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Attendees: 1275
Demographics
Africa 1%
Asia 20%

Registrants by

Region

Europe 38%
North America 33%
South America 3%
Oceania 2%

Introduction

Other 2%

Speakers at the global ReWire: Sustainability 2021, were unanimous. To make the fashion industry
SUSTAINABLE, we need to give our colleagues and supply chain partners ACCESS to the strategic
data and technologies they need to make and share decisions. ReWire was a gathering by doers for
doers. It examined existing and promising solutions, and presented the practical steps and actions

1-3 years 13%

Registrants by

3-5 years 11%

Experience

5-10 years 17%

Attendees by

Day 1 945

that the industry can and must take NOW.

10+ years 59%

ReWire: Sustainability 2021 was the start of a learning journey for a sustainable way forward - the
PRACTICAL dos, don’ts, choices, compromises, experiments, processes, and new technologies.
The conference addressed three key areas where change must be implemented:
Setting the Ecosystem and Standards Straight
Innovation and Hype in the Land of New Materials
Digitising a Pathway Towards Circularity
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Day

Day 2 838
Day 3 509
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Sustainability: Think
Disruptively, Creatively,
and Differently
BY GABRIELLE DANZEISEN, THE ROBIN REPORT

Sustainable business practices have evolved from a slogan to a purpose. MOTIF and The Mills Fabrica hosted ReWire Sustainability 2021, a global sustainability event for the fashion apparel/retail industry to advocate for thinking
disruptively, creatively and differently. Janice Wang, chair of the board of MOTIF and CEO of Alvanon stated
emphatically, “Cleaning up the fashion industry is everyone’s job. Everyone must play a part in this whole journey.
We must share our knowledge, no one person can do it all.”

ReWire: Sustainability 2021 Executive Summary Report

4

Wang has a poignant message for veterans and newbies alike:
To the veterans, ”You have built a career in this industry, you need to protect it, you have the power to make
decisions that can have real impact. Make learning part of your teams’ workday.”
To the digital natives, “You are our future, you know digital, you know what it can do to help the industry.
Forward this report to a colleague in a different part of your company.”

“An entire average closet of
clothes, shoes, umbrellas,
backpacks etc. comes out to
a whopping 1368.4 kg of CO2
emissions and 616,000 total
liters of H2O used for production and delivery
— larger closets resulting in
even higher numbers.”

And to the newcomers, “You are also our future, you may not know all the granular details of the industry,
but you have ideals and great ideas. We will help you fix it. Forward this new knowledge to a friend.”

