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I N TRODUCT ION  &
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SUSTA INAB I L I T Y

ASOS is a British company where over the past ten

years has grown to become one of the world’s most

popular online fashion destinations. ASOS

concessions over 850 different brands, in addition to

its own range of affordable clothing and accessories.

The low price point and ease of delivery entice

shoppers however the low costs and the sheer

volume of cheaply made textiles ultimately will have

an impact that is detrimental to the environment,

animals, people and the planet. This report will look

at how ethical the ASOS private range is using the

critique of the four key principles of sustainability

outlined below followed by some strategic

suggestions in preparation for a brainstorming

activity in the upcoming strategy meeting.

 

Key principles of sustainability;
 

Fossil fuel usage should be eliminated, if any non-

fossil fuel resources are used they should be allowed

to replenish over time and be respected. 

 

Recycling or rather circular design should be

embedded into the nature of all business aspects. 

 

Biodiversity and ecosystems should be considered

when using resources such as water, land and air to

mitigate adverse effects to the planet and its

inhabitants.

 

Supply Chains should be inclusive to fair pay for all,

sourced locally where possible to reduce carbon

footprint and transparent to the consumer and other

stakeholders.
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ASOS’s fossil fuels statement “We believe we can only reduce

what we can measure so we’ve joined the Sustainable

Clothing Action Plan (SCAP) and the Sustainable Apparel

Coalition (SAC) so that we can accurately quantify our

environmental impacts. 

 

The Sustainable Clothing Action Plan (SCAP)ASOS has been a

member of SCAP since 2012. We use SCAP to assess our UK

clothing production across its life cycle to find ways to make it

less wasteful, and to reduce its carbon and water footprints.As

a signatory to SCAP’s 2020 Commitment, we’re aiming to

reduce the carbon and water footprint of ASOS Brands

clothing by 15% by 2020, and are using SCAP’s assessment tool

to measure and report on our progress.” (ASOS 2020) 

 

ASOS use diesel trucks to transport goods and a mixture of air

cargo and shipping cargo for deliveries of stock. The use of

non-renewable energy and fossil fuels such as oil is a direct

impact on climate change and makes up 92% of ASOS’s

carbon footprint.

 

Whilst ASOS made the public commitment to reduce its

greenhouse gas emissions by 2020 and has procured

renewable energy measures as part of the direct operations

within the UK sites there are opportunities to continue this

trajectory by using electric vehicles, using shipping for the

delivery of the factory garments from outside of the UK &

Europe as air cargo is more polluting, this is a slower system

and doesn’t correlate with fast fashion method that ASOS

currently have so there would need to be a refresh of strategy

from the very core of the business which is suggested further

within the strategic plan at the end of this report.  

 

There have been emission reduction measures implemented

within the warehouses, however, the packaging that ASOS

uses is plastic and not currently biodegradable but can be

recycled, biodegradable packaging bought at the volume that

ASOS is capable of can be cost-effective, this is further

outlined within the strategic plan at the end of the report.
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By 2020, we will train all of our design teams on circular

design techniques and best practice.

By 2020, we will train all of our relevant product teams on

circular principles and best practice for packaging.

By 2020, we will launch a garment collection scheme and

recycling programme for apparel for customers located in

the UK and Germany, our two biggest markets. We will

support this programme by engaging customers, through

social media, on garment care, repair and recycle.

Each year from 2018 - 2020 we will publish external targets

for increasing post-consumer recycled textile materials in

our products whilst eradicating those that cannot be cycled.

We will report on our progress and continue this initiative

past 2020.

The circular design process is where ASOS is excelling at

present, they have committed to many actionable goals such

as;

 

ASOS have a 2020 Circular Fashion System Commitment. At

the Copenhagen Fashion Summit in May 2017, ASOS signed

Global Fashion Agenda’s call to accelerate the transition to a

circular fashion economy.As a signatory, ASOS committed to

the following:

 

 

In 2018, ASOS launched a circular design pilot training

programme in partnership with London College of Fashion’s

Centre for Sustainable Fashion. 100% of ASOS design teams

have now progressed through a series of workshops and

discussions where they explore concepts, case studies and

practical applications of circular design.

