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W

elcome to the
first edition
of Labelling
Fashion, the
online magazine dedicated to
exploring the fashion and textiles
industry from a marketing and
labelling perspective. Inside
you will find stories to help
you market your products
and fashion easier and more
effectively, alongside the latest
news affecting and shaping
the industry.
As we are fresh off the back of
some of the most famous fashion
weeks from the biggest cities on
the fashion map, this edition looks
at branding in the fashion industry
and how quality, labels, celebrity
endorsements and the skill of
branding a fashion label are all
playing their part in 2015.
A particularly interesting trend
we have noticed from the last few
weeks is the focus placed on bigdata to help inform the decisions
fashion housing are making about
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the collections they launch and
when. Whilst there is a balance to
be struck in such a creative industry,
between artistry and science,
there is definitely a move towards
data driven decision-making on
the catwalks this year. This is
definitely something to watch as
2015 progresses.
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:
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Contents

Marketing:
Branding
trends in
the fashion
industry

04

News:
Stories and
comments
from the
industry

06

Case Study:
How the
Beckhams
have built
their brand

08

Review:

Editorial team,
Labelling Fashion

The textiles
industry
across the
world

10

Labelling Fashion | March 2015

03

Marketing

Branding

trends
Lynsey Bowen takes a look at
branding in the fashion industry

T

he UK’s economy grew by 2.6%
in 2014 according to the BBC in
January. With the fastest growth
since 2007 all sectors are feeling
the benefits of lower petrol prices and a
growing economy but non-more so than
the retail sector. Despite having a slightly
disappointing Christmas period on the
High street, the retail sector has benefited
from increased online sales trends.
So, with growth and expansion on
the horizon, how can fashion brands
keep up? How are new fashion labels
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going to enter the market competitively
and how can existing brands remain
competitive in this growing market?
There is a lot of buzz around
content marketing, social media and
online conversion rates (all of which, I
agree, are important) as key parts of a
successful marketing mix for a fashion
brand but traditional branding should
not be overlooked in this digital era.

The truth is that branding is still as
important as ever.
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Jack Wills brand which has positioned
itself as quality British fashion clothing.
Everything about their product, their
route to market and their brand conveys
these qualities.

Branding fashion labels

New fashion, clothing and accessory
companies need to understand what
they are trying to communicate to their
customers. What are their values, USP
and why should their target market
care? These are all questions that, once
answered by the business, need to be
communicated to their target market
– this is where good old-fashioned
branding comes in.

What is branding in the
fashion industry?
It isn’t that different to branding in
any other industry, as the following
definition shows;

A brand is a cluster of functional
and emotional values that
enables organisations to make
a promise about unique and
welcomed experiences. –
de Chernatony
If we apply this definition to a fashion
business, branding is the difference
between a T-shirt and a T-shirt which
represents and conveys your company’s
values, qualities and personality.
Branding in the fashion sector is
nothing new, and many of the world’s
biggest brands are clothing brands, and
old ones at that; Burberry, Adidas, Nike
and so on… But how can you create a
brand in this digital era?
As the old adage goes; the whole
is greater than the sum of its parts and
branding is the same. It is a combination
of different tactics which together
create a brand; logo, slogan, tone,
personality, pricing strategy and so on.
Once a company has established what
their brand stands for and what they
want it to represent, all other business
decisions are based around those
principals. A great example of this is the
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So, you have decided on your brand
qualities and you know what you
want your brand to convey about your
business and, most importantly, your
products, but how do you create this
brand and how do you communicate
it? A large part of the answer for the
fashion industry is labelling.
Labelling in the fashion industry is so
important it has become synonymous
with the industry itself. We refer to
clothing companies as fashion labels
because it is the label which sets it
apart from its competitors. It is the
label which communicates the
values of the company, the
creativity of the designer
and the quality of the
manufacturers.
We have touched
on the other elements
“It used to
used to communicate
be that fashion
a fashion brand such
and clothing
as logo, colours,
companies just
quality of product
wanted woven
and design style but
labels for the inside
all of these are wrapped
of their products but
up and communicated
now we are asked
Pete Gregory, GB Labels
through some form
for woven badges
of labelling. Think of these branding
in a variety of colours and sizes to
elements as passengers in a car – the
accommodate logos and slogans.
car itself, is the label!
It doesn’t stop there, as technology
Director of GB Labels, Pete Gregory,
has developed, brands now want
talks about how he has seen the
to demonstrate the quality of their
development of labels as marketing and
products through labelling with the use
branding trends have developed.
of embossed labels, Silicone labels and
it’s not just denim manufactures who are
enquiring about Jacron labels.
We have to stay ahead of the trends
WE REFER TO
to make sure we can meet the needs of
the fashion and clothing industry as they
CLOTHING
look for new and innovative ways to
COMPANIES AS
use labelling to let their customers know
what their products represent.”
FASHION LABELS
The next time you are quickly
ordering a batch of woven labels with
BECAUSE IT IS THE
little thought to their use, stop and think
LABEL WHICH SETS IT
about what they are saying about your
brand and consider the options. A
APART FROM ITS
label is so much more than a label, it is
COMPETITORS
representative of your whole brand.
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News