What’s in Your Closet?
If you find it difficult to think of fashion sustainability in abstract terms, especially when it comes to incomprehensible numbers and quantities of CO2 emissions and liters of water used, it helps to focus on what
these numbers look like in our day-to-day lives. Andrea Kennedy, Lead Instructor, Sustainability at LIM
College and Michael Londrigan, Lead Instructor, Supply Chain at LIM College, revealed exactly what these
numbers look like in our very own closets.
A tank top, for example, that has just arrived in a store, has already emitted 2.7 kg of CO2 and used 2,650
liters of H2O in the process of manufacturing through delivery. That is the CO2 emissions equivalent to
charging 385 smartphones and water usage of 17 standard bathtubs filled to capacity.
A pair of jeans? 33 kg of CO2 emitted, the equivalent of driving 85 miles in a standard car.
Manufacturing sneakers result in 14 kg of CO2 emitted and 8,5171 liters of H2O used which, comparatively
speaking, is equivalent to the amount of water used in 23,850 cups of Starbucks.
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All in all, an entire average closet of clothes, shoes, umbrellas, backpacks etc. comes out to a whopping 1368.4 kg of CO2 emissions and
616,000 total liters of H2O used for production and delivery (calculated on the Sustainable Apparel Coalitions HIGG Index). Many of us
most likely have even larger closets resulting in even higher numbers.
The commitment to a more sustainable industry requires changes both
on personal and industry levels. As eloquently stated by both Anthony
Burns, COO ACS, and Londrigan, “This is a people’s business. Everything revolves around what people want and what people are going
to do. Can we affect those behaviors as an industry? The industry has
to affect its own behaviors and only then can it affect the consumer’s
behavior.”
Attempting to change an entire industry seems like a daunting task,
yet there is no wrong place to start. The only mistake would be in not
starting at all.
*The above article is an excerpt from ‘MOTIF ReWire 2021: An Intervention for Fashion’ by Gabrielle
Danzeisen for The Robin Report. Read the full article at TheRobinReport.com.
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Setting the Ecosystem
& Standards Straight
KEY TAKEAWAY: Innovators at the forefront of their industries bridge theory to practice with tangible, concrete solutions that can help bring the fashion
industry one step closer to sustainability. As an industry we need to analyse the
problems holding us back from becoming truly sustainable.
A transparent supply chain contributes to a more sustainable industry by requiring brands and companies to fully annotate the details of what is happening
upstream in their supply chains and to be willing to communicate this knowledge
both internally and externally. This is even more critical as discerning consumers
are more often demanding information detailing product ingredients and materials, the source of these materials, and the working conditions in which they were
produced.
The report will show that we must measure our progress towards a sustainable
future from the data sets available to us. We must understand and embrace the
policies, standards, digital technologies and new business models that will enable
our transformation. And we must support and fulfill consumers as they journey
into a sustainable future.
ReWire: Sustainability 2021 Executive Summary Report
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The 10 Gigaton Challenge
Edwin Keh, CEO at HKRITA
For an industry whose annual emissions is predicted to go up
from 1.75 Gigatons in 2015 to ~5 Gigatons in 2030; Edwin Keh,
CEO of HKRITA proposed a simple Big Hairy Audacious Goal
(BHAG) — “for the fashion industry to remove 10 Gigatons
of greenhouse gas from the environment in the next 10 years,”
signifying the aspiration to not just be carbon-neutral but also
carbon-negative. Daunting as that might be, many of the technologies, be it regenerative agriculture, sequestering or storage innovations, already exist. Indeed, we are already seeing inspiring parties
taking the lead, from countries like Bhutan and Denmark having
neutrality policies, to companies like Allbirds and Microsoft setting
bold commitments and initiatives. The call to action: to be fearless
even if we might fail, and, to do something that outlives our lifetime. If we don’t drive the agenda, the agenda will drive us.
“The best thing to happen is if we fail to hit the target
by +50%” Edwin Keh, CEO, The Hong Kong Research
Institute of Textiles and Apparel (HKRITA)
A survey on what attendees thought about the 10 Gigaton Goal
revealed resilient optimism from the crowd with >90% desiring
change.
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The Infrastructure of Sustainability: What Does it Take to Build
Systematic Change for the Industry?
Anant Ahuja, Head Organizational Development at Shahi
Dipak Mahato, CEO at SeaChange (Moderator)
Patrik Lundstrom, CEO at Renewcell
Ronna Chao, Chairperson at Novetex

“Infrastructure refers to the
basic system and services
that a country or organization needs in order to function properly.”
Marketbusinessnews.com

The fashion industry is facing increasing global scrutiny of its environmentally polluting supply chain operations. Despite the
widely publicized environmental impacts, however, the industry continues to grow, in part due to the rise of fast fashion, which
relies on cheap manufacturing, frequent consumption and short-lived garment use. In this session, the speakers identify the
infrastructure impacts at critical points in three key pillars: systems, stakeholders, capital. Moderated by Dipak Mahato, CEO
of SeaChange, the panel addressed the big challenge of infrastructure.
“Infrastructure has to start with creating the right infrastructure and logistics partnerships,” said Ronna Chao, Chairwoman,
Novetex. She explained about leveraging the existing logistics network of a retail partner for collaboration and emphasized
that a holistic consideration of stakeholders is essential.
Anant Ahuja, Head Organizational Development at Shahi has developed a new and highly effective clean energy manufacturing system. Shahi started small with a switch to LED lighting across its 50 factories and 30 processing mills - this small but
significant change saved on power usage but also improved productivity. It then introduced solar energy plants to generate 75
per cent of its energy needs and has a path to generate 100 per cent of its energy needs in the near future. At every stage it
worked closely with stakeholders including brands and governments. “The technology exists; it just needs to be applied.”
Patrik Lundstrom, CEO of Renewcell, emphasized the need to identify the “channel leaders’’ such as brands, as well as
customers, that generate demand for sustainable solutions. Chao endorsed engaging with the solutions from parallel industries such as hospitality (linens in hotels) that have scale. Scale also requires investment. Lundstrom highlighted the increasing
interest by investors providing the third part of the infrastructure tripod- capital that will help further proliferate sustainable
infrastructure and technologies.
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Net Zero in Asia: Remodeling the Economy with
Policy Support and Private Sector Ambition
Dr Christine Loh, OBE, JP, Professor at Anderson School of Management, UCLA
Pamela Mar, EVP at Fung Group

Can China break its coal habit?

