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Introduction

This report will look at the UK-based clothing brand FatFace that has made a move to become more sustainable after achieving net zero in 2021 (FatFace, 2024). The methods that they have taken to achieve this feat will be investigated and discussed in the report with recommendations given to assist in further working towards becoming more sustainable and eventually net zero. Topics that will be discussed in the report include product care, community, production and theory. 


FatFace

FatFace is a UK-based clothing brand with over 180 stores in the UK.  It also has a presence in the United States and Canada with over 25 stores (B Corp, 2024). FatFace has a clear focus on sustainability and their strategy has three key focus areas which are product, planet and community (FatFace, No Date). These three key focuses have allowed FatFace to become a part of B Corp which shows that it is making significant progress in terms of sustainability when compared to other businesses in the industry. To become B Corp certified a business needs to have a minimum score of 80 to be reviewed and then approved for B Corp certification (B Corp, 2024). FatFace currently has a score of 89.1 (B Corp, 2024). 
 
Under the planet focus FatFace aims to derive their energy from sustainable sources while also becoming carbon neutral through emission reduction and carbon offsetting through the planting of trees (FatFace, 2024). Other aspects that they have implemented include B Corp certification achieved in 2023, replacement of non-recyclable plastic in packaging to that which can be recycled and recycling of 58% waste produced and 38% of waste converted into energy (FatFace, 2024; Fat Face, No Date). In 2025 Fat Face aims to achieve having zero waste sent to landfills, eliminate the use of single use plastic and to be a carbon neutral business (scope one and two) (Fat Face, No Date). Despite aiming to be carbon neutral (scope one and two) for 2025 they have actually been so since 2021 but have not started to make the move to include scope three yet and can look to do so in the near future and set a date for completion in 2030 for example (FatFace, 2024). Doing this would show other businesses in the same industry that carbon emissions should not exist throughout the whole value chain. Ensuring the value chain is net zero can be a good way to market and advertise the business and their products and services to their current and potential new customers. 
 
Under the product pillar, FatFace aims to have 100% of their products come from sustainable sources, disclose the tier one suppliers that supply them and to expand supplier engagement as well as focusing their buying decisions in such a way as to prioritise their gold standard suppliers (FatFace, No Date). In the past year, they have achieved having 100% of cotton supplied from responsible sources, 74% of viscose supplied from responsible sources, 38% of polyester coming from recycled sources, 60% of leather coming from tanneries that are a part of the Leather Working Group and over 80% of products currently have a certification of sustainability (FatFace, 2024; FatFace, No Date). FatFace has also added information to their website on how to look after clothing, repair items of clothing and the benefits of pre loved clothing (FatFace, 2024; FatFace, 2024; FatFace, 2024). Other incentives which Fatface could implement include a service in which customers send items of clothing into the stores to be repaired for a fee or have a yearly subscription fee. Doing this would allow for a continuous revenue stream from new and existing customers which could also allow for free delivery and other benefits for customers. 
 
Under the community focus, the FatFace Foundation was set up in 2009 for the main purpose of making a positive impact on the communities in which FatFace sources, manufactures, sells and distributes their products (FatFace Foundation, No Date). Since the establishment of the Foundation, it has raised over £2 million across the United Kingdom for charities, while also working with other charities such as The National Forest in which they entered a 75 year partnership with (FatFace, No Date). The partnership with The National Forest has allowed for the creation of a forest that covers parts of Staffordshire, Leicestershire and Derbyshire that is home to 60,000 trees with an initial donation of £50,000 to support it (FatFace, No Date). Other charities that FatFace are in partnership with include The Prince’s Trust, Retail Trust Support and the Marine Conservation Society (FatFace, No Date). The work with charities can allow for investment in sustainable issues and can allow for the implementation of sustainable ideas into the FatFace organisation and the local communities in which they currently operate. The offsetting that FatFace is doing is in partnership with South Pole and Sustainable Advantage to ensure that all the procedures for carbon offsetting are followed in the most beneficial way for the environment (FatFace, No Date). By working with charities towards increasing sustainability in and outside the business it can allow to build relationships with a variety of charities in various sectors. By building relationships with charities it can allow for sustainable issues to be brought to the public knowledge which can allow for increased donations to these charities and potentially increased number of customers to sustainable businesses. In the organisation the level of understanding about the need to become a sustainable and a net zero business is highly known due to them being B Corp certified in addition to them being net zero since 2021 (B Corp, 2024; FatFace, 2024). This has allowed them to invest in numerous sustainability initiatives to become so and with continued investments it can lead to increased benefits for them in a variety of ways. Fatface only purchases energy from suppliers that have a Renewable Energy Guarantee of Origin (REGO) certificate.  Investing in solar panels and other methods of creating energy without having to purchase from suppliers will be a positive step in terms of sustainability (FatFace, No Date). Installing solar panels in their premises can help to reduce their operating costs and potentially increase profits as excess energy that is produced can be sold either back to the grid or to other businesses who purchase sustainable energy to offset their carbon emissions produced. 


