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Kristjónsdóttir, M., 2019: Shaping the Climate Action trajectory within the Fashion Industry – a case study of 
Small Medium Sized Enterprise. Master thesis in Sustainable Development at Uppsala University, No. 2019/11, 
81 pp, 30 ECTS/hp 

Abstract: 

The apparel and footwear industry’s contribution to global greenhouse gas (GHG) emissions is one of the fifth 
largest per industry, equal to that of livestock, after electricity and heat, oil and gas, agriculture, and 
transportation (Ellen MacArthur Foundation, 2017). For industry-wide emissions reduction, investing in 
renewable energy and energy efficiency programs across highest impacting life cycle phases offer the most 
effective solution. However, identifying the highest impacting life cycles phases shows varied results depending 
on the particular type of business model under examination. This paper responds to the lack of existing data and 
empirical research on how to accurately measure, report and reduce carbon emissions across the highly complex 
and globally interconnected apparel value chain. This is done through a single case study investigation of an 
Icelandic fashion brand. A hybrid approach of a standard Life Cycle Assessment (LCA) and the Sustainable 
Global Value Chain (SGVC) functions to produce a Hotspot Identification Tool (HIT) to establish a holistic 
portrayal of business operations in relation to emission impacts and level of controllability across Scopes. The 
conceptual analysis and qualitative results identify the most relevant emission hotspots to lie within the 
company’s privately owned manufacturing facilities, as well as the procurement phase, due to its direct 
connection with and influence on material production, user phase, and end-of-life. The main obstacle in this 
pursuit is identified as restriction of resources in terms of time, capital and expertise. It is suggested that this be 
overcome by joining a Multi-Stakeholder Initiative where resources and expertise is pooled in a pre-competitive 
manner to reach common objectives. The investigation further suggests a need for global fashion brands to 
leverage their influential position on down- and upstream activities across the value chain, i.e. with their supply 
chain partners and consumers. I argue that fashion brands play an integral role in supporting local efforts to build 
a decarbonisation pathway towards climate neutral economies on a global scale. 
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Summary: 

Global discussions on climate change mitigation are soaring in line with temperatures causing increasingly 
severe ecological and social disruptions (IPCC, 2018). Whilst nation states work on their climate actions, i.e. 
their Nationally Determined Contributions, to meet the targets set out by the Paris Agreement in 2015, civil 
society is waking up to the fact that businesses play an integral role in supporting local efforts in building a 
decarbonisation pathway towards climate neutral economies. To date, limited investigation exists on what 
specific action business can take (Benjafaar et al. 2013). The lack of data and empirical research on how to 
accurately measure, report and reduce carbon emissions across highly complex and globally interlinked 
production and distribution networks (Sandin et al. 2019; Muthu, S. 2014; Dahllöf, 2003) leave companies 
paralysed as for where to begin. Understanding for the fact that a global issue requires widespread stakeholder 
engagement functions to stimulate a chain reaction towards the formation of common objectives across the entire 
fashion sector through pre-competitive collaboration and Multi-Stakeholder agreements. 

The objective of my research is to (1) directly contribute to the fine-tuning of global corporate strategies to 
minimize environmental impact in response to the urgency of climate change; (2) function as a contribution to 
research on the fashion industry’s impact on climate change; and (3) bridge academic research and industry 
expertise in an action-oriented manner. At its core, my study is based on a micro level value chain analysis of an 
Icelandic Small-Medium Sized Enterprise (SME). I explore its readiness to take action on climate change 
through a semi-structured qualitative interview process with internal stakeholders and external experts. I further 
identify the key meso level partnerships necessary for data collection and emissions inventorying. I apply a 
hybrid approach of a standard Life Cycle Assessment (LCA) and an extension of the traditional Value Chain 
Analysis (VCA), the Sustainable Global Value Chain (SGVC), to produce a Hotspot Identification Tool (HIT) to 
map highest impacting operational activities to establish a starting point for taking action. 

The literature review and primary investigation revealed that the greatest hurdle companies face in taking 
action is identifying their operational boundaries. Impacts across activities outside of company’s direct control 
are often dismissed and even when they are not, they rely heavily on third party transparency and consistency 
adding a level of complexity to the equation. The same applies when looking into Iceland’s Climate Action Plan. 
Due to the country’s remote geographical position, Iceland is highly dependent on imported goods, and as an 
affluent nation daily consumption levels are high. In fact, falling only behind Luxembourg, the United States of 
America, and Singapore, Iceland has the fourth highest release of GHG emissions per capita: “The result is a 
low carbon illusion in which rich economies believe they are reducing their GHG responsibility whilst global 
emissions continue to grow“ (Clarke et al. 2017). Thus, I investigate the Company’s ability and responsibility to 
engage in broader discussions around climate change and act as a political agent at a national level, in order to 
stimulate greater consumer awareness around climate change issues in Iceland. 

Keywords: Sustainable Development, Fashion industry, Functional apparel, Value chain mapping, Climate 
change, Carbon reduction, Decarbonisation pathway, Fashion Industry Charter for Climate Action, 
UNFCCC, Collaboration, Traceability, Transparency 
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Glossary 
 
Circular Economy 

An economy that is “restorative and regenerative by design and aims to keep products, 
components, and materials at their highest utility and value at all times” (Ellen MacArthur 
Foundation, 2015). 

 
Climate change adaptation  

“The adaptation of processes, practices and infrastructure to improve their ability to function in 
the context of climate-change-driven impacts, such as flooding, drought or other extreme 
weather” (WEF, 2016) 

 
Climate change mitigation  

Changes to processes, infrastructure and practices to reduce greenhouse gas emissions that 
contribute to climate change (WEF, 2016) 

 
Collaboration hotspots  

Areas of a value chain that present strong opportunities for collaboration to drive shared value to 
participants while reducing greenhouse gas emissions at scale  (WEF, 2016)  

 
Cross-sectorial collaboration 

Initiatives involving players from multiple sectors working together to address a particular issue 
or capitalize on a joint opportunity (WEF, 2016) 

 
Downstream activities  

Operational activities along the value chain resulting from material extraction to point of sale 
 
Greenhouse Gas Protocol  

A set of standards developed by the World Resources Institute and the World Business Council 
on Sustainable Development to support organizations to measure, manage and report greenhouse 
gas emissions (WEF, 2016) 

 
Nationally Determined Contribution 

Efforts by each country to reduce national emissions and adapt to the impacts of climate change 
and the achievement of the long-term goals set out by the Paris Agreement. 

 
Pre-competitive Collaboration 

Initiatives involving industry peers defining common objectives to tackle wicked problems at 
lower costs 
 

Pre-competitive Mindset  
Competition is set aside to tackle common objectives through the exchange of knowledge and 
resources, in the benefit of both/all stakeholders involved. 

 
Science Based Targets 

A methodological framework aimed to give direction and create incentives for key actors across 
the world to operate within the planetary boundaries by measuring and managing emissions 
inventories 

 
Scope 1 emissions  

Direct emissions from the industry’s own activities  (WEF, 2016) 
 
Scope 2 emissions  

Indirect emissions resulting from the purchase of electricity, heat or steam by the industry 
(WEF, 2016) 
 

 
Scope 3 emissions  

Other indirect emissions resulting from activities across the industry’s associated upstream and 
downstream activities (WEF, 2016) 
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Supply chain  
The set of organizations involved in providing the inputs an organization requires to create a 
given product or service (WEF, 2016) 

 
The 24th Conference of the Parties (COP24) 

The United Nations Framework Convention on Climate Change; a global forum at which heads 
of state convene to agree what action is to be taken to address climate change 

 
Upstream activities 

Operational activities along the value chain resulting from point of sale to end-of-life disposal 
 
Value chain  

The set of processes or activities that add value to a product, across its initial design through 
sourcing, production and distribution, to use, end-of-life and, ultimately, to product disposal; the 
value chain includes suppliers, direct operations, customers, disposal and logistics (WEF, 2016)  
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HIT – Hotspot Identification Tool 
LCA – Life Cycle Assessment 
VCA – Value Chain Analysis 
SGVC – Sustainable Global Value Chain 
IPCC – Intergovernmental Panel on Climate Change 
UNFCCC – United Nations Framework Convention on Climate Change 
SME – Small Medium Sized Enterprise 
GHG – Greenhouse Gas 
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1 Introduction 
The world is not on track to limit global temperature rise by 2 degrees as outlined necessary in the 
Paris Agreement in 2015 (IPCC, 2018). Climate disruptions are already occurring in many ecological 
and social systems on a global scale, steadily getting worse as temperatures continue to rise (IPCC, 
2018). Every year, the textile industry produces 1.2 billion tonnes of CO2 equivalent (CO2eq) worth 
of clothing, making it one of the top five polluting industries, equal to that of livestock, after electricity 
and heat, oil and gas, agriculture, and transportation (Ellen MacArthur Foundation, 2017). Although 
figures have varied, the most recent estimates place the apparel industry’s contribution to greenhouse 
gas (GHG) emission at 6.7% (Quantis, 2018). Estimations show that 57%, or USD 500 billion worth, 
of clothing ends up in landfill and 25% is incinerated whilst only 10% is recycled and 8% resold or 
reused (GFA, 2019). Between 2005 and 2016, the industry’s production impacts on climate change 
were measured to have increased by 35%. At this pace, business-as-usual, met with a rise in global 
population and a growing middle-class, paralleled with a shift towards more synthetic materials, is 
predicted to bring this number up to 49% between 2020 and 2030 (Quantis, 2018). Estimates show 
that for an alignment below two degrees Celsius by 2050, an industry-wide science-based approach 
would require an 80% reduction in global emissions (Quantis, 2018). 

It is widely recognised that a major system shift is required, or business as usual will lead the 
industry to account for 26% of the world’s carbon budget by 2050 (Ellen MacArthur Foundation, 
2017). Whilst 85% of consumers agree that fashion brands hold a responsibility to tackle climate 
change (Fashion Revolution, 2019), limited streamlined efforts, such as standard reporting 
mechanisms, exist to drive the change. Collective, global action is essential to reverse the damage 
(Steffen et al, 2018). Majority of GHG emissions are generated within raw material extraction, supply 
chain processing, and end of life (Sandin et al., 2019; Kering Group, 2016; Fu, Shu, and Liu, 2018;
Roos et al. 2015) – operational activities resting outside direct control of any single company. With 
majority of Small-Medium Sized Enterprises (SME’s) facing resource restrictions in terms of time, 
capital and expertise, shaping common objectives and streamlining strategies across the industry and 
cross-sector stakeholders will be fundamental (Sustainable Fashion Academy, 2019).  

As the first step in the formation of common industry objectives to tackle climate change, the 
Fashion Industry Charter for Climate Action, hereafter referred to as ‘the Charter’, was launched by 
the UNFCCC at the 24th Annual Conference of the Parties in Katowice in December 2018. The work 
around the Charter acts as a neutral platform for change makers within the industry to convene with 
the aim of tackling the most pressing issues facing the industry by applying collective mindsets and 
combining existing environmental initiatives (United Nations, 2018). The Charter is said to mark the 
beginning of a collective, sector-wide strategy to climate change mitigation (Mowbray, 2018).  

Investigating ways in which the Charter can be approached at corporate level is a logical step in 
supporting its mission in line with the global transition towards securing a sustainable future. While 
the Charter sets out 16 essential principles functioning in conjunction with one another, I limit the 
scope of my investigation to Principle #2, which sets out a concrete, ambitious and time-bound
commitment: 

Commit to 30 per cent aggregate GHG emission reductions in scope 1, 2 and 3 of the 
Greenhouse Gas Protocol Corporate Standard, by 2030 against a baseline of no earlier than 
2015 (United Nations, 2018)

I question how well equipped SME’s are in approaching climate change mitigation strategies 
across their value chains. I investigate the business incentive for SME’s to allocate resources on 
developing an emissions inventory across their global operational activities. In doing so, I explore the 
obstacles they will face and present a suggestion as for how these can be overcome. I further examine 
the ideal starting point for the undertaking with the ultimate aim of instigating action. 
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1.1 Scope and Purpose 
To define the scope of my analysis, I would first like to highlight some of the many considerable 
externalities that continue to occur across the highly complex and interlinked chain of apparel 
production, such as severe soil and land degradation, water depletion, micro-plastic and chemical 
pollution, eutrophication and acidification, and animal abuse, not to mention the social side in terms of 
wage discrimination, health and safety issues, worker discrimination, corruption, modern slavery and 
severely malfunctioning consumer habits and behaviours. However, witnessing an immense global 
movement towards an increasingly decarbonised economy as an act against the urgency of global 
warming, in line with UNFCCC’s call to climate action with the Special Report on Global Warming of 
1.5° and the Charter, my paper strictly focuses on strategies that can be employed in order to start 
measuring, reducing and reporting on corporate GHG emissions.  

As of February 19th, 2019, 2,431 global companies had pledged their climate action on the 
UNFCCC’s NAZCA portal, an online platform where non-Party stakeholders (i.e. companies, cities, 
subnational regions, investors, and civil society organizations) publicly display their individual 
commitments and collaborative actions taken to act on climate change (UNFCCC, 2019). Merely 52 of 
these companies fall under the category of “Textiles, Apparel, Footwear and Luxury Goods”. The 
Charter recognizes that its ambition can only be realised with support from all industry players, 
regardless of size, geographical area or type, and whilst the possibility to commit to the Charter is not 
yet available via the NAZCA portal, the plan is for it to become incorporated in the coming year and 
will be open to any company or organisation, of any size, to sign (Xhaferi-Salihu, personal 
communication, 05/12/2018). 

Although law does not require companies to publish environmental policy statements, 
recognizing and responding to a business’s operational impact falls under the concept of 
environmental stewardship and therefore, companies that do disclose, do so voluntarily. However, 
even those companies seem to face restrictions in terms of expertise and resources, admitting that their 
efforts are far from perfect. More methodical and streamlined efforts are needed and may function to 
simplify these processes (Fu, Shu, and Liu, 2018). Working pre-competitively with external 
stakeholders, partnering up with industry peers, joining Multi-Stakeholder Agreements, and seeking 
expert advice are crucial elements in building a robust infrastructure, built on solid data and scientific 
methodologies, necessary for taking action on climate change. 

1.2 Research Question, Aim and Objectives 
The aim of my research is to explore the possibilities for an SME in shaping an action-oriented 
strategy to combat climate change, and thereby rationalizing its implementation at a global scale.  

The objective is to (1) directly contribute to the fine-tuning of global corporate strategies to minimize 
environmental impact in response to the urgency of climate change; (2) function as a contribution to 
research on the fashion industry’s impact on climate change; and (3) bridge academic research and 
industry expertise in an action-oriented manner. 

The focal research question is: What is the business incentive for an SME to take action on climate 
change and where can they start? 
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3 Methodology 

3.1 Mixed-method Approach 
The overarching method for my study is inspired by Yin’s iterative mixed-methods approach 
(2009). Drawn on Yin’s “linear but iterative process” model, I have drawn up my own process 
according to his method (Figure 1). According to his book, the distinctive need for a case study 
method arises from the desire for increased understanding around complex social phenomena over 
time, and is found effective for doing research across different professional fields. It allows for an 
examination of the structure of a given industry, or the economy of a city of a region in responding to 
an explanatory “how” question (Yin, 2009).  

This paper rests upon the empirical dissemination of a context specific single-case study through semi-
structured qualitative interviews with relevant stakeholders, paralleled with a literature review based 
on academic journals (e.g. Scopus, Research Gate, Elsevier, Google Scholar, Uppsala University 
online library etc.) and corporate sources (e.g. forecasting and analyses reports from the UNFCCC, 
Quantis International, Accenture, Global Fashion Agenda, Ellen MacArthur Foundation, McKinsey 
and Associates, instructive webinars from Quantis International and Science Based Targets Initiative 
(SBTi), guidebooks and manuals from SBTi and GHG Protocol etc.).  

A diverse set of elements are taken into consideration for the scope of my study which leads me to 
adapting Yin’s iterative mixed-methods approach (2009). In Figure 1, I adapt his method to visually 
illustrate my working process. The first step is to (1) build my background and formulate my research 
proposal. The research proposal is approved by the University, my supervisor and the case under 
examination, meaning the (2) case study is identified and approved early in the process and case study 
stakeholders considered in the research formulation process. Subsequently, I (3) build a roadmap for 
the different elements for my investigation. Here, several time-lines are produced for various 
stakeholders included in my investigation process, specifically my thesis supervisor and case study 
contact. This entails jumping to stage 2 and 6 as is illustrated in the figure. The following three phases, 
marked in blue, are particularly intertwined, as I iteratively develop the (4) structure of my 
investigation based on the (6) feedback and (5) results. Ultimately, this process leads to formation of 
the HIT, introduced on the following page.  

 
Figure 1: My iterative mixed-methods approach to case study research (adapted from Yin, 2009) 
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I apply the findings of my investigation to shape the HIT. In the form of an adjustable Excel sheet, 
this functions as a tool with which any company has the possibility to identify the highest impacting 
phases of their value chain and functions to meet the aim of ‘exploring the possibilities for an SME to 
shape an action-oriented strategy to combat climate change, and thereby rationalising its 
implementation at a global scale’.  

My conceptual framework is twofold and functions as the skeleton in the formation of this tool, in 
line with my third objective, ´to bridge academic research and industry expertise in an action oriented 
manner.’ First, to shape my theoretical dissemination, Elkington’s Triple Bottom Line (2013) 
highlights the necessity for increased efforts surround environmental externalities in finding balance 
between economic and social efforts in shaping a sustainable fashion industry. To supplement this 
theoretical framework, I introduce the notion of Environmental Stewardship as defined by Bennett and 
colleagues (2018), which emphasises the need to a local approach in dealing with a global problem. 
Second, to shape an action-oriented approach, the conventional method for assessing environmental 
impacts surrounding the production of consumer goods, namely a Life Cycle Assessment (LCA), 
functions as the skeleton of my tool, providing a holistic portrayal of impact related activities. To 
further supplement the empirical side of the equation, the Sustainable Global Value Chain (SGVC), an 
extension of Dr. Michael Porter’s traditional Value Chain Analysis (VCA) framework, functions to 
expand the confines of operational boundaries to highlight opportunities lying outside the traditional 
confines of a business. The SGVC aims to map out relevant value chain actors with whom this 
conversation should be carried further. 

3.2 The value of SME’s contribution to the Charter 
My research question has a real-life context approach. The aim of my investigation is ‘to examine 
the feasibility of building a decarbonisation pathway from an average SME’s perspective, and thereby 
rationalizing its implementation at a global scale’. Therefore, applying a single-case study approach is 
a relevant method of application (Yin, 2009). At its core, my study is based on a micro, meso and 
macro level investigation. With such a broad scope, the case study method grants the ability to retain a 
holistic perspective and dissect meaningful characteristics of real-life events, such as in the case of this 
paper, organizational and managerial processes and the maturation of industries (Yin, 2009).  

My case study is a fashion brand, hereafter referred to as ‘the Company’. The Company is 
located in Iceland, and holds a prior commitment to sustainability issues such as designing items for 
longevity, using responsible materials and certified animal products, complying with the HIGG Index1 
and giving back to the Icelandic community in a variety of ways. In order to work towards the 
principles set out by the Charter, an open exchange of experience-based knowledge between a variety 
of industry related stakeholders (retailers, material suppliers, manufacturers, the transport sector, the 
finance community and more) will be essential (United Nations, 2019). Therefore, the type of 
company on which I chose to carry out my investigation is not as imperative to highlight, as is the 
governance structure that surrounds them, and the market landscape in which they reside. 

Investigating ways in which the Charter can be approached at corporate level, in line with the 
first objective of this paper, is a step in supporting its mission in line with the global transition towards 
a decarbonised economy. Signatories to the Charter are committed to pursuing the implementation of 
the 16 principles both within their own organizations and by working collectively with other 
Signatories on a global scale. The initial signatories to the Charter have been split into working groups 
to collectively work towards building solutions to reach the 16 principles laid out to take action on 
climate change (Appendix F). It is recognised that whilst companies show their commitment to the 
principles of the Charter, “they may not be in all of them within their organisations” (UNFCCC, 
2018), highlighting the appeal to begin structuring our efforts towards a global decarbonisation 
pathway. All of the 43 signatories, however, are large corporations or well-established in the 
sustainability arena, such as Kering Group, Arcteryx, Adidas, Levi Strauss & Co, Sympatex 
Technologies, and the H&M group (United Nations, 2018).  

                                                        
1 A suite of tools developed by the Sustainable Apparel Coalition to accurately measure sustainability performance 
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Meanwhile, SME’s account for approximately two-thirds of total global employment (WTO, 
2019). With their combined global reach and production output, their shared environmental impact is 
certainly undeniable. Therefore, SME’s play a critical role in committing to global preservation 
efforts. The question is what is standing in the way for these companies to act. Mainly, factors of 
restriction such as high cost, lack of expertise and time, deemed problematic in terms of management 
and the innovation process (Koc and Bozdag, 2017). Majority of countries define SME’s as firms 
employing between 10 to 250 people (2019). In comparison to the before-mentioned companies, 
employing over 1,000, their operational activity and chain of production would generally be a lot 
shorter, meaning that implementing change should be a less complex and resource intensive process 
(Common Objective, 2019). The Charter asserts that, “All companies, within fashion, retail and textile 
global value chain, regardless of size and geography, have opportunities to take actions that will result 
in a measurable reduction in greenhouse gas (GHG) emissions” (Appendix F). 

3.3 Interviews 
For an appropriate dissemination of the research question at hand: ‘What is the business incentive for 
an SME to take action on climate change and where can they start?’ and in line with the second 
objective of my paper ‘to function as a contribution to research on the fashion industry’s impact on 
climate change’, a range of stakeholders were approached and various perspectives were scouted. 
Semi-structured interviews are used inductively to allow for an open-minded collection around the 
contours of the subject at hand, so that concepts and theories can more freely emerge (Bryman, 2012). 
In Table 1 below I present an overview of the interviews: which perspective the interviewee holds and 
their contribution to the investigation, what the focus and overall aim of the interview was, the date, 
type and where in the Appendix the interview questions can be found. The interview questions are 
formulated in direct relation to the iterative thesis progression and therefore their respective structures 
and aims will differ (Appendix A) as outlined in Figure 1. 

