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W
elcome to 
this edition 
of Labelling 
Fashion, the 

online magazine dedicated to 
exploring the fashion and textiles 
industry from a marketing and 
labelling perspective. This edition 
covers stories to help you market 
your products and fashion easier 
and more effectively and we look 
at some of the more unusual 
places you will find labels. 

The main marketing feature this 
month looks at how we use logos 
to convey our brands attributes 
and personality and how logos 
and labels are used on different 
products. We also have the normal 
roundup of latest news stories and 
comments affecting and shaping 
the industry.

We stray into the area of interior 
design and how fashion trends 
influence more than just the clothes 
we are wearing. Our image of 
ourselves extends to the fabrics, 
colours and accessories we choose 

to surround ourselves with in 
our homes.

Lucinda Gormley examines the 
rise of interior design and how the 
move from practical, unlabelled 
soft furnishings such as cushions 
and curtains have developed 
into labelled brands which have 
become an extension of our 
personal tastes and preferences. 

If you would like to submit 
content to any future editions of the 
magazine please email lynsey@

elbowmarketing.co.uk and we 
will do our best to include your 
interesting and relevant content.

Equally, if you would like to see 
us cover a particular topic which is 
relevant to you and your business, 
why not get in touch and let us know.

For more stories like this, why not 
follow us on Social media:

Editor’s note

Editorial team,  
Labelling Fashion

APRIL 2015
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Y
our logo is an important part of 
your brand identity. It conveys 
your brands personality and 
attributes. It communicates, at a 

single glance, what your products stand 
for and this couldn’t be more so than in 
the fashion and clothing industry.

Even without the company name, 
you can tell what the brand is from the 
device or logo alone and some of the 
biggest and oldest brands are clothing 
labels; Adidas, Nike, Ralph Lauren, 
Calvin Klein, Chanel and so on. 

Why is a logo so important?
Your logo is a visual signal to customers 
which tells them what your products 
stand for, what qualities they can expect 
from your brand and possibly what 
price they are likely to have to pay to 
wear your items.

Lynsey Bowen discusses the importance 
of logos in the fashion industry

parade
Identity
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But a logo is so much more than 
the identity of your products, if your 
customers choose to purchase and 
wear your clothing, and therefore your 
logo, they are associating themselves 
with your brand. Your logo becomes 
part of their identity, and on a wider 
social level, by branding themselves 
with certain logos, people are labelling 
themselves as part of a particular tribe.

Tribal behaviour has been a part 
of academic sociological studies for 
some years now and looks to establish 
a link between people’s behaviour in 
terms of their social interactions. And 
fashion, logos and branding have been 
shown to provide a strong social signal 
for people who are looking to join or 
participate in particular tribes.

A good example of this would be the 
Tommy Hilfiger brand which is known 
for creating a lifestyle brand. Their 
clothes (and other products), represent 
a particular lifestyle; ‘essence of classic 

American cool’ which transcends to 
the wearer. The Tommy Hilfiger logo 
represents the wearers ‘cool, classic 
American’ style which will give them 
a definite social identity. This identity 
is likely to appeal to a particular tribe 
within society and attract others with a 
similar social identity.

So, now we know that fashion logos 
are more than just an excuse to increase 
the price of a T-shirt, how do you 
create a logo that conveys your brands 
attributes and how do you display that 
logo on your clothes?

How can you create a logo 
suitable for your brand?
There is no one single answer to this 
I’m afraid. There are many pieces of 
this puzzle which must be invested in to 
create a logo that successfully conveys 
your brands attributes.

Colour, size, level of detail and 
whether to include the name alongside 
the logo device, are all elements of 
logo design which must be considered 
alongside, of course, the brand 
attributes themselves. It is a difficult 
alchemy to balance. 

Colours are usually limited to one or 
two main colours which are continued 
throughout the brand and all logos are 
capable of being used in monotone 
(black and white) as well as full 

colour to ensure they are as flexible 
as possible.

There are normally a number 
of different versions of a logo to 
accommodate the different ways it will 
be used but the two biggest variations 
are the device-only logo or the logo 
which includes the name of the brand. 

