk-accelerates-fleet-decarbonisation.

•	 “Biodiversity & Forest Protection Policy,”, https://cdn.about.puma.
com/-/media/files/pdf/sustainability/codes-and-handbooks/
forest_biodiversity-policy_260321.pdf?rev=c7c72d80f88147c3b-
bea608249bb0f30#:~:text=Forests%20play%20a%20key%20role,-
from%20ancient%20and%20endangered%20forests.

•	 “Conference of the People,”, https://about.puma.com/en/sustainabili-
ty/conferenceofthepeople.

•	 “Declaration of Support for Renewable Energy in Mexico.” Clean 
Energy Investment Accelerator, https://static1.squarespace.
com/static/5b7e51339772aebd21642486/t/5f19cdc0a3b-
2c66613fd7751/1595526595097/Declaration+of+Support+-
for+RE+in+Mexico_English+and+Spanish+versions.pdf.

•	 “Environment | PUMA AR 2020,”, https://annual-report.puma.
com/2020/en/sustainability/environment.html.

•	 “First Electric Truck Starts Operations at PUMA’s California Ware-
house,” May 4, 2022. https://www.puma-catchup.com/first-elec-
tric-truck-starts-operations-at-pumas-california-warehouse/.

•	 “ITMF Conference 2022,” 2022. https://www.itmf.org/conferences/
previous-conferences/itmf-conference-2022.

•	 “Maersk Accelerates Fleet Decarbonisation with 8 Ocean-Going 
Methanol Operated Container Vessels,” August 26, 2021. https://navi-
gatormagazine.fi/news/shipping/maersk-accelerates-fleet-decarboni-
sation-with-8-ocean-going-methanol-operated-container-vessels/.

•	 “Participants in the Fashion Industry Charter for Climate Action | 
UNFCCC,”, https://unfccc.int/climate-action/sectoral-engagement/
global-climate-action-in-fashion/fashion-industry-charter-for-cli-
mate-action/participants-in-the-fashion-industry-charter-for-cli-
mate-action#Signatories-.

•	 “PUMA CDP,” 2020.

•	 “PUMA CDP,” 2021.

•	 “PUMA CDP,” 2022.

•	 “PUMA Successfully Pilots Swop Shops in Hong Kong,” February 14, 

2022. https://www.puma-catchup.com/puma-successfully-pilots-

swop-shops-in-hong-kong/.

•	 “PUMA’s Annual Report 2021,” 2022. https://annual-report.puma.

com/2021/downloads/puma-ar-2021_annual-report.pdf.

•	 “PUMA’s Annual Sustainability Reports,”, https://about.puma.com/en/

sustainability/reporting.

•	 “PUMA’s Social Impact in Manufacturing Factories,”, https://about.

puma.com/en/sustainability/social.

•	 “PUMA’s Sustainable Targets,”, https://about.puma.com/en/sustain-

ability/our-targets.

•	 “RE:JERSEY,”, https://about.puma.com/en/sustainability/re-jersey.

•	 “Sustainability Handbook and Codes of Conduct,”, https://about.puma.

com/en/sustainability/codes-policies-and-handbooks.

•	 “The A List 2022 - Companies Scores - CDP,”, https://www.cdp.net/en/

companies/companies-scores.

•	 “Zero Emissions: PUMA Adds Hydrogen Car to Its Fleet,” July 2, 2020. 

https://www.puma-catchup.com/zero-emissions-puma-adds-hydro-

gen-car-to-its-fleet/.
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PVH took an important step forward since the 2021 
Scorecard by setting relatively ambitious new climate 
targets of 71% reduction in its own operations, a 46% 
reduction in Scope 3 emissions, and committing to phase 
out thermal coal by 2030. However, outside of target-set-
ting, PVH’s performance remained mediocre across the 
five assessment areas, and its emissions did not decline 
since 2019. The company showed very limited progress 
on circular materials and supplier engagement, and 
should prioritise incentivising renewable energy in its 
supply chain.

B- 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
PVH has set an emissions reduction target for its own op-
erations of 71% in Scope 1 and Scope 2 from a 2017 base 
year, which is in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 46% from a 2017 base year. This 
target is still short of the 55% reduction required.

Renewable energy:
PVH has set a renewable energy target in its own opera-
tions of 100%, but the energy will be a mix of additional to 
the grid and renewable energy credits.
PVH has yet to set a target of 100% renewable energy for 
its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, PVH 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
PVH publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
PVH does publicly report its energy use for its own oper-
ations, and does provide a breakdown of its renewable 
energy use and how that energy is sourced.
For its supply chain, PVH does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use or how that energy is sourced.

Suppliers:
PVH provides a partial supplier list to Tier 1 and 2.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
PVH provides its suppliers with some training and 
resources to help them make energy efficiency improve-
ments, including online training and offering Clean by De-
sign to key factories in India. PVH does claim to provide 
its major suppliers with financial incentives for energy 
efficiency measures, but has no details on the incentives. 
The company does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
PVH does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
PVH does not report providing its suppliers with training 
and resources or financial support to help them transition 
to renewable energy. The company does not require sup-
pliers to use renewable energy as a condition of contract.

Supplier transparency and commitments
PVH does require its suppliers to disclose GHG emis-
sions data but does not require them to set GHG emis-
sions reduction targets, and it does not require suppliers 
to provide facility level data via the Higg Index. 

TOTAL SCORE EMISSIONS CHANGE

0.92% decreaseD
Calvin Klein, TOMMY HILFIGER
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	 lasting materials

Eliminating fossil fuel fabrics
PVH has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
PVH has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation. The company appears to have processes 
in place to avoid leather sourced from deforested regions, 
including banning the sourcing of leather from endan-
gered species habitats and ancient and endangered 
forests and working with the Leather Working Group 
and Textile Exchange to implement responsible leather 
sourcing practices, but PVH was found to be at high risk 
of sourcing leather from deforestation in the Amazon Bi-
ome according to the Nowhere to Hide report.  PVH also 
has a general policy against contributing to deforestation 
through other materials including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
PVH has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials, but it commits to sustainably sourcing 100% of 
its polyester by 2030. PVH has not committed to reduce 
the impact of its raw materials sourcing by switching 
to organic cotton or cotton sourced from regenerative 
agriculture by 2030, but has committed to sustainably 
sourcing 100% of its cotton, viscose and wool by 2025.

Increasing circularity:
PVH is not acting decisively to increase circularity and 
address overproduction by policies to improve the repair-
ability, resale, durability and recyclability of its clothes, but 
has a very limited goal to make three of its most com-
monly purchased products circular by 2025.

Transparency
PVH does publicly report its material mix and the volume 
of materials and how it manages its material waste, but it 
does not publicly report its deadstock quantities.

D- 	 Greener Shipping

Shipping climate commitments and reporting
PVH does report its shipping emissions annually, but 

does not have a target to reduce GHG emissions from 
transportation and does not provide a breakdown of its 
transportation methods.

Reducing upstream shipping emissions
PVH has a policy to avoid aviation and commit to slower 
shipping methods such as maritime, rail and land.  The 
company does not report having a near-term plan to ship 
its cargo via cleaner methods. However, it did report a 
significant (64.6%) drop in its upstream transportation 
and distribution emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
PVH has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

PVH has not committed to transitioning its last mile deliv-
ery to zero emission vehicles.

D 	 Advocacy

PVH is a Fashion Pact and RE100 member, and joined 
The Fashion Pact’s Collective Virtual Power Purchase 
Agreement (CVPPA) seeking to add renewable energy 
capacity in Europe. However, PVH did not engage in any 
discernible renewable energy advocacy within the Score-
card period.

Engagement with scorecard: 
PVH did not respond to requests.

Sources
•	 “Corporate Responsibility Report 2021,” August 8, 2022. https://www.

pvh.com/-/media/Files/pvh/responsibility/PVH-CR-Report-2021.pdf.

•	 “Driving Fashion Forward for Good: Corporate Responsibility Report 

2020,” June 10, 2021. https://www.pvh.com/-/media/Files/pvh/re-

sponsibility/PVH-CR-Report-2020.pdf.

•	 “PVH CDP,” 2020.

•	 “PVH CDP,” 2021.

•	 “PVH CDP,” 2022.

•	 “PVH, HSBC Back Sustainable Supply Chain Finance Program,” July 1, 

2022. https://sourcingjournal.com/denim/denim-business/pvh-hsbc-

back-sustainable-supply-chain-finance-program-science-based-tar-

gets-353134/.

