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The contents of the newsletter are fully protected
by copyright and nothing may be reprinted
without permission.

All information and contents contained in

this newsletter are provided for reference only
and shall not be relied on as the basis for any
decision making. The Mills and The Mills Fabrica
make no representation or warranty, express
or implied, as to the accuracy, completeness,
reliability or timeliness of the information and
contents contained in this newsletter. If you
have any doubt about any of the contents of
this newsletter, you should obtain independent
professional advice.

In case of discrepancies between the English
version and the Chinese version in respect of all
or any part of this newsletter, the English version
shall prevail.
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The last 12 months have been a turbulent and
challenging time for us all; the historic heatwave
that hit Europe last summer, Australia’s raging
wildfires and the deadly COVID-19 pandemic that
has spread across the world, not to mention the
scarcity of medical resources, political disputes,
and global economic recession. All of which may
well be a signal from the planet telling us to rethink
humanity’s actions.

Climate change, global warming, public health
crises and many other issues have arisen in the
last few decades. Apart from individuals’ and
policymakers’ efforts, what is the responsibility

of the economy to contribute to a better world?
The theme of this issue of Fabrica.Weave is Impact,
which is an emerging paradigm that entrepreneurs
and investors are increasingly working towards to
improve people’s lives by creating and investing in
businesses that generate both positive financial
returns and societal/environmental impact,
bringing about a socially, economically,

and environmentally sustainable world.

Our introductory article shows the recent
development of impact investment and how
startups, investors and NGOs are working
together to push forward the development of this
game-changing sector. We also put together
some tools to help entrepreneurs establish an
impact measurement framework and facilitate
investors to assess the performance of impact-
driven businesses. It is not easy to make an impact-
driven business profitable, and we have identified
some successful collaborations between brands
and innovative startups to demonstrate how to
bring sustainable solutions to the market and
what strategies have worked for these businesses.
We also interviewed the founders of unspun and
Resortecs, talking us through how techstyle
startups strengthen the impact of their
technologies by forging a collaboration.

An expert’s insight can also play an invaluable
role in helping us weather the storm. Therefore,
we invited Amina Razvi, the Executive Director of
the Sustainable Apparel Coalition, and Elisabeth
Souquet, Marketing Director of MOTIF, to share
with us how to manage an impact business in
difficult times.

Amidst the uncertainty, concerted efforts can
make all the difference. Let’s join forces and
overcome this together.

BE1ZEA BRAKET —BRIFHE RENSH:
BN AL B BUR - BN BEBBE —FINRTEER
WA - EREBMEMES A S ROBBET
FREMN: BEREIMANBRERYDERLR  BERERE
BBOR FHIAREBERTER - 15 PJ BE 2 b BR 48 TR AP
MESE - MEMEMNBBAREHOAIFHAL -

RIEZL 2HREL 2 HABERHLAGEHE
EREBEATF——FH - BTEAMBRET

FEORBEDEHREMORRXAREEEE? & —
H) (FabricaWeave) ®1EBE [FZ 7] (Impact) °
BEREAERNKREERS - [RE8H] BE—@&FHH
EER BB R R @R At g MMERIRIER
FENEE WMELEATNEE  BUERFAREAE
MAEE  BEAE - QEMBE=FEMNIFEEE -

BHMAEBEEEBT —RBRXE NRZENRENE
AR ARTE REEMIELFEENELR
S HPEEAFINEGNLER - B9 BMBR
ENREEEDVCEETENNFLENIA BB
REEZEBERTENFENRE - 2RV —FIANAE
WEENEEUARTS Bt BRMBPET — LA
MEEmMENEIETE - BEEMMNEASEAFE
FEREE TS o HM M T unspun & Resortecs B
BIEA - REMAOZWRBEBEE - THEEMBFIE
BMEHTEN -

ERNERERMEBBBNERERBE - BHERM
B % 7 Sustainable Apparel Coalition #) ¥ 17 48 B
Amina Razvi K& MOTIF T 35 42 B Elisabeth Souquet-
REMOZERBENNSELENEENLSE -

RENEEPRMABBRE - MEHMERAE
HRARIREER -

4 %
/////1//({///”/5///7;//{/{//(////
/. 7,

N ninnumin
NHHIITBTIIHuNy

AN

IMPACT INVESTMENT:

2%

G5 %% % 754
7 2 Z % / %
7 ,7,/,%,// /////‘////"////////'//////////////
/ -

Z

Image Courtesy: Unsplash, Reformation

AN EMERGING PARADIGM BALANCING

PROFIT AND PURPOSE

Having a profitable and sustainable business has

always been a challenge deterring some decision makers
from changing the practices that they have become
accustomed to. In the last few decades, corporate social
responsibility (CSR) has been the only way to demonstrate
that a business contributes to the wellbeing of communities
and society, but often these social and environmental
initiatives are misaligned with the company’s mission,
purpose and values. However, there is evidence that the
coexistence of profit and purpose is attainable as various
NGOs have established frameworks that empower
impact-driven businesses. Meanwhile, impact investors
have accelerated the movement through investing in
businesses that generate both financial returns and positive
societal/environmental impact. In this article, we share
with our readers how entrepreneurs, investors and NGOs
contribute to impact investment as well as the latest
figures on this growing sector.
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IMPACT INVESTMENT AT A GLANCE

The impact investment market is
estimated to be worth over 500
billion USD

R EENREMGEERB
5,000 {837t

(Global Impact Investing Network (GIIN))

BILLION

TOP

The top 3 sectors receiving the most
impact investment (GIIN):

BARZZENREN=ZKRBES :

1 Microfinance/Financial Services
(~27.2 billion USD)

MEeH/ RRE (X272 18%7T)

2 Energy (~11.3 billion USD)
R (#9113 f8357T)

3 Food and Agriculture
(~9.5 billion USD)
BRERE (95 EXT)

8%

98% of the portfolio companies
of the 253 investment institutes
surveyed by GIIN meet impact
investors' expectations for
environmental/societal impact

GIN R T 253 RIZEHRE -
B 98% MIREMAERNRIERLE /
REFENNEHBEZ

91% of the portfolio companies of the
254 investment institutes surveyed

by GIIN meet impact investors'
expectations for financial return

GIIN 5T 254 RIEEHNE
BIE 91% WIREHEARRESR
FENGEENIBEDO R

WHAT DOES IT MEAN TO BE AN
IMPACT-DRIVEN BUSINESS?

HOLD A LONG-TERM
SOCIETAL AND/OR
ENVIRONMENTAL
MISSION

BARNME  BEES

SET IMPACT OUTCOME
OBJECTIVES

RIEENER

OUTCOMES

BEERENER

MEASURE IMPACT

Source: OECD/ Group of Eight

FOSTER ECONOMIC
DEVELOPMENT WHILE
ACHIEVING IMPACT
OUTCOMES

FREIRENAFRE
EERR

Atomico surveyed around 200 VCs,
47% of whom take startups' social
mission objectives into consideration
at the pre-investment stage

FE#) 200 X Atomico 35 1 HY &l4&
NAEIF - 47% FEIR & RS R A 14
EpE Rk oS )

The volume of impact investment in

2019 alone, was 6 times bigger than the
cumulated impact investment reported

over the past 5 years.

E2019F FENKELBESTF
‘RS 6

(Atomico)

“IT IS URGENT THAT GOVERNMENTS

THROUGHOUT THE WORLD COMMIT
THEMSELVES TO DEVELOPING AN
INTERNATIONAL FRAMEWORK
CAPABLE OF PROMOTING A MARKET
OF HIGH IMPACT INVESTMENTS.”

[ 2 BRI 7538 V) A B
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Top 3 asset classes investing in
impact investment in 2018 (GIIN):
2018 F - 2HEFENREN=K
BERNAG

1 Private Debt (~9.2 billion USD)
FANBEBES (K92 BFT)

2 Private Equity (~2.6 billion USD)
MEREE (426 EXT)

3 Real Assets (~1.6 billion USD)
BEHEE (1618570

IMPACT-DRIVEN BUSINESSES:
NEITHER CHARITIES NOR SOCIAL
ENTERPRISES

Impact is a buzzword that we hear all the time, but
what does it really mean in the business world? The
Group of Eight's (G8) workforce defined an “impact-
driven business” in their 2014 report as a company
that seeks long-term social outcome or performs
social mission through its governance and business
model. Many impact-driven companies have proven
the viability of an array of impact business models

in the last decade, clarifying the uncertainty of this
game-changing sector.

B Corporation, an American NGO that establishes
the standard of impact businesses (please turn to
page 13 for more about the NGO), has identified

a list of impact business models that exist in the
market, helping entrepreneurs find the right model
that benefits their customers, supply chain, workers
and the environment. For instance, companies
adopting the “worker-owned” model empower
their employees to be product owners, while the
model “environment benefiting product services”
allows companies to center their businesses around
conserving the natural environment.

So, why are impact-driven businesses important

to the economy? Pope Francis has the answer.

“It is urgent that governments throughout the world
commit themselves to developing an international
framework capable of promoting a market of high
impact investments and thus to combating an
economy which excludes and discards,” the Pope
said in 2014 at a council meeting. (In fact, the
Catholic Church is ardent about impact investment
which has been hosting biannual conferences on this
topic in Rome since 2014). It is not only the economy
but also the environment that is deteriorating

due to problems like abusive consumption of n
atural resources and unfair labour practices,
therefore, impact-driven businesses are essential

to maintaining the equilibrium between nature

and economy by incorporating social mission into
profit-making activities.
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4 CORE CHARACTERISTICS OF
IMPACT INVESTMENT

Along with traditional CSR programs, these world-
leading companies decided to give back to society
through investing in impact-driven businesses:

FOUNDATIONS SPEARHEADED
BY CORPORATES

BRTESNECEHSEMEER  BLREEHNLE
BBATENEETEMBELS ¢

FABRICA.WEAVE

IMPACT INVESTMENT: AN EMERGING PARADIGM BALANCING PROFIT AND PURPOSE

1 2

INTENTIONALLY
CONTRIBUTE TO
POSITIVE SOCIAL AND
ENVIRONMENTAL IMPACT
THROUGH INVESTMENT
ALONGSIDE A

FINANCIAL RETURN

EBAOHREER
FERtARE  BRAEH
EERE

USE EVIDENCE AND
IMPACT DATA IN
INVESTMENT DESIGN

FIREmMEE D
B RER

USE IMPACT

TO MANAGE
INVESTMENTS

TERRds

PERFORMANCE DATA

FRREHRTANE

ENABLE MORE
INVESTORS TO
CONTRIBUTE TO THE
IMPACT INVESTMENT
SECTOR

EhESREEMA
REHREER

INVESTORS ACCELERATE THE
GROWTH OF IMPACT BUSINESSES

Like every startup, adequate funding is important
for impact-driven businesses to develop products
and drive improvements. To better understand what
impact investment is, the Global Impact Investing
Network (GIIN) clarifies the core characteristics of
impact investment, giving the investment industry
a consistent definition of this emerging paradigm.
Unlike conventional investment activities that only
seek financial return, impact investors intentionally
enable their portfolios to solve problems in society
and the environment. Its solution-oriented approach
differs from responsible investment, which primarily
provides capital for businesses advocating social
consciousness.

