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Strategic Issues in the Fashion Industry

Introduction

The purpose of this report is to further understand the micro and macro levels of operations,
primarily looking at how social, economic, technological and environmental are drivers in strategic
decision making and the sustainability of organisations within the industry.

For this, a series of three small and one medium sized case studies have been conducted. The three
small cases were present at Pure London — Feb 2018, these were Thought, The Mermaid Cave and
Free Spirit. The medium sized case study is based on Camira where it was possible to visit one of
their manufacturing sites, and the use of data sheets were used.

All four companies pride themselves on being ethical and sustainable in the understanding of
Corporate Social Responsibility practice (CSR). Unlike other companies, these four have been very
helpful regarding this study. For example, a few companies that was at Pure London in February
2018 refused to talk on the subject of: CSR, ethical, sustainable fashion and/or refused to be
recorded on the subject.

To fully understand what type of businesses they are. It is best practice to define what an ethical
business, sustainable business and those that adhering to CSR practice is.

As an ethical business Ardichvili, et al (2009) suggest there are
five characteristics that a business should be doing to achieve
this, these are: Mission and Vision Driven; Stakeholders;
Leadership Effectiveness; Long-term perspective and Process
Integrity. As illustrated in figure 1.

and if any of these are focused on for too long or too much then
it will become unbalanced and will not achieve its main goal.
Ardichvili, et all (2009) also suggests that it should permeate
throughout the business from functions of systems to managers
and front-line staff.

Figure 1 Five Clusters of characteristics
of ethical business cultures Sustainability can mean different things in different contexts and

can lead to some confusion (Hethorn & Ulasewicz, 2015). In this
case in relation to apparel, footwear and textiles according to Sustainable Apparel Coalition, which is
a large collaboration of brands and retailers to work towards sustainability, is an:

“industry that produces no unnecessary environmental harm and has a positive
impact on the people and communities associated with its activities.” (N.D)

This is similar vison to The Sustainability Consortium, where we:

“can experience the benefits of consumer products without causing harm to people
or going beyond the environmental limits of our planet. (2018).

Corporate Social Responsibility (CSR) as defined by the European Commission (2018) is “the
responsibility of enterprises for their impact on society” this is primarily lead by companies by
adhering to the law, and “integrating social, environmental, ethical, consumer, and human rights
concerns into their business strategy and operations” (European Commission, 2018). There are many
voluntary roles a business can do to ensure that they are CSR, but there are a few compulsory




regulations. It is possible (in most cases) to put both ethical and sustainability under the umbrella of
CSR. As it applies to SME (small to medium enterprise) and large corporations. Although smaller
business might not always understand the full extent of CSR. As highlighted in when interviewing
Free Spirit.

For the three smaller case studies a SWOT analysis has been carried out and for the medium sized
case study a SWOT analysis and a PESTLE Analysis has been performed. This is to give a full
understanding of the strategic influences the external environment to the business has on these
brands that are ethically/sustainable and CSR minded.

The Methodology will discuss why these businesses was choose for this case study report, the
reasons for the use of case studies as a method and the benefits of its use. Including why SWOT
and/or PESTLE analysis was used to evaluate each case.

Methodology

Before starting this series of case studies, it was important to ‘plan my journey’ (Malins & Gray,
2016) before starting to research please Figure 2. This was a series of maps was to plan the best way
to give as much information in a short space.
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This included removing a case study about PTC Conference (PTC Forum Europe 2017 in Stuttgart,
Germany and Online, 14" November 2017) and a Conference called Transition 2: Material
Revolution (University of Huddersfield 11 and 12t April 2018) that had both been attended.

The reason for its removal was based on personal preferences, the idea was to showcase the
companies themselves regarding strategic issues in the fashion industry. However, there is reference
to PTC Forum Conference in relation to PLM (product lifecycle management) in the Camira Fabrics
case study.

As Gray and Malins (2016) point out, there are two types of research, primary and secondary.
Secondary data already exists and is predominantly available to everyone however it can be bias or
interpreted in different ways. Primary data is new, that has not been subjected to scrutiny.
Therefore, both type of data needs to be critically analysed on their authenticity and dependency in
context of the source. As both secondary and primary data needs to be subjective it is better to have
both and critically analyse them.

The case study approach has been used because it is thought that it will gives an invaluable yet deep
understanding into the real-world behaviours of the cases, and whilst also bring an insightful
appreciation (Yin, 2012). The definition of ‘case study research’ is

“A research approach that investigates the phenomenon in question in its context. It
is the most suitable research if the number of variables that needs to be considered
is very large and if the phenomena and its antecedent cannot yet be clearly
distinguished.” (Blumberg, et al, 2014, pp 479)

As this report is designed to look at ‘social, economic, technological and environmental are drivers in
strategic decision making’ there is a lot of variables that will need to be looked at to fully understand
what really drives decision making process, so the case study research is able to achieve this.

Yin (2009) suggests that there are six most commonly used methods of collecting data. These are:
archival records, interviews, direct observations, participant-observations, documents and physical
artefacts. All of which have their strengths and weakness.

Source Weakness

Archival Records

Strength

Can be seen repeatedly,
precise and usually
quantitative,

Accessibility maybe an issue
due to data protection, can be
bias, and maybe incomplete
records

Interviews It focused, can be insightful

Can be bias if questions are
not designed well, can be
difficult to recall, can be bias
answers.

Direct Observations Covers event in real time,

Can be both cost and time
consuming, may miss
something unless you have a
team of observers

Same as above but also
interpersonal

Participant -Observations

Can be bias due to participates
recollection of events

Documents Same as Archival Records

Same as Archival Records

Physical Artefacts Insightful in relation to culture

and technical operations

Availability and Selectivity
might not be possible.

Figure 3 Six Sources of Evidence: Strengths and Weaknesses, Yin (2009)
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It is advised by Swanborn (2010) advises that a ‘triangulation’ of if sources give an opportunity to
compare subjective data with objective data. This would therefore nullify Gray and Malins (2016)
view of primary and secondary data.

For the small case studies, the use of primary data was gathered by conducting small interviews
lasting approximately three minutes this is due to time constraints on the participants, as they were
at Pure to generate business. In one case subsequent follow up questions was possible. The
secondary data is from documents (information found on the internet).

To analysis the data quickly the use of a SWOT analysis was used. According to 50minute.com and 50
(2015) SWOT is

“a multidimensional tool for strategic analysis:

. It identifies an organization's internal factors (strengths and weaknesses)
and its external factors linked to its environment (weaknesses and threats);

. It also allows organizations to prioritize factors in terms of expected impact,
whether they are positive (strengths and opportunities) or negative
(weaknesses and threats).