•	 “The Fashion Pact Announces New Initiatives on Climate and Beyond,” 

December 8, 2022. https://www.voguebusiness.com/sustainability/

the-fashion-pact-announces-new-initiatives-on-climate-and-beyond.
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As a signatory of the UN Fashion Charter, Ralph Lauren 
is moving to reduce GHG emissions all along the supply 
chain by committing to phasing out coal fired boilers and 
providing its major suppliers with financial incentives for 
energy efficiency measures. It is also actively advocating 
for access to renewable energy transition in key manu-
facturing countries, such as the Philippines. While Ralph 
Lauren included shipping emissions in its GHG reduction 
targets and reported limiting air freight, it reported an 
increase in upstream transportation and distribution 
emissions by 41% from 2019 to 2021. To reach its cli-
mate goals, Ralph Lauren should chart short-term plans 
to ship cargo on cleaner vessels and transition to zero 
emission vessels. The company should also set stronger 
emissions reduction targets and engage with its suppli-
ers to source renewable energy in manufacturing.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Ralph Lauren has set a goal of 30% absolute reduction 
across Scopes 1,2 and 3 by 2030 against a 2020 base 
year. This is not in line with keeping warming below 1.5°C.

Renewable energy:
Ralph Lauren has set a renewable energy target in its own 
operations of 100% by 2025, but it is not clear whether it 
is additional to the grid.
Ralph Lauren has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Ralph 
Lauren has committed to phasing out coal-fired boilers 
from its supply chain by 2030 to reduce air pollution and 
cut emissions.

Climate and energy transparency
GHG emissions:
Ralph Lauren publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions. 

Energy use:
Ralph Lauren does publicly report its energy use for its 
own operations, including a breakdown of its renewable 
energy use and how that energy is sourced.
For its supply chain, Ralph Lauren does not publicly report 
its energy use, a breakdown of its suppliers' renewable 
energy use, or how that energy is sourced.

Suppliers:
Ralph Lauren does provide a supplier list to Tier 2, and 
some Tier 3.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Ralph Lauren does report providing its suppliers with 
training and resources to help them make energy efficien-
cy improvements, including partnering with fabric mills 
to help them join the Aii which helps suppliers to reduce 
their emissions. It also invested in technical support for 
each manufacturing facility to develop carbon reduction 
roadmaps and clear action plans. However, it is not clear 
if Ralph Lauren provides its major suppliers with financial 
incentives for energy efficiency measures. It does not 
appear to require suppliers to make energy savings as a 
condition of contract. 

Thermal Coal phase-out
Ralph Lauren does not report requiring suppliers to 
reduce thermal coal demand in their manufacturing 
processes.

TOTAL SCORE EMISSIONS CHANGE

20.87% decreaseC-
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Ralph Lauren does not report providing its suppliers with 
training and resources to help them transition to renew-
able energy.  The company does not report providing 
financial support or incentives to make the energy tran-
sition and does not require suppliers to use renewable 
energy as a condition of contract.

Supplier transparency and commitments
Ralph Lauren does require its major suppliers to disclose 
GHG emissions data, and does require them to set GHG 
emissions reduction targets and provide facility level 
data.

C 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
Ralph Lauren has not committed to phase out fossil fuel 
based materials, but it get partial credit for only using 
less than 10% synthetic fibres in its material mix.

Climate commitments to zero deforestation
Ralph Lauren has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation. But the company does 
claim to have processes in place to avoid leather sourced 
from deforested regions. However, Ralph Lauren was 
found to be at high risk of sourcing leather from defor-
estation in the Amazon Biome according to the Nowhere 
to Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Ralph Lauren has not committed to increase closed-loop 
apparel-to-apparel recycling for synthetics and plant-
based materials. It has committed to 100% recycled 
polyester by 2025, but plans to use rPET to reach this 
goal, which does not reduce textile waste. Ralph Lauren 
committed to switch to 100% Better Cotton, organic 
cotton or cotton sourced from regenerative agriculture or 
Fair Trade certified by 2025, but should focus on regener-
ative and organic sources to be more impactful.

Increasing circularity:
Ralph Lauren is acting marginally to increase circularity 
and address overproduction by policies to improve the re-

pairability, resale, durability and recyclability of its clothes. 
It has a very limited commitment to connect consumers 
with options to rent, repair and recirculate its products 
in select top cities by 2025, but has no specific plans to 
improve the repairability and resale of its products. 

Transparency
Ralph Lauren does publicly report its material mix and the 
volume of materials. But it does not report its volume of 
deadstock or how it manages or disposes of its dead-
stock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Ralph Lauren reports its shipping emissions annually, and 
does include shipping emissions in its GHG reduction 
targets. The company also provides a partial breakdown 
of its shipping methods.

Reducing upstream shipping emissions
Ralph Lauren does report having a policy to avoid aviation 
and commit to slower shipping methods such as mari-
time, rail and land. The company does not report having a 
near-term plan to ship its cargo via cleaner methods, and 
it reported a 41.1% increase in its upstream transporta-
tion and distribution emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Ralph Lauren has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Ralph Lauren has yet to commit to transitioning its last 
mile delivery to zero emission vehicles.

B 	 Advocacy

Ralph Lauren is in coalition with 39 other companies to 
sign the Clean Energy Demand Initiative (CEDI) Global 
Letter of Intent. This letter calls for a global clean energy 
transition in partnership with governments, non-profits, 
and other organizations. Ralph Lauren also joined 11 
other companies in a joint Clean Energy Demand Initiative 
(CEDI) letter of intent with the Philippines government. 
CEDI looks to energise private sector investment by 
leveraging both governmental policy and corporate clean 
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chasing.  Ralph Lauren is also a member of Fashion Pact 
and has joined the organization's Collective Virtual Power 
Purchase Agreement (CVPPA).

Engagement with scorecard: 
Ralph Lauren did not respond to requests.

Sources
•	 “2022 Global Citizenship & Sustainability Report,” June 24, 2022. 

https://corporate.ralphlauren.com/on/demandware.static/-/
Sites-RalphLauren_Corporate-Library/default/dw7119005d/docu-
ments/2022-RL-GCSReport.pdf.

•	 “Factory Disclosure List,”, https://corporate.ralphlauren.com/cs-facto-
ry-list.html.

•	 “Global CEDI Statement of Intent.”
•	 “Ralph Lauren CDP,” 2020.
•	 “Ralph Lauren CDP,” 2021.
•	 “Ralph Lauren CDP,” 2022.
•	 “The Fashion Pact Announces New Initiatives on Climate and Beyond,” 

December 8, 2022. https://www.voguebusiness.com/sustainability/
the-fashion-pact-announces-new-initiatives-on-climate-and-beyond.

•	 “The Philippines Commits to the Clean Energy Demand Initiative’s 
Goals with Corporate Partners,” March 15, 2022. https://www.state.
gov/the-philippines-commits-to-the-clean-energy-demand-initiatives-

goals-with-corporate-partners/.
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Outdoor and equipment co-op REI has started to move 
in the right direction on its supplier engagement, but still 
has a long way to go to keep up with its peers Patagonia 
and Mammut. Its climate targets are ambitious, but it 
is starting to fall behind other brands by failing to set a 
timeline for phasing out thermal coal. REI scored highly 
in the 2023 Scorecard period in the area of renewable en-
ergy advocacy, actively engaging in a number of different 
international advocacy initiatives and taking a proactive 
stance on energy emissions in the United States. REI 
should focus on cutting out coal and investing in renew-
able energy if it wants to keep pace with its competitors.

C 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
REI has committed to reduce absolute Scope 1, 2, and 
3 GHG emissions 55% by 2030 from a 2019 base year. 
This ambitious target is in line with the 55% reduction 
required.

Renewable energy:
REI has set a renewable energy target in its own opera-
tions of 100%, but it is not clear whether the energy will 
be additional to the grid.
REI has yet to set a target of 100% renewable energy for 
its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.

Coal phase out:
REI has not publicly set a target to phase out coal-fired 
boilers from its supply chain by 2030 to reduce air pollu-
tion and cut emissions.

Climate and energy transparency
GHG emissions:
REI publicly reports GHG emissions in its own operations, 
and in its supply chain. The company does provide a full 
breakdown of its Scope 3 emissions.

Energy use:
REI does publicly report its energy use for its own opera-
tions, but does not provide a breakdown of its renewable 
energy use and how that energy is sourced.
For its supply chain, REI does not publicly report its en-
ergy use, a breakdown of its suppliers' renewable energy 
use, or how that energy is sourced.

Suppliers:
REI provides a partial supplier list to Tier 1 and 2.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
REI does not provide its suppliers with training and 
resources to help them make energy efficiency improve-
ments. REI does not appear to provide its major suppliers 
with financial incentives for energy efficiency measures, 
and does not require them to make energy savings as a 
condition of contract. 

Thermal Coal phase-out:
REI does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
REI does report providing its suppliers with training and 
resources to help them transition to renewable energy, 
and encouraging brand partners to do the same with their 
suppliers. The company does not report providing finan-
cial support or incentives to make the energy transition, 
and it does not require suppliers to use renewable energy 
as a condition of contract.