A logo must work, especially in 
the fashion industry across all different 
sizes and, wherever possible, should 
be flexible enough to work in different 
shapes e.g. square, circular and 
rectangle. This is because the logo 
needs to fit on the product, normally in 
label format on a main seam. 

In fact there are many options for 
logos to be displayed on clothing 
garments and as technology develops 
the options become innumerable. It is 
common for the brands logo, mostly 
device only, to be on the woven label 
of the products but that only serves the 
purpose of ‘branding’ the product and 
fashion designs realised a long time 
ago that wasn’t enough. Wearers who 
were buying their products wanted 

other people to know what brands they 
were wearing, which brings us back to 
clothing brands and logos as part of 
tribal behaviour within society.

As a result, logos need to be 
displayed outwardly on clothing so the 
fashion industry needed to find creative 
and innovate ways of branding their 
products and labelling has been at the 
heart of this movement.

With brands such as Levi making the 
most of the Jacron label to display their 
famous 501s to accessory labels using 
zipper pulls with logos on. There is no 
limit to the number of creative ways 
clothing can display the logo of the 
brand you are wearing! 

IF YOUR 
CUSTOMERS 

CHOOSE TO PURCHASE 
AND WEAR YOUR 
CLOTHING, AND 
THEREFORE YOUR LOGO, 
THEY ARE ASSOCIATING 
THEMSELVES WITH YOUR 
BRAND 

Source: GB Labels 
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The fashion label has come under 

the cosh from the celebrity world for 

expressing unpopular views about 

same-sex families and IVF children.

Elton John started a campaign last 
month to boycott the famous fashion 
brand, Dolce and Gabbana. The 
legendary singer was deeply offended 
by the fashion labels comments in a 
magazine interview where they called 
children born through IVF “synthetic”. 
Unfortunately, it didn’t stop there, the 
fashion icons went on to reject same-
sex families.

This deeply offended Sir Elton 
John, who has adopted two sons 
with his husband, David Furnish 
who took to Twitter with hashtag 
campaign #BoycottDolceGabbana. 
He encouraged others to follow his 
lead by boycotting the famous brand. 
He also wrote on Instagram: “How 
dare you refer to my beautiful children 
as ‘synthetic’.”

Stefano Gabbana has since 
responded to the boycott campaign 

saying that “It was 
never our intention 
to judge other 
people’s choices.” 
Adding that “We do 
believe in freedom 
and love.”

As two gay 
men, Domenico 
Dolce and Stefano 
Gabbana, have 
rejected same-sex 
marriage in the 
past, despite being a couple for 23 
years before their split in 2005. In their 
recent interview with Italian Magazine, 
Panarama, they maintain their views on 
traditional family units stating that “We 
oppose gay adoption.” 

However, Sir Elton John is not the 
only celebrity who has been outraged 
and hurt by the designer pairs comments 
on parental style and dynamics. 
Courtney Love also took to Twitter to 
condemn the comments as “senseless 
bigotry!” and Peter Crouch stating that 

he is “now going to have to turn down 
the next ad campaign.”

It didn’t end there though – Dolce 
and Gabbana have retaliated calling Sir 
Elton John a fascist for boycotting their 
clothing range.

Not really the sort of publicity the 
Italian designers were looking for off the 
back of fashion week season but the 
row is set to run and run so watch this 
space – and maybe Twitter! 

Derby County FC’s Captain, Shaun 

Barker is showing his skills off the pitch 

as well as on it as he lends his support 

to creative studio ‘The Bleach Room’. 

Following a lifelong interest in clothes, 
fashion-magazines and style-blogs, 
2010 saw Barker help his friend set up 

a creative design business based in East 
London called The Bleach Room which 
designs, creates, produces branding, 
websites, product develop and works 
with some of the best stores in the 
world. He also supports the clothing 
line SONS Clothing, also based in East 
London, which brings together urban 
music and fashion trends to create an 
innovative range of clothing. 

But it doesn’t stop there, Shaun Barker 
is very keen to promote and support 
local charities so he has set up his own; 
The Shaun Barker Foundation. This is 
where he can support the three different 
areas he is most passionate about; Arts 
and Culture, Sports in the community 
and Social care. We will be looking at 
this in more detail in future editions so 
good luck to Shaun. 