A SWOT analysis has no intrinsic value unless it is used for strategic purposes.” (p.4)
They also suggest that the results are easy to communicate to the public.

For the medium case study, the use of

Potitical

Conflict, political instability,
war, corruption, the level of
state intervention, etc.

Socio-cultural

Demographic, history, religion,

distribution of income, age
distribution, lifestyle (trends),
education, health, emigration,
communication, etc

Legal
Country legislation, jurisdic-
tion, tax, social security, legal
security, regulations, etc.

Technologlcal

Innovations, investments in
R&D, technical cycle, new
scientific discoveries and
patents, energy costs, etc.

Environmental
Environmental standards,
renewable energy, climate
change, conscientization,
security training, recycling

incentives, transport impact,

etc.

Observations from field visit, documents and
artefacts was used primarily and follow up
guestions via email was made possible. The
reason behind these data gathering methods
used, is due to the availability at the time of field
visit, but also Stake (1995) suggests a use of a
data gathering form will not only have

“space for the information to be
recorded but that draws attention to the
issues of immediate concern”. (p50)

Please see appendix 1 for a copy of the data
gathering sheet for Camira Fabrics.

This is again a mix of primary and secondary data
and analysed via a SWOT analysis and a PESTLE
analysis.

Figure 4 PESTLE analysis (50minute.com et al, 2015) o . -
The use of PESTLE analysis is due to its ability to

look at the ‘macroeconomic factors’ (50minutes.com, et al, 2015) it is a successful tool when used to
create different scenarios that managers can then anticipate and plan strategically to navigate.

Case Studies

Pure London
Pure London is a trade show that offers people the chance to see:




“unrivalled inspirations, never-before-seen collections, free educational seminars,
WGSN trend briefings and exhilarating live catwalk shows.” (Pure London, 2018)

At their February 2018 show, they had nine curated show sectors which was Menswear, Pure
Premium, Womenswear, Spirit, Pure Origins (which was new this year) Athleisure, footwear,
accessories and Retail solutions. All these sections have many brands and to give an idea of how vast
this event was please see figure 5 This was above Pure Premium going into Womenswear.

Figure 5 Photo of Pure London by Joanne McGowan




Thought

Thought was part of the womenswear sections. The bio that was in the show guide is

“Considered, contemporary style is what Though do best. We craft timeless clothing
from natural, sustainable yarns. We hand-stitch their artisanal prints in house. And
we return to nature for inspiration time and again.” (Pure London, 2018, p115).

The business began in 1995 in Australia by two men,
John and David. This started of will a men’s capsule
collection which was designed on keeping cool it a
hot climate. In 2002 John brought the brand to the
UK and opened pop up stall on markets and vacant
spaces. Over the next few years it expanded into
womenswear. During this time, it was called
Braintree Clothing. This was changed in 2017, as they
have grown, and they felt that their name should
reflect how ‘thought’ underlines everything they do.
They now have an office in London and have
currently 30 members of staff. (Thought, 2018). And
over 1000 stores around the world stock their
products.

Thought was the first stall that was visited and
unfortunately the conversation was not recorded.
However, the gentleman that | spoke to was very
insightful and was willing to discuss the brand,
Figure 6 Photo of Thought Stall by Joanne McGowan allowing me to write down his responses and allowed
me to take some photo’s. The initial start of the
conversation started with introducing myself and my vi - L T
interests in CSR. Before any questions was asked the = : g I .
interviewee talked about Thought. In how “we make
visits to China and employ someone specifically for
CSR. Because it is such a big area.” He then continued
to say about how the brand is contemporary and
model ‘Slow Fashion’ and using sustainable fabrics for
example bamboo. “although some bamboo has had
bad press ours are grown in an ethical way”. Having
picked up on the ‘Slow fashion’ | asked, “how do you
manage slow fashion and sell them into stores where it
is fast fashion based?” His response was “its
challenging when you have retailers such as John Lewis
requesting more of a specific line and it is almost

impossible to get it to them as it maybe on a container
at sea and is not due to come in for a few weeks. It's a
lot of planning involved.” Something he admitted they #

get right but sometimes they don’t. el
Figure 7 Photo of top from Thought collection by
Joanne McGowan.
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Through further research, it is now known that they create are made from “naturally grown
bamboo, cotton, wool and hemp” (Thought, 2018) They also recently started using Tencel and
modal. Having got Global Organic Textile Standard2 (GOTS) certified their organic cotton and use
OEKO-TEX® to ensure their dyes are not harmful to the planet. They even use the odd recycled
polyester and rayon. They even made it onto the ‘12 best sustainable fashion brands for women’ list
by the Independent. They stated that we should look out for

“the Global Organic Textile Standard (GOTS), the Soil Association, the UK’s
certification body or Oeko-Tex, which checks processes for harmful chemicals, to
assure the fabric has come from approved sources.” (Newall, 2017 para 7)

They have stated on their website about how they work with the same manufacturers and have
grown with them since they started, and how they only ship slow. They have even outlined their
code of conduct that they have with their suppliers (see appendix 2) which if this is matched with
their visits. Then this is a strong ethical business especially as it has been certified by The Ethical
Fashion Forum (see appendix 3).

Strengths Weakness

They have sourced fabrics that are certified Their certificate expires in July 2018

They have a clear Code of Conduct They don’t have a lot of information about
They are members for the Ethical Fashion modal, where as they have a lot of information
Forum on the other fabrics they use on their website.

They don’t state who they supply to, and
maybe missing customers who prefer to touch
and feel before purchasing.

Opportunities Threats

Put more information about modal on their By using slow shipping and not planning well
website. this could course issues with retailers they
They could state some of the retailers they supply to and may loss business.

supply to for those people that don't like
purchasing online
Thought are doing well in this area but there’re areas where they can improve.

The Mermaid Cave
The Mermaid Cave was located within the Accessories
section. The bio in the show guide describes them as:

“Festival fashion & beauty experience, offering
biodegradable glitter makeovers, handmade
crystal jewellery & headdresses, alongside other
sustainable products. 10% of profits donated to
ocean conservation.” (Pure London, p162)

Zoe Lower founded this business in July 2015. They do a
series of 3-7 festivals per season. One of their first and

. w . . Figure 8 The Mermaid Cave sign by Joanne
regular spots is “Farr Festival, a lovely small one held in McGowan

woodland in Hertfordshire” (Z Lower, personal communication, April 24, 2018). Due to the nature of

the business design they have been to many different festivals and countries for example

“We did Glastonbury one year (the year of the mud!), we've been abroad to Sziget in
Budapest and Pure Life Experiences in Morocco. However, one of our new favourites is
Wilderness” (Z Lower, personal communication, April 24, 2018).




