
  

	

	

  

 
 
 
 

	
MEMÒRIA	DEL	TREBALL	DE	FI	DE	GRAU	DEL	GRAU	(ESCI-UPF)	

	
	
	
	
	
	
	
	
	
	
	
	
	

SUSTAINABILITY	IN	FAST	FASHION:	A	COMPARATIVE	
ANALYSIS	OF	SPAIN’S	MARKET	LEADERS	

	
	
	
	
	
	
	
	
	
	
	
	

AUTOR/A:	Maria	del	Mar	Ollé	Gamundi	 NIA:	102111	

GRAU:	International	Business	and	Marketing	 	

CURS	ACADÈMIC:	2018-2019	

DATA:		May	18th	2019	

TUTOR/S:	José	Miguel	Aliaga	

 
	



  

	

	

  

	

TABLE	OF	CONTENTS	

1.	 INTRODUCTION	...................................................................................................................	1	

2.	 LITERATURE	REVIEW	............................................................................................................	1	

2.1	 The	concept	of	sustainability	in	companies	................................................................	1	

2.2	 The	fast	fashion	industry	.............................................................................................	2	

2.3	 The	scope	of	sustainability	in	fashion	.........................................................................	3	

2.4	 The	Spanish	fast	fashion	market	.................................................................................	6	

2.5	 Attempts	at	assessing	corporate	sustainability	in	fashion	..........................................	6	

2.6	 Conclusions	of	the	literature	review	...........................................................................	7	

3.	 OBJECTIVES	..........................................................................................................................	7	

4.	 TOPIC	ANALYSIS	...................................................................................................................	7	

4.1	 Introducing	Inditex	......................................................................................................	8	

4.2	 Introducing	Mango	.....................................................................................................	8	

4.3	 Comparative	analysis	of	sustainability	........................................................................	9	

4.3.1	 Sustainability	reporting	..........................................................................................	9	

4.3.2	 Principles,	objectives	and	initiatives	for	sustainable	development	........................	9	

4.3.3	 Relationship	with	stakeholders	............................................................................	11	

4.3.4	 Relationship	with	employees	...............................................................................	11	

4.3.5	 Relationship	with	suppliers	..................................................................................	12	

4.3.6	 Relationship	with	communities	............................................................................	13	

4.3.7	 Reduction	of	the	environmental	impact	...............................................................	14	

4.3.8	 Sustainability	of	materials,	products	and	collections	...........................................	15	

5.	 CONCLUSIONS	...................................................................................................................	17	

6.	 BIBLIOGRAPHY	AND	WEBGRAPHY	.....................................................................................	20	

7.	 EXHIBITS	............................................................................................................................	21	

	

 



 
 1 

 

Sustainability	in	Fast	Fashion:	A	Comparative	Analysis	of	Spain’s	Market	Leaders	
Maria	del	Mar	Ollé	Gamundi	

1. INTRODUCTION	

A	recently	published	article	of	the	Spanish	newspaper	Expansión	(2019)	reveals	that	worldwide	

clothing	production	has	duplicated	 in	 the	 last	19	years,	 and	per	Greenpeace	 it’s	expected	 to	

grow	 an	 additional	 63%	 before	 2030.	 The	 article	 blames	 the	 fast	 fashion	 industry	 for	 this	

overproduction	as	well	as	for	the	greenhouse	gas	emissions,	the	excessive	water	usage	and	the	

waste	generated	during	the	process.	Because	of	these	facts,	fashion	is	considered	the	second	

most	polluting	industry	of	the	planet.	Simultaneously,	the	article	also	highlights	the	efforts	of	

Inditex	and	Mango,	amongst	others,	to	considerably	reduce	their	impacts.		

The	integration	of	sustainable	practices	in	an	industry	where	the	priority	is	to	be	able	to	mass	

produce	garments	as	fast	as	possible	and	at	the	lowest	cost	is	almost	a	contradiction,	yet	it	is	

undeniable	that	fast	fashion	firms	now	aim	towards	it.	The	rules	of	the	market	have	changed,	

and	it’s	time	for	companies	to	catch	up	with	them.		

2. LITERATURE	REVIEW	

2.1 The	concept	of	sustainability	in	companies	

The	 concept	 of	 sustainable	 development	 first	 appeared	 in	 1987	 in	 what	 is	 known	 as	 the	

Brundtland	report,	titled	Our	Common	Future.	The	definition	was	the	following:	

Sustainable	 development	 is	 development	 that	 meets	 the	 needs	 of	 the	 present	 without	

compromising	the	ability	of	future	generations	to	meet	their	own	needs.		

According	 to	 the	 report,	 sustainable	 development	 is	 composed	by	3	 different	 elements	 that	

influence	 each	 other	 and	 must	 be	 integrated	 jointly:	 economic	 development,	 social	

development	and	protection	of	the	environment.		

During	the	last	decade,	companies	have	started	to	adopt	socially	responsible	business	practices	

to	 improve	 the	 society’s	wellbeing	 and	 to	protect	 the	 environment.	 The	 reasons	behind	 the	

adoption	of	these	practices	has	shifted	from	responding	to	 legislations,	consumer	complaints	

and	pressure	from	stakeholders	to	a	more	proactive	approach,	where	corporations	seek	to	help	

solve	social	conflicts	via	new	business	practices	(Kotler,	Hessekiel	&	Lee,	2012).	

In	2011,	the	European	Commission	shed	light	on	this	topic	with	the	report	A	renewed	EU	strategy	

for	Corporate	Social	Responsibility,	which	stated	that	information	on	sustainability	risks	should	

be	disclosed	to	achieve	stakeholder	engagement	and	accountability,	and	 indicated	a	growing	

tendency	 in	 the	 publishing	 of	 Corporate	 Sustainability	 Reports.	 Furthermore,	 in	 2014	 the	

European	 Parliament	 and	 the	 European	 Council	 created	 a	 directive	 (2014/95/EU)	 that	
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acknowledged	 the	 importance	 of	 divulging	 sustainability-related	 facts	 by	 bringing	 forward	 a	

legislative	proposal	on	the	disclosure	of	non-financial	information.	It	aimed	to	set	a	corporate	

framework	for	the	creation	of	non-economic	statements	to	communicate	information	regarding	

environmental	and	social	matters	as	well	as	risks	and	policies	related	to	them,	amongst	others.		

Ever	since	the	Directive,	the	member	states	have	proceeded	to	adopt	this	normative	into	their	

legal	order.	Spain	was	one	of	 the	 last	countries	 to	 transpose	 it	via	 the	recently	updated	Law	

11/2018	of	divulgation	of	non-financial	and	diversity	 information,	which	 further	deepens	the	

level	of	 transparency	and	accountability	of	non-economic	 reporting	 in	 the	country	by	adding	

more	extensive	criteria1.	It	also	mandates	the	use	of	indicators	that	comply	with	the	guidelines	

of	the	European	Commission	and	with	the	Global	Reporting	Initiative	(GRI).	These	reports	must	

be	published	up	to	six	months	after	the	closing	of	the	financial	period	(Ernst	&	Young,	2018).		

These	measures	have	led	to	a	change	in	corporate	objectives.	Whereas	the	aim	of	firms	used	to	

be	economical	profit	and	returns	for	shareholders,	it	has	become	the	creation	of	long-term	value	

for	 societies	 tied	 to	 environmental	 and	 social	 wellbeing	 factors.	 Companies	 nowadays	must	

internalize	 the	expectations	of	 stakeholders	and	adopt	new	values	and	priorities	 that	 reflect	

them.	 Therefore,	 the	 new	 mission	 of	 companies	 is	 to	 find	 opportunities	 that	 benefit	 both	

themselves	and	their	societies	(Association	of	Economists	of	Catalonia,	2014).		

As	Kotler,	Hessekiel	and	Lee	(2012)	together	with	the	organization	Business	for	Responsibility	

state,	firms	that	engage	in	social	practices	and	integrate	Corporate	Social	Responsibility	(CSR)	

activities	into	their	operations	and	strategies	benefit	from	an	increase	in	sales	and	market	share,	

a	better	brand	positioning,	a	stronger	image	and	influence,	a	bigger	capacity	to	attract	and	retain	

employees	and	an	increased	attractiveness	for	investors.		

Overall,	 it	 has	 been	 acknowledged	 by	 previous	 research	 that	 companies	 that	 engage	 in	

sustainable	behavior	 strategically	 can	 improve	 their	 reputation	and,	 consequently,	 achieve	a	

strategic	competitive	advantage	(Li,	Zhao,	Shi	&	Li,	2014).		

2.2 The	fast	fashion	industry	

A	definition	of	fast	fashion	can	be	found	in	D.	Sull	and	S.	Turconi’s	Fast	Fashion	Lessons,	and	

states	the	following:	

Fast	 fashion	 describes	 the	 retail	 strategy	 of	 adapting	 merchandise	 assortments	 to	 current	

                                                
1	Limited	liability	companies	with	over	500	employees	that	have	achieved	during	two	consecutive	financial	periods	
assets	worth	more	than	€20	million,	net	turnover	over	€40	million	or	employed	more	than	250	people.	
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emerging	trends	as	quickly	and	effectively	as	possible.	

The	primary	objective	of	fast	fashion	is	to	produce	quickly	in	a	cost-effective	manner	so	that	the	

latest	fashion	trends	can	be	well-captured	(Li,	Choi	&	Cheng,	2014).	To	achieve	this,	fast	fashion	

firms	maintain	capital-intensive	operations	in-house	to	shorten	lead	times	and	ensure	flexibility,	

while	labor-intensive	operations	are	outsourced	to	lower	costs	(Sull	&	Turconi,	2008).		

Fast	fashion	markets	exhibit	characteristics	such	as	a	short	life-cycle,	which	implies	that	products	

are	 often	 ephemeral	 with	 short	 and	 seasonal	 sales	 periods;	 volatility,	 which	 suggests	 that	

demand	 is	 influenced	by	many	external	 factors;	 low	predictability,	 since	 the	volatile	demand	

causes	accurate	forecasting	to	be	more	difficult,	and	customer	impulse	purchasing	(Christopher,	

Lowson	&	Peck,	2004).	Companies	must	recognize	situational	patterns	and	anticipate	the	next	

trends	and	preferences	in	the	industry	to	adapt	to	them	(Sull	&	Turconi,	2008).		

