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Introduction
COP27, held in November of 2022, saw leading experts from across the fashion industry come together to identify the actions the industry can take to reduce emissions, ensure responsible sourcing of materials, and protect nature (Woodford, 2022). Although the outcomes from COP27 were disappointing (Woodford, 2022), the Conference of the Parties did see the United Nations Environment Programme (UNEP) and the Global Fashion Agenda launch the Fashion Industry Target Consultation, which is ‘a multi-stakeholder project to identify and align existing targets to create an industry route to a net-positive fashion industry’ (Global Fashion Agenda, 2023). The project will specifically look at five key priorities: respectful and secure working environments; better wage systems; resource stewardship; smart material choices; and circular systems (Global Fashion Agenda, 2023).  
The fashion industry is responsible for producing around four per cent of the global total of greenhouse gas emissions from materials production, processing, retail, and the end-of-use activities (McKinsey & Company, 2020). Furthermore, the industry consumes around 100 billion cubic meters of water and is responsible for around 17 per cent of water pollution through dyeing processes (McKinsey & Company, 2020). It produces 92 million tonnes of textile waste each year and it is responsible for 300 million tonnes of plastic produced globally each year (Cerini, 2022). 
If global net zero targets are to be met, then the fashion industry needs to act. A point support by Burney (2022) who argues that the targets set by the UNFCCC’s 1.5 degree pathway by 50 per cent will not be reached if the fashion industry continues on its current trajectory. 
Yet despite this, as of 2020 only around fifty fashion companies had committed to science-based targets which align to the Paris Climate Agreement (McKinsey & Company, 2020). And with the global fashion market expected to rise to $2.25 trillion by 2025 (Centobelli, Abbate, Nadeem and Garza-Reyes, 2022) the industry is clearly at a tipping point (The Industry Fashion, 2022). 
The challenges that lie ahead will only be tackled by fashion companies that make sustainability a fundamental part of their strategy and a roadmap for their business functions (The Industry Fashion, 2022). 

Integrating Sustainability
Current fast-fashion business models make the industry one of the most polluting sectors globally (Centobelli, Abbate, Nadeem and Garza-Reyes, 2022) therefore in the previous report on a sustainability plan for Boohoo (Pattison, 2023) the author correctly identified the need to redefine the business models and purpose of the company. 
However, redefining business models alone is not enough to bring about a cultural change within the organisation. Although sustainable business models may provide a starting point to integrating sustainability within organisations (Geissdoerfer, Vladimirova, and Evans, 2018), the rise in the number of business leaders that believe that a tipping point will be reached in the coming few years where sustainability will be fully embedded within an organisation’s core business and strategy (Millar, Hind and Magala, 2012) highlights a need to ensure that sustainability is incorporated into the company culture. The change in a company’s culture is based on a set of values, however, once these have been defined and the company’s purpose and business models redefined to reflect the new values, they must be integrated throughout the company (Taylor, 2015). 
However, the acknowledgment of the CEO of the importance of sustainability does not in itself mean that it will be fully integrated into the company’s culture (Millar, Hind and Magala, 2012). According to Egan (2017) the culture of a company and the behaviour and decisions of employees is created and changed by every action and by everything that is valued within the business. 
For an organisation to truly transform into a sustainable business, then ‘power and authority must be skilfully distributed amongst employees and stakeholders through effective information sharing, decision making and resource allocation mechanisms’ (Doppelt, 2003, cited in Millar, Hind and Magala, 2012). Cosby (2014) identified that a clear understanding of the organisations purpose and mission along with an understanding of the sustainability initiatives is what will drive cultural change. 
Yet despite this, the Sustainability Institutes 2023 report into the ongoing evolution of sustainable business found that only 25 percent of employees in the US, UK and Ireland felt they were connected to the culture of the company they work for (The Sustainability Institute, 2023). Integrating sustainability guides areas such as product design, innovation, marketing and end use (United Nations, 2023). But it also helps attract the best talent as this no longer solely relies on a company’s approach to human resources, it also depends on the company’s record on sustainability and the culture within an organisation (Dunphy, 2011). 
According to Millar, Hind and Magala (2012) the key issues that the sustainability agenda is calling for action on is around implementation and organisational change. They state that to achieve this it needs to start with leadership (Millar, Hind and Magala, 2012). While the earlier sustainability plan for Boohoo (Pattison, 2023) identified the need for company leaders to have an understanding of the risks and challenges facing the company, it omitted to identify the critical role of leadership itself in bringing about change within a company. 