Due to the Charter’s comprehensive industry reach, both in terms of operational depth and 
stakeholder breadth, it is crucial to investigate all levels of the value chain. Thus, interviewees from 
within the Company include a representative from each department: head of design; head of 
marketing; head of production; the supply chain manager; as well as the CEO and owner). The main 
objective of these interviews is to develop an understanding for the interviewees’ awareness and 
familiarity with the Charter. Mainly, their perspective around the challenges in approaching 
committing to the Charter in relation to company operations, and current methods of corporate target 
setting and resource allocation, to filter possible opportunities for overcoming said challenges.  

Falling outside the confines of the Company’s operational boundaries, yet functioning as a crucial 
element of the value chain structure is the material supplier. An interview with Deborah Holder, head 
of Corporate Social Responsibility at Sympatex Technologies, will fill this gap and generate an 
understanding for this perspective. As a signatory of the Charter, Sympatex Technologies is very 
familiar with the principles of the Charter and has already begun decarbonising their material 
offerings. My interview will investigate what is being done and how; how they communicate around 
this with their respective buyers; and what they envision around the future development of the Charter. 

In order to identify the existing governance structure surrounding the Charter, and to map out 
the possibilities of the case under examination to interact, I identify four crucial external stakeholders. 
Namely, Niclas Svenningsen, Manager at the Global Climate Action, UNFCCC, working closely with 
the development of the Charter; Michael Schragger, Managing Director at the Sustainable Fashion 
Academy in Sweden and founder of the Swedish Textile Association for Climate Action; Halla 
Helgadóttir, CEO of Iceland Design Centre to explore the Icelandic market landscape; and Susanne 
Häfeli-Hestvik, Vice President at Tricorona AB, for a deeper insight around GHG reporting principles 
and advice in the development of the HIT. 
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Table 1: Overview of interviewees 
Perspective Interviewee Focus of interview 

/ contribution to 
analysis 

Date Type of 
interview 

Appendix 

Internal Head of marketing, 
the Company 

Marketing strategy 
and consumer 
behaviour (LCP 4, 
5) 

01/03/2019 Face-to-face A1 

Internal Head of design,  
the Company 

Design, 
procurement and 
lifecycle analysis 
(LCP 0, 1) 

01/03/2019 Face-to-face A2 

Internal Supply Chain 
Manager,  
the Company 

Supply chain and 
logistics (LCP 2, 3) 

13/03/2019 Face-to-face A3 

Internal Head of 
production,  
the Company 

Supplier relations 
and logistics (LCP 
0, 2, 3) 

13/03/2019 Face-to-face A3 

Internal CEO & Owner,  
the Company 

Management and 
future strategy 

03/04/2019 Face-to-face A4 

External global Susanne Häfeli-
Hestvik, Vice 
President, 
Tricorona AB 

GHG reporting and 
support with the 
HIT 

06/03/2019 Video call A5 

External global Debora Holder, 
head of CSR, 
Sympatex 
Technologies 

Material supplier 
(LCP 0) 

21/03/2019 Telephone A6 

External global Niclas 
Svenningsen, 
Manager, Global 
Climate Action, 
UNFCCC 

Global industry 
governance 

27/03/2019 Telephone A7 

External local Michael Schragger, 
Managing Director, 
Sustainable 
Fashion Academy 

Multi-stakeholder 
agreements 

10/04/2019 Telephone A8 

External local Halla Helgadóttir, 
CEO, Iceland 
Design Centre 

Icelandic fashion 
industry perspective 

09/04/2019 Face-to-Face A9 
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3.4 Contribution and Considerations 
Limited investigations have been done on what specific action SMEs can do to undertake the 
commitment to act on climate change (Hormio, 2017; Benjafaar et al. 2013), and there is an immense 
lack of research on how to accurately measure, report and reduce carbon emissions within the various 
segments of the fashion industry (Sandin et al. 2019; Muthu, S. 2014; Dahllöf, 2003). Also, there is a 
significant literature on strategy, operations and sustainability; this tends to place greater focus on 
product recycling, reuse and product life cycle assessment (Benjafaar et al. 2013). This supports the 
relevance of this paper’s contribution to the academic realm.  

A common concern about case study research is the possibility for scientific and analytic 
generalization. The aim of the study is not limited to the ‘the Company’ but rather looking at the 
industry at large as I aim to explore the possibilities for global SME’s in shaping action-oriented 
strategies to combat climate change. In order to best understand the phenomena at stake, interviewees 
were approached in their natural corporate settings and in person when possible. Where this was not 
possible, interviews were conducted via a phone or video call. In the formation of the interview 
questions, considerations were made for acquiescence, social desirability bias, hierarchical 
relationships, and personal values and preferences in terms of both interviewer and interviewee 
attributes, e.g. gender, age and socio-economic status (Yin, 2009; Bryman, 2012).  In the case of this 
research I found it relevant to consider the interviewees time spent at the Company as well as working 
within the fashion industry.  

A non-disclosure agreement was signed with the company that confirms that the Company and all 
names associated with the Company remain anonymous. All interviewees gave oral consent that the 
information provided could be used in the paper as long as it conformed to the agreement. As an 
anonymous case study investigation, none of the specific answers or names of internal company 
stakeholders are revealed. Each of the external experts, however, expressed verbal consent that their 
names and positions could be revealed.  
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4 Context and Background 
My third objective for this paper is to ‘bridge academic research and industry expertise in an action-
oriented manner’. My literature review therefore draws from various forms of literature ranging from 
academic, corporate and action-oriented. Based on these three functional elements, the following sub-
sections aim to inform my scientific analysis and discussion around the conceptual building blocks 
needed for building a decarbonised global fashion industry.  

Firstly, I introduce a contextual sector analysis to portray the current state of the industry from 
a global perspective. Beginning with a definition of the oxymoronic concept of sustainable fashion 
(4.1) based on the “Sustainable Fashion Triple Bottom Line”, adapted from the work of Strähle 
(2017). Subsequently, I look into consumer behaviours and influence (4.2) as a way to emphasise the 
inherent challenges that arise when reaching for the sustainable development of consumption driven 
industries. I refer to this as the perils of what is known as green consumerism, or as Akenji (2014) 
refers to the concept: consumer scapegoatism, recognizing that lasting change needs to come from 
business, not consumers.  

Thus, I establish the (4.3) business incentive to act on climate change split into three parts, responding 
to the first part of my research question: “What is the business incentive for an SME to act on 
climate change?” First, I introduce the concept of (4.3.1) local environmental stewardship to function 
in line with the first objective of my paper, ‘to directly contribute to the fine-tuning of global corporate 
strategies to minimize environmental impact in response to the urgency of climate change’. Here, I 
encompass a more in-depth global market analysis and future prediction through a micro, macro and 
meso level analysis, using the concept of environmental stewardship to lay the foundation for a more 
sustainable fashion sector, questioning the business incentive from different perspectives and 
presenting future outlook scenarios. The second and third sub-sections function as a future market 
analysis, clarifying how innovative technology will ease the transition towards a more transparent 
fashion industry (4.3.2), followed by how actors of governance provide opportunities to go beyond 
traditional channels of communication, and how actors within the finance community explore the 
decarbonisation of investment portfolios (4.3.4).  

In this section I also assess national commitments in meeting the Paris Agreement and the role of 
businesses to support them, and a closer look specifically into Iceland’s National Climate Action Plan 
(4.4). Subsequently, a look into what it entails to apply a pre-competitive mindset to act on climate 
change (4.6).  

In response to the latter part of my research question, “and where can they start?” I explore 
recognised industry tools (4.7) to function as the basis for the development of my HIT (previously 
introduced in section 3.1 and further elaborated in section 5). First, a comparison between Dr. Michael 
Porter’s well-recognised Value Chain Analysis (VCA) and the Sustainable Global Value Chain 
(SGVC). This serves as the basis for meso level actor-network identification and echoes the notions 
laid out in applying a pre-competitive mindset in approaching the issue of climate change. 
Subsequently, the Life Cycle Assessment (LCA) serves as a foundational framework for defining the 
Company’s operational boundaries.  

Finally, I investigate how to account for and develop a corporate emissions inventory based on 
industry guidance provided by the GHG Protocol and SBTi supplemented with an overview of the 
methodology in Appendix E. 
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4.1 Sustainable Fashion 
The Fashion Industry caters to an essential human demand for protecting or adorning our bodies. 
Fashion can be defined as a ‘cross-sector concept’ in that it embraces several industries, namely 
apparel, footwear, leather, jewellery, perfumes and cosmetics (Macchion et al. 2015). As our 
economies grew and demand for fashion items rose, the fashion system became increasingly 
globalized: delineated by various, highly complex supply networks, from both a production and 
distribution perspective.  

Over the last couple of decades, with the expansion in geographical fragmentation of internal 
operations, points of sale, sourcing and product offerings, for companies of all sizes and segments, 
came the natural increase in competition. In the volatile economic landscape witnessed over the past 
century, business models were pressured to transform to become ever more efficient, agile and multi-
dimensional, boosting speed of delivery, economies-of-scale and economic performance. In the 
process, environmental and social factors were massively impacted and somewhat brushed under the 
rug (Strähle, 2017). 

Sustainable Development has become a pervasive term in recent years, yet its definition when 
applied in relation to the continued expansion of consumption-driven sectors, such as the fashion 
industry, is hard to articulate. The reason for this is due to the contradictory association of 
‘sustainability’ to the concept of growth  - it becomes an oxymoronic statement. In fact, it is our very 
belief in eternal growth and confidence in a technological salvation that directly contributes to the 
severe environmental degradation that we are witnessing with our very eyes (Dunlap and van Liere, 
2008).  

Over 70 definitions exist around the term Sustainable Development (Strähle, 2017), with the most 
often cited being the Brundtland report, which defines the term as “development that meets the needs 
of the present without compromising the ability of future generations to meet their own needs,” 
(WCED, 1987). In recent years it has become increasingly clear that in order to meet the needs of 
future generations and a growing population, sustainability cannot solely focus on minimizing 
negative impact. It should also strategize for the restoration of already depleted resources (Strähle, 
2017). 

To avoid the formation of an oxymoronic statement in approaching a definition of Sustainable 
Development in cohesion with the ever-evolving fashion industry, one way is to adhere to the so-
called “triple bottom line” (Table 2). The triple bottom line is a concept coined by John Elkington in 
1994 that consists of three equivalent denominators: people, planet and profit. According to his model, 
businesses must measure success not solely based on financial performance, but also the role they play 
in the economic, environmental and societal systems at large (Elkington, 2013). 

Table 2: The Sustainable Fashion Triple Bottom Line Balance Sheet (Adapted from Strähle (2017)) 
 Economic / Profit Environmental / Planet Social / People 

Levers for 
consideration to 
measure impact across 
denominators 

Sales, profit, ROI GHG emissions Health and safety 

Taxes paid Water pollution Community impacts 

Monetary flows Waste management Human rights; privacy 

Jobs created Resource depletion Product responsibility 

Supplier relations Chemical footprint Employee relations 

 

Finding a balance between these three denominators offers a solid definition of a sustainable 
consumption-centred business model. In his recent work, Strähle (2017) fitted Elkington’s triple 
bottom line framework with the economic, environmental and social factors needed to balance in 
operating a sustainable fashion business. My research question focuses on how an SME can take 
environmental factors, specifically GHG emissions, into greater consideration when making informed 
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operational decisions around strategy. Due to the scope and focus of my research, in Table 2 I adapt 
what Strähle lists as typical measures under “environmental factors” from “pollutants emitted, carbon 
footprint, recycling and reuse, water and energy use, and product impacts” to “levers for consideration 
to measure impact across denominators” as “GHG emissions, water pollution, waste management, 
resource depletion, and chemical footprint”.  

Including these levers embrace the contemporary environmental externalities of industry operations 
and are also in line with the planetary boundaries framework developed by the Stockholm’s Resilience 
Centre proposing a quantification of seven environmental boundaries within which humanity can 
safely continue to operate (Rockström et al, 2009). These biophysical levers need to be included when 
defining sustainable fashion. To build a truly sustainable fashion industry, these levers should 
continuously be weighed equally against each other and considered in the formation of new business 
models and innovative corporate strategies.  

4.2 Consumer Behaviour and Influence 
Green consumerism can be defined as a response to an increased demand for sustainable 
products. According to the Cambridge Dictionary (2019), it is “the situation in which consumers want 
to buy things that have been produced in a way that protects the natural environment.” Like other 
consumption heavy industries such as toys, house wear, and consumer electronics, the fashion industry 
is characterized by a ‘market-pulled’ rather than ‘supplier-push’ nature, i.e. the customer is king. Prior 
to rapid globalisation, the latter of the two was more common practice (Kaplinsky et al. 2000). 
However, as majority of modern business models within the fashion industry operate on buyer-driven 
commodity chains, the concept entered the market arena as a way of ‘voting with your wallet’.  

This operational system has placed pressure on consumers to function as an agent for structural 
changes within the complex fashion production and distribution system. This is not only unrealistic, 
but it also fails to solve the issue at hand - the unsustainable rate at which clothing is produced and 
sold to meet the demands of hyper-consumerist behaviours2, i.e. buying goods they do not need 
(Akenji, 2014). Strähle (2017) argues that it is the over-production of goods produced and sold which 
is the common denominator in the sustainability equation and as such, the push must come from 
within the system itself. 

This conceptual policy approach to sustainable consumption acts as nothing but a proliferation 
of the very norm it aims to counteract, by increasing consumption levels of ‘green’ products 
(Akenji, 2014). Whilst most consumers do not recognize the impacts behind the clothing purchases 
(Strähle, 2017), even consumers with a higher level of understanding and awareness for sustainability 
impacts surrounding the production of garments, historically do not opt for the more sustainable 
option (Butow, 2014). As such, green consumerism is nothing more than a way to keep the traditional 
business models running, relying on the same system of materialism, albeit their ‘less impactful’ 
production (Strähle, 2017; Akenji, 2014).  

Dr. Akenji, refers to the ‘green consumerism’ trend as consumer scapegoatism, and recognizes 
that the consumer cannot be king (2014). Instead he argues that lasting change will more likely occur 
in a ‘supplier-push’ nature. 150 billion garments are produced every year (Ellen MacArthur 
Foundation, 2017). That is enough to supply 8 billion inhabitants with 20 items each, and every fifth 
piece of clothing remaining unworn (Strähle, 2017). As was emphasised in the previous section, true 
sustainability will only be achieved with a decrease in production, more efficient end-of-life 
management, and a reimagined source of fulfilment away from excessive consumption patterns to 
increased longevity and value: “As long as the unsustainable consumption of clothing products 
persists, environmental degradation will continue as well” (Muthu, 2014).  Increased insights as for 
how to shape the consumer decision making process would provide enhanced understanding for how 
factors like information, incentives and constraints unfold in relation to consumers personal values, 

                                                        
2 Hyperconsumerism refers to the over-consumption of non-essential goods and the associated pressure to consume as shaped 
by the modern, capitalist society. 
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attitudes and beliefs (Strähle, 2017). This is something that is already in development through 
innovative technologies such as Blockchain and smart chips (discussed further in section 4.3.1). 

New consumption patterns build the foundations for completely redefined business models, in 
parallel with an increase in mass customization and e-commerce. Smart consumption, through 
various forms of leasing, renting, sharing, mending, swapping and take-back schemes for recycling, 
are rapidly reshaping the industry with the aim of reducing consumption and the environmental impact 
that comes with it (Quantis, 2018). This systemic transition is not limited to entrepreneurial ventures 
or start-ups. In their renowned 2011 Black Friday campaign, Patagonia headlined “Don’t Buy This 
Jacket”, motivating consumers to opt for repairing, mending and reusing old garments, and recycling 
that which they cannot. Instead of missing out on sales, Patagonia witnessed an annual revenue rise by 
158 million USD (Butow, 2014). Since this campaign, more and more businesses now offer repair and 
resale services – responding to the need for decreased consumption of new clothing, underlining 
Strähle’s perspective on sustainable fashion (2017). 

4.3 The Business Incentive to act on Climate Change 
With the aim to ‘contribute to the fine-tuning of global corporate strategies to minimize environmental 
impact in response to the urgency of climate change’, the principle question that will arise from 
business stakeholders is the “why?” – what is the business incentive? 

The following sub-sections discuss three major industry developments that will function to pant a 
picture of the ever-shifting market landscape. These are elements that should be taken into 
consideration in the transition towards a decarbonised business model. First, (4.3.1) I explore the 
notion of local environmental stewardship in approaching a global problem in shaping corporate 
ethical strategies. I do this based on a macro-meso-micro assessment of the fashion industry. Second, I 
discuss how (4.3.4) the unavoidable wave of technological advancements will function to ease the 
transition towards more transparent operational activities at all levels, followed by how (4.3.4) the role 
of finance and governance acts build a tangible perspective of emissions by placing a monetary value 
on their assessment. 

4.3.1 Environmental Stewardship 

On a global scale, we are witnessing an increasing attention to environmental issues. Investments 
into conservation and environmental management policies are under development worldwide. Hormio 
(2017) argues that “while it is obvious that these big corporations will have to participate if global 
mitigation efforts are to be successful, it is less obvious that they should have further obligations in 
addition to being made to cooperate through legislation,” questioning the limits of corporate 
responsibility.  

Environmental stewardship successfully embraces the notion that all global citizens hold a level 
of responsibility to care for the environment in which we reside. I refer to this term, as I wish for 
my reader to connect with the multi-layered quality of the problem at stake. Whilst wide discussions 
surround the topic of corporate ethic strategies, the term environmental stewardship has not received 
major conceptual attention (Bennett et al. 2018). Environmental stewardship is highly intertwined with 
the notion of the triple bottom line, as was previously introduced (encompassing a systems perspective 
to sustainability, but placing greater focus on economic and social benefits).  

I attach a local perspective to address a global issue: through the empirical dissemination of a 
context specific single-case study, with the aim to ‘explore the possibilities for an SME in shaping an 
action-oriented strategy to combat climate change, and thereby rationalizing its implementation at a 
global scale’. As such, I propose a definition of the term ‘local environmental stewardship’, cited from 
Bennett and colleagues (2018) recent conceptual review:  

Local environmental stewardship is the actions taken by individuals, groups or networks of 
actors, with various motivations and levels of capacity, to protect, care for or responsibly 
use the environment in pursuit of environmental and/or social outcomes in diverse social-
ecological contexts. 
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In line with the second objective of my paper, as I investigate ways in which to ‘fine-tune corporate 
strategies to minimize environmental impact in response to the urgency of climate change’, I question 
what it will take to generate sufficient business incentive, stimulate innovative thinking around 
corporate commitments and motivate increased transparency of operations in order for established 
SME’s to act on climate change, devoid of their prior sustainability commitments. 
 
From a macro perspective, there is a crucial need for defining common objectives, developing 
concrete blueprints for action, and increasing transparency across all segments to make way for data 
collection. Businesses not only need to adopt a pre-competitive mindset3 (GFA, 2018), but they must 
realise their direct impact on local issues and their power of influence on actors along the value chain, 
consumers, suppliers and peers alike, and their ability as such to alter national trajectories and cross 
sector activities. Cross sector activities are identified by applying a system level perspective, through 
which immediate links between the fashion industry and other top-polluting industries can be detected. 
In terms of sourcing, the agriculture industry provides natural fibres, the oil industry is the source of 
synthetic fibres, and livestock provides leather, feathers and down as bi-products of cattle raised for 
food. In terms of distribution, global transport relies heavily on aviation, auto- and maritime industries, 
office locations and points of sale rely on electricity and heat. This wicked systems perspective adds 
an element of complexity to the equation, but also, comprehension for the fact that this issue cannot be 
tackled in isolation functions to stimulate the formation of common objectives beyond apparel and 
across the entire fashion highly inter-connected value chain.  
 
From the micro perspective, this call for action necessitates the adoption of a holistic perspective of 
intra-departmental thinking, and a paradigm shift in business models and resource allocation 
especially concerning research and development across design and procurement, consumer- and 
supplier relations (Koc and Bozdag, 2017). The accumulation of strategized internal corporate 
decisions that push for the radical reformation of traditional business models on a global level could 
function to trigger a domino effect across other industries.  
 
The meso level perspective reveals a strong connection between the macro and micro levels, and 
highlights the need for a re-evaluation of business infrastructure, which will lead to a reshape of the 
value chain, but also of the markets within which they operate. This level highlights the opportunities 
that lie in the exchange and transfer of the experience based knowledge through increased 
transparency, partnership and collaboration. Offering businesses a neutral platform where competition 
is set aside to reach common objectives can enable this exchange. An example of this could be the 
working groups of the Charter, or other forms of multi-stakeholder initiatives (see section 4.6). 
 
 
In Figure 2, I compare the layers of my micro-meso-macro analysis to Bennett and colleagues’ 
conceptual framework for local environmental stewardship (2018). The authors propose, taking 
environmental stewardship actions depend on three core elements – the actors involved, and their 
incentives and capacity to act. Committing to taking action on climate hinges on the same three central 
elements. These are further influenced by the social-ecological context in which they reside (the macro 
perspective). With the development of meso level partnerships in meeting challenges of resources 
restrictions that may hinder a company’s capacity to act, are we able to produce ecological (and social) 
outcomes of stewardship. This proposes the rhetorical question – what does the future hold? 
 

                                                        
3 Competition is set aside to tackle common objectives through the exchange of knowledge and resources, in the benefit of 
both/all stakeholders involved. 
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Figure 2: Micro-Meso-Macro perspective (to the right) of a “Conceptual framework for local environmental 
stewardship (to the left) by Bennett et al. (2018) 
 
Based on my examined industry forecasting reports, three major impact reduction scenarios, albeit 
highly dependent on geographical factors, stood out: (1) switching to renewable energy sources, (2) 
implementing energy efficiency programs, and (3) promoting circular economy models4 (GFA, 2018; 
McKinsey & Company, 2019; Ellen MacArthur Foundation, 2019, Quantis, 2018b). The first two are 
energy focused and particular emphasis for implementation should be placed on the highest impacting 
life cycle phases, mainly in production and manufacturing. According to the calculations of their 
study, Quantis foresees an encouraging 39% reduction in global industry emissions by setting an 
industry-wide renewable energy target at 60% by 2030 (2018b). 
 
A circular economy approach, i.e. re-looping inputs in such a way that they remain at their highest 
value and in use at all times (Ellen MacArthur Foundation, 2017), builds a pathway for material 
reduction, however, it should be noted that only in the case that multiple steps of the chain can be 
skipped, will this scenario deliver a substantial indicator reduction. In fact, setting an industry-wide 
circular economy target at 40%, would only lower current emissions by 6% (Quantis, 2018b). Echoing 
section 4.2 on Consumer Behaviour and Influence regarding the perils of green consumerism, circular 
economy must not function to generate increased consumption, which would trigger a rebound effect. 
With the aim of keeping products at their highest utility and value at all times, a fully functioning 
circular economy would effectively trigger a new sense for the meaning of value, and a longing away 
from the consumption of new products towards the demand of those repurposed or recycled (Akenji, 
2014). 
 