Stock-out	of	products	 is	used	 to	 stimulate	 fanatical	pursuits	of	 the	garments,	and	 short	 lead	

times	 allow	 stores	 to	 constantly	 offer	 new	 goods	 for	 clients	 to	 choose	 from.	 This	 makes	

consumers	think	that,	once	they	see	a	product	they	 like,	 they	must	 immediately	buy	it,	since	

there	 is	 no	 guarantee	 the	 product	 will	 be	 there	 for	 much	 longer.	 This	 technique	 enhances	

impulsivity	in	purchase	decisions,	generating	a	higher	volume	of	sales	(Li,	Choi	&	Cheng,	2014).		

With	the	rise	of	environmental	sustainability	and	social	responsibility,	the	fast	fashion	industry	

is	becoming	more	aware	of	the	importance	of	these	matters	in	the	economy,	their	environment	

and	society	(Li,	Choi	&	Cheng,	2014).	Companies	must	focus	on	their	responsibilities	towards	

society	and	become	active	promoters	of	sustainability	throughout	their	supply	chains.	By	doing	

so,	they	have	the	possibility	to	improve	product	attributes	and	meet	different	customer	needs,	

simultaneously	 reducing	 uncertainty	 risk	 and	 improving	 performance	 to	 balance	 social,	

economic	and	environmental	aspects	(Li,	Zhao,	Shi	&	Li,	2014).	

2.3 The	scope	of	sustainability	in	fashion	

According	to	Saicheua,	Knox	and	Cooper	(2012),	the	scope	of	sustainability	in	fashion	stretches	

from	the	production	of	natural	and	synthetic	fibers,	the	textile	manufacturing	process	and	the	

transportation,	retailing	and	usage	of	goods	until	their	final	disposal.		

A	 briefing	 of	 the	 European	 Parliament	 (2019)	 states	 that	 the	 production	 of	 raw	materials	 is	

responsible	for	a	large	share	of	the	environmental	impact	of	the	clothing	industry,	with	natural	

fibers	having	the	worse	effect.	Cotton,	which	accounts	for	more	than	43%	of	the	materials	used	

in	clothing	in	the	EU	per	the	European	Clothing	Action	Plan,	requires	huge	quantities	of	land,	

water,	 fertilizers	 and	 pesticides.	 Bio	 and	 sustainable	 cotton	 usage	 drastically	 reduces	 these	
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impacts,	and	is	currently	becoming	more	popular.	Additionally,	silk	influences	the	depletion	of	

natural	resources	and	global	warming,	and	wool	contributes	to	greenhouse	gas	emissions.		

On	the	other	hand,	polyester,	which	accounts	for	16%	of	the	fibers	used,	is	made	of	fossil	fuels,	

can	 release	 harmful	 microplastic	 fibers	 into	 the	 environment	 and	 it	 is	 non-biodegradable.	

Despite	 this,	 it	 has	 a	 lower	 water	 footprint	 and	 can	 be	 recycled.	 Another	 material	 that	 is	

commonly	 used	 at	 around	 a	 9%	 rate	 is	 viscose,	which	 is	 derived	 from	 cellulose,	made	 from	

renewable	plants	and	biodegradable.	 	Finally,	the	 industry	 is	shifting	towards	new	innovative	

sustainable	 materials	 such	 as	 Lyocell	 (also	 called	 Tencel	 because	 of	 its	 creator),	 an	

environmentally-safe	 fiber	made	 of	 cellulose	 from	 eucalyptus	 that	 requires	minimum	water	

usage	and	is	produced	without	irrigation	or	pesticides.	

Regarding	apparel	production,	a	big	part	of	clothing	manufacturing	has	migrated	during	the	last	

years	from	developed	to	developing	economies,	mainly	China,	India,	Indonesia,	Bangladesh	and	

Pakistan.	Final	products	are	then	imported	to	the	EU.	Consequently,	fashion	supply	chains	are	

based	 on	 globally	 and	 supplemented	 locally	 to	 be	 able	 to	 achieve	 quick	 response	 systems	

(MacCarthy	&	Jayarathne,	2009).	This	has	created	an	augmented	need	for	transportation.	Since	

fast	fashion	requires	a	turnaround	time	often	shorter	than	two	weeks,	this	translates	into	higher	

carbon	emissions	as	well	as	shipping	containers	not	being	used	to	their	full	capacity	(European	

Parliament,	2019).		

Moreover,	since	the	manufacturing	of	garments	is	labor-intensive,	being	cost-effective	in	highly	

competitive	markets	 could	 result	 in	 unethical	 labor	 practices	 and	 conditions	 for	 workers	 at	

production	sites	(Saicheua,	Knox	&	Cooper,	2012).		

According	 to	 Xavier	 Carbonell,	 former	 director	 of	 Corporate	 Social	 Responsibility	 at	Mango,	

professor	at	ESCI	and	member	of	the	Mango	CSR	chair,	the	main	risks	 in	the	social	and	labor	

environment	 of	 the	 industry	 are	 along	 the	 production	 chain,	 due	 to	 the	 setting	 and	

characteristics	of	the	manufacturing	countries.	Before	suppliers	are	selected,	a	previous	analysis	

and	verification	of	 supplying	centers	must	be	done	 to	ensure	worker	 safety	and	appropriate	

working	conditions.	Moreover,	companies	should	establish	relationships	of	trust,	transparency	

and	 traceability	with	 their	manufacturers,	 and	 supplier	 conduct	 should	 be	 consistent	with	 a	

firm’s	 CSR	 compromises.	 To	 address	 potential	 risks,	 fast	 fashion	 companies	 must	 establish	

mandatory	codes	of	conduct	and	ensure	compliance	via	audits.	The	norms	inside	the	codes	must	

include	 social,	 labor	 and	 environmental	 regulations	 based	 on	 the	 principles	 of	 the	 United	

Nations	Global	Compact,	the	Universal	Declaration	of	Human	Rights	and	the	agreements	of	the	

International	Labor	Organization	(ILO),	amongst	others.	
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Per	Carbonell,	the	codes	of	conduct	must	cover	the	prohibition	of	child	and	forceful	labor,	health	

and	 safety	 terms,	 the	 right	 for	 freedom	 of	 association,	 non-discrimination	 and	 anti-abuse	

policies,	limitations	to	working	hours	and	salaries,	subcontracting	rules,	environmental	policies	

and	the	obligation	to	fulfill	the	law.	Amongst	these	aspects,	subcontracting	is	one	that	should	

be	very	carefully	looked	at.	Whenever	a	supplier	decides	to	transfer	some	of	its	tasks	to	a	third	

party	without	the	consent	of	its	client	company,	there	is	no	guarantee	that	the	third	party	will	

act	according	to	the	established	norms	of	conduct,	since	it	will	only	respond	to	the	supplier.	This	

implies	that	the	third	party	could	be	transgressing	the	norms	of	the	client	company,	for	example	

by	employing	infants	or	having	inadequate	working	conditions.		

Regarding	the	procurement	of	materials	and	the	manufacturing	of	clothing,	per	the	European	

Parliamentary	Research	Service	(2019),	it	is	an	energy-intensive	process	in	which	large	amounts	

of	water	and	over	1,900	chemicals	are	used.	Often,	contaminated	wastewaters	 in	developing	

countries,	where	environmental	legislations	aren’t	as	strict	as	in	the	EU,	end	up	being	discharged	

unfiltered	 into	waterways.	Tendencies	such	as	the	reduction	of	chemicals	consumed	and	the	

usage	of	water-saving	machinery	are	arising	as	a	response	to	these	concerns.	

According	to	a	JRC	study	(2014),	the	usage	phase	is	the	one	that	has	the	largest	environmental	

footprint	 in	 the	 lifecycle	 of	 clothes.	 This	 is	 owed	 to	 the	 water	 and	 energy	 consumption	 in	

washing,	the	chemicals	inside	detergents	and	softeners	and	the	microplastics	that	shed	into	the	

water.	 Undoubtedly,	 the	 consumer	 generates	 the	 biggest	 environmental	 impact	 during	 the	

lifespan	of	clothing	items,	yet	there	is	still	little	action	taken	towards	customer	awareness,	which	

was	found	to	be	due	to	the	fast-changing	fashion	culture	and	the	lack	of	understanding	of	the	

clothing	 supply	 chain	 (Saicheua,	 Knox	&	Cooper,	 2012).	 To	 reduce	 the	 impact	 of	 this	 phase,	

consumers	 should	 be	 persuaded	 to	 make	 behavioral	 changes,	 such	 as	 reducing	 washing	

temperature,	purchasing	eco-friendly	fibers	and	donating	their	unused	items	(JRC,	2014).	

The	final	phase	of	the	scope	of	sustainability	in	fashion	is	the	disposal.	According	to	the	briefing	

of	the	European	Parliament	(2019),	most	clothes	in	the	EU	are	still	burned	in	incinerators	or	left	

in	 landfills,	 where	 there’s	 danger	 of	 natural	 fibers	 like	 wool	 releasing	 methane	 as	 they	

decompose.	Only	a	small	portion	of	disposed	clothing	is	reused	or	recycled.	Globally,	only	less	

than	 1%	 of	 the	materials	 that	 are	 used	 in	 clothing	 are	 recycled	 back	 into	 new	 clothes.	 The	

available	technology	is	not	advanced	enough	to	separate	fibers	that	were	blended	together	to	

manufacture	the	garments,	so	most	clothes	are	just	cut	up	and	shredded,	with	these	fibers	being	

reused	to	create	insulation	material	or	mattress	stuffing	rather	than	new	clothing.	Technology	

for	chemical	recycling,	available	for	polyester	and	nylon,	is	slowly	progressing,	but	still	not	viable	
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for	cotton	and	blends.	Moreover,	it	would	only	work	in	vertically	integrated	companies.		

Additionally,	the	rapid	changing	of	trends	in	fast	fashion	causes	quick	obsolescence	of	garments,	

reducing	their	lifetime	and	therefore	polluting	more.	Lowering	the	cost	of	goods	at	the	expense	

of	quality	causes	customers	to	be	more	eager	to	dispose	of	a	piece	of	clothing	instead	of	reusing	

or	recycling	it,	since	its	perceived	value	is	lower	(Saicheua,	Knox	&	Cooper,	2012).	

2.4 The	Spanish	fast	fashion	market	

Spain,	 the	 main	 exporter	 of	 fast	 fashion,	 has	 received	 worldwide	 acknowledgement	 in	 the	

industry.	This	has	given	it	national	strategic	importance	(for	more	information,	see	Exhibit	1).	

