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This report spotlights sheep wool - the fashion industry’s most widely used animal fibre

- and exposes its most urgent welfare issue: live lamb cutting (also known as mulesing].
Over half of the wool used in global fashion comes from Australian sheep subjected to live
lamb cutting (LLC). This outdated and painful mutilation practice, carried out to reduce
the risk of flystrike, involves restraining young lambs, usually 2-12 weeks of age, on their
backs while an area of skin bigger than the palm of a hand is cut off their hindquarters.
Despite the availability of proven alternatives, live lamb cutting continues to cause
immense suffering to over 10 million lambs every year.

With awareness of animal welfare in fashion growing and 80% of surveyed people wanting
brands to exclude live lamb cutting once they know what it is,' are fashion brands being
transparent enough to support consumers to make this choice?

To find out, FOUR PAWS investigated over 100 fashion brands across market segments
including outdoor, fast fashion and luxury in Australia, Austria, Bulgaria, France, Germany,
New Zealand, South Africa, Switzerland, the Netherlands, the UK and the US. The
assessment of brand transparency on LLC used only information accessible to the public,
including sourcing policies, online and in-store product details.

While this report exposes a significant transparency gap, with more than two-thirds (67%] of brands failing
to provide clear and consistent public information on live lamb cutting, including wool sourcing policies and
product labelling, it also reveals that many brands are actively distancing themselves from this cruelty. A

strong majority (84%) opposes the practice, with 58% having already started to use, or only using, live lamb

cut-free wool.

The biggest transparency gap was found where it matters most for consumers - at the point of sale. While
65% of brands say they seek robust wool certification, understanding its value to mitigate LLC, only 39%
share these certifications at the product level to support evidence-based claims, leaving consumers largely

without the assurance they need.



65% Only 39%

of examined brands claim to seek share these certifications at
robust wool certification. the point of sale.

Signs of progress

25% 17%

of reviewed brands improved pledged to take further action
transparency |mmed|ate[y by to ensure better transparency
strengthening their policies or product labelling, Slgnalllng d growing mdustry

or joined collective action as a direct result of the consensus: live lamb cutting has
investigation. no place in modern fashion.

This includes 14 brands that have signed an open letter urging the Australian wool
industry to end LLC by 2030, joining a global movement of over 140 brands.

Leaders & laggards

¥ Transparency X Worst A7 Biggest
' leaders ' laggard ' improvers
Arcteryx, COS, Ortovox, Patagonia Michael Kors scores 0 points - Bulgarian brands Junona, Teodor
and Tchibo exclusively source no policy, no product disclosure, and DiKa moved from red to
certified LLC-free wool and no response, no transparency. green in our scoring system by
provide shoppers with clear clearly stating they source only
product disclosure. certified LLC-free wool, both in

policy and online product labels.

To safeguard lambs and consumer trust, FOUR PAWS urges brands to commit to
using only LLC-free wool, certified to robust standards with full traceability and
product transparency.

This report serves as both a wake-up call for the fashion industry and a practical tool for
change, offering brand-specific advice and shopper guidance on LLC-free fashion.
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Behind the Wool: Transparency on Live Lamb Cutting in Fashion

With consumers demanding higher animal welfare standards, fashion

brands are making them an ever-greater priority. Transparency in fash-
ion is no longer optional. Shoppers today increasingly want to know not
just what their clothes are made of, but how they are made, and at what

cost to animals, people and the planet.

A global online poll commissioned by FOUR PAWS and conducted by
YouGov in 2024 surveyed nearly 11,000 adults across twelve markets
and revealed that nearly two-thirds (65%) are aware of animal cruelty
issues in the fashion industry. Additionally, over half (53%) say fashion

brands should be transparent about their animal welfare standards.’

Evolving textile labelling regulations and global policy frameworks re-
flect growing consumer demand for honesty and accountability. Brands
are under increasing pressure to set meaningful targets and back up
their sustainability claims with clear, evidence-based information.
While there is no commonly agreed definition of “sustainable fashion”, it
holistically includes animal welfare, alongside environmental protection

and workers' rights.

Animal welfare is now formally recognised by the Organisation for
Economic Co-operation and Development (OECD) as a requirement for
responsible business conduct,” and has been identified by the United

Nations as key to achieving many Sustainable Development Goals.’

One of the most urgent and overlooked animal welfare issues in fashion
is the Australian wool industry’s continued use of the cruel and outdat-

ed practice of live lamb cutting (LLC), also known as mulesing.

Despite the availability of viable industry-proven alternatives, many
producers continue to use this brutal practice that is proven to cause
excruciating pain to millions of lambs every year. This report sheds light
on how fashion brands are (or aren’t] addressing this issue, and why

transparency is key to driving change.

Wool is the most widely used animal fibre in fashion,” and while several
countries contribute to global wool production, Australia dominates

the market, producing 80% of fine wool for apparel.” Alarmingly, less
than 20% of Australian wool is declared as free from live lamb cutting®
- meaning that over half of the wool used in global fashion likely comes

from lambs subjected to this painful practice.

Introduction

Two-thirds (65%) of
adults are aware of
animal cruelty issues in
the fashion industry.

Over half of the wool

used in fashion globally
Is live lamb cut wool
from Australia.
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80%

want brands to remove
live lamb cutting from
their supply chains.

This is not a distant issue. It is woven into the fabric of global fashion.
Without strong standards, it's near impossible to mitigate the high risk
of unknowingly selling wool sourced from sheep who have suffered
live lamb cutting. This is a global problem - harming around 10 million

lambs every year - and it's one we can all contribute to solving.”

After learning about the practice of live lamb cutting in Australia, and
the availability of pain-free alternatives, four in five adults (80%) global-
ly agree that retailers sourcing wool should phase out their use of LLC
wool, with 62% strongly agreeing.' This statistic underscores a critical

truth: people care, but they need to know.

Brands must take responsibility for the animals in their supply chains.
They must be clear about their sourcing practices and provide con-
sumers with the information they need to make cruelty-free choices.
Transparency is the foundation of ethical fashion - it enables scrutiny,

drives accountability and leads to improvement.

When brands fail to disclose their sourcing practices,
they rob consumers of the ability to align their
purchases with their values.