While CEOs may have previously believed that sustainability achieved nothing but increased costs to the business (Gitsham et al., 2009, cited in Millar, Hind and Magala, 2012), there is now more widespread recognition that the implementation of a sustainability strategy can actually bring about a long-term competitive advantage (Millar, Hind and Magala, 2012). In today’s world we need responsible global leaders who are aware of the issues facing the planet and who have the desire to address these global problems, bring about change, and ultimately make the world a better place (Millar, Hind and Magala, 2012). 
Leaders who lead sustainable companies will be those that break the business-as-usual rule and who not only transform the business and drive sustainability from the top, but those that also take their employees with them on the journey. They will create a vision that impacts on employees and consumers, ultimately driving societal change (Millar, Hind and Magala, 2012).
While an overall vision for a sustainable future may ultimately be driven by CEOs, integrating sustainability throughout the organisation means that managers throughout the organisation need to be given the freedom and opportunity to develop their own visions while also empowering individual employees to adopt to new practices and fully embrace a sustainable future (Millar, Hind and Magala, 2012).
Carmazzi (2023) argues that many companies fail when changing the culture of an organisation. He claims that this is down to the lack of involvement of people within an organisation and the discouragement that they feel then leads to a lack of follow-through. In order for cultural change to be successful people need to feel that the actions they are taking have some form or meaning and purpose. A culture which is owned by the employees is much easier to maintain than one where changes has been handed down by the CEO (Carmazzi, 2023). 

Reporting and Accounting 
The role of the Chief Sustainability Officer (CSO) in bringing to an organisation a thorough understanding of sustainability and the environmental and social impacts that the company can have on the planet and the community is therefore vital. In 2020 some of the world’s largest companies hired more CSOs than in the three previous years combined, highlighting the importance that companies are placing in addressing global environmental and social issues (Birch, 2021).  
However, it is widely being acknowledged that Environmental, Social and Governance (ESG) issues can affect a company’s performance and value (McKinsey and Company, 2021) and while the earlier sustainability plan (Pattison, 2023) identified a need for the company to fully understand the wider system that it operates within, more work is needed to identify the areas that pose a risk to the company in the short, medium and longer-term. 
One area of importance is around the role of reporting and disclosure. It is more widely being acknowledged that the need to address environmental and social issues is an area that investors are increasingly looking at and sustainability as an indicator of a company’s financial performance is becoming more widespread (Barker, Eccles and Serafeim, 2020). Barker, Eccles and Serafeim (2020) also argue that investors are today more likely to ask for the same level of consistency and clarity over a company’s sustainability performance as they are their financial performance. 
It is this increase in the importance around sustainability performance that has therefore led to an overall rise in the number of Chief Financial Officers (CFO) who understand issues around ESG (Politzer, 2021). This is also in response to the increasing number of investors who are requesting information around a company’s ESG performance (Politzer, 2021). 
While the CSO should have a thorough understanding of sustainability and the environmental and social impacts that the company can have on the planet and the community, the sustainability CFO provides the link to the finance department and is able to bring their expert knowledge of reporting, data and analytics (Politzer, 2021). 
With the rise in the number of sustainability CFOs, the number of companies that are reporting on sustainability is also rising (Politzer, 2021). However, following several high-profile scandals, recent changes have been made to accounting and reporting standards, but Carlino (2019) argues that more work must be done to ensure that sustainability reporting is transparent, truthful and shows good governance.
Historically, auditing of accounts has played an important role in ensuing that a company is acting within the law and that the company is financially viable (Carlino, 2019). The auditor’s role is to ensure that any problems due to the lack of information for stakeholders is avoided while also increasing the opportunities for investment (Carlino, 2019). They have an important role to play in supporting accountants and ensuring transparency and confidence in the accounting process (Lindström, 2019). 
As we move into more discussions around sustainability reporting, the role of the auditor in checking and verifying an organisation’s sustainability claims will become more and more important (Lindström, 2019). Therefore, the role needs to evolve, and accounting should factor in how the organisation uses every resource, including natural resources (Carlino, 2019). 
Natura is a Brazilian global cosmetics company that was founded in 1969 (International Federation of Accountants, 2023). The company is a leader in ‘impact accounting’ and in 2010 produced its first integrated profit and loss (IP&L) account which quantified the impacts and value of the company’s ESG across its full value chain (International Federation of Accountants, 2023). Natura’s IP&L looks at three specific areas: natural, human, and social capital (International Federation of Accountants, 2023). 
In addition to Natura, Dutch bank ABN-AMRO is another company using IP&L. They identified that measuring the value that they provide to stakeholders can only be achieved by also valuing the impact the company has on society, the environment and nature and that an IP&L accounting system was a way that they could recognise both the positive and negative impacts they have on society (ABN-AMRO, 2017). 