Because	of	a	raising	awareness	of	stakeholders	on	the	environmental,	economic	and	societal	

impacts	of	fast	fashion,	CSR	has	arisen	as	a	big	challenge.	Spanish	companies	are	expected	to	be	

competitive	and	ethically	responsible	at	the	same	time,	with	their	reputations	and	 long-term	

strategies	being	at	stake.	They	are	expected	to	not	only	comply	with	laws	and	norms	but	also	to	

collaborate	with	each	other	and	their	stakeholders	to	shift	towards	more	sustainable	practices.	

Inditex	was	the	national	pioneer	in	starting	the	development	of	sustainable	business	practices	

in	fast	fashion	with	its	Right	to	Wear	initiative	(ISEM	Fashion	School,	2016).	

2.5 Attempts	at	assessing	corporate	sustainability	in	fashion	

In	the	past,	there	have	been	several	attempts	to	establish	a	set	of	indicators	for	the	comparison	

of	sustainable	practices	amongst	firms.		

The	case	study	Environmental	Sustainability	in	Fashion	Supply	Chains	(2012)	delivered	a	set	of	

barometers	to	monitor	a	firm’s	external	 impacts	throughout	its	product	lifecycle.	However,	 it	

neglected	the	environmental	impact	during	usage	and	disposal	of	goods.	

Additionally,	the	authors	of	the	study	Sustainable	Supply	Chain	Management	in	the	Fast	Fashion	

Industry	 (2014)	 created	 a	 set	 of	 charts	 to	 summarize	 and	 compare	 corporate	 reports.	 This	

analysis	did	not	include	potential	retailing	and	end-of-life	impacts.	On	top	of	that,	the	sample	of	

companies	chosen	was	too	small,	and	the	firms	inside	it	were	too	diverse.			

Finally,	the	report	The	Fashion	Industry	in	Spain	(2016)	laid	out	a	set	of	aspects	that	companies	

should	pay	attention	to	along	their	value	chains	to	ensure	sustainability.	Yet	it	did	not	consider	

the	final	disposal	of	garments	(for	a	list	of	all	the	indicators	referred	to,	see	Exhibit	2).		

None	of	the	previous	literature	considered	the	internationally	acknowledged	set	of	indicators	

created	by	the	Global	Reporting	Initiative	that	companies	in	the	European	Union	use	for	their	

non-financial	reporting.		
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2.6 Conclusions	of	the	literature	review	

In	Spain,	due	to	its	size	and	profitability,	the	fast	fashion	industry	is	especially	relevant.	As	new	

legislations	have	appeared	and	stakeholder	awareness	on	sustainability	matters	has	increased,	

companies	in	the	sector	have	started	to	integrate	more	sustainable	business	practices,	which	

are	not	only	beneficial	for	their	image,	but	also	for	the	wellbeing	of	their	internal	and	external	

stakeholders	and	for	the	environment.	For	such	reason,	it	is	crucial	for	Spanish	fast	fashion	firms	

to	adopt	these	activities	along	the	production	of	materials,	the	manufacturing	process	and	the	

transportation,	 retailing,	usage	and	 final	disposal	of	goods	 in	order	 to	achieve	economic	and	

social	 development	 paired	with	 environmental	 protection.	 To	 be	 able	 to	measure	 corporate	

efforts	in	these	matters,	there	is	a	need	for	the	reinforcement	of	a	proper	set	of	indicators	that	

allows	the	evaluation	and	comparison	of	sustainable	practices	between	firms.	

3. OBJECTIVES	

Using	the	scope	of	sustainability	in	fashion	defined	by	Saicheua,	Knox	and	Cooper	(2012)	as	a	

reference	 point,	 this	 paper	 attempts	 to	 select	 and	 adapt	 a	 set	 of	 the	 internationally	

acknowledged	indicators	from	the	Global	Reporting	Initiative	to	assess	corporate	sustainability	

in	fast	fashion	companies.	Additionally,	some	more	barometers	based	on	the	existing	literature	

will	be	added	to	fully	assess	the	scope	of	sustainability.	

These	indicators	will	be	used	to	compare	the	measures	that	Inditex	and	Mango,	two	of	Spain’s	

fast	fashion	 leading	companies,	state	 in	their	2017	Corporate	Reports	 in	order	to	answer	the	

following	questions:	After	comparing	the	sustainability	practices	of	both	firms,	which	identified	

aspects	should	 they	 improve	or	 further	 regulate	 to	make	the	 industry	move	towards	a	more	

sustainable	development?	Moreover,	why	is	it	important	for	them	to	improve	their	practices?	

Finally,	 which	 future	 tendencies	 could	 affect	 both	 companies’	 actions	 for	 sustainable	

development	and	how?	

4. TOPIC	ANALYSIS	

Despite	their	differences	in	size	and	business	models,	Spanish	consumers	perceive	Inditex	and	

Mango	very	similarly,	according	to	a	survey	conducted	recently	by	the	Kantar	Worldpanel	(see	

Exhibit	3).	Additionally,	as	it	will	be	seen	in	the	following	pages,	both	firms	have	implemented	

resembling	sustainable	measures	during	the	last	few	years.	Thanks	to	their	market	relevance,	

they	 have	 a	 considerable	 capacity	 to	 influence	 future	 tendencies	 in	 sustainability	 matters.	

Because	of	these	reasons,	Inditex	and	Mango	are	the	chosen	candidates	for	this	analysis.	
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4.1 Introducing	Inditex	

Inditex	was	founded	in	1983	in	La	Coruña	by	Amancio	Ortega,	who	is	still	the	owner	of	59%	of	

the	 company’s	 shares.	 Inditex	was	 originally	 a	 family-owned	 company,	 but	 it	went	 public	 in	

2001,	becoming	a	limited	liability	company	with	a	€89’98	billion	market	capitalization	in	2017.	

The	current	Chairman	and	CEO	of	the	company	is	Pablo	Isla.	The	firm	is	the	largest	exporter	in	

the	fast	fashion	industry,	with	83’7%	of	their	sales	corresponding	to	foreign	markets.	

Most	of	Inditex’s	stores	are	company-owned	except	for	some	franchised	stores.	The	franchise	

model	is	used	specially	to	enter	some	foreign	countries.	The	company	is	present	in	96	different	

worldwide	markets	 via	 7,475	 stores.	 Inditex	 closed	 the	2017	 financial	 year	with	 a	 new	 sales	

record	 of	 €25’34	 billion,	 with	 12%	 stemming	 from	 online	 channels.	 Consequently,	 the	 firm	

achieved	a	net	profit	of	€3’4	billion.	

The	giant	of	fast	fashion	employs	171,839	workers	worldwide.	In	2017,	they	worked	with	1,824	

suppliers	who	manufactured	their	garments	along	7,210	different	factories.	During	that	same	

year,	 Inditex	 placed	 on	 the	market	 a	 total	 of	 1,550,152,707	 garments.	 Around	 57%	 of	 their	

suppliers	operate	in	proximity	areas	(Spain,	Portugal,	Morocco	and	Turkey).		

Inditex’s	 most	 successful	 and	 well-known	 brand	 is	 Zara,	 but	 the	 company	 is	 also	 behind	

Pull&Bear,	Massimo	Dutti,	Bershka,	Stradivarius,	Oysho,	Zara	Home	and	Uterqüe	(see	Exhibit	4).		

4.2 Introducing	Mango	

Punto	Fa	is	a	private	limited	company	which	operates	under	the	name	of	Mango.	It	was	founded	

in	1984	in	Barcelona	by	Isak	Andic,	the	current	Chairman	of	the	firm.	Punto	Fa	belongs	at	a	99,9%	

to	Mango	MNG	Holding,	 which	 at	 the	 same	 time	 owns	 the	 Punto	 Fa	 Holding.	 Both	 entities	

consolidate	 their	 accounts	 and	 activity.	 It	 is	 the	 second	 largest	 exporter	 in	 the	 Spanish	 fast	

fashion	industry	after	Inditex,	with	77%	of	their	sales	corresponding	to	foreign	markets.		

Mango	operates	combining	own	stores	with	franchises.	The	company	is	present	in	110	markets	

and	accumulates	2,190	stores	around	the	globe,	of	which	979	are	company-owned	and	1,211	

are	franchises.	During	the	financial	year	of	2017,	the	firm	accumulated	sales	of	€2,193,634,	with	

15’5%	stemming	from	online	sales.	Despite	this,	the	company	faced	net	losses	of	€33,166.		

The	 Spanish	 fast	 fashion	 firm	 employs	 15,970	 people	 worldwide.	 During	 2017,	 they	

manufactured	136,292,413	units	of	apparel	and	footwear	 in	1,256	different	factories,	40%	of	

them	in	neighboring	countries	to	Spain	(Turkey,	Portugal	and	Morocco).		The	total	number	of	

suppliers	Mango	worked	with	in	2017	was	607.	Mango	designs	and	launches	more	than	6,600	
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models	each	year	distributed	amongst	several	labels	(see	Exhibit	5).		

4.3 Comparative	analysis	of	sustainability		

During	the	following	subparts	of	point	4.3,	a	selection	of	GRI	indicators	will	be	used	in	addition	

to	a	 list	of	benchmarks	of	own	elaboration	based	on	the	scope	of	sustainability	 in	 fashion	to	

guide	the	comparative	analysis	between	Zara	and	Mango	(see	Exhibit	6).	This	analysis	focuses	

only	on	the	most	significant	aspects	per	the	existent	literature	that	has	been	published	recently.	

Other	less	relevant	characteristics	have	been	excluded.		

4.3.1 Sustainability	reporting	

Inditex	publishes	every	year	their	Annual	Report	containing	their	main	financial	data	as	well	as	

their	non-financial	information,	available	on	their	own	website.	They	do	not	create	a	separate	

document	 specific	 for	 sustainability-related	 reporting.	 The	 auditor	 of	 their	 last	 report	 was	

Deloitte.	 Mango,	 on	 the	 other	 side,	 publishes	 a	 yearly	 Sustainability	 Report	 that	 is	 almost	

uniquely	focused	on	this	topic,	although	it	does	briefly	summarize	financial	data.	It	is	available	

on	their	website	and	has	been	previously	audited	by	TÜV	Rheinland.	

Both	 companies	 follow	 the	Guide	 for	 the	 Preparation	 of	 Sustainability	 Reports	of	 the	Global	

Reporting	Initiative.	