  

                                                        
4 The circular economy is “restorative and regenerative by design and aims to keep products, components, and materials at 
their highest utility and value at all times” (Ellen MacArthur Foundation, 2015). 
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4.3.3 Technology and Transparency - The wave has hit 

As consumer awareness around the environmental and social impacts of the industry increases, 
level of trust decreases correspondingly. To respond to the need to regain consumer trust and further 
build a stable foundation for robust data accounting, as is laid out in Business of Fashion’s trend 
report, comes the increased need for radical transparency (McKinsey & Company, 2019). This trend 
is further highlighted in the Global Fashion Agenda’s Pulse of the Industry report (GFA, 2018), and 
Ethical Fashion Forums’ Common Objective platform (2019). However, the traditional, highly 
competitive, profit-driven working culture still predominates the industry, and the opacity surrounding 
environmental impact functions as a convenient excuse for companies and the industry at large to 
avoid tackling the subject in an effective way (Kent, S, 2019). The high degree of fear around the 
possibility for product and process imitation is the root cause for the lack of transparency and 
hesitation to publically report on progress and processes by majority of business, especially the less 
established, small- and SMEs (GFA, 2018). This further functions to hinder the development of robust 
action on climate change mitigation within the fashion industry (McKinsey & Company, 2019).  

To build a solid foundation for change within the industry, transparency can aid in providing an 
overarching understanding and identification of the most critical issues and impact areas along the 
value chain (GFA, 2018). According to Fearne and colleagues (2012), transparency brings about two 
crucial benefits that should not be overlooked, and there are countless of organisations that work to aid 
businesses in producing transparent reporting: Firstly, not only does transparent reporting function for 
the benefit of the global industry and fall under companies’ environmental stewardship to contribute to 
a sustainable fashion industry (Bennett and colleagues, 2018), it also grants the ability to benchmark 
operational efforts against a more accurate industry average, adding new information to all sorts of 
internal decision making. The second benefit of acting transparently is for marketing reasons: acting 
transparently strengthens brand integrity and accountability, and thus consumer loyalty and trust 
(CDP, 2019). More effective sharing of information within and between stakeholders directly 
contributes to better-informed decision-making around strategy and resource allocation (Fearne et al, 
2012). 

Industry stakeholders agree that companies must start looking into solution that offer ways to 
track garments such as Blockchain technology, i.e. distributed and decentralized digital transaction 
ledger networks used to record data and information, and scannable chips (GFA, 2018, McKinsey and 
Company, 2019, Common Objective, 2019). This offers a more concrete way to develop the missing 
data needed to track impacts across the global value chain and start implementing necessary change. 
Without a clear analysis and picture of your points of impact, putting an improvement programme in 
place, or even weighing the benefits between different types of materials, is impossible (Kent, S. 
2019). Although this conversation is not entirely new on the business agenda, little action has been 
taken within the industry at large (Kent, S. 2019). In their Pulse of the Fashion Industry report, the 
Global Fashion Agenda reports that approximately half of the industry has yet to implement any 
strategy regarding sustainability whatsoever (2018). In an industry driven first and foremost by 
branding, marketing and image, companies are quicker to embrace trendy initiatives that generate 
positive headlines and consequently boost sales, such as a ban on fur. Data analysis does not carry the 
same type of marketing value (Kent, S. 2019).  

Digital industry platforms play an increasingly important role in improving environmental 
footprints, and can function to reduce waste, raw material input needed and cost (Quantis, 2018). 
They are recognized as tools that facilitate and strengthen collaborative business ecosystems, driving 
innovation through a quick, low-cost way of sharing data on value chain activities, issues and 
opportunities (WEF, 2016). These tools are primarily open access and take on various forms, such as 
through lean manufacturing and blockchain instalments, depending on the nature of the initiative. 
Modern blockchain technologies are designed to prevent the falsification of information, bribery and 
corruption, and lack of trust along the supply chain through multiple computer validation systems (Fu, 
Shu, and Liu, 2018). The current applications of this type of technology are still in its infancy and the 
existing environmental sustainability solutions are not yet publically disclosed. Estimates show that 
Information and Communications Technologies, such as Blockchain, have the potential of reducing 
global carbon emissions by 20% by 2030, and securing over 11 trillion USD in economic benefit. IT-
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enabled agriculture, for example, shows the potential of avoiding 2.0 gigatons (Gt) of carbon dioxide 
equivalent (CO2e), increasing average farmer income by 300 USD by 2030. Applying IT-enabled 
smart grids could save 6.3 billion MWh of electricity, reducing global emissions by 1.8 Gt CO2e by 
2030 (Accenture, 2015).  

4.3.4 Finance and Governance - Long-term thinking for global expansion 

Taking sufficient climate action in meeting the Paris Agreement will require commitment, 
ingenuity and engagement by policymakers, the private sector as well as the finance community 
(United Nations, 2018). 91% of C-suite executives consider climate change to be an urgent priority for 
business, and a clear majority call on policymakers to unlock growth and innovation in the private 
sector (UN GC, 2015). Recognizing the need for an expanded dialogue between fashion, the finance 
community and policy makers, the UNFCCC, through its Executive Secretary, is committed to utilize 
future COPs and similar climate gatherings to trigger such dialogue. Engaging the finance community 
in policy making in the context of fashion will be instrumental to address and overcoming existing 
barriers and lack of engagement for climate action, which is why Principle 12 of the Charter focuses 
on structuring financial support mechanisms in building the necessary tools to develop a 
decarbonisation pathway (United Nations, 2018). 

In terms of governance, convening stakeholders under the UNFCCC provides an opportunity to 
go beyond traditional channels and leverage ways for broader engagement around climate 
discussions, beyond the fashion sector (UN Climate Change Secretariat, 2018). Further, multi-
stakeholder initiatives such as the Swedish Textile Initiative for Climate Action (STICA) echo Bennett 
and colleagues definition of local environmental stewardship (2018) - attaching a local perspective to 
address a global issue (section 4.3.1). Founded by Michael Schragger, the STICA aims to support the 
Swedish apparel and textile industry in reducing their combined climate impact and help Sweden’s 
government achieve their goal of becoming climate neutral by 2050 (Sustainable Fashion Academy, 
2019). The STICA connects players on the meso level with consultancy and support to solve micro 
(business) level problems, to reach macro (national) level goals. Textile associations across Germany, 
the Netherlands and the UK have expressed curiosity around ways in which to incorporate climate into 
their support system (Appendix 8), suggesting that the Charter’s mission will be met through the work 
of these types of partnerships.  

In terms of finance, the sector is currently looking at a significant shift towards the 
decarbonisation of investment portfolios and this type of assessment provides investors with a 
valuable new perspective on business operations. Investors recognize that climate change is a business 
risk, and therefore comply with a green criteria within their portfolio mix, ensuring that investments 
do not go into projects that due to their operations being at risk or closed by climate change (PDC, 
2019). However, in certain markets, the cost of energy showing reduced economic feasibility or return 
on investment for climate action, paralleled with a lack of effective government monitoring, leaves 
little to no appetite for the finance sector to engage (UN Climate Change Secretariat, 2018). 
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4.5 Iceland’s National Climate Action Plan 
At the 21st Conference of the Parties in Paris, countries adopted the Paris Agreement in response to the 
threat of climate change, agreeing to work to limit global temperature rise to well below 2 degrees 
centigrade. The Paris Agreement went into force in November of 2016, and by April 2018 175 parties 
and ten developing countries had submitted their first iteration of their national Climate Action Plans 
(UN SDG, 2019). In September 2018, the Icelandic Government announced the iteration of their 
initial statement, with the intention to “boost efforts in cutting net emissions to meet its Paris 
Agreement targets for 2030 and reach the government’s ambitious aim to make Iceland carbon neutral 
before 2040” (Ministry for the Environment and Natural Resources, 2018). Within the Climate Action 
Plan, the countries unique access to renewable energy sources, mainly hydro and geothermal is 
expressed to provide the country an advantage in meeting their goal in comparison to other coal and 
fossil fuel dependent countries (Ministry for the Environment and Natural Resources, 2018).  

The main emphasis of the Climate Action Plan is specifically on two measures: the first, to phase 
out fossil fuels in transport, and secondly, to increase carbon sequestration in land use through 
afforestation, revegetation and the restoration of wetlands (Government of Iceland, 2019). For this, a 
general carbon tax will gradually be increased. Other areas placed under consideration for climate 
change mitigation, across the fields of agriculture, industry and in government itself, include reducing 
waste though improved waste management systems, improved environmental education, the support 
of innovation and climate friendly technologies. Geothermal energy provides for almost all electricity 
and heating for the country today (Ministry for the Environment and Natural Resources, 2018). In the 
country’s submission to the UN’s Nationally Determined Contributions Registry submitted in 2016, it 
is highlighted that “For a small economy like Iceland access to markets is important, as it provides 
flexibility that bigger economies do not need to the same extent; a single project can contribute a high 
percentage of emissions in a small economy like Iceland‘s but hardly register in bigger economies” 
(Government of Iceland, 2016).  

This statement is suggestive of the nations high dependency on imported goods and services, yet 
Iceland’s Climate Action Plan refers at no point to consumption patterns. However, as is highlighted 
by the Urban Sustainability Directors Network, a network of government professionals from 
communities across North America, consumption in fact acts as a significant source of GHG 
emissions (USDN, 2019), and due to their countries geographical position and high import levels, 
even more so. Jukka Heinonen (2019), a Finnish professor at the University of Iceland, points out that 
an emphasis on reducing pollution and emission levels within the borders of each nation is an 
approach too narrow to lead to meaningful results. Whilst Icelanders assert, “99% of residential 
heating and electricity in Iceland is supplied by renewable energy,” a substantial share of the Iceland’s 
emissions stem from imported products which, according to Heinonen (2019), are often only revealed 
to a small extent in local emission measures. “The result is a low carbon illusion in which rich 
economies believe they are reducing their GHG responsibility whilst global emissions continue to 
grow” (Clarke et al. 2017). To provide examples of how consumption related strategies could take 
shape, Table A4 in Appendix E lists four targets incorporated in various Climate Action Plans that 
validate consumption as a significant source of GHG emissions. 

Approximately 71% of Iceland’s household emissions were attributed to imported goods (Clarke 
et al. 2017). Mapping the origins of these products further revealed that the burden of Iceland’s GHG 
emissions, falls primarily on developing nations (Clarke et al. 2017). As an affluent nation, daily 
consumption levels are high. In fact, falling only behind Luxembourg, the United States of America, 
and Singapore, Iceland has the fourth highest release of GHG emissions per capita (Clarke et al. 
2017). The authors further stress that climate change mitigating policies that are too narrow in their 
scope, e.g. strictly focused on decarbonising the stationary energy supply, are insufficient in achieving 
global emission reductions (Clarke et al. 2017). To significantly reduce GHG emissions associated 
with the consumption sector, it is essential to incorporate both supply and demand-based GHG 
reduction strategies (Clarke et al. 2017) and work to reduce the overall demand for new materials and 
goods (USDN, 2019). Although Iceland’s Climate Action Plan today places a greater focus on 
transport, it fails to encapsulate the territorial GHG inventories that follow the countries high 
dependency on imported goods and services. 
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4.6 Applying a Pre-competitive Mindset to Act on Climate Change 
Rising pressure from governments, consumers and civil society on businesses to respond to threats 
of climate change pushes for radical strategic change across the board. In a recent consumer survey, 
85% of respondents expressed that fashion brands should be tackling climate change (Fashion 
Revolution, 2019). Due to the complexity of developing climate solutions independently within sector 
silos, new partnerships and approaches are needed to develop the tools necessary to shed knowledge 
and confidence to all market players to accelerate climate action (Benjafaar et al. 2013). Almost half 
of global business leaders believe that, after commitment to corporate engagement, multi-stakeholder 
collaboration is one of the most crucial leadership behaviours in taking action on climate change 
(WEF, 2015). This belief is continuously echoed in Global Fashion Agenda’s publications (GFA, 
2018) and summit discussions, in reports by Ellen MacArthur Foundation’s (EMF)’s Make Fashion 
Circular initiative (2017), and with the launch of the Charter at the UNFCCC’s 24th Conference of the 
Parties (COP24) in Katowice, Poland (Espinosa, 2018).  
 
The concept of pre-competitive collaboration aims to gather multiple stakeholders that share a 
common problem, and encourage them to use their combined skills to develop a common solution. 
This works to the benefit of the whole, rather than that one party gains competitive advantage over 
another (Holland, R. 2015). In the words of Barry Parkin, Chief Sustainability Officer at Mars:  
 

It is highly inefficient to work competitively in the sustainability space. We are trying to 
solve global issues, the same issues, if we all try to solve them in our separate way its 
very, very inefficient – so the logic for collaboration is extraordinary high. I think we are 
getting hung up on the old business model of you compete around everything. The new 
business model with sustainability at the heart of it has to be built on different competitive 
principles. So we have to tune that sustainability needs to be tackled in a pre-competitive 
way. We are going to get there much faster if we work together (SeaWeb, 2016). 

 
Not only is believed that by teaming up, businesses can maximize accomplishments and minimize the 
associated costs, but bringing NGOs and scientific institutions into the paradigm can also help boost 
communications efforts (Quantis, 2019b). Pioneering this type of initiative in the fashion realm is 
Fashion for Good in Amsterdam, the Netherlands, founded by the C&A Foundation. Fashion for Good 
functions as a neutral space to convene brands, producers, retailers, suppliers, non-profit organisations, 
innovators and funders with the aim“to identify, support and embed breakthrough technologies into 
the fashion supply chain and jointly transform the industry” (Fashion for Good, 2019). 
 
Robust metrics are crucial for decision-making and intelligent sustainability strategies (Quantis, 
2019b), and working pre-competitively may get us there quicker. The immense lack of data within the 
fashion industry acts as a massive hindrance in bringing the discussion on climate impacts to the next 
level (Sandin et al. 2019; Muthu, S. 2014; Dahllöf, 2003). Pre-competitive collaboration through 
initiatives and industry forums such as the Charter, the Fair Wear Foundation, the Fair Labour 
Association, the Ethical Trading Initiative, and many more, is an effective method in formulating 
common objectives, reshaping traditional business models away from competition to produce reliable 
databases to construct meaningful and permanent change. Whilst there is the growing literature on the 
measurement of carbon emissions of products and processes within the field of Industrial Ecology5, 
there is an increasing need for model-based research, extending that of quantitative models, that 
incorporate carbon emission measurement and reporting (Benjafaar et al. 2013). The authors argue that 
these models can be efficient in carbon emission accounting and provide an informative analysis on 
how policies, such as emission caps, carbon taxing, and cap-and-trade, could affect operational 
decision making, and further map out responsibilities along the supply chain. The results of the study 
significantly highlight collaborative opportunities to mitigate cost associated with research and 
development, i.e. better results at a lower cost. 

                                                        
5 the study of material and energy flows through industrial systems. 
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4.7 Value Chain Analysis and Life Cycle Assessment 
In line with the second and third objective of this paper, (2) function as a contribution to research on 
the fashion industry’s impact on climate change; and (3) bridge academic research and industry 
expertise in an action-oriented manner, the following section presents a framework which serves as a 
foundational framework for understanding the world within which the Company operates and function 
as the basis for my findings and discussion. As every business model is unique and every starting point 
will differ, there will be no one solution fits all. As such, there is a need to evaluate every business on 
its own.  

With respect for the Company’s unique value proposition6, a Life Cycle Assessment (LCA) functions 
to identify emission hotspots across specific life cycle phases (LCPs). The Sustainable Global Value 
Chain (SGVC) then complements this analysis by offering a clear meso stakeholder analysis with the 
purpose of identifying wherefrom specific information must be gathered. The purpose of applying a 
hybrid LCA-SGVC approach is to emphasize the need for embracing a holistic systems perspective in 
approaching the discussion around committing to act on climate change. The purpose of applying 
these frameworks is to enable a real-life situational representation of the case study under examination 
based on its current operational activities. 

4.7.1 Life cycle phases and assessment 

The LCA methodology is a recognized tool across industries to assess environmental impacts, i.e. 
carbon, water and ecological footprints, of a product or service and will typically follow a globally 
accepted standard such as ISO14040 (Outdoor Industry Association, 2017). An LCA can be used by 
companies to pinpoint and re-engineer carbon emissions hotspots to help reduce impact and save costs 
(PwC, 2012). The process of producing an LCA can be very resource intensive. Depending on the 
scope and aim of the research, the life cycle inventory phase can include cataloguing everything from 
product origin, composition, inputs, in terms of raw material, energy and water inputs etc. and outputs, 
in terms of air emission, GHG emissions, wastewater, hazardous waste, land degradation, etc. for each 
material and every Life Cycle Phase (LCP).  

Having identified all of these factors, the life cycle impact assessment phase then measures these 
impacts and generates quantitative metrics accordingly. The life cycle interpretation phase functions to 
summarize the findings and produce recommendations including identifying relevant emission 
hotspots. As this process can take months to over a year to be produced, the benefits of the insights 
provided by an LCA may be outweighed by the cost and time requirements (Outdoor Industry 
Association, 2017). Therefore, it is recommended that companies take use of proxy data supplied by 
industry association such as the Textile Exchange, Ecoinvent and the SAC that sit on a library of 
reliable tools, research and analyses at a fraction of the cost of producing a unique LCA.  

The relatively long and complex supply-chain can generally be split into three major life cycle 
phases (LCPs) as outlined in Figure 3, and further into sub-system level activities as is depicted in the 
more detailed version of a LCA in Figure 4. Phase 1 covers the production raw fibres, either natural 
derived from animals or plants, or man-made derived from various chemicals. Phase 2 covers the 
processing of fibres into fabric, which includes spinning, warping, slashing, weaving, knitting, and wet 
treatments such as dyeing, finishing and printing procedures. Finally, Phase 3 is the assembly of fabric 
into final product, also referred to as cut-make-trim. The fabric is cut, sewn, and further treated into 
functional garments. However, the emissions impacts from product life cycle do not end there.  

                                                        
6 A term used in marketing to enhance the service, feature or innovation of a specific brand or product 
offering to increase its consumer appeal 
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Figure 3: Three major LCPs and their tradable product for the apparel manufacturing industry (Fu, Shu, and 
Lui, 2018) 

The complete LCA can be broken down to five essential LCP’s, functioning as system boundaries: 
material production, procurement, manufacturing, distribution, use-phase, and end-of-life management 
(Lenzen, 2000; Matthews et al. 2008; Wakeley et al. 2009, Suh and Huppes, 2005; Tukker et al. 2006). 
Some studies identify the primary carbon hotspot to rest within the very beginning of the production 
process, Phase 1, raw material extraction (Kering Group, 2016). This is highly product dependent. For 
example, synthetic fibre types, such as nylon and polyester, have a comparatively high emission value 
compared to their recycled counterparts or plant fibres, such as cotton or linen, as they not only require 
a high level of energy use in their production but their petrochemical composition make them highly 
dependent on crude oil extraction (Sandin et al., 2019).  

The processing of these fibres into yarn and then fabric, Phase 2, entails some of the most polluting 
procedures in terms of water waste and carbon emission (Fu, Shu, and Liu, 2018) mainly due to the 
heavy use of coal-fired boilers and other sources of coal-fired heat and power generation (Appendix 
E). Investing in renewable energy and energy efficiency programs across highest impacting life cycle 
phases offer the most effective solution (United Nations, 2019). The NRDC’s Clean by Design 
program launched and driven by scientist Linda Greer, demonstrates that, despite potentially high 
start-up costs, the ROI of energy efficiency programs will be quick to follow. In fact, with an industry-
wide energy productivity target set at 60%, emissions may be reduced by 41.6% (Greer et al. 2015). 

                    

Figure 4: Life Cycle Process Map of typical garment (Strähle, 2017) 
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Other studies reveal the carbon hotspot to lie at the other end of the spectrum, Phase 4, the use-phase, 
noting frequent laundering to be the largest contributor to GHG emission. These studies have 
measured energy inputs required for washing, drying and ironing to add up to 40-80% of their total 
LCA emissions (BSR, 2009). This again, is highly product dependent. For example, linen may require 
more frequent ironing than wool or cotton; and a cotton T-shirt may be washed after every single or 
second wear, whereas a jacket is estimated to be washed only twice per year (Gore & Associates, 
2013). Customer transport to and from point of sale is further identified as a significant emission 
hotspot, whilst majority of studies have disregarded this aspect as businesses hold little control over 
affecting its reduction (Roos et al. 2015).  

In terms of Phase 5, end-of-life management, i.e. life-extension, resale, recycling, incarnation or other 
forms of disposal, impacts will vary and data will has proven difficult to produce (Roos et al. 2015).  
For example, in terms of the outdoor segment, garments are usually built with durability and longevity 
in mind (Gore & Associates, 2013) functioning to heavily lessen impact across this LCP. Synthetic 
materials and chemical coatings are widely used in product offerings as they offer a higher level of 
protection from external factors, providing longer durability. Such materials could include adhesives, 
PTFE7 membrane processing, auxiliaries, polyamide, and hydrophobic treatments (W. L. Gore & 
Associates GmbH, 2013). In fact, re-examining the materials portfolio will have a significant 
impact. According to Dr. Rudiger Fox, CEO of Sympatex International, switching from PTFE to a 
PE8 based membrane, can function to cut emissions by 98%9 (personal communication, 08/03/2018). 
This bring the climate impact of an outdoor jacket down by about 50%, gloves by over 60% and shoes 
by approximately 15%. 

From a global perspective, the most effective strategy for industry-wide emission reduction is to 
invest in renewable energy and energy efficiency programs across highest impacting LCPs (Quantis, 
2018). Identifying the highest impacting LCPs, however, shows varied results depending on the 
particular type of business model under examination. Depending on the type of business and its 
specific operational set-up, system boundaries may differ mainly depending on point-of-entry of 
specific tradable product. Example scenarios include cradle-to-grave, from phase 1 to phase 5; gate-to-
gate, for example from phase 2 to phase 4, or phase 1 to phase 3, (Muthukumarana et al. 2018); or, 
cradle-to-cradle as defined by McDonough and Braungart (2009); the EMF draws from the cradle-to-
cradle model and stresses that the ideal system boundary scenario would be a fully circular model, that 
holistically account for all LCPs (Ellen MacArthur Foundation, 2017). 