¢ They are not only at festivals, but they are also online with
\ ANS their own website which sells a range of eco products to
headdress and crystal’s. If a product is not there, regarding
jewellery it is possible to get one custom made by
‘rO\\ contacting them, by either Facebook or their website. Their
Facebook page is regularly updated with new products,
photos and shared posts about the damage created by

Figure 9 Oceans Care logo
plastics and rubbish in our oceans.

When | met Zoe at Pure London | was granted permission to record the conversation (please see
appendix 4 for transcript). My question was “what made you think there was an issue, and how did
you make a change?” Her response was horrific. It was primarily down to a personal experience
when snorkelling in Nusa, Bali to see the Manta Ray’s. “I got in the water and had to get out of the
water after two minutes. It was as if somebody had ripped 10 bin bags and thrown in the water | was
swimming and got hit in the face with Pot Noodle” Unfortunately she had to get out after 2 minutes
as this was a traumatising experience. From this experience The Mermaid Cave now donates 10% of
profits to the Ocean Care. There current
project is to put in place a hydro/solar
powered trash collector in the Jangkuk
River in Lombok. This was developed and
tested in Baltimore, USA (ocean. care,
2016). Which Zoe did mention when
interviewed.

Their current products are from
sustainable sources. Their biodegradable
glitter is most promising as it has been
certified marine & waste water
compostable. Where as other glitter is
made with a base of PET, the bio glitter is

made from rayon & glycerin (plant Figure 10 Photo of The Mermaid Cave stall
derived) (The Mermaid Cave, 2018).

Strengths Weaknesses

Small business capable of moving around Festivals in the UK have a habit of being due to
including over sea’s. adverse weather and terror threats.

They have an online store Thy currently only have clothing for their

Their biodegradable glitter has been certified traveling den and not much is known about the
by a body. fabric sources.

The donate 10% profit to Ocean. Care.
They offer a unique service

Opportunities Threats
Could start selling clothing online, with Other festival stalls,

information about fabric sources and where it Political threats at festivals

is made (is it ethical?)

They can reach out and get an article published

in festival magazines to let more people know

what they do.
They have many opportunities in which they can be more noticed and generate more business with
very little effort. There is a lot of information about the impact of plastic on our oceans but if they

—
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are selling a bit of clothing it would be highly beneficial to write something about the sustainability
of them as well.

Free Spirit

Free Spirit was located in the Athleisure section
of Pure London. The bio in the show guild was:

“Australian born Ethical Yoga wear,
using 100% sustainable fabrics of
organic cotton and bamboo, designed
to inspire and uplift, for on or off the
mat!” (Pure London, p120).

~ Free Spirit was founded by Christina Gill, after

' working for large well know fashion brands for
8/10 years and travelling the world she decided
that she wanted to make a difference and her
work should have a purpose. Having moved to
Australia she opened Free Spirit, sourcing only sustainable fabrics (free Spirit, 2015).

8 P | o
Figure 11 Photo of Free Spirit stall 1

During the interview | asked her “what are your thoughts about corporate social responsibility?” her
response was “lI mean for me personally erm its obviously very important” and going on to say that
“but for everyone its always about the problem bottom line” It was obvious from her response that
her experience in the “big corporate fashion world” not only given her a chance to see what it was
like for large brands but it had also made an impression. Please see appendix 5 for full transcript.

Not only does this company support the
use of sustainable fabrics like organic
cotton and bamboo, but it also visits the
whole manufacturing process. “ensuring
the quality of our product and also a
highly ethical work environment.” (Free
Spirit, 2015). As well as donating 5% of
sales to the Hope Foundation, in fact in
the interview she admitted she should
probably donate profit, but as its one of
her USP (unique selling point) she wanted
her customers to “know that you have
helped a child” as this 5% is enough for
6months of educational supplies.
Unfortunately, when looking at the Free
Spirit website there was some conflicting information, it states that the 5% from one t-shirt is
enough for 3months supply. It also does not state if any of the fabrics have been certified.

Strengths Weaknesses
It has serval USP’s Information from interview is slightly

She has even got a press section on her website inconsistent to the information found on their

from featuring in Drapers and other magazines. website.

Actually, goes and visits the manufacturers Does not have fabrics certified, or if it did it’s
not published on the website.

10
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If the business is donating 5% regardless of
company performance it does leave her
vulnerable to bankruptcy, not careful

Opportunities Threats

Can simply add the certificates or mention If the business is not performing very well
them if the fabrics have been certified. especially if 5% is being taken before profit.
Needs to update the website to address the Then this maybe a problem long term

inconsistent information

All three small case studies have not been to this trade show before according to Pure London
(2018) Only Free Spirit had a code Ethical clothing, The Mermaid Cave had made in the UK symbol
but they all had new to Pure.

New Emerging Madein «#a Ethical
Key for 2018 Brands Britain ' Clothing

IR - Independent Retailers MR- Multiple Retailers DS - Department Stores OR - Online Retailers

Figure 13 Symbols from Show Guide, 2018, p115

Camira Fabrics

About

“Camira are fabric experts, creating materials for furnishings and textiles” (Ultimate, N.D). They have
rich, yet seemingly young heritage. It is built on blocks of Stoke Brothers, John Holdsworth, Teknit it
has changed its name from Camborne, to Interface to Camira. Their main purpose is to deliver
design with substance. Whilst valuing Customer centric, quality, teamwork, sustainability, innovation
and integrity. They make over 8 million metres of fabric within the UK and Lithuania, for a range of
industries, from healthcare, education to transport. (Camira, 2018). This is done by starting...

“with the yarn itself, from wool spinning and polypropylene yarn manufacture,
through to yarn dyeing, warping, weaving, technical knitting and textile finishing. So
we control our own supply chain to ensure continuity of supply for our customers far
and wide” (Camira Fabrics, Manufacturing, 2018, para 3).

They have approximately 700 members of staff and 180 of those work in the Meltham site where
the visit was carried out. At this particular site they have at least 2 shifts which enables them to
produce 24/7. They order 800 tons of lamb’s wool every year (Please see appendix 6 for filled in data
gathering sheet). Their USP is if you buy in the UK by 3.30pm they will deliver it by 9am the next day.
In order to do this, they have 5 vans themselves and they use providers such as UPS. They also work
closely with Universities and other external bodies and collaborate where possible. They have
recently been a speaker at the Transition 2: Material Revolution conference held at The University of
Huddersfield.

Products/PLM

During the visit to their Meltham site, myself and a few others had the opportunity to see many
samples of their products, as well as their production and testing facilities.

11
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Figure 15 fabric samples at Camera Fabrics.