With China accounting for 28 per cent of global CO2 emissions, its carbon-neutral pledge is
fundamental to achieving worldwide net-zero emissions. Pamela Mar, EVP, Fung Group, in
conversation with Christine Loh, Chief Development Strategist at the Hong Kong University
of Science and Technology (HKUST), discussed China’s ambition for reaching carbon neutrality by 2060.
In the wake of Beijing’s commitment, neighboring countries followed suit, with Japan committing to net-zero greenhouse gas (GHG) emissions and South Korea to carbon neutrality by
2050 in the ensuing weeks — the three Asian economies together accounted for one-third of all
global carbon emissions in 2018, according to Greenpeace.
Loh, who is a Visiting Professor at the Anderson School of Management, University of California, outlined how carbon neutrality goes hand-in-hand with dual circulation, where the
drive towards net zero will be complemented or further accelerated by the future of Chinese
economic development. Supply chain shifts in Europe, fueled by a desire for more regulations
and reporting, create opportunities for China to change, as a large exporter to the EU.
The five-year plan offers hope, yet ‘old habits die hard’. China’s opportunity and challenge is in
transition- be it moving from a coal economy to a green one, or considering the social implications of green policies (e.g. majority of workforce in coal industries). Is China’s five year plan a
decarbonization blueprint?
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Sustainability as an Asset Class
Alex Kremer, Principal at Patagonia Tin Shed Ventures
Alexander Chan, Co-director at The Mills Fabrica (Moderator)
Arvind Gupta, Partner at Mayfield
Bob Assenberg, Fund Director at Good Fashion Fund
Caroline Brown, Managing Director at Closed Loop Partners
Sustainability investing has emerged as a fast-growing new asset
class. What are the key opportunities and challenges in investing
in early stage tech companies and green financing for the supply chain? This informed and passionate panel discussed how
“capital can be a force for good for fashion”.
Costs and scalability are always key concerns for sustainability
tech ventures. Referencing learnings from the investment boom
and bust in Clean Tech 1.0, Arvind Gupta, Partner at Mayfield
stressed the importance for new technologies to go beyond
being a commodity but instead engage with consumers early
creating deep value that fulfills real market needs. “We have a
far better consumer proposition if we can offer consumers a
sustainable clothing option...creating product that they love.”
Alex Kremer, Principal at Patagonia’s Tin Shed Ventures,
endorsed a holistic, long term approach to implementing
sustainability in the value chain (looking beyond fashion to
regenerative agriculture). It has committed to partnering with
startup companies with the “right” product and to overcome
the challenges with them. “We don’t invest passively - we are
actively involved and ask; what other resources can we give to
ReWire: Sustainability 2021 Executive Summary Report

this partner other than just the investment?”
Caroline Brown, Managing Director at Closed Loop Partners,
also emphasised the importance of picking the right brand
partners and scaling at the right pace with pilots or commercial
runs, otherwise companies run risks of crumbling under scale.
Lastly, as investors or industry we are often so caught up in
thinking about the technologies or businesses that we may
forget that all these are started and driven by remarkable
founders & entrepreneurs. Kremer pointed out the admiration
for entrepreneurs who see someone else’s trash as their treasure
to remake the world for the better, and Bob Assenberg, Fund
Director of Good Fashion Fund, stressed the dedication of
people working day-in day-out in supply chains. Innovations
are enabled by these heroes and they are a constant source of
inspiration for us as investors.

Bangladeshi workers at a garment factory on the outskirts of Dhaka
Image: Mehedi Hasan/Nurphoto Via Getty Images

“In growth equity, we look to ensure that these companies have
components that are stable enough to scale.” Caroline Brown,
Managing Director, Closed Loop Partners
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MOTIF RESOURCES
Apparel Industry
Sustainable Strategies
Framework | NYU Stern

Novel research assesses sustainability efforts across the value chain, identifying
eight strategies for apparel companies to drive impact.

