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Deciphering the many
terms associated with
eco-conscious products
can be difficult for
sumers.
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Sprouting Issues

As consumers cotton to eco-conscious products,
the fashion industry must work to educate its
audience on the subject.

By Ross Tucker

rands and retailers are racing to hop on the eco-friendly bandwagon, but the
message to consumers might be getting muddled in the process.

The proliferation of eco-conscious products and brands is forcing the indus-
try to educate consumers. As a result, consumers are being confronted with la-
bels, logos and terms whose meanings can vary widely. Is the item 100 percent
organic or does it use only a small percentage of organic fiber? Is it made from
renewable fibers, recycled fiber or does it come from a sustainable source?
The confusion reaches even to those working in the apparel industry, begging
the question of whether consumers will be willing to spend time deciphering
terminology when looking to purchase T-shirts.

Surveys conducted by Cotton Inc. indicate that, despite the rise of the eco-
friendly movement, consumers are increasingly tuning the message out. In one
survey, consumers were asked what action they’d take if they purchased an or-
ganic garment and later discovered that it was not. The majority of respondents,
approximately 60 percent, said they would be bothered but not enough to do any-
thing about it. In fact, only 15 percent said they would be bothered enough to
return the item. The survey also suggested that consumers’ interest in “green gar-
ments” has dropped since 2000. Terminology figured largely in this drop, accord-
ing to Cotton Inc.

“The marketing associated with these laudable initiatives, however, is prov-
ing too much of a good thing for many shoppers, who are faced with a litany of
often bewildering terms. Stores have become classrooms of sorts, especially where
eco-friendly fashion is concerned,” read a recent issue of Cotton Inc.’s Lifestyle
Monitor, which included the survey results. “The lesson that consumers have
learned is that there is a lot of terminology out there.”

Mark Messura, executive vice president of global product supply chain at
Cotton Inc., said another survey conducted in conjunction with the Organic
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Trade Association illuminated how easily consumers could be confused by
terms. The survey of 1,000 people who said they had recently purchased an or-
ganic cotton item asked if organic had the same meaning as 100 percent cotton.
More than half, 51 percent, said they believed the two terms to have the same
meaning, while only 29 percent said they were different. When asked if an or-
ganic cotton product could contain soy, 28 percent said yes and 33 percent said
they weren’t sure.

“It’s a good example of something that’s completely unrelated to organic cot-
ton, but consumers are so confused over labeling that they can’t make the distine-
tion between a food and a clothing product,” said Messura.

Messura also said consumers don’t realize that the amount of available organic
cotton is extremely limited. The world’s organic cotton crop in a year could fit on
one average-sized cargo ship, according to Messura.

“If you made jeans out of all the organic cotton in the world, you would have
approximately 4 percent of all jeans sold in just the U.S. market,” said Messura.

Ultimately, Messura believes the saturation of environmental messages
will “jade and confuse” consumers and make them unwilling to pay more for
the goods.

Overseas garment manufacturers are fielding a steady stream of inquiries
about organics and other eco-friendly products. In some cases, these manufac-
turers have witnessed how even some of the fashion industry’s well-recognized
labels share similar confusions.

Benjamin Lam, vice president of Fountain Set USA, a fabric and garment
manufacturer for companies including Nike, Marks & Spencer, J. Crew and
Lacoste, has been making frequent presentations about organics to his clients
as of late. In some of those meetings clients have ascribed seemingly magical
powers to the use of organic fibers. Lam said he once was asked if an organic
garment might improve one’s complexion. Admittedly, this was one of the more
unusual questions he received. Most questions centered on issues of quality and
performance.

“Before they got to know organics they thought it was something that you
couldn’t get in brilliant, bright colors,” said Lam. “Some also thought it meant
it was in a very raw or natural state. They didn’t realize we can treat it like
any fabric.”

Brands have also failed to consider that while they may decide to go with or-
ganic fabrics, those fabrics are often dyed and finished in harsh chemicals. Lam
said Fountain Set’s discussions with clients about organics include using low-
impact dye stuffs as well as discussion about placing orders early in an effort to
avoid shipping goods by air.

“We are just trying to move one step further toward a perfect environment,”
said Lam. “We’re not saying it will happen tomorrow, but we want to show our

passion for taking steps.”

Lam said Fountain Set’s organic business was minimal in 2006, somewhere
between 5 and 8 percent, but he anticipates significant growth in 2007. At the mo-
ment, he doesn’t see any problems acquiring enough organic cotton to meet his
clients’ needs. However, that could soon change with mass channel retailers like
‘Wal-Mart and Target moving more aggressively into organic apparel.