Supplier transparency and commitments
REI does require its suppliers to disclose GHG emissions 
data and does require them to set GHG emissions reduc-

TOTAL SCORE EMISSIONS CHANGE

13.39% increase*
2020-2021 change; 2019 
data not reported

C-
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facility level data via the Higg Index. 

D- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
REI has not made any commitments to phase out fossil 
fuel based materials.

Climate commitments to zero deforestation
REI has not made a public policy to ban the sourcing of 
leather from the Amazon Biome, but does claim to have 
policies in place to avoid sourcing leather from defor-
ested regions. For cellulosic materials such as lyocell 
and modal, REI reports only working with suppliers that 
formally commit to protecting ancient or endangered 
forests.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
REI has not committed to increasing closed-loop appar-
el-to-apparel recycling for synthetics and plant-based 
materials, but it has committed to sustainably sourcing 
100% of its polyester by 2030. REI is not acting to reduce 
the impact of its raw materials sourcing by switching 
to organic cotton or cotton sourced from regenerative 
agriculture by 2030.

Increasing circularity:
REI is acting to increase circularity and address overpro-
duction by policies to improve the repairability, resale, 
durability and recyclability of its products by offering 
in-house maintenance and repair services for skis, 
snowboards, and bikes and expanding options for buying 
back or repairing used gear, and is working to eliminate 
manufacturing waste.

Transparency
REI does not publicly report its material mix or its volume 
of deadstock, but it does report how it manages or dis-
poses of its deadstock to reduce waste.

D- 	 Greener Shipping

Shipping climate commitments and reporting
REI did report its shipping emissions in 2020 and 2021, 

but not in 2019. It does not provide a breakdown of its 
transportation methods, and does not have a target to 
reduce GHG emissions from transportation.

Reducing upstream shipping emissions
REI does not have a policy to avoid aviation and commit 
to slower shipping methods such as maritime, rail and 
land. The company does not report having a near-term 
plan to ship its cargo via cleaner methods. It reported a 
33.2% increase in its upstream transportation and distri-
bution emissions between 2020 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
REI has committed to transitioning to zero emissions 
vessels (ZEV) by 2040, as a Cargo owners for Zero Emis-
sion Vessels (CoZEV) signatory. This is an important step 
forward to reduce transportation emissions, but a decade 
later than the 2030 date brands should be targeting. The 
company has not used its voice publicly to advocate for 
Zero Emission Shipping.

REI has not committed to transitioning its last mile deliv-
ery to zero emission vehicles.

A+ 	 Advocacy

REI joined 11 other companies in a joint Clean Energy 
Demand Initiative (CEDI) letter of intent with the Philip-
pines government. CEDI looks to energise private sector 
investment by leveraging both governmental policy and 
corporate clean energy commitments that grow renew-
able energy purchasing. REI also signed a statement 
of mutual aspiration encouraging the government of 
Indonesia to accelerate a renewable energy transition to 
achieve at least 50% RE energy mix by 2045. The compa-
ny supported the Inflation Reduction Act which included 
investments related to reducing climate related risks to 
the economy. REI engaged in significant and proactive 
renewable energy advocacy within the Scorecard period.

Engagement with scorecard: 
REI responded, but did not provide specific feedback.
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•	 “2020 REI Greenhouse Gas Inventory Report,”, https://www.rei.com/

assets/stewardship/report-archive/rei-ghg-inventory-report/live.pdf.
•	 “A Climate Neutral Certified Brand,”, https://www.climateneutral.org/

brand/rei.
•	 “Business Support Statement for the Inflation Reduction Act,”, https://

www.ceres.org/sites/default/files/Business%20Support%20State-
ment%20for%20the%20Inflation%20Reduction%20Act%20(1).pdf.

•	 “Climate Change & Our Environmental Impact,”, https://www.rei.com/
stewardship/climate-change.

•	 “Global CEDI Statement of Intent.”
•	 “Joint Statement of Support for High-Ambition Power Development 

Planning in Vietnam.” Clean Energy Investment Accelerator, November 
17, 2021. https://static1.squarespace.com/static/5b7e51339772aeb-
d21642486/t/619565dd1cf92a0d50c0013b/1637180894505/
CEIA+Vietnam+Joint+Statement+to+GVN_2021.11.17.pdf.

•	 “REI 2021 Greenhouse Gas Inventory Report,”, https://www.rei.com/
assets/stewardship/2021/rei-2021-carbon-footprint-methodology/
live.pdf.

•	 “REI Co-op Brands Factory List,” February 2020. https://www.rei.com/
stewardship/rei-factory-list.pdf.

•	 “REI Paper and Forest Products Purchasing Policy,” 2018. https://www.
rei.com/assets/stewardship/2018/rei_paper_and_fiber_products_pur-
chasing_policy/live.pdf.

•	 “REI to Halve Carbon Footprint by 2030,” September 24, 2020. https://
www.rei.com/blog/news/reis-climate-commitment-halve-carbon-foot-
print-by-2030.

•	 “Statement of Mutual Aspiration: Supporting Renewable Energy 
Procurement for Commercial and Industrial Sectors in Indone-
sia.” Clean Energy Investment Accelerator, 2021. https://static1.
squarespace.com/static/5b7e51339772aebd21642486/t/6119c1cf-
c64e0324746bb812/1629077968156/Statement+of+Mutual+Aspira-
tion+-+Indonesia.pdf.

•	 “Sustainable Packaging & Reducing Waste,”, https://www.rei.com/
stewardship/eliminating-waste.

•	 “Sustainable Product Practices & Standards,”, https://www.rei.com/
stewardship/sustainable-product-practices.

•	 “Target, REI Join Zero Emissions Cargo Scheme,” September 23, 2022. 
https://sourcingjournal.com/topics/logistics/target-rei-join-cargo-own-
ers-zero-emission-vessels-initiative-aspen-institute-374982/.

•	 “The Philippines Commits to the Clean Energy Demand Initiative’s 
Goals with Corporate Partners,” March 15, 2022. https://www.state.
gov/the-philippines-commits-to-the-clean-energy-demand-initiatives-
goals-with-corporate-partners/.
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Richemont reported using more low-carbon modes of 
transport recently and as a result its upstream logis-
tics emissions showed a slight decline from 2019 to 
2021. However, it also reported a significant increase 
in purchased goods and services emissions in the 
same timeframe. To keep up with its competitor Kering, 
Richemont should set more ambitious targets for both 
its own operations and supply chain, and advocate for its 
urgent renewable energy needs with key decision makers. 
More importantly, it needs to provide significantly more 
transparency into its activities, and take active steps to 
engage with suppliers and provide training, resources, 
financial support, and incentives for them to phase out 
coal fired boilers and transition to renewable energy as 
soon as possible.

C-	 Climate commitments &  
	 energy transparency

Climate and energy commitments
GHG emissions:
Richemont has set an emissions reduction target for its 
own operations of 46% by 2030.
The company has also set an intensity-based target for 
purchased goods and services and business travel in 
its supply chain of 55% per dollar value added by 2030, 
which is equivalent to a 5% reduction in absolute terms 
according to the brand’s CDP disclosure. This target is far 
short of the 55% reduction required.

Renewable energy:
Richemont has set a renewable energy target in its own 
operations of 100% by 2025, but it is not clear whether 
the energy will be additional to the grid.
Richemont has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
Richemont has not publicly set a target to phase out coal-

fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.
Climate and energy transparency
GHG emissions:
Richemont publicly reports GHG emissions in its own 
operations, and in its supply chain, including a full break-
down of its Scope 3 emissions.

Energy use:
Richemont does publicly report its energy use for its own 
operations, including a breakdown of its renewable ener-
gy use and how that energy is sourced.
For its supply chain, Richemont does not publicly report 
its energy use, or a breakdown of its suppliers' renewable 
energy use and how that energy is sourced.

Suppliers:
Richemont does not provide a list of its suppliers.

F 	 Renewable energy and energy 
	 efficient manufacturing

Energy efficiency
Richemont does not report providing its suppliers with 
training and resources to help them make energy effi-
ciency improvements, does not report providing its major 
suppliers with financial incentives for energy efficiency 
measures, and does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
Richemont does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

Renewable energy
Richemont does not report providing its suppliers with 
training and resources to help them transition to renew-
able energy.  The company does not report providing 
financial support or incentives to make the energy tran-
sition, and does not require suppliers to use renewable 
energy as a condition of contract.

TOTAL SCORE EMISSIONS CHANGE

27.31% increaseFCartier, Chloé
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Richemont does require 20% of its suppliers by emissions 
to set science-based emissions reduction targets by 
2025, and does require major suppliers to provide facility 
level data and annually report GHG emissions. 

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Richemont has committed to phase out PVC from all 
products and packaging by the end of 2022, but has not 
committed to completely phase out fossil fuel derived 
materials.