All sectors are investing to transform Brooklyn
into New York’s new capital of couture
New York has always been associated
with high fashion but now, even the
Mayor is getting in on the act as he
confirms his investment in a fashion
incubator in South Williamsburg.
This will be in addition to a fashion
industry hub in Sunset Park which
is being funded by a variety
of investors.
With the space and skilled workforce
to revive New York City’s once powerful
fashion manufacturing industry, Brooklyn
has more than 25 years of garment
manufacturing history which it intends to
put to good use.
Across the world, people are craving
clothes and accessories which have
come from Brooklyn due to its abundant
style, making the borough a fairly safe
investment for both the public and
private sectors of New York.

The presence of stars
such as Kanye West
at last month’s New
York Fashion Week
demonstrates the strength
of the appeal the district
has for the fashion
conscious. West was
there to present his latest
Adidas collection which
took the form of a more
intimate and low-key affair compared to
his notorious Paris Fashion Week debut.
With Estate4, the developers that made
Milan a fashion powerhouse, acquiring
property throughout Red Hook, Southern
Brooklyn’s waterfront, Brooklyn has never
been a more attractive place for new and
established fashion brands to move to.
The support for the fashion sector
in this area is long overdue with

GB Labels growth plans are
18 months ahead of schedule

Derby: Home city
Following their launch in January 2014,
GB Labels have gone from strength to
strength and Director Pete Gregory,
attributes much of this success to hard
work and strategic investment in key
areas of the business.
GB Labels was formed as a sister
company to GB Name Tags and
supplies labels to the fashion and textile
industry. As weavers by trade, Pete
and his sons still use the same factory
in South Wales to manufacture their
labels so they can be assured of quality
and reliability.
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The business relocated back to the
director’s home city of Derby where
they have a prominent office in the cities
creative quarter. From here GB Labels
have formed some strategic partnerships
which have helped the business to
achieve its growth targets 18 months
ahead of schedule.
Pete and his two sons, who are also
part of the business, have worked hard
to establish this level of traction in a
competitive market and acknowledge
their success has been a collaboration.
With funding from Derby Coaching for
Success and the expertise of businesses
such as Revolver Revolver Ltd and Elbow
Marketing Ltd, GB Labels look set to
continue their growth as they provide
the clothing labels for the likes of Red
Bull, the FIA and Derby County FC Club
Captain and Central Defender Shaun
Barker’s clothing line.

Brooklyn: Fashion facelift
manufacturing jobs in the apparel sector
shrinking to 16,100 in 2013, from
23,500 in 2007, according to the U.S.
Bureau of Labor Statistics.
The long-term trend will be hard to
turn around, but the incubator programs
are aiming high and with economic and
commercial support, New York seems set
to become the ‘go-to’ place for fashion
and style in the very near future.