Live lamb cutting: A cruel legacy in
wool production
The cruelty of live lamb cutting

The highly controversial practice of live lamb cutting is a painful pro-
cedure only practised in Australia’s wool industry. It involves separat-
ing young lambs, usually 2-12 weeks of age, from their mothers and
restraining them on their backs in a metal cradle. Shears similar to
garden shears are then used to cut away an area of skin bigger than the
palm of a hand from around the lamb’s tail, anus and vulva in female
lambs - without adequate pain relief.? The resulting fear, stress and ex-
cruciating pain can last for days, or longer, and wounds can take weeks
to heal.” "> Many don’t survive, succumbing to the consequences of this

severe mutilation.”
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The term “mulesing” fails to describe the practice and,
as a result, hides the cruelty involved. Animal protection
organisations across the globe now refer to the practice
as “live lamb cutting”.

The procedure is intended to prevent flystrike, a condition caused by
blowflies laying eggs in the moist skin folds of sheep. Flystrike costs
the Australian wool industry around $323 million every year

in treatment, prevention and production losses.” The root
cause of flystrike, however, is man-made: Australian
sheep have been selectively bred to grow excess skin
in an effort to increase wool yield. This excess

skin forms folds that trap moisture, urine and
faeces, which then attract blowflies. Selective
breeding for excess skin makes sheep more

vulnerable to flystrike.

The links between wrinkly sheep and susceptibility to
flystrike have been known for around 100 years.'® While the

industry defends live lamb cutting as a one-time intervention

to reduce the risk of flystrike, it does not provide full-body pro-

tection and sheep remain vulnerable to infestations on other parts of
their bodies (known as bodystrike). More importantly, the industry has
fundamentally failed to address, indeed continues to perpetuate, the
root cause of the problem. While the industry largely clings to an out-
dated and cruel practice, thousands of individual Australian farms have

already adopted humane, pain-free alternatives.

Despite global progress, Australia remains the only wool-producing
country still using live lamb cutting, falling behind others who now po-
sition LLC-free wool as a key selling point. Countries including Argen-
tina, New Zealand, Norway, South Africa, the UK, the US and Uruguay

have either banned the practice or never adopted it.

A proven solution for preventing flystrike has existed for decades:
breeding plain-bodied sheep with a more natural volume of skin, which
makes them more resistant to flystrike, alongside adequate animal

husbandry practices. The problem was created by selectively breeding

Introduction
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sheep for excess skin, and it can be solved the same way: by selectively
breeding for plain-bodied sheep. This is not a new solution; the wool
industry has known about it for decades. The approach became bet-
ter understood in the 1990s through the work of veterinarian Dr Jim
Watts,” and has been successfully implemented by thousands of wool
producers since then. A survey of nearly 100 wool producers from a
broad range of climatic and geographical zones in Australia noted that
transitioning to plain-bodied flocks is feasible within two to five years,
improves lamb survival and growth rates as well as overall welfare, and
is economically viable.”®

Yet, progress is slow. An estimated 80% of Australian wool still comes
from sheep that have suffered live lamb cutting, with transition rates as
low as 1-3% per year.>* At this pace, it could take another 40 years to

phase out the practice.

The global market is growing impatient. At the International Wool
Textile Organisation Congress in May 2025, Jiang Yali, Director of the
Nanjing Wool Market, announced that China - Australia’s largest wool
buyer, accounting for 85% of exports - now favours South African wool
due to the availability of Responsible Wool Standard-certified, live lamb

cut-free wool.”7 %

Although South Africa doesn’t practise live lamb cutting, without
strong certification systems ensuring full traceability, the
complex global wool supply chain can lead to LLC-free
and LLC wool being mixed. Over 1.2 billion sheep are
used in the textiles industry each year,”” and, with
less than 5% of wool certified to welfare standards,

most are left unprotected.™

Transparency and why it
matters

Transparency is the cornerstone of ethical fashion.
Without it, consumers cannot make informed choic-
es, brands cannot be held accountable, and systemic
issues like live lamb cutting remain hidden behind
polished marketing campaigns. When brands
publicly commit to sourcing only certified, live

lamb cut-free wool, they are taking a positive step
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forward for both animals and consumers.

Brands have a responsibility to know where their wool comes from and
how the animals in their supply chains are treated. They must move be-
yond generic animal welfare statements and adopt certified, traceable

and transparent sourcing standards. Brand transparency as a driver of

change

Over 340 fashion brands have already made strong commitments to ex-
clude live lamb cutting from their supply chains through robust certifi-
cations, independent audits and full traceability, sending a clear market
signal for a shift away from live lamb cut wool and the risk of inadver-
tently using it.*’ More than 140 global brands have gone the extra mile
to sign the FOUR PAWS Brand Letter of Intent, urging the Australian
wool industry to end the practice by 2030.%” Public and brand pressure
is a powerful force for change: it prompted the Australian wool industry
to commit to phasing out live lamb cutting back in 2004. Although the
industry controversially abandoned its commitment, market demand
remains a key reason many Australian wool producers are voluntarily

stopping the practice.

With several certifications available and all major wool suppliers capa-
ble of providing verified live lamb cut-free wool, brands have the tools
they need to commit to not using LLC wool. The time for silence is over
- without transparent sourcing policies and clear product labelling,
brands are complicit in leaving consumers in the dark, and lambs at

risk of immense suffering.

The power of informed consumers

Honest and credible product labelling isn’t just good ethics, it's smart
business. A new impact report from Amazon highlights the positive
influence of sustainability labelling on consumer behaviour. Products
that joined the Climate Pledge Friendly (CPF) programme saw a 13.3%
increase in gross merchandise sales, a 12.5% rise in unit sales, and

a 4.4% boost in shipped units within just 12 weeks of joining.” Trans-
parency and credible sustainability claims can significantly influence
purchasing decisions. Brands that align with societal values and com-
municate clearly and credibly will be the ones that earn consumer trust
and thrive.

"

Introduction

fashion brands made

strong commitments

to exclude live lamb
cutting.

fashion brands have

signed an open letter
urging Australia to end
the practice by 2030.
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However, as conscious consumerism continues to grow, so does the
rise of misleading marketing - often referred to as “greenwashing” or
“welfare-washing” - where companies exaggerate or falsely claim eth-
ical practices. At the same time, the opposite trend, known as “green-
hushing”, is also gaining traction, with brands staying silent about their
sustainability efforts to avoid scrutiny. In both cases, the result is the
same: consumers are misled, and harmful practices continue un-
checked.

A crisis of trust in fashion

A 2024 study by Fashion Takes Action highlights growing erosion of
consumer trust in the fashion industry. The results highlight the reputa-

tional and financial risks for brands that mislead consumers:

m“\—‘—_ .

