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Introduction
Today’s businesses operate in an increasingly complex and uncertain world. This uncertainty means that business models of the past are now longer fit for this new world – businesses must find new ways of creating value (Future-Fit Business, 2022). Businesses that fail to change will struggle, while those that embrace change will discover new opportunities (Park, 2018). 
Despite many businesses today still focussing on short-term value creation rather than taking a longer-term view that factors in potential future risks (Porter and Kramer, 2011), there is growing evidence that the world of business is changing (Park, 2018). 
For brands like Boohoo, as younger generations move to brands with a social conscience and with commitments to the planet and nature (Barlow, 2021) this presents a risk to the company’s future. Yet despite this, Boohoo’s focus has, to date, remained heavily on growth (Boohoo, 2021). It is a strategy that is currently very focussed on short-term value creation. 
In 2020, Boohoo produced its first sustainability report (Boohoo, 2020). The report identified several initiatives and targets that the company is working towards, and our earlier report (Pattison, 2022) reviewed the initiatives in four key areas. It concluded that although action is being taken to address sustainability, there is more that the company can be doing. 
This report takes a further step and identifies areas for further development. It is once again, focussed on several key areas: fit for the future; managing risk and identifying opportunities; innovation; the supply chain and human rights; and reporting and disclosure. 

Fit for the Future: Creating a new business model
Business models set out how a business operates, and a good business model is essential to any successful business (Magrettta, 2002). However, a business model based purely on economics is pushing the limits of our planet’s natural resources (Paulson, 2022) and with today’s consumers looking for more from a business than for it to simply make money (Barlow, 2021) businesses must look at doing things differently if they are to create value, not only for the business but for society (Vladimirova, 2022). 
Philanthropy and corporate social responsibility are alone no longer enough to create the transformation of businesses that is needed to build genuinely sustainable organisations (Schaltegger, Hansen and Ludeke-Freund, 2016). New business models with a focus on sustainability are emerging and recent crises have only resulted in a stronger need to redefine traditional economic models (Beltramello, Haie-Fayle and Pilat, 2013). 
Redefining Boohoo’s business model to include a new company purpose, to address the needs of all stakeholders and its responsibility towards the natural world, employees and local communities could bring long-term economic value to the company (Stubbs and Cocklin, 2008, quoted in Schaltegger, Hansen and Ludeke-Freund, 2016). 
The principle of shared value was set out by Professor Porter and Mark Kramer (2011) and is defined as ‘creating economic value in a way that also creates value for society by addressing its needs and challenges’. They describe it not as social responsibility, philanthropy or even sustainability, but a new way to achieve economic success (Porter and Kramer, 2011). 
Adopting a shared value approach doesn’t involve changing from being a profitable company, being a profitable business is how the company can help solve some of the issues facing the world today (Porter and Kramer, 2011). However, redefining the company’s purpose to define how the business creates value for both itself and society (Grayson, Coulter and Lee, 2018) does have an impact on every part of the business from innovation, supply chain, manufacturing, marketing and engagement.  (Grayson, Coulter and Lee, 2018). A redefined purpose would ensure that economic value is being created in a way that also addresses the needs of society and the environment (Vladimirova, 2022). 
Global companies that have become purpose driven include Adidas whose partnership with Gareem Bank opened up a new market to ensure that no one in Bangladesh was without footwear, or Heinz who launched a nutrient campaign to tackle iron deficiency in children in the developing world (Klein, 2011). Other companies adopting a shared value approach include Nestle, Unilever and Danone (Pfitzer, Bockstette and Stamp, 2013). 
Unlike Boohoo, Unilever’s business model adopts a shared value approach which means that although the company aims to continue its growth, it does this through changing the business model and improving health and hygiene programmes across the world, reducing its environmental impact, and supporting its supply chain, rather than through mergers and acquisitions (Mascia, 2019). 
Developing a new sustainable business model alongside redefining the company’s overall purpose is a gradual process that combines both the sustainability initiatives and long-term competitive advantage (Young and Gerard, 2021) and although the company has already made a start with the publication of their sustainability strategy, there are some further actions it needs to take to create shared value such as through combining both the environmental, social and financial priorities together to develop a new shared value business model (Young and Gerard, 2021). 