Lipcote and
Talenthouse
join forces for
London Fashion
Week illustration
competition
Last month’s London Fashion week
saw designers and artists invited
to submit an original piece of work
that best captured their vision of
fashion, beauty and the catwalk.
The winner received a bursary
of £2,000 and attended Preen’s
London Fashion Week Show on
22 February where they illustrated
the collection live. The winner’s
work was then broadcast across
Lipcote’s social media channels
and they have gone on to have the
opportunity to work with Lipcote
on an upcoming campaign. Great
example of collaborative working in
the fashion sector!
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Topshop forced to pay
Rihanna’s £1.5m legal bill
The leading high-street retailer,
Topshop, has been order to pay singer
Rihanna’s legal costs by the High Court.
Topshop have been in an ongoing
and lengthy legal battle with the singer
following the sale of a T-shirt which
featured an image of Rihanna without
her permission. In September 2013,
Rihanna successfully sued the high-street
chain for £3.3M.
At the time, the singer had an
exclusive design agreement with rival
retailer, River Island which saw her
specifically designing clothes for them.
In January of this year, an additional
ruling meant that Topshop must refrain
from selling the T-shirt in question
immediately.
However, following the case,
Topshop refused to pay the legal costs
of the singer arguing that there was no
real basis for them to.

231-year-old family-owned firm
have been making knitwear in
Derbyshire since their conception
but recently announced they are
to close their Clay Cross factory.
But what will this mean for the 47
people employed there?

Topshop: Legal dispute
However, last month’s ruling by the
High Court stating that, in addition to
the original ruling, Topshop should pay
the singers legal costs in addition to their
own meaning the retailer now has a bill
for £1.5M and £500,000.
Toyshop’s lawyers argued that these
were unreasonable cost to have to pay
but the High Court dismissed this and
ruled the costs as reasonable.

Microsoft brings technology
to the fashion sector with
smart scarf

Smart Scarf: All emotional
The IT software giant’s research team
have designed and built a prototype
of a scarf which can manage the
emotional state of its wearer and of
those around it.
The smart scarf, nick-named Swarm
(Sensing Whether Affect Requires
Mediation), uses state of the art
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John Smedley
factory closure
leaves jobs at risk

technology to monitor the wearers’
mood. Sensors are used to monitor
physical responses, such as heart rate
and perspiration levels, and then sends
these readings, via Bluetooth, to the
scarf. The scarf then reacts accordingly.
The scarf is made from material
which can alter the temperature the
wearer experiences from the scarf
through heat-producing interchangeable
modules which are linked together with
metal snaps.
Technology which monitors physical
reactions within the body, and then
transmits this information to a specified
device such as a smart phone, is
developing all the time and similar
products such as the smart watch are
already available market wide.

John Smedley have confirmed
there will be a further 21 new jobs
created at their Lea Mills location
when the Clay Cross operations are
consolidated there.
The firm have a proud history of
manufacturing its famous knitwear
in the UK and is known for its family
heritage. Managing director Ian
Maclean said: “We’re very much a
family firm so naturally it’s very sad
when even a small number of jobs
must be put at risk.”
Following losses in 2010, the
family-owned business claims it is
now making a profit due to what it
refers to as a “skills investment and
productivity improvement” and this
business strategy remains firmly on
course with the recent appointment
of former Toyota UK managing
director Dr Bryan Jackson.
Further evidence the fashion
brand is adopting an aggressive
marketing strategy comes from their
celebrity association with members
of the hit band, One Direction.

The idea behind Microsoft’s
technology being about to monitor
physical responses and interpret them
as emotional states was devised to help
people who find it difficult to interpret
emotional states such as those with
Autism Spectrum Disorder.
Whilst Microsoft are not planning
to develop this product, they are keen
to explore the different benefits and
purposes this technology could have.
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Case Study

Brand

Beckham
W

hat do you think about
when you hear the
word Beckham?
Do you think of
football? Or perhaps the Spice Girls?
Both David and Victoria Beckham were
tremendously successful separately,
but together they have become an
unstoppable force that is ‘Brand
Beckham’. Between the pair of them
they have extended their brand to
include; fashion, entertainment, football,
endorsements, various documentaries
and autobiographies. Put simply, they
dominate both the fashion industry and
the celebrity domain.