4.7.2 Sustainable Global Value Chain 

By leveraging the Value Chain Analysis (VCA) as an analytical tool, companies can generate a 
better understanding of their processes from a systems perspective, thereby unlocking 
collaborative opportunities along the value chain for improved efficiency, lower costs and lower 
carbon emissions (Farsan et al. 2018; WEF, 2016). Michael Porter’s VCA framework offers a holistic 
perspective on the organisations as an operating system, taking into account a series of value-adding 
activities related to manufacturing, distribution, marketing, finance and investor relations, research and 
development, and supply chain partnerships, with aspects of production, quality, quantity and price 
being the most crucial elements for consideration (Moreno Peralta, 2019). The VCA stimulates a 
holistic thinking around upstream, downstream and direct emissions, and enhances deliveries across 
the whole product life cycle, identifying system nodes and potential emissions reduction opportunities 
(Fearne et al. 2012), but limits its scope to internal business operations. 
 
Professor Michael Porter’s VCA (Figure 5) is a well-recognized model used extensively to 
optimize business processes and maximize value for customers (Porter, 1985). The WEF (2016) 
defines the VCA as “the set of processes or activities that add value to a product, across its initial 
design through sourcing, production and distribution, to use, end-of-life and, ultimately, to product 

                                                        
7 Polytetrafluoroethylene 
8 Polyester 
9 Although the scope and boundaries for this analysis were not specified, it is assumed Dr. Rudiger Fox refers to the 
production phase, i.e. cradle-to-gate, not including the user and end-of-life phases. 
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disposal.” The VCA offers a tool for managers to identify areas for improvement through the 
evaluation of product quality, effectiveness of services and strategy implementation (Porter, 1985). 
With a cost-based view of value, Porter (1985) categorizes business processes into five primary value 
chain activities: inbound logistics; operations; outbound logistics; marketing and sales; and service, as 
well as four support activities: procurement, technological development, human resource management, 
and firm infrastructure, focusing on identifying drivers for cost-reducing activities such as efficiency 
and waste.  
 

Figure 5: A diagram of Michael Porter's Value Chain (Porter, 1991) 
 
In comparison to the Value Stream Mapping primarily focuses on the manufacturing process, the VCA 
extends the users perspective to include suppliers and other service providers that contribute to the 
product value creation and waste generation (Fearne et al. 2012). The principle goal of using the VCA 
is to strengthen competitive advantage and increase customer loyalty by mapping out sets of 
interlinked activities. However, according to Koc and Bozdag (2017), certain activities in the value 
chain are often overlooked as the point of focus rests within the limits of the company’s internal 
resources and competencies, echoing Porter’s view that “competitive advantage cannot be achieved by 
looking at a firm in isolation”.  
 
Efforts on multiple fronts along the chain holds the potential to generate a virtuous and 
transparent cycle where supply chain partners and industry peers adopt pre-competitive 
mindsets, and actively work to reduce emissions along their individual, yet highly connected, value 
chains (United Nations, 2018). This shift in operational strategy is projected to function to benefit all 
stakeholders, create robust data to base targets, track performance unlocking innovative solutions from 
a holistic, systems perspective  (Koc and Bozdag, 2017). Fearne (2012) echoes their view with saying 
that “to be relevant to the current business context, existing approaches to VCA need to adopt more 
holistic (sustainable) perspectives,” emphasizing the need to add upon this framework an element that 
encompasses a higher emphasis on social and environmental factors of the triple bottom line approach. 
 
The Sustainable Global Value Chain (SGVC) differs from the conventional value chain in five 
ways (Moreno Peralta, 2019):  

(i) Network governance chain-type;  
(ii) Certification agencies set parameter; 
(iii) Customers familiar with the certifications;  
(iv) All chain components contribute to differentiation;  
(v) High awareness regarding social and environmental issues. 

Firstly, the conventional value chain tends to operate on quasi-hierarchical governance, i.e. controlled 
by a single powerful actor, whilst the SGVC is characterised by a network governance chain-type, i.e. 
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co-operation between more or less equals, combination of complementary competences (Moreno 
Peralta, 2019). 

The second feature, certification agencies set parameters (instead of global buyers doing so) limits risk 
for certification discrepancies (Moreno Peralta, 2019). This goes hand in hand with the third feature, 
where customers are more familiar with the certifications and believe in its integrity.  

The fourth aspect embraces a holistic perspective of potential for differentiation at every stage of the 
value chain. The final characteristics of the SGVC is that diverse segments of the chain are responsible 
for raising awareness for social and environmental issues, creating “a common consciousness, a shared 
vision regarding sustainability issues in the entire chain,” ultimately increasing global competitiveness 
(Moreno Peralta, 2019). 
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4.8 Assessing and Identifying Carbon Emissions 
With a focus on methods for decarbonising the value chain, the following chapter aims to map out 
what is required of companies in producing an emissions inventory of their business operations, 
supplemented with an overview of the methodology in Appendix E. First, a concrete definition of 
what (4.8.1) GHG emissions actually are, where they come from and how they are measured, followed 
by a more specific look into (4.8.2) Assessing GHG emissions according to the GHG Protocol. I 
further look into how to (4.8.3) identify sector related emission hotspots, using a descriptive real-case 
example. 

4.8.1 Greenhouse Gas Emissions 

GHG emissions are atmospheric gases that trap and re-emit infrared radiation, i.e. heat, thereby 
causing an increase in average temperatures (Brander and Davis, 2012). The main GHGs are water 
vapour (H2O), carbon dioxide (CO2), methane (CH4), nitrous oxide (N2O) and ozone (O3). Although 
these are naturally occurring gases in the Earth’s atmosphere, human activities, such as the burning of 
fossil fuels, animal cultivation, deforestation, agriculture, and the various uses of chemicals and 
fertilizers amongst others, increase the level of GHG emissions (UNFCCC, 2000). Different activities 
cause different levels and types of emissions. For example, producing aluminium releases CO2 and 
PFCs, whilst CO2, CH4 and N20 are released from burning fossil fuels (Defra, 2009).  
 
Since the rise of the Industrial Revolution in the 1800s, additional man-made gases such as 
chlorofluorocarbons (CFCs) and other halocarbons for use in various products and industrial processes 
were released. Majority of these, however, were phased out by the introduction of the ‘Montreal 
Protocol on Substances that Deplete the Ozone Layer’ in 1987 (UNFCCC, 2000). Since the Kyoto 
Protocol came into effect in 2005, an international treaty for stabilizing the atmospheric concentration 
and controlling the release of GHG emissions from human activities, focus has been placed on six 
major GHG’s, outlined in Table 3. Often these GHGs are referred to as the “Kyoto gases” (GHG 
Protocol, 2013).  
 
Each GHG is unique in its ability to absorb heat and remain in the atmosphere. This is measured by 
the Global Warming Potential (GWP), which indicates the estimated amount of warming caused over 
a given period of time, generally 100 years. The GWP functions as an index with the GWP of CO2 as 
a baseline. For example, “1kg of methane causes 25 times more warming over a 100 year period 
compared to 1kg of CO2, and so methane as a GWP of 25” (Brander and Davis, 2012). This is 
represented by the carbon dioxide equivalent (CO2eq), a unit based on the GWP of different GHGs. 
 
Table 3: The Kyoto gases in order of level of GWP based information gathered from (Brander and Davis, 2012; 
GHG Protocol, 2013) 

Greenhouse Gas (GHG) Global Warming Potential (GWP) 
1. Carbon dioxide (CO2) 1 
2. Methane (CH4) 25 
3. Nitrous oxide (N2O) 298 
4. Hydrofluorocarbons (HFCs) 124 – 14,800 
5. Perfluorocarbons (PFCs) 7,390 -12,200 
6. Sulfur hexafluoride (SF6) 22,800 
7. Nitrogen trifluoride (NF3) 17,200 

 
4.8.2 Assessing greenhouse gas emissions – The GHG Protocol 

The most widely accepted approach in identifying emission hotspots is classifying them into three 
categories, better known as Scopes, see Figure 6 and Appendix B for a detailed description. Direct 
emissions fall under Scope 1, referring to all activities owned or controlled by the organization. 
Examples of these include appliances such as boilers, furnaces, vehicles, and emissions from chemical 
production in owned facilities. Scope 2 comprises all indirect energy associated with consumption of 
purchased electricity, heat, steam and cooling, i.e. mainly consequences of activities which occur at 
sources outside of direct control. Depending on the type of energy used, this scope can hold the most 
significant opportunity for reducing costs (GHG Protocol, 2013). Scope 3 emissions are a 
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consequence of the organizations actions occurring at sources outside of ownership or control, not 
classed as Scope 2 emissions. Examples of Scope 3 emissions include business travel, waste disposal, 
or purchased materials or fuels (Defra, 2009). Scope 3 emissions can further be segmented into 
downstream-, i.e. from material extraction to point of sale, and upstream activities, i.e. from point of 
sale to end-of-life disposal.  

 
Figure 6: Classification of emissions impact by operational activities (GHG Protocol, 2013) 

Tracking, reporting, and reducing emissions related to emissions is a fairly new topic, and those 
companies that have started putting reduction strategies in place have to large degree focused their 
attention on value chain activities under direct ownership or operational control (Scope 1) and from 
their purchase of electricity, heat and steam (Scope 2). The level of complexity, not only in terms of 
data collection but also in terms of who is responsible for what, increases substantially when 
accounting for Scope 3 emissions. Yet, these are the emissions that make up for the high majority of a 
company’s emission inventory (Farsan et al. 2018).  

Although the GHG Protocol lists Scope 3 as an optional commitment, the Charter asks companies to 
consider these in their calculations as these, more often than not, accumulate to a majority percentage 
footprint, as was illustrated Figure 3 in the previous section, and often contribute significantly to a 
company’s Scope 1 or 2 emissions (GHG Protocol, 2013).  All companies that have a Scope 3 that 
represent more than 40% of their emissions are required to define Scope 3 targets. This will apply to 
the vast majority of companies (Quantis, 2019c). It should further be noted that as product lifetimes 
increase, Scope 3 emissions increase. To avoid data misinterpretation, relevant information such as 
product lifetime and emissions intensity metrics, i.e. annual emissions per product or energy efficiency 
per product should be considered. 

4.8.3 Identifying Emission Hotspots 

No one metric can stand alone to represent the environmental externalities of the fashion industry. 
Because many of the boundaries are linked, exceeding one will have implications for others in ways 
that we do not as yet completely understand (Rockström et al., 2009). On the production side, the 
industry is notorious for its extensive use and depletion of natural resources including water, raw 
material, energy and chemicals. On the consumer side, next to food and beverages, clothing and 
accessories are purchased most often and replaced most frequently (Fu, Shu, and Liu, 2018). 
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Figure 7: C&A’s total GHG emissions by Scope in year 2017 (C&A, 2017)  

Majority of companies tend to find their most carbon intensive phases within the production phases 
dyeing and finishing, yarn preparation and fibre production (Fu, Shu, and Liu, 2018). These are most 
commonly purchased materials and thus fall under the companies Scope 3 emissions, Figure 7 
provides an example taken from C&A’s website produced by an external agency, Aligned Incentives, 
who published their total GHG emissions for the year 2017 by Scope (C&A, 2017). This depiction 
makes it difficult to pin-point where to take action. 
 
One significant industry report, “Measuring Fashion: Environmental Impact of the Global Apparel and 
Footwear Industries Study” published by the consultancy business Quantis International10, presented 
the life cycle of the global apparel system and identified system nodes from which environmental 
emissions occur based on 2016 data. The study asserts that most of emission impacts occur during the 
production phase and result directly from the value chains reliance on hard coal and natural gas for 
electricity generation and heat in processing locations such as China, India and Bangladesh (Quantis, 
2018). 
 
It should be noted that to generalize how environmental impacts are distributed across the apparel 
value chain poses a problem due to companies’ unique value propositions and operational boundaries 
in terms of specific product category, material type, and country of origin and other factors. It is 
therefore crucial that companies take measures to evaluate their specific value chains and emission 
hotspots to take action. Looking at emissions inventory from a product life cycle perspective 
enables an easier identification of emission hotspots, as is exemplified in Figure 8. 
 

 
Figure 8: C&A’s total GHG emissions across standard product life cycle in year 2017 (C&A, 2017) 

                                                        
10 Supported by the Sustainable Apparel Coalition, the C&A Foundation, Pratt Center for Sustainable Design Strategies, 
Textile Exchange, and the Natural Resources Defence Council (NRDC) 
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5 Findings: Developing a Hotspot Identification Tool for 
Sustainable Apparel 

The outcome of my research is based on a hybrid model between a Life Cycle Assessment (LCA) for 
data collection of operational activities, and a Sustainable Global Value Chain (SGVC) to facilitate the 
application of a systems perspective of global value chain operations. Whilst the prior is a widely used 
framework to assess environmental impacts of the lifecycle of a product, the latter is used as a method 
of approach in dissecting a partner network structure.  

The first part of my findings, section (1.1) describes a tool, the HIT, which I have developed as an 
outcome of my research. The HIT enables SME’s to generate a clear overview of their operational 
activities’ emission impact parallel to their level of controllability. The HIT is linked to the ultimate 
objective of this thesis namely to provide guidance for companies as for where to begin shaping their 
climate action trajectory. This can be done through a screening process using less accurate data to 
determine which operational activity presents the highest level of emissions output, offer the greatest 
reduction opportunities, and degree of alignment with business goals (GHG Protocol, 2013), HIT 
enables the primary screening process.. Once the emission hotspots have been identified, the company 
can focus its resources on collecting higher quality data for priority activities. 

The following sub-sections (5.1.1-5.1.6) present the findings structured in accordance with the 
different life cycle phases (LCPs) of the HIT in order to provide a high-level description and 
justification around the data input under each LCP. As the HIT provides a template to be used as a 
working document to be filled out in further detail, my analysis focuses on the following four 
categories I was able to fill in based on the information gathered: under which GHG Protocol Scope 
and Category the sub-system activity falls; the associated value chain actor for data collection; the 
specific data required for calculation; and the degree of variable controllability. All input data and 
descriptions are based on literature review, document analysis, expert review or case study stakeholder 
opinion.  

I finish this findings section (5.2), with an assessment of the challenges and opportunities in 
forming a multi-stakeholder initiative. In doing this, I established the level of commitment to 
sustainability within the Company, respondents’ level of awareness surrounding the requirements of 
the Charter and their level of optimism around incorporating work around emissions inventorying into 
their current strategies. Investigating the feasibility for the Company to incorporate an emissions 
inventory to their robust foundation, I further examine possibilities for external partnerships and expert 
support. Through interviews with the Company’s Owner and CEO (Appendix A4), and two external 
stakeholders, Halla Helgadóttir from the Iceland Design Society (Appendix A9), and Michael 
Schragger from the Sustainable Fashion Academy (Appendix A8). I assess the Company’s level of 
openness towards the concept of applying a pre-competitive mindset and the possibilities for 
establishing a multi-stakeholder agreement such as the STICA in the Icelandic market. 
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5.1 The Hotspot Identification Tool 
To reduce GHG emissions in line with principle #2 of the Charter, the starting point is clear: map out 
your highest impacting activities. To function as a tool for the Company to use in identifying their 
most crucial emission hotspots according to their unique business model, I developed a framework 
based on an SGVC-LCA hybrid approach introduced below. Figure 9 provides a clear visual 
representation of the HIT. The figure is inspired by the conceptual figure seen in Figure 6: 
Classification of emissions impact by operational activities developed by the GHG Protocol (2013) on 
page 20. Instead of classifying emissions impact by operational activities, I have chosen to do so by 
LCPs, with the simple purpose of generating an LCA perspective. The adjustable tool was developed 
using Excel and is accessible on the following link: https://tinyurl.com/y3jg6jku. 

 

               
Figure 9: Classification of emissions impact by Life Cycle Phases (self-produced figure Kristjonsdottir (2019), 
adapted from Figure 5 (GHG Protocol, 2013)) 

The purpose of this framework is to provide a user-friendly tool for businesses to get a 
wholesome overview of business operations and to recognise where impacts lie across the value chain, 
which value chain actors are involved, where and what type of data needs to be collected, what 
calculations need to be performed, level of associated cost (spending or revenue analysis), level of 
associated risk, stakeholders’ perspective (investor, supplier, consumer, civil society); and more. This 
tool is to a large degree based on the reports and guidance provided by the GHG Protocol, paralleled 
with the information gathered from my primary- (interviews) and secondary data collection (literature 
review). What differentiates it from these tools is that the structure is built around businesses unique 
business model, not the Scopes and Categories, making it more personalised. 
 
The LCA methodology functions as the backbone of the HIT as it provides high-level overview of 
company operations, next to which sub-system level activities are identified and listed in further more 
detail. This, as well as the rest of the HIT, can be altered and expanded depending on specific 
company processes. Although there will be some similarities in data inputs between different 
companies, it is important that every company works from their unique structure. The sub-system level 
activities are met with the perceived degree of controllability over said activity. The tool further 
enables the identification of the above-mentioned factors to be taken into consideration as a method in 



 28 

identifying the most strategic starting point for action. These are based on the GHG Protocol’s Criteria 
for identifying relevant Scope 3 activities (GHG Protocol, 2013). With respect for the Company’s 
unique value proposition, the LCA functions to identify emission hotspots across specific life cycle 
phases (LCPs). The VCA then complements this analysis by offering a clear meso stakeholder 
analysis with the purpose of identifying wherefrom specific information must be gathered. The 
purpose of applying a hybrid LCA-SGVC approach is to emphasize the need for embracing a holistic 
systems perspective in approaching the discussion around committing to act on climate change, as was 
put forth in the triple bottom line approach in section 4.1, defining what it entails to lay the 
foundations for a truly sustainable fashion industry. 
 
The SGVC functions as an overarching element in the tool, rather than a concrete feature. The SGVC 
aims to draw a picture of the significance of a particular sub-system activity’s influence on other 
activities. For example, how one activity can contribute to the company’s marketing in terms of 
branding and storytelling (how well will improvements “sell”); or what impact shifting from one 
fabric to another might have on waste management or quality aspects; or how shifting processes will 
impact budgeting and finance. Most importantly, applying an SGVC mindset functions to allow for the 
identification of collaboration hotspots, i.e. areas that present strong opportunities for collaboration, 
and identify what specific conversation needs to happen with which specific value chain actor. 
 
The data used in the generations of a HIT for this thesis and the particular case under examination, 
was collected based on my conceptual analysis, and qualitative interviews based on the LCA 
methodology. The interviews provided me with a rough overview of sub-system level activities. From 
there, I was able to identify the particular Scope and Category under which they would fall, which 
form of data activity would need to be gathered and from what value chain actor, and finally, 
perceived level of controllability over said sub-system activity. The following sections present my 
results from HIT to assess the Company’s impacts throughout the value chain. 
 
5.1.1 LCP 0: Material Production 

The first LCP, LCP 0: Material Production refers to the fibre, yarn and fabric production of the 
materials contained within the Company’s material library. This includes, but is not limited to, the use 
of chemicals in textile treatments, water and energy use in textile processing, the use of specific 
appliances (boilers, machines, furnaces etc.) and the dyeing process. 

Table 4: Extract from the HIT depicting the quantitative findings of level of controllability of the sub-system 
level activities that fall under LCP 0: Material Production  

LIFE CYCLE PHASE Sub-system level 
activities per LCP Value Chain Actor Scope (S) and 

Category* (C) 

Influence/Degree of 
Controllability (1=low, 

5=high) 

0. Material Production 

Use of chemicals in 
textile treatments Material Supplier S3, C1 1-2.5 

Water and Energy use in 
textile processing Material Supplier S3, C3 1 

Appliances (boilers, 
machines, furnaces etc.) Material Supplier S3, C2 1 

Dyeing process Material Supplier S3, C1 1 

TOTAL/AVERAGE     S3, C1 1 

 
In the case of the Company, the fibre, yarn and fabric production process is not intervened with. The 
Company buys ready-made fabrics that are subsequently transported to the Company’s own or third 
party production facilities in which fabrics are assembled into ready-made garments (Appendix A2). 
Although this stage must be considered into company Scope 3 GHG inventory, this LCP falls external 
to company processes and is therefore labelled LCP 0 and degree of controllability was deemed at the 
lowest level (1). For the Company to undertake emission calculations in this area of the value chain, 
data and information would have to be acquired from material suppliers. Questions around whether or 
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not said suppliers actively engage in these calculations already or are beginning to look into them are 
appropriate.  

For a deeper understanding for technical aspects of this LCP, I interviewed Debora Holder, head of 
Corporate Social Responsibility at Sympatex, who functions as a material supplier representative, with 
the aim of getting a general understanding for their level of commitment to decarbonising their 
product offerings, the difficulties they have faced on their journey and the level of interest and 
engagement they have been met with by their buyers (Appendix A6). The interview confirmed that the 
lack of existing data and information functions as a huge problem (Sandin et al. 2019; Muthu, S. 2014; 
Dahllöf, 2003). For many companies, information about the origins of raw material or yarn density 
required to execute the calculations simply do not exist. The closer the relationship with the supplier 
however, the more transparency you have in the supply chain, and ultimately easier access to 
information. Secondary data from established databases, such as Eco-Invent, are commonly used to 
calculate approximate impacts (Appendix A6). 

The material supplier interviewed revealed that they do not perform any calculations themselves but 
work closely with an external expert agency, Climate Partner, who calculate their impacts. This 
calculation is done for every fabric of their portfolio, which they use as additional information for their 
client. Sympatex’s client can then compare impacts between products and choose to compensate for 
the greenhouse gas emissions through carbon offsetting options11 via Climate Partner. Debora reveals 
that comparing a PE membrane to that of PTFE, the laminate shows a 50 times higher release of 
carbon dioxide during its production, something the client is usually unaware of (detailed calculations 
provided in Appendix D). Although the company calculates their emissions from cradle-to-gate, as 
they have little control over what happens to the fabrics post purchase, they have also done average 
calculations for the impacts of final garments. All numbers are based on estimates from Eco-Invent, as 
they, for example, cannot predict what buttons and zippers will be used in final assembly (Appendix 
A6). 