Data proves that the impact investment sector is
thriving. UK-based VC firm, Atomico, released a
report last year revealing that over 60% of startup
founders agree that European VCs demonstrate
greater concern for their portfolio’s societal and
environmental impact. The volume of impact
investment corroborates the paradigm change in
the investment industry. According to McKinsey,
impact investment alone makes up around 20% of
the total deals sampled. Meanwhile, GIIN's survey
estimates that over 10,000 impact investment deals
totaling 239 billion USD (~ 1.7 trillion HKD) were
made in 2018, with 91% of them meeting investors’
expectations on financial return.

The GlIIN's survey also sheds light on the allocation
of impact investment, revealing that in 2018, the
top 3 sectors that appeal to investors the most are
Microfinance/Financial Services, Energy as well as
Food and Agriculture. However, not all the sectors
bask in the glory of impact investment — Water and
Hygiene, ICT, Art and Culture are overlooked in the
race for impact investment. The results showed that
impact investors are more likely to invest in growth
to mature-stage impact businesses, but having said
that, Atomico’s findings show 47% of the VCs take
startups’ social mission into consideration at the
pre-investment stage. This indicates that involving
social mission in businesses is part of a long-term
strategy. So, what are the societal/environmental
missions that startup founders want to achieve?
Unsurprisingly, the majority of startups focus their
businesses on Climate Change and Clean Energy
among all of the United Nations Sustainable
Development Goals (SDGs).

BREEANE RENESERDTENEERE
EmMEDEFNEI2H N - BT EZIRE LT #
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FEIEE (Responsible Investment) BLFFZER| ©
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OMIDYAR NETWORK 52 Google Al sky ocean ventures
California, US California, US London, UK
£ EEINPN B EEINPN #a EE R

Unlocking opportunities for the
6 underprivileged
RIBDERBIREHKE

Empowering everyone to use Al

fE e EMMEAERATLLRE

Mitigating plastic pollution
fEdy RIS RS [

Digital Identity, Responsible Tech,

kit Worker Power, etc.
HIERE EERHE  TANES

Artificial Intelligence

i ATLERE

Material Innovation,
i Circular Economy
YIELEIET ~ TBIRACE

Founded by Ebay’s Chairman Pierre Omidyar
together with his wife Pam Omidyar in

2016, Omidyar Network solves economical,
technological and societal problems through
incubating and investing in NGOs, think tanks,
impact investment firms and state-of-the-

art innovations, helping the underprivileged
become independent and capable by unlocking
their talents and opportunities. To date, the
Network has offered nearly 200 million USD of
grants to NGOs and 751 million USD investment
to for-profit companies, while 17 investees have
graduated from its investment program. The
Network also highlights overlooked issues in
society such as the mental health epidemic and
the future of social media influencer culture and
raises public awareness of these topics through
sponsoring awards, building up an online
community and financing research projects.

Omidyar Network B Ebay &) & & Pierre Omidyar
M E = F Pam Omidyar 7£ 2016 F £l 37+ E i@
BEMKREFLANEE BE TEHKRE
NAFIR S EIR - BOREE - BIRMtg b
WEE THELEEDESELHELSEER L
AftPIRRERE  BHOEsE - 25 © Omidyar
Network E #% A 18 i8 3F £ | # 15 2 HUE 8 9 &
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T HRAUVRREAGERLTHKKERTE -
Mt A FHRT® EH AR REE - flw
AT ME O IR R R BB R A8 AR AL A S A9 R 2R
ER - MMEBEYRIE 2 A EMHEH
AEmAFRERRETRED  BARREE
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With the mission of augmenting people’s
capabilities by employing Artificial Intelligence
(Al), Google launched this initiative to help
everyone access and fully utilize Al through
conducting deep-tech research, offering
online classes and free tools to the public.
Their “Impact Challenge” last year welcomed
startups, NGOs and research institutes to
submit innovative projects that address
problems in society. A judging panel formed
of researchers, Al experts and investors
selected winners based on the feasibility,
scalability, responsibility and the societal and
environmental impact of the project, and 20
companies received funding ranging from
500 thousand to 2 million USD for product
development. Google also offers grantees a
6-month Launchpad accelerator program
which includes technical advice, mentorship
and regional go-to-market support.

NBERAAXBERAIERNGE N AL S
Google FEB#EITRE KM AT -« REEA LRE
MEBETH HOMBEAZERAISRERRK-
gk SN - 40 I 7E & F 2 % [Impact Challenge
LB BAUh - FERFEBEMFREE
EXMAMSHENAFERL - AAEE
ATBEREERNKREEZEKOTENE B
EZEENBERE BERE HeEEML
B/RBEEN BH20EEEERS0E
Z 200 BETTHER) © LA - Google th /515 L
BHIRHE A 6 @AM Launchpad # # 25 5+
2 R FHRERIN SR - EXRIBE UM
MR ATIS R -

Inspired by the UN'’s Sustainable Development
Goals “Sustainable Responsible Consumption”
and “Life Below Water”, the British
telecommunications giant, Sky, founded the
initiative Sky Ocean Rescue in 2017, aiming

to increase the public’s awareness of plastic
pollution and reduce the amount of plastic
consumption in the entire supply chain. In
addition to that, Sky also launched Sky Ocean
Ventures, an investment fund that supports
innovative startups to address the plastic waste
issue. The fund provides Pre-seed to Series A
funding to innovative startups that benefit
the entire plastic value chain, encouraging
responsible consumption of plastic and
creating closed-loop plastic solutions. The fund
has already invested over 25 million GBP in 15
innovative startups across the world. It also
leverages its parent company’s media network
to promote its innovators’ products to its

vast audience.

EREMAFTRELA (Sky) HMRIEESE
AEEEREEE [AIHERMTHEE] A [KP
£¥ ] PR - 7 2017 £ T [ Sky Ocean
Rescue] HEH ' BN IRARDRERER LN
BE WHPEUEBEHEEEANZRER -
gt Sh e R Z= 2 &t Bt B T [Sky Ocean
Ventures| I EE$ - RFRBRB K EER
BT EE - ASRREBFRMAGRRE -
TEEEEEEREESN ZBEREEAZER
ARBIHARBBARNEFIE BESEL
M5 KRB HRMYE A H£TE 2,500 & &
& WRNEDE QA RNERBRE  [ERD
BRBEEEMMNER °

Africa Digital Rights Hub
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Petit Pli (UK ),
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Global Impact Investing Network
(US 2£8)
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GLOBAL IMPACT
INVESTMENT FIRMS

ACUMEN

ACUMEN
CﬁANGV\NG
THEWORLD

TACKLES
POVERTY

An increasing number of professional investors have

lent support to impact-driven businesses through

providing different types of investment approaches.

ADA
VENTURES

ada

ventures

MRMZEZEREE  MATRALNKETAXE
TENEX-

YUNUS SOCIAL
BUSINESS

YUNUS

socialbusiness

New York City, US
£ EBRAI T

London, UK
L] HERE

Berlin, Germany

L (BRI

HONG KONG-BASED
INVESTMENT FIRMS

SOCIAL IMPACT
PARTNERS (SIP)

S I Social Impact Partners

Hong Kong is a world-leading financial hub equipped

with the infrastructure that local investors and

global investment firms need to set their sights on

impact investment.

SOCIAL VENTURES
HONG KONG

(SVHK) Sz\\yihk

Social Ventures Hong Kong
FE LA RES
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RESPONSABILITY

’\ responsAbility

Reducing Poverty through
fEdy investment
BRREFEBERE

Supporting overlooked startup
e founders and markets
XERBRRNVIE BRI AT

Solving social issues in lower-
= income communities

FEOREM AR BB & [

Hong Kong, China
L HEEE

Hong Kong, China
e HEEE

Hong Kong, China
L HEEE

Agriculture, Education, Energy,
kit Workforce Development, etc.
BE HE  BR LIRS

Future of Living, Health
b and Consumer
RREE - BEFTEREES

Agriculture & Livelihood,

i Education & Training, Energy &
Environment, Health & Sonitotion
BEHEAS - A HEY - geRE
IRIR - fRERERATA

Enabling sustainable
fE e changes in society
{RACH & B A R B B

Investing and Incubating
e Impoct driven Businesses

RERBREREBNEE

Investing in inclusive impact
e businesses
REREFENEFIE

Acumen is a non-profit impact investment
fund with the vision of reducing poverty in Latin
America, Africa, India and Pakistan, and has
invested nearly 130 million USD in 126 impact-
driven businesses since its inception in 2001.
Products or services that serve the lower-income
communities usually take more time than
traditional products and services to enter the
market. Therefore, Acumen takes the “patient
capital” approach which gives their portfolio

a more flexible timeframe for businesses to
perfect their products and penetrate the
market. Apart from investment, the firm also
supports its portfolio by connecting impact-
driven businesses to experts and providing post-
investment guidance, ensuring that companies
receive sufficient resources to build up a
sustainable and inclusive business.

X mﬁawmuéﬁ%
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Check Warner and Matt Penneycard founded
Ada Ventures to support underrepresented
groups of startup founders such as women,
LGBTQ+ communities and people of colour
through providing pre-series A funding. The VC
firm does not only invest in diversity but also
neglected impact-driven markets like childcare
innovation. Recently, the firm led a 2 million
GBP investment in Bubble, an online matching

platform that connects parents with babysitters.

