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Founder’s letter 

When we founded Wolf & Badger in 2010, we knew we wanted to create a 

business that supported and shined a spotlight on the creative community in ways 

that traditional enterprise models simply do not. As a retailer of SME brands that 

are independent and inherently produce products made to last, in small batches, 

and have more control over their production processes, our business model 

exists as an antithesis to the current hyper-fast fashion, jewellery and homeware 

industries. Over the years we’ve been consistently amazed by the resilience, 

innovation and vision that the brands in our community have shown, and this 

simply inspires us to create and develop ways to better support them on their 

journey and tell their stories to the world.

Today, consumers are demanding more from the businesses they support — 

more fairness, more responsibility, more action. The world is in a state of climate 

emergency and it’s imperative that businesses across the world take ambitious 

steps if we want to leave a liveable planet for generations to come. At Wolf & 

Badger, as we rapidly grow, we’re constantly trying to rethink and redesign old 

practices and systems to reduce our overall footprint and impact across our 

operations, while using our voice to champion progressive values and causes 

close to our heart — a mindset shared by every employee. Over just the last 3 

years, we introduced our Sustainability Guarantees across our entire catalogue, 

became certified as a B Corp, were awarded the Drapers Sustainable Retailer 

of the Year award and the Best Ethical Retailer award at the Marie Claire 

Sustainability Awards for 2021, and signed the visionary Tech-Zero pledge. 

The future is retail that is fair to every stakeholder, be it the farmer, maker or 

customer. A large part of our success will depend on the partnerships we forge, 

prioritising collaboration over competition. The challenges are enormous but as 

with everything, we are excited and optimistic about the possibilities that lie ahead. 

In the meantime, I hope you will enjoy diving into this report and learning more 

about everything we’re working on.

George Graham
CEO and Co-Founder
Wolf & Badger
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Becoming a B Corp

The B Corp Movement recognizes global businesses that meet high standards in 

environmental and social impact, accountability and transparency in the way they 

operate. Simply put, these are businesses that promote economic and systemic 

change, actively working as a force for good.

We’re proud to say that we became a certified B Corp in 2021 
after over a year of working towards certification, joining the 
likes of Patagonia, Allbirds and Ben & Jerry’s. 

We chose to become certified because it provides a framework for continuous 

improvement to which we can hold ourselves accountable, alongside being part of 

a fantastic community of purpose-driven companies. 

We received a score of 81 in our first assessment — our goal is to work towards 

improving our score continuously, year after year.
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ENSURE 100% OF OUR BRANDS HAVE HAD THEIR 
SUSTAINABILITY CREDENTIALS VETTED BY OUR 
TEAM.

HELP OUR DESIGNERS IMPROVE THEIR 
SUSTAINABLE PRACTICE BY PROVIDING 
EDUCATION, SUPPORT AND GUIDANCE ON THEIR 
JOURNEY.

IMPLEMENT OUR NET ZERO ROADMAP AND TAKE 
TANGIBLE STEPS TO BE CARBON NEUTRAL BY 
2025 AND REACH NET ZERO BY 2030.

1.

2.

3.

Sustainability goals

At Wolf & Badger, we define sustainability as a process of 
continuous improvement — not just a list of 
checkboxes to tick. 

Our long-term strategy as a multi-brand retailer is to help 
our community of small, independent brands improve 
their operations in relation to Environmental & Social 
Governance (ESG), or simply put, their impact on people 
and planet.

Our overarching goals for 2023
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OUR SUSTAINABILITY 
GUARANTEES



SUSTAINABILITY REPORT  |  7

Introduction to the guarantees

Our business model was formulated to work harmoniously with the environment 

and local communities, rather than exploiting them. We want to communicate this 

clearly to our customers so they can make informed decisions, in line with their 

own values. To achieve this, in 2020, we created a set of guarantees to celebrate 

how our partner brands currently consider the environment and the people 

involved in the production process, and also encourage and incentivise them to 

incorporate these principles further into their business models. 

We are the first established multi-brand retailer to clearly 
index our entire product catalogue according to
sustainability attributes. 

These guarantees come with their own easily identifiable icons and are clearly 

displayed on each product page. They also allow consumers to filter products 

based on the guarantees that matter to them the most.
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The 15 guarantees 
we’ve developed are:

Happy Worker: Workers are paid at least 

the national minimum wage and the brand is 

transparent in disclosing all their direct suppliers. 