% 25% 17%

79% bl

of consumers said they would stop would warn friends would share concerns
are frustrated by purchasing from a brand  and family on social media®
greenwashing if it was caught making \

misleading sustainability
claims
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A consumer survey conducted across the US and Canada in 2025 found
that nearly 49% of consumers abandon products due to confusing
sustainability claims. That figure rises to 87% among highly conscious
shoppers. Additionally, 55% of respondents said they are likely to
change their buying habits for ethical or social reasons within the next
year, a trend already reflected in ongoing boycotts across North Ameri-

ca.®

This growing mistrust is echoed globally. In April 2025, consumer
protection authorities from over 20 countries issued an open letter to
the fashion industry, warning against misleading environmental claims
and urging compliance with consumer protection laws.* The letter,
coordinated by the International Consumer Protection and Enforcement
Network (ICPEN), signals a global shift towards stricter oversight and

accountability.

Global crackdown on misleading marketing

Media exposure of greenwashing has surged, from around 300 articles
annually a decade ago to over 2,000 in 2021.” In response, governments
worldwide are tightening rules to protect consumers from deceptive
marketing claims and ensure fair competition. These rules are de-

signed to ensure that brands can prove what they claim.

The once “grey area” is increasingly regulated by strengthened con-
sumer protection laws in major apparel markets including the EU, US,
UK, Canada and Australia, where misleading or unsubstantiated claims

can now lead to serious consequences.

Fashion brands under fire

Recent cases show regulators mean business:

% Netherlands: The Authority for Consumers and Markets (ACM])
investigated 70 fashion brands over vague green claims, giv-
ing companies six weeks to comply or face penalties. H&M
and Decathlon responded by dropping unclear labels including
Conscious and Ecodesign, and pledged donations of up to EUR

500,000 to environmental causes.*®

#+  North America: The US Federal Trade Commission’s (FTC) Green
Guides outline which types of product claims are considered
deceptive and may result in fines.”” Canada’s Bill C-59,” passed

in June 2024, requires sustainability claims to be backed by

13
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recognised scientific methods, with fines of up to USD 10 mil-
lion.”"*? Lululemon faced lawsuits in the US** and an investigation
in Canada* for greenwashing after its “Be Planet” campaign

claimed sustainability while its emissions had doubled.

»  Australia: The Australian Competition and Consumer Commission
(ACCC] fined Clorox AUD 8.25 million for falsely marketing GLAD

bags as made from recycled ocean plastic.”

®  European Union: Laws such as the Unfair Commercial Practices
Directive (UCPD) and the Empowering Consumers for the Green
Transition Directive (ECGTD 2024/825) have resulted in legal
action.” Hunkemoller,”” for example, was sued for misleading
advertising of sustainable cotton products, when in fact they were
mixed with mostly conventionally produced cotton. Similarly,
Adidas faced legal action over unsubstantiated claims of becoming
“climate neutral by 2025" without providing a credible plan for how

this would be achieved.”®

Claims and EU legislation

While enforcement is rising globally, the detailed and demanding
requirements of the legislative framework from the EU Green Deal

set a benchmark often used by other jurisdictions. The EU sets a high
bar, and brands that meet its requirements are likely well positioned
globally and better prepared for the regulatory direction in which other

markets are moving. EU law specifies that:

4 )

’0, Animal welfare claims, including “mulesing-free”, are considered part

of a product’s social characteristics under recital 3 of the ECGTD. False
or untruthful information regarding these claims is considered an

unfair practice and, therefore, banned.*"*

’Q, Any “mulesing-free” label or logo created by a brand (rather than a
public authority) falls under the EU definition of a sustainability label
in Article 2(q). This means third-party verification must be provided;

otherwise, the brand risks violating EU law.*

’0, If the claim implies an environmental benefit, e.g. “responsibly
- sourced”, it is also considered an environmental claim as per Article
2(o) of the UCPD, requiring brands to disclose any information used to
support that claim, including details of the traceability or assurance
scheme used. This information must be provided on the same medium

where the claim is used.”

- J
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Introduction

Claims must be truthful, specific and evidence-based. If brands make
comparisons, they must be fair and meaningful, and all claims must be
verifiable, ideally through third-party certifications and strong internal

systems.

What this means for live lamb cutting claims

To avoid legal risks and be genuinely transparent, brands must move
beyond vague buzzwords. Terms such as “animal-conscious wool” or
“ethically sourced” don’'t measure up, and brands that rely on vague
claims that aren’t backed by solid evidence risk losing consumer trust
and facing legal consequences. To comply with the most stringent regu-

lations and earn customer trust, brands should:

Adopt a clear, measurable Commit to using only Provide third-party
policy to fully exclude robust, third-party- verification information for
live lamb cut wool by a certified LLC-free wool LLC-free wool on physical

specified date (see guidance for brands below] product labels, and within

online product information

- ideally also linking to

———— ——R—

their policy.

5
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Purpose

This report examines current brand behaviour on transparency around
LLC in wool supply chains, offers brands guidance for improvement,
and equips consumers with the information they need to avoid LLC wool

when shopping and identify brands committed to ending LLC.

During the investigation, we engaged with brands to encourage stron-

ger policy commitments and product disclosure.

Scope

For this report, FOUR PAWS assessed 102 fashion brands across Aus-
tralia, Austria, Bulgaria, France, Germany, New Zealand, South Africa,
Switzerland, the Netherlands, the UK and the US to:

»  Evaluate their policy on excluding live lamb cut wool

»  Build a stronger understanding of brand behaviour regarding LLC

disclosure

»  Determine whether brands are helping consumers avoid wool

from sheep subjected to LLC.

This report focuses specifically on LLC and does not assess broader
animal welfare practices. However, its findings offer valuable insights
into corporate responsibility and transparency practices that extend
beyond LLC. We reviewed brands” wool sourcing policies, online product

descriptions and in-store on-product labelling.

Approach

Brands were selected based on factors including their wool product
range, size and market segment, and popularity and relevance in FOUR
PAWS countries. Ratings were determined based on information that

was publicly available at the time of the assessment.

The review was carried out in three phases. We:

Conducted an online assessment of brand sourcing policies and
product claims on their websites.

Undertook an in-store investigation to evaluate disclosure on the

physical items sold in retail locations.

Based on this data we evaluated a brand’s transparency and action

on live lamb cutting.

17
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Methodology

We then reached out to all brands with their ratings, offering guidance
and the opportunity to flag any inaccuracies, as well as to strengthen

their policies and online transparency before publication.

Assessment process

We used a traffic light system to indicate each brand’s level of transpar-
ency and action on LLC. Each brand received a final colour rating based

on three combined indicators:

Brands were assessed in relation to four categories - green, yellow, or-
ange or red - with green representing strong transparency and action,

and red indicating no action taken.