Above are just some of the samples seen on the day of the visit. Please see appendix 7 — 10 of fabrics
and their Swatch card (the fabric was given as a free sample, and the Swatch information was
downloaded from their site. Some of these products have been certified by the EU Ecolabel. These
are the following: Technical Knits, Cara, Xtreme, Urban, Manhattan, Lucia, L2, X2, Hemp, Hebden,
Main Line Flax, Rivet, Synergy, Synergy 170, Individuo, Patina, (please see appendix 11). Just as
Thought have, they have even got some of their products certified by OEKO-TEX® these include,
Xtreme, Urban, x2, L2, Lucia, Gravity, Canopy, Era, Aspect, Fiji, Phoenix, Xtreme CS, Lucia CS and
Nexus (please see appendix 12). Many of their fabrics are natural based using wool, nettle, hemp,
but they now include recycled Jute and flax.

12
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Figure 16 Camira Fabrics 2

Having been to Camira | did follow up with an email question, this was about PLM (Product Life
Management) software which AutoDesk (2018) defines as “a process of managing complex product
information, engineering and manufacturing workflow and collaboration”. | had asked which one do
you use? There was an unexpected reply of “having checked we do not have a PLM. We are
beginning to research possible systems and do plan to use one in the future.” (Director, personal
communication, April 17, 2018). This would aid them dramatically when collaborating with suppliers
and across the world with their agents especially with their other production outlets in Lithuania.

CSR Value

CSR and Sustainability is supposed to be Camira’s ‘moral’ fibre. With this in mind, they consider both
environmental and social impacts that creating the product makes. Due to this prior to the visit, 3
guestions had been prepared. These were even on the gathering sheet, this is so that | stayed
focused on the topic. These were:

1. On their Sustainability Snapshot 2015/2016 they stated, "In 2014, 61% of the
products manufactured at our main UK site were from natural or recycled raw
materials — a figure that is rising every year!" | want to know what the percentages
are now?

2. Other than winning awards such as Queens Award in 2015, how do they measure
their own success when it comes to sustainability?

3. They mention their UK site having nearly 0% waste in 2013/14, have they tried to
replicate this in their other sites? if so how successful was this and was there any
obstacles that need to be overcome?

Question 3 and 2 was answered almost immediately. For No2. we were given a handout which
showed how the company measures their own success when it comes to sustainability (please see
figure 17. In response to No3. they have not yet replicated the results due to Lithuania not being as
developed enough, regarding recycling, but everything takes time. Towards the end of the question
session my 1% question was answered. It is apparently approximately 70% however it is difficult to
get the exact figures.

When asked about who deals with CSR the response was that there is not one person, it goes to the
board and then divided into projects and subsections. When it comes to auditing, Camira used to
audit 100% the farms where their wool etc came from but now its every other visit and get an agent
to do the rest. The audit looks at training, H&S, social aspects and quality of the product they are
purchasing. They even run an apprenticeship scheme, so people learn the skills of weaving etc.
During the visit to their site they mentioned about how they impact their local area too, so a few
years ago they opened the site to family/friends of the people that worked there, which was highly
successful. During this conversation it was mentioned about the Coffee shop up the road did not

13
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really know that much about them, but they did think it was great to have a large business in the
area. To which Camira are now considering opening to the local people for a day to learn about what
they do and how they do it.

Camira even support Hector Dolphin’s with their Blazer fabric, for every meter sold the contribute to
New Zealand Whale and Dolphin Trust charity, they also do the same while supporting Just a Drop
when they sell Synergy fabric. (Camira Fabric, Provenance to Process, 2018)

In the UK, since 2013 their main manufacturing facility has been 0% waste to landfill. They send the
polyester selvedge waste, back to the supplier to be re-extruded. Certain products lines contain 25%
closed loop yarns. They run reclaim off-cut fabrics from their customers to then create new
products. (Camira Fabrics, Liner Loop, 2018). Although they do have the X2 and some others that are
made with 100% recycled polyester, please see X2 product information sheet, appendix 7 for more
details.

Figure 17 Camira Handout

SWOT/PESTLE
This section will start of with a quick SWOT analysis followed by a PESTEL analyse that goes deeper
into detail.

SWOT
Strengths Weaknesses
Some of their lines have got certificates proving Its not all the lines that have the EU Ecolabel or
their environmental impacts, such as EU OEKO-TEX®.
Ecolabel and OEKO-TEX®. They don’t really mention why those particular
They do some charity donations charities.
They try to close the loop and become more of  They said that they are local and take interest
a circular business were possible. in the local areas but there was an example of a
They are a global company but also small which  local business that did not know much about
means they can be flexible. them
They have all the certificates on fire and They do not have a PLM system in place which
abrasions testing. would help them keep up to date with new
They visit and audit their suppliers, every other  technologies and data
visit. If they are only doing every other audit then it

is possible that they might miss something that
is not legal or ethically/morally wrong.
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Opportunities
They can look into their collection and see if

they can make some change to get them signed
off as Eco etc.

They can hold an open day

Get a new PLM system which can communicate
about fabrics in stock and information easily
accessible from Lithuania etc.

They can return to doing the audits themselves
rather than relying on an external company.

PESTEL

. With the Brexit negotiations and the
fact that Camira do ship to other countries
this could be a big challenge for the future.

Social

As the average disposable income has been
proven to be having an effect on the
economy it is highly likely this could affect
Camira in the long run. Camira is more
business to business sales so it relies on the

other business (their customers) being in
demand.

Legal

Due to the nature of some of Camira’s client
it is essential to have paperwork proving that
flame retardancy and its abrasions results.
Any miss guided, or falsified documents could
result in substantial fines and/or law suits.

As you can see there is many things that faces
Camira. However, there is plenty of opportunities
for them as well. For example, PLM, getting more
involved locally and nationally. Especially as they
are already using recycled plastic in some of their
fabrics. This is a great selling point and should
push more in this area.

15
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Threats

Changes to legal requirements regarding
regulations on fabrics.

New technologies not implemented may give
them a disadvantage over their competitors

Economical

According to Chu (2018) the market almost
stalled as the economic growth only raised by
0.1% in the first Quarter of this year. This
could be from the bad weather, the income
squeeze or the uncertainty of Brexit. Either
way it shows people are not spending. This
may affect Camira in the B2B (business to
Business) if their customers have issues
financially.

Technological

Infrastructure in the public domain has been
underinvested as low paid workers have
been widely available which has meant
companies have not invested in efficiency-
enhancing machines. (Elliott, 2018). Such as
Camira’s case with PLM software this could
streamline them saving them money etc.