Production

The factories that FatFace currently use are mostly based in Asia with others in Africa, Europe and the UK (FatFace, 2023). China has the most factories (32%), India has 26.3% and Turkey has 15.2% of the total factories (FatFace, 2023). FatFace also has factories in Pakistan, Cambodia and Bangladesh which may cause issues for FatFace due to the reports of human rights abuse in those countries that will result in a delay in meeting all seventeen of the UN sustainable development goals. Pakistan has been under review by the International Covenant on Civil and Political Rights (ICCPR) due to violations and abuse of the Peaceful Assembly and Public Order Act 2024, mass arrests of opposition workers and two blasphemy related extrajudicial executions by the police (Amnesty International, 2024). Additionally, due to proximity of Pakistan to Afghanistan, the potential for Taliban activity to affect and oppress women will be high due to their beliefs that will have a negative effect on women and therefore the fifth sustainable development goal (gender equality) (United Nations, No Date). With regard to Cambodia, there have been reports of serious human rights abuses that include torture, enforcement of laws that limit freedom of expression and extensive gender-based violence (U.S. Department of State, 2023). Due to reports of extensive gender-based violence this will be a hindrance to the completion of three of the sustainable development goals that are gender equality (goal five), reduced inequalities (goal ten) and peace, justice and strong institutions (goal sixteen) (United Nations, No Date). Whilst Fatface operate in Cambodia they can attempt to put pressure on the government to make positive changes for human rights otherwise they may leave the country to find business elsewhere where human rights are not abused. Human rights in Bangladesh have been compromised due to laws being enacted that target journalists and human rights activists resulting in them being faced with torture and imprisonment in an effort to silence them (Amnesty International, 2024). These restrictions prevent proper journalism from taking place in the country and further restrictions and laws may be put onto people to restrict their daily lives like in Pakistan or Cambodia. If FatFace does face issues in any of the above mentioned countries or suffer from negative publicity as a result of operating in them, then it may be worth moving production to other nearby countries.  Negative publicity will almost certainly have a negative effect on FatFace’s share price which would force FatFace to make a change to resolve these issues.  Moving production to another country may well resolve these problems however the same issue may occur again in the future. When this does happen moving production to a country needs to be thought through as it will affect operations, production of products and operational costs, so this will have to be planned ready to be implemented to move from one country to another. 
 

Theory
 
Corporate environmental sustainability in retail allows for those in the industry to reduce their operational impacts on the environment both internally and externally (Naidoo & Gasparatos, 2018) A review by Naidoo & Gasparatos (2018) discovered that the main motivations for retail organisations to apply corporate environmental sustainability is so that they can gain the benefits which will largely be cost savings. Stakeholder pressure - whether internal (senior management) or external (media, supply chain or regulators) - can push organisations to implement measures to improve their corporate environmental responsiveness (Sandhu et al., 2014). Stakeholder perception is affected by a number of factors including public perception of the business, increased awareness of environmental issues, environmental credentials of corporate shareholders and investment in ethically sound companies which can encourage organisations to voluntarily adopt sustainability practices (Azapagic & Perdan, 2000).  As Dyllick and Muff (2016) point out, the importance of transparency concerning decisions and actions taken with regard to challenges in sustainability cannot be underestimated.


The main types of corporate environmental sustainability that can be implemented into an organisation are internal operations, supply chain management and stakeholder engagement (Delai & Takahashi, 2013; Jones et al., 2009; Lai et al., 2010). Stakeholder pressure can have a positive impact on the organisation and may be able to bring expertise from other industries into retail to implement a new practice into the operational aspects of the organisation. These new practices may include energy management, sustainable sourcing, transportation efficiency and stakeholder relations (Delai & Takahashi, 2013; Jones et al., 2009; Lai et al., 2010). Having stakeholder involvement in corporate environmental sustainability can allow for investments to take place in areas of business operations that may be underfunded in terms of corporate environmental sustainability. Increased investment in new areas can be a good sign to all stakeholders that the organisation believes that sustainability is a high priority for them and a good publicity tool. The resulting increased positive publicity can be used by the organisation to gain new customers who want to purchase products from sustainable businesses which can allow for increased profit and consequently an increased level of investment into sustainability implementation. A sustainable supply chain frequently focuses on improving the efficiency of the production process and the products with in the supply chain (Schaltegger & Burritt, 2014). Sustainable performance of the supply chain frequently focuses on improvement measures, single production processes or supply chain products; to assist in the strategies and decision making in the sustainable supply chain management there needs to be certain information available for potential opportunities and risks to be assessed correctly (Schaltegger & Burritt, 2014). To find sustainable solutions to issues, create product-service-system innovations and for business model redesigning then sufficiency, consistency and efficiency strategies can be used to do so (Schaltegger & Burritt, 2014). For supply chains that supply a company there has to be repercussions to the redesign, exchange and eliminations that take place (Schaltegger & Burritt, 2014).
 

Conclusion
 
This assignment illustrates the way in which FatFace has become a leading business in retail for sustainability due to the fact that they have gained their B Corp certification as well as being net zero since 2021 (B Corp, 2024; FatFace, 2024). Their increased investments in sustainability throughout the business in conjunction with their work with charities mean that they are setting an excellent example to other retail businesses as to how to implement sustainability in an ethical way.  As a result, they are building relationships to their work with charities so other business in retail or other industries may wish to look at FatFace to see how they can implement sustainability into their operations. By working with charities towards increasing sustainability in and outside the business it can allow to build relationships with a variety of charities in various sectors. By building relationships with charities it can allow for sustainable issues to be brought to the public knowledge which can allow for increased donations to these charities and potentially increased number of customers to sustainable businesses.
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