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e are thrilled to
be welcoming
you to the
June edition
of Labelling Fashion. This
month’s magazine is dedicated
to exploring the fashion
and textiles industry from
a marketing and labelling
perspective within the sporting
arena. We are investigating
sportswear marketing,
branding, labelling and the
history of weaving in the UK.
Our main marketing feature
investigates branding in the
sportswear industry and how it
has become a micro-sector of the
fashion and textiles industry. As
a result, how can designers of
sportswear successfully brand and
label their clothing and apparel to
create a successful brand? Lynsey J
Bowen takes a closer look.
Continuing on the sportswear
theme, Lucinda Gormley takes a
look further into the use of woven
labels and badges in sportswear

Looking behind the label

specifically and how they have
evolved to become more than just a
logo in a seam.
Justine Kiddy looks at the history
of the weaving industry in the UK
and finds it played a very important
part in many different parts of
society, not just what we wear.
If you’d like to see a specific
topic covered in our magazine or
you would like to contribute content
to future editions, please email
lynsey@elbowmarketing.co.uk and
we will do our best to include your
interesting and relevant content.
We also have advertising
space available if you are in
the fashion, textiles and apparel
industry and would like to reach a
wider audience.
For more stories like this, why not
follow us on Social media:
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Marketing

Active

participant
Lynsey J Bowen looks at
branding in the current
sportswear industry

S

portswear has transformed, in
recent times, from functional
and practical to trendy and
fashionable. As a result,
branding has become a big-money
business, especially in sport.
Sportswear has become a fashion
sector in its own right with Adidas,
Nike and Puma ranking as the top three
highest grossing sports brands of 2014.

Branding in sportswear
So sportswear branding is big business
but how do you actually go about
physically and practically branding your
sportswear? Is it simply a case of putting
you logo on your t-shirts or shorts or is
there more to it?
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It wouldn’t be such a big business
if there wasn’t more to it – creating a
brand, in any sector or industry, means
giving your brand a personality, a
definition, making it represent something
so the wearer can proudly associate
their own identity and personality with
the brand they are wearing.

SPORTSWEAR
DIFFERS FROM
OTHER CLOTHING
ITEMS IN THAT IT HAS
TO BE FIT FOR A
SPECIFIC PURPOSE
Sportswear branding is no different
except it needs to meet a certain level
of practical requirements as well as the
brand attributes assigned to it.
The key to creating a successful brand
lies in the added value given to, and
created by, your sportswear and your brand.

Adding value to your
sportswear brand
Sportswear differs from other clothing
items in that it has to be fit for a specific
purpose. General clothing only has one
purpose in that it has to cover the part of
the body it is designed for. Sportswear
has to do this AND be robust enough to
withstand the extra wear and tear it is
likely to be subjected to.
For example, a golf jacket has to
be more than a jacket, it has to flexible

Looking behind the label

enough to allow the wearer to play
golf, withstand more than the average
weather conditions and be suitably
designed to allow the golfer access
to the course as there are often dress
codes attached to the sport. There are
the additional added value features of
golf jackets such as the reduced noise
of waterproof fabrics so the player isn’t
distracted when playing.
It is these additional
elements that mean
sportsmen and women are
prepared to pay more for
their sportswear.
Then there is the ‘lookgood’ factor. With anything
we wear, it is important to us
as consumers that we look
as good as we can and this
now, very much includes,
when we are exercising.
With the introduction of
the Sports England This Girl
Can campaign, sport and exercise is
becoming more and more mainstream
and part of our everyday lives. And
we are looking to move our fashion
preferences from everyday into our
exercise and sports regime and clothing
brands are keen not to miss this curve.
Sports brands are keen to associate
themselves with success with big teams
developing strategic partnership as part of
their marketing mix for decades. A great
example of this is Puma and Arsenal using
the #StrongerTogether campaign in their
social media marketing.

