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1. Executive Summary 

This report follows the format of an introduction of the brand, the methodology of the report, the main body of the report, recommendations for embedding sustainability within the business and then a conclusion to round up the information within the report from a broader perspective. Finally, a summary of the terms of reference can be found within the Appendices. ETTE is a Micro business and is a luxury vegan silk scarf brand with a focus on Enclothed Cognition, Sustainable Values and Wellbeing, there are many opportunities identified to embed sustainability and add in uncaptured value within this report in the recommendations section that ETTE can incorporate into the business. 
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2. Introduction and Methodology

ETTE is a London based micro fashion brand with Enclothed Cognition as its main branding strategy, the brand was launched in 2008 but ceased in 2010. The brand relaunched in early 2020 but has some issues with embedding sustainability within the business even though the brand aligns itself with sustainability as one of it’s core values. 

ETTE as a concept brand; the name of the brand stands for Empowerment Through Thoughts Embodied, this is based on the values and the ‘why’ of the brand, the values of the brand a built upon the founder’s discovery of the core values of sustainable practice, wellbeing through cognition and embodiment. The focus was developed and inspired by the works of Simon Sinek who developed the process of understanding, those who start with WHY never manipulate, they inspire. And people follow them not because they have to; they follow because they want to (Sinek, 2009).

The concept of Enclothed Cognition was developed by (Adam and Galinsky, 2012) this describe systematic influence that clothes have on the wearer's psychological processes, there is sufficient research findings to show that there is a co-occurrence of two independent factors—the symbolic meaning of the clothes and the physical experience of wearing them, in particular one of their most famous studies was the effect of a wearing a lab coat increasing performance on attention-related tasks. ETTE utilises the concept of enclothed cognition to enhance the wearers wellbeing as the design of the scarf imagery and written language is that of quotes, inspirations and positive psychology. 

The methodology of this report is based on secondary research only and gives a broad perspective of the brand as a whole but with a primary focus on the sustainable or lack of sustainable practice within the business and then moves onto recommendations for further development of embedding sustainability for the brand. 

3. Main body of the report 

Identifying current sustainable practices and processes across the organisation 

To assist the identification of sustainable practices within ETTE, it is important to look at the business as whole including any unsustainable practices, for this the tool Porters Value Chain Analysis will be used to create an overview of the business as a system, the idea of the value chain is seeing the manufacturing as a system made of subsystems each with various inputs and outputs (Porter 1985). The following subheadings focus only on the primary activities within the business as a whole, the secondary activities such as procurement, HR and Infrastructure are not discussed within this business case but it is advised to cover these areas at a later date once the primary activities are explored.

Primary activities within the business; 

Product supply chain: ETTE currently uses a vegan silk material from a printing suppler, because this is offered as a material and printing service the business owner doesn’t know the full extent of the supply chain. Transparency is ever increasing as a factor for consumers when making purchasing decisions (Bhaduri and Ha-Brookshire, 2011) and knowing more about the supply chain can only be a good thing for both the business owner and the consumer. Further recommendations are suggested within the recommendations section.

Marketing: The marketing of ETTE is purely digital, there are no printed materials within the business sent out or marketing efforts for a print audience, however it is noted that a digital footprint is overlooked. Marketing the product as sustainable is and ethical is one of the brands current focuses, however according to Virginie Helias Chief Sustainability Officer at Proctor and Gamble, consumers need a new playbook, when speaking at the World Business Council for Sustainable Development (WBCSD) council meeting in 2016 Helias discussed consumers as they are not interested in sustainability as such so reframing that will not work, however reframing the aspirations instead can work greatly, she suggests asking what makes you happy, the answers were around the four themes of home & family, time to slow down, the journey of life being of importance to us and finally the work and life balance, she also went on to discuss the application for enduring things  (WBCSD, 2016). The brand may wish to rethink this angle to reframe the aspirations of the population now and is further discussed within the recommendations. 

Operations including inbound and outbound logistics: As ETTE is a micro business which is defined as such by Companies House by having a turnover less than £632,000, and or £316,000 and or less than 10 employees (HMRC, 2020) the operations for making are mostly outsourced by a digital printing business but the packaging and delivery is done within the founder’s home. The packaging is sent from a packaging company and compromises of flat packed boxes and tissue paper that is then assembled with the scarf wrapped in the tissue box and a plastic outer wrap is covered to secure the cardboard box so the item doesn’t get wet or damaged, this is not biodegradable and therefore is not in alignment with the brands core values. 

Service (aftercare): Currently there is no service as aftercare beyond the 30 day return period. A buyback and repair service could be incorporated within the service. This is an area for development that is discussed further in the recommendations section such as circularity. 

