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The blueprint for the denim industry
From mills to runways, Rivet has a pulse on the game-changing designers,
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Intersectional environmentalism—what does it mean for
the denim industry?

S

temming from a desire to confront the damage its waste-making ways have waged on the environment, the fashion sector
has rolled out a multitude of
sustainable advancements in
recent seasons. Material innovations, traceability
technology and upcycling initiatives have all become common tactics for brands looking to curb
their ecological output.
But a global pandemic has laid bare the industry’s most toxic effects on the people at the heart of
its supply chain. The term “intersectional environmentalism” has been quietly gaining traction, bolstered by a growing understanding that garment
workers—most of whom are women—stand to
bear the brunt of the industry’s failures.
“Intersectional environmentalism in fashion
is advocating for both people and the planet over
profit, ensuring race and privilege fall under the
umbrella of sustainability,” said Kayla Marci, Edited
market analyst. “The movement identifies how
marginalized people of color are often left out of
the conversation, yet are the most vulnerable to
adverse environmental impacts such as pollution
and climate change.”
Despite the fact that shoppers are becoming

savvy, “brands are still using sustainability as a
box-ticking exercise, trying to offset their environmental footprint through a one-off organic collection or recycling initiative when it is a complex and
multi-faceted concept,” Marci added. For companies to become truly sustainable, “their efforts need
to also protect and give back to the poor communities of color who experience injustices from the
industry’s processes,” she said.
Issues persist throughout the supply chain—
from the beginning of a garment’s life cycle, where
workers are faced with poor working conditions,
inadequate compensation and wage theft, through
the end of a product’s life, when it’s discarded in
a landfill that is often adjacent to an underserved
Black or brown community, Marci said. “This
often-neglected demographic is most affected by
the fashion industry.”
“It really comes down to two things—climate
justice and gender justice,” ReMake founder and
CEO Ayesha Barenblat opined. “Without human
rights and without gender justice, there really
cannot be a sustainability movement,” she added.
“These two issues go hand in hand.”
According to ReMake’s data, there are 70 million workers in the global apparel and textile industry, and “it’s one of the only manufacturing indusRIVET NO.12 / JUNE 2021

how delivery delays are affecting retailers and tips to
tries in the world that’s predominantly powered
by women.” In some prominent sourcing locales,
more than 80 percent of workers are female.

“BRANDS ARE
S T IL L USING
SUS TA IN A B IL I T Y
AS A B OX-T ICK ING
E X ERCISE...,”

D O N ’ T C A L L I T A

— Ka y la M arc i, Edi ted
These individuals are “on the front lines of climate shocks,” Barenblat said, because the natural
resources in their communities have been pillaged
“to enrich Western brands.” What’s more, these
women are also dealing with rampant human
rights abuses—an issue that has come to light
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Strong-willed and unflappable, New York’s fashion and retail sectors are
ready to navigate life after the coronavirus.
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ew York City is high on optimism, buzzing from the more
than 7.5-million-and-counting
Covid-19 vaccine doses administered across its federal and
state-run facilities. As of May
19, the nation’s cultural capital lifted most pandemic-related capacity restrictions that plunged offices, retailers, dining establishments, salons, gyms
and more into some version of dormancy over the
past 15 months. Broadway stars and their supporting casts have restarted rehearsals with hopes of
returning to full houses in mid-September, and the
New York City subway is back to chugging along
around the clock with 24-hour service. MTA New
York City Transit officials recorded 2,009,025 subway trips on April 8, the first time that ridership
has breached the two-million mark since the pandemic upended city life.
In other words: NYC is open for business.
It’s a stirring reversal from where the city was
one year ago: the early epicenter of America’s
Covid-19 crisis. Approximately 203,000 confirmed
cases were reported in NYC during the first three
months of the pandemic, during which images of
an eerily empty Times Square and Grand Central
Station devoid of travelers captivated the world. As
of the end of May last year, more than 940,000 residents had contracted the virus, resulting in approximately 33,000 deaths, NYC Health reported.
Despite the palpable excitement of regaining
some sense of normalcy, the weight of enduring such a trying and uncertain period lingers on
New Yorkers’ psyche. The city’s fashion and retail
sectors—and the people who power them—are
bound to emerge from the pandemic changed.
“During the lockdown all my vendors pivoted
in a week’s time and made masks, gowns, lasercut shields and even used 3D printers to make air
mask nozzles,” said Christine Rucci, president and
creative director of Godmother NYC Inc. and a
member of Made in NYC, an initiative of the Pratt
Center for Community Development that supports
thousands of local manufacturers and makers.
PPE demand that cropped up virtually overnight
ultimately helped save many factories from going
under, Rucci said, and underscored the city’s manufacturing capabilities at a time when both local
makers and brands desperately needed a lifeline.
Marred by factory shutdowns and canceled
orders, the pandemic pushed the global denim
supply chain into a state of turmoil, but Rucci said
the companies that tapped into a local network of
NYC makers were the ones that persevered. Rucci
developed small runs, prototypes and sales sam-