5.1.2 LCP 1: Procurement 

The LCP 1: Procurement refers to the Company’s purchased goods. The sub-system level activities 
here are therefore split differently to the other LCP’s, listed by type of purchased material with the 
intent to keep a rough overview of the entire materials library. There is no need for providing an 
extensive list of materials at this stage. The example in Table 5 shows a condensed list of what this 
could look like. 

It was revealed that the Company operates with a vast material library, ranging from thousands of 
fabrics, which were not concretely organised in any particular manner (Appendix A2). The prestige 
correlated with particular material suppliers acts as a restriction to the Company’s ability to modify or 
change material suppliers. For example, a company like Goretex holds accountability for quality 
assurance of Goretex garments. Therefore, in getting access to the Goretex range, a company holding a 
prominent position in terms of technical fabric production, the Company underwent a lengthy process 
of buyer entry during which product the material supplier vetted quality of production methods 
(Appendix A1, Appendix A2). 

In this instance, it is difficult for the Company, due to its size in relation to that of Goretex, to 
specifically request any particular type of action. Although suggestions can always be discussed and 
put forth and final purchase decisions can be reviewed, the sourcing of raw materials are out of direct 
control to the Company. For this reason, level of controllability of this factor was placed at 2.5, 
situated in Scope 3 Category 1 (Appendix A2). However, it is assumed that primary technical 
materials are also widely used by industry peers of comparable size and market position. Therefore, it 
is likely that increased buyer pressure would increase supplier incentive to begin tracing impacts if 
they aren’t already. 
                                                        
11 Carbon offsetting is a strategy to reduce GHG emissions by compensating a monetary value of tonnes of CO2eq for 
emissions made elsewhere. Numerous high-quality certified projects, such as reforestation projects, cleaner cook stoves, and 
access to water, are available and easy to contribute to through standards such as UNFCCC’s Clean Development Mechanism 
(CDM), the Worldwide Wildlife Fund’s (WWF) Gold Standard (developed under the CDM) and Verra’s Verified Carbon 
Standard (VCS).  
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Table 5: Extract from the HIT depicting the quantitative findings of level of controllability of the sub-system 
level activities that fall under LCP 1: Procurement 

LIFE CYCLE 
PHASE 

Sub-system level  
activities per LCP Value Chain Actor Scope (S) and 

Category* (C) 

Influence/Degree 
of Controllability 
(1=low, 5=high) 

1. Procurement 

Natural fibres (cotton, 
viscose, linen etc.) Material Supplier S3, C1 2.5 

Organic natural fibres Material Supplier S3, C1 2.5 
Synthetic fibres (polyester, 
nylon, spandex, etc.) Material Supplier S3, C1 2.5 

Animal fibres (wool, down, 
feathers) Material Supplier S3, C1 2.5 

Technical Fabrics (Gore, 
Polartec, Primaloft, Al Material Supplier S3, C1 2.5 

Accessories and details 
(zippers, labels, seams)  Material Supplier S3, C1 2.5 

Recycled fibres (cotton, 
wool, polyester) Material Supplier S3, C1 2.5 

Packaging Material Supplier S3, C1 2.5 

TOTAL/AVERAGE     S3, C1 2.5 

 
The most crucial element of the Company’s design policy is quality and durability (Appendix A4). 
This already places them in a good position compared to many other brands. In fact, their typical 
jacket has an estimated lifetime of ten years or more (Appendix A2). This kind of design strategy aids 
in promoting a positive brand identity and building consumer loyalty. When conducting a customer 
survey, the Company found that majority of their customers in fact associated factors of quality and 
durability with the brand name (Appendix A4). Therefore, when it comes to choice of material, factors 
under consideration to date have been along the lines of quality, functionality, impact on water and 
chemicals, and cost (Appendix A2). As a result, the Company has to date not taken factors of emission 
into account in their material purchasing.  

Concepts such as repair, resale and waste management are design fundamentals. When it comes to 
excess material and waste management, the design and manufacturing team at the Company make sure 
that waste is minimized in two ways. With standard production lines, materials can often be reused in 
later seasons, and scrap materials are frequently re-imagined into pieces for the children and 
accessories lines. According to the interviews conducted, this type of operational behaviour is not only 
environmentally friendly but simply makes “common sense” in terms of value for money (Appendix 
A2). 

5.1.3 LCP 2: Manufacturing 

In the case of the Company, the LCP 2: Manufacturing is split into two sections: privately owned 
manufacturing facilities, and third party manufacturing facilities. The sub-system level activities that 
fall under these LCP’s entail all the activities, equipment and processes that take place at these 
locations. In the case of the prior, it will be easier for the Company to list activities, although they can 
be assumed to be fairly similar in the latter. These include the appliances (boilers, machines, furnaces 
etc.) used, the assembly process, and the waste generated in operations.  

The Company has established a strong network of manufacturing partners with whom they hold a long 
relationship (Appendix A3.2). The Company places a high degree of importance on keeping all 
facilities up to the standards of their privately owned factories and have even been vetted by material 
supplier companies, as above-mentioned, such as Goretex (Appendix A1). Beside their third party 
facilities in European and Asian markets, which classify as Scope 3 emissions, they have acquired a 
couple of privately owned factories located in Europe, which classify under Scope 1. All European 
factories work under the European Union labour standards and the Company makes a point of making 
frequent visit to Asian factories make sure everything is up to the same standards as they are used to in 
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Europe. The Company further asserts that they do no enter low-cost areas because they value quality 
over price (Appendix A4). 

Table 6: Extract from the HIT depicting the quantitative findings of level of Controllability of the sub-system 
level activities that fall under LCP 2a: Owned Manufacturing, and LCP 2b: Third Party Manufacturing 

LIFE CYCLE 
PHASE 

Sub-system level  
activities per LCP Value Chain Actor Scope (S) and 

Category* (C) 

Influence/Degree 
of Controllability 
(1=low, 5=high) 

2(a). Owned 
Manufacturing 

Appliances (boilers, 
machines, furnaces etc.) Reporting Company S1 5 

Assembly Reporting Company S1 5 
Waste generated in 
operations Reporting Company S1 5 

TOTAL/AVERAGE     S1 5 

2(b). Third Party 
Manufacturing 

Appliances (boilers, 
machines, furnaces etc.) Third Party Supplier S3, C3 1 

Assembly Third Party Supplier S3, C3 1 
Waste generated in 
operations Third Party Supplier S3, C5 1 

TOTAL/AVERAGE     S3, C3 1 

 
Having established a good relationship with their supply chain will work to the Company’s advantage 
in requesting a higher degree of responsibility from relevant parties, which, based on the interviews 
conducted, they currently seem to do. Although near shoring is widely discussed as a strategy to 
decrease emissions, the industry at large operates within an increasingly connected world and trade-off 
between emissions during transport and the durability of a garment will have to be made. Looking at 
the typical global supply chain, parts are being transported for assembly between countries all over the 
world.  

Taking the example of an outerwear jacket, the down may be traced from Canada, the feathers from 
Sweden, assembled in China, and shipped back to Europe, pushing lead times up to between 3-8 
months depending on the product (Appendix A3.2). The reason companies do this is because they, 
value quality over price. In this scenario, the Company would rather source products that live up to 
certain standards and can guarantee animal welfare than to source from closer proximity that cannot 
live up to standard required for the brand image (Appendix A4). 

5.1.4 LCP 3: Distribution 

The Distribution phase (LCP 3) refers to all activities related to transport to and from factories, 
warehouses and points of sale, as well as the management of retail environments, the web store and 
wholesale activities.  

A majority of the interviewed stakeholders at the Company tied a direct connection between 
carbon emissions and transport activities. Transport activities fall under LCP 3: Distribution along 
with point of sale operations, including retail, web and wholesale. To a large degree these activities 
fall under a company’s Scope 1 emissions and are easy to track through bills and expenditures. 
However, I would like to highlight two things: the first is that the literature revealed that compared to 
other LCP’s, distribution in fact only accounts for a mere 3% of the apparel industry’s global impact 
(Quantis, 2018), and should therefore not be confused as the main cause for GHG emissions. The 
second point is that in the case of the Company they are operating all their Icelandic facilities e.g their 
Scope 1 emissions, on renewable energy sources.  
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Table 7: Extract from the HIT depicting the quantitative findings of level of controllability of the sub-system 
level activities that fall under LCP 3: Distribution 

LIFE CYCLE 
PHASE 

Sub-system level  
activities per LCP Value Chain Actor Scope (S) and 

Category* (C) 

Influence/Degree 
of Controllability 
(1=low, 5=high) 

3. Distribution 

Purchased material to owned 
manufacturing facilities Transport provider S1 5 

Purchased material to third 
party manufacturing Transport provider S3, C4 0 

Third party manufacturing to 
owned manufacturing Transport provider S1 5 

Owned manufacturing facility 
to warehouse Transport provider S1 5 

Third party manufacturing 
facility to warehouse Transport provider S1 / S3, C4 5 

Warehouse to POS Transport provider S1 5 
Energy use of owned facilities 
(POS, warehouse Reporting Company S2 5 

Customer transport to and 
from POS Customer S3, C9 0 

Owned vehicles Reporting Company S3, C2 5 

Transport of online orders 
Transport 

provider/Reporting 
Company 

S1 / S3, C9 5 

TOTAL/AVERAGE     S1 4 

 
The transportation phase, covering delivery of purchased material to transport of online orders and 
even employee travel, is probably the most easily controlled variable of establishing an emissions 
inventory, ranking an average of 4 on the HIT and falling in majority under Scope 1 emissions. The 
calculations, although time consuming, are straightforward and easy to calculate requesting distance 
travelled, vehicle used, fuel type and amount of fuel consumed (GHG Protocol, 2013). Rough 
estimates by the head of production revealed that 80% of the Company’s batches were transported by 
ship or truck whereas airfreight stood for approximately 10-20% (Appendix A3.1). The interviewee 
states that the Company is in a position to place requirements as for how they would like for the 
transport of goods to be delivered. Most raw materials are transported by ship or truck, and only by 
airfreight in rare cases that they are behind on schedule. However, the Company’s most widely used 
fabric, distributed by Goretex, was revealed to always be transported from Asia to Europe via air 
freight, in order to decrease the shipping time which usually takes two months with ship.  

Figure 10 illustrates a rough overview of the Company’s distribution network, highlighting phases of 
low and high degree of controllability. The figure further depicts the various Scopes and highlights 
that those activities with a higher degree of controllability fall under Scope 1 Direct and Scope 2 
Indirect, whereas those with a low or zero degree of controllability fall under Scope 3 Indirect. It 
should also be noted that whilst only four of the depicted phases fall under Scope 1 and 2, seven falls 
under Scope 3, emphasizing the importance of taking these into consideration. This figure was 
developed iteratively under the advice of the Company’s Supply Chain and Logistics Manager 
(Appendix A3.1). 
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Figure 10: Overview of Company’s transportation network (self-produced image, Kristjónsdóttir, 2019)  

Looking at the logistics around downstream distribution of product to final consumer, level of 
controllability varied. The interview process identified three scenarios. The first, transport via point of 
sale (retailer) where customer picks up his purchase: transport to point of sale is in full control by 
company; but after point of purchase there is zero control. The customer may return their purchase, 
over which the company has no control. Secondly, e-commerce via the web channel where the 
customer places and order and it is delivered to their house. This may entail controlled distribution by 
truck inside of Iceland, or shipment to foreign markets, over which the company has full control. 
Again, zero control over returns. The third sales channel is twofold: in the case that the Company 
sells pieces from their wholesale range directly to companies, they may stand for the deliveries 
directly from the warehouse and thus hold full control, or the purchasing party may come and pick up 
their order at the warehouse location, in which the company holds no control (Appendix A3.1). 

Determining frequency of deliveries could show great carbon mitigation potential in observing the 
energy efficiency of vehicles. Benjafaar et al. (2013) note that modern business practices favouring 
frequent deliveries, such as just-in-time manufacturing and lean production, often operate on small 
production runs, with less than truckload shipments to multiple regional warehouses, which could 
have a great impact on the carbon footprint of a company. Although my research did not pursue a 
detailed description of the Company’s shipping methods, I found it possible to investigate options for 
maximising production runs, and minimizing distance travelled. Theoretically, coordination of 
production schedules among suppliers when dealing with buyers in similar geographical locations 
could allow for joint shipments, resulting in fewer emissions per delivery (Benjafaar et al, 2013). 
Further, shifting a single per cent from airfreight to shipping could decrease carbon emissions by 35% 
(Quantis, 2018). The choice for geographical location and strategies for near shoring can significantly 
affect the carbon footprint (Benjafaar et al. 2013). Depending on the location, transportation options 
utilized can include land, air and sea, with emissions from ship transport generally relatively lower 
than air or truck transport (Butow, 2014). Whilst airfreight is a well-known hotspot in terms of carbon 
emissions, on a global scale the transportation phase is assumed to consist of only 8% airfreight and 
92% shipping.  

The retail store falls under Scope 1 of the distribution phase, and considered low-hanging fruit. 
Although the scope of my investigation did not assess the retail environments, it can be assumed that 
electricity is consumed for equipment operation, product storage and factors that fall under the work 
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environment such as lighting, air-conditioning, and ventilation (Fu, Shu and Liu, 2018). When it 
comes to implementing point of sale sustainability and energy management systems there are no 
standard solutions for each retailer, but rather should be customized according to geographical location 
and specific retail requirements. Common initiatives include implementing LED spotlights, 
programmable Internet protocol thermostats to control heating and air conditioning, using certified 
paper shopping bags and recycled materials for hangers. These factors combined show the potential of 
a 30% decrease in energy consumption (Strähle, 2017).  

5.1.5 LCP 4: Use-phase 

The Use-phase (LCP 4) refers to the activities carried out by the consumer, focusing on the way in 
which the garment is cared for, e.g. through laundering, drying, ironing and dry-cleaning. The 
following section looks into the established level of awareness around sustainability issues, and how 
the Company carries out work around care instructions of their garment, functioning to inform the 
consumer around how to care for their garments in the best way possible. 

When it comes to consumer awareness around sustainability issues related to their purchases, it was 
clear form the interview of the head of marketing that the foreign consumer (non-Icelandic) has been 
much more inquisitive around sustainability issues in the past, although in the past year it seems the 
local consumer has also started asking more questions (Appendix A1). Frequently asked questions 
would typically surround questions around the origins of garments and working conditions of the 
facilities. In terms of environmental stewardship, it is clear that the Company takes responsibility to 
educate and raise awareness around how to care for your garments, where they come from, and how 
they are produced. The Company takes particular pride in the longevity of their garments, and by 
providing customers with access to both instructions as for how to better care for their garments as 
well as access to a repair shop where garments will be fixed for free they strengthen their strategy to 
provide long-lasting garments  (Appendix A2). 
 
Table 8: Extract from the HIT depicting the quantitative findings of level of controllability of the sub-system 
level activities that fall under LCP 4: Use-phase 

LIFE CYCLE 
PHASE 

Sub-system level  
activities per LCP Value Chain Actor Scope (S) and 

Category* (C) 

Influence/Degree 
of Controllability 
(1=low, 5=high) 

4. Use-phase 

Laundering Consumer S3, C11 2.5 

Drying Consumer S3, C11 2.5 

Ironing Consumer S3, C11 2.5 

Dry-cleaning Consumer S3, C11 2.5 

TOTAL/AVERAGE     S3, C11 2.5 

 
Another initiative the Company has undertaken is an annual open-seminar, which this year highlighted 
the impact of climate change on Icelandic and global glaciers. Looking at the Company’s history, its 
products have always stood for durability, developed to meet the need for protection against rough, 
sometimes life-threatening weather conditions. In this way, acting on climate fits perfectly with the 
Company’s storytelling and core values, but is somewhat “unintentionally integrated into the 
Company’s DNA” (Appendix A1). Still, strengthening this in the Company’s messaging is something 
that can be taken a step further and translated to the eyes and ears of the consumer. According to the 
marketing manager, the Company is sitting on heaps of material that could be used strategically in 
their marketing around this subject. However, as the head of design brings forth in her interview, this 
is not something the Company has actively wished to share, as they are not a Company that strives to 
“beat themselves on the chest” but rather does what is expected of them  (Appendix A2). Although 
care instructions are provided with all garments and more detailed booklets and instructions are 
available on the companies website, customer care specifically in terms of emissions inventory is a 
factor that is not yet taken into consideration. For example, some protective items care instructions 
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suggest frequent washing due to the fabrics’ chemical composition and fragility to sweat (Appendix 
A2), although this is ultimately controlled by the information given by the material supplier (Appendix 
A3.2). 

5.1.6 LCP 5: End of Life Management 

The fifth and last LCP, End of Life Management, refers to product life-extension, resale, recycling, 
incarnation or other forms of disposal, impacts will vary and data will has proven difficult to track. 

Table 9: Extract from the HIT depicting the quantitative findings of level of controllability of the sub-system 
level activities that fall under LCP 5: End of Life Management 

LIFE CYCLE 
PHASE 

Sub-system level 
 activities per LCP Value Chain Actor Scope (S) and 

Category* (C) 

Influence/Degree 
of Controllability 
(1=low, 5=high) 

5. End of Life 
management 

Resale/Reuse Consumer S3, C12 3 

Recycling Reporting 
Company/Recycling partner S3, C12 3 

Incineration Recycling party S3, C12 4 

Landfill Recycling party S3, C12 4 

TOTAL/AVERAGE     S3, C12 3.5 

 
Although the Company has a take-back scheme in place, that reclaims goods, repairs them and puts 
them into new use via the Red Cross, offering the customer a discount on their new purchase, a limited 
amount of items have to date been collected. One theory for this is the massive online resale market 
that customers take use of to resell their goods for a substantial fraction of the price. The reason the 
resale market has been so successful is due to the extreme durability of the garments (Appendix A1; 
Appendix A2). Another theory could be that the customer is simply unaware of this service. During a 
field investigation, I tested this hypothesis by going into one of the Company stores, asking if I could 
return an old jacket, only to get a perplexed reaction from the store employee, advising me to take it 
directly to the Red Cross. In this case, the jacket would not go through the repair service before being 
resold and possibly not found a new owner, instead it might have gone directly to landfill.  
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5.2 Challenges and Opportunities 
I examined the Company’s level of familiarity with the UNFCCC’s Special Report on Global 
Warming of 1.5°C and the Charter. Majority of interviewees expressed a low level of understanding 
for the undertakings of the UNFCCC on this matter, although they did show an interest in looking 
further into the subject. However, there was a strong consensus that a business case would have to be 
proved for them to allocate the necessary resources for such undertaking (Appendix A1-4). Further, a 
high level of hesitation surrounding the time consuming aspect of developing an emissions inventory 
and, essentially, low return on investment in terms of value added functioned as the main cause for 
concern (Appendix A4). From my perspective, in order to take this on, the Company is in need of a 
structured and simplified plan of approach, met with a trusted source of information and guidance.  

In order to explore the feasibility for a multi-stakeholder initiative to take place in Iceland, I 
base my findings on three perspectives: the Company’s (Appendix 4), the Iceland Design Centre’s (a 
local foundation with the purpose of highlighting design as a driver of economic growth, acting as the 
closest thing to a local industry foundation) (Appendix 9), and the STICA (Appendix 8).  

First, investigating the level of interest in discussions around such a partnership in the interview with 
the Company’s CEO revealed a keen level of interest in going into partnership with international 
players, but major disbelief in any success of such undertaking on strictly a national level and there 
was little willingness, therefore, to partner with local brands (Appendix 4). Echoing this view, the 
Iceland Design Centre expressed that the Icelandic fashion industry on its own does not have the 
resources to provide this support for its array of resource restricted, independent designers and brands. 
However, they did show interest and curiosity around the services offered by the STICA and the 
potential for setting up a partnership of that calibre (Appendix 9).  

From my investigation, it seems as though the Icelandic fashion industry sits on a weak 
institutional foundation, where players are more or less left to fight on their own with little external 
support. In Sweden, the fashion industry landscape already sits on a variety of multi-stakeholder 
initiative and the notion of pre-competitive collaboration is somewhat more culturally accepted than 
that which is noted of the Icelandic working mentality (Appendix 8).  

My observations indicate the fact that the Icelandic fashion industry lacks this type of industry 
governance perfectly exemplifies the cultural contrast between the two countries (Appendix 9). When 
faced with this proposition, the STICA showed great openness for discussions around offering their 
support to the Icelandic market, but emphasized that they were currently working on strengthening the 
foundations for the kind of support they are able to give (Appendix 8).  
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6 Discussion: Increasing level of global engagement 
The renowned elephant in the room echoes the notion that consumption must take a halt, yet the 
mass conglomerates and smaller businesses alike struggle to reimagine their business models, running 
on highly profitable, efficient and agile yet wasteful and resource depleting supply chains. As we 
increasingly shift towards building a decarbonised economy, existing markets are disrupted and new 
markets arise. Whilst established players will struggle to accumulate the resources to adapt, new 
market entrants hold an advantage in terms of starting early. Whilst larger businesses may sit on a 
greater pool of resources to tackle the issues presented by the Charter, they also face greater 
difficulties in tracking their Scope 3 emissions. The shorter the line of production, the closer the 
working dialogue with suppliers, and the easier information should be to trace. 

However, as a fairly newly established topic, ways in which to tackle climate change remain largely 
unknown and the lack of data and tools act as an immense hindrance in terms of accuracy and 
credibility in the data collection process, as well as the evaluation of actions. Climate change is a 
wicked, global problem calling for complex solutions, posing shared environmental risks for all 
businesses. Responding to this threat should be considered a common objective for industry 
stakeholders in order to drive real and meaningful change.  

This section distils the results of this paper into two parts that aim to summarize the key concepts 
need to be taken into consideration for an SME in structuring a strategy to tackle climate change. The 
first section (6.1) discusses the business incentive in taking action on climate change in line with the 
increasing level of global engagement surrounding topic, from civil society, governance and industry 
stakeholders, and further looks into how long-term thinking in strategy development for global 
expansion should pay respect to the principles laid out by the Charter.  

The following section (0) discusses where and how to begin implementing change focusing on two 
aspects namely LCP 1: Procurement and LCP 2a: Owned Manufacturing. The first, presents 
opportunities to directly influence three other LCP’s, albeit outside of direct operational control, 
namely LCP 0: material production, LCP 4: use-phase and LCP 5: End-of-life disposal. The latter, 
looks at the potential of climate compensating production impacts back into the value chain through a 
custom insetting initiative focused on maximising energy efficiency. 