Managing Risk/identifying opportunities
For Boohoo to ensure it remains relevant in the future, the company needs to change its focus from a short-term vision to one that looks ahead to what the world of business will be like. The company needs to look at both the challenges and opportunities that lie ahead and identify the areas where the company can become a sustainable leader in the fashion industry. As stated by Park (2018) ‘during times of rapid change, the greatest danger lies in being unable to imagine radically different futures’.
Corporate sustainability begins with the company’s purpose and business model, and it means operating in a way that values human rights, labour, the environment, and anti-corruption. To do this, Boohoo needs to fully understand the wider system that it operates within, and the company’s leaders need a broader understanding of the risks, challenges and opportunities that lie ahead (Young and Gerard, 2021).
According to a recent report, the main areas of risk for the fashion industry are focussed on geopolitics, environmental concerns, social and cultural, financial, and technological changes (Anthesis, 2017).  However, although Boohoo have taken action to identify some of the areas that could pose a risk to the company (Boohoo, 2021), they have failed to factor in risks that are outside of the obvious and known risks such as the impacts of climate change, natural disasters, energy and water scarcity, the prices of raw materials and the impacts of new laws and regulations (Anthesis, 2017). 
BSR’s report ‘Doing Business in 2030: Four possible futures’ (Park, 2018) outlines that only businesses that understand the mix of economic, environmental, technological, and cultural issues will be able to respond to them and build a just and sustainable world (Park, 2018). The report states clearly that there are several forces that are changing the operating environment for business, including the changing nature of humanity, pressure on our natural resources, technological innovation, and the social contract (Park, 2018). 
Assessing the risks and opportunities that could potentially impact the company will enable Boohoo to redefine its goals and create a roadmap of how it will implement its new shared value purpose (UNGC, 2010) and will ultimately enable the business to increase its long-term value creation (UNGC, 2010). 
Many redefined purposes and sustainability strategies have been born out of reputational crises, like the one Boohoo faced in 2020 (Duncan, 2020). In 1995 Shell faced severe criticism for the challenges they faced over the Brent Spar oil rig, whereas in the 1990s Nike faced criticism and boycotts when it was reported that they were using sweatshops to produce some of their products (Grayson, Coulter and Lee, 2018). 
These crises ultimately became an opportunity for both Shell and Nike to redefine their overall strategy and purpose and it became a catalyst for their journey into sustainability. Nike are now seen as one of the top leaders in the purpose driven era (Grayson, Coulter and Lee, 2018). However, they didn’t achieve this by redefining their purpose alone. They, and others who are top leaders in sustainability, achieved this by identifying what long-term challenges and opportunities lie ahead and how the company will respond to these (Grayson, Coulter and Lee, 2018). 



Innovation 
Companies that do not innovate are most likely to fall behind their competitors, therefore innovation is vital for a company’s survival and growth (Lee, 2021). Some of the most profitable forms of innovation are embedded in the creation of a shared value business model (Young and Gerard, 2021) and companies that are purpose driven and create shared value will drive the next wave of innovation (Porter and Kramer, 2011).

Shared value enables companies to innovate in areas such packaging, employment opportunities, improved agricultural techniques, ending deforestation and new renewable energy sources. It allows them to do this at scale, while also addressing important social and environmental challenges (Young and Gerard, 2021). 
For the fashion industry, innovation within the circular economy and the use of raw materials is urgently needed – the way clothes are produced and used needs to change (Ellen MacArthur Foundation, 2022). Although Boohoo has joined with partner alliances such as the Better Cotton Initiative, CottonConnect, are members of the Sustainable Apparel Coalition, and have launched a few initiatives to reduce textile waste including a limited number of re-sell and thrift initiatives, none of these are leading the way in innovation and failure to innovate means the company risks being left behind by its competitors (Lee, 2021). 
There are many examples of sustainable innovation that is taking place within the fashion industry. For example, in India a new sustainable alternative to animal leather is being produced by using the floral waste from temples across India that would otherwise have ended up in the Ganges (Pathak, 2022). Not only does this reduce environmental impacts, it creates a sustainable market solution for replacing the heavily energy and water intensive production of animal leather (Pathak, 2022). 
To drive innovation within the fashion industry Boohoo should look to find ways of producing products that last longer, are designed to be reused, or disassembled and remade therefore reducing the need for virgin materials. They should also be innovating to ensure that all materials used are free from hazardous materials, and that their design prevents harmful microfibres from entering the environment (Ellen MacArthur Foundation, 2020). 
The company should also identify ways to further implement the use of recycling, reusing, rental models, and the use of repair, whilst reducing packaging and ensuring all clothing is packaged in biodegradable materials (Ellen MacArthur Foundation, 2020). 