The trailblazing firm also breaks the “warm
introduction” rule in the traditional investment
world and prefers startups to submit their pitch
decks through its online application system
instead. They then review the pitch based on a
list of standard criteria including the viability and
scalability of the business before meeting the
team, avoiding personal judgement and unfair
biases against disadvantaged founders during
the course of due diligence.

Check Warner 1 Matt Penneycard &) 3 Ada
Ventures' [A] 7E 11 3% & %% 2 B& &9 ¥ & 8l 9% A -
EhEELME - LGBTQ+ - B ATES A EIE
HAABRE - MR TEBRERAMSEZ
7f |E IR ZRE S 2B FTESE -
9 m) Bubble *B#& 2 BB EE - T IE
@ﬁﬁi—ﬂ BEHEIRMHREBNTES - ERA
ERIRERR  FIRERRETES [BNAE]
(warm introduction) R B - S By ¥] & 5k &
3B 4t 119 AY 48 U IR X Tﬁ%/ﬂﬂ’\ RiEMMETEZ
—RAEARREHE (R T EMERY) - BY
RUCEK - Er@eZRAER  ERBY
MBI ARKEEENEALE  EE£ETE
RAND R TR EERE ©

Yunus is a German-based investment fund
with 9 offices located in Africa, Latin America,
Albania and India. The firm mainly supports
social businesses that improve the quality

of living for lower-income communities and
helps them become self-sustaining in the long
run. They offer Philanthropic Venture Funds, a
below-market-rate patient loan, to early-stage
entrepreneurs who are addressing social issues,
facilitating their impact-driven businesses to
enter the markets in a flexible timeframe. Yunus
also makes debt investments in impact-driven
businesses that are ready to take off and guide
them to set up impact goals and measure

the outcomes accordingly. The firm offers a
consultancy service to corporates who wish to
engage in social missions or develop an impact
investment team in their companies.

KEEBEONKERA Yunus FEFEM ~ AL T
EM - WMREBEMEE S 9 @& A B X
T RIMAE  XEREERALEE
EEENEECE  UEDHELRAREK
RAEGKBRNEE - N [RRERES]
(Phllonthroplc Venture Funds) © & § 2 8l 2
R HEERTSN X [MiEE ] (potient
loan) - B MAEBRENKREHKXZE m%—f’
SN Yunus th R EH R E N B S A A
REEHKE - jf?ag—#mﬁp'fi&;fg/gﬁ
B1E o b A% L3 At & ko i) b E R4
BERRY  EPNMECEANRYZENRE
B B e

Property Technology,
Sl Education Technology,
Renewable Energy, etc.

WERME - BHEME - BERRE

Mobility, Aging, FoodTech, etc.
i mEME - mmEl  ’RMEES

Energy, Agriculture, Finance

R N

EarnUp (US ZE),
REMEEAXT  HealthCubed (India ENE)

Polipop , Bubble (UK )
BRESLE

Green Bio Energy
(Uganda 5F:&),
Pomario (Columbia & fitbae)

REHASLT

SIP is a not-for-profit venture philanthropy fund
that supports promising social enterprises and
NGOs, pulling them through the challenges
and steep development curve by providing
investment loans ranging from 1to 3 million
HKD. In order to build up its portfolio’s
capability for long-term growth, SIP connects
its portfolio to partner experts in the fields of
governance, communications, operations and
strategy planning. With the mission of building
up a sustainable city, the firm has invested in
several impact-driven companies that develop
smart city solutions, such as Rooftop Republic,
a startup that transforms rooftops into urban
farms, and also Blue Sky, an innovator that
helps users to reduce power usage through
utilizing its proprietary technology to analyze
households’ electricity data.

SIP R—ESE2FIMARAIKRES  ZEAE

M BMIEEFEE WBEBIRHE 100 E 300
EETHNES EPMMEBERNANERE
HEL - ETTEH‘%EM@WE%%‘@W@E?TSIP
RNERHER B CENKRBRES
BHERNER- &t?b*SlPE’]J?EEXEéEIT%
BHT AERMZRELEERTHIRNTZE
NRENEE - 40 S L RERE KR T RSH
Rooftop Republic’ A KEBEAR K IIEP
REEE - i E Bt fIRIEBE S Blue Sky °

With the mission of pushing forward the
sustainable movement and improving quality
of life in Hong Kong, SVhk incubates and
invests in impact-driven startups that address
societal and environmental challenges. Before
injecting capital into a startup, SVhk goes
through the business model validation process
with the team, providing as much assistance
as possible to the startup in the early stages.
SVhk also offers its portfolio strategy planning
advisory and can mobilize a network of
business partners and professional volunteers
to grow their social ventures. To date, the firm
has incubated and invested over 200 million
HKD in over 20 local startups, including
DiamondCab, Hong Kong's first barrier-free
taxi service for wheelchair users, affordable
housing initiative LightBe, and plastic-free
bottle innovator Bottless.

SVhk A HEE BT BB EREMNEELE S
o BEEMNRERIALSMNIRERNENTE
N > EEAEE A ﬁﬁﬁﬁﬁﬁrﬁﬂ%ﬂmgﬁ%
HAZZMEZFLEHER @ AMfRESE
E’JH‘JHEEUE Tﬂﬁﬁﬁj&ﬁﬁﬁ/\“Tﬁﬁiﬁﬁx
MBI FZAMITEABRBLE - R (=
iﬁ’%iiﬂ 20 R A F1 Fﬂ’rlﬂffﬁﬁﬁﬁlﬁﬁi@2
EETES  EYREARAE@AABRBERA
RIEEERAO LTRSS [#EH] - BEREKAAL
REBERTEERN [EEK] - URAEESE
KB F 1 [ Bottless] °

responsAbility is a global impact investment
firm with offices in Hong Kong and another 8
cities across the world. The firm provides debt
or equity investment to high-impact, low-

risk businesses with viable business models

in renewable energy, sustainable agriculture
and finance sectors that give people access to
clean energy, banking services and sustainable
farming technology. It also works with
corporates including Starbucks Global Farmer
Fund, which has invested 20 million USD in

its agriculture debt fund, helping the firm to
finance startups in the area of sustainable
food. According to its report, responsAbility's
investments have benefited 350 million people
across the world and reduced 12.8 million tons
of CO, emissions since its inception in 2009.

responsAbility & — &R & X £ &) & % HhiR&
ANEl REBSENAHTHEERLE IS
E/@j] 1K & B 9 = 4R LEVYHxTEéf% '
ERRE: - BERRER AIRBERENS
#?Bmﬁ {iﬁi%i}\ﬁﬁﬁg{ﬁﬁﬁ%/?ﬁb/ﬁ‘
MITIREMAIFERERE - IR EE R A
[ Starbucks Global Farmer Fund] & € » 15 |
M E R EERESEE 2000 E XL
HOMMAERAFERERNINEEE -
RIEAFIEIFR S © responsAbility B 2019 4 X 37
K EREBERKFELZERISBASZE LR
41,280 B WA IRFEI ©

ACUMEN.ORG

ADAVENTURES.COM

YUNUSSB.COM

BlueSky, Teach4HK,
REMBELT  Rooftop Republic

DiamondCab ##, BottLess,
LightBe 283

Paem Nuts (Kenya 511),

BREMEEDXT  Samunnati (India EIE)

SOCIMPACTPARTNERS.ORG

SV-HK.ORG

RESPONSABILITY.COM
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REFORMATION’S FABRICS
GRADING SYSTEM

Source: Reformation

|TM

Natural fibers that are rapidly renewable, plant- Tencel™ Lyocell

based and have a potential for circularity

AL BV - BEREEBERAGNHRAGHE

Almost all natural or recycled Organic Cotton

BT PrE RAFIAIER A& RINRIE
Better alternatives than more commonly Alpaca
used fibers, but not as innovative XEE
LS B BT AR R

Require certifications for proving appropriate Silk
cultivation methods protecting animal welfare, 44

traceability or wet processing before use
BB IREEEERDYHREATIE -
mEMNE - ARERARTEER IR

Conventional Cotton

BRI

Environmentally or socially intensive

o (b PR I 8 R IR

WHO ESTABLISHES
THE STANDARD?
INTRODUCING 3
ORGANIZATIONS
LEADING THE WAY IN
IMPACT MEASUREMENT

As impact investment has become a prevailing paradigm

in the business world, a standardized framework for
measuring just how much impact businesses have created

is much-needed to encourage improvements and safeguard
stakeholders’ interests. In this feature, we introduce three
third-party organizations that provide consultancy or
certification services alongside the impact measurement
tools that they have developed. Although the methodologies
behind these tools differ, they share the same united mission
of empowering impact businesses to address social and

environmental challenges.

RENRECKRRBHASBRURERTNEN - Bt
FE-—EEELCHNER  RFEEEXEISROIRE A
SRTRTEIGE ARREROENNE - #EEAEE
BEMRENBIRRHBAEBANREBRBHE =SS -
URMEMARANEERSENIR - MW RESFXNHERSE
HE EREEAXENENSEBEREENRBEBENED o

Image Courtesy: BSR, Cradle to Cradle e.V., B Corporation, SAC

STANDARDS AND METRICS -

THE FOUNDATIONS OF
AN IMPACT BUSINESS

Impact data is one of the key
indicators for investors to manage and
review their portfolio’s performance.
To this end, various NGOs and
certification institutions have
established high-level standards which
guide companies through designing
and measuring to reporting their
impact data. They all take different
approaches to address problems that
various sectors are combating now.
For example, the Sustainable Apparel
Coalition (SAC) focuses on creating

a sustainable apparel value chain by
developing the Higg Index for fashion
brands and apparel manufacturers to
evaluate their financial, environmental
and societal impact. We compare SAC
together with another three leading
institutions that help shape the
industry standard in the next story.
Please read the next page to learn
more about the mechanisms behind
their frameworks.

In addition to the Higg Index or SDGs,
companies can customize actions
and metrics that accurately reflect
their impact goals and outcomes. Like
Kering, the parent company of Gucci

and Stella McCartney, which develops
its own EP&L (environmental profit and
loss) to analyse the impact of their
business activities. Independent brands
are also ready to set foot in creating

positive impact on the fashion industry.