The aim of my research was ‘to explore the possibilities for an SME in shaping an action-oriented 
strategy to combat climate change, and thereby rationalizing the implementation of such strategies at a 
global scale’. These three areas function as suggested starting points for the Company to take action 
based on my findings, and may also prove valid for other SME’s, given that they assess the sub-
system level activities of their unique business models as presented by the HIT. 

6.1 The Business Incentive 
There are three key benefits for companies in reducing their Scope 3 emissions (other than 
preserving the remaining carbon budget). First of all, it functions as an essential component of 
strategic risk management, lowering risk associated with GHG-intensive value chain segments due 
to an increase in resource prices and shifting regulatory landscape, eg. increased cost of production, 
tightened efficiency standards, and carbon taxation. Secondly, as the current landscape shifts towards a 
decarbonized global economy, securing competiveness means offering the appropriate solutions. 
Mapping GHG emission hotspots offers an opportunity to not only drastically improve a companies’ 
ability to predict these market shifts, but also identify emerging business opportunities early on. 
Further, ambitious long-term reduction targets may catalyse innovation by shifting focus form 
incremental improvements to transformative change (Farsan et al. 2018). Finally, increasing external 
pressure from investors, customers, peers, suppliers and civil society to fully measure, manage and 
reduce climate impacts places the development of an emissions inventory as an integral aspect of 
reporting frameworks such as those developed by the CDP, TCFD, SBTi, and GHG Protocol (Farsan 
et al. 2018). 

It is clear the shift towards transparency will be difficult to avoid, and companies should be 
advised to jump on the bandwagon sooner rather than later. Customers, civil society and investors 
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are increasingly placing pressure on businesses to provide more information behind the production of 
products. Relevant information to report includes everything from the materials used, processing, 
place of origin and instructions for care – and now, with the introduction of the Charter, most likely 
also an emissions inventory. This process functions as an advantage for SME’s with shorter chains of 
production, while larger brands and retailers may struggle to trace their complex production processes 
(Common Objective, 2019). Innovative technological solutions are predicted to ease this transition. 

The impact of digitization will undoubtedly be felt across many industries, enabling new carbon-
efficient, digital business models and practices. The technology is predicted to enable collaborations 
and release shared benefits in all value chains, and support the emergence of the circular economy (Fu, 
Shu, and Liu, 2018). According to the World Economic Forum (2016), developing business ecosystem 
innovations, in which smaller and larger players operate collaboratively on new ideas, is the key to 
creating disruptive change. In terms of measuring carbon emissions and managing Scope 3 impacts, 
information and communications technologies (ICT) such as data analytics, cloud computing, and 
Blockchain will facilitate the process by offering detailed and powerful insights into complex, global 
value chains and find innovative ways of reducing emissions (Quantis, 2018). 

Due to restrictions such as lack of available data, low level of internal expertise and resources, 
met with the rising time pressure to take action on climate change, functioning as the main 
outcome of my investigation, the most feasible way to commit to taking action on climate change is 
through collaboration. The Charter recognizes this and brings together a vast array of fashion industry 
stakeholder to share their experience and knowledge to tackle the 16 principles and establish the 
crucial building blocks to transition the industry towards climate neutrality by 2050, with the initial 
commitment of 30% reduction of emissions by 2030 as laid out by principle #2 (Appendix F; United 
Nations, 2018). Discussions around the need for greater policy engagement and macro level pressures 
go on, whilst governments take little to no action to intervene. In an interview with Niclas 
Svenningsen, manager for the Global Climate Action unit in the UNFCCC Secretariat, he explains that 
avoiding investments in companies with strong climate liabilities is still not common practice, 
however, this is definitely where the conversation is headed: 

“When governments start implementing their climate action plans and Nationally 
Determined Contributions this will be even further strengthened than in the past. We are 
not there yet, if you go to the average shareholder meeting the climate issue might not 
be very strong on the agenda, but I think it is coming up more” (Appendix A7). 

6.2 Establishing a starting point for action 
The previous section laid out the business incentive for taking action. With the inventive in place the 
question remains – where and how can businesses begin to take action? Whilst the primary 
investigation and the findings of my HIT in relation to the Company under examination in this paper 
revealed the most relevant areas to incorporate into the strategy for their unique business model, it 
should once again be highlighted that every business model is unique, and therefore results will vary 
depending on the specific company at stake. With this in mind, the following discussion still aims to 
generalise the results and distil the most appropriate methods to take into consideration for an average 
SME to integrate climate action in their corporate strategy.  

First, I discuss what stood out in my analysis to hold a relation to the highest impacting activities, 
production of raw materials. Whilst the Company holds little to no control over the production of their 
purchased materials, they do hold a high degree of control in their purchasing strategy. Therefore, I 
also discuss procurement processes (LCP 1) in section 6.2.1, and the possibility of re-evaluating 
design principles to integrate emissions inventorying into discussions with material suppliers.  

Second, I discuss strategies to strategically allocate the necessary resources to taking steps towards 
investing in cleaner manufacturing processes with focus on LCP 2a: Owned Manufacturing (6.2.2). I 
address the debate surrounding the common strategy for compensating emissions, namely offsetting 
initiatives. Furthermore, I reflect on an alternative that will allow for more strategic allocation of 
resources by investing the compensated amount back into value chain operations. 



 39 

6.2.1 Procurement - Re-evaluating design principles 

The design and procurement phases are often where the carbon impact is the greatest, or where 
decisions are made that define ultimate emission pathways and footprints. In majority of the 
literature reviewed, authors conclude that a high percentage of emissions released could be prevented 
in the design and processing phase (WEF, 2016). In fact, in the HIGG Index Design and Development 
Model, the Sustainable Apparel Coalition estimates that actors at this stage of the value chain, 
designers and product developers, have the potential to control upwards of 80% of a product’s 
environmental impact (SAC, 2019). To identify opportunities for climate change mitigation, it is 
essential to consider the early design stages as well as the in-use and end-of-life stages. Design stages 
that take into account the emissions along the product life cycle, will have an affect choice of raw 
material, structural components of the garment, dying and finishing processes, and even packaging 
(Benjafaar et al. 2013). Therefore, the design and procurement stages may represent the best 
opportunities to reduce carbon emissions (WEF, 2016).  

Customer care is a factor that could be taken into greater consideration in the design stage. 
Customer care, in this case, refers to the thought behind how the customer will eventually need to care 
for the garment. This is highly dependant on the materials used and the assembly processes, 
classifying it as a feature of design. For example in the case of the Company, some protective items 
care instructions suggest frequent washing due to the fabrics’ chemical composition and fragility to 
sweat (Appendix A2), although this is ultimately controlled by the information given by the material 
supplier (Appendix A3.2). By generating standard LCAs of standard garments, or using pre-existing 
models as the one developed by Gore-Tex (Gore & Associates, 2013), a rough estimate of use-phase 
figures can be generated. Further, the Company’s main line, consisting mainly of outerwear garments, 
can for the majority be assumed to encounter less frequent washes than their sweatshirts and socks. To 
avoid data misinterpretation, relevant information such as product lifetime and emissions intensity 
metrics, i.e. annual emissions per product or energy efficiency per product etc. should be reported to 
demonstrate product performance over time (GHG Protocol, 2013). For example, (1) reducing the 
embodied carbon of a product by using different raw materials, (2) reducing the end-of-life impact by 
designing the product for easy disassembly for reuse or remanufacturing, (3) optimizing distribution to 
minimize carbon emissions, or (4) redesigning a product to produce less carbon emissions during its 
use by consumers (WEF, 2016). 

The Company showed little curiosity around design for easy disassembly for reuse, 
remanufacturing or recycle, although it was repeatedly emphasised that the Company designs for 
longevity and has a repair service in place for damaged items. The Company further emphasised that 
they have a collection scheme in place, as was discussed in section 5.7, yet their products were not 
designed for circularity in mind. This is understandable as the global infrastructure for textile 
recycling in todays landscape is limited. However, incorporating these values into the design process 
could work to elevate the brand name in the future as they expand to global markets and increase their 
product inventory. In light of the increased focus on lowering carbon emissions, it is expected that this 
consideration needs to be added to the design agenda (Benjafaar et al. 2013). My literature reveals that 
by re-evaluating the raw material composition of their products and starting the conversation with their 
suppliers, the Company could lower the embodied carbon of their product offering (WEF, 2016). 

It is highly unlikely that all suppliers are able to meet demands for GHG inventory data. In the 
case that data is difficult to obtain, suppliers can be encouraged to develop these for future appraisals. 
Another approach that will add greater incentive for suppliers to conform is to form or join a Multi-
Stakeholder initiative and, together with one or more partners operating with the same supply chain 
partners, define a common goal towards creating more sustainable global value chains. Suppliers 
should be encouraged to communicate about their efforts in their public reporting, as to encourage a 
wider array of actors to act accordingly (GHG Protocol, 2013). 
 
Industry associations urge companies to work more closely with industry peers and players along 
their value chain as it is recognized that collaborative initiatives can be leveraged to engage their 
common suppliers (Global Fashion Agenda, 2019). Research shows that if three companies send a 
request for emission disclosure, there is a 76% likelihood the supplier will respond, whilst if only two 
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companies send a request there is a 68% probability of response (Farsan et al. 2018). One reason for 
this is that it is cost-, and time-efficient for the suppliers who then only need to respond in a single 
format, which simplifies the process (EPA, 2010). This highlights and provides an incentive for 
business collaborations as collaborating companies are more likely to achieve their shared supply 
chain emissions reduction targets.  
 
The fourth and fifth principles of the SGVC framework embrace (iv) a holistic perspective of 
potential for differentiation at every stage of the value chain, and (v) that diverse segments of the chain 
are responsible for raising awareness for social and environmental issues, creating “a common 
consciousness, a shared vision regarding sustainability issues in the entire chain,” ultimately 
increasing global competitiveness (Moreno Peralta, 2019). Building the roadmap between the 
company’s baseline and its prospective targets, it is important to start internally and sit down with 
those departments that are main contributors to impacts, and identify action that can be put in place. 
The operational and business department will be crucial in enabling the implementation of proposed 
strategies. People from marketing and those in position of decision making will also be crucial final 
elements of the strategy setting process. It is important to remember that the ultimate goal is to push 
ambition and to go beyond the low-hanging fruit (Farsan et al. 2018). This can be achieved by being 
open to necessary business reformations. Setting science-based targets has the potential to trigger 
innovative and radical thinking and is a promising tool to future-proof growth. 

6.2.2 Manufacturing - Insetting as a strategy to engage with supplier network 

The Charter urges industry wide engagement on energy efficiency and investing in renewable 
energy. Although somewhat complex, this is considered low-hanging fruit that the industry needs to 
start addressing (UN Climate Change Secretariat, 2018). Highly interlinked to principle 2, supplier 
engagement falls under principles 712, 813, 1314 and 14 15 of the commitment (Appendix F). Defining 
operational boundaries is the first step towards taking action, although these barriers are often blurry. 
Upstream and downstream emissions between supply chain partners often overlap and therefore often 
double or triple counted, becoming an excuse for inaction. Paradoxically, this overlap could bring 
about pre-competitive opportunities, increasing the likelihood of preserving the global carbon budget 
and achieve shared supply chain emissions goals by developing strategies to approach pre-defined 
common objectives.  

In majority of countries in need for this transition, the absence of appropriate governmental 
infrastructure and lack of business incentive work to hinder developments towards the demands 
of these principles. Industry stakeholders believe that to catalyse meaningful action, brands need to 
“not only walk the talk at home, but also leverage their purchasing power to push for a transition to 
clean energy in key markets” (UN Climate Change Secretariat, 2018). This not only echoes the 
shortcomings of Iceland Climate Action Plan in its disregard for the country’s high dependency on 
product imports but also provides a solid argument as for why businesses should take an active role in 
finding solutions to update machinery and installing smart devices to facilitate measurements and data 
collection according to existing principles. The main points of impact in this phase are the appliances 
used in manufacturing, the assembly process, and generated waste. Non-renewable energy such as 
petroleum remains highly used across the industry in procedures related to manufacturing and heating, 
especially in Asian facilities (Fu, Shu, and Liu, 2018). Although attempting to influence third party 
manufacturing facilities may prove to be a stubborn process, in the case of the Company, they are also 
operating facilities over which they hold full control. As such, they are presented with an opportunity 
to set targets to decrease emission impacts in that area of their production, and could also choose to 
climate compensate. 

                                                        
12 Commit to continuously pursue energy efficiency measures and renewable energy in our value chain; 
13 Sites within tier one* and tier two**, commit to not installing new coal fired power plants (onsite generation) as soon as 
possible, latest by 2025; 
14 Together with other stakeholders, develop a strategy, target and plan to advocate 
for the development of policies and laws to empower climate action in the fashion industry, especially in supply chains; 
15 Establish a dialogue with governments in key countries to enable renewable energy environments, energy efficiency and 
the necessary infrastructure for a systemic change beyond the textile industry; 
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To date, a common strategy for companies to neutralize their emissions has been through 
carbon offsetting. Companies can further become climate positive by compensating a greater amount 
than their carbon footprint, at least 110-115%. Since there is no set standard for the becoming climate 
positive, companies can themselves justify their decision (Tricorona Climate Partner, 2019a). A vast 
debate surrounding the benefits of offsetting has emerged as some objections include that it is a 
strategy of compensating for your actions by paying someone else to reduce their emissions rather 
than reducing one's own emissions, and questions regarding the additionally, reliability and long-term 
effectiveness of funded projects (Ecometrica, 2009). It is important that carbon-offsetting efforts are 
not applied until a company has made its best efforts to reduce its own value chain emissions 
(UNFCCC, 2008; Quantis, 2019c). In this respect, it should be highlighted that the focus of target 
setting is on reducing emissions along the companies own value chain, so internally (Scope 1 and 2) 
and upstream and downstream along Scope 3 activities.  

Insetting initiatives offer a more strategic approach by placing investments into projects directly 
related to the company, instead of functioning like an expense or cost line, allocating compensation 
efforts to projects irrelevant to the development of the business. A number of forward-looking 
companies such as Nespresso, Kering Group, Ben & Jerry’s and the Body Shop have instead 
developed insetting projects; a term coined and promoted by the sustainability standards Pur Project 
and Plan Vivo. Insetting functions can be integrated into the broader business strategy as a way to 
reduce emissions along the supply chain and generate long-term competitive advantage. It further 
functions to strengthen the supply chain and stakeholder relations. It offers a way for companies to 
look for ”GHG abatement opportunities outside the immediate confines of the corporate boundary, but 
which seek to identify and support actions that are of relevance (and benefit) to the company's 
stakeholders” (Ecometrica, 2009).  
 
An example of an insetting project is Kering Group’s Environmental Profit and Loss Account 
(EP&L). The EP&L addresses prevailing issues to facilitate commitments to act on climate change. By 
introducing costs associated with environmental impact of business activities, the tool presents the 
revenues, costs and expenses of a business over a set period of time (Kering Group, 2016). The EP&L 
further constructs an understanding for where impacts lie along the value chain, enabling a more 
knowledgeable decision making process, steering business strategy in a responsible way, 
strengthening the business by managing current and future risks, and allows for increased transparency 
with stakeholders (Kering Group, 2016). One key finding of the Kering Group’s EP&L report was that 
an estimated 72% of the company’s total environmental footprint occurred within raw materials. With 
the EP&L, the company is able to convert this figure in monetary terms as equivalent to EUR 618 
million (GFA, 2019). The Kering Group published its first EP&L for its PUMA brand in November 
2011. Extending the scope across the entire Group’s brands, the luxury conglomerate became 
frontrunners in that sort of operational disclosure and analysis in 2015, and was made fully transparent 
and open source to encourage companies to follow suit (Kering Group, 2016). 

Whilst this functions a prime example of how resources can be allocated to increase corporate 
environmental awareness by placing a monetary value on externalities (including but not limited to 
emissions), I would like to highlight how this could also be applied to well-planned energy 
management programs in the manufacturing phase. An initiative of such calibre shows the 
potential to reduce energy costs by 10-30% by increasing efficiency, environmental impact and 
productivity (Strähle, 2017). In this manner, the Company climate compensates the impacts of its in-
house production whilst decreasing future impacts of said production, by investing the carbon 
equivalent back into the value chain. Ideally, a suitable external expert or association would be scouted 
to support the successful development of this project.  
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7 Conclusion 
The current global landscape is shifting towards increasingly decarbonized market economies. 
Securing competiveness according to this development means offering the appropriate solutions to 
meet this trend. As the Charter was only just launched in December 2018, the pressures that currently 
fall upon SME’s to respond have to a large degree not been felt. However, as the work develops it can 
safely be assumed that tracking and publically disclosing levels of emissions will become a business 
norm. But the clock is ticking and whilst larger players, representing only a fragment of the global 
industry, lay the groundwork for action, smaller businesses await trusted guidance as for how to take 
action. Whilst businesses within the fashion industry act as large contributors to global levels of 
emissions, due to the complexity of their global down- and upstream operational reach, responsibility 
for emissions fails to be claimed by businesses and governments alike. Smaller companies hold an 
advantage over the more globally connected players, as their supply chains are shorter and easier to 
trace.  

The objective of this paper was to: (1) directly contribute to the fine-tuning of global corporate 
strategies to minimize environmental impact in response to the urgency of climate change; (2) function 
as a contribution to research on the fashion industry’s impact on climate change; and (3) bridge 
academic research and industry expertise in an action-oriented manner. As such, I investigated the 
ability to commit to the principles laid out by the Charter (Appendix F), with focus on principle #2, 
from the perspective of a SME holding a prior engagement to sustainability values. The following 
paragraphs sum up the findings of my paper.  

First, I present a macro-level, contextual analysis of the fashion industry at large in relation to the 
introduction of the Charter and its ambition to set an industry-wide emissions reduction target to 
combat climate change. This functions to relate to the first objective in that it encourages companies to 
add a consideration for climate change implication to their corporate strategies. It further relates to my 
second objective in that I highlight a direct link between micro level corporate responsibilities to 
contribute to the sustainable development of the fashion industry at a macro level. Specifically through 
meso level partnerships to meet the need for an increase in available industry specific emissions data. 
Second, I discuss the parallels drawn (or lack thereof) between national level commitments to the 
Paris Agreement, and businesses acting within the fashion industry with focus on Iceland and Sweden. 
The purpose of this is to emphasize the ways in which meso level partnerships can take shape, and the 
role they hold in enabling businesses to effectively contribute to the targets set out by the Paris 
Agreement. Third, I outline the key obstacles companies face in incorporating an emissions inventory 
into their corporate strategies: namely, identifying operational boundaries and a starting point, and 
propose a solution to overcome this: the HIT. Based on the findings of this tool, functioning as the 
main outcome of my paper, I pin point the two most relevant emission hotspots for the Company to 
begin looking into: procurement (LCP 1) and owned manufacturing (LCP 2a). This tool is the product 
of my third objective, built around the principles of my conceptual framework. Namely, the LCA-
SGVC hybrid in association with the principles set out by the GHG Protocol Corporate Standard. 
Finally, I list suggestions for further research that would extend and amplify the purpose and outcome 
of my research. 

The key recognition of my research is the lack of local environmental stewardship held by 
businesses to engage with their respective national Climate Action Plans in line with the Paris 
Agreement, as the STICA does in Sweden. Iceland has set a goal to reach climate neutrality for the 
year 2040. As such I took an explorative look at the opportunities and challenges of forming a multi-
stakeholder initiative with local industry players, helping to reduce the nations climate impact whilst 
strengthening the markets global competitiveness. The challenge in forming such an initiative in 
Iceland was the lack of an established governance structure surrounding Icelandic fashion brands. The 
Iceland Design Centre acted as the closest thing to it, although their focus has to date not been on the 
fashion industry, but Icelandic design at large (architecture, furniture, graphic design, etc.). An 
opportunity would be for Icelandic companies to partner with the STICA, with the Iceland Design 
Centre acting as a local agent of governance, and to join their already established network and 
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resource structure. This would give them an opportunity to contribute to the network to give the 
STICA a wider reach beyond Sweden, to also encompass the Nordic sister nations. The impact of this 
would be twofold. First of all, it would function to extract useful data from SME’s to support the 
development of the Charter. Second, it would awaken a conversation around the need for 
incorporating considerations for the impact of imported goods and levels of consumption in Iceland’s 
Climate Action Plan.  

The biggest obstacle for companies to overcome in setting up a strategy to decarbonise their 
value chain is to identify operational boundaries and knowing where to start. Impacts across 
activities outside of company’s direct control are often dismissed and even when they are not, they 
rely heavily on third party transparency and consistency adding a level of complexity to the equation. 
My literature review revealed that identifying companies highest impacting life cycles phases shows 
varied results depending on the type of business model. It is therefore crucial that companies take 
measures to evaluate their specific value chains and emission hotspots. With the Company’s long-term 
global expansion strategy in mind, it makes business sense to invest resources in establishing the 
foundations for this work while the supply chain network is still relatively small. Once the Company 
grows, activities will become more complex and time consuming to trace. Further, mapping GHG 
emission hotspots offers businesses an opportunity to not only drastically improve their ability to 
predict these market shifts, but also identify emerging business opportunities early on. However, data 
is scarce and so are the resources for companies to begin this an investigation into generating a 
wholesome emissions inventory. This calls for collective action by a wide range of industry and cross-
sector stakeholders to apply radical transparency to business operations. Whilst innovative 
technologies such as Blockchain will ease the transition towards tracking products along the value 
chain, companies need to exchange expertise and knowledge, placing greater pressure on common 
supply chain partners to start measuring impacts, and strengthening consumer awareness around 
purchasing and user-phase behaviours.  

The HIT identifies the operational boundaries of the business and suggest where the most 
relevant areas of which to begin taking action. Its development draws a direct correlation to the 
third objective of my research, as academic research (in the form of an extensive literature review and 
document analysis) and industry expertise (in the form of qualitative interviews with internal company 
stakeholders and external experts) is bridged in an action-oriented manner. An LCA-SGVC hybrid 
functions as the skeleton of this tool, with the principles set out by the GHG Protocol Corporate 
Standard intertwined in its structure. The data input was based on my literature review in alignment 
with qualitative interviews with the Head of Production and Supply Chain Manager. The two 
interviewees were asked to rate the Company’s degree of controllability over specific sub-system level 
activities. By subsequently mirroring these findings with the findings of previous papers (Roos et 
al….), I was able to identify the Company’s most relevant emission hotspots. This suggests that 
despite the lack of data, the HIT functions as a valuable assessment tool in establishing appropriate 
points for action based on merely a selection of its components.  