Is Gisele Really 
Retiring?

Rumours have it that the world’s 

highest-paid model for almost a 

decade, and a catwalk veteran of 

almost 20 years, could be ready to 

take her final turn on the catwalk.

Whispers originating from Brazilian 
daily Moda Estadão suggesting that 
the supermodel plans to end her 
prolific catwalk career on home turf, 
walking her final show for Colcci at 
São Paulo Fashion Week in April.

Bündchen is a long-time face of 
the brand, and has walked in the 
show many times before. We wish 
her all the luck in the world! 

Dolce & Gabbana V John & Furnish: Round 1

Football and fashion –  
A tale as old as time

D&G: Family un-friendly

Shaun Barker: Life of two halves

Gisele Bündchen: Final turn?
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Dina Torkia is a fashion blogger who is 

well known for her subversive approach 

to wearing the Hijab. She has received 

criticism in recent times for wearing 

her Hijab, the traditional headwear 

of Muslim women, in different ways 

depending on her style and fashion 

preferences, and her outfit on that day!

Her recent TV documentary sees her 
entering an Indonesian Beauty Pageant 

‘World Muslimah’ which looks at the 
role of women in the country with the 
largest Muslim community in the world. 
Torkia learnt about “how the hijab is 
worn in so many different ways based 
on different cultures, not religion”, which 
is not the case here in the UK.

The discussion continued online at 
BBC Taster, an interactive site, which 
airs thoughts on the hijab from Muslim 
women around the world.

Torkia says Indonesia was an eye 
opener for her “as a place where the 
hijab is the norm for women, rather than 
the other way round, as in the UK, where 
it could be seen as a mark of difference. 
“You have pop stars with hijabs!”

Could we be seeing the tide of 
change turning for Muslim women as 
the Hijab becomes a fashion item as 
well as a religious symbol and not just 
a signal for society to label them as 
different? We hope so. 

When Daniel Harris rescued 

a rusting loom from an old 

barn in rural Wales, it led to 

the creation of London’s first 

micro-mill.

Established in 2011, the 
London Cloth Company uses 
traditional weaving techniques 
and a range of equipment 
dating all the way back to 
the 1870s.

The peddle-powered loom allows 
Daniel to realise his dream of weaving 
enough fabric to create a jacket. But 
it didn’t stop there. Three years on, 
the company supplies woven cloth 
to a growing number of designers, 
companies and individuals.

The BBC went to see Daniel Harris 
at work and filmed him talking 

passionately about weaving and how 
he has looked to the past for inspiration. 

Daniel explains how very little has 
changed in weaving over the years but 
whilst the techniques are the same, the 
technology has moved on and modern 
looms were not going to be an option 
for the start-up so he turned his attention 
to older loom technology.

He found his Victorian loom in a barn 
on the Welsh borders in a barn which 
was due to be pulled down. Whilst 
there is ongoing maintenance work 
to be done on his antique weaving 
machine, Daniel is thrilled with the 
output so far. 

Sainsbury’s clothing 
arm grows

The clothing arm of one of the 

UKs top four supermarket chains, 

Sainsbury’s, is growing despite the rest 

of the chain seeing a drop in sales.

Tu Clothing is the range offered 
exclusively by the supermarket which 
has seen a 6% growth year on year 
in Q4 of 2014. This is in comparison 
to the 0.3% decrease in overall sales 
for Sainsbury’s.

This growth in Tu Clothing sales 
could be due to a trial of online 
sales which started in the Midlands 
and was expanded in January 2015 
to include London and the Southeast. 
If the trial goes well and expands to 
cover the rest of the UK, sales could 
grow further.

But is this indicative of the way 
the fashion industry is going? We 
don’t think so. Marketing Consultant, 
Lynsey J Bowen comments “There 
will always be a selection of any 
market which is price lead and all 
supermarket clothing brands fulfil this 
area of the market. There is also the 
convenience factor with supermarket 
clothing – it is convenient and cheap 
to pick up the odd item of clothing 
whilst doing your weekly shop. This 
won’t detract from the time and 
money spent on other areas of the 
fashion industry.” 

Fashion and religion –  
Can you mix the two?