MOTIF Recommends because…
This material outlines very succinctly the Eight Sustainability Strategies which are needed to drive
impact in your business. From operational efficiency, chemical management, management of waste
to improving raw materials and rethinking business models with a focus on circular systems. Complete with downloadable frameworks, NYU Stern provide not only the what you need to do but the
how, detailing lower level processes and action plans. If you are building a plan look no further for
guidance... READ MORE
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Innovation and Hype
in the Land
of New Materials
KEY TAKEAWAY: A new way of thinking is required and a key to success is to
navigate the grey areas of the constantly evolving complexities in supply chain
and material innovations in order to make the right choices and trade-offs. Some
of the most exciting digital innovations and greener technologies happening in
apparel and textiles are not just in e-commerce, but across the supply chain, from
production all the way to new materials. 2020 saw a surge in interest in the space,
with many brands making public declarations and commitments on sustainability
goals, spiking a frantic search for solutions across the board. The pandemic has
merely accelerated and focused the industry’s imperative to do things differently.
The old way was not serving businesses, fashion professionals, consumers or the
planet.
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Design Intent: How Every Decision
Drives a Brand’s Ethos
Carla Woidt, Founder of Wolfgang Scout
Simon Cotton, CEO of Johnstons of Elgin
Simon Cotton, CEO of Johnstons of Elgin, and Carla Woidt, founder of
Wolfgang Scout, discussed how ethos-based decision making and a total
commitment to the integrity and sustainability of a product impacts the
fashion process at every level. Cotton started the session by sharing that
when he first joined Johnstons of Elgin, the owners asked him to take leadership and “make something that lasts for 200 years”. Thinking in terms
of generation, and not quarters, creates a whole new mindset to how they
approach every part of the business, where they take entire control over
their value chain.
This is a mindset that says that “everything matters”, from ensuring that
farmers are certified, to how grasslands are maintained, how goats are
looked after. This is an end-to-end care unlike any other. Woidt added that
once there’s that alignment of mindset, it then helps to educate and engage
the different supply chain components to achieve the shared goals.
In an age where many designers might not even have visited mills or spinners, both Cotton and Woidt called on the fashion industry to reconnect
with the origins of the fibres, to embrace problem solving and iterate and
educate to create products that last. As Woidt concluded, “it’s building a
business just as you would raise a family.”
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The Importance of Consortiums & Innovation in
Sourcing Sustainable Viscose
Carmen Chan, Senior Sustainability and Fabric Manager at Tesco
Christine Goulay, Head of Sustainable Innovation at Kering
Katrin Ley, Managing Director at Fashion for Good (Moderator)
Mukul Agrawal, Chief Sustainability Officer at Birla

Moderated by Katrin Ley, Managing Director, Fashion for
Good, the discussion focused on the role of innovation and
multi-stakeholders using the sourcing of sustainable viscose as a
case study. Christine Goulay, Head of Sustainable Innovation,
Kering, observed that the current business model rewards profit
NOT sustainability objectives and this “has to change.” Goulay
goes on to advocate ‘design thinking’ consortia “to gather and
share their wisdom and sustainability experiences; to re-imagine
what the future of apparel supply chain can hold.” She showed
that companies must be transparent. Furthermore, Goulay
stated: “They should know when, who, and where our clothes
come from and then make that information public. The technology exists to share this story with consumers which promotes
ReWire: Sustainability 2021 Executive Summary Report

an emotional connection to the product and the brand.”
Indeed “transparency in recycling” is vital, explained Mukul
Agrawal, Chief Sustainability Officer, Birla, who used sustainable forestry as an example. Birla’s sustainable forest conservation practices include planting three times the trees it harvests,
while also implementing next gen solutions such as recycling,
upcycled materials from food waste.

and then pushed back into the loop. Chan explained this was
achieved through a series of peer roundtables and collaborations with supply chain partners and stakeholders. Indeed the
more transparent different brands and suppliers are, the more
others can learn from both best practices and failures- creating
a circular learning and iteration model. A new way of thinking
is consortiums as experiments — to reimagine, iterate and scale.

Carmen Chan, Senior Sustainability and Fabric Manager,
Tesco explained that circularity needs infrastructure. Tesco, as
a retailer, is building a different infrastructure upstream, such as
its ‘Take Back’ in-store recycling points for pre / post consumer
soft and flexible plastics and cotton waste, which are recycled
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Packaging - The Most Visible
and Branded Experience for the Consumer
Gunjit Chopra, Senior Head of Central Operations at Puma
Sean Murphy, Chief Marketing Officer at L&E

Top 10 Do’s… WHY?
- Cost savings
We often don’t think of packaging as front and center compared to products, for sustainability. This talk offered a consideration on how one brand looks at packaging design - the
needs, the compromises and how to make it more sustainable.
Sean Murphy, Chief Marketing Officer, L&E, and Gunjit
Chopra, Senior Head of Central Operations of Puma, observed that as an industry we tend to look inwards. They
advised fashion companies to look towards other industries for
inspiration. Technology companies for example, exhibit very
different supply chains and manufacturing models. In fashion it
is about volume and speed, while tech companies have longer
product development cycles and higher value and product
lifetime than most fashion companies. Tech companies are embedded in geography and local skills, while fashion companies
chase the lowest costs across the globe.
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- Consumer demand
- Risk mitigation
- Government compliance and leadership
- Tax incentives
- Employee retention
Murphy explained that when it comes to packaging, EVERYTHING has to be sustainable. The challenge for the packaging industry is that clients ask for fully sustainable, traceable
packaging at no extra cost, and that’s not realistic. He advised
companies to take a holistic approach to see the cost benefits
of investing in sustainable packaging solutions. Chopra added,
don’t rush BUT get going and don’t greenwash - not everything
is easy to, or can be, recycled. As a conclusion, they were unanimous - “STOP making plastic packaging!”