For example, the carbon-neutral brand
Reformation appointed the British
consultancy Eco-Age to examine
frameworks from fifteen institutions
like B Corporation, SDGs and SAC, and
selected twelve topics (e.g. Corporate
Governance, Human rights, Climate
Action and Packaging) that are critical
to achieving their impact goals,
alongside a grading system for fabrics
selection and the criteria for rating its
impact performance.

As more and more companies want to
customize their own in-house impact
framework, we cover a few startups
and consultancies from around the
world that empower companies to
measure their impact more effectively.
Please turn to page 18 to learn more
about them.

TENBBERREEREEERERZR
BHARENEARIER - REFELTK
BMRERBELRYLT —ERKTEH
8 BB ARRE - 2EME R
B - - REBOEINRLA -4
ol 4n £ Bl Sustainable Apparel Coalition 2B HIEFZENERE - At - M A
(SAC) 2RI - FEFBMMIAMELEN CEEBETSIHN—EAZE EFXFBER
[Higg Index] - BB EREMEREE ENAENREDRFANEEZENNTE
ERERMMEME REMEGELE NMERRQE -

WEE FHEAREEEHEN AR
B BT SAC HMBEBET SIN=
REPITER TIRENKE - FWET
—HREEBBEAT -

HMERZENBERERBRN
AR FZEZENRROEL -

T2 Z Reformation’ KB % A A H

B T Higg Index 1 5t & B 7] #%5 & %
BEZE RRAEFANGTEEZBNM
PR TBFIEGR  Fut EHE R B
MEOFEHEEMNER - fl 1A Gucdi
0 Stella McCartney 8 & 2 7] /i &
£ E (Kering) » BRI TIRRER
# (environmental profit and loss) -
DR A EESHIRFMELD
TE - B m R EE T ERET
XhEUIEATE - BEHHIHED
[fx s A ] (carbon-neutral) &% @
f& Reformation® Z 5t 7 & B B 1 2
A] Eco-Age & R B8 & B Corporation®
e BRI EEEB RN SACERNN
BREBHNRE BETEEER -
A REEL EneREFN2E

WA MR T - ERRARESEE

BSR’S HEALTHY COMPANY COALITION
BROADENING THE DEFINITION OF HEALTH

Founded in 1991 by a group of

social entrepreneurs, Business for

FEAW

Social Responsibility (BSR) is a non-

profit organization that is driving

the sustainable movement with its
member companies through providing
consulting services and catalyzing
cross-sector collaborations.

Workforce and Operations, Products
and Services, Community Engagement,
Policy and Advocacy

BTHEZE  ERER  4E2HE .

R B8R
Business for Social Responsibility ( 4 & Public Health
BEEY M8 BSR) & —RIE 1991 RERE DHEE
—UIHECERABNIELNWE HEB
RAEIGHEBAFEER - WBNIRUENR Google,
BRAEFIHE BN S A E - Microsoft, Kering
RiEon
EXAMPLE - SCOPES OF ACTION
BlF — TEEE
\( Products & Services Water Discharge
18 72E o B R /R IKBERR
- Marketing & Communications 4% 81{F51
- Innovation & Product EI¥TELE &
AR - Development Strategy SRESE/E
Amount and quality of water discharge
ER HERUKE RNEEME X
Access to Safe Water
EREZZ2KEIR
BB HHMBER

“The Healthy Business Metrics Guide”
was published by BSR in 2016, aiming
to help businesses of different sizes
and sectors build up a “healthy
business” by creating impact for their
consumers, employees, supply chains
and communities. The NGO believes
that health encompasses more than
one’s mental or physical condition,
and takes into consideration societal
and economic issues for a more well-
rounded view of one’s well-being.

In order to build up a healthy business,
the guideline suggests four scopes

of action to facilitate companies to
bring about holistic impact, these are:
Workforce and Operations, Products
and Services, Community Engagement
and Policy and Advocacy. The guideline
also lays out a comprehensive list of
outcomes with clear definitions and
metrics for each action, allowing
companies to measure their impact
with a standardized approach.
Besides that, the guideline
recommends appointing “internal
partners” that are accountable for
each action, enabling more members
within the company to contribute

to a healthy business. For instance,
marketing and communications
departments would be the lead for
both Community Engagement as

well as Products and Services.

ftb P9 7E 2016 4 W [ 2 B 1 3 % 8 |
(The Healthy Business Metrics Guide)
ETREEMESH AT EL—M
[RENFE] #FUhHRAMMAOBEE
BT HESMEETEAE FmTE-
MRS EEME @Rl Y TR EMH
REORE R B U995 = & EeE L
EE WHERIABENARBALOE
ML B ZERE
RTEDRABIBENEE MMAN
ESIEBETHAREHNTE  EBHAA
HT2EMNZENTE (BTHEE.
EmERE HAF2E AR BKE
B) WA —RFMERER .
EEFMER HYPYQrEmZElLS
EHZENRE - Rtz 5B R
BETHERTARNNESENINF
EBLARBEIRARREY—FMREE
FE M mENERANFIEESHT
P2 IANE mERBHITE -
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CRADLE TO CRADLE
PRODUCT PROGRAM

THE IMPACT OF A RESPONSIBLE

MANUFACTURER

™

CERTIFIED

cradletocradle

With the mission of creating a circular
economy, the Cradle to Cradle
Products Innovation Institute is an
NGO that certifies products meeting
the requirements of its Product
Standard. The institute hopes that
the program incentivizes companies
to create a positive impact on

society and the market through
manufacturing closed-loop products.

Cradle to Cradle Z fn 8l ¥ # 1 LA B 3E 18
IRIEEREM . MEIRZENERRM
RER  HUBEARBEARERARER
(closed-loop) " BliEFEMNM ERMIGHE -

FEAE

Carbon Footprint, Water Usage,
Social Fairness, Material Health,
Material Reutilization

WEH -~ Ak HgFEE -
YKtz - YRR

Circular Economy
BRRE BRI R

CRA,

G-Star Raw, Puma
2H020TF)

EXAMPLE - WATER STEWARDSHIP
BIF — kKREER

LEVEL / REQUIREMENTS (PARTIAL) | Basic
EFWRIEX (89) B=YN

Bronze  Silver Gold Platinum

5 iR £ =k

REREFERBIK

5E RS B % PR B BE R A K 1R

KR FEHH SR ERERAKER

While most impact measurement
programs evaluate the impact of a
business, Cradle to Cradle’s program
measures the impact of a product.
The institute awards all submitted
products an achievement level (Basic,
Bronze, Silver, Gold or Platinum)
based on their carbon footprint, water
usage, social fairness, material health
and reutilization. With the belief that
products meeting their standards
have a positive impact on the market,
the institute also considers a product’s
re-marketing and risk management
strategy during the assessment
process. The tier system provides
private or commercial consumers

a clear indicator enabling them to
select products that fit their lifestyle
choices or manufacturing standards.
Cradle to Cradle has also compiled an
online registry listing out all products
meeting its certification requirements,
making the information transparent,
accessible and reducing the risk of
fraudulent certifications.

As the certification expires every two
years, companies who wish to retain

a valid certification standard need

to demonstrate efforts to maintain
the quality of their products through
submission of up-to-date data to the
institute. Products awarded the Basic
level at the renewal assessment

might not be recertified; therefore,
this program is not only for consumers
to understand the quality of a product,
but also encourages companies

to optimize their manufacturing
processes through employing
innovative solutions.

ARZHHHBREBDBEIZERBETED
g2, & Cradle to Cradle #y5t 2/ 81
EEEEMNEEN MMABEXR
HENERRERE B EER
A ff R & A RABEEH M1
AR KERERE He¥FE-
MERZEMYMEBRERKXERETT
iz N I E TN E RERK
HIREAEMTISEE BHitt - MR

g EEEMNBFITHNREEERR

HMNERRG BEBENHERE
REBEMRIES ERtfEEEa i
PEFEF AR EZEERNE MR- Cradle
to Cradle &R EE B EM L BEER
RENER BRTIRAFZNEHE:
TN R E R E R REE -

HRRERABHEWE R BEMFE
BEFHRE BREEIFTNEE.
FHMMEFRESTDENIE IR
ERERTREBERABREIEALR] &
4 > Cradle to Cradle B J8¢ N H A E
BHERE Bt BEETAESHEHE
EITREMNER BHEARTEHER
BIFTH SR NERERRENHFE -

B CORPORATION

IMPACT ASSESSMENT
COMPARING YOUR IMPACT
WITH OTHERS

Certified

B

Corporation’
—

B Corporation certifies companies
that find a good balance between
social purpose and profit making,
encouraging them to make changes
through establishing responsible
businesses. The organization

has already certified over 3,000
companies spanning various sectors
including apparel, healthcare and
renewable energy.

B Corporation M &4 F #4+ & b an F1 & 5
BARIEHRE B MERgEIEEE
KR - P2 AREZIRER 3,000
RKNA ERRERE - BEAE Bk

IREHE -

33 b

Governance, Workers,
Community, Environment, Customers

NAEER - ITA - #HE RE - BEY

Becoming a B Corp

BERRE AR
allbirds,
e Ben & Jerry's, Etsy,
BRAT Patagonia

EXAMPLE — ASSESSMENT QUESTIONS
BIF — FEAE

What % of management is from under-represented populations?

i BOZENRRIEEBRERKMETRMLE?

Which is the broadest community with whom your environmental
B reviews/audits are formally shared?

WB—E B R A R ERREEZEHZARER ?

Has the company worked within its industry to develop social

R
ok

and environmental standards for your industry?

R ABARE BITERBRI I S MRFER ?

What % of full-time workers were reimbursed for continuing
IA education opportunities in the last fiscal year?

F—EMBFEE - BOZEN2BE THREFERS ?

As a first step, companies need to
complete its online tool “B Impact
Assessment”, which is a free test that
takes less than a day. The questions in
this online assessment are developed
by an advisory board formed by a
group of experts and leaders from
the private sector and academia,
evaluating a company’s governance
as well as its impact on workers,
environment and the community.

B Corporation will then perform a
background check to finalize a score
on a scale of 0 to 200, with companies
scoring over 80 qualifying for a
certification.