4.3.2 Principles,	objectives	and	initiatives	for	sustainable	development	

To	respond	to	societal	concerns	regarding	the	sustainability	of	the	fast	fashion	industries,	both	

Spanish	 firms	 have	 implemented	 many	 initiatives	 and	 objectives	 as	 well	 as	 adhered	 to	

international	principles	and	organizations,	which	 the	reader	will	become	familiar	with	during	

this	first	subpart	of	the	analysis.	The	following	parts	will	go	into	further	detail.		

In	2016,	Inditex	put	into	action	the	Sustainability	Plan	for	2020	under	the	objective	of	applying	

the	principles	of	the	circular	economy	into	the	company.	Some	of	the	measures	inside	of	it	are	

the	Closing	the	Loop	project,	which	consists	on	the	collection,	reutilization	and	recycling	of	used	

collected	garments,	and	the	creation	of	their	sustainable	clothing	line,	called	Join	Life.		

The	 limited	 liability	 company	 has	 adhered	 to	 the	 principles	 of	 the	 United	 Nations	 Global	

Compact,	 the	Universal	Declaration	of	Human	Rights,	 the	Guiding	Principles	on	Business	and	

Human	Rights	and	the	Declaration	on	Fundamental	Principles	and	Rights	at	Work	of	the	ILO.	To	

ensure	compliance,	they	have	implemented	a	due	diligence	process	across	the	organization	to	

evaluate	impacts,	prevent	risks	and	remediate	issues.	Additionally,	the	firm	has	integrated	the	

17	Sustainable	Development	Goals	(SDG)	set	by	the	United	Nations	for	2030	into	their	practices,	
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which	 aim	 towards	 eradicating	 poverty	 and	 fighting	 inequality,	 discrimination	 and	 climate	

change	along	economic,	 social	 and	environmental	pillars	 (see	Exhibit	7).	Additionally,	 Inditex	

works	with	other	international	organizations	such	as	the	Sustainable	Apparel	Coalition	and	the	

Ethical	Trading	Initiative.		

Inditex’s	Right	to	Wear	principles,	as	it	has	been	mentioned	before,	are	a	pioneering	initiative	in	

the	 industry.	 They	 are	 aimed	 towards	 the	 creation	 of	 ethical	 and	 high-quality	 products	 that	

benefit	their	stakeholders	through	establishing	a	traceable,	sustainable	and	transparent	supply	

chain.	 The	 principles	 include	 the	 sourcing	 and	 manufacturing	 of	 products,	 the	 resources	

involved,	the	final	discharge	of	goods,	tax	contributions	and	social	programs,	amongst	others.	It	

is,	therefore,	a	very	broad	and	ambitious	initiative.	To	make	it	possible,	a	Code	of	Conduct	and	

Responsible	Practices	as	well	as	a	Code	of	Conduct	for	Manufacturers	and	Suppliers	has	been	

created	 and	 implemented	 together	 with	 their	 integrity	 policies.	 Both	 codes	 are	 part	 of	 the	

Strategic	Plan	for	a	Stable	and	Sustainable	Supply	Chain	2014-2018.		

On	the	other	side,	during	2017	Mango	developed	a	strategic	CSR	plan	under	the	name	of	Take	

Action	with	a	set	of	objectives	for	2020	related	to	environmental	aspects	of	the	supply	chain	and	

the	 wellbeing	 of	 their	 workforce.	 Its	 aim	 is	 to	 direct	 their	 business	 towards	 sustainable	

development.	As	part	of	this	strategic	plan,	Mango	has	undertaken	several	initiatives,	such	as	

the	Second	Chances	project,	which	consists	on	a	clothing	recycling	program,	and	the	creation	of	

their	first	sustainable	collection,	called	Committed.	

In	2003,	 the	private	company	signed	up	 to	 the	United	Nations	Global	Compact.	Additionally,	

Mango	has	created	an	ethical	code	to	ensure	 long-term	profitability	and	sustainability	of	the	

business.	To	ensure	its	efficiency,	the	firm	has	created	policies	and	procedures	and	developed	

internal	and	external	auditing	systems.	

Mango	has	adhered	to	the	United	Nations	Sustainable	Development	Goals	 (SDG),	 integrating	

the	17	objectives	for	2030	via	compatible	and	attainable	activities	for	facing	economic,	social	

and	 environmental	 challenges.	 Additionally,	 the	 company	 has	 created	 a	mandatory	 Code	 of	

Conduct	and	a	Corporate	Compliance	Code	to	ensure	good	practices.		

Likewise,	the	company’s	initiatives	for	sustainable	development	are	guided	by	the	principles	of	

the	United	Nations	Global	Compact,	the	Guiding	Principles	on	Business	and	Human	Rights,	the	

Universal	Declaration	of	Human	Rights	and	the	United	Nations	Convention	on	the	Rights	of	the	

Child.	 On	 top	 of	 that,	 the	 company	 has	 included	 all	 applicable	 conventions	 and	

recommendations	of	the	ILO	into	its	practices.	
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In	 addition,	 Mango	 has	 joined	 the	 Better	 Cotton	 Initiative	 to	 promote	 the	 acquisition	 of	

sustainable	cotton.	The	company’s	objective	is	to	ensure	that,	by	2022,	at	least	50%	of	the	cotton	

of	their	garments	will	be	from	a	sustainable	origin.		

4.3.3 Relationship	with	stakeholders		

Inditex	 identifies	 its	 stakeholders	 as	 employees,	 customers,	 suppliers,	 communities	 (such	 as	

non-profit	 organizations,	 governments,	 administrations,	 media	 and	 academic	 institutions),	

shareholders	and	the	environment.	The	selection	is	done	through	an	analysis	of	both	the	value	

chain	and	the	context	of	the	business.		

The	organization’s	aim	in	its	relationships	with	stakeholders	is	to	maintain	ongoing	dialogue	and	

transparency.	 To	 achieve	 it,	 the	 firm	 conducts	 a	 materiality	 analysis,	 a	 process	 for	 the	

identification,	prioritization	and	validation	of	both	the	relevance	in	business	and	the	relevance	

for	stakeholders	of	certain	aspects	that	the	company	has	influence	on	to	establish	the	direction	

of	 their	 sustainability	strategy.	The	aspects	 identified	as	most	 important	are	 respect	of	 labor	

rights,	labor	practices,	supplier	health	and	safety	and	responsible	purchasing	practices.		

Isak	Andic’s	company	identifies	its	stakeholders	as	customers,	society	and	other	social	agents,	

franchisees,	 employees	 and	 suppliers.	 The	 selection	 is	 done	 through	 an	 analysis	 of	 the	

company’s	value	chain.		

Mango	seeks	to	create	shared	value	with	its	stakeholders.	To	achieve	it,	they	focus	on	the	issues	

that	they	consider	a	priority,	and	continually	evaluate	and	control	their	risks.	Per	the	results	of	

their	materiality	 analysis,	 some	of	 the	most	 relevant	 aspects	 for	 their	 stakeholders	 are	 child	

labor,	customer	health	and	safety,	supplier	evaluation	and	equal	payment	policies.		

4.3.4 Relationship	with	employees		

Inditex	has	been	progressively	implementing	the	OHSAS	18001	certification,	a	standard	for	the	

development	 and	 implementation	 of	 an	 effective	 occupational	 health	 and	 safety	 system.	 In	

2017,	a	new	corporate	Health	and	Safety	Policy	was	approved.		

Moreover,	 their	 agreement	with	UNI	Global	Union	 establishes	 a	 guideline	 for	 the	 corporate	

implementation	of	the	ILO’s	principles,	which	are	based	on	freedom	of	association,	collective	

bargaining,	health	and	safety	measures,	appropriate	training,	limited	working	days	and	hours,	

non-discrimination	and	equal	pay,	amongst	others.	Inditex	also	collaborates	with	the	IndustriALL	

Global	 Union	 to	 support	 freedom	 of	 association,	 collective	 bargaining	 and	 women	

empowerment.	70%	of	their	workforce	is	covered	by	collective	bargaining	agreements.	
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To	foster	equality	and	non-discrimination,	the	firm	has	implemented	their	Equality	Plans	and	a	

Diversity	 and	 Inclusion	 Policy,	 which	 are	 controlled	 by	 their	 Committee	 of	 Ethics	 to	 ensure	

compliance.	Thus,	there	are	no	salary	differences	between	genders	at	the	executive	and	non-

management	 level.	 Despite	 this,	 at	 the	managerial	 level,	 the	 remuneration	 ratio	 is	 48%	 for	

women,	with	the	remaining	52%	belonging	to	men.	This	is	specially	preoccupying	seeing	that,	in	

2017,	 75%	 of	 Inditex’s	 employees	 were	 women.	 Considering	 the	 predominance	 of	 female	

workers	and	the	company’s	strategic	emphasis	on	equality	and	non-discrimination,	there	should	

not	be	any	difference	in	the	remuneration	ratio	between	genders.		

Mango,	on	the	other	side,	has	developed	and	implemented	a	Health	and	Safety	Policy	for	the	

improvement	of	working	conditions	and	employee	health	during	work	shifts.	Additionally,	the	

company	has	established	an	occupational	Risk	Prevention	Plan.	

The	company	has	also	adhered	itself	to	the	Declaration	of	Luxembourg	to	periodically	improve	

working	 conditions	 and	 has	 integrated	 the	 ILO’s	 principles.	 However,	 only	 29%	 of	 their	

workforce	is	covered	by	collective	bargaining	agreements,	a	very	mediocre	number	compared	

to	Inditex’s	70%.		

Mango	has	developed	policies	and	 tools	 to	promote	and	manage	both	cultural	diversity	and	

equal	opportunities	for	their	employees.	There	are	no	differences	between	the	salaries	paid	for	

men	and	for	women	within	the	same	job	category	at	any	level	and,	during	2017,	79%	of	their	

employees	were	women.	

4.3.5 Relationship	with	suppliers	

As	it	has	been	described	in	the	literature	review	and	per	the	results	of	the	materiality	analysis	

of	both	firms,	the	relationship	between	companies	and	their	suppliers	is	a	very	sensitive	topic	in	

the	 industry.	 Therefore,	 fast	 fashion	 players	 now	 need	 to	 actively	 promote	 sustainability	 in	

social,	economic	and	environmental	matters	 throughout	 their	 supply	chains.	To	achieve	 this,	

several	measures	have	been	implemented.	