The supply chain and Human Rights
Boohoo is a company that relies on international trade for both sourcing natural resources such as cotton and nylon, to selling of its products and goods. There can be many benefits to trading internationally for both companies and countries and the people that work within them. 
Overall, society benefits from international trade (Smith,1978, quoted in Schumacher, 2012) through full-employment and wide-spread distribution of benefits (Ricardo,1973, quoted in Baiman, 2010). However, this is not always the case and there are suggestions that trade between countries may cause rising unemployment, slower growth and increase inequalities (Baiman (2010). Although there is growing awareness around modern slavery within supply chains, including the apparel industries, there are still estimates of around 40 million people subject to some form or slavery globally (Davidson, 2015, quoted in Aagaard, 2018). More and more consumers are increasingly becoming aware of the social consequences in relation to human rights violations and the environmental impacts across the fashion industry (Dickson, quoted in Shen, 2014). 
However, supply chains are a vital part of any business, and effective management of the supply chain within the global marketplace can provide opportunities for companies to gain a competitive advantage (Agus, 2011). But there are challenges at every stage of the supply chain – from the sourcing of raw materials, the use of chemicals and pesticides in material production, energy and water usage, and the rights and safety of workers within the supply chain (Shen, 2014). 
As the connection between social progress and business success becomes clearer (Porter and Kramer, 2016) more and more businesses are looking at ways that they can both increase their competitive advantage while also addressing environmental and social challenges. 
In 2022 Nestle launched their Nescafe Plan 2030 which is aimed at driving regenerative farming, reducing emissions, and improving the livelihoods of farmers within their supply chain (Nestle, 2022). The company realised that climate change is putting their growers under pressure and is therefore investing in addressing both social and environmental challenges within its value chain (Nestle, 2022). 
While projects such as this benefit the local community through increased welfare and community goodwill, they also support the company’s supply chain through better educated and healthier employees (Aagaard, 2018). When suppliers are given the tools they need to grow and develop, their environmental impact falls, their productivity grows and so does the quality of their products (Porter and Kramer, 2011). 
While campaign groups such as Labour Behind the Labour suggest that it is impossible for Boohoo’s suppliers to pay a decent wage when the clothes retail as such a cheap cost (Hanbury, 2020), it is vital that Boohoo does more to support its supply chain and this needs to go further than just the cost it pays for the materials it uses. 
Boohoo can do this in several ways. Firstly, it should enhance the productivity of the value chain and ensure they are more efficient and have less risk by addressing concerns over pollution and the use of natural resources. Furthermore, the company should introduce frameworks that improve operations within the supply chain and thereby address social issues (Porter and Kramer, 2011).
Initiatives that address these issues can not only bring about social progress and help alleviate poverty, pollution, and environmental harm, they would also bring about increased value for the company and ensure its licence to operate (Rogers, 2021). 

Reporting and disclosure
The Sustainable Development Goals are a ‘shared blueprint for peace and prosperity for people and the planet, now and into the future’ (United Nations, 2023). The 17 goals set out the world that we want to live in (United Nations Global Compact, 2022). 
The United Nations Global Compact Management Model (2010) sets out ten guiding principles covering four areas: human rights, labour, the environment, and anti-corruption and their application reflects a ‘companies journey towards corporate sustainability’ (United Nations Global Compact, 2010). The Ten Principles underpin the SDGs (Flesher, 2021) and are a blueprint to enable companies to advance the SDG agenda by acting responsibly and pursue opportunities to solve societal challenges such as poverty, inequality, climate change and environmental sustainability through innovation and collaboration’ (United Nations Global Compact, 2010).
By signing up to the Ten Principles, Boohoo would be making a strong commitment to tackling issues on human rights, labour, the environment, and anti-corruption (Greenstone, 2022). However, although important, aligning to the SDGs and committing to the Ten Principles is just the first step. The company also needs to show how it is meeting these in practice. 
The Global Reporting Initiative enables companies to demonstrate their accountability and the impacts on the environment (GRI, 2022). It is aligned to the UN Sustainable Development Goals and enables companies to report and communicate on how they are contributing to the goals. The GRI is the most widely used reporting initiative and the use of a global reporting tool can help overcome any accusations of greenwashing (Garcia-Torres, Rey-Garcia, and Albareda-Vivo, 2017). 

Conclusion 
The days of believing that businesses exist purely to create value for their shareholders are long gone (Freeman and Elms, 2018). More and more business leaders are recognising that they have a responsibility to do more than produce profits, they have a responsibility to people, the planet, and the society around them (Stobierski, 2021). 
This report sets out a few steps that Boohoo should take on its journey to become a leader in sustainable fashion. It should be taken as a starting point and the company should recognise that further action will need to be taken if it is to change from a business that is purely profit driven, to one that looks at the shared value that it can offer to both society and the natural world. 
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