The outcome of this paper revealed that the highest level of impact would be through reformation of 
design principles (LCP 1: Procurement) due to the direct relation held to Scope 3 activities. 
Specifically by encouraging a discussion around material impacts with suppliers (LCP 0: Material 
Production), as well as considering factors influencing the care (LCP 4: Use Phase) and disposal (LCP 
5: End of Life Management) of garments, such as design-for-circularity, design-for-disassembly, and 
design-for-longevity. 

The identified hotspots boiled down to the LCP 1: Procurement and LCP 2a: Owned Manufacturing. 
The first phase is directly related to the fibre, yarn and fabric production process (LCP 0), attested as a 
main source of GHG emissions in global supply chains. Although this phase falls under Scope 3 and 
lies outside of the Company’s direct control, they do control what they buy and they can begin the 
conversation with their material suppliers. Establishing an emissions inventory across the Company’s 
extensive fabric library will require time and a high reliance on third party data. However, used wisely, 
it can function to elevate marketing and storytelling and engage the increasingly concerned consumer. 
Further, the material selection process influences the way in which the garment ultimately will be 
cared for, possibly decreasing frequency of washing and laundering.  
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Another phase that revealed a high level of controllability matched with an attested opportunity for 
meaningful impact reduction was the Company’s Owned Factories (LCP2a). Here, the Company holds 
full control over the processes and machinery used, falling under Scope 1 and Scope 2 emissions. 
From a global perspective, the most effective strategy for industry-wide emissions reduction is to 
invest in renewable energy and energy efficiency programs across highest impacting life cycle phases 
(Quantis, 2018). Although this may be costly, this could function as an insetting initiative to 
strengthen the supply chain. 

My research examined the starting point for taking action on climate change. Suggested areas for 
further research would be:  

- How might placing a monetary value on emission outputs function to increase engagement 
from business to act on climate change? 

- Why should and how can an SME within the fashion industry begin decarbonising their 
materials portfolio? 

- How can an insetting initiative be structured as to compensate for an SME’s emissions outputs 
and strengthen supply chain operations and relationships? 

- Why should and how can consumption related targets be incorporated into national Climate 
Actions Plans?  
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11 Appendixes 

APPENDIX A: Interview Questions 
A1 – Internal, Head of Marketing 

Face to face interview with head of marketing at the Company with the aim of getting a better 
understanding for marketing strategy, the consumer and market landscape, LCP 4 and 5  (01/03/2019) 

A) Consumer receptiveness 
-‐ What is the general level of appreciation for sustainability factors among key consumer group?  
-‐ Has the Company mapped out consumer segments, and how this receptivity may differ between 

product categories?  
-‐ In terms of level of demand for sustainable product, does he recognize a distinction between local 

(Icelandic) consumers, foreign markets, tourists? 
-‐ What is the level of inquiries around this topic via mail, phone, in store? Is the consumer asking 

about this? If so, which consumer segments stand out in this regard 
(younger/older/local/global)? 

 
B) Messaging 
-‐ How does the Company currently communicate around sustainability? 
-‐ Do you see potential in bringing sustainability more to the front in the Company´s storytelling? 
-‐ In what way does the topic of sustainability and climate leadership function in relation to the 

Company´s story and core values? 
o May it pose a challenge or may it strengthen the brand value? 
o  

C) Product labeling 
-‐ What is currently included in the product labeling in terms of care, composition, product origin/place 

of production? 
o Could this be executed in more detail? 
o Maybe using a QR code? 

-‐ Could labeling be used to increase consumer awareness? 
-‐ Have you considered ways in which the Company could further educate the consumer about their 

purchases? 
o To what degree of responsibility do you consider the Company to have in doing so? 
o  

D) Circularity 
-‐ Product as a Service (Paas) 

o Have you considered rental/leasing models for certain product lines? 
-‐ What is your current take back scheme?  
-‐ Are you looking at developing this further?  
-‐ What could be done with collected items? 
-‐ Do you see any potential for this on a marketing level? 
-‐ Recycled fabrics?? 
 
E) Partnerships 
-‐ What kind of partnerships has the Company undertaken in the past, with industry peers, industry 

associations or other external stakeholders, regarding any type of development/innovation 
project?  

o What was the project and when? 
o What was successful, what didn’t work so well? 

-‐ Do you see potential in partnering with external stakeholders such as start-ups, local NGO’s or 
universities in developing the communication strategy? 

-‐ Have you looked into recycling partners such as I:CO, the Red Cross? 
o If so, can you describe your (the Company’s) level of involvement in that process? 
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A2 – Internal, Head of Design  

Face to face interview with head of design at the Company with the aim of getting a better 
understanding for the design and procurement process, LCP 0 and 1  (01/03/2019) 

A) PRODUCT LINE 

-‐ How many product lines does the Company produce and how are they split up? 
o Outer layer, mid layer, base layer, everyday 
o Kids and accessories 

-‐ What is the Company´s most sold garment? 
-‐ What is the Company´s least/most difficultly sold garment? 
-‐ What is the Company´s “stable/core garment”? 

o What is the average lifespan of this garment?  
o What is the approximate product quantity sold per month/year? 
o Do they consider the lifecycle of a garment in the design process? If so, Do they work 

with an LCA (Part D)? Why/why not? 
o Do they consider elements of the value chain in their design process? 

-‐ What is currently included in the product labeling in terms of care, composition, product 
origin/place of production? 

o Could this be executed in more detail? 
o Could labeling be used to increase consumer awareness? 

 

B) CHOICE OF MATERIAL 

F) How has the company’s fabric portfolio developed in the past years? 
o How does she predict it to evolve in the coming 5 years? 

 

G) What are the company´s current fabric requirements? 
o What requirements have been added in the past years? 
o What are the most commonly used materials? 
o Least used materials? 
o Have they considered recycled materials? 

H) How would she describe her inclination towards taking emissions impact into consideration in 
the design process and the development of the fabric portfolio?  

I) Does she have an overview of wherefrom raw fibers are extracted? 
J) What innovative materials are they currently using that are considered to be environmentally 

friendly, and why? 
o What innovative material has she got her eyes on (if any)? 
o What might be obstacles in obtaining these? Price/scale? 
•  

B) PROCESSING 

K) What lead times are you working with? 
L) On average, how many samples do you require from the manufacturer? Could this be cut 

down? 
M) Cut-Make-Trim (CMT) 

o How do they work to minimize wasted fabric? 
o What happens to waste material? 
o Could this be used in other ways? 

N) What type of packaging is currently being used for transport? 
o Is there potential for using less plastic in packaging? 
o What happens to the packaging after delivery? 
o Is there potential in re-using packaging? 
o What type of packaging is used to ship online orders? 
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C) CIRCULARITY 

O) What is the company’s current strategy on design for circularity?  
o What have been successes? 
o What have been challenges? 
o What are future opportunities? 

P) What is the company´s current strategy on design for longevity?  
o How does the design process change with this in mind? 
o What are elements of design that can function to increase product lifespan? 
o How does design for disassembly play a role? 

§ Successes, challenges, opportunities? 
Q) Waste management 

o Have they looked into recycling possibilities? 
o Do they have a garment collection scheme in place? 
o If not, does she think it would add value to her work process to do so? 
•  

R) Has she given any thought to Product as a Service (Paas) models? 
o Repair/Upgrade/Resell 
o Rental/Leasing/Sharing 

 

E) PARTNERSHIPS 

S) To your knowledge, what kind of partnerships has the Company undertaken in the past, with 
industry peers or industry associations regarding any type of project?  

o What was the project and when did it take place? 
o What was successful, what didn’t work so well? 

T) Does she see potential in partnering with external stakeholders, such as start-ups, local NGO’s 
or universities, or the Company´s supply chain partners in developing the design process to 
incorporate a higher level of sustainability?  

o What could be challenges/opportunities? 
 

D) LIFE CYCLE ANALYSIS 

U) Discussion on LCA 
o Do they consider an LCA perspective, how, why, since when? 
o At what stage of the design process?  
o Which aspect of the LCA is placed greatest focus on when it comes to design 

decisions? 
o What areas could be improved? 
o What is their repair policy and after life care for garments? 

Any other comments on the subject? 
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A3.1 – Internal, Head of SCM and  

Face to face interview with Head of Supply Chain, Warehouse and Logistics with the aim of getting a 
better understanding for the supply chain and aid in the development of the HIT, LCP 2 and 3  
(01/03/2019) 

The interview questions were based on the same format as those provided in the following section, 
Appendix A3.2. 

A3.2 – Internal, Head of Production 

Face to face interview with both head of SCM, Warehouse and Logistics and the Head of Production 
at the Company with the aim of getting a better understanding for the the supply chain and aid in the 
development of the HIT, LCP 2 and 3  (01/03/2019) 

With the same objective for outcome, the interview questions were the same for both individuals. 

This interview is structured in such a way to develop an understanding of:  

Part 1: PRODUCTION OVERVIEW 

The Company’s scope of operations, and the Company’s relationship and level of engagement 
with partners along the value chain; 

Part 2: INSIGHT INTO DATA AND CALCULATIONS 

To paint a picture of level of difficulty/ease with which data can be collected for a complete 
emissions inventory. 

Part 3: REFLECTION 

Having seen the scope for investigation required for emissions inventorying, I will ask you 
some questions around your personal opinion on this topic. 

PART 1 

As a tangible outcome of this paper, a value chain map will be developed to pin point areas for further 
investigation (emission hotspots). For this I would like your help in identifying the Company’s 
standard value streams, methods of transport, frequency of deliveries, waste management, take-back 
schemes etc.  

This section aims to build a perspective of the Company’s scale and scope of operations and a 
description of your working relationship, level of influence and degree of contact with value chain 
partners. If possible, please provide: 

-‐ an overview of production processes at various manufacturing locations 
-‐ an overview of logistics and transport between locations 
-‐ a description of working dialogue with supply chain partners, level of transparency and 

engagement 
 

PART 2 

The following Q&A functions to lay out what information needs to be collected in which format for 
calculating the Company’s emissions inventory as required by the GHG Protocol. All data should be 
collected/calculated to fit in a time period of a year. I do not ask you to specifically find any 
information, but rather consider whether the information would be readily available or not. Please 
consider the following format for your answers: 

YES for “readily available” 

NO for “absolutely not possible” 

MAYBE for “not sure, would need more information” 
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TIME for “could be found but would be time consuming” 

COST for “could be found but would be costly” 

Some activities can easily be tracked with company bills or in bookkeeping, but some of these are 
trickier/more confusing and would require a survey to be done with employees or customers, or have 
to be requested from a 3rd Party. In those cases, please give an idea as for where you would go/who 
(which value chain partner) you would ask. 

LCP 1: Purchased Material and Production 

 Answer Point of contact (Value chain actor) 

Mass of all purchased 
materials 

  

Mass and type of all 
packaging used 

  

An overview of materials used across product categories (in rough %): 

Natural fabrics   

Synthetics   

Animal fibers   

Technical   

Recycled   

C02 emissions inventory of all purchased materials: 

Natural fabrics   

Synthetics   

Animal fibers   

Technical   

Recycled   

 

LCP 2: Manufacturing/Assembly (please consider the 3 levels of factories – owned, Iceland, 
outsourced) 

 Answer Point of contact (Value chain 
actor) 

 Owned Iceland Global Owned Iceland Global 

MW of energy and 
water used in textile 
processing 

      

MW of energy used in 
appliances (boilers*, 
machines, furnaces etc.) 

      

Overview of chemicals 
used in textile treatment 
and dyeing and their 

      



 60 

respective impact 

MW of energy used in 
machinery used for final 
garment assembly 
including attachment of 
accessories and other 
details (zippers, labels, 
seams) 

      

 

LCP 3a: Distribution: Warehouse, POS and HQ and transport 

 Answer Point of contact (Value chain actor) 

Type of energy used for 
heating and electricity, and 
amount the company 
consumes 

 

  

Type of vehicle used for 
deliveries of products from 
warehouse to POS, fuel type 
and amount consumed per 
year. 

 

  

 

LCP 3b: Transport and logistics: 

 Answer Point of contact (Value chain actor) 

Business travel: Inventory of 
frequency of flights, 
distance/destination, hotel 
stays, taxi rides for all 
company employees. 

 

  

Type of vehicle, fuel type and amount for: 

Transport from warehouse to 
POS 

 

  

Customer commute to and 
from POS 

 

  

Employees commute to and 
from work 

 

  



 61 

Transport of online orders 

 

  

 

LCP 4: Use-phase 

A high degree of emissions are connected to a products care phase. For this you would have to 
calculate the average frequency a consumer may launder, dry, iron, or dry-clean their products across 
product categories (outer layer, mid layer, base layer, everyday, kids and accessories) 

 Answer Point of contact (Value chain actor) 

Average frequency a 
consumer may launder, dry, 
iron or dry-clean across 
product categories 

  

 

LCP 5: End of Life management 

 Answer Point of contact (Value chain actor) 

Product percentage of sale/production that ends up in: 

Resale/Reuse   

Recycling   

Incineration   

Landfill   

 

PART 3 

Personal reflection: This part of the interview aims to develop an understanding for your personal 
perspective on the discussion around carbon reduction programs – degree of relevance, urgency and 
advantage for the Company to begin this discussion across the value chain. 

A. Are you familiar with UNFCCC´s Special Report on Global Warming of 1.5°C? 
 

B. Considering the findings of this report, what level of responsibility do you think falls on 
global business to commit to acting on climate change? 
 

C. What level of responsibility do you think falls on business within the fashion industry to 
educate and raise awareness of consumers about these issues? 

D. Before being introduced to the Charter by myself, had you heard of the Fashion Industry 
Charter for Climate Action? 

 

E. With a rough overview of data needed for collection for CO2 inventories, considering time 
and cost factors required for investigation, would you consider it feasible for the Company to 
carry out this research? 

 

F. From your experience and insights into the Company’s supply chain, what would you consider 
the most easily targeted emission hotspot for the Company to focus on? 
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G. From your experience and insights into the Company’s supply chain, what would you consider 
the biggest emission hotspot for the Company to focus on? 

 

H. What type of partnerships do you think would aid or be necessary for the Company in 
developing a strategy on measuring and reducing their carbon emissions inventory?  

 

I. Do you believe that considerations for carbon reduction would add value to the Company’s 
value proposition? 

 

J. Global fashion industry associations, in line with the FICCA and the UNFCCC, are urging 
companies to take a pre-collaborative approach to sustainability related issues. It is crucial that 
these issued be tackled on a system level and not as a single unit. Could you foresee/imagine a 
partnership between the Company, and external local stakeholders such as, for example, 
industry peers, the University of Iceland, the Ministry for the Environment, and perhaps the 
Icelandic Design Centre, to develop a decarbonization strategy for the Icelandic fashion 
industry? 
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A4 – Internal, Owner and CEO 

Face to face interview with CEO and Owner at the Company with the aim of getting a better 
understanding for the the Company’s management and future strategy (03/04/2019) 

Aim of interview: 

The aim of this interview is to look at the Company’s current strategy, future outlook and openness 
towards external partnerships in broadening the conversation around global climate action.  

1. Please describe the company’s market positioning and core values? 
 

2. What key elements or characteristics does your customer associate with the brand? 
 

3. What is your ambition for the company for the coming: 
a. three years?  
b. ten years? 

 

4. Please list what you consider to be the Company’s main KPIs in getting there? 
 

5. From the perspective of an outdoor apparel company, please list the following three factors in 
order of importance and roughly describe your reasoning: 

a. Economic (sales, profit, ROI, monetary flows, supplier relations) 
b. Environmental (GHG emissions, water pollution, waste management, resource 

depletion) 
c. Social (health and safety, community impact, employee relations, human rights) 

 

6. How familiar are you with the requirements for committing to the Fashion Industry Charter 
for Climate Action? 
 

7. Do you consider voluntary commitment to the Charter to fall under the companies 
environmental stewardship or corporate social responsibility, why/why not? 

 

8. What do you, at this point in time, consider to be the main challenges the Company may face 
in committing to the Charter? 

 

9. What are some potential opportunities you consider for the Company in committing to the 
Charter – how may this correlate to your 3/10-year ambition? 

 

10. What degree of responsibility do you consider to fall upon privately owned business to 
respond to the issue of climate change on a national level and support the countries Intended 
National Determined Contribution (INDC)? 

 

11. What may act to hinder the development of this conversation, and what type of resources 
might you need in overcoming these for taking action? 

 

12. Can you imagine the formation of a multi-stakeholder agreement in Iceland, similar to that of 
the STICA, with local industry peers in facing the same challenges? From your experience 
working in the Icelandic market, what would be obstacles/opportunities in this type of 
venture? 
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A5 – External, Susanne Häfeli Hestvik, Vice President, Tricorona AB 

Video call interview with external expert advisor at Tricorona with the aim of getting a better 
understanding for the the GHG Reporting  (06/03/2019) 

- In taking it upon them to track their emissions, where do company's generally start, what is the 
process, what problems generally arise and how are these overcome?  
 

- Is Value Chain Mapping an appropriate tool or should I be placing more focus on an LCA? 
How do these work to complement each other? 

 

- With limited resources for innovation and analysis, how can SME's best leverage their supply 
chain network to track their emissions?  

 

- What are some companies, organizations or NGO's that companies can approach for support 
or partnership in setting up their strategy for taking action on climate change?  

 

- Which databases can be used for collection of reliable industry standard data? 
 

- At this point, how would you describe the level of necessity for seeking external 
advice/partnerships, and value in partnering with supply chain partners, start-ups, universities 
and even industry peers? 

o Why would they be hesitant to do so?  
o What are some opportunities for them in doing so? 

 

- In terms of tracing and measuring of carbon emissions, where does a company's responsibility 
begin/end? ((Eg. If a company buys ready-made fabric from wholesaler, what is then then 
company's degree of responsibility for the raw materials extraction, dyeing, processing etc. of 
said fabric? Are they solely responsible for CMT activities post-purchase of fabric from 
wholesaler, or should they take the prior steps of production into consideration as well? Would 
those steps then classify as Scope 3 emissions? Surely fabric journey should be considered 
from extraction of raw material even though the company considers their chain to begin at the 
point of purchase of fabric from wholesaler?)) 

 

- In your opinion, on a marketing/storytelling level, to what degree does it fall under a 
company's environmental stewardship and commitment to taking action on climate change to 
leverage their power as political agents to educate consumers about their purchases in order to 
create a societal-level shift in consumer behaviors? 
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A6 -  External perspective, Deborah Holder, Head of CSR, Material Supplier, Sympatex 
Telephone interview with material supplier with the aim of getting a better understanding for their 
level of awareness and engagement (21/03/2019) 

1. Please briefly describe your role and current projects at Sympatex. 
 

2. How do you measure the CO2 impact of your products? 
 

3. When and why did your company start looking into product CO2 impact and for how many 
years have you been working with these calculations? 

 

4. What difficulties have you come across in this time and how were these challenges overcome? 
 

5. What types of partnerships have been elemental in your company’s ability to account for CO2 
inventories?  

 

6. With “technical” materials in mind (such as Sympatex), what are some examples of common 
trade-offs that will occur with other environmental impact factors, eg. water- and chemical 
use, and could you elaborate a bit on this in terms of supplier/buyer/consumer point of view 
(what is important for whom?) and how to you balance these metrics? 

 

7. How do you communicate about the carbon footprint of your products with your buyers, and 
what is the general response and level of interest from buyers around these figures? 

 

8. Do you think there is a lack of awareness around the need for taking action on climate change 
in the clothing industry, or simply lack of resources or economic incentive? 

 

9. Do you have faith that the principles of the Fashion Industry Charter for Climate Action will 
function to bring about the necessary change for the fashion industry to tackle these issues? 

 

10. What do you think presents the biggest challenges for small-medium sized enterprises (SMEs) 
to commit to the Charter and what type of partnerships do you think will be fundamental for 
companies to build in order to take them on? 

 

11. Do you think SMEs hold an unwritten responsibility to start taking these calculations into 
consideration in their procurement processes, and why do you think companies might be 
hesitant to do so? 

 

12. What role do you think that SMEs can play in placing pressure on material suppliers to begin 
measuring and reducing their emissions? 

 

13. In comparison to the current stage of the discussion around accounting for CO2 inventories in 
the fashion industry, where do you predict this conversation going in the coming three to five 
years and what do you think needs to change for it to have a lasting impact? 
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A7 – External, Niclas Svenningsen, UNFCCC 
Telephone interview with representative from the Charter with the aim of getting a better 
understanding for  governance (10/04/2019) 

The overarching question for this interview is: How can a Small-Medium Sized Enterprise (SME) best 
commit to the principles outlined by the Fashion Industry Charter for Climate Action (the Charter), 
from the perspective of a UNFCCC representative? 

MICRO:  

• What is the role of SMEs in committing to act on climate change and building a 
decarbonisation pathway along their value chains? 

• How does this commitment feed into moral corporate responsibilities and how will pressure to 
commit continue to rise in coming years? 

• What are common challenges SME’s may face in committing to the Charter, and how can 
these be overcome? 

• What type of partnerships will be fundamental for companies to leverage in their strategies 
towards decarbonizing their value chains? 

• Do you foresee shifts in corporate resource allocation that may support this process, and if so 
in what ways? 

• What are opportunities that will be presented to companies in becoming signatories of the 
Charter? 

• What type of support will they receive? 
• How can companies contribute to the working groups? 
• Are there other benefits not mentioned? 

MESO:  

• With global expansion and growth at the heart of corporate strategies, what are some 
challenges and opportunities in terms of budgeting and finance? 

• From an investors and shareholder perspective: 
• How are strategies for acting on climate change/sustainability valued? 
• How has this changed over the past couple of years and how do you see it developing in 

coming years? 
• From a business owners perspective: 
• Can short-term liability/financial output be overcome by long-term opportunistic thinking? 
• Will committing to act on climate add value to the company’s market position in the eyes of 

consumers, peers and civil society?  
• From a value chain perspective: 
• How do benchmarking tools such as the SAC’s Higg FEM assessment, that function as a tool 

to identify improvement opportunities rather than a pass/fail assessment, complement the need 
for increased industry transparency? 

• How can companies support/incentivize their material suppliers in building their own 
operational decarbonisation pathway? 

MACRO:  

• How can actors of the fashion industry work towards structuring a "pre-competitive business 
arena"? 

• What are ways companies can support and collaborate with industry peers, local networks and 
supply chain partners to engage in a broader discussion on climate, and what acts as their 
incentive in doing so? 