With thousands of companies
having already completed the
assessment, the system is able to
locate your score against others on
the same scale, helping companies
optimize their impact by comparing
their performance with other
businesses. The assessment reports
are transparent to the public, and
accessible on B Corporate’s website.
This online assessment is free of charge
but companies need to pay an annual
fee for using the B Corp certification
mark. As a side note, since “B Corp”
is an existing legal entity in countries
like Italy and the US, companies may
need to meet the legal requirements
for getting the certification in

these countries and are advised to
consult their local authorities before
submitting an application.

FEEBBENLR EEFBMMAN
% £ T A B Impact Assessment] it
TNERIZ BEABRAZT -—RZAE
BT FTARENME MIHKA
PN M R ANTT EE AR
FHREERRE AARAAMNER
BE ARMAEIA BENGEOF
BN Rk MSRARETHAN
BERTE MEO0ZE 2007 EL 80
DERE BHABIRENER-

i@ F A A2 #&15 3] B Corporation # R
B BRTRAAENFIZOB REDS
RBFEAEAGTRSMTALE EFQ
AR E B ERERMECEMMNTZEN
KB WHN RRENENE EEHTR
HE - REFEE AR [HECE] &
EFEMBEANEHAREEREZERER
MR AR E| B Corporation B3R
FREEMNERER HEFZQAAE
BEXEHFER AMEMBTRESAE
BE D -
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SUSTAINABLE APPAREL
COALITION'S HIGG
INDEX: AN IMPACT
MEASUREMENT TOOL
DEDICATED TO THE
APPAREL INDUSTRY

Based in San Francisco, the Sustainable Apparel Coalition
(SAC) has over 200 member companies from around the
globe. SAC propels sustainable production through forging
collaborations across brands, manufacturers, NGOs, policy
makers and other industry leaders in the apparel industry.
In addition, the NGO has developed the Higg Index which
enables fashion brands, textile and apparel manufacturers
to identify overlooked issues in their companies and measure
related impact on the retail experience, production and
manufacturing processes. Amina Razvi, the Executive
Director of SAC, tells us more about SAC’s work and the
mechanism of the Higg Index in this interview.

R B =3 ™ #Y Sustainable Apparel Coalition (7] #F4& X 7%
BE M SAC) HARBERMRMN200XEENT > EBES
M HET - ETEE  IRETENHMBITEEHD
G SRR KRITEBTUSESE - id HARIHN
[Higg Index| XERKRE HBRAREEFTRRAAR
WRABKABEEN  tEHHMEESERR  SEBERAE
RENSEE D - M T SAC WE1THE Amina Razvi -

IR KR 2 E Higg Index 2| & 2 i E 1k -

OQ Sustainable

Apparel Coalition

Product, Facility, Brand and Retail

FEAE Em ' % mENEE
Sustainable Apparel
BERE Industry
FRIKITHE S ERE
ASQOS, Columbia,
FjallRaven, Zalando
BRAF

)

LA\
i ’\_},.\-\w-‘”’//l/‘////

I L

(7

Executive Director of SAC

SAC HITTHAES

The SAC was founded ten years ago through an initial
collaboration between Patagonia and Walmart. The
companies banded together to create a standardized
system of measurement for the industry with the
purpose of driving collective action at global scale,
inviting brands, retailers, and manufacturers to join
them. This led to the creation of the Higg Index, a
suite of tools that holistically measures social and
environmental sustainability performance across the
value chain.

The Higg Index consists of five tools, divided into
three categories: Higg Facility Tools, Higg Brand &
Retail Tools, and Higg Product Tools. Manufacturers
measure the environmental impact and risk areas of
their facilities using the Higg Facility Environmental
Module. They evaluate their own social and labor
risks and impact with the Higg Facility Social & Labor
Module. On the brand side, retailers can assess the
social and environmental risks and impacts of their
entire operations — from design to a product’s end of
use — using the Higg Brand & Retail Module.

Brands, retailers, manufacturers and facilities
can all use Higg Product Tools to measure the
environmental impact of their material portfolios,
product designs, and finished products. The Higg
Materials Sustainability Index is the industry’s leading
materials library for assessing the environmental
impact of materials. Currently in development,
the Higg Product Module will complete the Higg
Index suite of tools, enabling companies to assess
the environmental impact of a finished product,
including consumer use and end of use.

It is absolutely possible for a company in the apparel
industry to use all of the Higg tools. The Higg

Index is a holistic assessment intended to measure
sustainability impact across the entire apparel,
footwear, and textile value chain, from materials
selection to a product’s end of use. Brooks Running,
The North Face, Patagonia, Salomon, Sympatex,
Toray, and VF Corporation are some SAC members
using all the tools currently available to inform action
and make improvements on their businesses.

The Higg Index helps gather science-based industry
data in a standardized way, and as a result helps the
industry — and ultimately consumers — gain clear
insight into the company’s true impact and actions on
how to improve. By using the Higg Index tools, brands,
retailers, manufacturers and facilities can proactively
commit to making sustainability improvements and
protecting people and the planet.

The Higg Index also offers companies significant
cost-savings. It eliminates the need for do-it-yourself
approaches, individual initiatives or costly external
consultants and helps companies gain executive buy-
in for sustainability efforts through trusted metrics and
proven results that can be integrated across businesses
to inform strategic decisions.

Companies can also reduce auditing costs and
proprietary program costs by focusing resources on
driving improvements instead of compliance and
leveraging industry standard tools to do so. Companies
will be able to save time by quickly and easily sharing
this data with value chain partners, anonymously
benchmarking their performance against industry
peers, and thus making informed sourcing decisions.

SAC £ 10 & 5 #2 Patagonia FK B IE & fEA L+ b 1
BHETmE ZERNMRERREGM—ERL-—EEE
S BEROTEHSEHUNTE - MEMIEBRMX
Higg Index W4 ER—EX2HEMEE I AR FRE
BRI e ERBENN AL -

Higg Index F ) AL IE T H 42 40 H B = K #8751l : Higg
FMETA  Higg mERTETH Uk HggEmIHE-
Her - 8LER RS 7 % b ae 5935 B 5 A [Higg & i T
B EERBLENNMEFREHE - 15N [Higg
mtEhSTRE] EOMMERALERETRE
HANFE S - Mk ME SR IRA 5B [Higg dn &
ZEBE] EXEMBR I TELEAOEMEEGE
Hrh FEENHSRRBBEITZES -

mhg - TER - BERMRIEESE R AERMA Higg
EmTRE #FHEZMANYE  ERKFAREKSR
BRI E N - T [Higg WHAIHERE] - B17%H
ARRUENYHENE EHBRETRYESIF LS
RENMEE MHggEmBRAE] BELTRIES
B R AR B I R BE # B & Higg Index E m # 15
B ARBABRERRKDEOEEE E R
ERE WREMELZNTE -

KA RERREE A LA LA Higg Index A
EENEZAN EEEERAHAIEYHE D TRE
R(EREBREKK EE- /1) 78 - REONTHE
B E N SAC g B Q781 Brooks Running: The
North Face* Patagonia* Salomon* Sympatex* Toray
A VF Corporation- b {f# 2 £ A SAC KA T A
EREMRTERRBITE -

Higg Index & BIR £ H TR WER B ITER
B RITENBEERMBEWNHER  EBMMIIZE
NEEMNITE - EMELRE - BRER Higg Index #Y
THE mig ZER HEANRKEEEEEMETHA
FEVEH AT R R BOE - MR E A SBAIM IREE R -

Higg Index th R AR IR R — AKX AB RN T X EE
TEN BETREZELEBANMSENEARSE A
AISKBh e ARARABEE - PSR ERIM T B E 8 A
RPERE - R AIFEEROITHE °

REVEFAINBEBETER MIFBHARMITERE
TRAESHARSE EMEREFZM2EZEEM
A PERNESREEERHOZHERE
TN ERH BEAERERITHERERR.
FAYE R TE PR B SR o
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“NO COMPANY CAN OVERCOME THE

CHALLENGES OF CLIMATE CHANGE
ALONE — WE MUST ALL WORK TOGETHER
AND USE COMPARABLE DATA TO MAKE A

DIFFERENCE.”

[2 R/ AFRENE B RARR &

TR - RMWE
RS - FIARTLLRE
R BRCrEt 5R o

No company can overcome the challenges of climate
change alone — we must all work together and use
comparable data to make a difference. By using the
Higg Index at global scale, the industry can leverage
science-based, trusted data that reflects an accurate
picture of the industry’s sustainability performance.
Higg Index data reveals where individual and
collective hotspots are and where improvements
can be made. The SAC brings the industry together
in a remarkable example of pre-competitive
collaboration. Through the SAC, members connect
with one another, collaborate, and learn from the
work other global companies are doing to deepen
sustainability efforts. New partnerships and projects
emerge as a result of connections made through
the SAC, and members have a built-in support
system. This year, the coronavirus pandemic has
deeply impacted the apparel industry, including
SAC members. The SAC has developed resources

to support our members during this very difficult
time. We are connecting members to one another
and sharing resources with stakeholders looking to
support the industry during this time of hardship.

A related example of member support is the SAC's
collaboration with the Social & Labor Convergence
Program (SLCP), which has led the way in uniting
the industry to standardize how it measures social
and labor impact. We have seen that audits and
redundant compliance-driven approaches do

not lead to industry improvements; instead, they
lead to duplicative efforts that are expensive and
time intensive. Through the SLCP, SAC member
brands, retailers, manufacturers and other
industry stakeholders have developed a converged
assessment framework to measure social impact in a
standardized way.

The SAC's verified Higg Facility Social & Labor Module
incorporates this converged assessment framework,
which, when used at global scale, will help the
industry drive performance improvements. This new
standard frees up resources, allowing companies to
focus on making improvements instead of managing
compliance. Now, more than ever, we see how
crucial this work is to support the well-being of the
millions of vulnerable garment workers that make

up the backbone of our industry around the world in
alignment with our value of equal partnership.

Communicating sustainability impact to
consumers to help them make more informed
decisions is another way the SAC supports its
members. Consumers increasingly want to know
more about where and how their apparel and
footwear is made and how they can shop more
sustainably in ways that align with their values.
One of the SAC's goals is to make it easier for
consumers to make better choices.