Environmental

There has been a lot of press about plastic
pollution, pesticides and pressure on
companies being more responsible for their
supply chain. They want to “discourage
industry from using virgin plastic, and to
boost their recycling and re-use of the
material.” (Kirby, 2018) Camira have been
proactive in this area by sourcing sustainable
yarns and working hard to do zero waste.
However, this is still much more to be done.
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Conclusion

From these cases each company does something unique and very good. From Thought that get their
fabrics certificate, The Mermaid Cave that donates 10% of profits to Ocean. Care and sells
biodegradable glitter. Free Spirit donates 5% of sales to the Hope Foundation and sources organic
cotton and bamboo products. Camira, which is more established than the other companies, donates
to 2 charities, use natural based fibres or recycled fibres for its fabrics.

However, there is a lot that these companies could improve on. Both individually or all together. One
they might all consider is getting all products certified (this may or may not be possible), keep using
innovative materials. Individually, Thought would benefit from putting more information about on
their site about modal fabric and doing a bit more to market their ethical business for example Free
Spirit had a symbol. The mermaid Cave is a pop-up boutique, but it would be good if they had the
clothing on their website too and if they are made ethically and using sustainable methods. Free
Spirit could do with being clearer on the details for example to me Christina said 5% of profit
provides 6months of educational supplies but on the website, it states only 3 months, it also doesn’t
prove that the fabrics are organic. Camira is the largest company of the four case studies and it too
has opportunities to invest as well as improve both locally and globally.

When we relook at the five clusters of characteristics od ethical business cultures we can see that
the visions of these four companies are complemented by their leadership teams. They all seem be
conscious of their products impact on environment and their social impacts regarding sustainability
and CSR.

The series of case studies within this report demonstrates that even by using the basic SWOT
analysis can quickly highlight what strategic issues small and medium sized companies face, and
what opportunities they may have missed/take advantage of. However, further research is needed
especially regarding the interviews, for the smaller cases was very short, it would have been better if
more time could have been allocated, but that was the draw back from using the Trade Show time.
Interviews with Camira would have bought a greater dynamic to this project and research into
possible PLM software could be drawn upon in future.
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Appendix

Appendix 1
Observer: Date: Time: To
No of Staff on site: Place: Our contact:

Observations

Questions

1. On their Sustainability Snapshot 2015/2016 they state "In 2014, 61% of the products manufactured at
our main UK site were from natural or recycled raw materials — a figure that is rising every year!" | want
to know what the percentages are now?

2. Other than winning awards such as Queens Award in 2015, how do they measure their own success
when it comes to sustainability?

3. They mention their UK site having nearly 0% waste in 2013/14, have they tried to replicate this in their
other sites? if so how successful was this and was there any obstacles that need to be overcome?

Response
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Appendix 2

thQught

OUR CODE OF CONDUCT

We recognise our responsibility to the people involved in the production of

our garments, including those we directly and indirectly employ.

All workers involved in the production of our products will therefore be

entitled to fair wages, decent working conditions and the fundamental

standards set out by the International Labour Organisation.

As such, contractors, sub-contractors and suppliers of ours are required to

demonstrate compliance with the following:

OUR CODE OF CONDUCT

Employment is freely chosen. There must not be any use of forced,
bonded or prison labour (International Labour Organisation [ILO],
conventions 29 and 105). Workers must not be required to lodge
“deposits” or their identity papers with their employer.

There is no discrimination in employment. Equality of opportunity and
treatment regardless of race, colour, sex, religion, political opinion,
nationality, social origin or other distinguishing characteristic will be
provided (ILO conventions 100 and 111).

Child labour is not used. There must not be any use of child labour. Only
workers above the age of 15 years or above the compulsory school-
leaving age must be engaged (ILO convention 138). Adequate transitional
economic assistance and appropriate educational opportunities must be
provided to any replaced child workers.

The right to effective consultation between employers and employees
is respected. Employers must adopt best available practice as provided
by the All China Federation of Trade Unions (ACFTU), or equivalent,

to provide representation and engage in consultation with employees.
Consultation includes any request to change labour, wages or working
conditions. )

Living wages are paid. Wages and benefits paid for a standard working /
week must meet at least legal or industry minimum standards. They must

always be sufficient to meet basic needs of workers and their families
and provide some discretionary income. ;

Thought, Westgate House, 149 Roman Way, London N7 8XH
tel: 0207 607 1173 | fax: 0203 538 9813 | info@wearethought.com
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Thought. (2017). Code of Conduct. Retrieved from https://www.wearethought.com/wp/wp-
content/uploads/2017/04/thought-clothing-code-of-conduct.pdf.
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Appendix 3

N

CERTIFICATE OF FELLOWSHIP

THIS CERTIFIES THAT

THOUGHT

1S AN ETHICAL FASHION FORUM FELLOW AND A MEMBER OF
THE FELOWSHIP 500
THE FELOWYSHP 500 6 AN NITWTVE OF P ETHCAL FASHION FORUM, UNTING 500
PONEERING INNOWATORS N FASHON AND SUSTAINARITY, GIOBAILY
THE ETHICAL FASHION FORLM. IS THE INDUSTRY BODY FOR SUSTAINABLE FASHION, DEDKCATED 10

PRONMOENG AND SUPPORTING THE HIGHKEST ETHICA AND SUSTANAUTY STANDARDS BY
BUSINESSES THROUGHCUT THE FASHION INDUSTRY SUPFLY CHAN

ONDING

GENED FOR AND ON BEHALF OF TNER
THE EFICAL FASHION FORLUW

TAMSIN [EEUNE
MANAGNG CHRECIR THE ETHCAL FASHICN ECRLIM CREATED SOURCE
THE GLORAL MATFORM FOR SSTAINABE
) CERTFES
VALUD UNTIL 05/07 /2018 BRAINTHEE CLOTHING A3 A FOUNDING PARTNER

FASHION IN 2017, THS 1O
OF SCURCE

Thought. (2017). See our certificate. Retrieved from https://www.wearethought.com/wp/wp-
content/uploads/2017/07/2017-thought-clothing-ethical-fashion-forum-certificate.pdf.
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Appendix 4
Transcript of short questions from Pure London — 11" Feb 9:52 AM
Between Joanne McGowan and Zoe founder of The Mermaid Cave.

Permission to be recorded was granted before short interview was conducted.

Joanne; right is mainly because | know you do biodegradable products,

Zoe; yeah

Joanne; | think it's amazing it really is and really useful.

Zoe; thank you,

Joanne; but what made you think there was an issue, and how did you make a change?

Zoe; so | went to Bali for two months this time last year, ermm and we were snorkelling and
manta rays in Nusa and much and | was the most critical experiences of my life it was really
traumatising, and | got in the water and had to get out of the water after two minutes. It was
as if somebody had ripped 10 bin bags and thrown in the water | was swimming and got hit
in the face with Pot Noodle and it was... it was... and feet getting caught in plastic bags.

Joanne; sounds horrific.