- Brand reputation and publicity
- Resource limitations
- Keeping up with the competition
- New revenue stream and innovation
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Future of Materials: Scaling Synthetic Biology
to Create Sustainable Materials
Alexander Chan, Co-director at The Mills Fabrica (Moderator)
Dan Widmaier, Co-founder at Bolt Threads
Elaine Siu, Director of Innovation at Material Innovation Initiative
Suzanne Lee, CEO at BioFabricate

Suzanne Lee, CEO of Biofabricate, gave an insightful “101”
into biomaterials (for more info read FF G/ BioFabricate’s
report) while Elaine Siu, Director of Innovation, Material
Innovation Initiative, drew parallels of a shift in the agri / food
space driven by sustainability without compromising on taste
or quality. That said, while there’s definitely a lot of potential
in biomaterials, scaling these technologies takes time. Furthermore, Lee stated: “We cannot assume Bio is automatically
better or even biodegradable.”
Lee made a call for brands to be patient and offer startups
supply chain support and other resources. Indeed, Dan Widmaier, co-founder, Bolt Threads, shared that unlike software
(which has zero marginal costs), “scaling biotech always takes
longer than expected.” Widmaier goes on to explain that Bolt’s
successful launch of Mylo Consortium last year was “a culmination of 10 years of work and support from amazing partners
aligned with our mission.”
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MOON PARKA by The North Face Japan (GOLDWIN Inc.) & Spiber; the first
industrially-made item of clothing constructed using synthetic protein.
Credit: Spiber

Siu echoed the huge impact that the right brand collaborations
have made in growing technologies in the food space such as
scaling to the commercial stage and helping with consumer engagement (e.g. case in point Impossible Foods: Meat made from
plants as alternative protein).
In short, the opportunities are present, but patience and willingness to invest is required. More importantly, we should start

Figure 1: ‘Understanding ‘Bio’ Material Technologies’

by first understanding more deeply about biotech and materials
(refer to BioFabricate’s resources, MII resources, Info on Bolt
Threads, Bolt Threads & Fabrica’s synbio report). Widmaier
concluded by emphasizing the importance of learning from
leaders who have emerged in other industries. Indeed by observing what has happened within the rapidly growing electric
vehicle (EV) and plant-based food industries, gives a lot of
optimism for what the future holds for fashion.
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MOTIF RESOURCES
2020 Preferred Fiber and
Materials Market Report (PFMR)
| Textile Exchange
The go to document if you are looking for information on sustainable fiber categories, including
Plant-based Natural Fibers, Animal-based Fibers and Materials, Manmade Cellulosic Fibers,
Synthetic Fibers, published annually by the global nonprofit organisation the Textile Exchange.

MOTIF Recommends because…
The report includes enlightening statistics on the global textile market. The term ‘preferred’ is used throughout the report
to categorise fibres and materials which have a lower environmental impact than conventional textiles and therefore
defined as more sustainable.
The information in this report is invaluable if you are building a sustainable materials strategy to guide your choices in
terms of potential sourcing territories, quality standards and certifications, availability and key market trends.
As the author and businessman, Max De Pree, said, “We cannot become what we need to be by remaining what we
are.” Within these pages you’ll read success stories from steps taken and, while we pause to celebrate those successes, you’ll also read about the need for greater acceleration and adoption of preferred materials... READ MORE.
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Digitising a Pathway
Towards Circularity
KEY TAKEAWAY: Digitalisation became a buzzword in 2020; with impacts
of COVID-19 accelerating the need to “go virtual” in all things from design to
production to retail and consumption. However, it is common knowledge that
“fashion is one of the last industries that has yet to be transformed by technology”. Digital disruption is already transforming the way the global fashion industry
designs, produces, fits, sells, delivers and communicates with ALL stakeholders
and consumers. Companies and fashion professionals across all elements of the
supply chain must adopt an end-to-end digitalised product development and
management strategy to survive and thrive.
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The Fashion Industry’s Most Expensive Mistake
Ahmed Zaidi, Postdoctoral Researcher at Cambridge University