Climate commitments to zero deforestation
Richemont has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, and the company does not 
have processes in place to avoid leather sourced from 
deforested regions. Richemont does have a general 
policy against contributing to deforestation through other 
materials including cellulose-based fabrics in its supplier 
code of conduct.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Richemont has not committed to increasing closed-loop 
apparel-to-apparel recycling for synthetics and plant-
based materials by increasing its use of post-consumer 
recycled fibres. Richemont has not committed to reduce 
the impact of its raw materials in apparel sourcing by 
switching to organic cotton or cotton sourced from 
regenerative agriculture by 2030, although it has some 
initiatives to increase recycled cotton, linen, nylon and 
leather in its Montblanc brand.

Increasing circularity:
Richemont's brand Chloe has set a goal to increase 
circularity by improving the use of waste raw materials 
and developing a circular denim line, and Richemont's 
watch brands are designed for longevity and resale, but 
Richemont needs to set company-wide goals to improve 
circularity and reduce production.

Transparency
Richemont does not publicly report its material mix, its 
volume of deadstock or how it manages or disposes of 

its deadstock to reduce waste, but it did report that its 
brand Chloe has achieved a target to divert all raw mate-
rial waste.

D- 	 Greener Shipping

Shipping climate commitments and reporting
Richemont does report its shipping emissions annual-
ly, and does provide a breakdown of its transportation 
methods emissions footprint, but does not have a target 
to reduce GHG emissions from transportation.

Reducing upstream shipping emissions
Richemont has included upstream transportation 
suppliers in its target to commit 20% of its suppliers by 
emissions to set SBTs. Richemont does not have a policy 
to avoid aviation and commit to slower shipping meth-
ods such as maritime, rail and land.  The company also 
does not report having a near-term plan to ship its cargo 
via cleaner methods. But it did report a 5.6% drop in its 
transportation and distribution emissions between 2019 
and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Richemont has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Richemont has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy

Richemont did not engage in any discernible renewable 
energy advocacy during the Scorecard period.

Engagement with scorecard: 
Richemont did not respond to requests.

Sources
•	 “Richemont CDP,” 2020.
•	 “Richemont CDP,” 2021.
•	 “Richemont CDP,” 2022.
•	 “Richemont Supplier Code of Conduct,” January 2022. https://www.

richemont.com/media/smqbig55/richemont-supplier-code-of-con-
duct-01-2022-eng.pdf.

•	 “Richemont Sustainability Report 2022,” June 2, 2022. https://
www.richemont.com/media/agondiwh/richemont-sustainability-re-
port-2022-1.pdf.
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Salvatore Ferragamo has set relatively ambitious emis-
sions reduction targets for both its own operations and 
supply chain, and it reported a significant reduction in its 
supply chain emissions between 2019 and 2021. Howev-
er, Salvatore Ferragamo provides very limited information 
into its climate activities and supplier engagement. It 
does not appear to have begun undertaking meaningful 
measures to break away from reliance on fossil fuel based 
materials. It is not discernible that the company has made 
progress to source materials from regenerative agriculture. 
To decarbonise its manufacturing, the company should 
provide training, resources, financial support, and incen-
tives for its suppliers to phase out coal fired boilers and 
transition to renewable energy. It is also essential to phase 
down fabrics made from fossil fuels, stop sourcing leather 
from deforested regions, use low-carbon materials, and 
increase closed-loop circularity.

C 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Salvatore Ferragamo has set an emissions reduction 
target for its own operations of 42% by 2029 from a 2019 
base year, which is not in line with keeping warming 
below 1.5°C.

The company has also set an emissions reduction target 
for its supply chain of 42% by 2029 from a 2019 base 
year. This target is still short of the 55% reduction by 
2030 required.

Renewable energy:
Salvatore Ferragamo has set a renewable energy target 
in its own operations of 100% by 2030, but it is not clear 
whether the energy will be additional to the grid.
Salvatore Ferragamo has yet to set a target of 100% re-
newable energy for its supply chain by 2030, which is an 
essential step for decarbonising its manufacturing.

Coal phase out:
Salvatore Ferragamo has not publicly set a target to 
phase out coal-fired boilers from its supply chain by 2030 
to reduce air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Salvatore Ferragamo publicly reports GHG emissions in 
its own operations and in its supply chain. The company 
does provide a full breakdown of its Scope 3 emissions.

Energy use:
Salvatore Ferragamo does publicly report its energy use 
for its own operations, including a breakdown of its re-
newable energy use and how that energy is sourced.
For its supply chain, Salvatore Ferragamo does not pub-
licly report its energy use, a breakdown of its suppliers' 
renewable energy use, or how that energy is sourced.

Suppliers:
Salvatore Ferragamo did not publish a supplier list.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Salvatore Ferragamo does not report providing its sup-
pliers with training and resources or financial support to 
help them make energy efficiency improvements. Salva-
tore Ferragamo does not require them to make energy 
savings as a condition of contract. 

Thermal Coal phase-out:
Salvatore Ferragamo does not require suppliers to reduce 
thermal coal demand in their manufacturing processes.

Renewable energy
Salvatore Ferragamo does not report providing its sup-
pliers with training and resources or financial support to 
help them transition to renewable energy. The company 

TOTAL SCORE EMISSIONS CHANGE

43.59% decreaseF
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condition of contract.

Supplier transparency and commitments
Salvatore Ferragamo does not appear to require its 
suppliers to set GHG emissions reduction targets or set 
science-based emissions reduction targets, and does not 
require suppliers to provide facility level data via the Higg 
Index and annually report GHG emissions. 

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Salvatore has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Salvatore Ferragame has not made a public policy to ban 
the sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation, and the company does not 
have processes in place to avoid leather sourced from 
deforested regions. Salvatore Ferragamo does have 
a general policy against contributing to deforestation 
through other materials including cellulose-based fabrics 
in its supplier code of conduct.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Salvatore Ferragamo has not committed to increasing 
closed-loop apparel-to-apparel recycling for synthetics 
and plant-based materials. Salvatore Ferragamo has not 
committed to reduce the impact of its raw materials in 
apparel sourcing by switching to organic cotton or cotton 
sourced from regenerative agriculture by 2030.

Increasing circularity:
Salvatore Ferragamo is not acting to increase circularity 
and address overproduction by policies to improve the re-
pairability, resale, durability and recyclability of its clothes.

Transparency
Salvatore Ferragamo does not publicly report its mate-
rial mix, its volume of deadstock or how it manages or 
disposes of its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Salvatore Ferragamo did report its shipping emissions in 
2020 and 2021, but not 2019. It does not have a target to 
reduce GHG emissions from transportation and does not 
provide a breakdown of its transportation methods.

Reducing upstream shipping emissions
Salvatore Ferragamo does not have a policy to avoid 
aviation and commit to slower shipping methods such 
as maritime, rail and land. The company does not report 
having a near-term plan to ship its cargo via cleaner 
methods. It reported a 9.6% increase in its upstream 
transportation and distribution emissions between 2020 
and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Salvatore Ferragamo has not committed to transitioning 
to zero emissions vessels (ZEV) by 2030. The company 
has not used its voice publicly to advocate for Zero Emis-
sion Shipping.

Salvatore Ferragamo has not committed to transitioning 
its last mile delivery to zero emission vehicles.

D 	 Advocacy

While Salvatore Ferragamo is a member of Fashion Pact 
and has joined the organization's Collective Virtual Power 
Purchase Agreement (CVPPA), the company did not 
engage in any discernible renewable energy advocacy 
during the Scorecard period.

Engagement with scorecard: 
Salvatore Ferragamo did not respond to requests.

Sources
•	 “Annual Report 2020,” 2021. https://www.annualreports.com/Hosted-

Data/AnnualReportArchive/s/salvatore-ferragamo_2020.pdf.
•	 “Annual Report 2021,” 2022. https://sustainability.ferragamo.com/

resource/blob/587978/4df1645dd18279b0b21ef35ed5067898/annu-
al-report-ferragamo-2021-eng-data.pdf?UNDEFINED.

•	 “Environmental Sustainability,”, https://sustainability.ferragamo.com/
en/environment#our-commitment.

•	 “Salvatore Ferragamo CDP,” 2020.
•	 “Salvatore Ferragamo CDP,” 2021.
•	 “Salvatore Ferragamo CDP,” 2022.
•	 “The Fashion Pact Announces New Initiatives on Climate and Beyond,” 

December 8, 2022. https://www.voguebusiness.com/sustainability/
the-fashion-pact-announces-new-initiatives-on-climate-and-beyond.
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SHEIN received failing marks in all categories except the 
one relating to climate commitments and transparency. 
Nevertheless, the emissions reduction targets in its own 
operations and supply chain are far below the targets 
set by its fast fashion competitors like Primark. SHEIN 
reported recently working with the Apparel Impact Insti-
tute’s (Aii’s) Clean By Design program to provide its major 
suppliers with support for energy efficiency measures. 
However, the company has not yet reported providing any 
financial support to its suppliers to help them undertake 
the energy transition. As an ultra-fast fashion brand, 
SHEIN’s raw materials have a huge negative impact and 
production is a major issue, but SHEIN has not demon-
strated any progress in the areas of materials use or 
circularity, renewable energy advocacy, and clean trans-
portation, and provides extremely limited transparency 
into its operations. The company needs to quickly move 
to disclose the breakdown of its supply chain emissions, 
phase out coal fired boilers, and drive the deployment of 
renewable energy in manufacturing.