The worker’s labour rights are respected; no 

child labour or human trafficking is involved in 

the production of the collection; the manufacturer 

is compliant with all local health and safety 

regulations.

Share The Love: At least 1% of this brand’s sales 

go to a charity partner.

Vegan: Alternative materials/ingredients have 

been used where an animal product would 

normally be used.

Low-Impact: All packaging in this collection is 

recyclable, recycled and free from petroleum-

based plastics.

Green: The brand producing this collection has a 

carbon neutral footprint.

No Nasties: No parabens, SLS, petroleum, 

mineral oil, phthalates, formaldehyde or synthetic 

fragrances are used in any of the products in this 

collection.

Co-Product: Hides or textiles in this collection 

are sourced as a by-product of the food industry, 

population control of wild animals, and/or free-

range farming.

Cruelty-Free: The products and constituent 

ingredients in this collection are not tested on 

animals.

Metamorphosis: The products in this collection 

are made with at least 50% recycled or upcycled 

materials.

Non-Toxic Dyes: The materials in this collection 

are free from AZO dyes and phthalates.

Artisan: This collection is entirely made in the 

designer’s studio and/or by an artisan collective of 

fewer than 10 people.

Organic: The material or ingredients in this 

collection are at least 80% derived from organic 

farming.

Mother Earth: This collection has been made 

using at least 90% plant-based ingredients or 

materials.

Happy World: This collection has been produced 

on a small scale, with environmentally sensitive 

production methods; the constituent materials 

have been sourced sustainably.

Unique: All of the pieces in this collection are one-

off pieces.



SUSTAINABILITY REPORT  |  9

OUR GOALS
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Goal 1: Ensure 100% of
our designers have 

had their sustainability 
credentials vetted by 

our team.
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Our sustainability guarantees and vetting process are critical to achieving our 

overarching sustainability goals. This section goes deeper into the progress of 

these goals and how we are reaching them in 2023. 

Our progress

Our focus for 2022 was on building the infrastructure to enable our team to vet 

the sustainability credentials of our brands quickly and accurately. Brands are 

required to submit proof for each guarantee they claim, which can range from 

recognised material certifications to audit documents and photographic proof. 

These improvements allowed us to build the foundations to be able to scale 

the number of brands who have completed the vetting process, to a full 100%. 

Currently, all our brands are involved in the vetting process and since launching 

our sustainability guarantees, we have had over 750 brands fully complete the 

vetting process.

Our key accomplishments

1.  Standardising and strengthening the requirements for each guarantee to 

ensure that all our designers are assessed to the same criteria.

2. Making the vetting process quicker and easier for our team by implementing a 

marking checklist.

3.  Implementing processes to give our designers quick, clear and personalised   

feedback on their guarantee status.

4. Improving our data collection and analysis so we can further optimise our 

sustainability processes.

5. Building a formalised process for escalating ESG violations, that enables our 

team to take swift action.

6. Created a supplier declaration document for our smaller studio brands, helping 

to support brand and supplier communication and transparency on working 

conditions and fair wages. 
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TURN-KEY
INTERNATIONAL SALES AND DISTRIBUTION PLATFORM

Our goals for 2023 

1. Ensure we are collecting sustainability evidence from all of the 2000+ brands 

in our community.

2. Refine our processes further to make our systems quicker and easier for both 

brands and our team.

3. Strengthen our baseline assessment criteria for brands joining the platform, 

ensuring all brands are transparent about their suppliers and where they source 

from.

4. Improve our data tracking so we can further optimise our sustainability 

initiatives. Next year we aim to collect information on the following metrics:

• The number of women-owned brands

• The number of BIPOC-owned brands

• The specific certifications our designers have attained
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Goal 2: Help our 
designers to improve 

their sustainable 
practice.

Image: Mystery Creek Ceramics
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We set this goal to focus on 
educating our brands on how to 

embed more responsible practices 
into their operations, and on how 

to communicate sustainability more 
effectively and to cut through the 
opacity of sustainability claims.
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Brand initiatives

Brand guides

We wrote accessible, yet detailed guides for our brands on our guarantees and 

why they are important alongside other key topics including the importance of 

transparency and traceability, how to map their supply chain, and how to identify 

cultural appropriation.