The pandemic has exacerbated the financial vulnerability of
many retailers. Ahmed Zaidi, a postdoctoral researcher at
Cambridge University, shared his experience of his family’s
sock manufacturing factory in Lahore, Pakistan and provided
an invaluable insight into the fashion industry’s most expensive
mistake; operating with uncertainty.
Not knowing how well a product will sell, sets the ball rolling in
a series of unfortunate events. Trying to achieve high margins is
often compromised by discounting. Retailers buy cheap and order big with the uncertainty of estimating how low or how high
they can set prices to sell their products. In addition, suppliers
are pressured to cut costs in order to produce at a lower cost.
Small and medium suppliers, such as Zaidi’s family, do not have
the choice to say ‘no’ to retailers and their financial situation
becomes a fight for survival. If they cannot produce at the cost
retailers demand, they cannot sell.
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“5 percent increase in
revenue from less
markdowns and
stockouts results in 22
to 28 percent in profit.”
Hausman & Thorback (2010)

Uncertainty is not just an expensive mistake from a financial
perspective. It’s expensive from a social perspective. People’s
livelihoods are at stake. Uncertainty causes factories to produce
at costs lower than they can actually afford. It contributes to
overproduction leading to large amounts of excess inventory,
which ultimately ends up as waste in landfills. It’s the reason behind massive discounts and the loss in margin numbers. It costs
retailers financially, socially, and environmentally.

So how do we tackle this uncertainty? “In the presence of uncertainty, delay judgment,” so says the sceptic Greek Pyrrhonist
philosopher, Aenesidemus, as quoted by Zaidi. Be pragmatic:
Delay judgment and utilise the digital innovations of companies
whose entire mission is to eliminate waste through the use of
digital fashion.
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The Future of Supply Chain Transparency
Lindsey Hermes, Head of Enterprise Solutions at Serai
Vivek Ramachandran, CEO of Serai

Transparency is a critical step
towards sustainability
>75% of companies have explicitly
increased ESG targets in 2021...

Transparency has a critical impact on the success of sustainability. Over 75 per cent of global companies have explicitly
increased ESG (Environmental, Social, and Governance) targets in 2021, yet less than 50 percent are seeking greater supply
chain transparency (HSBC Navigator 2020 Report). Companies tend to shy away from disclosing sustainability transactions
because transparency is so difficult to explain. Supply chains
were not designed to be transparent. They can be somewhat
of a black box and companies worry what might be revealed if
they were to disclose information that could undermine their
competitive advantage, expose them to criticism, or result in
erroneous data from all links within the supply chain. Serai, an
HSBC digital platform, addresses these complex, interconnected problems and helps build traceability.
ReWire: Sustainability 2021 Executive Summary Report

Vivek Ramachandran, CEO, and Lindsey Hermes, Head of
Enterprise Solutions both at Serai, have valuable insight into
the importance of a transparent supply chain with tools Serai
provides to help companies achieve this.

Yet only <50% are seeking
greater supply chain transparency
Data taken from HSBC Navigator 2020 report

A new way of thinking is required and a key to success is the
incentivisation of sharing data. According to Ramachandran,
“Every T-shirt, every garment should have transparency to see
where it’s made, who it’s made by and the credentials of the
company making it.” That is incredibly difficult to do without
data providers being incentivised to share data. We need to
build a model so companies that share information about themselves are recognized and rewarded. You need incentives for the
data providers, not just the data recipients.
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Production of the GENESIS jeans:
Innovations to Absorb Risk for Industry
Cédric Vanhoeck, Founder & design-for-recycling expert at Resortecs
Erik Bang, Innovation Lead at H&M Foundation (Moderator)
Natasha Franck, Founder & CEO of EON
Walden Lam, Co-founder & Chief Hustler at Unspun