We are developing communications toolkits for each
of the Higg Index tools that support Higg Index users
in communicating to their business partners and to
consumers. We launched a market test earlier this
year that is exploring how to best communicate
Higg Index data to consumers and will have more
information to share very soon.
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“TO START AN IMPACT BUSINESS

ROOTED IN VALUES, SUSTAINABILITY
CANNOT BE AN AFTERTHOUGHT.”
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To build an impact-oriented business, leaders should
holistically integrate sustainability into every aspect
of a company — from design, to manufacturing,
logistics, headquarters, sales, and even a product’s
end of use. To start an impact business rooted in
values, sustainability cannot be an afterthought.
Sustainability goals and metrics should be part of
the organization’s broader goals, as well as every
employee’s individual goals. As companies grapple
with the challenges related to the coronavirus, we
are seeing the importance of this magnified. Those
that have been dedicated to social sustainability
efforts are better positioned to navigate the crisis.
These values have been integrated into how they
operate, and they offer a trusted framework for
making responsible decisions during this most
difficult time.

For companies that are just starting out,
sustainability may not be at the forefront of their
priorities, but they have an opportunity to rethink
the system and do things differently. This includes
everything from how they set up their business

and supply chain operations to how they integrate
sustainability throughout the entire organization.
They can take a close look at the companies they
are working with to understand what and from
whom they are sourcing, how they operate, and
what their end to end product life cycle looks like.
While this isn't easy to do if the information is not
readily accessible or available, the Higg Index helps
organizations gather this data and identify areas for
improvement. Over the past ten years, SAC member
companies have worked collaboratively to determine
what and how to measure key impact areas across
the value chain, and smaller companies can benefit
from this body of work as they look to set up what
they make and how they make it.

For companies that are resource-strapped,

the Higg Index offers an opportunity for large
and small organizations to understand what their
social and environmental impact is and where they
can make sustainability improvements without
having to build or leverage proprietary systems.
For example, as companies start to look at the
materials they are using and sourcing, they can
compare different options in the Higg Materials
Sustainability Index that already exist. Using the
Higg Facility Environmental Module, startups can
assess the environmental impacts of the facilities
that are already in the system which they are
partnering with and uncover how they can work
with those facilities on initiatives to lower water
consumption or reduce energy.

Startups often have smaller supply chains than
larger companies do. And even though they

might occupy a smaller percentage of orders at a
facility, they often have deeper relationships with
value chain partners, which they can work with to
implement changes more quickly and effectively
than larger organizations. While scale might not

be on their side, strong partnerships can help
organizations work together toward common goals
that can make a big difference.

The Higg Index allows users to establish performance
improvement plans. After completing the Higg Index
assessments, brands, retailers, and manufacturers
can develop plans based on their Higg results that
help them set goals and drive future social and
environmental impact improvements. Currently,

the SAC offers performance improvement

guidance for the critical issues that the assessments
identify. We will continue building out performance
improvement support this year.

Through the Apparel Impact Institute (Aii), one of
three partner organizations in the SAC family,
brands, retailers, and manufacturers can collaborate
to drive collective action at scale. Leveraging

Higg data, Aii identifies, funds and scales the best
solutions within the industry to reduce environmental
impacts. Value chain partners can collectively

fund these projects for a fraction of their typical
cost and mutually benefit from the success of
reducing environmental impacts together.
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4 ENTERPRISE SOLUTIONS
FOR HASSLE-FREE
IMPACT MANAGEMENT

More NGOs and industry associations are adopting impact
investment, inspiring a growing number of companies to
build up an impact measurement framework within the
organization. However, setting up an impact measurement
department calls for a considerable amount of resources
which may not be the most cost-effective option for cash-
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strapped startups or SMEs. Hence, these startups have
developed data-driven solutions that enable businesses of
different sizes and sectors to manage and monitor their
environmental and societal impact more efficiently.

PLANA

sopact

Berlin, Germany

L R

San Francisco, US

e EB=FmT

Oceans, Forests, Wildlife, Energy, Sustainable Living,
8 Waste Management

B RRMR - BFANERE - BER

ARELE - BEYER

17 UN’s Sustainable Development Goals
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With the mission of facilitating
companies to become carbon neutral,
Plan A developed a set of tools for
enterprises to measure their carbon
emissions. Its proprietary algorithm
analyzes more than 300,000 data
points collected from science
institutions or non-governmental
organizations from around the world,
resulting in an integrated index
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highlighting the most challenging
environmental threats. The startup
also created an enterprise software
for users to predict and keep track
of the company’s carbon emissions.
As a result, it helps them comply
with environmental regulations and
create action plans for offsetting a
company'’s carbon footprint.
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Unlike Plan A, which has a strong
focus on climate change, Sopact’s
tools work around the United Nations’
Sustainable Development Goals,
which covers broader topics such

as the gender gap, labour rights

and fair trade. While most impact
measurement solutions are designed
for enterprises, Sopact primarily
supports investors, incubators or
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grantmakers to keep track of a
portfolio’s impact goals at a glance.
In order to strengthen the investor/
investee relationships, Sopact
developed a tool for investees to
manage impact data, providing
seamless workflow processes to
compile information into data-driven
and visualized reports which help
them perform due diligence.

B RIMRE - —EmIEMERE N ARNY
BHERE - RTRIEREFRBES AR Z
AR - Sopact th@7 7T —ET AEHA
ARREEFENEE  HEENTER
T2 TS P A B RHE A B BUR (L FIAR
BlMHE - BRENMIETERAL -

PLANA.EARTH
.

Image Courtesy: Plan A

SOPACT.COM

Image Courtesy: Sopact

® HASSLE-FREE

0 Sinzer

Quantés

Amsterdam, the Netherlands
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Lausanne, Switzerland
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17 UN's Sustainable Development Goals
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Carbon Footprint, Water Footprint, Ecosystems
b 5: ] Quality, Natural Resources, Human Health
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Sinzer is another company that has
created a tool for measuring companies’
impact in line with the UN’s Sustainable
Development Goals. While Sopact’s
tools are designed for investors/
investees, Sinzer's solutions focus on
users who are NGOs, social enterprises
and corporates. Users can choose
either Social Return on Investment (a
framework that measures the extra-
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financial value a company creates for
society) or Social Impact Measurement
(a framework that measures how
much change a company creates for
society) to analyze their impact data.
lts tool also supports the creation

and analysis of stakeholder surveys,
facilitating their users throughout the
entire evaluation life cycle by probing
into their partners’ feedback.
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Quantis is a Swiss consultancy that
customizes web-based tools for its
clients through employing its expertise
in UX and Ul design. Its customized
solution has been widely used by various
sectors like FMCG, Transportation,
Sports, Energy and Finance. Inspired

by the cradle-to-grave approach, its
solution adopts the Life Cycle framework
to evaluate the impact of products or
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corporates. This end-to-end approach
empowers its users to collect, monitor
and analyze data from production,
manufacturing distribution and after-
sales efforts. The company is also
tackling plastic waste - in collaboration
with 35 scientific organizations,
Quantis offers a standardized
methodology for corporates to
measure their plastic waste footprint.
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HONG KONG'S LEADING EVENT ON
DESIGN-LED TECHNOLOGY FOR SOCIAL
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Finalists of Techstyle for Social Good 2019
Techstyle for Social Good 2BktLEE 2019 2 BEER

TECHSTYLE FOR SOCIAL GOOD
INTERNATIONAL ONLINE
COMPETITION 2020 OPEN CALL

FOR APPLICANTS

HE HONG KO
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COMBATING COVID-19

WEBINAR SERIES

WALKING THROUGH CHALLENGING
TIMES WITH ENTREPRENEURS

As COVID-19 continues to affect industries around
the world, the global supply chain has been
experiencing a reluctant shutdown since earlier
this year, creating uncertainties and disrupting the
expansion plans of many businesses. Much of the
survival of businesses amid this crisis has and will
continue to depend on key decisions made and the
technologies implemented to hedge the risks.

In order to weather the storm with companies
through this challenging time, The Mills Fabrica has
been organizing the ‘Combating COVID-19" webinar
series, which began in March. Our team invites
experts and industry leaders from different sectors
to shed light on topics encompassing inventory
management, supply chain management, retail tech
and employee upskilling.

If you have missed our previous sessions, you can
listen back to the full recordings on Fabrica’s
YouTube channel so you can learn and get inspired
anytime, anywhere. You can also check out our
website for the details of upcoming webinars.
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® COMBATING COVID-19

31 July 2020
202047 A 31H

31 August 2020
202048 A31H

At least one member must be an active full-time
student or graduated within the past two years -
of any level, discipline and field

BBEANEEL —RERBLERBEMF 2 AN
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Individual or maximum of 5 people
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www.themillsfabrica.com/tfsg2020

contact@themillsfabrica.com

The Mills Fabrica is proud to present the “Techstyle
For Social Good” international online competition
2020, in support of innovations merging technology
and lifestyle that are making a positive impact on
society and creating solutions for the greater good.
This year, we cover a broader scope of lifestyle tech
to include the field of food-related technology, in
addition to fashion/textiles designs.

Fashion/textiles designs are innovations
revolutionizing the value chain of the fashion
industry, including: 1) new materials & supply chain
innovations, 2) wearables & lifestyle brands, and

3) new retail experiences.

While food-related technology can be categorized
into three areas: 1) supply chain innovations
including agritech, transparency, logistics,
distribution and packaging, 2) alternative foods and
emerging food brands e.g. plant-based meat and
dairy substitutes, and 3) new food retail - food apps,
innovative kitchen and retail solutions.