As	it	has	been	mentioned,	Mango	and	Inditex	work	with	numerous	suppliers	located	mainly	in	

Asia.	To	regulate	their	relationship,	they	have	created	a	Code	of	Conduct	(in	Inditex’s	case,	the	

Code	of	Conduct	 for	Manufacturers	and	Suppliers),	which	 suppliers	must	 fulfill	 to	be	able	 to	

maintain	a	contractual	relationship	with	the	companies.		

These	 codes,	 which	 are	 heavily	 based	 on	 the	 ILO’s	 conventions	 for	 the	 promotion	 of	

fundamental	 labor	principles	 and	 rights,	 cover	 the	most	 important	 social	 and	environmental	

issues	that	could	arise	during	the	manufacturing	process,	particularly	the	prohibitions	of	child	
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and	forced	labor,	discrimination,	disciplinary	measures,	harassment,	and	abuse.	Moreover,	they	

also	include	health	and	safety	measures	to	be	implemented	in	factories,	the	right	for	freedom	

of	 association	 of	 the	 supplier’s	workers,	 limitations	 to	working	 hours	 and	 overtime	 hours,	 a	

minimum	wage,	environmental	requirements	and	the	obligation	to	comply	with	the	legislation.	

Subcontracting	is	strictly	forbidden	in	both	firms.	These	aspects	are	mandatory	for	every	single	

supplier,	and	the	code	must	be	publicly	displayed	inside	the	manufacturing	facilities.		

Before	the	selection	of	a	supplier,	both	companies	conduct	pre-assessment	audits	by	themselves	

or	with	external	auditors	to	identify	the	best	potential	manufacturers.	Because	of	this,	suppliers	

are	forced	to	meet	all	the	necessary	requirements	before	the	first	order	is	even	placed.		

To	ensure	the	permanent	fulfillment	of	the	Code	of	Conduct,	manufacturers	must	authorize	the	

companies	to	carry	out	inspections	and	to	access	all	the	necessary	documentation.	On	top	of	

that,	 to	 verify	 compliance	 and	 to	 establish	 any	 necessary	 corrective	 actions,	 the	 codes	 are	

audited	periodically	in	the	production	centers	by	internal	and	external	auditors.	In	the	case	of	

Mango,	 these	 audits	 can	 be	 announced	 in	 advance	 or	 not,	while	 for	 Inditex,	 they	 are	 never	

previously	announced.	During	2017,	Mango	undertook	429	external	social	audits,	and	Inditex	

conducted	4,215.	These	audits	 include	interviews	with	the	factory	owners,	 inspections	of	the	

installations,	employee	interviews	and	documentation	reviews.		

If	 a	 situation	of	 significant	non-compliance	 is	detected,	manufacturers	 are	 forced	 to	 take	on	

corrective	actions	within	the	next	six	months,	during	which	Mango	and	Inditex	offer	to	provide	

technical	support	and	monitoring.	At	the	end	of	this	period,	a	follow-up	social	audit	is	conducted.	

In	 both	 cases,	 if	 the	 supplier	 hasn’t	 corrected	 the	 situation,	 the	 contractual	 relationship	 is	

ceased.	In	case	of	child	labor,	forced	labor,	serious	health	risks	and	unethical	behavior,	Mango	

ceases	 its	 relationship	 with	 the	 supplier	 immediately,	 giving	 no	 room	 to	 corrective	 actions.		

Inditex,	on	the	other	side,	claims	to	always	give	its	suppliers	a	chance	for	amendment.	

4.3.6 Relationship	with	communities	

Following	the	guidelines	of	the	United	Nations	Sustainable	Development	Goals,	both	companies	

engage	in	multiple	social	actions	and	corporate	community	investments.		

In	Inditex’s	case,	the	company	invested	over	€48’1	million	in	these	actions	during	2017,	and	the	

firm	 calculates	 that	 such	 an	 investment	 has	 benefitted	 over	 1’5	 million	 people.	 Inditex’s	

initiatives	are	distributed	along	three	lines	of	action:	education,	social	welfare	and	emergency	

relief.	Some	of	the	main	actions	that	the	company	has	engaged	in	are	educational	programs	for	

vulnerable	groups	such	as	displaced	or	refugees	(through	the	EPGO	Program),	a	partnership	with	
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Water.org	 to	 facilitate	 access	 to	 drinking	water	 and	 sanitation	 in	 Bangladesh	 and	 Cambodia	

paired	with	social	development	programs	for	both	countries	and	a	very	broad	collaboration	with	

Doctors	Without	Borders	to	assist	humanitarian	crises	such	as	the	Syrian	refugees	and	victims	

of	the	Yemen	conflict.	All	in	all,	Inditex	is	extremely	committed	to	humanitarian	causes,	and	the	

company	adapts	its	social	action	to	the	current	issues	in	society.		

Regarding	Mango,	the	company’s	Sustainability	Report	does	not	provide	numerical	data	on	its	

social	 contributions,	 but	 it	 does	 briefly	 specify	 some	 of	 the	 conducted	 activities.	 The	 firm’s	

initiatives	are	aimed	towards	social	welfare	via	providing	support,	volunteering	in	programs	and	

making	either	financial	or	clothing	donations.	Mango	finances	food	for	100	families	in	Bombay	

via	the	Vita	Mundi	foundation,	provides	training	and	workplaces	for	women	with	disabilities	in	

India	through	the	Vicente	Ferrer	organization	and	supports	cancer	research	through	the	Spanish	

Association	Against	Cancer,	amongst	others.	The	firm	also	collaborates	with	Doctors	Without	

Borders.	In	comparison	with	Inditex,	Mango	has	engaged	in	considerably	less	actions,	many	of	

them	being	local	initiatives.			

Both	companies	cooperate	with	the	non-profit	organization	Cáritas	via	their	clothing	recycling	

programs.		

4.3.7 Reduction	of	the	environmental	impact	

Both	companies	regularly	analyze	their	environmental	impact	via	the	calculation	of	greenhouse	

gas	 emissions,	 waste	 discharges	 and	 electricity,	 gas	 and	 water	 consumption.	 The	 following	

subpart	of	the	analysis	is	going	to	focus	on	the	measures	that	the	firms	have	implemented	to	

reduce	their	impact.	

As	 part	 of	 their	 Sustainable	 Strategic	 Plan,	 Inditex	 aims	 at	 achieving	 an	 80%	 of	 energy	

consumption	from	renewable	sources	by	2025.	To	achieve	this,	the	firm	has	reduced	electricity	

consumption	 via	 the	 implementation	 of	 eco-efficient	 technology	 in	 offices,	 logistics	 centers,	

factories	 and	 stores	 (such	 as	 efficient	 LED	bulbs,	 lithium	batteries,	 air	 curtains	 and	 adapting	

thermostats),	and	it	can	now	cover	41%	of	their	needs	with	clean	energy.	In	2017,	80%	of	their	

own	stores	were	eco-efficient.	As	a	result,	corporate	greenhouse	emissions	have	been	reduced	

by	29%	during	the	last	four	years	as	well	as	water	consumption.	

Moreover,	Inditex	has	also	taken	the	approach	to	e-commerce	through	their	technology	center,	

responsible	for	zara.com.	Thus,	the	website	runs	on	100%	renewable	energy.		

In	addition,	the	company	has	set	the	following	objective:	by	2025	no	waste	from	their	activities	

will	end	up	in	a	landfill.	In	2017,	more	than	18	million	kg	of	products	were	recycled	as	well	as	



 
 15 

 

Sustainability	in	Fast	Fashion:	A	Comparative	Analysis	of	Spain’s	Market	Leaders	
Maria	del	Mar	Ollé	Gamundi	

over	80%	of	their	hazardous	waste	(such	as	electronics,	batteries	and	fluorescents).	

In	transportation,	Inditex	has	worked	on	managing	transport	routes	more	efficiently	by	avoiding	

empty	returns	and	incorporating	bigger	trucks	that	allow	for	more	cargo	capacity.	Additionally,	

goods	are	packed	in	recycled	plastic	during	their	transportation,	and	all	cardboard	packaging	is	

recycled	as	well.		

In	 comparison	 with	 Inditex,	 Mango’s	 data	 on	 environmental	 impact	 reduction	 is	 way	 less	

exhaustive.	The	company	only	shares	some	general	information	about	the	topic	at	hand,	without	

giving	details	about	the	efficiency	of	the	measures	implemented.	

Mango’s	 DETOX	 Initiative	 has	 been	 implemented	 alongside	 Greenpeace	 to	 eliminate	 the	

dumping	 of	 chemical	 products	 throughout	 the	 supply	 chain	 by	 2020.	 As	 a	 result,	 the	 firm	

separates	 and	 collects	 waste	 from	 their	 facilities	 and	 points	 of	 sale	 for	 recycling,	 including	

hazardous	waste.		

The	company	has	also	implemented	eco-efficient	measures	such	as	energy	recovery,	utilization	

of	rainwater	and	the	use	of	low	thermal	transmission	materials.	In	stores,	LED	lighting	is	used,	

air	curtains	have	been	 installed	and	cardboard	boxes	are	recycled	and	reused.	To	reduce	the	

emissions	generated	by	staff	travel,	they	have	implemented	a	free	bus	transport	system.		

Since	 2006,	 Mango	 has	 been	 working	 on	 offsetting	 greenhouse	 gas	 emissions	 via	 several	

projects,	such	as	the	creation	of	hydroelectric	plants	in	Turkey	and	China.		

Both	companies	only	use	recycled	materials	(mainly	paper)	for	their	commercial	bags.		

4.3.8 Sustainability	of	materials,	products	and	collections	

As	already	mentioned,	Inditex’s	Closing	the	Loop	program	consists	on	the	collection,	recycling	

and	reutilization	of	garments	that	customers	deposit	in	their	stores	in	order	to	extend	the	useful	

life	of	textile	products	(see	Exhibit	8).	This	program	is	fully	implemented	in	598	Zara	retail	spaces.	

Furthermore,	collaborations	with	the	Seur	Foundation	and	Cáritas	have	allowed	the	installation	

of	another	1,856	containers	on	Spanish	streets.	As	a	result,	since	2015	Inditex’s	customers	have	

donated	more	than	47	tones	of	garments,	and	Cáritas	has	collected	another	18,973	tones.	The	

received	items	are	distributed	to	non-profit	organizations,	repaired,	recycled	or	sold	to	finance	

social	projects.	