D 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
SHEIN has set an emissions reduction target for its own 
operations of 42% by 2030, which is not in line with keep-
ing warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 25% by 2030. This target is not in 
line with the 55% reduction required.

Renewable energy:
SHEIN has set a renewable energy target in its own op-
erations of 100% by 2030, but it is not clear whether the 
energy will be additional to the grid.
SHEIN has yet to set a target of 100% renewable energy 
for its supply chain, which is an essential step for decar-
bonising its manufacturing.

Coal phase out:
SHEIN has not publicly set a target to phase out coal-fired 
boilers from its supply chain by 2030 to reduce air pollu-
tion and cut emissions.

Climate and energy transparency
GHG emissions:
SHEIN publicly reports GHG emissions in its own opera-
tions, and in its supply chain, but the company does not 
provide a full breakdown of its Scope 3 emissions.

Energy use:
SHEIN does not publicly report its energy use for its own 
operations, or a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, SHEIN does not publicly report its 
energy use, or a breakdown of its suppliers' renewable 
energy use and how that energy is sourced.

Suppliers:
SHEIN does not provide a list of its suppliers.

F 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
SHEIN reported recently working with Aii's Clean By De-
sign program to provide its major suppliers with support 
for energy efficiency measures, but does not appear to of-
fer its suppliers training and resources to help them make 
energy efficiency improvements. SHEIN does not require 
them to make energy savings as a condition of contract. 

Thermal Coal phase-out:
SHEIN does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
SHEIN does not report providing its suppliers with train-
ing and resources to help them transition to renewable 

TOTAL SCORE EMISSIONS CHANGE
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cial support or incentives to make the energy transition 
through Brookfield Renewable Partners, but the extent of 
the engagement is unclear, and the company does not 
require suppliers to use renewable energy as a condition 
of contract.

Supplier transparency and commitments
SHEIN does not require its suppliers to set GHG emis-
sions reduction targets or set science-based emissions 
reduction targets, and does not require suppliers to 
provide facility level data via the Higg Index or annually 
report GHG emissions.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
SHEIN has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
SHEIN has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not have processes 
in place to avoid leather sourced from deforested re-
gions. SHEIN also does not have a general policy against 
contributing to deforestation through other materials 
including cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
SHEIN has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials, but has set the general goal to increase the 
use of recycled polyester, which does not reduce textile 
waste. SHEIN has not committed to reduce the impact of 
its raw materials sourcing by switching to organic cotton 
or cotton sourced from regenerative agriculture.

Increasing circularity:
SHEIN is not acting to increase circularity and address 
overproduction by policies to improve the repairability, 
durability and recyclability of its clothes. Although it 
launched a limited resale platform in the US in 2022 the 
impact of the program is unclear, and SHEIN's ultra-fast 
fashion business model is the antithesis of circularity.

Transparency
SHEIN does not publicly report its material mix, its vol-
ume of deadstock or how it manages or disposes of its 
deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
SHEIN does not report its shipping emissions annually, 
does not provide a breakdown of its transportation meth-
ods, and does not have a target to reduce GHG emissions 
from transportation.

Reducing upstream shipping emissions
SHEIN does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land.  The company also does not report having a 
near-term plan to ship its cargo via cleaner methods.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
SHEIN has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.

SHEIN has yet to commit to transitioning its last mile 
delivery to zero emission vehicles.

F 	 Advocacy

It is not discernible that SHEIN has engaged in any advo-
cacy to promote renewable energy during the Scorecard 
period.

Engagement with scorecard: 
SHEIN did not respond to requests.

Sources
•	 “2021 Sustainability and Social Impact Report,” March 2022. https://

us.shein.com/2021-Sustainability-and-Social-Impact-Report-a-1218.
html.

•	 “How Are Shein Hauls Making Our Planet Unlivable?,” October 17, 
2022. https://www.euronews.com/green/2022/10/17/how-are-shein-
hauls-making-our-planet-unlivable.

•	 “Sharing Our 2021 GHG Emissions Inventory and Plans to Reduce 
Emissions,” September 28, 2022. https://www.sheingroup.com/corpo-
rate-news/2021-ghg-emissions-inventory/.

•	 “SHEIN Releases 2021 GHG Emissions Inventory and Announces 
Plans to Reduce Emissions Within Its Operations,” September 28, 
2022. https://www.prnewswire.com/news-releases/shein-releas-
es-2021-ghg-emissions-inventory-and-announces-plans-to-re-
duce-emissions-within-its-operations-301635426.html.

•	 “Shein Unveils Plans to Reduce Emissions,” September 29, 2022. 
https://www.theindustry.fashion/shein-unveils-plans-to-reduce-emis-
sions/.
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Retail giant Target enters the Fossil-Free Fashion Score-
card at a disappointing ‘D’. The company’s supply chain 
emissions target of a 30% reduction by 2030 is too 
little to keep warming below 1.5°C. Although it has set 
a limited supply chain clean energy target of 50% of 
“strategic and partner owned operations” by 2025, the 
goal needs to be extended to all Tier 1 and 2 suppliers to 
have an impact. Target reports some limited engagement 
with suppliers on renewable energy, but provides limited 
information. It does not appear to offer suppliers finan-
cial support. Target performed particularly poorly in the 
low-carbon materials and circularity section, where its 
plan to design products for “a circular future by 2040” is 
lacking ambition. Shipping is a priority area for retailers to 
address: although Target has committed to Zero Emis-
sions Vessels by 2040, this is too distant. Additionally, it 
has not reported significant efforts to avoid aviation and 
ship via cleaner methods in the meantime, resulting in its 
transportation emissions continuing to grow. Unlike Ama-
zon, Target has not committed to zero emission vehicles 
for its last-mile delivery. Target should prioritise promot-
ing renewable energy throughout its supply chain, and 
bring forward its Zero Emissions shipping target to 2030.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
Target has set an emissions reduction target for its own 
operations of 50% by 2030, and an emissions reduction 
target for its supply chain of 30% by 2030. This target is 
not in line with the 55% reduction required to keep warm-
ing below 1.5°C.

Renewable energy:
Target has set a renewable energy target in its own opera-
tions of 100% by 2030, most of which will be additional to 
the grid.
Target has yet to set a target of 100% renewable energy 
for its supply chain by 2030, which is an essential step 

for decarbonising its manufacturing, although it has set 
a limited goal to have "at least 50% of the energy used in 
strategic and joint business partner owned operations 
come from renewables" by 2025.

Coal phase out:
As a signatory of the renewed UN Fashion Charter, Target 
has committed to phasing out coal-fired boilers from 
its supply chain by 2030 to reduce air pollution and cut 
emissions.

Climate and energy transparency
GHG emissions:
Target publicly reports GHG emissions in its own opera-
tions, and in its supply chain. The company does provide 
a full breakdown of its Scope 3 emissions.

Energy use:
Target publicly reports its energy use for its own opera-
tions, including a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, Target does not publicly report its 
energy use, or a breakdown of its suppliers' renewable 
energy use and how that energy is sourced.

Suppliers:
Target provides a partial supplier list to Tier 1 or 2 

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Target provides its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
including IFC programs across Cambodia, China, India 
and Pakistan. Target does not report providing its major 
suppliers with financial incentives for energy efficiency 
measures, and does not require them to make energy 
savings as a condition of contract. 

TOTAL SCORE EMISSIONS CHANGE

12.02% increaseD
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149Thermal Coal phase-out:
Target does not require suppliers to reduce thermal coal 
demand in their manufacturing processes.

Renewable energy
Target does report providing its suppliers with training 
and resources to help them transition to renewable en-
ergy, but the details are not clear. The company does not 
report providing financial support or incentives to make 
the energy transition and does not require suppliers to 
use renewable energy as a condition of contract.

Supplier transparency and commitments
Target works with its suppliers to set GHG emissions 
reduction targets, and has committed that 80% of its 
suppliers (by spend) will have set science-based targets 
by 2023. Target requires its suppliers to provide facility 
level data via the Higg Index and annually report GHG 
emissions.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Target has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Target has not made a public policy to ban the sourcing 
of leather from the Amazon Biome or taken measurable 
steps to ensure that Amazon leather is not contributing to 
deforestation, and the company does not have processes 
in place to avoid leather sourced from deforested re-
gions.  Target does have a general policy against contrib-
uting to deforestation through other materials including 
cellulose-based fabrics.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Target has not committed to increase closed-loop appar-
el-to-apparel recycling for synthetics and plant-based ma-
terials. Target has committed to switch to “more sustain-
able” sources of raw materials, but has not specifically 
committed to sourcing organic cotton or cotton sourced 
from regenerative agriculture by 2030.