Category indicators and weighting

10%

In-store labelling

15%

Online labelling

+  Policy rating [75%]. Does the brand publicly address live lamb
cutting and show commitment? This category carries significant
weight in the total score, as a brand’s policy represents its formal
commitment and describes the business intention across its entire
wool supply chain. Brand policy statements were assessed using a
traffic light system:

o Green: The brand uses exclusively 100% certified LLC-free wool,

supported by robust certifications.

18
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Methodology

The brand has made a strong public commitment to

phase out LLC wool by 2030, supported by robust certifications.

o Orange: The brand has taken some steps but lacks a strong com-
mitment, such as missing robust certifications or timelines, or a

less than 100% wool target.

o Red: The brand uses wool but has not disclosed any position or

action to address LLC.

+  Online labelling [15%]. Can consumers identify LLC-free wool
in online shops? Based on online searches, we reviewed 10%
of each brand’s online wool products - a minimum of 10, and a
maximum of 30 items. We assessed the LLC-free claims and cer-
tifications applied within product descriptions. The rating reflects
how clearly brands communicate the use of certified LLC-free

wool across their online product listings:

o Green: 90-100% of reviewed wool products clearly state they are

LLC-free and are backed by robust third-party certifications.

More than 50% of reviewed wool products disclose LLC-

free status with credible certification.

Orange: 21-50% of products disclose LLC-free status with cer-
tification, OR any percentage of products make LLC-free claims

without robust certification.

o Red: 0-20% of reviewed wool products disclose

LLC-free status, with or without certification. ‘\ = ‘
' -

>  In-store labelling [10%]. Can consumers identify -
LLC-free wool in physical stores? We assessed three to ‘
five wool products per brand, checking for relevant LLC-
free in-store labelling, including QR code information.
Given the limited availability of physical products com-
pared to online listings, in-store reviews were conducted
with slightly more flexibility. We assessed in-store product
transparency using a traffic light system based on whether

consumers can identify LLC-free wool in stores:

o Green: All reviewed wool products in-store clearly disclose live

lamb cut-free details.

Some reviewed products include live lamb cut-free

information.

o Red: No reviewed products provide any live lamb cut-free

details.

19
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Methodology

Four levels of transparency

Brand performance was assessed across three categories that together
determined an overall rating. Brands were then assigned to one of four

transparency levels, from lowest to highest:

+ RED: "No transparency.” Brands either lack a public policy on the
issue and do not communicate on product labels OR they may
have a position against the practice but not a strong commitment
to phase out live lamb cut wool, nor do they communicate it on

product labels.

“Limited transparency.” Brands either have a position
against LLC but not a strong commitment to phase out LLC wool
and only partially communicate about LLC-free wool in product
details OR they have a strong commitment but do not communi-

cate on product labels.

“Moving towards transparency.” Brands have made a
time-bound commitment to transition towards 100% certified LLC-

free wool.

# GREEN: "Leading in transparency.” Brands already source fully
certified LLC-free wool products and communicate this in product

details.

Top-rated brands use 100% live lamb cut-free wool certified to ro-
bust assurance schemes and communicate this in product details.
Lowest-rated brands don’t even offer a public policy against live lamb

cutting, nor transparency at the point of sale.

To influence their rating, brands had to make improvements visible to
consumers by a set deadline. While future commitments to improve-
ment are noted, they don't influence current scores. Several brands
intending to make changes have requested a follow-up review in the

coming years.

20
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Findings

of examined brands fall short on
transparency. They either fail to
publish a clear policy, omit product-
level disclosure, or both. This
leaves consumers in the dark
about the high risk of LLC.

25%

While more than half of examined brands have published
strong policies to mitigate LLC, the biggest transparency
gap was found where it matters most - in evidence-based
consumer communication at the point of sale. Only 39% of
examined brands disclose third-party certifications on the
product. The good news is that 9% of brands immediately
improved their online product-level disclosure and an
additional 8% committed to doing so in the next months,
demonstrating that they care and that progress is possible.

Key statistics

Transparency gaps in wool sourcing

27%

have a position against LLC but

make no firm targets.

are clearly committed to avoiding
LLC wool but offer no product-level
proof.

65%

15%

provide no information

at all.

Transparency lags behind ambition

of examined brands

claim to seek robust wool

certification.

39%

share these certifications at

the point of sale.
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Findings
V/
O
of brands reviewed are committed to of brands now use only
have formal policies transitioning to 100% certified LLC-free wool, but
opposing LLC, indicating certified LLC-free only half of them provide
widespread industry wool, backed by robust certification information
rejection. certification and clear at product level, within
timelines. product descriptions or
labels.

Signs of progress

of brands actively engaged with
us during the research phase.

of all brands reviewed improved
transparency immediately by
strengthening their policies or product
labelling, or joined collective action as
a direct result of the investigation.
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Findings

21

policy improvements were published.

17

brands pledged to increase
transparency in the coming months.

14

brands are advocating for an

end to LLC by signing the open
Brand Letter of Intent, joining 140
companies globally.

17

new strong commitments to moving
towards 100% LLC-free certified
wool.

brands improved product-level
labelling.

policy updates disclosed that
LLC-free wool, certified to robust
standards, is used exclusively.
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Leaders and laggards

\4

Transparency leaders

Arcteryx, COS, Ortovox, Patagonia and Tchibo (the top 5% of brands] are lead-
ing transparency by exclusively using wool that is certified as LLC-free and
clearly communicating these certifications at the point of sale.

Biggest Improvers

Bulgarian brands DiKa, Junona and Teodor moved from red to green by pub-
lishing a strong wool-sourcing policy or by strengthening their existing one
to highlight exclusive use of certified LLC-free wool and by adding certifica-
tions to all wool product details online.

Worst laggard

Michael Kors scored 0 out of 100 in our investigation, making it the worst of
the well-known global brands. Despite selling many wool products, it has no
animal welfare or wool sourcing policy, no stance on live lamb cutting, and
no use of certified alternatives. We found no relevant product information,
and the company ignored repeated outreach. As a major global brand, this
lack of transparency and accountability is unacceptable.

25
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4 Improvements




Brand name

Final
Rating

Policy

Online In-store
Product Product Future
Disclosure Disclosure Responded improvements

ALLSaints

Arcteryx

Barkers

COS

DiKa

Junona

Mammut

Marc O'Polo

OLYMP

Ortovox

Patagonia

Teodor

Tchibo

Abercrombie & Fitch

Adidas

Aje

Bershka

BRAX

Breuninger
(house brands])

Calida

Camilla and Marc

CLOSED

Country Road

Devred

CCL L C LXK XX
s




Online In-store
Final Product Product Future
Brand name Rating Policy  Disclosure Disclosure Responded improvements

Gorman .
H&M o

Jack & Jones .