The 2023 Trends Report ESG in 2022 supports claims that stakeholders have continued to call for action on environmental and social issues (The Sustainability Institute, 2023) and that in 2023 ESG and sustainability is likely to be integrated ever further (The Sustainability Institute, 2023). 
However, sustainability reporting continues to cause some concerns. Carlino (2019) argues that reporting and aligning with measures such as the Sustainable Development Goals is challenging due to the lack of proper regulation. They argue that there is a need to redefine the rules and standardise sustainability reporting (Carlino, 2019). Barker, Eccles and Serafeim (2020) also support this view by arguing that although sustainability is a major concern for many stakeholders, including investors and consumers, there is no universally adopted standard for measuring and reporting. 
In addition, there are many NGOs that are developing their own standards, which is likely to lead to further confusion and complexity (Barker, Eccles and Serafeim, 2020). However, Barker, Eccles and Serafeim (2020) go on to argue that this could be solved by linking ESG with accounting which would give a clearer view of a company’s sustainability performance and the link between that and the financial performance (Barker, Eccles and Serafeim, 2020).
The Taskforce on Climate Related Financial Disclosure was introduced in 2017 with the aim of developing a set of recommendations around the information that companies should disclose (TCFD, 2023). The aim of the TCFD is to ensure that financial markets have the clear and comprehensive information they need regarding issues around climate change and that the information will support investors and lenders (TCFD, 2023). Although not mandatory, in 2020 the UK Government did indeed announce that, using the TCFD guidelines, disclosure of climate-related financial information would become mandatory for around 1,300 of the UK’s largest companies and financial institutions (UK Gov, 2020). 

In 2022 the USA’s Securities and Exchange Commission put forward rule changes that will mandate companies to disclose information on climate-related risks and the impact that they could have on the business along with the introduction of climate-related financial statements (U.S Securities and Exchange Commission, 2022). 

In 2022 the European Union announced the introduction of the Corporate Sustainability Reporting Directive (CSRD) which aims to bring sustainability reporting in line with financial reporting (Crabbendam, 2022). The CSRD will require around 50,000 companies within the EU economic area to report on the impacts of sustainability issues on their companies such as climate change with the aim of increasing sustainable investments (Deloitte, 2022). In addition, certain global companies will also have to report on their ESG impacts through the CSRD where they have a subsidiary in the EU (Deloitte, 2022). 

Also in 2022, the European Union introduced the Strategy for Sustainable and Circular Textiles to address the issues around the production and consumption of textiles (European Commission, 2022). With a vision of ensuring all products placed on the EU market are durable, repairable, and recyclable, the Strategy has set out actions it will take including by setting design requirements and the implementation of the EU’s Extended Producer Responsibility (European Commission, 2022). Although currently a strategy, it is likely to be followed in the coming years by a number of legislative packages (Centobelli, Abbate, Nadeem and Garza-Reyes, 2022).
Furthermore, the 2023 Trends Report into the ongoing evolution of sustainable business (2023) argues that companies are likely to see further ESG related regulations appearing in 2023 (The Sustainability Institute, 2023) such as the introduction of the Taskforce on Nature-related Financial Disclosures (TNFD), which will give companies a framework to assess their impacts on nature and is likely to be introduced late in 2023 (The Sustainability Institute, 2023).
As issues around overconsumption, climate change, the protection of our natural resources and tackling human rights abuses become of greater interest to policymakers (Murray, 2021), it is becoming clear that legislative support is fundamental in developing a new business model and with this rise in climate change being seen through a political lens (Murray, 2021) there are a growing number of countries who are starting to implement mandatory reporting in regards to environmental and climate (Centobelli, Abbate, Nadeem and Garza-Reyes, 2022). 
While the earlier plan for sustainability at Boohoo highlighted various methods that the company can carry out in terms of voluntary reporting including through signing up the Sustainable Development Goals, the ten guiding principles of the United Nations Global Compact Management Model and the Global Reporting Initiative (Pattison, 2023), the report did not fully identify the risks or opportunities that can occur with the growth in mandatory reporting. 

The role of Marketing
Over recent decades, the consumption of an average household increased from 4.5 trillion US$ to 19.5 trillion in 2000 (United Nations Environment Programme, 2005). Consumer behaviour changes are needed to drive a reduction in consumer practices (UN Global Compact, 2005). 