If you are a university student or a young innovator
who has graduated within the past 2 years with

a groundbreaking idea that falls into any of the
categories mentioned above, please check out the
judging criteria and submit an online application
through the official website www.themillsfabrica.
com/tfsg2020 before July 31. A judging panel formed
by world-renowned industry leaders from fashion
and food industries will review the submissions based
on creativity, sustainability, innovation and impact
to society and select four winners who will receive
cash and in-kind prizes valued at over HKD320,000.
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SPEAKERS
mE

AJ Mak, Founder and CEO of Chain of Demand
Felix Winckler, Co-founder and COO of Reflaunt

Chain of Demand &3 A &FTEARFLA) Mak
Reflaunt X [F&I#% A & 7548 E-Felix Winckler

Edwin Keh, CEO of HKRITA
B S PRIRETE R O THAR B X

Janice Wang, CEO of Alvanon
Catherine Cole, CEO of MOTIF

Alvanon 1TE#2 % Janice Wang
MOTIFTTE 4%, Catherine Cole

Juliette Gimenez, Co-founder and CEO of Goxip
Karoline Gross, Founder and CEO of Smartzer

GoxipZtFIgIHEA RITE A Juliette Gimenez
Smartzer Bl# A R 1TE#EH Karoline Gross

DESCRIPTION
AE

Minimize supply chain disruptions through data
forecasting and manage unsold inventory through
post-consumer tech
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React to minimize disruptions to business
operations and capture new opportunities under
the COVID-19 outbreak
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Preserve and enhance workforce capabilities to
pull through tumultuous times while continuing to
innovate

RBESHERARBMEFBT
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Tap into tech-savvy consumer groups through
social commerce platforms and curate creative
content through interactive video experiences
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UPSKILLING FOR IMPACT IN
THE APPAREL INDUSTRY

By Elisabeth Souquet, Marketing Director at Motif
X - Motif T35 428 Elisabeth Souquet

The Apparel industry has been under intense scrutiny over the
extent of its negative environmental impact, ever since the
disputed allegation that fashion was the second most polluting
industry in the world. Meanwhile, the industry has hardly
fared better from an ethical standpoint, with regular scandals
highlighting its failing ability to mitigate against the risks of
forced labour, child labour, hazardous working conditions and
general exploitation in its supply chains. Articles about brands’
sustainability initiatives, commitments or pledges have been
flooding the news daily over the past 3 years, yet the prevalent
business model of fast fashion remains lightly questioned,
making traceability, transparency and accountability deeply
rooted issues within the industry.
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“THE INDUSTRY NEEDS TO CLEAN UP

ITS ACT, UPSKILL AND RESKILL THE
MILLIONS IT EMPLOYS NOW. THE TIME
FOR TEPID MOVES IS GONE.”
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The current management of the COVID-19 crisis

is yet another illustration of the ambivalence of

the industry: lauded for its undeniable effort of
solidarity to produce masks, alcohol gel and medical
equipment while some major brands are being
named and shamed for cancelling and delaying
orders, including orders already in production or that
were ready for shipment, de facto putting millions
of workers, in Asia and Bangladesh in particular,

out of a livelihood. There are also reports across

the industry of sustainability programmes being
placed on the back burner as brands and retailers
navigate the crisis in survival across-the-board cost-
cutting mode. The temptation is high to pause or
delay transformational initiatives or new technology
investment, which in many cases are key enablers of
more sustainable practices.

An assessment of impact invariably comes to
consider the scope, durability, irreversibility, and
scalability of the desired outcome; in effect how
pervasively, deeply and quickly the object of influence
is changed. If sustainability is to make an impactful
stride in the fashion industry, which is heavily
people-reliant, it cannot do so without a massive
and continued investment in education, skills and
innovation in a broad sense, from a technology,
process and practices perspective. The industry
simply cannot afford to wait for a next generation of
workers to come to the market readily equipped with
these skills. It needs to clean up its act, upskill and
reskill the millions it employs now. The time for tepid
moves is gone.

MOTIF was born almost 3 years ago from the
realization that the apparel industry was ill-equipped
to address an increasing and alarming skills gap
affecting its current workforce. On the one hand,

it was at risk of losing fundamental technical

skills, notably due to its failing in capturing and
transferring the knowledge and skills of a whole
generation of workers on the verge of retirement. On
the other hand, it wasn’t upskilling its workforce fast
enough with the new digital and transformational
skills needed to cope with the challenges of Industry
4.0 and the sustainability imperative. Combining
industry content expertise with the flexibility and
scalability of online learning, MOTIF embarked on its
ambitious mission to bridge this skills gap.

It was thus no coincidence that among the first
courses offered on its learning platform featured

a Sustainability in Fashion introductory online

course by the BF+DA and Pratt Institute. As 60-

80% of the product impact on sustainability lies

in decisions made at the design and development
stage, empowering individual designers and product
development teams alike so they can drive innovation
and change is essential. With sustainability being

a vast and complex field, multidisciplinary and
constantly evolving, choices that need to be made
are anything but binary. The Sustainability in Fashion
course introduces the various sustainable strategies
that can be considered at each stage of the product
lifecycle and the trade-offs to be made.

A course allying the fundamentals of fit for the
booming Plus Sizes segment, as well as a unique
course to help kickstart the move from 2D to 3D
apparel product development confidently, are
among the latest releases on the MOTIF e-learning
platform. The latter is especially well suited for
learning as a team. It supports teams in identifying
their own compelling reason for adopting 3D and
building their business case through to laying the
foundations for a successful implementation of 3D
into business-as-usual processes. Team members get
equipped with best practices in project and change
management, learning at a pace that fits their
agenda and workloads.

Impact for MOTIF also means keeping abreast of
the latest developments in learning science and
methodologies, as well as the new technologies that
can support the integration of these advances into
the design of our online and blended courses. We
aim at constantly improving our learning experience,
so it remains highly engaging and effective. We
focus on ensuring a tangible return of investment

at the individual learner, the team, and up to the
enterprise level. Skills gained need to be applied in
context to make a difference in the day to day job,
to increase the productivity and sense of purpose
and achievement of staff. Continuous thinking

on embedding a highly social and collaborative
approach in learning, knowledge retention
mechanisms, blending online and offline interactions
as well as personalised and incremental learning
paths, are driving the evolution of our learning
experience. We believe they are key to effectively
support lateral and vertical career development and
the empowerment of teams, with a combination of
technical industry skills and soft skills such as critical
thinking and virtual team collaboration.
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“COMPANIES
WITH A STRONG
LEARNING MINDSET
AND INNOVATION
CULTURE THAT
STAY COMMITTED
TO THEIR PEOPLE
IN TIMES OF
ECONOMIC
HARDSHIP ARE THE
FIRST TO BENEFIT
FROM RECOVERY.”
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UPSKILLING FOR IMPACT IN THE APPAREL INDUSTRY

Important sustainability foundational work has
begun throughout the industry, progress has been
made by many actors and is starting to pay off.
Putting a halt to investment in people training and
transformational programs in this time of crisis and
uncertainty may very well backfire. An increased
focus on pivotal innovations is necessary to shape
the future of the industry and emerge stronger in
the longer term. The level of sophistication and
flexibility brought by online learning has proven its
effectiveness to address the need for continuous
development for professionals, and its advantages
and power are all the more obvious at a time when
staff are working remotely at an unprecedented
scale, across all actors of the supply chain. Past
research has shown that companies with a strong
learning mindset and innovation culture that stay
committed to their people in times of economic
hardship are the first to benefit from recovery. This
is also important in terms of employer branding

as millennials, who are now the largest working
generation, rank having a strong sense of purpose
and making an impact, among the top reasons that
would make them join or stay with a company.

Finally, in our quest of impact, an essential piece of
the equation is industry-wide knowledge sharing and
collaboration. At MOTIF, we are all about providing
tools and resources for companies and individuals to
identify, share and obtain knowledge, all in a digital
environment. Our vision is to be the hub for shared
knowledge, for individuals, companies and passionate
communities setting out for industry change.

Alot of knowledge resides in the heads of
experienced practitioners. Other industries have fared
much better in coming together to share knowledge
and fostering a pipeline of new talent with that
knowledge - in a way that benefits the industry as

a whole. It is high time for our industry to do the
same. So, this is our callout: if you have expertise,

as an experienced professional or commmunity, as an
industry body or faculty, or as a corporation willing to
share best practices or champion the development
of professional education material, we need you!
We're on the lookout for broad strategic expertise

as well as very niche technical expertise. If you hold
dear the betterment of the industry like we do, reach
out and let’s collaborate for even greater impact!
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The Mills Fabrica’s incubatee, unspun, launched its collaboration
with the Belgian innovative startup Resortecs last year, using
Resortecs’ dissolvable stitching threads to sew jeans crafted
specifically for each customer using unspun's proprietary

3D digital fit technology. The collaboration between these

two startups combines two cutting-edge technologies and
introduces an option for buying jeans that is one step closer to
closing the loop. But how does this contribute to the circular
economy? We interviewed the founders to talk us through the
impact of this disruptive collaboration.
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“RUNNING A
SUSTAINABLE
FASHION BUSINESS
IS NOT ONLY ABOUT
ENVIRONMENTAL
IMPACT - WE ALSO
NEED TO DESIGN
FLATTERING
PRODUCTS TO
PLEASE OUR
CUSTOMERS. ”
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Founder of Resortecs
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Co-founder of unspun
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C: Resortecs saw that the most difficult part

of disassembling jeans is removing the seams,
buttons, or labels from garments for reuse.
Removing seams from garments must be done
manually. This is time and cost consuming, a big
bump in the road when trying to remake garments
so that materials aren’t wasted. Resortecs solves
this problem with a remarkable innovation:

a sewing thread that can be sewn on with
traditional machinery but dissolves at 200 degrees
Celsius. Unspun is in business to flip the fashion
paradigm through automated and intentional
manufacturing. With Resortecs’ dissolvable
stitching thread, unspun is one step closer to
closing the fashion gap.

W: We do not want to produce products that

end up in landfills. Instead, we both tend to
intentionally produce on-demand products, and
this has always been the strategy of unspun. We
realized that our customers would ask us about
the post-consumption treatment every time we
launch a new product, making us contemplate the
recycling process. We cannot recycle fabrics and
garment accessories without extra steps to break
them down. Therefore, we adopted Resortecs’
threads in our jeans.

W: Normally, we need to put jeans through a
chemical recycling process before shredding them
into small pieces and turning them into new

yarn. However, by using Resortecs’ dissolvable
threads, we can leave out the chemical recycling
process and do not need to consume water and
chemicals during the entire course of recycling.

We can simply use the entire piece of recycled
fabric to produce new products. As a startup,

we have very limited resources to measure
environmental impact. Resortecs is based in
Europe, where environmental regulation is far more
progressive than in Hong Kong. The talent pool

for sustainability in Europe is deeper as well. This
collaboration made us reflect and assess how our
product’s lifecycle creates a positive impact on the
environment.