Conveying added value
So you have created your sportswear
brand, developed the added value

elements that will set your brand
apart and appeal to your target
audience. Where do you go
from here?
You now need to translate
the added value and brand
attributes to your target market.
The most common method
for doing this is via the logo
or device. By ‘badging up’
sportswear, you are creating
an image for the wearer to
associate with. This is the most
likely reason there is more than
one place you will find a logo on
a piece of sportswear.
Creativity has become a large part
of branding and labelling sportswear
in recent times with zipper pulls having
woven or silicon logos on them through
to iron-on woven badges. Printed labels
in seams contain branded logos in
sportswear alongside embossed labels
to add an extra layer of quality to items.
The successful recipe for branding
sportswear is to create
a meaning

behind
your brand;
what does it stand for
or represent to the wearer?
You then need to convey this through
the clothing itself and labelling or
badging your sportswear is a significant
part of this process. Getting the right
size, shape, material and location of
your labelling can go a long way to
conveying your brand to your target
market.
If you are looking for experienced
advice on what the options are for
labelling specific types of sportswear,
check out the GB Labels advice page.
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News

Derby’s Fashion Student incorporates
technology in award-winning collection
University of Derby Fashion Studies
student Nicole Wells has been awarded
‘Young Designer’ at the St Andrews
Young Designer Awards (YDA).
Nicole’s concept for the submission
was based around integrated
technology; how the immersion of our
everyday life into technology shapes
our environment as quickly as we shape
it. Her collection was deliberately
asymmetric and oversized to incorporate
not only different forms of technology
but the industrial material that she was
able to source for the garments from a
local recycling company.
Nicole, originally from Wolverhampton,
said: “The process of developing my
concept to finished product in only 10
weeks gave me a real taste of how
production house deadlines operate.
“Developing my collection for this
award has been a real culmination
of all the experiences and skills I’ve
accumulated on my course so far
including my year’s placement. I’d never

developed
a menswear
collection before
but as I now
look for a job
in the fashion
industry I’m
definitely hoping
to move further
into this area.”
Fiona
Hawthorne,
Senior Lecturer
for BA (Hons) Fashion at the University
of Derby was proud to discuss
Nicole’s achievement: “We have
been working with the St Andrews
Charity Fashion Show for some
years, the networking opportunities
gained by winning students and
finalists is incredibly valuable as
they progress into the industry as
independent practitioners.
“As a department we strive to ensure
our students are given a thorough

To launch a new series of collaborations
with fashion designers, IKEA is working
with the iconic Belgian designer
Walter Van Beirendonck, who isn’t
adverse to controversy in his designs
and collections.
His project for IKEA is far less
evocative. In a video posted to
YouTube, Van Beirendonck describes
the inspiration for the five textile prints
he’s creating for the Swedish furniture
company. They’re based on a story
he dreamt up about people called
the Wondermooi, which translates to
“beautiful” in Flemish.
“I came up with a story about
characters living in the clouds, and
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IKEA collaborate with iconic
Belgian fashion designer

Walter Van Beirendonck: Unique ideas
the sun and the moon, which were
very sad because there was so much
going wrong in the world. And they’re

Source: University of Derby

Nicole Wells: Menswear collection
grounding in all areas of the fashion
industry ensuring they obtain as much
work experience as possible. Nicole
has been an especially dedicated
student whose hard work has been
rewarded with recognition through her
success during this year’s awards.”
University of Derby students have
won the award over two consecutive
years with Jos Swinnerton winning in
2014 as well student Courtney Blades
being shortlisted in 2013.

crying and big tears are falling down
and the clouds get big holes. And
the cloud people, are really started to
panic. “What’s going on? Our clouds
are broken!”
To fashion insiders, Van Beirendonck
is an icon. He was part of the
fabled “Antwerp Six,” the group of
stylistically disparate Belgian designers,
including Dries Van Noten and
Ann Demeulemeester, that caused
a sensation when they all showed
in London in 1987. He also gave
Dior creative director Raf Simons
his first job in fashion. Simons, who
studied industrial design, interned for
Van Beirendonck while he was still
working out his career path, and the
experience helped guide him toward
clothing design.
So what can IKEA customers expect
when the collaboration hits stores in June
2016? It’s impossible to guess.
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Sunice Golf reveal 2015
outerwear collection
with focus on colours