John Cheh, vice chairman and chief operating officer of Esquel China
Holdings, which manufactures more than 60 million cotton shirts a year, said the
company has started growing and stocking its own organic cotton in anticipa-
tion of a boom. The company already produces organic blends for Nike, Marks &
Spencer and Nordstrom.

“We think it’s for real, that’s why we are doing research and development
on organic farming,” said Cheh during his presentation at the WWD Sourcing
Leadership Forum in March. “We have 200 tons in stock.”

Cheh is not alone in his optimism. Global sales of organic cotton are expected
to grow from $1 billion in 2006 to $2.6 billion by the end of 2008, according to the
Organic Exchange, an Oakland, Calif.-based nonprofit organization that supports
production of organic goods.

Rebecca Calahan Klein, director of program development for Organic
Exchange, believes the apparel industry has reached a tipping point in regards
to organic and sustainable apparel.

“The overall awareness and interest in the possibilities for organics and sus-
tainable products has really grown, that’s a good thing,” said Klein. ‘Just like
anytime something new comes up, there’s interest, but then you start getting into
the questions of what does this really mean.”

The questioning, said Klein, is a positive sign, one that shows that consumers
are engaging with the issue. Klein believes the apparel industry needs to better
understand the environment in which it enters product.

“Manufacturers have to understand that they have to come into a market-
place with a lot of clarity,” said Klein. “A lot of manufacturers haven’t really
done that.”

Klein points out that the term “organic” is clearly defined and regulated by
major markets like the U.S., Europe and Japan. It’s the sustainable side of the
eco-friendly family where the messages become confused.

“What’s great is that manufacturers and brands are able to tell a better story
about different options,” said Klein. “I think that’s the fundamental story that’s
getting told right now, which is that there are some more options.”

More choice might be a good thing for now, but it won’t keep consumers en-
gaged. “It’s kind of where we’d expect people to be in this point in the process,”
said Klein. “I think it will have to get better and clearer because consumers will

Ay

‘:\t :ﬁ}n f"’“tult

designersandagents

3

want to go beyond just having more choices.”
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Helping Hands ~  comected toNatue

Designer Katharine Hamnett and U.K. supermarket chain Tesco

. . . By Nina Jones Atop by Ciel,
team up to bring an eco-friendly line to shoppers. LONDON — Adili. & UK. o-com. available at Adili.com.
merce site launched last year
By Lucie Greene as a source for stylish, ethical
fashion brands, is tapping into
LONDON — Katharine Hamnett wants to share her love of organic fashion consumers’ appetite for apparel
with everyone. with a conscience. The Web site,
The British designer introduced Choose Love Designed by Katharine E adili.com, has captured a diverse
Hamnett, an accessibly priced fair trade organic clothing line for women, WE demographic and now plans to
men and children, in 40 Tesco supermarket stores in the U.K. last month. launch its own clothing label for .
She also plans to open shop-in-shops for the brand in the near future. fall 2008.
“Everyone is looking for organic cotton,” said Hamnett. “People are wor- The company initially will LN
ried about the things they put on their bodies.” target the line to department
Terry Green, chief executive officer of Tesco clothing, said in a statement, stores and boutiques in the UK.,
“It’s part of our strategy to offer customers more choice. [Choose Love] is af- with a view to launching inter- i
fordable because Tesco wants to make organics accessible to all.” nationally. The collection will
The partnership is part of an initiative announced in January by Tesco be developed with Sim Scavazza, ".
to spend $985.9 million to cut prices on energy-efficient goods and to cut Katharine Hamnett's formerly brand director of Miss
down on the chain’s environmental impact. Choose Love T-shirt. Selfridge, owned by Arcadia, who was appointed a non-executive
For Hamnett, the idea for the line came about after a trip to Africa. Hamnett director at Adili earlier this month.
visited Malawi in 2003 with the British charity Oxfam and witnessed the poverty of farmers there. Adam Smith, chief executive officer and one of the founders
“I saw the most incredible suffering,” she said. “You’d have to be inhuman not to want to help.” of Adili, said ethical fashion is growing fast.
Choose Love, whose moniker plays on Hamnett’s iconic Eighties Choose Life T-shirts, uses organic “People are starting to think more deeply,” said Smith.
fabric free of pesticides, chlorine and heavy metals. The 18-piece collection currently includes slogan “Some consumers may look at a T-shirt for 2 pounds, [$3.90 at