Weaving modern cloth with 
Victorian looms

Dina Torkia: Religiously fashionable

London Cloth Company: Weaving a future

Sainsbury’s: Wearing it well
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L
abels. What does the word conjure 
up for you? 

If a white label of care instructions 
or a basic woven label in the neck 

of your favourite jumper springs to mind, 
then there’s little wonder. After all, these 
are the types of labels you’re most 
familiar with.

But labels are everywhere, from the 
moment you wake up to the moment you 
go to bed. They’re in your underwear 

and on your duvet covers. They’re on 
cushions, towels, coats and cuddly toys. 
In fact, at this very moment, it’s likely 
that you’re harbouring at least three of 
them in your clothing (assuming you’re 
wearing some).

But what about the labels you 
don’t see – the ones you didn’t even 
realise existed? 

This article looks at the more unusual 
uses and places you will find labels 

Justine Kiddy looks at labelling 
in unlikely places

markings
Unusual
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being used – and it’s not just branding. 
There are some really functional and 
practical uses of labels and badges 
around the world.

You’ll be surprised where they 
show up!

Trees and plants
In parks and gardens across the 
country, horticulturists nurture some of the 
most wonderful plants and trees. Few 
of us see beyond their unusual colour 
or pretty foliage, which is why the more 
ingenious gardeners have turned to 
labels to help us both recognise and 
identify these beautiful specimens. 

In the style of a swing ticket, labels 
can be easily hung from a branch 
or stem without causing damage. 
Information such as the species, age 
or characteristics of the plant can be 
printed on the ticket, encouraging 
admirers to get up close and appreciate 
the gardener’s work or to learn more 
about the plant. In this way, labels 
prove themselves to be a wonderful 
educational tool.

Technology
From the natural to the high-tech, 
labels bridge the boundaries. They’re 

commonly found on 
mobile phone and tablet 
cases, especially the big 
branded ones, but they 
can also be incorporated 
seamlessly into the sharp 
and sleek designs that we 
associate with the latest 
technology. Labels need 
to be practical as well as 
visual these days.

Take this graphics tablet by Wacom. 
The label not only promotes the brand 
and communicates the sleek brand 
attributes, but it is also an important style 
feature and appears on the company’s 
complete range. 

It’s functional too – when not in use, 
the stylus fits perfectly inside the label, 
keeping it safe from loss and damage. 
The perfect solution for the busy, 
commuting designer.

This is an excellent example of the 
innovative use of labels as a feature and 
not just as a branding element! 

Life saving equipment
Labels aren’t just used on the 
inside of clothing. We see labels 
becoming features in their own 
right more and more but now we 
are witnessing them as functional 
parts of garments – zipper pulls 
are a great example of this. 

Don’t underestimate 
the power of the label. In 
desperate situations, the 
humble zipper pull has helped 
to save the lives of many an 
ill-fated explorer. Survival or 

‘bivvy’ bags, life jackets and stretchers 
often come equipped with zipper pulls 
to ensure that cold or injured fingers can 
achieve a good fit when it’s needed 
the most.

Meanwhile, the information label 
that appears on the inside of all safety 
helmets (and is often overlooked), tells 
us exactly how much protection we’re 
giving to our head and most importantly, 
whether it meets the legal safety 
standards. We have a lot to thank these 
life saving labels for!

Horse rugs
Nothing sells quality like a brand that 
outlasts its rivals, but where mud, water 
and four legs are concerned, nothing 
remains pristine. Horse rugs should be 
the epitome of durable and the ability 
to withstand wind, rain, snagging and 
catching has to extend to the label too. 

When strong and sturdy are the order 
of the day, you’ll find silicone labels are 

the answer – they’re waterproof, resilient 
and stick to fabric without compromising 
the water tightness. No wonder they 
can be found on horse rugs across the 
country, not to mention countless other 
weather faring fear such as wellies 
and umberellas. 

IN THE STYLE 
OF A SWING 

TICKET, LABELS CAN BE 
EASILY HUNG FROM A 
BRANCH OR STEM 
WITHOUT CAUSING 
DAMAGE 

Source: Thurston Nature Center

Source: Wacom
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W
hen I used to think 
of ‘interior design’ I 
would automatically 
think of Laurence 

Llewelyn-Bowen painting walls red and 
covering sofas with velvet. Perhaps 
these episodes of Changing Rooms 
were enough to put people off letting 
the professionals loose in the revamping 
process of doing up their homes, but 
perhaps not? 