Sunice Golf: Down to a tee
Sunice Golf has launched its 2015
spring/summer collection as it looks to
provide the golf market with outerwear
fit to put on whatever the weather.
The new, stylish men’s and women’s
ranges contain Sunice’s lightweight and
quiet fabrics – a feature of the majority
of their outerwear – with the emphasis
also on an array of vibrant and rich
colours to mark the stand-out nature of
the brand.
“We did not just stop at function
in our design – in colour there is no
other in golf that can compete,” said

Jon Camp, managing director of
Sunice Europe.
“Bold brights are mixed with classic
core colours to bring a new vibrant
palette to the game. The true essence
of the collection this year is bringing
unlikely colour pairings together in
harmony and unison to create a
colour palette that is both striking in its
appearance yet commercial enough
to be worn by the most discerning
of golfers.”
Sunice continues to design and
develop six different categories in
spring 2015 with an expansion to the
sport collection adding down vests and
jackets with stretch panels.
Featuring GORE-TEX and GORE-TEX
enhanced with Paclite technology,
and backed by the GORE-TEX
‘Guaranteed to keep you dry’ promise,
the Hurricane Collection is the Sunice
Gore category.
The standout category for 2015 is
the Tornado collection featuring the
company’s exclusive FlexVent fabric –
breathable, extremely lightweight and
ultra-quiet stretch knit jackets backed by
a four-year waterproof guarantee.
These features are all a call out to
Sunice’s commitment to performance
outerwear allowing the golfer to focus on
their game rather than the weather.

Apparel innovation
partnership for C&A
The C&A Foundation are also jumping
on the collaboration bandwagon as
they launch a new partnership with
entrepreneur network Ashoka.
They support innovations that work
to transform the apparel industry.
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Through the three-year collaboration,
called Fabric of Change: Innovating
for a Sustainable Apparel Industry, the
partnership will select and support 15
new ‘Ashoka Fellows’ who have new
ideas relevant to apparel. They will

John Smedley
wants to help
your girlfriend
steal your stuff
If you’ve got the kind of girlfriend
who frequently steals (sorry,
“borrows”) your clothes, you’re going
to want to check out John Smedley’s
new line of jumpers. This month the
knitwear master releases its first line
of unisex pullovers (or “a capsule
collection unrestrained by gender –
the brand’s words, not ours).

Dubbed “Singular”, this new
range consists of two styles – a crew
neck jumper in short and long sleeve
options – each in both navy and
light grey.
Woven from extra-fine Merino
wool at the label’s workshop in Lea
Mills, Derbyshire, both styles feature
a honeycomb texture that’s unique in
the current Smedley line-up.
Obviously they’re going to fit
differently on you in comparison to
your girlfriend, but, if you want to
be generous, we suggest you go for
a size that offers a slightly slimmer
fit on you – that way it won’t come
up too oversized on her, should she
want to borrow it.
Just keep an eye out – she’s going
to want to keep it.

also help 15
additional
Fellows with
proven models
replicate or
scale up their
impact within the industry.
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Case Study