The most sustainable pair of jeans yet. Credit: H&M Foundation

Producing a single pair of jeans today requires an immense
amount of water and energy, and produces a significant amount
of pollution. Designed for circularity and disassembly in accordance with the Ellen MacArthur Jeans redesign program, the
GENESIS jeans is a cross-innovator, cross-partner collaboration
project that solves these challenges by combining disruptive
innovations from on-demand production / fit, traceability, to
disassembly and recycling. Moderated by Erik Bang, Innovation
Lead, H&M Foundation, the panel featured three H&M Global
Change Award Winners, who were behind the GENESIS jeans.
Walden Lam, Co-founder, Unspun, emphasized the desire to
focus, not just on circularity, but also on demand, addressing
the issue of waste more holistically. Natasha Franck, founder
and CEO of EON, spoke of the need to consider the “whole
lifecycle of a product and how it fits into the broader system, to
make something truly circular.”
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The case study demonstrated how innovation goes hand-inhand with collaboration. Lam explained that the GENESIS
project was a culmination of previous pilots (like ReBirth Jeans
between Unspun x Resortecs), demonstrating how innovation is
built upon past learnings and iteration. More importantly, this
initiative was driven by three startups which shows the remarkable leadership and impact these changemakers can have.
Cedric Vanhoeck, Founder, Resortecs, spoke of the courage and
conviction needed to just get started, and being comfortable
with “affordable loss”, for if you don’t, nothing will ever get
done. Bang agreed, saying: “We need innovations that can absorb risk for the whole of industry and no better way than pilots
empowered by collaboration.”

GENESIS jeans
- Unspun’s inventory-free systems of production creating customized jeans on demand
- Material: 99% GOTS certified organic Cotton, 1% Lycra
- Thread – Resortecs smart stitch thread which can be heated and
dissolved to make recycling feasible
- Button – made from non-electroplated raw zinc alloy, removable
for easy recycling or reuse
- Zipper – made from non-electroplated brass, zip tape is made
from post-consumer recycled polyester
- Enable resale and recycling – a scannable QR code, powered
by Eon’s Internet of Things platform, integrated into each pair of
GENESIS jeans makes it possible to track the origins and record
the life of the garment, ensuring the product and its materials can
be identified and authenticated for resale and recycling from one life
cycle to the next.
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Going Circular: Enabling Circular Models for Brands & Consumers
Alexander Chan, Co-director at The Mills Fabrica (Moderator)
Anthony Burns, COO at ACS
Felix Winckler, CCO & Co-founder at Reflaunt
Jeff Denby, Co-founder at The Renewal Workshop
Tanguy Frécon, Co-Founder & CEO at Lizee
The potential of circular business models continues to grow in
the apparel market—more and more rental and resale experiments and pilots are being launched and market growth is
outpacing traditional retail. This informed and passionate panel
discussed enabling technologies that help customers and brands
adopt circular business models.
As consumers become more engaged with sustainability issues,
circularity could be the key that unlocks the door to a more
sustainable future. Referencing learnings from consumer shift to
resale and rental, Tanguy Frécon, co-founder & CEO at Lizee,
stressed the importance for brands to pilot new re-use business
models to transition from a linear to a circular model.

Jeff Denby, co-founder at The Renewal Workshop, also emphasised the importance of sharing data in the whole process and
the valuable feedback which in turn will support data collection
that can shape a brand’s business going forward.
Lastly, the commitment to a more sustainable industry requires
changes both on personal and industry levels. As eloquently
stated by Anthony Burns, COO at ACS, “This is a people’s
business. Everything revolves around what people want and
what people are going to do. Can we affect those behaviors as
an industry? The industry has to affect its own behaviors and
only then can it affect the consumer’s behavior.”

Felix Winckler, Chief Commercial Officer & co-founder at
Reflaunt, endorsed the opportunities presented by the circular
economy for brands to engage consumers, to be a pioneer in
innovation and economic opportunity for businesses. Frécon
pointed out that considering circular models as a whole (first
renting then resale) actually increases the lifetime value that
brands can capture.

ReWire: Sustainability 2021 Executive Summary Report
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MOTIF RESOURCES
The Power of Circularity (Dame Ellen MacArthur) | BoF VOICES
On stage at #BoFVOICES Dame Ellen MacArthur challenges the fashion industry, where less than one
percent of garments are recycled, to work together to implement a circular economy.

MOTIF Recommends because…
Ellen MacArthur made yachting history in 2005, when she became the fastest solo sailor to circumnavigate the globe. In this presentation she shares how she applied her experiences and abilities to respect resources to the fashion industry. Some of the statistics she quotes are are shocking, including 73% of the 53 tonnes of clothing produced each year goes to landfill or is incinerated!
Is our beautiful industry really beautiful when we don’t respect our resources? How we can apply some of our natural creativity to
building new systems based on re-purposing regenerating products and materials... WATCH NOW.