Interrelated issues and conflicts of interests within the organisation or between relevant stakeholders;

ETTE has limited conflicts within the business itself as the owner has the final decisions on the processes of the business, however there could be potential conflicts with external stakeholders such as the manufacturer of the ETTE scarves within the digital printing service as the negotiation of requesting the scraps or rejects from the production as this may require extra time or logistics to manage this, an example of negotiation similar to this in when the brand Johnathan Cohen made the decision to find ways to use his offcuts, he first had to take time tracing his supply chain and negotiating with his mills. “It was like starting the relationship all over again with your fabric mills,” says Cohen in a recent report by the Business of Fashion and McKinsey on The state of Fashion 2020 (McKinsey, 2019). 

Another conflict of interest that could potentially be useful for ETTE to consider is that of the consumer and fashion industry sustainability thought leaders and changemakers such as Fashion Revolution, Fashion Roundtable, The Ellen MacArthur Foundation and The Centre For Sustainable Fashion all of whom have an increasing voice in the awareness of credible sustainable fashion business practices.

Comparative understanding of the current sustainability level of the organisation to the that of the wider fashion industry. 

Circular economy: Within the published journal and book Sustainable fashion: New approaches, it comprehensively covers the topic of circular economy and the approaches that ETTE could consider. The fashion industry is rapidly responding to the need for circularity it is a vital and contemporary topic states Niinimäki, expertise on design, production, consumption, and circularity can be approached with critical thinking that ETTE would benefit from when approaching proposed changes to embedding sustainability (Niinimäki, K., 2018).

Second Hand or Resale Market: As the resale market is ever-growing due to the digitisation and the internet it has provided more tools for individuals to sell, swap and re-purchase clothing and accessories themselves, with many consumers using platforms to earn from their own used goods, brands are spotting the gap in offering for their businesses, brands such as Phillipa K now buy back some of their items and after a few quality checks or minor improvements resell on their own second hand platform. It is also worth noting that “service based business models within the circular business ecosystem could develop the rental and leasing of garments towards every day and leisure clothing, not just festive and/or work clothing. When the owner is not the user but the service provider, there exists a motivation for the use of durable, high-quality materials and lasting designs” (Niinimäki, K., 2018).

4. Recommendations 

This report recommends the following actions for ETTE to consider when moving forward to embedding sustainability within the business. 

To gain a deeper and full understanding of the business firstly it is recommended in conducting a SVAT, reducing any kind of the uncaptured value in the manufacturing process by investing some time in experimenting with the Sustainable Value Analysis Tool (SVAT), the tool is designed to assist manufacturing businesses identify opportunities to create sustainable value by analysis the captured and uncaptured value, uncaptured value is prevalent in almost all companies such as waste, underutilised recourses and lack of circularity, the tool is easily accessible and was developed by the University of Cambridge Institute for Manufacturing (IFM, 2020), this would help with many areas identified within the body of the report such as the packaging and the wider supply chain.

Technology Development: RFID (Radio Frequency Identification) for transparency Information technology, IT, provides us with new ways to track the garments, more recently the origin
of the product – could be increased through the help of new technology. RFID codes or yarn including the same information (Webster 2017) could include information about the fibre content of the garment and could also inform about suitable recycling technology for the garment and its materials (EMF 2017). Another consideration is Cloud services these tools can also help the producer to make the right sustainable choices along the way, however there is a digital footprint to consider, makersite.net provides tools for brands and teams to work with sustainability issues along the production chain and to calculate the best choices through LCA (life cycle analysis) (Niinimäki, K., 2018).


5. Conclusions 

The conclusions to summarise this management report are to use the reframing of aspirations beyond sustainability to potential consumers such describe by Virginie Helias Chief Sustainability Officer at Proctor and Gamble, one in particular that is suited to ETTE is apricating enduring things and smart technologies, if ETTE implements durability as a design aspect of the scarf material and embeds within the label a RFID technology that tracks the ownership or transfer of ownership of the item it can be passed on to new buyers or through generations of families. An SVAT analysis would allow the business to identify any value uncaptured whilst still having sustainability at it’s core.
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7. Appendices 

Short glossary of terms;

Enclothed Cognition - the systematic influence that clothes have on the wearer's psychological processes.
ETTE – Empowerment Through Thoughts Embodied, the brand within this report. 
IFM – Institute for Manufacturing (part of the University of Cambridge) 
LCA - Life Cycle Analysis
RFID - Radio Frequency Identification
SME – Small or Medium Business Enterprise 
SVAT - Sustainable Value Analysis Tool
WBCSD - World Business Council for Sustainable Development 