Increasing circularity:
Target is taking some actions to increase circularity and 
address overproduction, including planning for 100% 
of its own-brand products to be designed for a circular 
future by 2040 and introducing denim jeans built on a 
closed-loop model, but the target is too distant. Target 
reports training its staff in circular design principles, but 
needs to do more to close the loop and ultimately reduce 
production through dedicated take back and textile 
recycling programs as well as designing for durability and 
repair.

Transparency
Target does not publicly report its material mix, its vol-
ume of deadstock or how it manages or disposes of its 
deadstock to reduce waste.

D 	 Greener Shipping

Shipping climate commitments and reporting
Target does report its shipping emissions annually, but 
does not provide a breakdown of its transportation meth-
ods, and does not have a target to reduce GHG emissions 
from transportation.

Reducing upstream shipping emissions
Target does not have a policy to avoid aviation and com-
mit to slower shipping methods such as maritime, rail 
and land.  The company does not report having a near-
term plan to ship its cargo via cleaner methods, but does 
report working with carriers, vendors and other partners 
to help put more efficient processes in place. It reported a 
7.4% increase in its upstream transportation and distribu-
tion emissions between 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Target has committed to transitioning to zero emissions 
vessels (ZEV) by the later than target date of 2040. The 
company has not publicly used its voice to advocate for 
Zero Emission Shipping.

Target has yet to commit to transitioning its last mile 
delivery to zero emission vehicles, but has set a goal of 
increasing fleet electrification.
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150F 	 Advocacy

It is not discernible that Target has engaged in any advo-
cacy to promote renewable energy during the Scorecard 
period.

Engagement with scorecard: 
Target did not respond to requests.

Sources
•	 “2022 Target Environmental, Social and Governance Report,” 2022. 

https://corporate.target.com/_media/TargetCorp/Sustainability-ESG/
PDF/2022_Target_ESG_Report.pdf.

•	 “Climate & Energy,”, https://corporate.target.com/sustainability-ESG/
environment/climate-and-energy.

•	 “Responsible Resource Use,”, https://corporate.target.com/sustain-
ability-ESG/environment/responsible-resource-use.

•	 “Target CDP,” 2020.

•	 “Target CDP,” 2021.

•	 “Target CDP,” 2022.

•	 “Target Forward | Our Sustainability Strategy,”, https://corporate.target.

com/sustainability-esg/strategy-target-forward#goals.

•	 “Target, REI Join Cargo Owners for Zero Emission Vessels Initiative,” 

September 23, 2022. https://sourcingjournal.com/topics/logistics/

target-rei-join-cargo-owners-zero-emission-vessels-initiative-aspen-in-

stitute-374982/.
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Under Armour made the bare minimum of progress since 
the 2021 Scorecard to increase from an ‘F’ to a ‘D-’. Under 
Armour's 30% emissions reduction target across Scopes 
1, 2 and 3 needs to be significantly increased to address 
the emissions’ problem of the company. It still has yet 
to set a coal phase out target, leaving it far behind other 
sportswear brands like PUMA who are leading in this 
area. The athletic brand’s renewable energy target for its 
own operations is a step forward, but it has yet to include 
renewables in its supply chain which is more meaning-
ful. Under Armour still lacks transparency into its supply 
chain, and provides only minimal details on its supplier 
engagement, which it should address as a first priority.

D+ 	 Climate commitments & energy 	
	 transparency

Climate and energy commitments
GHG emissions:
Under Armour has committed to reduce absolute Scope 
1, 2, and 3 GHG emissions 30% by 2030 from a 2018 base 
year. The target is not in line with keeping warming below 
1.5°C.

Renewable energy:
Under Armour has set a renewable energy target in its 
own operations of 100% by 2030 from a 2018 base year, 
but it is not clear whether the energy will be additional to 
the grid.

Under Armour has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase out:
Under Armour has not publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Under Armour publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
not provide a full breakdown of its Scope 3 emissions.

Energy use:
Under Armour does not publicly report its energy use for 
its own operations, and does not provide a breakdown of 
its renewable energy use and how that energy is sourced.
For its supply chain, Under Armour does not publicly 
report its energy use, a breakdown of its suppliers' renew-
able energy use and how that energy is sourced.

Suppliers:
Under Armour provides a partial supplier list to Tier 1.

D 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Under Armour does not appear to provide its suppliers 
with training and resources or financial support to help 
them make energy efficiency improvements. The com-
pany does not require them to make energy savings as a 
condition of contract. 

Thermal Coal phase-out:
Under Armour does not require suppliers to reduce ther-
mal coal demand in their manufacturing processes.

Renewable energy
Under Armour does report providing its suppliers with 
training and resources to help them transition to renew-
able energy, including developing a Renewable Energy 
Playbook for its suppliers in 2020. The company does not 
report providing financial support or incentives to make 
the energy transition, and does not require suppliers to 
use renewable energy as a condition of contract.

TOTAL SCORE EMISSIONS CHANGE

Emissions breakdown 
not reportedD-
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Under Armour does require its Tier 1 and Tier 2 suppliers 
to disclose GHG emissions data and does require them 
to set GHG emissions reduction targets, but it does not 
require suppliers to provide facility level data via the Higg 
Index. 

D- 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Under Armour has not made any commitments to phase 
out fossil fuel based materials.

Climate commitments to zero deforestation
Under Armour has not made a public policy to ban the 
sourcing of leather from the Amazon Biome or taken 
measurable steps to ensure that Amazon leather is not 
contributing to deforestation. The company claims to 
have processes in place to avoid leather sourced from 
deforested regions, including following best practices of 
the Leather Working Group, but Under Armour was found 
to be at high risk of sourcing leather from deforestation 
in the Amazon Biome according to the Nowhere to Hide 
report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Under Armour has not committed to increasing closed-
loop apparel-to-apparel recycling for synthetics and plant-
based materials. The company committed to increasing 
the use of recycled polyester across product categories 
to at least 15% of sourced polyester by 2020, although 
the recycled material does not appear to be from textile 
waste. Under Armour has not committed to reduce the 
impact of its raw materials sourcing by switching to 
organic cotton or cotton sourced from regenerative agri-
culture by 2030, but it commits that 100% of cotton will 
come from low-impact sources.

Increasing circularity:
Under Armour is acting slowly to increase circularity and 
address overproduction by policies to improve the repair-
ability, resale, durability and recyclability of its products 
by implementing its sustainability and circular design 
principles targeting products sold in Fall/Winter 2024 
and extending the life of at least 75% of damaged and 
defective products by 2025, and is launching a roadmap 
to recyclability for apparel by 2030, but these targets are 
too distant. Under Armour needs to do more to reduce 
production and improve circularity now.

Transparency
Under Armour does not publicly report its material mix, its 
volume of deadstock. But it does report how it manages 
or disposes of its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Under Armour does not report its shipping emissions 
annually, does not provide a breakdown of its transporta-
tion methods, and does not have a target to reduce GHG 
emissions from transportation.

Reducing upstream shipping emissions
Under Armour does not have a policy to avoid aviation 
and commit to slower shipping methods such as mari-
time, rail and land. The company does not report having a 
near-term plan to ship its cargo via cleaner methods. 

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Under Armour has not committed to transitioning to zero 
emissions vessels (ZEV) by 2030. The company has not 
used its voice publicly to advocate for Zero Emission 
Shipping.

Under Armour has not committed to transitioning its last 
mile delivery to zero emission vehicles.

D 	 Advocacy

Although Under Armour is a member of RE100 and 
has joined the Fashion Pact’s Collective Virtual Power 
Purchase Agreement (CVPPA), the company has not 
engaged in any discernible renewable energy advocacy 
during the Scorecard period.

Engagement with scorecard: 
Under Armour did not respond to requests.

Sources
•	 “2021 Sustainability & Impact Report,” September 27, 2022. https://

about.underarmour.com/content/dam/ua/sustainability/sustainabili-
ty-report/UA_2021SustainabilityImpactReporT%20.pdf.

•	 “Environment,”, https://about.underarmour.com/en/Purpose/Sustain-
ability/environment.html.

•	 “Reporting and Governance,”, https://about.underarmour.com/en/Pur-
pose/Sustainability/reporting-and-governance.html.

•	 “The Fashion Pact Announces New Initiatives on Climate and Beyond,” 
December 8, 2022. https://www.voguebusiness.com/sustainability/
the-fashion-pact-announces-new-initiatives-on-climate-and-beyond.