08

Labelling Fashion | March 2015

David and victoria perfectly illustrate
how two (very attractive) heads
are better than one to exceed all
expectations. Together they combine
their individual strengths to create their
own products, clothing lines, to advertise
£billion brands and to dominate
the market.
In December 2014 rumors spread
like wildfire that David had reportedly
signed a new deal with a clothing
brands company, prompting speculation
that he was going to be following in
Victoria’s footsteps and starting his
own fashion label. The clothing brand
company in question, Global Brands is

Source: Adidas

Lucinda Gormley finds out how the Beckhams
have used labelling to build their brand
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Source: Design Week

the well-known distributor of Calvin Klein
and Tommy Hilfiger clothing and felt that
David was a good fit. All we wonder
now, is what item is going to launch
David’s brand further.
This won’t be the first time that Becks
has dipped his feet into the fashion
industry. He has famously collaborated
with Adidas, Emporio Armani and
H&M, it is unlikely you would have
leafed through a magazine and not
seen Becks in his pants or advertising
an aftershave.
I wonder what Beckham’s logo will
look like? I can imagine that he will
want to move away from the sports
industry to be taken seriously within the
fashion realm. No doubt there will be no
expense spared in order to create the
perfect brand name, logo, trademark
and image. In the fashion industry, the
role of logos has dramatically changed
over time, no doubt fashion makers 80
years ago would be horrified to think
that designers would display logos and
labels on the apparel for all to see, but
the world is a very different place now,
and is continuing to change.

their brand identity
perfectly and supply
the finishing touch to
a garment. Choosing
the right label
enables designers
and fashion houses to distinguish
themselves from their competition, this
is crucial for brand Beckham and their
venture into the fashion industry.
Burberry was the first high end
fashion house to notice a rising star in
the making when they signed Romeo
Beckham to their advertising campaign.
He is the first of the Beckham children
to enter the fashion industry with such

CHOOSING
THE RIGHT LABEL
ENABLES DESIGNERS
AND FASHION HOUSES
TO DISTINGUISH
THEMSELVES FROM THEIR
COMPETITION
force, never mind his parents boosting
the sales of trainers and underwear,
now the Beckhams are boosting the
sales of £1,500 coats.
The success of the campaign was
obviously good for Burberry and
Romeo Beckham, but it also marks the

expansion of Brand Beckham into the
next generation. The campaign also
marked a first for the brand with it being
Burberry’s first ever Christmas campaign.
Once the advert exploded onto cinema
screens and social media is no surprise
that more 12 year olds worldwide are
now wearing the tanned trench coat.
To see Romeo’s fashion debut
click here.

Getting it right
Creating a brand from scratch, or
‘rebranding’ can be difficult at the best
of times, but when you are already an
established name in the world it is even
more important to get it right first time.
Being consistent is crucial, you need to
make sure that you are offering the same
message with your brand, no matter
what you are selling. It is important to
remember that Quality will always sell,
customers love honestly and sincerity,
target the right customers and you are
half way there.
If you are planning to create a range
of clothing with different garments, you
will want to personalise and be creative
with your labels. Customers look at
labels more than you think they would;
how often have your friends looked at
the label of your new dress because
they want to buy it in a different colour
or size? Make sure that what your
potential customers are looking at is
eye catching, creative, well made,
memorable and unique.

High quality
As a customer of high end fashion
brands himself, Beckham will surely
recognise that consumers will not just
pay for high end fabric quality, material
and workmanship, they will also pay
for the brand and what the brand
represents. This is perhaps why the
content and quality of the label itself has
to be second to none, whether Becks
will choose fabric, woven, adhesive or
polymer labels we don’t know, but no
doubt they will be of the highest quality
and design.
Labels have to blend design and
product functionality whilst conveying the
brands attributes of quality. Companies
like GB Labels use their wealth of
knowledge and creativity to bring
to life a customers concept to match
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Review