Jack Wolfskin o

Lacoste .

MANGO

MARCCAIN

NILE

Paul Kehl (PKZ)

Peek & Cloppenburg
Disseldorf house brands

Ralph Lauren

REI Copp ®

REISS

Sandro

Smartwool . .
Tom Tailor .

Vero Moda

Zara

Zegna ’

A.P.C.

O
»

American Vintage

Barbour

Bonobo

Burberry

X QXX QX XKLL ]
®




Online In-store

Final Product Product Future
Brand name Rating Policy  Disclosure Disclosure Responded improvements
Bybar e o6 o6 o Vv
Coop . + + .
Décathlon . . .
Devold .

Ernsting’s family

Expresso o
Falke ® ®
GAP () o
John Lewis o
King Louie o
MacPac ®
Manor ®

Marks and Spencer

Migros Essentials

Monoprix

ol =2
o
-5

->
®
->

Ochsner Sport

Peek & Cloppenburg
Hamburg

Petit Bateau

Promod

Salomon

Schoffel

Sessun

Sissy Boy

o
CIX XX €L € X X & XX XX € < <

->
->

L BN AN BE BN AN BN

L BN BN BN AN BN BN BN

S.Oliver

4
I



Online In-store

Final Product Product Future
Brand name Rating Policy  Disclosure Disclosure Responded improvements
Strellson . . V
The Sting
Walbusch

Zimmerman

Agnes b .
Aleta Parizi .
ANN TAYLOR

Benetton

Blue Illusion

Brandy Melville

Buff

Cape Union Mart Group

Comptoir des cotonniers

Daphne

Elizabeth

Fabienne Chapot

X4

Fred Perry

GaleriaS.ar.l &
Co. KG house brand
"Galeria Essentials”

HEMA

Kensol

LL Bean

Loro Piana

Lucy Fashion

AN AN AN BN BN JEN BN BN BN BN BN BN AN AN AN AN AN AN BN BN BN BN
AN AN BN BN BE JEN BN BN BN BN BN BN AN AN AN AN BN AN BN BN BN
AN AN BN BN BN NN BN BN BN BN BN BN AN BN AN AN AN AN AN AN BN
X XX XX € € £ XX <€ X <X X XX XX X <K

Michael Kors




Online In-store

Final Product Product Future
Brand name Rating Policy = Disclosure Disclosure Responded improvements
Monni . . ‘ . x
Moscow
Pirin Hill o

Rohner Socks

SABA

L BN AN BN AN
L BN AN BN AN
00600
X X <X <

Superdry




Conclusion

Live lamb cutting remains one of the fas
lambs mutilated despite effective alter
decades. Transparency matters -

Brands that meet these sta build co [

future-proof their business, and align thel hains with upcoming regulations.




FOUR PAWS Recommendation

This report does more than assess brand performance on LLC-f

improvement.

Provi list of
powerful advocacy
actions

See Consumer Guide below for more information.

The solution already exists - and when consumers and brands unite and refuse to be
complicit in live lamb cutting, we can put an end to this cruel and outdated practice.
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Brand Guide - A brand toolkit for
excluding live lamb cutting

LLC remains a painful reality for millions of lambs every year, but fash-
ion brands have the power to change that - and it starts with trans-
parency. With clear targets based on credible standards, brands can
assess their LLC status and take meaningful action to protect animal
welfare. Consumers are increasingly choosing ethical products, yet
many feel misled by vague marketing claims. Purpose builds trust, and
brands that embrace holistic sustainability, including animal welfare,
are earning stronger consumer loyalty and standing out as leaders in a

changing industry.

A roadmap to phase out live lamb cutting - the steps to ensure your
supply chains are truly free from LLC and meeting consumer expecta-

tions.

Step 1: Know your supply chains

[J Identify where your wool comes from, where there are
traceability gaps with regards to LLC, and which certifica-
tions your suppliers use to ensure your wool is LLC-free, or

whether they don’t use any at all.

Step 2: Publish a policy to exclude LLC wool by a
specified time

LI Involve staff, suppliers, NGOs and investors to set clear
goals and pathways.

1 Publish a time-bound policy with measurable targets and
robust certifications, and make this a leadership-level

priority.

[J Ensure all suppliers are aligned with your policy and en-
sure compliance through verified standards.

Step 3: Implement a robust traceability system and
internationally recognised LLC-free certification

L1 Prioritise standards with full supply chain traceability and
regular on-farm welfare audits (see next page).

[0 Understand certification requirements and meet them to
be able to display certification logos.

35

\

3

CERTIFIED
LLC-FREE /

Guidance



Behind the Wool: Transparency on Live Lamb Cutting in Fashion

Guidance

[ For stronger assurance, combine internal and external
audits.

Step 4: Help customers make informed choices by
clearly labelling whether a product is certified LLC-
free

[J Communicate clearly and honestly. Avoid vague claims and
use specific, evidence-based language (for more informa-
tion, see section ‘Product labelling that builds trust’ on

next page).

[ Include certification information in your online product
descriptions, such as the certification name, and, as best
practice, also provide batch or transaction certificate num-
bers.

[ Display the certification logo on physical product labels.

[0 Inform brand ranking platforms (e.g. GoodOnYou, FOUR
PAWS Wear It Kind Directory) of your commitment.

Choosing the right certification

While well-designed animal welfare standards are a valuable tool for
informing consumers, improving animal welfare and encouraging
better farming practices, they come with limitations. Poorly developed
or carelessly applied standards can contribute to “welfare washing” and

provide brands and consumers with a false sense of assurance.

FOUR PAWS has reviewed a range of widely used standards to deter-
mine their reliability in excluding wool from sheep subjected to LLC. For
a more detailed review, read:
https://www.four-paws.org/llc-certifications-overview

This is not an exhaustive list, and even among the “more reliable cer-
tifications” there is still substantial room for improvement as recent
investigations have exposed poor and inhumane shearing and handling
practices - even within certified supply chains® - underscoring the
urgent need for more consistent and comprehensive on-farm auditing.
Therefore, FOUR PAWS calls for annual, third-party, independent audits
of every farm. This is one of the most effective tools for protecting ani-
mal welfare.
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FOUR PAWS actively engages with certification bodies to support
continuous improvement and is encouraged by their willingness to
cooperate. For example, GOTS is currently revising its standard (Version
7) with the aim of tightening requirements to better prevent LLC wool

from entering certified supply chains for Version 8.