A class

performance

Lucinda Gormley reviews the
importance of quality sportswear

W

hen you think
sportswear what do
you think? I tend to think
about being red faced
accompanied with lots of huffing and
puffing. When you are in the gym, you
can easily spot those people who have
all of the gear and no idea.
Do we ever really think about what
we are wearing and not what it looks
like? Yes, we know that our sportswear
has to be absorbent and flexible for
movement, but other than that, what do
we really know about it?
Sports brand companies like Nike,
Adidas, and Puma recognize that
consumers will not just pay for high
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end quality of fabric, material and
workmanship, they pay for the brand
and what the brand represents.
It is exactly the same for any startup sportswear company, you must
always ensure that your goods are of
the highest quality because creating
a brand from scratch can be difficult.
Having consistently well-made garments
are crucial when starting out, you want
to send the same message to consumers
just like those big brands. Quality
sportswear will always sell, especially if
it is sold at the right price.
It is important to wear the right
sportswear because it absorbs sweat
better than day to day clothing, this
is why you would/should never spot
anybody wearing jeans in the gym!
Flexibility is imperative in sportswear
because it helps you move easily, you
don’t have to worry that you clothes will
tear when you train. The breathable
material helps skin to breath, avoiding
friction between skin and clothing.
We all love our sports
brands and the way that
they look and make
us feel, but when
it comes to the
manufacturing of
the clothing itself
are they all really
that different?

Source: H&M
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WE ALL LOVE
OUR SPORTS
BRANDS, BUT WHEN IT
COMES TO THE
MANUFACTURING OF
THE CLOTHING ITSELF
ARE THEY ALL REALLY
THAT DIFFERENT?
cheaper and sometimes thinner fabric
and others which choose more luxurious
fabrics, both aims are the same – your
sportswear clothing
needs to let your
body breathe.
The quality of
the material helps
keep an athlete’s
temperature to stay
at a manageable
level and gives the
right support (in the
right places). Despite
touching upon this
earlier, it is vital that a
company thinks about
how the garments
will wash – there is no
surprise that sportswear
needs to be washed
regularly, so the items
must recover well after
washing to help them
keep their form. There is
no point in having a pair
of leggings which will go
baggy post wash, these
will only limit movement
when exercising.
All industries must think
about perfect finishing touches on their
products, but this couldn’t be more
important for clothing companies.
Nowadays, it is deemed fashionable
to be active, it has become trendy to
work out at the gym or take classes. This
air of competitiveness is always shown
through consumer styling, there will
always be a new design which catches
the eyes of consumers, but it will be the
quality of the item which makes them
buy them again and again.
Source: walero.uk

Source: Nike

Manufactures like to use many
different types of labels for sportswear,
but we often find woven labels used on
most brands. Woven labels sometimes
have a heat seal coating, but more
often than not these labels are sewn
in. Woven labels provide the perfect
finishing touch to signify quality and
value. They go the extra mile to
reinforce brand value. Woven labels
are the usual choice for a cost effective
but quality assured method of branding
garments, especially sportswear. If
you are a start-up company which
specializes in the manufacturing of
sportswear then you may be interested
to take a look at the beautifully British
GB Labels and what they have to offer.
Over the years labels
have brought themselves
out from inside garments
and are now designed
specifically for people to
see. This is an interesting
take for manufactures and
designers as they can now
include additional features in
their sportswear.
Millions of consumers
buy branded sportswear
everyday, but you have to
think to yourself, why do they
choose those specific brands?
Do those Puma trainers make
you run like a Puma? Does
the Nike ‘tick’ test your
strength? No, consumers
are married to brands
which they feel
comfortable with and
which they can rely on.
We are not forgetting
that it is quality and
practicality that will always
come before
aesthetics,
but there must
be some design
element to quality
sportswear, because
otherwise, who would
want to buy it?
Different companies
choose different fabrics for
their sportswear. You may find
some companies which choose a
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Review

Weaving a

legacy
Justine Kiddy looks at the history of
weaving and labels

W

hen you buy clothing,
chances are that you’ll
pay attention to the
design of each garment
– the shape, the colour, the fit. Some of
you may look a little closer at the texture
or the quality of the cloth. Will it be durable?
Is it soft enough or warm enough? Does
it feel nice against the skin?
When combined, these are the
factors that transform a single, flat
piece of fabric into something that we
recognise as ‘fashion’.
But aren’t we missing something?
That single piece of fabric is so
important that in the UK, it’s mandatory
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for all textiles to be sold with a label
stating the fibre content. Together, those
two elements – the fabric and the label
– are the essential ingredients of any
textile. So, to help you appreciate their
long and fascinating history, here it is in
6 bite-sized pieces:

The first weavers
Woven fabric is one of the oldest and
most versatile types of fabric. It also
happens to be our speciality, and the
basis of our custom woven labels.
In its most basic form, weaving has
been performed since early civilisation.
The oldest example of a woven textile

Looking behind the label

THOSE TWO ELEMENTS – THE FABRIC
AND THE LABEL – ARE THE ESSENTIAL
INGREDIENTS OF ANY TEXTILE
dates back over 30,000 years. It was
found in a cave in Georgia and was
made from flax fibres that had been cut
and twisted by hand. Since then, woven
fabric has been used to demonstrate
wealth, power and attractiveness as
well as to tell stories and communicate
religious beliefs. It is one of the most
socially important developments
in history.

Neolithic weavers
When demand is high, new technologies
have a habit of popping up and this
was the case in the Neolithic period.
Around 20,000 years ago, the
spindle was invented to twist thread
into manageable strands. Soon, these
threads were weighted and strung
vertically to form the ‘warp’. Weaving
suddenly became much quicker and
with a little refinement, the first wooden
handlooms were made – they were
crude, but they were effective.

Weavers’ guilds
In the 12th century, King Henry II
granted a charter to the Weavers’
Guild. In return for payments to the king,
the Guild were allowed to regulate the
trade of woven cloth. They bought the
right to elect bailiffs, collect taxes and
control their members using their own
court system. They were an incredibly
powerful and influential bunch, leading
the industry to become one of the
richest in the country.
Today, the descendants of original
medieval guilds still exist in London, but
their role is now focused on setting fair
pay and regulating industry standards
for modern weavers.

Middle ages
The concept of travel was attractive
during the Middle Ages and maps,
combined with advancements in
navigation, meant that visiting other
countries was attainable for the first
time. The influence of other countries
brought new colours, fabrics and
methods to weaving. Handlooms
became horizontal so that the weaver
could sit more comfortably
(and for longer) whilst
silk, cotton and linen
became fabrics
of choice.
At this point,
weaving still
largely took place
in the home,
but was a wellrespected trade.
While spinning the
yarn was a woman’s
occupation, weaving was
considered a man’s job due
to the skill and power it took to operate
the heavy wooden looms.

Looking behind the label

The Jaquard Loom
Source: blog.lib.umn.edu

The Jacquard Loom
The industrial revolution saw the invention
of the power loom, a noisy, steam
powered loom that used shuttles to lay
down the yarn. By 1801, this
evolved to the Jacquard
loom, which could
translate patterns
into beautifully
decorated fabrics.

Charles Frederick Worth
Source: www.catwalkyourself.com

The Jacquard Loom not only
revolutionized industry and made fabric
more affordable, but it led the way
to the more complex patterned and
manmade fabrics that give us the variety
of choice we enjoy in fashion today.

Cutting edge labels
The new fabrics and precise patterns
that could be achieved using industrial
looms sparked a hunger for new
designs and fashion designers were
propelled into the spotlight, ready
to push the boundaries of what we
previously understood about clothes.
Charles Frederick Worth was a
designer from Lincolnshire who became
one of the most influential fashion
designers in Europe during the 1870s.
His luxurious designs regularly featured
in women’s magazines and women
from all over Europe yearned to clothe
themselves in his styles.
The most important thing about
Charles Frederick Worth is that, just
as a graffiti artist ‘tags’ their work,
unique labels were sewn into all of
Worth’s garments.
Clothes were branded for the first
time with none other than the humble
label. And what better material for a
woven label to be made of, but the
woven fabric that weavers have been
mastering for thousands of years?
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