November
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and style preferences and habits of Boomers, Gen X,
ples throughout the outbreak’s darkest days, serving clients like Belstaff and DiResta Make Wear by
utilizing the Jeanologia technology at New Jersey’s
nearby BPD Washhouse.
As the owner of Brooklyn Denim Co., the Williamsburg outpost for denim brands like Tellason
and First Standard Co. and its own eponymous
label, Frank Pizzurro saw firsthand how the Covid
crisis, along with growing climate-change concerns and a “general feeling of having to connect
more with life,” is changing the way people view
fashion. “Consuming has been a sport in the U.S.
for the past three decades, but people are waking
up to the fact that there is more to it than just owning things,” he said. “They will still consume but I
think wiser and with more thought and purpose.”
Despite the short-term economic pain that comes
with consumers buying less but better, the change
will be “a good thing” in the long run, Pizzurro said.

Fashion, retail, entertainment and hospitality—
NYC’s heart and soul—number among the city’s
hardest-hit sectors. Despite retail rents cratering
to historic lows—as much as 25 percent off from
2019 levels, the Real Estate Board of New York
reported in January—the empty storefronts lining
Fifth Avenue, Lexington Avenue and Broadway
RIVET NO.12 / JUNE 2021
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In Season
MAY + DECEMBER

BOSSA

MATERIAL
SELECTION

TURKEY
Hemp, soybean, Repreve, Naia, CiClo, Smartcel,
Blending
recycled cotton with virgin cotton is important, but it is not easy.
We made investments for producing high-quality recycled denims.
We are developing a zero-waste life cycle to close the loop.
Since 2019 we have used all our textile waste in our blends. We
have also adopted various procedures aimed at reducing our

REBIRTH
FUTURE HEALING
NOMADIC SOUL

Cotton Incorporated’s product
development team is introducing new
library this year. These include several
options with sustainability in mind, such
as two 100-percent cotton indigo denims
with ombre plaid, achieved by laser
etching the full width of the fabric, and
Cationic cotton, brought into the
spotlight earlier this year with Polo Ralph
Lauren’s Olympic apparel, is also featured
in a 100-percent cotton fabric in a gold
color. Cationic treated cotton yarn can
mimic interesting yarn-dyed looks in
cotton piece-dyed fabrics. Using cationic
yarns also allows for reduced inputs in
dyeing—no salt, less dyestuff and shorter
dye cycles.

dyeing.
[We are working] toward zero water with Saveblue
and Saveblue+ concepts. Saveblue uses 85 percent less water
compared to conventional dyeing. Saveblue+ has the same

collaborated to develop the ECO3 concept. This concept includes
sustainable washing technology by Strom and fabrics by Bossa
made specially for this technology. The fabrics for sustainable
washing technology are ozone- and laser-friendly.

of denim colored with EarthColors®
dye, which is made from cotton biomass.
By using agricultural waste as a circular
dyestuff, the environmental impact of the
pigments is reduced.
For consumers that like performance

Gen Z consumers are more conscious and
investigative in the purchases they make. They want transparency
and traceability is key to avoiding false statements. Bossa partners
with FibreTrace to provide trust, transparency and traceability

library includes several options with

to analyze the [inputs] associated with the entire life cycle of a
product or a service, usually from cradle to grave.

Denim with TransDRY® technology

8

IN SEASON

SPRING / SUMMER 2023
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enhances cotton’s moisture-wicking abilities
to help keep wearers comfortable and dry.
Cotton denim provides the comfort and
softness that consumers crave, mixed with
a constantly expanding array of sustainable
innovations that make jeans greener. While
the processes behind denim evolve, one
thing’s for certain: the pandemic-proof
wardrobe staple is here to stay.

IN
SEASON
DENIM & TRIMS
LOOK BOOK

TRIMS / 1

RIVET 50
New in 2022: Rivet 50 The Event

THE MOST
INFLUENTIAL
PEOPLE IN THE
DENIM INDUSTRY

RIVET 50 serves as an index of the forwardthinking leaders driving change in the
global denim marketplace. This year, those
individuals were nominated and chosen by
the denim industry. More than 16,000 online
votes determined who made the list. From
sustainability gurus to designers with star power,

Executive

Designer

Agents of Change

2022 SJ Media Kit | sourcingjournal.com

Mills

Supply Chain

C I RC U L A R CAS E ST U D I ES • A LT F I B E RS • D E N I M R ESA L E • R ES P O N S I B L E R U N WAYS

WELCOME TO
TR ANSNOMADICA

INDUSTRY PLOTS ITS
CIRCULAR FUTURE

Maurizio Donadi brings his world of vintage to
the online masses.