Zoe; it was devastating, and | had to get out of the water because | was basically crying after
that | realised that, back here, it's the distance between nature and it’s so easy to become so
removed and | just thought | had... Like... A purpose now, to try like alert people was
actually going on, and use my brand and lifestyle and... and... lead people towards. And |
knew biodegradable glitter | had already made the decision to switch, but but that moment
when | was like... | need to help people so we send 10% of all our profits to that ocean
charity...Over in Indonesia, and have available solutions like solar powered Joanne; Thank
you, that’s really helpful. Ermm basically what | am planning on doing is small case studies
and putting it into a portfolio

Zoe; ok, yea, amazing.

Joanne; So | have already done quite a bit of research online so | have been looking at your
biodegradable glitter.

Zoe; ok, that’s nice to know you found us before-hand, Cool.

We then exchanged business cards.

Appendix 5

Transcript of short questions from Pure London — 11" Feb 10:05 AM

Between Joanne McGowan and Christine founder of Free Spirit.

Permission to be recorded was granted before short interview was conducted.

Joanne: Well | understand that its really ethically made and you have some really high
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expectations on how you source your fabrics and the people that work for you. But | just
want to know what your thoughts are in regards to CSR? And do you think as a whole that
you guys do enough?

Christine: Tell me what CSR is? In Australia things are a bit...
Joanne: Corporate Social Responsibility
Christine: oh ok, and what was the question?

Joanne: Erm, what are your thoughts about corporate social responsibility and do you think
Christine: ah well, | mean for me personally erm its obviously very important. | have worked
for a lot of big companies in the pasted. | think that it should apply to everyone. | know some
it doesn’t, and obviously, you know, but for everyone its always about the problem bottom
line. It will sound really cheesy when | say its not. But that because | spent 10 years working
for big companies and earning a big salary. When actually that’s not what is important to me.
So now, the fact that I'm doing something like that it has to have a purpose. So, if | don't, if
I’m not socially responsible erm if | can’t give something back to someone in need, the it's
like what’s the point in doing it? Erm and that’'s where | started the brand from, because |
wanted to get out of the big erm corporate fashion world as it were, and make a difference,
be it tiny, but just make some kind of difference with what | am doing.

Joanne: yeah... Erm... there was another one but | am not sure it is relevant.
Christine: ok..

Joanne: With your brand, what do you think is the best part? What is the best selling
feature?

Christine: oh the USP... Erm, that...the fact that its all organic cotton and bamboo fabric.
Erm, there is a lot of organic cotton on the market and bamboo is not so popular | guess.
Erm the fact I'm using 100% sustainable fabrics throughout the whole range. Erm, so they
would be the biggest USP’s | mean | do donate 5% of sales and that’s sales not profit to the
hope foundation. Erm which is something that is really important to me. | get it might not be
really important to everyone, but to me it is. | just want whoever buys a T-Shirt of me to
know, that, that t-shirt that they bought, pays for a child’s educational materials for 6 months.
You know, regardless of whether or not my company makes a profit or not. So that’s like a
cherry on top.

Joanne: There is quite a lot of businesses out there that just donate a small percentage of
profit.

Christine: yeah, which is fine. From a business sense it is probably what | should be doing...
but I feel that is one of my USP, so if you by a t-shirt from me regardless of how my
company performs, you should know that you have helped a child basically and that’s
what...

Joanne: That'’s really nice, well thank you very much.
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Appendix 6
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No of Staff on site: ﬁ Place: M I cun |Our contact:
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Questions

1. On their Sustainability Snapshot 2015/2016 they state "In 2014, 61% of the products manufactured at
Oul iMain UK Site were Trom naturai or recyclea raw materiais — a figure that is rising every yeari” | want
to know what the percentages are now?

2. Other than winning awards such as Queens Award in 2015, how do they measure their own success
when it comes to sustainability?

3. They mention their UK site having nearly 0% waste in 2013/14, have they tried to replicate this in their
other sites? if so how successful was this and was there any obstacles that need to be overcome?

Response
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Appendix 7

X2 - Product information

Camira Fabrics. (2018). Fabrics and samples. Retrieved from
https://www.camirafabrics.com/fabrics-and-samples.

27

—
| S—


https://www.camirafabrics.com/fabrics-and-samples

Appendix 8

The Nettle Collection - Product information

vo v,

Technical information

Camira Fabrics. (2018). Fabrics and samples. Retrieved from
https://www.camirafabrics.com/fabrics-and-samples.
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Appendix 9

Honeycomb - Product information

O \oO
| & | ©
Technical infor tion
camiedl S e Camira Fabrics. (2018). Fabrics and samples. Retrieved from

‘ =  https://www.camirafabrics.com/fabrics-and-samples.
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Appendix 10

LDB LDC LDS 0118

Landscape Collection

- Product information

Inspired by the re-imagined plaids of the catwalks, the Landscape
Collection is a tailored approach to meet the demands of the future

office. Modular systems are incr

easingly used to travel through

and define open workspace environments. Balance, Contact and
Synergy can work in isolation or unison.

We have partnered with Just A Drop, the international water
aid charity, and for every metre of fabric we sell, we will make a
donation to a specific project around the world, helping to provide

Contact

UK Head Office: +44 (0)1924 490491
France/Belgium +32 56 227 266
éermany: R vl ;W +49 7031 60 84 30
Netherlands: +31 7361 25120
Scandinavia: +4532552001
Turkey: +90 850 396 6150

+1 616 288 0655

clean and safe water to those in need. Ghina — —i— 7—"——  — 4850216183 1812
www.camirafabrics.com ﬁ ﬁ
Just
a Drop
Technical information
UK D F ES
Composition o " Zusammensetzung Composition Composicion

95% Virgin Waol, 5% Polyamide
Non metallic dyestutfs

95% Schurwolle, 5% Polyamid
Nicht schwermetalihaltige Farbstofte

95% Laine Vierge, 5% Polyamide
Taintures non métalliques

95% Lana Virgen, 5% Polyamid
Tintos no metalicos

Width Breite Largeur Ancho

140 cm minimum 140 cm nuizbare Breite 140 cm minimum 140 cm minimo

Weight Gewicht Polds Poso

400 g/m? £5% (560 gflin.m =5%) 400 ginv® 5% (560 gMd.M £5%) 400 g/m? £6% (560 g/m.) £5%) 400 girm* £5% (560 gfinm +5%)
Pattern R Rapport Répétition du motif Repeticion en el diseno

Balance: Width 14.5 om, Length 14.5 ¢m
Contact: Width 14.5 cm, Length 57 om

Balance: Brefie 14,5 cm, Lénge 14.5 cm

Contact: Breite 14.5 om, Linge 57 cm

Balance: Largeur 14.5 om, Longueur 14.5.cm
Contact: Largeur 14.5 cm, Longueur 57 cm