Product labelling that builds trust

The lack of product-level, evidence-based information (backed by
strong certifications] is the biggest transparency gap identified in our
research. Only around 5% of reviewed brands demonstrated consistent

leadership in this area.

Clear, honest labelling isn’t just a legal requirement - it's a chance to
build real credibility with customers. Even when brands have commit-
ted to sourcing certified LLC-free wool, many fall short at the final step:

communicating this clearly at the point of sale.

Help consumers make informed choices through transparent commu-

nications.

Fully substantiated claim: Product labels should include information
that is specific and backed by credible, third-party certification, for

example:

#  “This garment is made with 100% certified Responsible Wool
Standard (RWS] wool”

*  "This product contains 100% ZQ certified wool”

+>  "100% GRS certified wool”

Ideally, these claims are supported by easy access to certification
details, either in the product description, via a hyperlink or through a

scannable QR code.

Partially substantiated claims: Claims such as “mulesing-free” or “live
lamb cut-free” are not fully substantiated when they appear without
visible third-party certification in product descriptions. These types of

claims are often made by brands that:

»  May source certified materials but are not certified as a brand,
and therefore not permitted to use the certification logo on their

products.
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*  Rely on weaker forms of verification, such as certificates of origin,
supplier statements, or less robust certifications that lack third-

party assurance or full chain-of-custody tracking.

In both cases, these claims must be clearly explained, ideally via a hy-

perlink or QR code directing consumers to the brand’s wool policy.

For brands sourcing from countries where LLC is legally prohibited,
such as New Zealand, the term “"LLC-free” should not be used as a
marketing claim or added value, to avoid greenwashing under the
proposed EU Green Claims Directive.” Instead, brands can say: “"Wool
sourced from countries where live lamb cutting (mulesing) is not prac-

tised.”

Unsubstantiated and risky claims: Avoid vague and potentially mislead-

ing claims like these:

»  “Ethically sourced wool”

+  “Responsibly sourced wool”

+  “Animal welfare-conscious wool”

+  “Animal-friendly wool”

Without clear evidence and third-party verification, these claims may
not only erode consumer trust, they may also violate consumer

protection laws. It is also important not to overstate what

certified wool can guarantee.



Behind the Wool: Transparency on Live Lamb Cutting in Fashion

Guidance

Consumer Checklist - How to avoid live lamb cut wool

Avoid supporting the cruelty of live lamb cutting by following these steps.

[0 Visit the FOUR PAWS Wear It Kind Directory®”

Check the FOUR PAWS Wear It Kind Directory to see how fashion brands perform on key animal wel-
fare issues, including live lamb cut wool, fur, live-plucked down, and the use of animal-free alterna-

tives.

[0 Check the brand’s website

Check the brand’s website for an animal welfare policy. A responsible company will clearly state which
animal materials it uses or avoids, how it sources wool, and how it ensures animal welfare. Look for
the terms “mulesing” or “live lamb cutting” and check for more robust certifications like ZQ Merino,
the Responsible Wool Standard (RWS], NATIVA, Cape Wool or certified recycled wool like GRS.

[0 Check with staff

Asking staff is a powerful way to show that animal welfare matters to customers. Ask if the brand uses
certified wool and which standards it follow. Check for signs or brochures with more information in-

store.

[J Inspect the product

Check fabric labels and hang tags for certifications and claims, but be wary of vague terms like “re-
sponsibly sourced” or “animal-friendly”. Look specifically for “mulesing-free wool”, “live lamb cut-

free” or the certifications mentioned above. The best brands follow strict animal welfare standards,
even for wool sourced outside Australia, because global supply chains are complex and, without full

traceability, unwanted mixing of LLC wool with LLC-free wool can’t be ruled out.

O Follow the general rule of “reduce, refine and replace”

To protect animals and the planet, choose less but choose better. Buy fewer animal-based products,
choose those with stronger certifications, and switch to recycled or plant-based materials like organic

cotton, hemp or linen.

[l Become an advocate - your voice makes a difference

Ending animal cruelty requires action from brands, suppliers and policymakers. You can help by sign-
ing petitions™, contacting brands like Michael Kors,* and raising awareness. Every voice matters, and
helps push for change.

39



Behind the Wool: Transparency on Live Lamb Cutting in Fashion

YouGov. International Opinion Poll Wear It

Kind Report 2024. 2024. https://media.4-paws.
org/4/8/d/4/48d43b190ae9492c0e198837e11c-
4813b433e26¢/YouGov_Poll_Wear It Kind_Re-
port_2024-07-30.pdf

OECD Watch. The OECD Guidelines and animal
welfare. [accessed 2025 Aug 25]. https://www.
oecdwatch.org/oecd-ncps/the-oecd-guidelines-
for-mnes/what-is-in-the-oecd-guidelines/the-

oecd-guidelines-and-animal-welfare/

UNEP. Environment Assembly. 5/1. Animal wel-
fare, environment, sustainable development nex-
us: resolution / adopted by the United Nations
Environment Assembly. 2021 [accessed 2025 Aug
25]. https://digitallibrary.un.org/record/3999162

Textile Exchange. Other Animal Fibers. [ac-
cessed 2025 Aug 20]. https://textileexchange.

org/other-animal-fibers/

The Woolmark Company. What is Merino wool &
How is it made. [accessed 2025 Aug 20]. https://

www.woolmark.com/fibre/what-is-merino-wool/

Australian Wool Exchange. AWEX Update Q3 /
2023-2024. [accessed 2025 Aug 20]. https://www.
awex.com.au/media/2383/awex-update-q3-
202324-web.pdf

Ipsen M. World’s best practice in Lamb Survival.
Nuffield Australia Project No 1316. 2014 Apr:42.
[accessed 2025 Aug 20]. https://www.wool.com/
globalassets/wool/people/education-and-lead-
ership/nuffield-farming-scholarship/accordion/
ipsen_final_report.pdf

Cohen S, Foss E, Beths T, Musk GC. An Ex-
ploration of Analgesia Options for Australian
Sheep. Animals: an open access journal from
MDPI. 2024;14(7):990. https://doi.org/10.3390/
ani14070990

40

10

"

12

13

14

15

16

RSPCA Australia. Mulesing - the welfare issue
we need to be talking about. [accessed 2025 Aug
20]. https://www.rspca.org.au/latest-news/blog/
mulesing-welfare-issue-we-need-be-talking-
about/