Supplier relationships

One of our goals is for all of our brands — and in turn, their customers — to have 

transparency over who their suppliers are and where they manufacture. This is of 

particular importance to brands that manufacture in high-risk countries, which 

are countries with known risks of human rights violations. Our stricter assessment 

criteria ensure all suppliers meet minimum wage laws and local health and safety 

legislation. This includes ensuring that all brands that manufacture in high-risk 

countries have submitted a supplier audit.

Staff initiatives

Staff guides

Alongside our brand-facing communication, we provided educational resources 

to our team to facilitate better understanding and communication with our 

brands and customers on sustainability issues. These guides and training 

sessions cover areas such as certifications, how to spot greenwashing, the 

Green Claims Code, and how to communicate sustainability information 

effectively.

Customer initiatives

Whistleblower form

We always aim to ensure that all of our products and brands meet our high 

standards of ethics and responsibility. However, we realise that sometimes 

things might slip through the net, so we created an online form for our sharp-

eyed customers to quickly draw any issues to our attention. Our team reviews 

each submission thoroughly to check that no breach of our CSR policy has 

occurred and responds appropriately.



SUSTAINABILITY REPORT  |  16

Our goals for 2023

1. Schedule annual revaluations with our designers where they will be revetted 

and given the opportunity to work towards attaining additional guarantees.

2. Develop new guarantees to further highlight areas of sustainable practice. We 

will be introducing a living wage guarantee in Q1 of 2023.

3. Communicate sustainability information effectively on our product pages and 

educate both on the importance of providing clear, transparent information. This 

includes providing:

• A clear breakdown of material composition

• Accurate sourcing/supplier information 

• Product certifications such as GOTS and GRS

4. Provide our marketing and brands teams with better insight into sustainability 

data so that we can improve our communication and transparency throughout all 

our channels and spotlight our most sustainable designers.

5. Introduce a Due Diligence Framework and a Transparency Guarantee to ensure 

all brands joining Wolf & Badger have the same baseline of ethical reporting.

Image: Fazl



SUSTAINABILITY REPORT  |  17

REACHING NET ZERO
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Overview

At Wolf & Badger, we recognise that the climate crisis is one of 
the most critical challenges facing the world today. The science 
is clear that all businesses must take immediate action to 
dramatically reduce their carbon footprint to ensure we leave 
a liveable planet for generations to come. 

Our pathway to net zero aims to reduce emissions in line with the Paris 

Agreement, to keep global warming below 1.5°C above pre-industrial levels and 

prevent the disastrous effects of climate change.  

Achieving the targets laid out in the Paris Agreement requires both the reduction 

of emissions and the removal of Carbon Dioxide (CO2) from the atmosphere. To 

do this we’re adopting science-based targets for reducing and offsetting carbon 

emissions to achieve carbon neutrality by 2025 and reach net zero by 2030. 

We are proud to be a signatory of the Tech Zero Pledge — 
joining the likes of allplants and Revolut —, a  task force of 
innovative tech companies that are taking bold action to fight 
the climate crisis. 

We’ve partnered with Supercritical to support efforts to measure, reduce, and 

offset our carbon emissions, across Scope 1, 2 and 3. Supercritical’s methodology 

is aligned with the GHG (greenhouse gas) Protocol Standard, developed by 

the World Resource Institute (WRI), and used by governments and companies 

worldwide. 

As a global retailer that platforms thousands of brands, each with their own 

carbon footprint and that ship across the world, we think it is important to be 

transparent about the challenges that we face in accurately measuring and 

tackling our emissions, including Scope 3, which are emissions outside of our 

direct control. However, this simply incentivises us to push for collaboration and 

communication with all our brands and business partners to ensure we can 

develop carbon reduction strategies that have the biggest impact across our 

supply chain.
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Our emissions for 2021

To achieve net zero emissions we had to understand where we currently were; our 

baseline year for when we began measuring our carbon footprint is 2021. 

This is what we found out: 

Emissions are divided across Scope 1, 2 and 3. Scope 1 covers emissions we 

directly emit. Scope 2 covers our direct suppliers, for example, energy supply 

to our offices, and Scope 3 covers emissions outside of our direct control, e.g. 

shipping and logistics from brands to customers.