In	line	with	the	Sustainable	Development	Goal	for	Responsible	Consumption,	Mango	has	also	

started	 a	 similar	 project	 called	 Second	 Chances,	 which	 consists	 on	 the	 installation	 of	 130	

containers	distributed	amongst	their	stores	(see	Exhibit	9).	During	2017,	more	than	three	tons	
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of	 textiles	and	 footwear	were	collected.	62%	of	 the	collected	garments	were	reused,	20%	of	

them	recycled	and	the	remaining	18%	was	used	for	energy	recovery.		

To	promote	innovation	in	sustainability	of	materials,	Inditex	has	invested	in	waste	recycling	and	

reutilization	 solutions	 as	 well	 as	 in	 the	 production	 of	 fibers	 using	 clean	 technologies.	 A	

collaboration	with	the	firm	Lenzing,	 for	 instance,	has	allowed	the	conversion	of	textile	waste	

into	 a	 new	 type	 of	 recycled	 Lyocell.	 Collaborations	 with	 the	 Massachusetts	 Institute	 of	

Technology	 and	many	 other	 Spanish	 universities	 have	 allowed	 to	 improve	 fiber	 recycling.	 In	

2017,	the	total	investment	in	technology	for	textile	recycling	surpassed	$2’3	million.		

Mango,	on	the	other	side,	engaged	 in	significantly	 less	research	activities	than	 Inditex	during	

2017.	Despite	this,	the	firm	did	work	on	an	extensive	water	footprint	calculation	project	via	its	

CSR	Chair,	located	in	ESCI.		

Regarding	the	creation	of	sustainable	clothing	collections,	Inditex	has	created	the	Join	Life	label	

for	 its	 different	 brands.	 In	 2017,	 over	 73’6	 million	 Join	 Life	 garments	 were	 released,	

incorporating	 environmentally-friendly	 fibers	 such	 as	 organic	 cotton,	 sustainable	 linen	 and	

viscose,	Ecovero	(a	new	type	of	viscose),	Lyocell	and	other	recycled	materials	such	as	polyester,	

polyamide,	 cotton	 (or	 Refibra)	 and	 wool.	 For	 a	 garment	 to	 be	 labelled	 under	 this	 concept,	

suppliers	require	the	best	qualifications	in	social	audits,	an	optimal	appraisal	in	all	wet	processes	

and	 both	 raw	 materials	 and	 production	 techniques	 of	 environmental	 excellence.	 The	 final	

products	 are	 classified	 and	 labeled	 into	 three	 possible	 categories:	Care	 for	 Fiber	 (signalizing	

sustainable	raw	materials),	Care	for	Water	(to	indicate	a	reduced	water	consumption)	and	Care	

for	Planet	(to	point	out	that	the	energy	use	to	create	the	garment	came	from	renewable	sources)	

(see	Exhibit	8).	These	specific	labels	allow	for	customer	education	and	awareness.		

Mango,	on	the	other	side,	has	created	the	Committed	collection	as	part	of	their	Take	Action	plan	

to	encompass	4	million	sustainable	garments.	As	in	Inditex,	the	apparel	is	manufactured	using	

materials	of	reduced	environmental	impact,	such	as	organic	and	recycled	cotton	(as	part	of	their	

agreement	with	 the	 Better	 Cotton	 Initiative),	 recycled	wool,	 Lyocell	 and	modal.	 In	 addition,	

Mango	goes	one	step	further	by	manufacturing	these	garments	near	Spain	and	designing	them	

considering	 criteria	 for	 the	 mitigation	 of	 quick	 obsolescence	 (for	 example	 by	 using	 neutral	

colors).	Their	report	does	not	mention	the	specific	criteria	for	the	Committed	label,	but	it	does	

clarify	that	all	fibers	in	the	collection	must	be	certified	by	international	standards	to	verify	their	

origin	 and	 characteristics.	 Finally,	 products	 inside	 the	 line	are	 labeled	per	 raw	materials	 and	

extensively	inform	the	customer	on	how	they	were	sourced	and	manufactured	(see	Exhibit	9).	

In	comparison	with	Inditex,	Mango’s	Committed	labels	are	way	more	educational.			
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5. CONCLUSIONS	

After	 having	 reviewed	 the	measures	 implemented	 by	 Inditex	 and	Mango	 in	 their	 corporate	

activities,	there	is	no	doubt	that	both	firms	have	acknowledged	the	importance	of	sustainability	

for	the	future.			

In	 their	main	principles,	objectives	and	 initiatives	 for	sustainable	development,	 the	two	have	

mostly	 adhered	 to	 the	 same	 organizations	 and	 engaged	 in	 similar	 corporate	 sustainability	

actions.	But	when	taking	a	closer	look	at	their	activities,	differences	inevitably	start	to	arise,	and	

along	them	comes	a	possibility	for	improvement.		

First	of	all,	 it	 is	worth	noting	 that	a	wage	gap	between	genders	of	2%	still	 exists	at	 Inditex’s	

managerial	level.	Considering	the	predominance	of	female	workers	and	the	company’s	strategic	

emphasis	on	equality,	women	empowerment	and	non-discrimination,	there	should	not	be	any	

difference	in	the	remuneration	ratio	between	genders.	This	wage	gap	does	not	exist	in	Mango,	

where	 wage	 equality	 has	 been	 achieved.	 Andic’s	 company,	 on	 the	 other	 side,	 has	 another	

problem:	 only	 a	 small	 proportion	 of	 their	 workforce	 is	 covered	 by	 a	 collective	 bargaining	

agreement,	something	that	the	firm	should	consider	correcting.		

Secondly,	despite	having	implemented	extremely	resembling	measures	in	managing	their	supply	

chains,	both	firms	deal	with	serious	breaches	of	their	Code	of	Conduct	differently:	while	Inditex	

is	willing	to	give	 its	suppliers	a	second	chance	for	amendment,	Mango	isn’t.	Considering	that	

these	serious	breaches	could	imply	child	labor,	forced	labor	or	other	terrifying	circumstances,	

sometimes	second	chances	should	not	be	considered,	regardless	of	the	economic	consequences	

of	terminating	the	contractual	relationship.	Ethical	behavior,	in	this	case,	should	always	prevail.	

Some	gaps	between	the	companies’	actions	are	also	due	to	their	significant	differences	in	size	

and	profitability.	While	Inditex	is	able	to	invest	millions	of	euros	in	social	actions,	Mango	isn’t.	

This	does	not	necessarily	benefit	one	or	the	other,	but	there	is	no	doubt	that	Inditex	has	become	

one	of	the	major	players	in	the	implementation	of	social	actions	worldwide.	On	the	other	side,	

Mango	should	work	on	the	development	of	a	measurement	system	to	identify	the	number	of	

beneficiaries	of	their	social	actions	and	communicate	these	numbers	transparently.	

Inditex	 is	 clearly	 leading	 in	 the	 reduction	 of	 their	 environmental	 impact:	 not	 only	 do	 they	

communicate	 the	 implemented	 measures	 and	 their	 results,	 but	 they	 are	 also	 targeting	 e-

commerce	and	the	transportation	of	goods.	Mango	should	definitely	improve	their	approach	on	

this	 topic	 and	 implement	 new	measures	 for	 a	 reduced	 impact	 during	 the	 transiting	 of	 their	

products	and	in	their	online	business.		
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Final	notorious	differences	are	 Inditex’s	heavy	 investment	 in	 innovations,	which	Mango	can’t	

currently	afford	but	should	nonetheless	engage	in	whenever	their	economic	profit	allows	them	

to,	and	product	labeling,	which	is	considerably	more	informative	and	useful	in	Mango.		

Regarding	the	report	itself,	it	must	be	noted	that	Mango’s	GRI	Index	in	their	2017	Sustainability	

Report	presents	several	erroneously	linked	indicators,	which	conduct	the	reader	to	a	page	that	

does	not	belong	to	the	indicator	it	was	assigned	to.		This	issue	has	been	identified	in	the	English	

version	of	the	document.	On	the	other	side,	Inditex	should	include	their	Code	of	Conduct	inside	

the	Annual	Report	so	that	readers	can	access	it	easily	instead	of	only	posting	it	on	their	website.		

But	the	room	for	improvement	that	has	been	identified	during	the	elaboration	of	this	analysis	

does	not	 only	 stem	 from	 the	 analyzed	 companies.	When	working	with	 the	Global	 Reporting	

Initiative’s	indicators,	it	can	be	noticed	that	the	benchmarks	do	not	cover	the	whole	scope	of	

sustainability	 in	 fashion	 as	 well	 as	 many	 other	 industry-specific	 aspects.	 The	 indicators	 are	

designed	to	be	able	to	cater	many	different	industries	at	the	same	time,	with	only	a	small	list	of	

additional	 ones	 for	 sector-related	 activities.	 But	 these	 supplementary	 benchmarks	 are	 not	

specific	enough	to	cover	all	the	topics	that	firms	should	inform	about	in	their	Reports.	Therefore,	

this	thesis	can	serve	as	a	basis	for	the	expansion	of	the	Global	Reporting	Initiative’s	 industry-

related	list	of	indicators.	

Nowadays,	 the	 integration	 and	 communication	 of	 sustainable	 practices	 in	 fast	 fashion	

companies	 is	 not	 only	 a	 matter	 of	 fulfilling	 the	 law.	 Engaging	 in	 these	 activities	 has	 many	

potential	benefits	for	firms,	starting	with	customer	acquisition,	satisfaction	and	retention.	This	

becomes	even	more	relevant	when	considering	the	 increasing	number	of	 fast	 fashion	buyers	

who	 now	 also	 demand	 that	 firms	 guide	 their	 behavior	 under	 socially	 and	 environmentally	

accountable	 criteria.	 Sustainable	 practices	 can	 also	 educate	 customers	 to	 encourage	 more	

responsible	purchasing	habits.	

Additionally,	in	Inditex’s	case,	since	it	is	a	limited	liability	company,	engaging	in	said	practices	

will	help	the	firm	attract	new	investors	who	are	only	willing	to	 invest	 in	ethically	responsible	

firms	as	well	as	retain	and	increase	satisfaction	of	their	current	shareholders.	As	for	Mango,	the	

same	 thing	 applies	 but	 for	 their	 relationships	 with	 banks	 and	 debt	 funds.	 Other	 potential	

benefits	 that	 have	 been	 mentioned	 in	 the	 literature	 review	 are	 also	 an	 improved	 brand	

positioning,	a	stronger	image	and	a	higher	employee	satisfaction.	Because	of	all	of	these	factors,	

it	can	be	stated	that	the	adoption	of	sustainable	practices	in	the	fast	fashion	industry	is	not	only	

the	right	thing	to	do	but	it	is	also	profitable.	For	this	reason,	it	is	important	for	Mango	and	Inditex	

to	fix	the	gaps	identified	in	their	corporate	reports	during	this	analysis	and	to	continue	working	
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towards	sustainable	development.		