Fisher AD. Addressing pain caused by mulesing
in sheep. Applied Animal Behaviour Science.
2011;135(3):232-240. (Special Issue: Pain in
Farm Animals). https://doi.org/10.1016/j.ap-
planim.2011.10.019

Chapman RE, Fell LR, Shutt DA. A compar-
ison of stress in surgically and non-surgi-
cally mulesed sheep. Australian Veterinary
Journal. 1994;71(8):243-247. https://doi.
org/10.1111/j.1751-0813.1994.tb03420.x

Fell LR, Shutt DA. Behavioural and hor-
monal responses to acute surgical stress
in sheep. ColLab. [accessed 2025 Aug

20]. https://colab.ws/articles/10.1016%
2F0168-1591%2889%2990023-3

Evans |, Lawton P, Sergeant E, Lloyd J. Effect of
plastic occlusive clips used as an alternative to
mulesing on breech conformation, body weight
and survival of Merino lambs. Australian Vet-
erinary Journal. 2012;90(3):88-96. https://doi.
org/10.1111/j.1751-0813.2011.00890.x

FOUR PAWS International. Introducing the Term
‘Live Lamb Cutting’ to Replace Mulesing. [ac-
cessed 2025 Jul 11]. https://www.four-paws.org/
our-stories/blog-news/year-2024/mulesing-
now-live-lamb-cutting

Australian Wool Innovation. An introduction to
flystrike in Australia. 2023 [accessed 2025 Aug
20]. https://www.wool.com/globalassets/wool/
sheep/welfare/breech-flystrike/flystrike-intro-
duction-factsheet_r2_v1.pdf

FlyBoss. Breeding and Selection of Sheep to



Behind the Wool: Transparency on Live Lamb Cutting in Fashion

17

18

19

20

21

22

23

24

Lower Flystrike Risk. [accessed 2025 Aug 24].
https://flyboss.com.au/breeding-and-selection/

Victorian Farmers Federation. Flystrike. 2024
[accessed 2025 Aug 24]. https://www.vff.org.au/
wp-content/uploads/2020/12/Factsheet_Live-
stock_Flystrike.pdf

Belschner HG, Carter HB, Turner HN. Fleece
Characteristics of Stud Merino Sheep in Re-
lation to the Degree of Wrinkliness of the
Skin of the Breech. Ill. Australian Veteri-
nary Journal. 1937;13(1):16-28. https://doi.
org/10.1111/j.1751-0813.1937.tb01133.x

RSPCA Australia. Animal welfare organisations
unite to help fast-track an end to painful mules-
ing. [accessed 2025 Aug 20]. https://www.rspca.
org.au/latest-news/media-centre/animal-wel-

fare-organisations-unite-help-fast-track-end-p

ainful-mulesing/

Clean Globe. Australian wool “jeopardized by
mulesing” claim. 2020 [accessed 2025 Aug 24].
https://cleanglobeint.com/news-articles/austra-
lian-wool-jeopardized-by-mulesing-claim/
Munoz C, Glanville E, Linn B. Phasing out of
mulesing: cost, benefits and opportunities.
Meat & Livestock Australia Limited; 2022.
https://www.mla.com.au/contentassets/
abla2ee7e59145f490eest2b2b26aa88c/b.aw-
w.0006-final-report.pdf

International Wool Trade Organisation (IWTO).
Wool Sheep Welfare Specifications 2023. 2023.
https://iwto.org/wp-content/uploads/2023/05/

IWTO-Wool-Sheep-Welfare-Specifications-2023_

singlepageinteratciveDIGITAL_DIST.pdf

British Veterinary Association. BVA response to
International Trade Committee inquiry on UK
trade negotiations: Agreement with Australia.
[accessed 2025 Aug 25]. https://committees.
parliament.uk/writtenevidence/42745/htm-

l/?utm_source=chatgpt.com

ABC News. New sheep irons out mulesing
wrinkles. 2008 May 18 [accessed 2025 Aug 24].

41

25

26

27

28

29

30

31

32

References

https://www.abc.net.au/news/2008-05-19/new-

sheep-irons-out-mulesing-wrinkles/2440836

BG Economics. Towards a Non-Mulesed Fu-
ture Selective Breeding to Counteract Fly-
strike in Australian Merino Sheep. 2020.
https://media.4-paws.org/a/c/b/4/acb-
45806302c2dc456a927a777b9b985aa9508de/
Towards-a-Non-Mulesed-Future_BG-Econom-
ics_July-2020_compressed-compressed.pdf?_jt-
suid=84959167525323082694779

Woods A. State of origin in non-mulesed wool.
Mecardo. 2025 [accessed 2025 Jul 11]. https://
mecardo.com.au/state-of-origin-in-non-

mulesed-wool/

Nugent V. China seeks out South African wool,
with one key reason driving the trend. Farmon-
line. 2025 Jun 18 [accessed 2025 Jul 18]. https://
www.farmonline.com.au/story/8992683/south-
african-wool-gaining-favour-among-chinese-

buyers/

The Weekly Times. Wool boss: China cares

about mulesing. [accessed 2025 Aug 25]. https://
www.weeklytimesnow.com.au/livestock/austra-
lian-wool-industry-faces-major-chinese-mar-
ket-pressure/news-story/dd9f95b6916e4e14cha-
f720a3082d148

IWTO. Wool Supply Chain. International Wool
Textile Organisation. [accessed 2025 Aug 24].
https://iwto.org/wool-supply-chain/

Textile Exchange. Materials Market Report
2024. 2024. https://textileexchange.org/app/up-
loads/2024/09/Materials-Market-Report-2024.
pdf

FOUR PAWS and Humane Society International
Australia combined list of brands (2025), which
have or are transitioning away from live lamb cut
wool. A copy is available on request.