443475% 41.78
Tonnes

emitted in 2021
Emissions from 

posting and 
shipping

Tonnes emitted per 
employee

We are proud to be a 
signatory of the Tech Zero 

Pledge, a task force of 
innovative tech companies 
that are taking bold action 
to fight the climate crisis. 
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 It should be noted that as 2021 was a highly unusual year to the impact of the Covid-19 pandemic and 

lockdowns, we expect emissions categories may change going forward. 

Consultants 0.4%

Insurance & finance 0.4%

Business travel1.1%

Employee remote working1.1%

Software 1.4%

Office & shops 5.7%

Marketing & 
advertising 
14.1%

Posting & shipping 
74.6%

Hardware 0.2%

Other 0.2%

Food & drink 0.3%

Pension 0.4% Category

Posting & shipping

Marketing & advertising

Office & shops

Software

Employee remote working

Business travel 

Insurance & finance

Consultants

Pensions

Food & drink

Other

Hardware

Scope Footprint (t CO2e)

3

3

2 & 3

3

3

3

3

3

3

3

3

3

3309.54

624.62

252.58

62.06

49.89

47.32

19.52

19.01

16.44

12.17

10.80

10.43
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OUR TARGETS

Carbon 
neutral Net Zero

by 2030
by 2025
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How will we get there?

1. Measure
We will continue to partner each year with a credible third party to calculate and 

evaluate our carbon footprint so we can develop evidence-based strategies to 

reduce our emissions. We will map and measure our 2022 emissions in Q1 2023.

2. Reduce 
We will reduce our carbon emissions in accordance with Science-Based Targets, 

with a focus on three core reduction impact areas: distribution emissions, facilities 

emissions, and employee emissions. 

3. Offset & removals 
We will first offset our GHG emissions to become carbon neutral by 2025 by 

purchasing verified carbon credits. Then we will start working towards net zero 

emissions by reducing them as close to zero as possible, using high-quality carbon 

removals to remove our residual emissions. 

4. Report and disclose 
We will continue to produce our annual sustainability reports and report on our 

GHG emissions on an annual basis via the Carbon Disclosure Protocol(CDP), a 

non-profit that sets the framework for SMEs to report on their climate impact and 

strategies to multiple stakeholders. 
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Reducing store and office energy emissions

Our UK store and office have recently switched to a renewable energy provider. 

Our goals for 2023

1. Switch all Wolf & Badger facilities to renewable energy suppliers to directly 

address our scope 2 emissions. 

2. Use LED energy-efficient light bulbs in all store and office spaces.

Employee pensions

Our pension provider allows employees to invest in a green savings option, which 

invests in companies and sectors that are not carbon-intensive — such as fossil 

fuels — and instead are actively creating solutions to fight the climate crisis.

Our goals for 2023

We want to encourage all our employees to switch to a greener pension scheme 

over the next year to support our reduction efforts. We will provide the resources 

and information to help educate our employees on the importance of switching.
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Our reduction strategy

Reducing our shipping emissions 

Distribution emissions (products delivered to consumers) make up the majority of 

our emissions, with the bulk being the result of air transport.

Our goals for 2023

Making our shipping more efficient
1. Collaborate with our logistics partners (DHL) to increase the use of road 

delivery and sea or rail freight wherever possible.

2. Incentivise local shopping so customers are encouraged to purchase from 

brands in their own region or country.

 

Package optimisation 
1. Ensure our brands are packaging parcels to ensure efficiency in size and 

weight, while educating them on new packaging innovations.

2. Provide plastic-free, recycled, biodegradable or recyclable packaging options 

for all our brands. 

Reducing returns
1. Improve the messaging around the impact of returns at checkout.

Encourage shopping in our stores over making online orders.

2. Improve the size guides on product pages and automatic conversions of sizes 

for different regions.

3. Introduce sizing reports and photos from previous customers that bought the 

same product.

4. Automatically detect when a customer adds multiple sizes of the same product 

to their shopping basket and showing the size guide or offering additional help 

via chat.

5. Track and remove products thought to be returned a lot due to quality 

problems or those with poor reviews.