Regarding	 the	 future	of	 the	 industry,	 there	 is	no	doubt	 that	 the	environment	of	 fast	 fashion	

companies	 is	 quickly	 transitioning	 as	 e-commerce	 starts	 to	 gain	 popularity.	 In	 2017,	 it	 only	

represented	a	mere	12%	for	Inditex	and	a	15’5%	for	Mango.	Therefore,	the	implementation	of	

sustainability	measures	was	not	-	and	did	not	need	to	be	-	heavily	conditioned	by	their	online	

activity.	Yet	some	recent	press	releases	are	stating	how	much	these	numbers	are	expected	to	

grow.	 Because	 of	 this,	 firms	 will	 be	 obliged	 to	 put	 a	 strategic	 focus	 on	 sustainability	 in	 e-

commerce	logistics.		

At	a	national	level,	companies	will	have	to	manage	issues	like	unemployment,	inequality	and	the	

effects	 of	 the	 economic	 crisis	 by	 creating	 fairly	 remunerated	 workplaces,	 paying	 taxes	

transparently	and	 investing	on	social	aid	programs,	amongst	others.	Globally,	 it	 is	key	for	big	

players	like	Inditex	and	Mango	to	continue	investing	resources	on	mitigating	the	consequences	

of	issues	like	the	migration	crisis,	the	lack	of	access	to	sanitary	aid	in	developing	countries	or	the	

victims	of	violent	ideological	conflicts.		

As	a	continuation	line	for	this	thesis,	it	would	be	interesting	for	future	researchers	to	study	how	

corporations	adapt	their	measures	for	sustainable	development	to	the	rise	of	online	commerce	

and	other	tendencies	during	the	next	years.	Moreover,	this	comparative	analysis	could	be	used	

as	 a	 starting	 point	 to	 evaluate	 the	 overall	 evolution	 of	 corporate	 sustainability	 practices	 in	

Inditex	and	Mango	during	a	certain	period.	Finally,	the	indicators	used	for	this	analysis	could	also	

be	useful	for	assessing	the	sustainability	reports	of	other	fast	fashion	companies,	such	as	H&M	

and	Primark.		

My	contribution	to	this	topic	has	been	the	creation	of	a	list	of	indicators	that	can	cover	the	scope	

of	sustainability	in	fashion	by	adapting	the	existing	and	globally-acknowledged	benchmarks	of	

the	 Global	 Reporting	 Initiative	 while	 simultaneously	 expanding	 them	 with	 the	 information	

obtained	from	the	existent	literature.	This	is	something	that	had	never	been	done	before,	and	

therefore	can	help	guide	future	analyses	of	fast	fashion	companies’	reports.	The	results	of	this	

thesis	can	help	the	analyzed	firms	as	well	as	other	fast	fashion	corporations	guide	and	improve	

their	actions	for	sustainable	development,	with	the	consequential	benefits	that	these	imply.	
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7. EXHIBITS	

EXHIBIT	1:		MAIN	NUMERICAL	DATA	AND	TENDENCIES	OF	THE	FAST	FASHION	INDUSTRY	

IN	SPAIN	

The	fast	fashion	industry	in	Spain	accounts	for	8’4%	of	national	exports	and	a	2’9%	of	the	GDP.	
Additionally,	 in	 2017	 the	 industry	 achieved	 revenues	 of	 more	 than	 €18	 billion	 via	 62,178	
different	 fashion	 stores,	 and	employed	over	 200,000	 individuals.	Online	 sales,	 although	only	
representing	 around	 3’5%	 of	 the	 total	 sales	 volume	 in	 fashion,	 are	 becoming	 increasingly	
relevant.	Fast	fashion	firms	supply	themselves	mainly	from	4	different	countries:	China,	 Italy,	
Turkey	and	Bangladesh	(Modaes,	2017).	

It	is	estimated	that,	during	the	whole	year	of	2018,	every	Spaniard	spent	€429	in	clothing.	This	
number	 is	 expected	 to	 continue	 growing,	 according	 to	 the	 EAE	Business	 School.	 Per	Asirtex,	
every	Spaniard	acquires	an	average	of	34	garments	per	year.	The	Ellen	Macarthur	Foundation	
reveals	that	an	average	European	uses	every	single	garment	he	or	she	owns	on	95	occasions	
approximately,	a	number	that	has	been	decreasing	but	is	nonetheless	higher	than	the	average	
for	other	countries	such	as	China	and	the	US	(Expansión,	2019).		

Several	industry	tendencies	can	be	identified,	such	as:	

- The	low-cost	era,	marked	by	price	as	a	key	factor	for	competitiveness.	
- The	sensitivity	of	the	consumer	towards	social	and	environmental	issues.	
- Consumers	are	better	 informed,	have	more	product	and	brand	options	available	and	

possess	several	channels	to	express	their	opinions.	

In	 production	 and	manufacturing,	 the	 tendency	 is	 an	 increased	 relevance	 of	 the	 control	 of	
production	modes	and	an	improvement	of	labor	conditions	in	the	countries	suppliers	operate	
in.	 Moreover,	 stakeholders	 are	 becoming	 more	 aware	 of	 the	 impacts	 (both	 positive	 and	
negative)	 that	 the	 industry	 has	 on	 the	 environment,	 on	 the	 economy	 and	 on	 society	 (ISEM	
Fashion	School,	2016).
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EXHIBIT	 2:	 SUMMARY	 OF	 THE	 INDICATORS	 USED	 FOR	 THE	 COMPARATIVE	

EVALUATION	OF	SUSTAINABILITY	 IN	 FAST	 FASHION	COMPANIES	BY	AUTHORS	AND	

STUDIES	

Authors	 Document	
title	

Indicator	name	 List	of	indicators	

Caniato,	
Federico;	
Caridi,	
Maria;	
Crippa,	
Luca	and	
Moretto,	
Antonella.	

Environmental	

Sustainability	

in	Fashion	

Supply	Chains:	

An	

Exploratory	

Case	Based	

Research.	

(2012)	

Key	
performance	
indicators	of	a	

firm’s	
environmental	

impacts	
throughout	the	

lifecycle.	

- Materials:	measures	 to	 reduce	 consumption,	
use	of	recycled	materials.		

- Energy:	 direct	 energy	 consumption,	 indirect	
energy	 consumption,	 energy	 savings,	 energy-	
efficient	technologies.	

- Water:	 water	 sources	 (recycled	 and	 reused),	
reduction	of	water	usage.	

- Biodiversity:	 prevention,	 management,	 and	
remediation	of	damage	to	natural	habitats.	

- Emissions,	 Effluents,	 and	 Waste:	 direct	 and	
indirect	 greenhouse	 gas	 emissions,	 water	
discharges,	total	weight	of	waste	by	type	and	
disposal	method.		

- Products	 and	 Services:	 initiatives	 to	mitigate	
the	impact.	

- Compliance:	monetary	value	of	fines	and	non-
monetary	 sanctions	 received	 for	 non-
compliance.	

- Transport:	 quantification	 of	 impacts	 in	
logistics	and	distribution.		

- Business	 integration:	 policies	 on	 supplier	
selection,	 management,	 and	 termination	 of	
the	contractual	relationship.		

Turker,	
Duygu	
and	

Altuntas,	
Ceren.	

Sustainable	

Supply	Chain	

Management	

in	the	Fast	

Fashion	

Industry:	An	

Analysis	of	

Corporate	

Reports.	

(2014)	

Concepts	to	
analyze	for	
sustainable	
supply	chain	
management.	

- Risk	 avoidance	 of	 social,	 economic	 and	
environmental	 risks:	 CSR	 policies,	
collaborations	 with	 organizations,	 joint	
campaigns,	 compliance	 of	 standards,	
justification	of	local	presence.	

- Supply	chain	performance:	codes	of	conduct,	
supplier	 audits,	 ethical	 and	 ecological	
considerations,	 safety,	 sustainability	 and	
continuity	 of	 practices,	 traceability,	
transparency.	

- Criteria	for	suppliers:	code	of	conduct.	
- Communication	 with	 suppliers:	 trust,	 know-

how	and	transparency	policies.	
- Improvement	 of	 suppliers:	 training,	 solution	
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development,	 advising,	 technical	 support,	
knowledge	transfer.	

ISEM	
Fashion	
Business	
School.	

Informe	–	El	

Sector	de	la	

Moda	en	

España:	Retos	

y	Desafíos.	

(2016)	

Key	points	for	
sustainability	
along	the	value	

chain	

- Business	 design:	 value	 creation	 for	
stakeholders.	

- Operations:	control	policies	for	suppliers.	
- Logistics:	 sustainable	 mobility	 plans	 per	 the	

Kyoto	principles.	
- Sales:	 customer	 education	 on	 responsible	

consumption.	
- Labor	 conditions:	 compliance	 of	 Human	

Rights,	 codes	 of	 conduct,	 elimination	 of	
forceful	 and	 child	 labor,	 non-discrimination,	
anti-abuse	 policies,	 safety,	 hygiene,	 freedom	
of	 association,	 collective	 bargaining,	 salaries,	
labor	hours.	

- Production:	 compliance	 of	 norms,	
development	of	mobility	plans	and	sustainable	
logistics,	 training	 and	 awareness	 of	 workers,	
development	 of	 actions	 for	 better	 use	 of	
natural	resources.	

- Consumption:	 information	 of	 production	
processes	and	their	impact	to	the	customer.	

- Retail:	 incorporation	 of	 efficient	 technology,	
energy	 saving,	measures	 for	 the	 reduction	of	
CO2.	

	
	
Source:	own	elaboration.
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EXHIBIT	3:	PERCEPTUAL	MAP	OF	INDITEX	BRANDS	AND	MANGO	

According	to	a	recent	study	conducted	by	the	Kantar	Worldpanel,	which	involved	a	sample	of	
7,800	representative	individuals	and	can	be	found	in	the	report	Image	and	Perception	of	Spanish	

Fashion	Retail,	the	perception	of	fashion	brands	in	Spain	is	structured	into	four	groups,	according	
to	the	perceptual	images	that	buyers	associate	to	each	of	them.		