•	 “Under Armour Releases 2021 Sustainability & Impact Report, Outlines 
New Strategic Framework, Goals, and Targets,” September 27, 2022. 
https://about.underarmour.com/en/stories/2022/09/under-armour-re-
leases-2021-sustainability---impact-report--outli.html.
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VF Corporation's grade has remained steady at a ‘C’ since 
the 2021 Scorecard. The supply chain initiatives it already 
started are beginning to pay off, resulting in a 22% 
emissions reduction since 2019. VF Corporation reported 
meaningful supplier engagement on renewable energy 
and energy efficiency, including providing crucial financial 
support. Now it should formalise its engagement by set-
ting a 100% renewable energy target for its supply chain. 
VF Corporation is taking early steps to reduce the impact 
of its raw materials in some of its brands, but needs to 
extend the approach company-wide.

C+ 	 Climate commitments & 
	 energy transparency

Climate and energy commitments
GHG emissions:
VF Corporation has set an emissions reduction target for 
its own operations of 55% by 2030 from a 2017 base year, 
which is in line with keeping warming below 1.5°C.
The company has also set an emissions reduction target 
for its supply chain of 30% by 2030 from a 2017 base 
year. This target is not in line with the 55% reduction 
required.

Renewable energy:
VF Corporation has set a renewable energy target in its 
own operations of 100% by 2025, but it will be a mix of 
additional to the grid and renewable energy credits.
VF Corporation has yet to set a target of 100% renewable 
energy for its supply chain by 2030, which is an essential 
step for decarbonising its manufacturing.

Coal phase-out:
VF Corporation has publicly set a target to phase out 
coal-fired boilers from its supply chain by 2030 to reduce 
air pollution and cut emissions.

Climate and energy transparency
GHG emissions:
VF Corporation publicly reports GHG emissions in its own 
operations, and in its supply chain. The company does 
provide a full breakdown of its Scope 3 emissions.

Energy use:
VF Corporation does publicly report its energy use for 
its own operations, and does provide a breakdown of its 
renewable energy use and how that energy is sourced.
For its supply chain, VF Corporation does not publicly 
report its energy use, a breakdown of its suppliers' renew-
able energy use, or how that energy is sourced.

Suppliers:
VF Corporation provides a partial supplier list to Tier 1 
and 2.

C- 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
VF Corporation provides some of its suppliers with train-
ing and resources to help them make energy efficiency 
improvements, including new energy-efficiency programs 
at 20 Tier 1 and Tier 2 supplier factories across Bangla-
desh, Cambodia, Jordan and Vietnam. VF Corporation 
does not report providing its major suppliers with finan-
cial incentives for energy efficiency measures, and does 
not require them to make energy savings as a condition 
of contract. 

Thermal Coal phase-out:
VF Corporation does not require suppliers to reduce ther-
mal coal demand in their manufacturing processes.

Renewable energy
VF Corporation does report providing its suppliers with 
training and resources to help them transition to renew-
able energy, including working with German interna-
tional development organization GIZ to introduce new 
renewable energy programs at Tier 1 and Tier 2 factories 
in Bangladesh, Cambodia, China, Jordan, Korea and 
Vietnam.  The company does report providing financial 
support or incentives to make the energy transition, such 
as financial support to Vietnam partner factories through 
the Vietnam Improvement Program. But it does not 
require suppliers to use renewable energy as a condition 
of contract.

TOTAL SCORE EMISSIONS CHANGE

25.22% decreaseCVans, The North Face, Icebreaker, 
SUPREME
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VF Corporation does require its suppliers to disclose GHG 
emissions data but does not require them to set GHG 
emissions reduction targets, and it does not require sup-
pliers to provide facility level data via the Higg Index. 

C+ 	 Low-carbon and longer 
	 lasting materials

Eliminating fossil fuel fabrics
VF Corporation has not made any commitments to phase 
out fossil fuel based materials, but its Icebreaker brand is 
100% fossil fuel-fibre-free.

Climate commitments to zero deforestation
VF Corporation has made a public policy to ban the 
sourcing of leather from Brazil. However, VF Corporation 
was found to be at high risk of sourcing leather from 
deforestation in the Amazon Biome in the Nowhere to 
Hide report.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
VF Corporation is working to increase closed-loop appar-
el-to-apparel recycling for synthetics by working to inno-
vate and scale textile recycling technology, and setting 
a goal to source more polyester from recycled materials 
by FY26. VF Corporation has not committed to reduce 
the impact of its raw materials sourcing by switching to 
organic cotton or cotton sourced from regenerative agri-
culture by 2030, but it commits that all cotton purchased 
by VF Corporation will be grown in the U.S., Australia or 
under a third-party cotton-growing sustainability scheme.

Increasing circularity:
VF Corporation has a general policy to support regener-
ative processes, (re-)use materials and products for as 
long as possible, and reduce the waste to landfill stream, 
but needs to do more to improve the repairability and 
resale of its products across its brands. It does offer 
limited product take-back via its brand Timberland.
Transparency
VF Corporation does publicly report its material mix, but 
it does not report the volume of materials. It does report 
how it manages its material waste. But it does not public-
ly report its deadstock quantities.

C- 	 Greener Shipping

Shipping climate commitments and reporting
VF Corporation does report its shipping emissions 
annually, does provide a breakdown of its transportation 

methods, and does include shipping emissions in its GHG 
reduction targets.

Reducing upstream shipping emissions
VF Corporation has a policy to avoid aviation and com-
mit to slower shipping methods such as maritime, rail 
and land. The company is also working with Maersk Eco 
Delivery to reduce some marine shipping emissions, but 
should do more to prioritise greener ports and reduce 
distances. It reported an impressive 73.4% drop in its 
upstream transportation and distribution emissions be-
tween 2019 and 2021.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
VF Corporation has not committed to transitioning to 
zero emissions vessels (ZEV) by 2030. The company has 
not used its voice publicly to advocate for Zero Emission 
Shipping.

VF Corporation has not committed to transitioning its last 
mile delivery to zero emission vehicles.

B 	 Advocacy

VF Corporation signed a statement of mutual aspiration 
encouraging the government of Indonesia to accelerate 
a renewable energy transition to achieve at least 50% RE 
energy mix by 2045. The company supported the Inflation 
Reduction Act which included investments related to 
reducing climate related risks to the economy. The com-
pany's CEO, along with 6 other business CEOs, called on 
U.S. Congressional leaders for ambitious federal climate 
legislation.

Engagement with scorecard: 
VF Corporation did not respond to requests.

Sources
•	 “Business Leaders to Make Urgent Call for Federal Clean Energy 

Investments at LEAD on Climate 2022,” May 6, 2022. https://www.

ceres.org/news-center/press-releases/business-leaders-make-ur-

gent-call-federal-clean-energy-investments-lead.

•	 “Business Support Statement for the Inflation Reduction Act,”, https://

www.ceres.org/sites/default/files/Business%20Support%20State-

ment%20for%20the%20Inflation%20Reduction%20Act%20(1).pdf.

•	 “CEOs of Major U.S. Companies Press for Ambitious Federal Climate 

Package as Key Senators Negotiate,” July 11, 2022. https://www.

ceres.org/news-center/press-releases/ceos-major-us-compa-

nies-press-ambitious-federal-climate-package-key.

•	 “Clean Cargo Members,”, https://www.smartfreightcentre.org/en/

clean-cargo-members/.

•	 “Green Bond Impact Report,” February 2021. https://d1io3yog0oux5.

cloudfront.net/vfc/files/pages/vfc/db/436/description/VF+Green+-
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•	 “Made for Change Sustainability & Responsibility Report - Fiscal Year 

2020,” October 26, 2021. https://d1io3yog0oux5.cloudfront.net/vfc/

files/documents/Sustainability/Resources/VF_FY2020_Made_for_

Change_Report_FINAL.pdf.

•	 “Made for Change Sustainability & Responsibility Report - Fiscal Year 

2022,” November 7, 2022. https://d1io3yog0oux5.cloudfront.net/vfc/

files/documents/Sustainability/Resources/VF_FY2022_Made_for_

Change_Report_FINAL.pdf.

•	 “Statement of Mutual Aspiration: Supporting Renewable Energy 

Procurement for Commercial and Industrial Sectors in Indone-

sia.” Clean Energy Investment Accelerator, 2021. https://static1.

squarespace.com/static/5b7e51339772aebd21642486/t/6119c1cf-

c64e0324746bb812/1629077968156/Statement+of+Mutual+Aspira-

tion+-+Indonesia.pdf.

•	 “Sustainable Logistics Can Be Achieved. Here’s Proof from Our 

Customers.,” August 16, 2022. https://www.maersk.com/news/arti-

cles/2022/08/16/sustainable-logistics-can-be-achieved.

•	 “VF Corporation 2020 CDP Forest Response,”, https://d1io3yog0oux5.

cloudfront.net/vfc/files/documents/Sustainability/Resources/VF+Cor-

poration+2020+CDP+Forest+Response.pdf.

•	 “VF Corporation CDP,” 2020.