ReWire: Sustainability 2021 Executive Summary Report
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STEPS
TOWARDS
ACTION
BY E-LEARNING PLATFORM MOTIF

A key takeaway from ReWire’s three days of inspiring
conversations and innovations was a reminder to all retailers and manufacturers not to get hung up on perfection. Any step, no matter how small or large, is a step in
the right direction. Just start - now.
Now that the global sustainability event is over, the hard
work begins. It is time to take the learnings, insights,
contacts, inspiration and turn them into actions. Not
just as individuals but as industry collaborators with our

“Now more than ever, how
we react as leaders and
how our people cope will
determine survival and ultimately success.”
– Catherine Cole, CEO, MOTIF

colleagues, teams, employers, and in our greater professional networks. There can be no competition in sustainability and no siloed approach if we are to scale, as an
industry, from proof of concept to wide scale change.
Meaning this is not something we can do alone. It will
require collaboration, sharing, education, training and
transparency to take our teams and businesses on this
fashion intervention journey. Here at MOTIF, we have
compiled our key takeaways AND a short list of action
items.

Be efficient in everything you do, efficient businesses are
less wasteful, more profitable and inherently sustainable.
Leverage innovation and technology, don’t be afraid to
change your legacy ways of working.
Make sustainability a business KPI. Think planet, people
and product and set company wide goals which are easy
to understand and everybody can get behind.
Drive quality and longevity in product and services to
combat price deflation and over consumption.
Make supply chain transparency a cornerstone for sustainability.
Inform and educate the consumer. Build a communication plan which talks to sustainability from concept to
commercialization. Walk the talk, greenwashing is only
damaging your brand.
Remember there are no quick fixes, sustainability is a
long term commitment, so have a three year plan.
But most important of all, remember intervention means

action. Try these out and tell us what you think! We want to
hear from you! #intervention4fashion.

As you begin to customize your own action plan, keep
these in mind:
ReWire: Sustainability 2021 Executive Summary Report
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YOUR INTERVENTION ACTION PLAN
Pull out your company’s organisation chart and identify those across

Does your company have a raw materials roadmap that outlines transition

functions that can act as change agents alongside you.

plans to 100% more sustainable fibres? If not, identify a way to advocate for

Identify a list of top resources you need for your own development plus
ones you can use to influence other stakeholders. Make a plan to share
them with your team, your stakeholders.
Identify the “experts” within your organisation or outside that can mentor
you when you need advice.
Are you aware of your company’s commitments to the following in 2021?
If not, identify the commitments made or what you need to do to advocate for a minimum 15% reduction in 2021. If yes, check on progress
and see what change you can make within your job scope and company
network towards the goal.
Measure and reduce water consumption
Reduce energy consumption
Recycle, repurpose and collect waste to ensure 99% is diverted from
landfill with specific focus on paper and plastic

this. If yes, identify steps being taken and identify at least a small way you
can personally advocate to support progress within the next three years.
Do you know what your company does to support a living wage in its supply
chain? Find one way you can campaign for this within your organisation.
Now it’s your turn, add your own here and then commit. Post it everywhere
with the hashtag “I commit to_________________.” #intervention4fashion

“Dream no small
dreams, for they
have no power to
move the hearts of
men.”
– Johann Wolfgang von Goethe
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About MOTIF

About The Mills Fabrica

MOTIF is the apparel knowledge hub that connects professionals around the world with
the skills and industry expertise they need to transform their businesses, lives and careers.
Launched in 2018 by parent company Alvanon, MOTIF tackles the industry need for evolving skill sets and continual learning.

Born from a heritage cotton textile mill in Hong Kong, today The Mills Fabrica has emerged as
an innovation platform for the circular economy.

Motif.org provides a unique online learning experience with education on important industry topics across the supply chain and training on fundamental, technical, business and
creative skills. MOTIF is working with top industry practitioners from around the world to
develop world-class courses, for fashion, apparel, footwear and accessories professionals
and corporates, that can be accessed from anywhere, at any time.

Next Spring 2021, its first international outpost will open in London’s Kings Cross area.

The Mills Fabrica offers a startup incubator, investment fund, co-working spaces, a retail
experiential store and labs with state of the art technology.

www.themillsfabrica.com

www.motif.org

Download our reports here

and contact us at contact@themillsfabrica.com

Take advantage of our
Sustainability Course Bundle
for only US$230 (save US$150!)

For more information on The Mills Fabrica reports and eco-system, please visit us at
themillsfabrica.com or email us at contact@themillsfabrica.com.

For more information on MOTIF courses and membership, please visit us at motif.org or send
an email to hello@motif.org.
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Supporting Organisations

Educational Partners

Media Partner
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70+ Speakers

from the following forward thinking institutions
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