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Gucci's acetate sunglasses featured in and image from the #OfCourseAHorse #GucciSS20 advertising campaign. Image credit: Gucci

By DIANNA DILWORTH

Gucci is the most transparent luxury brand ranked by a respected index. But luxury labels lag behind high street
chains when it comes to pulling back the curtain on their supply chain and fair trade procedures.

Subscribe to Luxury Daily
Plus: Just released |FHge
State of Luxury 2019
The Kering-owned Italian fashion brand checked 48 percent of the transparency boxes this year, up from 40 percent
in 2019, according to Fashion Revolution's annual Fashion Transparency Index. Additionally, Gucci was the only

brand to score 100 percent in the section on Policy and Commitments.

"Transparency enables consumers, investors, lawmakers, journalists, NGOs and trade unions to hold brands and
retailers to account for their impacts on people working in their supply chains and the environment," said Sarah
Ditty, global policy director at Fashion Revolution, Staffordshire, U.K.

"When consumers are equipped with information about the social and environmental impacts of the clothes they
buy, they are able to make better informed decisions," she said. "As a result, transparency builds trust in the brands
they buy and a lack of transparency can damage brands' reputation.

"Gucci is the luxury brand that shares the most information publicly about how they tackle important social and
environmental issues in the supply chain, and we would encourage more luxury brands to follow their lead."
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Ermmenegildo Zegna's luxury leisurewearmens collection. Image credit: Ermenegildo Zegna

Fashion Transparency Index
Affluent consumers are interested in transparency.

According to a 2018 Elle magazine survey of readers in the United Kingdom, 62 percent said they are more likely to
buy an item of clothing from a brand that values sustainability.

Inspired by this demand, Fashion Revolution has been tracking the performance of fashion brands against five key
areas: policy and commitments, governance, traceability, supplier assessment and remediation, and spotlight
issues.

This year's index looks at 250 brands and examines 220 indicators from a large range of social and environmental
topics including animal welfare, biodiversity, chemicals, climate, due diligence, forced labor, freedom of
association, gender equality, living wages, purchasing practices, supplier disclosure, waste and recycling, and
working conditions.

High street brands are leaders in the fashion transparency movement, according to Fashion Revolution's annual
Fashion Transparency Index 2020.

The average score across the 250 brands studied this year was 23 percent, up 2 percent over last year.
This is the first year that a brand has scored more than 70 percent on the index.

H&M ranked No. 1 on the list with 73 percent of 220 possible transparency measures, because the retail giant
publishes detailed information about its supply chain and its approach to a range of social and environmental
issues.

C&A earned 70 percent, Adidas and Reebok both earned 69 percent and Esprit earned 64 percent.

Brands that have participated in this survey over the last few years saw a 12-percentage point increase in their
average scores.

Ermenegildo Zegna's score increased by 22 percentage points this year, becoming the first luxury brand to publish a
detailed list of its suppliers.

Forty percent of brands are publishing a list of their first-tier manufacturers, up from 35 percentin 2019.
This year 24 percent of brands published some of their processing facilities, up from 19 percent last year.

Only 7 percent publish their raw material suppliers, up from 5 percent year-over-year.
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Herms 'cosmetics collection. Image credit: Hermes

Herms has disclosed the production sites it operates for many years. Gucci owner Kering is also starting to disclose
a small number of its raw materials suppliers.

"Luxury brands tend to be working very closely with their suppliers and the people working in their supply chains,
with a focus on quality and craftsmanship," Ms. Ditty said.

"However, many luxury brands don't share any information about these suppliers and the good practices happening
behind-the-scenes," she said. "This is a shame because it leaves consumers in the dark and wondering what brands
have to hide.

"We would encourage more luxury brands to open up to the public and share with everyone what they are doing to
address social, human rights and environmental issues, especially as more and more consumers are becoming
conscious of these topics.

Bally's #relaxinstyle #stayhome social media campaign. Image credit Bally

Luxury lag

The lowest scoring brands on the index earned a 0 percent. These include Swiss luxury fashion house Bally, Italian
brand Max Mara, Pepe Jeans, Tom Ford, Elie Tahari, Jessica Simpson, Dutch high street brand Mexx and Chinese
retailers Belle, Heilan Home and Youngor.

"Brands like Bally or Tom Ford that are scoring 0 percent on transparency could take some simple steps to start
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communicating on their Web sites about what the company is doing to address important social and environmental
issues," Ms. Ditty said.

"It is likely that these brands are doing some good things but not talking about it publicly, which means consumers
are unable to join them on their sustainability journey," she said.

"These brands could start by sharing information about their policies or initiatives that focus on key social and
environmental challenges."
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