•	 “VF Corporation CDP,” 2021.

•	 “VF Corporation CDP,” 2022.

•	 “VF Corporation Factory List,”, https://www.vfc.com/responsibility/

governance/factory-list.
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Walmart scored a ‘D’ in its first entry into the 2023 Score-
card. The company set a relatively ambitious emissions 
target for its own operations but a disappointing supply 
chain target that focuses on “avoided” emissions rather 
than absolute reductions. The company reported a 32% 
rise in supply chain emissions since 2019. Walmart offers 
some supplier engagement and incentives related to en-
ergy efficiency and renewable energy through its “project 
gigaton” program, but does not have a specific target 
to increase renewable energy within its supply chain. 
Walmart performed extremely poorly in the low-carbon 
materials and shipping assessment areas. It has taken 
very limited action to reduce the impact of its raw materi-
als or improve product circularity, and unlike Amazon and 
Target has not set a goal to transition its shipping to zero 
emission vessels to address its huge upstream shipping 
impact. Walmart should aim higher than Amazon and 
Target and aim for zero emission shipping by 2030.

C-	 Climate commitments &  
	 energy transparency

Climate and energy commitments
GHG emissions:
Walmart has set an emissions reduction target for its 
own operations of 65% by 2030, which is in line with 
keeping warming below 1.5°C.

The company has also set an emissions target for its 
supply chain of 1 billion tonnes of CO2e “reduced or 
avoided” against a 2015 base year by 2030. This is not 
an absolute reduction target, and is not equivalent to the 
55% reduction required.

Renewable energy:
Walmart has set a renewable energy target in its own 
operations of 100% by 2035, most of which will be addi-
tional to the grid.

Walmart has yet to set a goal of 100% renewable energy 
for its supply chain by 2030, which is an essential step for 
decarbonising its manufacturing.
Coal phase out:

Walmart has not publicly set a target to phase out coal-
fired boilers from its supply chain by 2030 to reduce air 
pollution and cut emissions.

Climate and energy transparency
GHG emissions:
Walmart publicly reports GHG emissions in its own oper-
ations, and in its supply chain, and provides a full break-
down of its Scope 3 emissions.

Energy use:
Walmart publicly reports its energy use for its own opera-
tions, including  a breakdown of its renewable energy use 
and how that energy is sourced.
For its supply chain, Walmart does not publicly report its 
energy use, or a breakdown of its suppliers' renewable 
energy use and how that energy is sourced.

Suppliers:
Walmart does not provide a list of its suppliers.

C- 	 Renewable energy and energy 	
	 efficient manufacturing

Energy efficiency
Walmart provides its suppliers with training and resourc-
es to help them make energy efficiency improvements, 
and does report providing its major suppliers with finan-
cial incentives for energy efficiency measures, including 
engaging 70% of its suppliers (by spend) through its 
Project Gigaton program. Walmart does not require them 
to make energy savings as a condition of contract. 

Thermal Coal phase-out:
Walmart does not require suppliers to reduce thermal 
coal demand in their manufacturing processes.

Renewable energy
Walmart does report providing its suppliers with training, 
resources, and financial support or incentives to help 
them transition to renewable energy through its Project 
Gigaton program, including offering financial incentives to 
suppliers who increase their share of renewable energy, 

TOTAL SCORE EMISSIONS CHANGE

31.61% increaseD
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a condition of contract.

Supplier transparency and commitments
Walmart does require its suppliers to disclose GHG emis-
sions data and does require them to set GHG emissions 
reduction targets, but it does not require suppliers to 
provide facility level data via the Higg Index.

F 	 Low-carbon and longer  
	 lasting materials

Eliminating fossil fuel fabrics
Walmart has not made any commitments to phase out 
fossil fuel based materials.

Climate commitments to zero deforestation
Walmart has not made a public policy to ban the sourc-
ing of leather from the Amazon Biome, although it has 
a general policy to ensure that Amazon leather is not 
contributing to deforestation and supported a resolution 
to achieve "zero net deforestation" in its supply chain.

Climate commitments to circularity and low-carbon 
materials
Low-carbon materials:
Walmart has not committed to increasing closed-loop ap-
parel-to-apparel recycling for synthetics and plant-based 
materials by increasing the use of fibre to fibre recycling. 
Walmart has committed to source 50% of polyester for 
some own brand lines from recycled plastic by 2025, but 
not specifically from textiles. Walmart has not commit-
ted to reduce the impact of its raw materials sourcing 
by switching to organic cotton or cotton sourced from 
regenerative agriculture by 2030, but has committed to 
100% "more sustainable" cotton by 2025, including Better 
Cotton.

Increasing circularity:
Walmart is not taking sufficient action to increase circu-
larity and address overproduction by policies to improve 
the repairability, resale, durability and recyclability of its 
clothes, although it claims to engage customers on recy-
cling and circularity.

Transparency
Walmart does not publicly report its material mix, its 
volume of deadstock or how it manages or disposes of 
its deadstock to reduce waste.

F 	 Greener Shipping

Shipping climate commitments and reporting
Walmart does report its shipping emissions annually, 
but does not provide a breakdown of its transportation 
methods. Walmart does include its shipping emissions in 
its Scope 3 emissions target.

Reducing upstream shipping emissions
Walmart does not have a policy to avoid aviation and 
commit to slower shipping methods such as maritime, 
rail and land. The company does not report having a 
near-term plan to ship its cargo via cleaner methods. It is 
worth noting that Walmart has significantly increased its 
shipping-related greenhouse gas emissions over the past 
2 years: its emissions in 2021 were 5 times higher than in 
2019.

Commitment and advocacy for zero emissions vessels 
(ZEV) by 2030
Walmart has not committed to transitioning to zero emis-
sions vessels (ZEV) by 2030. The company has not used 
its voice publicly to advocate for Zero Emission Shipping.
Walmart has committed to transition its Canadian last-
mile delivery to alternative fuels, but this is a limited 
target and not necessarily zero emission vehicles.

D- 	 Advocacy

Walmart is in coalition with 39 other companies to sign 
the Clean Energy Demand Initiative (CEDI) Global Letter 
of Intent. This letter calls for a global clean energy tran-
sition in partnership with governments, non-profits, and 
other organizations.

Engagement with scorecard: 
Walmart did not respond to requests.

Sources
•	 “Climate Change,” August 29, 2022. https://corporate.walmart.com/

esgreport/environmental/climate-change.

•	 “ESG Commitments & Progress,”, https://corporate.walmart.com/

esgreport/reporting-data/esg-commitments-progress.

•	 “FY2022 Environmental, Social and Governance Summary Report,” 

July 21, 2022. https://corporate.walmart.com/esgreport/media-li-

brary/document/walmart-fy2022-esg-summary/_proxyDocument?id=0

0000182-21ec-d591-afe2-2bfcb4df0000.

•	 “Global CEDI Statement of Intent.”

•	 “Product Supply Chain Sustainability,” October 4, 2022. https://

corporate.walmart.com/esgreport/environmental/product-sup-

ply-chains-sustainability-overview.

•	 “Walmart CDP,” 2020.

•	 “Walmart CDP,” 2021.

•	 “Walmart CDP,” 2022.

•	 “Walmart Policies and Guidelines,”, https://corporate.walmart.com/

policies#climate-policy.

•	 “Waste: Circular Economy,” June 28, 2022. https://corporate.walmart.

com/esgreport/environmental/waste-circular-economy.

•	 “Zero Emissions By 2040 White Paper,” 2020. https://www.walmart-

sustainabilityhub.com/media-library/document/zero-emissions-by-

2040-white-paper/_proxyDocument?id=00000174-ad59-d343-a17d-bf

fd7bba0000.



Acronyms
Aii - Apparel Impact Institute
CbD - Clean by Design
CEDI - Clean Energy Demand Initiative
CEIA - Clean Energy Investment Accelerator
CLP - Carbon Leadership Program
COP - Conference of the parties
coZEV - Cargo owners for zero emission vessels
DPPA - Direct power purchase agreement
CAGR - Compound annual growth rate
CVPPA - Collective virtual power purchase agreement
GHG - Greenhouse gas
GiZ - Gesellschaft für Internationale Zusammenarbeit
IEPMP - Integrated Energy and Power Master Plan
IFC- International Finance Corporation
JETP - Just Energy Transition Partnerships
LIA - Leather Impact Accelerator
LNG - Liquified Natural Gas
LWG - Leather Working Group
MSI - Material Sustainability Index
REC - Renewable energy certificates
ReLI - Responsible Luxury Initiative
rPET - Recycled polyethylene terephthalate
PPA - Power Purchase Agreement
PV - Photovoltaics
SAC - Sustainable Apparel Coalition
SBTi - Science-Based Target initiative
UNEP - United Nations Environment Program
UNFCCC - United Nations Framework Convention on 
Climate Change
WRI - World Resources Institute
ZEV - Zero emission vessel
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