FOUR PAWS International. Brand Letter of
Intent. [accessed 2025 Aug 20]. https://www.
four-paws.org/campaigns-topics/campaigns/

wearitkind/brand-letter-of-intent



Behind the Wool: Transparency on Live Lamb Cutting in Fashion

References

33

34

35

36

37

38

39

40

Forest Shipping. Amazon Climate Pledge Friend-
ly Program Drives 13.3% Sales Growth-Forest
Shipping. [accessed 2025 Aug 25]. https://www.
forestshipping.com/amazon-climate-pledge-

friendly-program-sales-growth

Fashion Takes Action (FTA). Canadian Con-
sumer Perceptions of Sustainable Fashion

& Greenwashing. 2024 [accessed 2025 Jul

14]. https://static1.squarespace.com/stat-
ic/6759d7c670eb2945639cdfda/t/683778d-
cc8563c07de%ac429/1748465896154/
Canadian+Consumer+Perception+of+Sustain-
able+Fashion+%26+Greenwashing+Report.
pdf?mc_cid=b465041b58&mc_eid=f73d8ach04

Public Inc. 2025 Conscious Consumer Report.
2025. https://cdn.sanity.io/files/ng96xm3o/pro-
duction/3fde82b9fd62335c8abcfbsebbe71d048d-
be09d4.pdf

ICPEN members write open letter to the fashion
and textiles sector | ICPEN. [accessed 2025 Aug
20]. https://www.icpen.org/news/1419

Montgomery AW, Lyon TP, Barg J. No End in

Sight? A Greenwash Review and Research Agen-
da. Organization & Environment. 2024;37(2):221-
256. https://doi.org/10.1177/10860266231168905

Business & Human Rights Resource Centre.
Netherlands: H&M and Decathlon to remove
sustainability labels from products following
investigation by regulator into potentially mis-
leading claims. [accessed 2025 Aug 25]. https://
www.business-humanrights.org/en/latest-news/
netherlands-hm-and-decathlon-to-remove-sus-
tainability-labels-from-products-following-in-
vestigation-by-regulator-into-potentially-mis-
leading-claims/

Federal Trade Commission. Green Guides. [ac-
cessed 2025 Jul 14]. https://www.ftc.gov/news-

events/topics/truth-advertising/green-guides
Parliament of Canada. C-59 (44-1). 2023 Jun

[accessed 2025 Jul 14]. https://www.parl.ca/
legisinfo/en/bill/44-1/c-59

42

41

42

43

44

45

46

47

Arbor. Understanding Canada’s Bill C-59: New
Greenwashing Regulations. 2024 [accessed 2025
Aug 25]. https://www.arbor.eco/blog/under-
standing-canadas-bill-c-59-new-greenwash-
ing-regulations

Government of Canada. Guide to the June 2024
amendments to the Competition Act. 2025
[accessed 2025 Aug 25]. https://competition-bu-
reau.canada.ca/en/how-we-foster-competition/
education-and-outreach/guide-june-2024-

amendments-competition-act

ClassAction.org. Lululemon Lawsuit Alleges
Retailer Deceives Consumers With Be Planet
‘Greenwashing’ Campaign. 2024 [accessed 2025
Aug 25]. https://www.classaction.org/news/lu-
lulemon-lawsuit-alleges-retailer-deceives-con-
sumers-with-be-planet-greenwashing-cam-
paign

The Business of Fashion. Climate Group Lodg-
es Greenwashing Complaint Against Lulu-
lemon in Canada. 2024 [accessed 2025 Aug

25]. https://www.businessoffashion.com/news/
sustainability/lululemon-canada-greenwash-

ing-stand-earth-complaint/

Reuters. Clorox Australia fined $5.2 million over
false claims of using recycled plastic. 2025 Apr
14 [accessed 2025 Aug 20]. https://www.reuters.
com/sustainability/boards-policy-regulation/
clorox-australia-fined-52-million-over-false-
claims-using-recycled-plastic-2025-04-14/
Directive (EU) 2024/825 of the European Par-
liament and of the Council of 28 February 2024
amending Directives 2005/29/EC and 2011/83/EU
as regards empowering consumers for the green
transition through better protection against
unfair practices and through better information
(Text with EEA relevance). 2024. http://data.euro-
pa.eu/eli/dir/2024/825/0j/eng

Ecommerce News. Hunkemoller sued by Ger-
man consumer advocate for greenwashing. 2022

[accessed 2025 Aug 21]. https://ecommerce-



Behind the Wool: Transparency on Live Lamb Cutting in Fashion

48

49

50

news.eu/hunkemoller-sued-by-german-con-

sumer-advocate-due-to-greenwashing/

Deutsche Umwelthilfe v. Adidas. Climate Change
Litigation. [accessed 2025 Aug 20]. https://cli-
matecasechart.com/non-us-case/deutsche-um-
welthilfe-v-adidas/

Vooren CGM Bart Van. EU Adopts New Rules on
Greenwashing and Social Impact Claims. Inside
Energy & Environment. 2024 [accessed 2025 Aug
24]. https://www.insideenergyandenvironment.
com/2024/02/eu-adopts-new-rules-on-green-
washing-and-social-impact-claims/

European Commission. Proposal for a Directive
on green claims. 2023 [accessed 2025 Aug 25].
https://environment.ec.europa.eu/publications/

proposal-directive-green-claims_en

43

51

52

53

54

References

Farmers Weekly. ZQ suspends farms in sheep
abuse probe. 2025 Jan 22 [accessed 2025 Aug
26). https://www.farmersweekly.co.nz/news/zq-

suspends-farms-in-sheep-abuse-probe/

FOUR PAWS International. The Wear It Kind
Directory. [accessed 2025 Aug 24]. https://www.
four-paws.org/campaigns-topics/campaigns/

wearitkind/wik-brand-directory

FOUR PAWS International. Sign to call for an
end to live lamb cutting [accessed 2025 Aug 25].
https://help.four-paws.org/en/sign-protect-
lambs-mulesing

FOUR PAWS International. Tell Michael Kors to
protect lambs [accessed 2025 Aug 25]. https://
help.four-paws.org/en/sign-protect-lambs-

mulesing



About FOUR PAWS

FOUR PAWS is the global animal welfare organisation for animals under direct human influence, which reveals

suffering, rescues animals in need and protects them. Founded in 1988 in Vienna by Heli Dungler, the organisation

advocates for a world where humans treat animals with respect, empathy and understanding. FOUR PAWS’ sus-

tainable campaigns and projects focus on companion animals including stray dogs and cats, farm animals and wild

animals - such as bears, big cats and orangutans - kept in inappropriate conditions as well as in disaster and con-

flict zones. With offices in Australia, Austria, Belgium, Bulgaria, Germany, France, the Netherlands, Switzerland,
South Africa, Thailand, the UK, the USA, and Vietnam as well as sanctuaries for rescued animals., FOUR PAWS
provides rapid help and long-term solutions to address animal welfare issues.

FOUR PAWS International

VIER PFOTEN International -
gemeinniitzige Privatstiftung

Linke Wienzeile 236

1150 Vienna | Austria
Phone: +43-1-545 50 20-0
office@four-paws.org

@ four-paws.org
m four-paws.org/linkedin

four-paws.org/instagram
0 four-paws.org/facebook
X four-paws.org/x

@ four-paws.org/youtube

Cover Photo: © FOUR PAWS | Layout: FOUR PAWS | 10/2025