1. Low-price	brands:	associated	with	an	image	of	low	price,	promotions	and	an	extended	
offering.	

2. Juvenile	brands:	perceived	as	brands	for	a	teenager	and	young-adult	target.	Items	are	
considered	fashionable	and	wearable.		

3. Mainstream	brands:	perceived	as	chains	with	a	wide	variety	of	styles	that	cater	to	an	
extended	target	group.	

4. Classic	brands:	associated	with	an	older	target,	a	formal	style,	quality	and	good	service.	

As	 it	can	be	seen	 in	the	graphical	 representation	below,	despite	their	differences	 in	business	
models,	both	Zara	and	Mango	are	perceived	very	similarly	and	positioned	in	the	same	cluster.	
Additionally,	other	Inditex	brands	such	as	Pull&Bear,	Bershka,	Stradivarius	and	Massimo	Dutti,	
although	 located	 in	 different	 clusters,	 are	 still	 positioned	 close	 to	 each	other	 and	 to	Mango	
inside	the	perceptual	map.		

	

Source:	Kantar	Worldpanel	(Spain).		
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EXHIBIT	4:	LIST	OF	BRANDS	INSIDE	INDITEX	AND	THEIR	MAIN	NUMERICAL	DATA	(2017)	

At	Inditex,	every	brand	is	sold	in	a	separate	retail	space.	Stores	are	generally	company-owned.		

Brand	name	
Number	of	
stores	

Number	of	
present	
markets	

Net	sales	in	
€million	

Zara	 2,251	 96	 16,620	

Pull&Bear	 979	 77	 1,747	

Massimo	Dutti	 780	 77	 1,765	

Bershka	 1,098	 79	 2,227	

Stradivarius	 1,017	 76	 1,480	

Oysho	 670	 65	 570	

Zara	Home	 590	 75	 830	

Uterqüe	 90	 41	 97	

	

EXHIBIT	5:	LIST	OF	BRANDS	INSIDE	MANGO	AND	THEIR	MAIN	NUMERICAL	DATA	
(2017)	

In	Mango,	every	store	sells	several	of	the	brands	listed.	Additionally,	stores	can	be	franchises	or	
company-owned.	 Therefore,	 the	 number	 of	 stores,	 present	 markets	 or	 net	 sales	 can’t	 be	
classified	by	brand	but	by	retail	space	ownership.	

Brand	name	
Number	of	
own	stores	

Number	of	
franchised	
stores	

Number	of	
present	
markets	

Net	sales	in	
€million	in	
own	stores	

Net	sales	in	
€million	in	
franchises	

MANGO	

979	 1,211	 110	 1’61	 0’58	

MNG	

MANGO	Kids	

MANGO	Man	

Violeta	by	
MANGO	

MANGO	Baby	

	

Source:	own	elaboration.		
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EXHIBIT	6:	LIST	OF	GRI	INDICATORS	AND	OWN	INDICATORS	USED	TO	CONDUCT	THE	
COMPARATIVE	SUSTAINABILITY	ANALYSIS	

The	following	indicators	can	be	found	in	pages	370	to	382	of	Inditex’s	2017	Annual	Report	and	
in	pages	83	to	95	of	Mango’s	2017	Sustainability	Report.		

Selection	of	GRI	indicators	arranged	by	the	organization’s	assigned	category:	

Profile	of	the	organization	indicators:	

- Total	personnel	by	gender	
- Percentage	of	employees	covered	by	collective	bargaining	agreements	

- List	of	economic,	environmental	and	social	charters,	principles	or	other	initiatives	which	
the	organization	has	signed	up	to	or	adopted	

Participation	of	stakeholders	indicators:	

- Basis	for	the	selection	of	stakeholders	

- Approach	of	the	organization	on	the	participation	of	stakeholders	

- Key	issues	and	aspects	arising	from	the	participation	of	stakeholder	groups	�	

Profile	of	the	report:	

- Reporting	period	of	the	report	�	

- Policies	and	practices	regarding	the	external	auditing	of	the	report	

Ethics	and	integrity:	

- Values,	 principles,	 standards	 and	 regulations	 of	 the	 organization,	 such	 as	 codes	 of	
conduct	or	ethical	codes	

Emissions:	

- Approach	on	the	reduction	of	greenhouse	gas	emissions	

Use	of	water:	

- Approach	on	the	use	of	water	

Effluent	and	waste:	

- Approach	on	waste	management	

Chemical	products:	

- Actions	 to	 eliminate	 harmful	 chemicals	 throughout	 the	 supply	 chain	 and	 to	 control	
discharges	(own	indicator	of	Mango)	

Employment	practices	and	human	development:	

- Approach	on	health	and	safety	at	work	
- Approach	on	diversity	and	equal	opportunities	
- Approach	on	equal	pay	

Human	rights:	
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- Approach	on	non-discrimination	
- Approach	on	child	labor	
- Approach	on	forced	labor	
- Policy	 relating	 to	working	 hours,	 including	 the	 definition	 of	 overtime	 and	 actions	 to	

prevent	excess	working	hours	

Society:	

- Approach	on	social	action	and	CSR	
- Content	and	scope	of	the	code	of	conduct	
- Number	and	location	of	work	environments	covered	by	the	code	of	conduct	
- Number	of	audits	conducted	and	percentage	of	workplaces	audited	
- Practices	of	remediation	to	address	detected	breaches.	

 

Other	indicators	outside	the	GRI	created	for	further	analysis	organized	based	on	the	scope	of	
sustainability	in	fashion:	

Sustainability	of	materials:	

- Measures	for	the	reduction	of	the	environmental	impact	of	materials	
- Use	of	sustainable	materials	
- Innovation	and	research	on	new	materials	
- Use	of	recycled	materials	

Transportation:	

- Approach	on	the	reduction	of	greenhouse	gas	emissions	during	transportation	

Sustainable	clothing	collections:	

- Approach	on	the	creation	of	a	sustainable	clothing	collection	
- Volume	of	the	sustainable	clothing	collection	

Retailing:	

- Incorporation	of	efficient	technology	
- Energy-saving	measures	

Product	usage:	

- Customer	education	on	the	impacts	of	product	usage	and	how	to	mitigate	them	

End-of-life	management:	

- Clothing	recycling	programs	
- Destination	of	the	recycled	garments	
- Innovation	and	research	on	technology	for	recycling	of	materials	

 

For	 the	 purpose	 of	 creating	 a	 coherent	 structure,	 these	 indicators	 have	 been	 mixed	 and	
rearranged	into	different	categories	for	the	topic	analysis.	
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EXHIBIT	 7:	 LIST	 OF	 THE	 UNITED	 NATIONS	 GLOBAL	 COMPACT’S	 17	 SUSTAINABLE	

DEVELOPMENT	GOALS	FOR	2030	

1. End	poverty	in	all	its	forms		

2. End	 hunger,	 achieve	 food	 security	 and	 improved	 nutrition	 and	 promote	 sustainable	

agriculture	

3. Ensure	healthy	lives	and	promote	well-being	at	all	ages	

4. Ensure	inclusive	and	quality	education	for	all	and	promote	lifelong	learning	

5. Achieve	gender	equality	and	empower	women	and	girls	

6. Ensure	access	to	water	and	sanitation		

7. Ensure	access	to	affordable,	reliable,	sustainable	and	modern	energy		

8. Promote	inclusive	and	sustainable	economic	growth,	employment	and	decent	work	

9. Build	resilient	infrastructure,	promote	sustainable	industrialization	and	foster	innovation	

10. Reduce	inequality	within	and	among	countries	

11. Make	cities	inclusive,	safe,	resilient	and	sustainable	

12. Ensure	sustainable	consumption	and	production	patterns	

13. Take	urgent	action	to	combat	climate	change	and	its	impacts	

14. Preserve	and	sustainably	use	the	oceans,	seas	and	marine	resources	

15. Sustainably	manage	forests,	combat	desertification,	halt	and	reverse	land	degradation,	

halt	biodiversity	loss	

16. Promote	fair,	peaceful	and	inclusive	societies	

17. Revitalize	the	global	partnership	for	sustainable	development	

	

For	more	information,	visit	https://www.un.org/sustainabledevelopment/sustainable-

development-goals/	
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EXHIBIT	8:	PHOTOGRAPHS	OF	ZARA	(INDITEX)	STORES	AND	THE	LABELING	OF	THEIR	
SUSTAINABILITY	LINE	

The	following	pictures	were	taken	on	the	24th	of	April	2019	in	the	Finestrelles	Mall	in	Esplugues	
de	Llobregat	by	me.	

	

	

	

	

	

	

	

	

	

	

	

Outside	appearance	of	the	Zara	store.	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

Layout	inside	of	the	Zara	store.	 	
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Appearance	of	the	Join	Life	recycling	
containers	inside	the	Zara	store.	

	

	

	

	

Care	for	Fiber	tags	specifying	that	the	tagged	garment	was	manufactured	using	TENCEL	Lyocell.		
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Care	for	Fiber	tags	specifying	that	the	tagged	garments	were	manufactured	using	100%	
ecologically	grown	cotton	(left)	and	at	least	25%	of	recycled	polyester	(right).	

	

	

	

	

	

	

	

	

	

	

	

Care	for	Planet	tag	specifying	that	the	tagged	footwear	was	manufactured	with	leather	tanned	
using	the	best	sustainable	practices.	
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EXHIBIT	 9:	 PHOTOGRAPHS	 OF	 MANGO	 STORES	 AND	 THE	 LABELING	 OF	 THEIR	
SUSTAINABILITY	LINE	

The	following	pictures	were	taken	on	the	24th	of	April	2019	in	the	Finestrelles	Mall	in	Esplugues	
de	Llobregat	by	me.	

	

	

	

	

	

	

	

	

	

	

Outside	appearance	of	the	MANGO	store.	

	

	

	

	

	

	

	

	

	

	

	

	

	

	

Layout	inside	of	the	MANGO	store.	 	
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Appearance	of	the	Second	Chances	
recycling	containers	inside	the	MANGO	

store.	

	

	

TAKE	ACTION	tags	specifying	that	the	tagged	garment	was	manufactured	using	TENCEL	Modal.	
The	backside	of	the	tag	further	informs	the	customer	about	the	sustainability	benefits	of	the	

material.	
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TAKE	ACTION	tags	specifying	that	the	tagged	garment	was	manufactured	using	100%	organic	
cotton.	The	backside	of	the	tag	further	informs	the	customer	about	the	sustainability	benefits	

of	the	material.	

	

	

	