 

“In October 2018, ASOS launched a pilot clothing recycling

programme with ASOS employees, to test a possible customer

proposition. In March 2019, ASOS participated in the Ellen

Macarthur #wearnext campaign in the city of New York,

joining forces with the fashion industry to tackle waste

together. ASOS states “we continue to explore options around

clothing take-back and hope to find an appropriate, scalable

solution to meet our commitment.” (ASOS, 2020)

RECYCL ING  AND  C IRCULAR

ECONOMY
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Wet processes: Wet processes such as dyeing and finishing

use substantial amounts of water and involve large quantities

of dyes and chemicals, which leave behind polluting

residues. We’re using the Higg Facility Environmental Module

(FEM) data to gain greater visibility on the environmental

impacts of wet processing.

Denim: is also a priority area for us. We’re encouraging our

denim suppliers to utilise low water and low chemical

methods, such as ozone and enzyme finishing. 

Sandblasting: Garment sandblasting involves projecting fine

sand with compressed air to create a worn look on denim

and other products. Sandblasting can be extremely

damaging to the health of workers and can lead to a

potentially fatal lung disease called silicosis. ASOS recognises

the health and safety risks to workers and has banned the

use of sandblasting within our supply chain.

Leather production: ASOS is committed to only sourcing

leather from tanneries that have a Leather Working Group

(LWG) audit. To help us develop a roadmap to reach this

ambition, ASOS is also collaborating with Tanneries of the

Future to help tanneries within our supply chain work

towards meeting an LWG audit. The process of leather

tanning requires significant amounts of energy, hazardous

chemicals and dyes that can have negative health

implications for workers, and pollute waterways and land

surrounding the tanneries. By collaborating with

organisations such as the LWG and Tanneries of the Future,

we’re ensuring that tanneries operate in a way that is safer

for people and the environment.

Biodiversity is something that ASOS can improve on, this list

gives an overview of how ASOS are aiming to Lower the

environmental impact of our processes;ASOS’s suppliers and

partner organisations are also helping to reduce the impact of

manufacturing processes on the environment and on the

health of those working and living in and around the sites

where ASOS products are made.

 

 

 

 

 

Continued on the next page
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.Chrome VI: is a heavy metal which is often formed from

Chromium III chemicals used in leather tanning. We’re

working with our suppliers to ensure that all of the leather

used in our products is compliant with REACH Chrome VI

regulations, and we regularly test all of our ASOS Brands

leather items to check suppliers are meeting these

requirements. We’re also educating our suppliers on how to

reduce the formation of this chemical at the source of

production.

Chemical management: Suppliers and brands must meet the

requirements set out in our Chemical Policy/Restricted

Substance List which is updated annually. ASOS Brands

suppliers are required to submit high-risk materials and

products, such as PU/ PVC, leather and embellishments for

mandatory chemical testing. In addition to meeting global

regulatory compliance, we have a thorough chemical due

diligence testing programme in place to perform compliance

spot checks against our Restricted Substance List. We use the

results from the chemical due diligence testing programme to

increase awareness and develop continuous improvement

training programmes, for both suppliers and retail teams.

 

 

 

ASOS has banned the use of animal fur from rabbits and angora,

the wool is claimed to be from non-mulesed sheep but this is

unregulated. ASOS do use leather, mohair, alpaca and cashmere

and do not specify the sources to where they are sourced.  

 

The ASOS brand has a lack of eco-friendly materials within their

collections, there has been no commitment as yet to roll this out

across their entire offerings. This is something that can also be

explored within the strategic plan. 

 

Back in 2010 ASOS introduced a collection called the ‘Eco Edit’

this selection of clothing, accessories and beauty products that

was marketed for its lower environmental impact, this ASOS

private label compromised of around a quarter of this collection

made with fair labour partners in Kenya and with fabrics from

Lenzing such as Tencel. This small collection can be classed as

an attempt at Greenwashing, the term is used to describe a

business that is spending money on marketing themselves as

green or eco friendly rather than being so.
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ASOS have a We’ve been a member of the Sustainable Apparel

Coalition since 2016. SAC developed the Higg Index, a set of

standardised sustainability measurement tools for all industry

participants. The Higg Index includes facility, brand and

product tools that measure environmental impacts across the

supply chain. One of these tools is the Facility Environmental

Module (FEM), which is completed annually by supply chain

facilities. We’re rolling the FEM out to our Tier 1-4 suppliers

that make ASOS products and fabrics. We also request that

fibre producers responsible for viscose production participate.