• Can fashion companies support the countries in which they conduct business in reaching their 
National Determined Contributions (NDCs) to increase ambition to limit climate change 
through initiatives such as the STIKA? 

• What responsibility do apparel companies hold in leveraging their market influence to act as 
political agents to support NDCs? 
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A8 – External, Michael Schragger, Sustainable Fashion Academy 

Telephone interview with founder of STICA with the aim of getting a better understanding for the 
challenges and opportunities in Multi-Stakeholder Agreements and the possibilities for partnership  

The overarching question for this interview is: 

What are the main opportunities and challenges in forming a multi-stakeholder agreement? 

- How and why was the STICA initiated? 

- Can you roughly describe the operational setup of the initiative? 

- As an initiative for climate action with the aim of reducing the countries carbon budget, 
does the initiative receive any government support? 

- Can you elaborate how the initiative functions to help Sweden reach its National 
Determined Contribution (NDC)? 

- What is the key business incentive for SME’s in starting to build a pathway towards 
decarbonizing the value chain? 

- …and what is the key business incentive in becoming a STICA network member? 

- What has been the main root for hesitation from companies in becoming network 
members? How is this overcome? 

- What areas of business are companies struggling with the most in terms of data 
collection and resources? 

- What kind of additional consulting support and tools to support data collection and 
management do you recommend for smaller companies to leverage? 

- There is a lot of talk about radical transparency, full disclosure of operations and 
applying a pre-competitive business mindset to unlock transformative innovation. What is your 
experience with companies’ level of openness towards this development? 

- Do network members engage with each other? In what capacity is a pre-competitive 
mindset applied within the STICA? 

- From your experience, what are the main challenges and opportunities in forming 
Multi-Stakeholder Agreements? 

- Can companies operating outside of the Swedish market become network members? 

- What would you advise other countries if looking into forming similar initiatives?  

- Could you foresee a future knowledge-sharing network between the STICA and other 
nation networks? 
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A9 – External, Halla Helgadottir, CEO, Iceland Design Centre 

Telephone interview with CEO of Iceland Design Centre with the aim of getting a better 
understanding for the challenges and opportunities of the Icelandic market to establish a Multi-
Stakeholder Agreement (09/04/2019) 

A. Brief history on the Iceland Design Center  

– how an by whom was it founded, how long have you been running it as CEO, and please describe 
the operational structure/member network? 

B. Brief history of the Iceland Design policy (2014-2018)  

– how and by whom was it developed, how was it received by relevant stakeholders, what does the 
future entail? 

– How was Sustainability an integral part of this report? 

C. Are you familiar with the UNFCC’s Special Report on Global Warming of 1.5 °C? 

Are you familiar with the Fashion Industry Charter for Climate Action? 

How would you describe Iceland Design Centre’s communication strategy around the topic of climate 
change?  

Was there any talk around Climate Action at the Icelandic Design March? 

Has the subject of climate change pushed thinking around designing solutions for lowering carbon 
emissions or even carbon sequestration? 

From a general design perspective, would you predict an increase in this dialogue in coming years?  

Are you familiar with Iceland’s Climate Action Plan? 

 - I want to highlight that Iceland’s CAP doesn’t refer to consumption at all, whilst „71% of household 
emissions were attributed to imported goods. revealing that the GHG emissions burden of Icelandic 
consumption falls primarily on developing nations“ As CAPs become stricter, and a broader GHG 
accounting framework is required (locally and globally), greater pressure will start falling on tracing 
the supply chain. 

With this in mind do you recognise a correlation between Iceland’s strategy towards decarbonising the 
national economy, and the consumer goods businesses that operate in the market? 

Could you foresee the Icelandic Design Centre playing a role in this development? Either as a bearer 
of information to the public (creating public awareness – or as a provider of solutions) 

To what degree do you think design and consumer goods can influence and educate local residents 
about the important role of consumption in creating greenhouse gas emissions? 

- i.e. encouraging consumers to purchase durable, repairable and reusable goods;  

- reducing the amount of materials that go to waste;  

- reducing consumption of carbon-intensive consumer goods and services 

What is your experience with multi-stakeholder agreements in Iceland?  

Drawing from your own experience, what would be challenges and opportunities in aligning fashion 
industry peers to tackle common challenges and meeting shared targets? 
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APPENDIX B: Explanation of Scopes  
Table A1: Explanation of Scopes (based on Defra (2009); GHG Protocol (2013)) 

 Definition Examples 

Scope 1 Direct 
Emissions 

Activities owned or controlled 
by your organisation that release 
emissions straight into the 
atmosphere. 

• Boilers, furnaces, vehicles; 
• Emissions from chemical production in owned or 

controlled process equipment, transportation of 
materials, products, waste, and employees;  

• Fugitive emissions 

Scope 2 Indirect 
Energy 

Indirect emissions that are a 
consequence of your 
organisation’s activities but 
which occur at sources you do 
not own or control;  

 

Generation of purchased electricity in owned facilities or 
controlled equipment.  

Scope 3 Other 
Indirect 
Upstream 
Activities 

Scope 3 emissions refer to those 
that are a consequence of your 
actions, which occur at sources 
which you do not own or control 
and which are not, classed as 
scope 2 emissions.  

Upstream Scope 3 emissions are 
those activities related to the 
production of goods sold 

C1: Purchased goods and services 

C2: Capital goods 

C3: Fuel- and energy-related activities (not included in 
Scope 1 or 2) 

C4: Upstream transportation and distribution 

C5: Waste generated in operations 

C6: Business travel 

C7: Employee commuting 

C8: Upstream leased assets 

Scope 3 Other 
Indirect 
Downstream 
Activities 

Downstream Scope 3 emissions 
are those activities related to the 
distribution, sale, use and final 
disposal of goods sold 

C9: Downstream transportation and distribution 

C10: Processing of sold products 

C11: Use of sold products 

C12: End-of-life treatment of sold products 

C13: Downstream leased assets 

C14: Franchises 

C15: Investments 
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APPENDIX C: Description of Scope 3 Categories 
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APPENDIX D: Example emissions inventory comparison of materials provided 
by Material Supplier and compensation option 
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APPENDIX E: The GHG Protocol Corporate standard methodology 
The GHG Protocol Corporate Standard provides a step-by-step guide to simplify the process for 
companies in quantifying and reporting on their GHG emissions (GHG Protocol, 2004). First 
published in 2001, the guidance has since been updated by real-life case studies and key learning’s 
form various industries, highlighting that GHG accounting and reporting shall be based on five 
principles: relevance, completeness, consistency, transparency, and accuracy, accounting for the factor 
of time and some naturally occurring trade-offs between principles. Although data accuracy is 
important, with limited tools for specific data extraction at hand, the actual reduction of the collected 
data takes precedence. If approaching the target is deemed too complex and resource intense, it may be 
worth putting it on hold until the company is in a better position to do so and focus first on low-
hanging fruit. 

The very first step of the process is setting operational boundaries and level of responsibility for 
generated emissions (Farsan et al. 2018). These should be comprehensive with respect to direct, ie. 
emissions that are owned and controlled by the company, and indirect emissions, ie. emissions that are 
a consequence of business activities but occur outside of company’s direct control (GHG Protocol, 
2004). Reporting remains voluntary and it is up to the company to set their own operational 
boundaries in terms of which emissions to include, and which to dismiss. It is advised that all material 
be publically disclosed, fully transparent and thus decisions around operational boundaries should be 
properly justified. Many companies within the fashion industry buy ready-made fabric from 
wholesalers and stand only for the cut-make-trim or they outsource that phase as well and buy the 
ready-made garment to be sold in store. In these cases it is often believed that the company should not 
stand for the environmental impact up until point of purchase. However, emissions external to 
companies’ direct operation are in fact a direct result of company activities. In other words, emissions 
would not occur unless the company was buying the product. 
 
The second step would be to determine which hotspots are most relevant for the company (GHG 
Protocol, 2013). Through identification of system nodes through a Value Chain Assessment (VCA), 
businesses can recognize level of controllability and, at each step, leverage the necessary expertise, 
tools and enablers to support their efforts. Notably, many cases will require re-imagined business 
models or alternate circular thinking to unlock potential for carbon reduction (WEF, 2016). To identify 
which emission hotspots are most relevant to the companies’ unique value proposition, more detailed 
activity characteristics can be identified. Besides a standard revenue analysis, this can be done 
according to the following criteria, based on the GHG Protocol’s Scope 3 Standard (2013) and is 
incorporated in the HIT: 

- level and size of contribution to total anticipated Scope 3 emissions;  
- level of influence or controllability the company holds over said activity;  
- stakeholder perspectives, i.e. what is critical in the eyes of the customers, suppliers, investors 

and civil society?;  
- is the activity outsourced?;  
- the activity has been deemed significant by sector-specific guidance;  

The final step would be to collect activity data, most of which is relatively easy to obtain on company 
bills, energy meter readings and other receipts. It is advised to collect activity data by volume or mass, 
which can then be used to calculate emissions. For example, amount and type of fuel consumed by the 
company’s owned vehicles, or frequency and length of business travel (Defra, 2009). As is laid out in 
Table A2, the process of accounting for a company’s Scope 3 Emissions Inventory does not require a 
detailed GHG emission LCA of all products and operations, but can be broken down into four steps. 
The process does, however, rely heavily on third party transparency and consistency. Therefore, 
availability and reliability of data may cause lower degree of accuracy (Defra, 2009). In the case that 
activity data cannot be obtained directly, estimates and extrapolations in the form of proxy data are 
acceptable, as long as the company is transparent about its reasoning and approach (GHG Protocol, 
2013). It is important to remember that the main goal of accounting for emissions inventory is 
lowering emissions.  

Table A2: Step-by-Step Accounting for Scope 3 Emissions Inventory (taken from GHG Protocol (2013)) 
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STEP VALUE EXAMPLES 

1. Describe the 
Value Chain 

 

“Because the assessment of Scope 3 emissions 
does not require a full LCA, it is important, for 
the sake of transparency, to provide a general 
description of the value chain and the associated 
GHG sources. For this step, the Scope 3 
categories listed (see Appendix B) can be used as 
a checklist.” 

“Companies usually face choices on how many 
levels up- and downstream to include in scope 3. 
Consideration of the company’s inventory or 
business goals and relevance of the various scope 3 
categories will guide these choices.” 

2. Determine 
which Scope 3 
hotspots are 
most relevant 
for your 
company. 

 

“Only some types of upstream or downstream 
emissions categories might be relevant to the 
company. They may be relevant for several 
reasons: (a) They are large (or believed to be 
large) relative to the company’s scope 1 and 
scope 2 emissions; (b) They contribute to the 
company’s GHG risk exposure; (c) They are 
deemed critical by key stakeholders (e.g., 
feedback from customers, suppliers, investors, or 
civil society; (d) There are potential emissions 
reductions that could be undertaken or influenced 
by the company.” 

“Commodity and consumer product companies may 
want to account for GHGs from transporting raw 
materials, products, and waste.” 

“If fossil fuel or electricity is required to use the 
company’s products, product use phase emissions 
may be a relevant category to report. This may be 
especially important if the company can influence 
product design attributes (e.g., energy efficiency) or 
customer behaviour in ways that reduce GHG 
emissions during the use of the products.” 

3. Identify 
partners along 
the value 
chain. 

 

“Identify any partners that contribute potentially 
significant amounts of GHGs along the value 
chain. This is important when trying to identify 
sources, obtain relevant data, and calculate 
emissions.” 

 

“Customers/users, product designers/manufacturers, 
energy providers, etc.” 

4. Quantify 
Scope 3 
emissions. 

 

“While data availability and reliability may 
influence which scope 3 activities are included in 
the inventory, it is accepted that data accuracy 
may be lower. It may be more important to 
understand the relative magnitude of and possible 
changes to scope 3 activities. Verification of 
scope 3 emissions will often be difficult and may 
only be considered if data is of reliable quality.” 

“Emission estimates are acceptable as long as there is 
transparency with regard to the estimation approach, 
and the data used for the analysis are adequate to 
support the objectives of the inventory.” 

 

Tracking Emissions over Time 

Having establish the companies operational boundaries, a reference point to act as a calculation 
baseline. The baseline should be the earliest year that verifiable emissions data is available for. 
Further, the emissions reporting year should ideally correspond with the financial year, but in the case 
that it does not, the majority of the prior should fall within the latter (Defra, 2009).  

For consistent tracking of performance over time, you may need to recalculate your base year for 
comparison of current vs. historic emissions. As an iterative process, it is advisable to develop a base 
year recalculation policy for improving data quality over time, incorporating a clear explanation for 
the basis and context of any recalculations, and applied in a consistent manner (Defra, 2009). 
Depending on the specificity of the case at hand, the need for base year recalculation may or may not 
be necessary.  

The need for recalculation may be presented in the case of: 

• Structural changes such as the transfer of ownership or control of emissions-releasing 
activities, e.g. mergers, acquisition or divestments, and outsourcing and insourcing of 
emitting activities. 

• Changes in calculation methods or improvements in the accuracy of emission factors or 
activity data that result in a significant impact on the base year emissions data. 

• Discovery of significant errors. 

Recalculation need not occur in the case of: 



 77 

• Economic growth or decline 
• Outsourcing or insourcing of emitting activities that fall within the scope of reported 

emissions 
• Acquired or sold operations that did not exist in base year 

Another approach is the “rolling base year” method, which in theory establishes a new base year 
every year (GHG Protocol, 2004). Due to limited availability of Scope 3 data collection, data may be 
of relatively low quality. Over time, this data should be replaced by higher quality data as it becomes 
available. Activities with relatively low data quality or relatively high emissions should be prioritized. 
To ensure transparency and avoid misinterpretation, companies are required to provide a description of 
the data quality of reported emission data.  

Due to the scope of this thesis, I will not go further into the specificities of the requirements for 
calculations, but will advise the reader that in their Scope 3 Standard, the GHG Protocol (2013) offers 
detailed guidance on how to account for level of data quality and uncertainty, and further guidance on 
recalculating baseline emissions when making improvements in data quality over time. 

Formulating Ambition and Target Setting 

In formulating a strategy on taking action on climate change, long-term thinking is fundamental 
(Farsan et al. 2018) and there are numerous good business reasons to setting science based targets.  
 
Firstly, by identifying opportunities to increase resource and energy efficiency, cost savings can be 
made and investments in better technology will future-proof growth. Based on a company’s objectives, 
some levers for change could be: type of raw materials used, source of raw materials, encouraging 
supplier improvement through procurement standards, supporting suppliers through investment in 
clean technology, change in process efficiency, regulation change and compliance requirements, 
improved quantification of emissions or resource use and valuation methodology, and structural 
changes through vertical and horizontal integration (Kering Group, 2016).   
 
Second, by setting and publically disclosing ambitious targets, the company demonstrates market 
leadership and a forward thinking outlook. Science-based targets (SBTs) tend to be very ambitious and 
a company’s inventory and progress towards its targets should be updated and published on an annual 
basis (Farsan et al. 2018). With the traditional SMART (Specific, Measurable, Attainable, Relevant 
and Time bound) goal criteria in mind, SBTs tend to let target relevance supersede its level of 
attainability, i.e. having relevant goals is considered much more important than setting achievable 
goals.  
 
Finally, in an increasingly environmentally conscious society and marketplace, managing a companies 
GHG emissions inventory and publically disclosing on the process is a sign of honesty and stimulates 
trust and respect from stakeholders. As such, the strategy may function to elevate global brand 
recognition (Defra, 2009). Communicating about “avoided emissions” can function as a good 
marketing tool as an additional product feature, and may function to differentiate the company form 
competitors, raise industry, policy maker and value chain partner awareness (GHG Protocol, 2011).  
 

At the moment of target setting, clear solutions may not exist. At first, the roadmap to reaching targets 
may be unclear, but the process requires one to first calculate the baseline and map out reduction 
targets. From here, the building blocks within the journey can be laid out. Recognizing that the 
possibility for a gap in estimations can be an important step forward. This gap may require more than 
incremental improvements, and require more fundamental changes towards disruptive innovation or 
even business model innovation (Quantis, 2019c). The following four step process in target setting is 
laid out by the SBTi: 

1. Commit to setting SBTs - This requires a commitment letter signed by the CEO. 

2. Develop your ambition - This gives you up to a two-year time frame to define targets that 
comply with SBTi’s Eligibility Criteria. 
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3. Submit your targets - Fill in a submission form for review; this will be validated within six to 
eight weeks. 

4. Disclose your process - Once validated, the targets will be publicly disclosed on SBTi’s 
website; the company is then required to disclose process annually and publically. 

The most robust approach to formulating ambition for the reduction of a company’s Scope 3 impact is 
setting quantitative emissions reductions targets. These can either be expressed in absolute terms, 
where the company commits to an absolute reduction of its Scope 3 emissions over a defined time 
frame. For example, aiming for a 30% reduction in emissions by 2030 from a 2018 base-year; or 
intensity terms, where the company commits to the reduction of the Scope 3 GHG intensity of its 
activities as measured against a meaningful physical or economic activity indicator over a defined time 
frame. For example, a 30% reduction in CO2e/tonne of steel produced by 2030 from a 2018 base-year 
(Farsan et al. 2018). Both approaches have advantages and disadvantages as is laid out in Table A3 
below. 
 
Table A3: Advantages and disadvantages of setting absolute vs. intensity targets based on Defra 
(2009) 
Absolute Targets Intensity Targets 
Advantages Disadvantages Advantages  Disadvantages  
Designed to achieve a 
reduction in a 
specified quantity of 
GHGs emitted to the 
atmosphere 

Target base year 
recalculations for 
significant structural 
changes to the 
organisation will be 
necessary. These add 
complexity to tracking 
progress over time 

Reflects GHG 
performance 
improvements 
independent of 
organic growth or 
decline 

No guarantee that GHG 
emissions will be reduced – 
absolute emissions may rise 
even if intensity goes down 
and output increases 

Environmentally 
robust as it entails a 
commitment to reduce 
GHG emissions by a 
specified amount 

Does not allow 
comparisons of GHG 
intensity / efficiency 

Target base year 
recalculations for 
structural changes 
are usually not 
required 

Companies with diverse 
operations may find it 
difficult to define a single 
common business metric 

Transparently 
addresses potential 
stakeholder concerns 
about the need to 
manage absolute 
emissions 

May be difficult to 
achieve if the company 
grows unexpectedly or 
growth is linked to GHG 
emissions 

May increase the 
comparability of 
GHG 
performance 
amongst 
companies 

If a monetary variable is 
used, it shall be recalculated 
for changes in product prices 
and product mix, as well as 
inflation, adding complexity 
to the process 

 

 

 

Table A4: Examples of targets that validate consumption as a significant source of GHG emissions 
(USDN, 2019) 
Carbon Neutral 
Cities Alliance 

 

Framework for Long-
Term Deep Carbon 
Reduction Planning 

“Promote consumption-reduction approaches such as renting, sharing, fixing and 
reusing goods, as well as choosing products with lower emissions across the 
entire lifecycle.” 

Portland Climate Action Plan 
(2015) 

“Reduce consumption-related emissions by encouraging sustainable 
consumption and supporting Portland businesses in minimizing the carbon 
intensity of their supply chains. Action to be completed by 2020: Develop a 
sustainable consumption strategy to prioritize local government activities to 
support a shift to lower-carbon consumption patterns.” 

Eugene  Community Climate “Reduce greenhouse gas emissions by addressing purchasing habits. High 
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and Energy Action 
Plan (2010) 

Priority Action: Educate businesses and residents about the important role of 
consumption in creating greenhouse gas emissions. Focus on encouraging the 
purchase of durable, repairable and reusable goods; reducing the amount of 
materials that go to waste (including food); reducing consumption of carbon-
intensive consumer goods and services.” 

Minneapolis  Climate Action Plan 
(2013) 

“Increase awareness of the lifecycle impacts of products to address GHGs 
occurring outside the community.” 
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APPENDIX F: The 16 Principles of the Fashion Industry Charter for Climate 
Action 
 

Fashion Industry Charter for Climate Action  

“We, the Signatories to this Fashion Industry Charter on Climate Action, affirm our commitment on 
behalf of our companies/organizations to:  

1. Support the goals of the Paris Agreement in limiting global temperature rise to well below 
two degrees Celsius above pre-industrial levels;   

2. Commit to 30 per cent aggregate GHG emission reductions in scope 1, 2 and 3 of the 
Greenhouse Gas Protocol Corporate Standard,2 by 2030 against a baseline of no earlier than 
2015;3   

3. Commit to analyzing and setting a decarbonization pathway for the fashion industry drawing 
on methodologies from the Science-Based Targets Initiative;   

4. Quantify, track and publicly report our GHG emissions, consistent with standards and best 
practices of measurement and transparency;4   

5. Partner with experts, businesses, investors, environmental advocates and other stakeholders 
to develop and implement a decarbonization strategy for the fashion industry, including by 
developing a work programme and tools necessary to achieve the GHG emission reduction 
targets;   

6. Commit to prioritizing materials with low-climate5 impact without affecting negatively other 
sustainability aspects;   

7. Commit to continuously pursue energy efficiency measures and renewable energy in our 
value chain;   

8. As soon as possible and latest by 2025, commit to not installing new coal-fired boilers or 
other sources of coal-fired heat and power generation, on sites within Tier one6 and Tier 
two;7   

9. Support global transition to low-carbon transport by giving preference to low-carbon 
logistics;   

10. Support the movement towards circular business models and acknowledge the positive impact 
this will have towards reducing GHG emissions within the fashion sector;   

11. Establish a closer dialogue with consumers to increase awareness about the GHG emissions 
caused in the use and end-of-life phases of products, building towards changed consumer 
behaviors that reduce environmental impacts and extend the useful life of products;   

12. Partner with the finance community and policymakers to catalyse scalable solutions for a low-
carbon economy throughout the sector;   
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13. Together with other stakeholders, develop a strategy including targets and plans to advocate 
for the development of policies and laws to empower climate action in the fashion industry, 
especially in supply chains;   

14. Establish a dialogue with governments in key countries to enable renewable energy, energy 
efficiency and the necessary infrastructure for a systemic change beyond the fashion industry; 
  

15. Communicate a shared vision and understanding through the development of a common 
strategy and messaging, including by championing climate action within the fashion industry 
through an enhanced and trust-building dialogue with relevant stakeholders;   

16. Support the UN Climate Change secretariat in its efforts to manage the tracking and 
recognition of progress of the commitments outlined in the Fashion Industry Charter for 
Climate Action.” 
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