Balance: Anicho 14.5 om, Lago 14.5 cm
Contact: Ancho 14.5 om, Largo 57 cm

Résistance & |

Abrasion Resistance* Scheuerfestigkeit* rasion*

Heavy duty / 10 year guarantee Schwerer Qtijskteinsatz / 10 Jahre Garantie  Usage intense / garantie 10 ans, Certificat
Independently certified to; Extern zertiiziert mit: indépendant:

Balance: >60,000 Balance: 260,000 Balance: 260,000

Contact: 60,000 Contact: 260,000 Contact: >80,000

Synergy: =100,000 Synergy: =100,000 Synergy: >100,000

Flammabllity Feuersicherung Flammablilite

Al Alle; fout:

EN 1021 - 1 (cigarette) EN 1021 - 1 (Zigarsttentest) EN 1021 - 1 (cigarstte)

EN 1021 - 2 (match) EN 1021 - 2 (Streiohholziest) EN 1021 - 2 (aliumetts)

BS 7176 Low Hazard

UNI 9175 Classe 1 1M

Synergy:

NFD 60-013

ONORM B 3825 & A 3800-1 (58kg/m"
COMHR Foam)

EN 13501-1 Adhered D, S1, d0

EN 13501-1 Un-adhered E, S2, 40
Optional - please specify when
ordering:

All (when FR trealed)

BS 5862 gnition Source 5

BS 7176 Medium Hazard

Synergy (when FR treated)

EN 13501-1 Adhered B, S1, d0

EN 13501-1 Un-adhered D, §2, 00
BS 5867:2 Type B Curtains & Orapes
Nete: Flammability performance is
dependent on components used. This
range has beer tested using 34-38 kgim®
CMEHR foam uniess otherwise stated.

BS 7176 Low Hazard
UNI 9175 Classe 1 IM

Syneray:

NFD 60:013

ONORM B 3825 & A 3800-1 (58Kg/m®
CMHA Foarm)

EN 13501-1 Adhered D, 51, 40

EN 13501-1 Un-adherad E, S2, 40

Bitto bei Auftragserteliung angeben:
Alle (wann mit FR ausgarGstet)

85 5852 Ignition Source

8S 7176 Medium Hazard

Synergy (wenn mi: FF ausgeristet):

EN 13501-1 Adhered 8, 81, d0

EN 13501-1 Un-adhered D, 2, d0

8S 5867.2 Type B Curtains & Drapes
Bemerkung: Schwerenflammbarkeit hangt
vom verwendeten Schaum ab, Diaser Stoff
wurde mit 34-38 kg/m? CMMR Schaum
getestat

BS 7176 Low Hazard

UNI 9175 Classe 1 IM

Synergy

NFD 60-013

ONORM B 3826 & A 3800-1 (58Kkg/m*
CMHR Foam)

EN 13501-1 Adhered D, 51, 10

EN 13501-1 Un-adhered E, 52, d0
Priére de le mentionner lors de la
commande:

Tout (s traitement FR)

BS 5852 Ignition Soutce 5

BS 7176 Medium Hazard

Synergy (si traitement FR)

EN 13501-1 Adhered B, S1, d0

EN 13501-1 Un-achered D, S2. d0

BS 5867-2 Type B Gurtains & Drapes
Notez: Le comportement non-fou dépends
de la mousse utlisée. Cetts gamme a é1é
testé sur une mousse dé 34-38 kgim® CMHR
mousse, excepté mentionné ditféremment.

Lichtechthoit

Resistencia a la abrasién*

Garantia de 10 afios con use intenso
Indepandientamente dal certificado de:
Balance: 260,000
Contact: 60,000
Synergy: 100,000
Inflamabilidad

s
EN 1021 - 1 (cigarillo)

EN 1021 - 2 (cerilla)

BS 7176 Low Hazard

UNI9175 Classe 1 1M

Synergy

NFD 60-013

ONORM B 3825 & A 3800-1 (58kg/m*
CMHR Foam)

EN 13501-1 Adhered D, §1, d0

EN 135011 Un-adhered E, $2, 60

Por favor especificar cuando se
requiere en el pedido:

Todas (estando con tratamiendo FR).

BS 5852 ignition Source 5

BS 7176 Medium Hazard

Synergy (estando con tratamiendo FR)
EN 13501-1 Adhered B, S1, d0

EN 13501-1 Un-adhered D, S2, d0

BS §867-2 Type B Curtains & Drapes
Nota: €] grado de Inflamabliided depende
def ipo de foam utilizado. Esta gama ha
Sido testada usando foam CMHR de
3438 kg/m®, en caso de otro tipo de foam
se informars.

Light Fastness Solidité & la lumiére Solidez a Ia luz

5 (IS0 106 - B02) 5 (1SO 105 - B0Z) 5 (180 105- B02) 5 (1SO 105 - B2)

Fastness to Rubbing Reibechtheit Solidité au Frottement Solidez al rozamiento

Wet: 4, Dry: 4 (1SO 105-X12) Nass: 4, Trocken: 4 (IS0 105 - X12) Mouillé: 4, Sec: 4 (IS0 105 - X12) Humedo: 4, Seco: 4 (IS0 105 - X12)
Cleaning Relnigung Nettoyage Umpleza

Vacuum regularly. Professionally dry clean  Ragelmassig absaugen. Professionalie Aspirer réguliérement. Netioyage & sec Limpiar can aspirador con regularidad,
or wipe clean with a damp cloth. Trockenreinigung. Altemativ dazu mit professionel, Autrement, essuyaravecun  Limpiar en $eco, o bien lavar con un

Of remults wven o e samo fest sample. The
indepandent cortficats i vadabls on aur website

einem feuchten Tuch abwischen,

tissu humide,

pano humedo.

*Die Scheuarfostigkeltapriiiung orgiot selbst
o pleichen Testmuster stark abweichende

“Les tests oo résistance & (abrasion proposant
une Large vanéti de résuital fina), parfods sur

Ergebnisse, Das Zartifkat

ar from our o toar y
egecily this product a Batance: »50,000, Contact:
250,000, Synergy; 100,000 which we baliave.

i realistc for repeatabiity of lesting. Plesse be
awars that azrasion testing alons is riot 3 refiabie
indicator of the actusl wea partormance of fabrics.
We're sa confidant in the durabilty of our products
thatwa provide & robust 10 yoar guarantae (full
detalls available).

Plaase note that saam performance is deporident
on soam consiruction @nd nesdle and thread type.
We recommend that appropriate sewing advice

be taken.