T-shirts — including a children’s shirt emblazoned with “Save the Future for Me” — jersey tops, polo current exchange], and say, ‘Great, I'll have 106,” whereas oth-
shirts and dresses. Prices range from about $10 at current exchange for a T-shirt to approximately $29 ers say, ‘Who’s paid the price in the supply chain to make that

for a women’s hooded cotton sweater. so cheaply?””
“It’s not ‘eco’ looking,” said Hamnett of the line. “It’s sophisticated and stylish. The fact that it’s Smith, whose background is in e-commerce, said he was
ethical is incidental. I only design one way.” surprised by the recent surge in public interest in ethical and
Continuing the line’s ethical theme, items are displayed on recycled plastic hangers. Men’s jeans organic fashion, after retailers such as Marks & Spencer and
will be added to the collection in June, and home products are due in September. Topshop launched small organic clothing lines.
Hamnett believes customer satisfaction with lines such as Choose Love will convince retailers to “There was...a lag between [ethical] food taking off and
go green permanently. fashion,” said Smith. “We [now] have a couple of years’ window
“The only thing that will make people change their way of operating is if they can make money,” of opportunity to build our brand, when customer awareness
said the designer, who has been championing the use of organic cotton since the mid-Nineties. is strong, but the prevalence [of ethical clothing] on the high

street is not.”

Prices for the 43 brands on the Web site, which include
women’s, men’s and children’s wear, beauty products and gifts,
start at approximately $6 at current exchange for an organic
cotton face cloth, and run to about $306 for a silk wrap top from
Eternal Creation.

“We want to be as accessible as possible, but there is a de-
gree of price premium for fair trade and organic products,” said
Smith, who added the site’s main customers were young profes-
sionals based in cities, and those in their mid-30s to early 50s.
i While Smith declined to disclose sales figures for the com-
| pany, he said it was on track to break even by 2009.

|

“We want to take more direct action related to the garment
industry, such as consultancy or providing materials,” said
Smith. “[We] passionately believe in what we’re doing.”
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Color Clique

Mother Nature is fashion's newest trendsetter,
and green is her signature color.

By Rachel Strugatz

NEW YORK — Although smoldering shades of black and gray dominated the run-
A fur coat by ways during New York Fashion Week, bright colors, such as green, are hardly on
Emilio Pucci. - the wane.

Models sauntered down runways in various shades of green, dubbed “Mother
Nature’s favorite neutral” by Leatrice Eiseman, executive director of the Pantone
Color Institute and author of “More Alive With Color.” On the spring and fall runways,
the color was ubiquitous, in everything from emerald turbans at Prada to a bright, strapless,
belted gown with matching pantaloons at Jean Paul Gaultier. Dries Van Noten made a splash
with an opalescent neon green anorak for spring, and Thakoon artfully mastered a darling baby-
doll dress of the same hue, infused with the perfect proportions of Eighties Day-Glo chic.

For fall, Olivier Theyskens showed ethereal white and chartreuse gowns for Nina Ricci, and
Emilio Pucci sent a kelly green fur coat — with a signature printed green sheath underneath, of
course — down the runway.

But whether a style is classically elegant, brazen or somewhere in between, all shades of green
are considered neutral. According to Eiseman, there isn’t a color that can’t be combined with
green because it is found in nature.

“The bright yellow greens that are prevalent for spring can be combined with any other color
the same way that the more subdued greens can, but the brighter greens call more attention to the
wearer, so wear them if you want to stand out,” said Eiseman.

She believes green is fast becoming one of fashion’s favorite colors. Sartorially speaking, green
is more than just a trend. “It’s not a new phenomenon. We know green has represented nature for
many years and that feeling has grown,” said Eiseman, who credits Al Gore’s “An Inconvenient
Truth” with bringing home “being green” to a lot of people.

“Now, everyone is taking the presence of nature very seriously, so when there is a movement
like this, what happens is that a color that’s connected with it becomes a symbolic color, and peo-
ple want to use that color to show that they also understand and need to preserve nature,” said
Eiseman. “It’s beyond a trend — it takes on more of an aura of a social issue. It’s like a badge of
honor to wear green or be part of a green industry.”

An anorak
by Dries Van
Noten. b

A Nina
Ricci gown.
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Cameron Diaz, Shalom Harlow, Natalie Portman
and Drew Barrymore have all gone green, and
look great doing it. But dressing with an eye

to the ecosystem isn't all Hollywood — or all
hippie chick, for that matter. Plenty of lower-
profile girls with equally low-profile budgets

are making stylish, sustainable statements

every day. And there’s more than one way to

be green. In fact, the term means different
things to different people. For some, it's about
avoiding animal products — even those made
by itty-bitty silkworms — in the name of climate
control and anticruelty, which can make a
synthetic like polyester an unlikely but appealing
alternative. And while organic cotton seems the
eco ideal, it requires more long-term care and
thus more energy than its chemically treated
counterpart. Here, a few green girls and their
environmentally aware attire. — Jessica Iredale

0Olga Ginzberg at Gomi NYC wearing
Vanessa Barrantes’ jumper, Earth
Dolphin’s jacket and an H&M T-shirt.

