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Zara built a $20B empire on fast fashion. Now it needs to 
slow down 
July 24, 2019 – The brand announced an ambitious plan to transition to sustainable fabrics and 
recycling. But it needs to rethink the design of its clothes, not just how they are manufactured. 

Inditex, Zara’s $29 billion parent company, just announced an ambitious new sustainability plan that 
would impact all eight of its brands, a group that includes Massimo Dutti and Pull&Bear. This is part of a 
broader push to make the industry less polluting. Over the last few months, other fashion giants like 
Nike and Gap Inc. have made similar commitments to using more sustainable materials and cutting 
down on their carbon footprints.  
 
For Inditex, a key part of the plan is to overhaul the fabrics it uses to create garments. By 2025, the 
company pledges that all of the cotton, linen, and polyester used across the company will be either 
organic, sustainable, or recycled. (When I asked for clarification about what “sustainable” means in this 
context, a spokesperson said that it refers to prioritizing more energy- and water-friendly processes in 
the growing and manufacturing of these textiles.) Read more in Fast Company.  
 

Why Marketers Should Care About Consumer Perception of 
Corporate Social Responsibility 
July 25, 2019 – In today’s socially conscious environment and political climate when a company takes 
responsibility for its actions and the subsequent impact on communities, employees and stakeholders, 
the results go a long way. 

This is no secret to companies in various industries. The Sustainable Investment Institute (Si2) recently 
reviewed the current state of companies’ sustainability reporting and reported that websites of 92% of 
S&P 500 companies included disclosure on sustainability, with 395 companies (78%) issuing full reports 
on the subject. The rising role of chief sustainability officers (CSO) is itself an indication for 
sustainability’s coming of age. In 2000, no one has heard of such a job title in the corporate world, but 
the role of CSO has become more and more important as consumers expect companies to address their 
impact on the environment and share responsibility in solving some of the world’s biggest problems. 
Read more in Ad Week.   

 

Study: Investing in supply chain visibility builds trust 
 
July 26, 2019 – MIT study has implications for how companies communicate their social responsibility 
initiatives, researchers say. 
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Supply chain transparency can help build trust with customers, especially when it comes to 
communicating social responsibility initiatives, according to new research from the MIT Sloan School of 
Management. 
 
The research points to the growing importance of corporate social responsibility practices among 
consumers, noting that customers care more today about where and how the products they purchase 
are made. Investing in supply chain visibility can mitigate customers' skepticism and enhance their trust 
around those issues, the researcher said. 
 
"Creating transparency requires a company to both gain visibility into its supply chain and disclose 
information to consumers," according to Tim Kraft, visiting assistant professor at MIT Sloan and one of 
the study's authors. "It's a massive undertaking: it's expensive, risky, and incredibly time-consuming. But 
at a time when customers are becoming savvier—and more skeptical—about social responsibility, our 
findings show that the investment can be worthwhile as it always engenders consumer trust." Read 
more in Supply Chain Quarterly.  

Not a Fad, CEO Activism Is Vital 
July 28, 2019 – In today’s fragmented world, should a CEO be an activist in critical areas of social and 
moral responsibility? 

In 1949, Dean Donald David of Harvard’s business school asked that question and advocated that 
business leaders adopt social initiatives beyond their traditional economic scope. In response, most 
executives viewed such responsibilities as voluntary. Some feared their crusading would spark liability 
dangers. And in 1970, influential economist Milton Friedman postulated that the sole purpose of 
management was to maximize enterprise value, leaving shareholders to pursue their social objectives 
with the funds generated by their investment. 

Nearly fifty years later, CEO activism – a relatively new term – is on the rise and the debate over 
assuming such responsibilities has intensified. This time, however, employees, consumers and other 
stakeholders are leading the way in promoting and supporting decisive actions by CEOs that transcend 
traditional philanthropy and community involvement. As Larry Fink, chairman and CEO of BlackRock, the 
world’s largest asset manager, asserts, “Society is demanding that companies, both public and private, 
serve a social purpose.” Read more in Forbes.    

New passenger bill of rights facing legal challenges by 
aviation industry, advocates 
 
July 28, 2019 - New rules that govern how airlines handle delayed travellers, lost luggage and other 
complaints are facing legal challenges on two fronts, with the aviation industry claiming the Canadian 
Transportation Agency (CTA) is exceeding its authority and passenger advocates saying the rules don’t 
do enough to protect flyers. Air Canada, Air Transat and the big U.S. airlines are ranked near the bottom 
of 313 global brands in an annual ranking of companies’ consumer trust, published by the Peter B. 
Gustavson School of Business at the University of Victoria. WestJet fares better, ranking 55, while Porter 
Airlines sits at 124 in the 2019 ranking, based on input from 7,000 people. Saul Klein, dean of the 
Gustavson School of Business, said a lack of competition on all but the major routes in Canada has left 
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travellers with few choices and entitled airlines with a “take-it-or-leave-it” approach to customer 
service. 
 
Prof. Klein said he doubts the new rules will empower passengers in their fight for compensation if they 
are bumped or delayed at an airport, because the airlines will argue such events are beyond their 
control or due to safety considerations. 
 
“The problem here is you’ve got some major outs for the airlines,” Prof. Klein said. Read more in the 
Globe and Mail. 
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