6. Optimise the couriers we use depending on brand and customer location, and 

batch returns between regions to save on air freight carbon emissions.
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Offset & removals

Inevitably, there will be certain emissions that can only be reduced at great 

expense and other emissions that cannot be reduced at all. This is where carbon 

offsetting comes into the equation — carbon offsets invest in projects that help to 

reduce and counteract emissions that have already been produced. 

The most effective offsets actually remove GHG emissions, rather than just 

avoiding or reducing them. However, carbon removals can only be used once 

you’ve reduced emissions as far as possible which is why we aim to directly 

reduce our emissions across Scope 1, 2 and 3 as much as possible. 

We will only work with accredited offsetting organisations, which allow us 

to simultaneously compensate for our emissions whilst supporting the UN 

Sustainable Development Goals (SDGs) by investing in projects that have a wider 

socio-economic benefit to local communities across the world. We will release 

more details on our offsetting strategy in the coming year. 

It is important to stress that 
offsetting alone is not the 
solution to climate crisis 

and businesses like us must 
also actively reduce our 

carbon emissions alongside 
carbon offsetting.
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Other plans to reduce our environmental footprint

Encouraging extended use: Thrift+ partnership
In April we launched our partnership with fellow B Corp, Thrift+ where customers can 

collect a bag in-store, in London, to donate their old, unwanted clothes and return to 

Thrift+ for free, to be further resold. A percentage of the sale goes to a charity of the 

customer’s choice, whilst earning credits to use on the Thrift+ website and receiving 

10% off at Wolf & Badger. 

Partnerships & community engagement
We also feel a strong sense of responsibility to use our community as a force for 

good and have run various internal and external initiatives to extend our community 

engagement, especially in the neighbourhoods and cities where our stores are 

located.

In the past year we organised beach clean-ups with our LA and Australian teams, 

took part in Fashion Revolution Week and raised money for various charities through 

initiatives such as an office Bake-Off. We also ran sustainability-focussed events 

and workshops in our store, in partnership with our brands, during London Design 

Festival.

We’re looking forward to continuing these initiatives in 2023, measuring the impact 

of our work and celebrating other businesses, charities and organisations, especially 

fellow B Corps doing groundbreaking work.
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DIVERSITY & INCLUSION
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As a company built on progressive values, we believe that sustainability cannot 

be achieved without a truly diverse and inclusive culture, across the length and 

breadth of the business. Embedding Diversity, Equity & Inclusion (DE&I) is of 

critical importance and we are continually working to improve the representation 

of everyone on our own team, the brands in our community as well our public 

communications. 

Our progress

1. We are an equal opportunity employer and deploy inclusive hiring practices 

including interview scorecards, blind CVs, and partnering with recruiters who 

specialise in sourcing and supporting diverse candidates. We also do not normally 

require educational qualifications and are proud to be Accredited Living Wage 

employers.

2. We conducted a DE&I employee survey in 2022 to better understand our team’s 

demographics and the specific support they may need. 

3. We have an internal group for our LGBTQIA+ community with regular events 

and employee charity fundraising activities. 

4. We have trained Mental Health First Aiders across the business, supportive sick 

leave policies and reasonable adjustments in place to support staff with disabilities.

We set policies at a board level to encourage best practices and report on DE&I 

and we work in consultation with our employees on initiatives.

Our goals for 2023

We will extend our initiatives to our brands and start collecting more comprehensive 

DE&I information that will help us increase the representation of underrepresented 

groups in our community. This will also allow us to support issues specific to them 

alongside utilising this information within our marketing and communications more 

effectively.
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Looking Ahead

Although we’ve set strong foundations for our long-term 
sustainability strategy, we know there’s loads more to do. 
Making things is impact intensive — there’s no getting around 
it. The planet is at a crossroads and the decisions we take 
as businesses will change the course of the world we live 
in forever. But as a company built on the belief that small, 
independent brands are the future, we’re determined to 
do more to change the way we make and buy fashion. By 
investing in our community, and shining a spotlight on skill, 
craftsmanship, quality and the incredible stories of our artists, 
makers and designers, we’re reimagining a retail landscape 
which is fairer for all. Join us on our journey! 
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WWW.WOLFANDBADGER.COM

SUSTAINABILITY@WOLFANDBADGER.COM