If you weren’t thinking of Laurence, 
I could bet you would be thinking of 
decorating a dolls house when you 
were younger; where you would 

decorate it, furnish it and occasionally 
put wallpaper up. 

What does Interior design mean to 
you? Personally, I would rather learn a 
new skill, have fun and create something 
beautiful than pay for a professional 
to do it. The rise of social networking 
websites such as Pinterest and YouTube 
will lead you to believe that you can do 
anything, and why not? 

Why pay for a patchwork 
upholstered armchair when you can 
stitch your favourite patterns together 
and upholster it yourself? Creating 
your own branding labels is a fun 

Lucinda Gormley reviews the rise 
of interior design

inspiration
Internal
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way to start a new business if you 
are thinking of taking your passion to 
professional levels. 

You need labels which are going to 
reflect the high quality of your products, 
and your style, just like you would 
choose your fabrics and colours. For 
more information about high quality 
labels to reflect your passions check 
out GB Labels. 

Making and/or fixing things yourself 
is definitely the cheaper option, and 
you don’t need an awful lot of money to 
make your home look good and to your 
taste, you just need to ensure you stick to 
time frames and your planned budget in 
order to finish the job efficiently. 

The rise of interior design has 
also helped the rise of small start-up 

businesses, many men and women have 
found their calling through their passions 
and now they are able to make money 
from it. 

The ‘make do and mend’ ideals of 
living is being brought back from the 
post-war Britain and people are now 
creating video tutorials on YouTube 
about everything you could possibly 
think of; from hanging wallpaper to 
picking the right shade of white for your 
bathroom walls. 

Be warned, there is a difference 
between decorators and designers. The 
difference between the two is usually 
the fact that a designer has studied to 
become a designer, don’t let this put 
you off from tapping into your passions. 
Interior design is a competitive field, 
the key to being successful is to get 
yourself noticed. 

Interior design is not simply about 
making your living room look pretty; 
interior designers can be found in 
schools, offices, architectural buildings, 
restaurants and shopping centres. Every 
day people are getting busier and 
busier and as the economy grows, 
the need for interior designers will 
grow also. Don’t see the link? Here’s 
why: because people don’t have the 
time to decorate and create happy 
atmospheres, they have to rely on the 
advice of the professionals. 

Inspiration is everywhere. Inspiration 
is in magazines, on the internet, on 
the television, in your favourite films 
even on the street as you walk to work. 
Thinking what a room will be like is 
more than just what it looks like, how is 
the room going to make you feel? What 
atmosphere will it bring? If the answer 
is anything other than ‘happy’ you may 
need to go back to your mood board. 

House prices are getting increasingly 
more expensive as we emerge from 
recession, and many people find 
themselves living in a smaller house or 
flat that they hoped. 

Utilising space is so important in 
modern designs of homes. Utilising 
optimum available space and having 
home furnishings for this particular 
purpose has multiple uses. For example; 
beds which have storage underneath 
them become dual purpose. 

This avoids having items out which 
do not look so elegant and being able 
to put them away in a draw under the 
bed. Contemporary homes need to be 
saving money where they can, with the 
help of your interior designer you can 
install elegant, yet economical lighting, 
solving the purpose of styling the house 
to a stylish finish and choosing lights 
which consume less power. 

Interior design in 2015 is all about 
using space effectively; no longer 
do many people have the luxury of 
redecorating their 4 bedroomed house, 
many families only manage to decorate 
one room per year. 

The rise of Interior design and DIY 
has certainly hit its peak over the last 
10 years as homeowners now realize 
that they cannot afford a perfect and 
professional touch throughout their 
whole house, but instead they can make 
do with personal touches and charming 
homegrown imperfections. 

MANY MEN 
AND WOMEN 

HAVE FOUND THEIR 
CALLING THROUGH 
THEIR PASSIONS AND 
NOW THEY ARE ABLE 
TO MAKE MONEY 
FROM IT 

Source: Country Living

Credit: YouTube
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