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The fashion industry has taken a 
green turn. From big brands tofast 
fashion we see a new commitment 

to a more sustainable future. 

The main objective of the sector is linked 
to reducing CO2 emissions while the more 
ambitious approaches look at the sustaina-
bility of production processes and circular 
business models as well as the use of inno-
vative fabrics and ecological materials. 

The coronavirus emergency has seen the 
fashion industry take to the field to support 
health workers and citizens. It doesn’t end 
there, however, given that the big brands 
are starting to talk about a more respon-
sible and sustainable post Covid-19 future 
for fashion.

Pre-pandemic, the fashion industry’s 
green ambitions reached a milestone at 
the Fashion Pact, presented in 2019 at the 
G7 summit in Biarritz.

This agreement brought together a glob-
al coalition of leading fashion and tex-
tile companies, suppliers and distrib-
utors, committed to achieving shared 
goals focused on three main areas: global 

warming, biodiversity and ocean protec-
tion. In Italy, it was the Lombardy region 
around Milan that first accepted the chal-
lenge. In 2020, projects for innovation and 
sustainability in the Lombardy textile in-
dustry got 10 million euros of funding.

SUSTAINABILITY
IS ALL THE RAGE

Bermudas, fringes and a return to the 1940s:
the trends for the season Autumn Winter 2021 are now

set but the real must-have is sustainability.

The Fashion Pact brings together a coalition of 60 lead-
ing global companies in the fashion and textile industry.

By Barbara Bella 
Consultant, Lundquist
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Green by vocation or by 
necessity?
There are many reasons that have brought 
on this turn to sustainability in the fashion 
world, including the sector's huge impact 
on the environment, expectations from 
both investors and customers, as well as 
European regulations.

According to data collected by Fashion for 
Good in 2020, the fashion sector is con-
stantly growing and one of the most pol-
luting industries, characterised by an un-
sustainable, linear business model. It is 
estimated that almost 60% of all garments 
produced go to landfill within one year of 
manufacture.

Environmental risks are now the subject of 
strong interest from an increasingly broad 
range of stakeholder groups. In terms of 
sustainability, another critical aspect of 
the industry is the supply chain and work-
ing conditions. 

The UK online retailer Boohoo was re-
cently enveloped in scandal after it was 
revealed that its Leicester-based suppliers 
put workers at risk, failed to protect them 
during the Coronavirus pandemic and 
exploited them. These events have high-
lighted the need for governments to adopt 
stricter control measures and to assess 
supply chains as well.

New expectations 
Companies' sustainable choices are per-
ceived favourably by investors and finan-
cial markets point to green policies as stra-
tegic elements for competitiveness. There 
is also a new generation of consumers, in-
creasingly sensitive to sustainability issues, 
whose purchasing choices are swayed by 
the conduct of brands. In addition, from 

2018 in Europe, companies in the public 
interest or with more than 500 employees 
are required to publish a sustainability re-
port, i.e. disclosures on the company's im-
pact on people and the environment and 
related topics like anti-corruption. 

When adding all these factors together, it is 
clear that sustainability has become more 
than a voluntary drive or a mere fashion 
but a necessity and often an obligation for 
companies.

Sustainability strategy 
A company’s sustainability strategy is key 
in assessing its commitment.

Slogans, messages and marketing cam-
paigns are not enough: the basis of a cred-
ible commitment is a concrete strategy 
that addresses material issues and im-
pacts. The .future research conducted by 
Lundquist in 2019 identifies the ingredi-
ents needed to gain confidence in this con-
crete challenge. 

The first step is to define the commitment 
and the role the company intends to play 
for a more sustainable future.

After that, it is necessary to identify priori-
ties and areas for action and, based on these, 
set precise medium- to long-term objec-
tives. To demonstrate the ability to deliver 
on "promises" it is important to be able to 
measure achievements and show progress 
over time.

Finally, the value of a sustainability strat-
egy is assessed on how it compares and 
adapts to a broader context of global and 
sectoral challenges and trends.

Only leading companies will be able to 
adapt their path to the wider context of 
sustainability.
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Sustainable fashion 
trendsetters
Sustainability is a dynamic process of con-
tinuous improvement that looks to the 
future, whose success is based on compa-
nies' ability to understand the context in 
which they operate, identify challenges 
and opportunities, and develop effective 
strategies. 

Climate change is now regarded globally 
as the most relevant sustainability issue by 
stakeholders. Companies that invest in re-
search and innovation programmes today 
will be able to respond to the challenge to-
morrow and will lead the way forward. 

GlobeScan's "Sustainability Leaders" re-
search, which asks sustainability profes-
sionals to identify companies they most ad-
mire, placed Patagonia in second place in 
2019. The American company, which spe-
cializes in sportswear and outdoor wear, 
is considered a sustainability leader, just 
one step behind the consumer goods gi-
ant Unilever. Patagonia's model is now the 

best practice in the industry and is mainly 
due to the fact that sustainability has been 
integrated into the company's culture and 
business since its inception. 

The California-based group is active with 
numerous projects and initiatives to com-
bat climate change and is distinguished by 
the involvement of its stakeholders in sus-
tainability issues.

The challenges of the future
The Covid-19 pandemic also challenges 
many aspects of the fashion industry and 
generates great uncertainty.

In this new scenario, will companies be 
able to successfully pursue their sustaina-
bility projects?

A strong signal has come from Ursula Von 
del Leyen, President of the European Com-
mission, who recently indicated green as 
the most effective model for exiting from 
the crisis.

The Giorgio Armani men's and women's Spring/Summer 2021 fashion show took place behind closed doors and was 
broadcast entirely, for the first time ever, in prime time on La7.
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