The SAC Brand & Retail Module (BRM) is undergoing an

update by the SAC, and therefore was not available for

completion this year. However, we’re committed to

completing this annually to benchmark our sustainability

performance. We’ll also continue to utilise the Materials

Sustainability Index (MSI) to inform our preferred material

strategy.

 

Because ASOS has been a member of the Ethical Trade

Initiative (ETI) since 2009 which promotes respect for workers

rights internationally, however, the code of conduct states that

the company is monitored and audited, the results that have

been published are not comprehensive, ASOS also do not

publish a list of direct suppliers on their website. There is no

clear guidelines or strategy for ensuring a living wage to

people within the supply chain, this is suggested within the

strategic plan at the end of this report. (ETI, 2020)

 

Another supply chain issue is to reduce the amount of waste

across the whole chain, including that of the brands that ASOS

have supplied to them, there should be a benchmark of

sustainable practice that the brands have to meet in order to

be a supplier, this is suggested within the strategic plan. 

 

ASOS have recently responded to the recent coronavirus

pandemic where workers within the supply chain have

claimed that the company is risking the employees’ safety by

not enforcing social distancing measures, this lack of action to

ensure the safety of the workers is suggesting that it is profit

over people when it comes to business. (Olulode, 2020)

SUPPLY  CHA IN
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A  NEW  MISS ION

STATEMENT

Revise the Mission statement of the business 

Switch to renewable energy for transport 

Switching to shipping rather than air cargo

A full rollout of eco-friendly materials 

The following strategic plan suggests why there is a

business case for further sustainability measures

should become a focus for the business. ASOS needs

to make sustainability the main focal point of the

business as the world’s focus is changing to a more

sustainable future. 

 

Suggested actionable steps to be taken are bulleted

below and followed by a short explanation. 

 

 

Revising the Mission statements to reinvent the

business from the core, the current mission for the

business is not in alignment with the Sustainable

Development Goals and ultimately is detrimental to

the environment, with a reinvention of the core

values through the mission of the business this can

be developed into key principles from the mission.

 

ASOS’s Current Mission Statement;

“To become the world’s number-one destination for

fashion-loving 20-somethings.”

 

Proposed New Mission Statement;

“To become the world’s number-one sustainable

fashion destination for fashion and planet-loving 20-

somethings.”

 

This would create a culture within the business to

develop sustainable processes alongside profit.

 

 

SUGGEST IONS  AND

RECOMMENDAT IONS  

TO  BECOME  THE  WORLD ’S  NUMBER -

ONE  SUSTAINABLE  FASHION

DESTINATION  FOR  FASHION -AND

PLANET  LOVING  20 -SOMETHINGS . ”



THE  SWOT  TABLE

SHOWS  THE

POS I T ION ING  OF

ASOS  THROUGH

I TS  STRENGTHS ,

WEAKNESSES ,

OPPORTUN I T I ES

AND  THREATS .

STRATEG IC  PLAN
CONT INUED  

Switching to renewable energy for transportation of goods within the EU and UK, this could be rolled out by

using only electric vehicles. As ASOS’s transport makes up for 92% of its carbon footprint this could be a

huge step towards reducing that. This needs to be in conjunction with slowing the operational process

down by shipping the factory fulfilments rather than the air cargo option. 

 

Finally, ASOS could incorporate eco-textiles though their whole collections, with the buying power that

ASOS has it would be expected that the material cost would inevitably be higher than polyester and the

profit margin would be decreased but the customer satisfaction and contribution environmentally would

increase.  
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Revise the Mission statement of the business

Switch to renewable energy for transport 

Switching to shipping rather than air cargo

A full rollout of eco-friendly materials

The suggestion to ASOS is to reinvent the business from the core, the current mission for the

business is not in alignment with the Sustainable Development Goals and ultimately is detrimental

to the environment, with a reinvention of the core values through the mission of the business this

can be developed into key principles from the mission. ASOS claims to be a top online destination

for 20 somethings who are fashion conscious, however, the younger demographic is becoming

increasingly sustainability-conscious and will turn to other businesses that are congruent with their

own personal values

 

Some suggestions for a think tank session to achieve these goals:

 

 

A  QU ICK  SYNOPS I S  

SUMMARY  
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