World’s

fair

Kerry Wilkinson reviews the
textiles industry across the world

T

he labelling of imported clothing,
especially cotton garments,
is something of a minefield in
the UK.
Current EU regulations require that
cotton clothing is labelled with its
country of origin, but do not cover
any aspect of how and by whom it is
produced in that country.
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THERE HAS BEEN MUCH RECENT PUBLICITY
CONCERNING SEVERAL WELL-KNOWN
STORES WHICH HAVE BEEN SOURCING CLOTHING
MADE BY WORKERS IN UNREGULATED FOREIGN
FACTORIES
Coincidentally, the main places in
the world that cotton is grown have
workforces that are amongst the poorest
paid e.g. India, Pakistan, China.
There has been much recent
publicity concerning several wellknown stores which have been
sourcing clothing made by workers in
unregulated foreign factories. These
exposures have shown that many of the
workers are children who are made to
endure appalling conditions for very
little remuneration.
After numerous years of buying
‘cheap’ (cotton) garments, made in
far off countries by low paid workers,
consumers are loathed to part with
more money for the same items to
be made in the UK under proper,
regulated conditions.
Having said that, there is an
increasing awareness of the conditions
that foreign workforces, indirectly
employed by many high-street chains,
toil under to provide ‘cheap’ fashion
clothing and accessories.

adornments to a garment i.e. buttons,
zips, transfers etc.
Worse still, Fairtrade is only involved
in the growing of the cotton, beyond
that it has no input whatsoever with
regard to the manufacturing process or
how and by whom this is executed.
In some ways this is leading
purchasers to pay extra for something
they believe to have been created in a
completely satisfactory and regulated
way, but this is far from the truth.
The labelling debate continues, but
in the meantime, several other initiatives
are slowly coming to the fore, covering
different aspects of this quandary.
Amongst the concerns being addressed
are: the use of pesticides, organic growing
and ethical manufacture.
In addition (and most importantly),
correct, informative labelling of garments
which make the consumer FULLY aware
of the origins of a garment from growth
of the cotton plant to the packaging of
the finished article.
Here is a brief overview of the
best known:

Fairtrade labelling in the UK
Whilst all items imported into the UK
are required to be labelled, this does
not always reflect the true origins
and content of the item in question
e.g. Fairtrade.
Buy a banana with the Fairtrade
label and you are assured that it has
been sourced from specific growers
who are ethical and treat their
workers accordingly.
Buy a cotton T-shirt with the Fairtrade
label and the story is completely
different. For
starters, the
garment only has
to contain 50% of
Fairtrade cotton
and the Fairtrade
label does
not cover any
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The World Fair Trade
Organisation (WFTO)
The aim of this
organisation is to
provide a complete
overview of the
entire clothes
manufacturing
process by
applying 10 principles to their members
and ensuring they adhere to them.
These principles cover areas such
as monitoring the impact of industry on
the environment, working conditions,
especially for women, child labour and
fair selling prices for manufactured items.

The Soil Association
The Soil Association regulates the
requirements which allow organic

labelling. Goods
produced under
their umbrella
are entitled
to carry the
GOTS (Global
Organic Textile
Standard) label, which is
internationally recognised.
The Soil Association is largely
concerned with organically grown
products and has very specific
regulations that ban the use of any
genetically modified product.
In addition, an increasing part of its
requirements are concerned with the
welfare of those people involved in all
phases i.e. growing, processing and
manufacturing. Child labour is banned
and all workers are required to be paid
a ‘living wage’.

Fair Wear
Slightly less wellknown than the
others is The Fair
Wear Foundation
(FWF). This is
a not-for-profit
organisation whose
main concern
is specifically with the welfare of
garment workers.
Their aim is to install implementation
of a ‘Code of Labour Practices’ for
garment producers which encompasses
working hours, factory conditions, and
particularly the suitability of employees
with regard to age.
All factories which can use this label
are monitored directly by the FWF and
are required to fulfil all of its 8 specific
labour standards.

In summary
Increased consumer awareness, aided
both by the Internet and reputable
media sources, is certainly starting
to put pressure on some of the highstreet retailers to ensure that their
garments are not being produced in an
unethical manner.
Whilst there is still a long way to go
before the labelling of imported cotton
clothing is accurate and truly reflects
both the production of the cotton and
the manufacturing of the garment,
inroads are being made.
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