C: The dissolvable stitching thread will help reduce
water consumption, land transformation, use of
fertilizer and the release of hazardous waste by
simply saving more raw material sourced from
recycled clothing. When adopted at a larger scale
and in cooperation with recycling companies,

this solution will have an even bigger positive
socio-economic impact on local communities
worldwide - especially those affected by
overproduction. The production and disposal

of a pair of jeans can emit 28 kg of CO.. With
unspun’s 3D weaving technology and on-demand
production, paired with Resortecs’ dissolvable
stitching thread, we can reduce that number to
13 kg of COaz. Cyclical production that considers
the entire lifecycle of a garment is the way of

the future. For a more detailed report on the
environmental impact achieved together with
unspun, | invite you to check our white paper
available at https://resortecs.com/lca-rebirth/.
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C: The challenge for an innovative startup

to commercialize its solutions is two-fold:

the production and the sales. It can be quite
challenging to manage production quality issues
during scaling and to organize your business
around minimum order/production quantities
while still closing the first sales.

With regards to brands and manufacturers, there
is still a lot of education required in order to prove
the potential of a circular supply chain model.

We also need to manage our own and customers’
expectations. We are only able to solve part of
the problem; we are not recyclers and our threads
are not compatible with all production processes,
materials and/or applications. Nevertheless, the
goal is still to work towards full industrial adoption
and to build a long-term relationship with our
customers. By only setting up a small capsule
collection with new technology, we will not be
able to unlock the full potential of the method
and process. Medium and long-term visions are
required to go beyond the fascination of the
newness of our offering.
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“MEDIUM AND LONG-TERM VISIONS
ARE REQUIRED TO GO BEYOND THE
FASCINATION OF THE NEWNESS OF

OUR OFFERING.”
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“THIS COLLABORATION MADE US REFLECT
AND ASSESS HOW OUR PRODUCT’S
LIFECYCLE CREATES A POSITIVE IMPACT
ON THE ENVIRONMENT.”
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Resortecs produces a dissolvable stitching
thread for easy repair and recycling of
garments. Used in attaching trimmings,
such as zippers, buttons and fasteners,

the threads are aimed at garment repair,
recycling and reusing materials from unsold
stock and dissolve when exposed to heat.

W: Most of the time, we tested the usability of the
products, ensuring the threads do not come off
after stitching. Other than that, we also needed to
make sure that the jeans will still be durable after
our customers wash them repeatedly. Additionally,
we need to consider the aesthetics of the jeans.
We found that the threads untwisted when we
produced the sample, but it did not stop us from
testing it iteratively. We also made sure that the
product was ready to sell by the launch date,
while considering whether our supply chain would
be overwhelmed by the iterative prototyping.
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When two startups collaborate, it is important

to compromise and accommodate each other.
Since Resortecs only produces white threads, we
needed to match the right color fabric for it to look
appealing to our customers. Running a sustainable
fashion business is not only about environmental
impact - we also need to design flattering products
to please our customers.

E 'E Whitepaper of
:_%.:. Resortecs
1 Resortecs A 7 &
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C: Collaborating with small innovative brands with
a shared vision help us to validate the potential and
relevance of our offering. Moreover, it helps bigger
companies devise possible ways of implementing,
communicating and valorizing the innovative
Resortecs process of assembly and disassembly.

W: In the collaboration, we do not only see
customers of unspun but also those of our partners
who we can apply the user-centric approach to.
For instance, our customers can see their scanned
avatar when they use our 3D scanning technology.
Some people are more confident about their body
figure, while a few of our partners told us that
others do not feel comfortable when they see their
body shape. It makes us realize that our business
proposition only covers a part of our prospective
customer-base.

Unspun is an on-demand apparel
company that uses 3D scanning and fit
algorithms to generate digital consumer
sizing. Using the 3D information, they
create a pair of customised jeans that fit
perfectly through 3D weaving.
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Book your appointment
for customizing a pair
of unspun jeans
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If innovators want to create change that will last, support
from corporates and brands is required to bring innovations
to the mass market. In this feature, we introduce four
innovators who have successfully commercialized their
solutions through spurring collaborations across brands.

Image Courtesy: Evrnu, Reeburn, Tencel, Econyl, Prada, Pinatex and Hugo Boss

FROM INNOVATION TO COMMERCIALIZATION:

COLLABORATION
BETWEEN
INNOVATORS AND
BRANDS

3 4 N Y
L8 g ot Tt e e e o N e N
LR -‘:,_". A 08 A AT R4
A A . 9 TACATAA R R4 R 3
s P A * A -
A X X ] *
N .

e | A e N W

by AA A,
e o W |

A A i " A A A AR
LA AN M A {
\ lj‘» 2 & e B B 3 .
g RS & $
. \'l..“\l - l—"“’ \ '.*, " .l" z/l
CAAAA AN B LA B A T
gt : '..lt,: ..‘-_L‘.' :,‘ 1 P
e N e TS e g A byt
'\ i Wt LA A
\; W W g | LN
1.'\\"5"\“-" ! A
The collaboration between Adidas by e, WY R o h
Stella McCartney and Evrnu, a portfolio company ';'h'ﬁ ;}L_ 5 ." LT A '\ .
of Fabrica’s investment fund. :ﬂ: e e MUK
l“\“"v.’k";nx e R
Adidas by Stella McCartney Mg LyEshiEEEESE ' AU b A A

BART Evinu 2 A{EEH - RROUAOAIA MR



FABRICA.WEAVE

FROM INNOVATION TO COMMERCIALIZATION: COLLABORATIONS BETWEEN INNOVATORS AND BRANDS

30

REUSING IS
THE NEW FASHION
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Raeburn
RABURN

London, UK
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MCM, Porter,

The North Face, Timberland, etc.

MCM - Porter
The North Face* Timberland %

RAEBURNDESIGN.CO.UK

MAKING PLANT-BASED
BECOME TRULY
ECO-FRIENDLY
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Tencel by Lenzing Fealssoright

Lenzing, Austria
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H&M, Levi's, J. Crew,
Victoria's Secret, etc.
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The British designer Christopher
Raeburn founded his eponymous
upcycling fashion house Raeburn to
mitigate the serious waste issue in the
fashion industry. Apart from garments’
wearability and accessibility, Reeburn'’s
products are produced around the
“3Rs"” - Remade, Reduced, Recycled.
The designer collects surplus materials
like used tents, parachutes and army
gear, and turns them into functional
fashion items ranging from jackets,
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“Plant-based” fibers are not
necessarily eco-friendly. According
to the study conducted by the
NGO Canopy, over 150 million trees
are logged annually for producing
cellulose fibers to address the
increasing demand for Viscose and
Rayon from the fashion industry.
The traditional cellular fiber supply
chain causes irreversible deforestation
and chemical pollution during the
production of wood pulp, which has
been jeopardizing biodiversity and
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sneakers watches and suitcases.
Reusing alone is not enough to
create a closed-loop business, and

as a result, Reeburn pledges to keep
carbon emissions of production as low
as possible. Reeburn describes itself
as “a collaborative spirit” and often
partners up with mainstream fashion
brands, to make their sustainable
designs accessible to more customers
in the mass market.

MEF Wit ML INE - BREE -
FHEMTTHEEFHER - BEEFHIL
TRUABIERREE - Bk © Reeburn
EEGEESNREREIERER
B -tEAmEHE (&S]
KERFTREREQEEE BELERY
BEREIHER -

5

deteriorating climate change. Hence,
the Austrian fiber innovator Tencel
ensures that the wood they use for
producing fibers are sustainably
sourced. The innovator combines
cotton scraps with wood pulp using
its REFIBRA™ technology, not only
reducing the usage of wood but also
giving post-consumer waste a second
life. Its fiber products are widely used
by a multitude of fashion, sports and
home textile brands.
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GIVING PLASTIC
A SECOND LIFE

MEREY
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Adidas, Arket,
Mulberry, Prada, etc.
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ECONYL.COM

GETTING THE MOST
OUT OF BY-PRODUCTS
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Developed by the pioneering Italian
fibers innovator Aquafil, Econyl© is
a nylon product regenerated from
rescued materials including fabric
scraps, carpet floorings, and plastic
waste collected from oceans and

landfills. All collected materials

go through a purification process,
resulting in raw nylon materials which
are slightly better than virgin nylon
used by more than 300 fashion and
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Founded by the materials science
expert Dr. Carmen Hijosa, Pifiatex’s
vegan leathers are made from the
fibers of pineapple leaves. Compared
to conventional leather products,
Pifatex does not use any chemicals
during the leather tanning process,
avoiding abusive use of water and
toxic materials for workers. Since
most of the early-stage production
processes like decorticating, washing
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interior design brands. The company
claims that for every 10,000 tons of
nylon, there will be a reduction of
57,100 tons of CO2, a seemingly more
sustainable option than using crude
oil. As Aquafil has perfected the nylon
regeneration technology, the next step
in its playbook will be to recycle nylon
from consumers, making Econyl© a
self-sufficient product and producing
zero waste within the supply chain.

MEANRTRIERA © & Aquafil 15
el 1 BHEERERI &S 57.1 B
—Eieht o REEHEATUBENEN
BIE o Aquafil EEERBERENE
EFR - M TS BHENNESE
WHBEBUESRE © & Econyl© X B
HEENELAR EXTEENER -

and drying take place at local
pineapple farms, it is not just the
environment that benefits but it also
creates positive societal impacts

on the farming community in the
Philippines. As Pifiatex leathers are
highly durable, various fashion brands
have used them to replace exotic
leathers for creating sneakers’ uppers
and other parts that require high-
performance materials.
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The Mills is a landmark revitalization project from

Nan Fung Group, a celebration of shared industrial )

legacy with Hong Kong, and a step towards a future A& . y pieces "&:\
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of applied creativity and innovation. ] | A -
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The Mills is composed of 3 main pillars: Fabrica,
Shopfloor and the Centre for Heritage, Arts and
Textile (CHAT). Building on a foundation of legacy
and heritage, visitors can explore the continuity of
an authentic Hong Kong story, where themes of

textile and industry are woven into experiences of . s e
innovation, culture, and learning. o — . ~ " :
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