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& | There are many tools and services available to preserve

| Our capabilities-driven strategy approach provides the y
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| Companies have started to incorporate the UN Sustainable V
and repu performance of fashion players

| As consumers spend less on fashion and care more about /
sustainability, companies need to revisit their strategies I
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Vs Improving sustainable procurement of raw materials from

/7 The choice of raw materials is a fundamental determinant for
the sustainable reputation of fashion brands

Ihe environment has suffere greatly from unsustainable
brn\\th with fashion remaining a major source of pollution

Businesses should measure and report on sustainability to
i holder demands and mitigate ESG risks
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