The need for the fashion industry to drive innovation and identify ways of producing products that last longer, are designed to be reused, disassembled, and remade was identified in the sustainability plan for Boohoo (Pattison, 2023), however consumers also have an important role to play in the drive to reduce overconsumption. Critical to this will be the need for companies to communicate with their consumers, especially in light of new regulations and the increased awareness of consumers in sustainability (The Business of Fashion, 2023). 
Earlier this report highlighted the increasing demand for investors on information regarding a company’s ESG performance. But it is not just investors. If consumers are to make sustainable choices, then they also need to have comparable, trustworthy and reliable information (Crabbendam, 2022). 
In the 20th century renowned economist Milton Friedman described the social responsibility of business is to increase its profits for its shareholders (Tepper, 2020), however, more recent stakeholder theory recognises the role of purpose within a business and the interconnected relationships between a company’s stakeholders, including its consumers (Freeman, 2013).
One example of this interconnected relationship between a company and its stakeholders, specifically consumers, can be found by looking at the role of the circular economy. According to Seara, J. Boger, S. Hase, C. Berlepsch, V., Deichmann, S (2018) the circular economy, closing the loop, innovation and sustainable materials will all be key issues for the fashion industry in 2023. However, achieving them needs a change in human behaviour which is the driving force behind whether or not circular products will ultimately be accepted and successful (European Circular Economy Stakeholder Platform, 2023). 
According to the Ledsham (2023) it can be difficult to encourage consumers into changing their behaviour and they argue that consumers need a push to move from ‘intention to action’ and this is where businesses need to take a lead (Ledsham, 2023). 
One of the barriers for consumers is around the lack of information (United Nations Environment Programme, 2005). There can be many ways of addressing this, but a key area is around the role of marketing and communications which was not specifically addressed within the sustainability plan for Boohoo (Pattison, 2023).
Although there are difficulties identified in assessing the impact of marketing for sustainability (United Nations Environment Programme, 2005) there is also evidence that consumers are likely to favour companies that are perceived to be more sustainable (Charter, Peattie, Ottman and Polonsky, 2002). 
However, while adapting a marketing strategy to influence consumers towards sustainable choices, companies also need to be mindful of the risks over over-inflated environmental claims such as advertising products as ‘green’ which when placed under scrutiny turn out to be not as green as claimed (Charter, Peattie, Ottman and Polonsky, 2002). The concern around ‘greenwashing’ of products and the risk to a company’s reputation and brand image can be managed by ensuring that companies are extremely careful in how they brand their products and services (The Business of Fashion, 2023). 
Marketing is the link between the company, its products and ultimately the consumer (Charter, Peattie, Ottman and Polonsky, 2002), so while concerns may remain around the compatibility of marketing and sustainability (Jones, Clarke-Hill, Comfort, and Hillier, 2007), there is a growing recognition around the role that marketing can have in influencing consumer behaviour toward sustainable choices (Jones, Clarke-Hill, Comfort, and Hillier, 2007). 
With the increasing awareness of environmental and social issues, a company that is seen to be ethical and responding to these issues is likely to gain a consumer advantage, therefore, being able to show that you are a sustainable company gives you a licence to operate in this new market environment (Green Business Bureau, 2022). 
Conclusion 
With the fashion industry under the spotlight in relation to its environmental and social impacts, it is imperative for a company such as Boohoo to develop a comprehensive sustainability plan. The earlier reports by Pattison (2023) identified many of the key ways in which the company should drive forward its sustainability strategy, including by redefining its business models and purpose, ensuring that it manages its risks and opportunities carefully, the need to continue innovating in a new sustainability era and the importance of managing the supply chain and addressing human rights issues (Pattison, 2023). 
However, these initiatives are not enough on their one. This report outlined further actions that the company must take to remain relevant in the future including by integrating sustainability within the organisation and ensuring the culture of the company aligns with its new purpose and business model. It went further on the need to understand the importance of reporting and disclosure and the risk of increased regulation. 
In addition, this report highlighted the important role of marketing and communications and how competitive advantage can be gained by educating and informing consumers on sustainable choices and the need for sustainable consumption. 
As it becomes clearer that fast-fashion is no longer fashionable, more and more consumers are becoming aware of the ethical concerns around fast-fashion, while governments begin to implement new legislation to tackle concerns around the production and consumption of fast-fashion (Centobelli, Abbate, Nadeem and Garza-Reyes, 2022). Today, initiatives such as reuse, recycling and repairing are becoming more widely available with many high street fashion brands implementing their own initiatives. Companies such as Boohoo must adapt to this new market environment if they are to remain competitive in the future. These reports outline some of the ways in which the company can achieve this. 
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