Girls Gone Green

Between her dual shopgirl gigs at
Lower Manhattan’s eco boutique
Gomi NYC and designer consign-
ment shop Ina, Ginzburg, 23, is
surrounded by some of the city’s
best eco duds. The Belarus native,
who grew up “in a house covered
in magazines,” has always had an
eye for style — she studied interi-
or design at the Fashion Institute
of Technology and Parsons The
New School for Design and is
now pursuing photography. But
it wasn’t until she stumbled upon
a Gomi job posting on Craigslist
eight months ago that Ginzburg
discovered sustainable style. “It’s
not like I was totally oblivious to
it,” she says. “I picked up a green
issue of Elle, but I never thought
I'd be buying organic clothes.
Gomi changed my perspective
on everything.” Now Ginzburg is
slowly but surely building a sus-
tainable wardrobe, which includes
her favorite Del Forte “fancy
jeans,” an Earth Dolphin mili-
tary jacket with hand embroidery
down the back, a Bahar Shahpar
silk blouse and lots of Loomstate.
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Karliin Mann at her TriBeCa apartment in
Ecoganik’s tank and vintage pants and shoes.

Mann, 32, the owner of New York production company Chasing
Locations, has been in touch with her eco side since high school.
“But I was not a ‘Kumbaya’-playing, patchouli-wearing hippie
by any stretch of the imagination,” she insists. “I kind of lived
for fashion and at the same time was superconcerned with the
welfare of the planet and animals.” Animal-based products such
as wool and leather top her ethical and environmental “don’t”
list. While Organic Avenue on Manhattan’s Lower East Side is a
go-to for some cool green gear, the store doesn’t always meet her
fashion standards. “I can’t just stick to a crunchy hippie store,”
she says. Mann'’s voracious label-reading allows her to continue
to shop mainstream while remaining well within her eco pa-
rameters. Her favorite boutiques are on Manhattan’s Mott and
Elizabeth Streets, and she’s always on the hunt for great vintage
merch. “It’s the best way to be carbon neutral and tread lightly
on the planet,” she says.

Some might consider Miller, 31, an extrem-
ist when it comes to the environment. She’s a
professional who works as the outreach direc-
tor for Global Green, a national environmental
organization that advocates for green buildings
and clean drinking water. She’s also a devoted
vegan who’s even ‘“greening” her May wed-
ding via hemp invitations, soy candles, organic
flowers and bonsai tree favors that help offset
guests’ travel-related carbon emissions. And last
week, she walked the streets of Manhattan in a
sign — and nothing else — for a PETA demon-
stration. When she does get dressed, she keeps
her clothes as eco-friendly as possible. “There’s
been an explosion of affordable organic cloth-
ing,” she says, noting recent apparel-indus-
try output and the increased fashion quotient.
“I've got an earthy style, but some of the stuff
was very shapeless or simple. Now, it follows
the trends. It’s not just some curtain you wear.”
Some favorite sustainable labels are Nature
vs. Future and Twice Shy. On her wish list:
Loomstate, which she discovered at Barneys
New York, and Armour Sans Anguish’s one-of-
a-kind dresses, made from reworked, recycled
fabrics. While she pines for those, Miller has an-
other one-of-a-kind dress to keep her happy: her
Claire Pettibone wedding gown, which she had
custom-made sans silk lining to avoid silkworm
exploitation.

Marisa Miller in Nature vs. Future’s
dress at her Upper West Side apartment.

With a name like Kyeann (pronounced
Cayenne), it seems Sayer, 31, was pre-
destined to be an earth mother of sorts.
She is, to an extent: A master’s candi-
date in cultural studies at Claremont
Graduate University, Sayer is a part-
time fashion writer for Treehugger.
com and consultant to Lexus Hybrid
Living, an eco design and lifestyle
project. Fashion plays a big part in her
environmental ethos. Growing up in
Colorado, she went to modeling school,
loved shopping and was addicted to
fashion magazines, but all that dis-
appeared during her undergraduate
years when she became committed to
the environment. “I thought you were
superficial if you cared about your
persona and your appearance,” she ex-
plains. But after about seven years of
strict anticonsumption, Sayer got sick
of the utilitarian look. “I just said, You
know what? I'm going to find things
that I think are stunning, but that I
also feel good about from an environ-
mental standpoint,” she says. Among
her favorite eco designers are Stewart
+ Brown, Linda Loudermilk, Deux
filles en fil, On & On, Junky Styling
and Entermodal. “Now,” she says, “I
love clothes again.”

Kyeann Sayer in Stewart + Brown’s shawl,
Lara Miller’s top and Del Forte’s jeans.
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