Baict (o batch variations i shads may ocour
within commercial tolaances. W reserve the fight
1o aller techical speciications witheut notice. The

Sia yon uniseram
Venrobsinnendienst oder auf unsersr Webeete.
Intarn spuzhelersn wir dieses Produkl mit
Batanoe: 250,000, Contact: 53,000, Synergy
100,000 die (n or Sarientartigung alé re:
angenormmen werdan. Bitle nehmen Sip zur
Kenntnis, dass die Scheusrtestigkeitspeifung
aligin ksine

Inmémn ! tissu. Lo certiicale
indépendant est gispanible sur nofre site
internet, contacter notre

*Los Test de Abrasion producen tnos resuftados
muy variables Incluso con la misma muestrs.
El certificada psts disponiole on nuestra wab
© 88 pueds pedit al Departamentn Comercial

Service GClients, Nous validons ce produit en
intarne & Balance: 250,000, Contact: 50,000,
Synesgry- 100,000 ¢ qui est, d'aprés nous,
plus raaliste dans le but d'obtenir une continuits
égals des resultats de tasts. Merci de noter que

#ines Bezugsstoffes hat, Wir sing von der
Langlebigkat unssear Produkte ibarzaugt Und
biatan dahar 10 Jahre Garsnts (Detais aut
Anfrage)

Eine optimale Nahtausrelsstestigkant hangt von
der Nahtiahne, der varwsndeten Nadel und dem
Nab-Garn ati, Wir smpfehlen cahor Nafyersuche
durchzufGhrsn,

ana the Copyright in
all Gesigns are the exclusive sroperty of Gamira
Fabrics Limitod.

auttreten und 2ur

tabrasion e fas un ingicatour
de confiance dans ta performancde ¢ tissu &
long terme. Nous avons une confiance absclue
1 nos produits ot feur durabilits, ¢ est pour cela
qQue nows vous bifrons une garantie robuste

Vaullloz nioter qua fa performance du jo
dépand e sa construction ainsi que 4o |'aiguile
otdu typs e Hl ulisés.

une variation de Couleurs peut proveni

Wir behaften uns die Anderung technischer
o und nicht

tolératile). Nous réservons je

producto:
Blance; 250,000, Contact: 250,000. Synergy
100,000 Gue persamos quo e o més realista
posibia en este caso. con una repaticién de
reutiados tan dispares. Tengan en cuenta que
e Test de Abrasion solo no es un indicador
fiablo sbre al desgaxts du un 1ejido, Da hacho,
estamos tan conyencidos en la dutabilidad ca
niseetros tejidos, ue olrecomos una garaniia du
10 afos (detalles completos disponibias)
Tenga ait cusria qua el rendiminnto de fa costura
dapende de la cansiruccin dela castura.
sdemas dela agufa y del 1o de rosca. L
recomendamos ue se acanssjen para coser
a contura,
Ins varlaciones de lote & Jote en la sombra
59 pueds produci dentra de tolerancias

N

droit de changet jes. techniques
5. Les D

regisiriorien Urhaborrachia der Dessiniarungen
#ind ausschlivssliches Eigentum der Camira
Fabrics Limiled,

Camira Fabrics. (2018). Fabrics and samples. Retrieved from

ts de Concaption non-
toits Fautour da fous fos
iélés exclusives de Camirn

enregistrés ot
molifs sont1s pr
Fabnes Limited.

6 derecho a
sfectun modiicacianss técnicas sin provio
aviso. Los dotechos sobre |us dissfios na
registrados y low derechos de sulor en tados
los diteios son propiedad exclusiva de Cam
Fabrics Limiad.

https://www.camirafabrics.com/fabrics-and-samples.
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Appendix 11

’.
EU NS

EU Ecolabel
Lralabel Certificate

The UK Competent Body
has awarded the EU Ecolabel licence number
UK/016/005 to:

Camira Fabrics Ltd
for

Textile Products

Technical Knits ® Cara e Xtreme e Urban e
Manhattan e Luciae L2 e X2 ¢ Hemp ¢ Hebden
e Main Line Flax e Rivet e Synergy e
Synergy 170 e Individuo e Patina e

This certificate can be used until 5% June 2018
UK Competent Body

EUROPEAN
COMMISSION

EU Ecolabel. (N.D). EU Ecolabel certificate. Retrieved from
https://www.camirafabrics.com/sites/default/files/document-
library/Camira%20EU%20Ecolabel%20Certificate%20-%20June%202017 0.pdf.
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Appendix 12

SHIRLEY TECHNOLOGIES LIMITED @ E K@ @‘B"EX

UNIT 11, WESTPOINT ENTERPRISE PARK

CLARENCE AVENUE
17 108 MANCHESTER, UNITED KINGDOM

CONFIDENCE IN TEXTILES

The company
Camira Fabrics Ltd S
The Watermill, Wheatley Park OEKO-TEX®
Mirfield STAMDAD: y 100 4
STANDARD 701

WF14 8HE West Yorkshire, UNITED KINGDOM SEEIRPVERPIRAL S

11-43686 Shirley
is granted authorisation according to STANDARD 100 by OEKO-TEX® to i e e (SIS
use the STANDARD 100 by OEKO-TEX® mark, based on our test report g ‘5}' ok
47139 s
for the following articles:

Piece dyed woven polyester fabrics with or without flame retardant treatment approved by the OEKO-TEX® Association.
In fabric qualities: Xtreme, Urban, X2, L2, Lucia, Gravity, Canopy, Era, Aspect, Fiji, Phoenix, Xtreme CS, Lucia CS and
Nexus. Based on pre-certified materials according to STANDARD 100 by OEKO-TEX®.

The results of the inspection made according to STANDARD 100 by OEKO-TEX®, Appendix 4, product class Il have shown that
the above mentioned goods meet the human-ecological requirements of the STANDARD 100 by OEKO-TEX® presently

established in Appendix 4 for products with direct contact to skin.

The certified articles fulfil requirements of Annex XVII of REACH (incl. the use of azo colourants, nickel release, etc.) as well as the
American requirement regarding total content of lead in children’s articles (CPSIA; with the exception of accessories made from
glass).

The holder of the certificate, who has issued a conformity declaration according to ISO 17050-1, is under an obligation to use the
STANDARD 100 by OEKO-TEX® mark only in conjunction with products that conform with the sample initially tested. The
conformity is verified by audits.

The certificate 11-43686 is valid until 06.02.2019

Manchester, 21.02.2018

=
Mr Phil Whitaker Urs Julie Dalton
Technical Manager Senior Technical Administrator
if2;
OEKO-TEX® Association | Genferstrasse 23 | P.0. Box 2006 | CH-8027 Zurich = v §

OEKO-TEX®. (N.D). OEKO-TEX® Standard 100 certificate. Retrieved from
https://www.camirafabrics.com/sites/default/files/document-library/OEKO%20TEX%20CERT.pdf.
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