T

State of the Industry Reports

he pandemic, it turns out, was the pause that Atelier &
Repairs co-founder Maurizio Donadi needed in order
to begin to convert his collection of more than 8,000
garments into an e-commerce trove of vintage gems—
inventory, photography, product descriptions and all.
The result is Transnomadica, an online marketplace for vintage, used
and archival pieces from denim, military, sports, fashion and iconic
20th century styles.
The business venture is in line with Donadi’s
mission to reduce excess garments and to extend
the lifecycle of textiles. It is also indicative of
how he is applying his more than 30 years of
fashion industry experience to help revive
upcycling and vintage for a millennial
audience. With Atelier & Repairs, Donadi transforms leftover stock into new
styles. Transnomadica, however, is
about presenting vintage and archival styles in their original state without any alterations unless done by
the previous owner.
“In continuing in my search
for the most responsible business practices, I see recycling as
a natural step,” he said. “My
experience with global
brands has allowed
me to see that
good design is
engineering solutions with
beauty.” Transnomadica, he added, “provides a stage for objects that are beautiful and well-made”
and have acquired more value over time.

A State of the Industry report is a compendium of the most
plus original reporting created for this report. It provides an
excellent platform to gain credibility and cultivate leads.
Rivet handles all design of the report. The report will be
published on the Sourcing Journal site and promoted to our
audience via a dedicated eblast to our entire readership. The
piece will also be promoted via ads on our site and in our
newsletter for a month. We will promote it via social media
as well.

the opportunity to review before publication.
TODAY’S STATE
OF THE DENIM
INDUSTRY

30 days after the report is published.
BLUEPRINT | 1

BLUE
WAVE
What’s in, what’s out, and what’s on the
horizon for denim sales in 2021

word s _____ K ATE N I SH I MUR A
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small Japanese brands produced
in limited quantities will
be the “future of vintage” he
said. “Overall, we aim to have
about 1,000 items on the website
by the end of the year,” he said.
While Donadi describes
curating the selection as a complicated, humbling and fun exercise—and at times admittedly
nightmarish—the experience,
he added, sums up the highs
and lows of shopping for
vintage. “The beauty
of selecting and shopping vintage is that it’s
an emotional journey,”
Donadi said. “Finding
that item or object you
love that happens to be in
the right size can be a tricky
task.” —Angela Velasquez

fully designed pieces that are both relevant and timeless,
with seasonless intention, improving with every wear.”
The collection’s mood and color palette reflect the arid
Joshua Tree desert, the lush Redwood forests and the dramatic Big Sur cliffs. Earthy hues, authentic indigos and natural patterns evoke a sense of luxe casual, while still honoring the planet during its time of need. It features new denim
fits, including Bruce, a pinch waist boyfriend, and Carine, a
relaxed straight leg, both with authentic vintage details in
soft non-stretch fabrics. Jumpsuits remain a staple of the
brand, and include three new styles each with utility styling.
A vertical brand, Etica is able to ensure its products
abide by the highest possible Fair Labor standards. Its wash
house is fully outfitted with state-of-the-art washing, processing and drying equipment and uses only Bluesign-certified chemicals, all of which are plant- and mineral-derived.
Its denim production uses over 90 percent less water and 63
percent less energy than industry standard, and it recycles
used water for local farmland. It also gives a portion of every sale to environmental causes around the world.
This season, every new fabric the brand introduces,
including knits, wovens, comfort stretch denims, and nonstretch twill, will be organic. New denim contains GRS-certified recycled materials and is 100 percent microplastic
free. The brand also updated its BCI Cotton/Tencel blend
denim, replacing the Tencel
content with Refibra, which
has the softness and anti-microbial properties of Tencel
with the added eco benefit of
closed loop production.
According to Marsh,
this is part of a larger sustainability plan upon which
Etica was founded. “This is a
pledge we made when we launched the brand—that every
fabric we introduce will be as sustainable as possible,” she
said. “We have held true to this season after season.”

“authentic,
timeless,
thoughtful”

Levi’s Premium Collection
Comfort and sustainability go hand in hand for Levi’s Premium Collection this season, as the brand demonstrates
with considered fabrics that are gentle on both the planet
and the skin. The heritage denim brand is debuting Eco Ease
fabric, made of 15 percent organic cotton, which provides
stretch and a soft hand feel while reducing its environmental impact. Levi’s is introducing the fabric with its 541
athletic taper, and will expand into new washes in the 505
regular fit as well.

10
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Asos takes a plunge
into circular design.

sos debuted a
29-piece collection of clothing
and accessories
developed
in
collaboration with the Centre
for Sustainable Fashion. Unlike
its standard offerings, the collection exemplifies the brand’s
commitment, made at the Copenhagen Fashion Summit in
2018, to train all of its designers
on circular principles by 2020.
The company created and
launched a training program
with the Centre for Sustainable
Fashion (a division of the London College of Fashion), which
has since been rolled out and
made available to its full design
team. The British digital platform also joined with the Ellen
MacArthur Foundation’s Make
Fashion Circular initiative, encouraging collaboration between the industry’s prominent
voices to create “a textiles economy fit for the 21st century.”
The newly minted collec-

8

Rivet will provide client with several questions for the Q&Astyle branded content piece. Client will provide answers to
the questions from an executive you designate. Rivet will use

Rivet will provide leads monthly from the downloaded

Early Evis jeans
before the brand
became
Evisu
and pairs of rare
Levi’s 501 jeans
from the 1920s
and 1930s are
among the
denim treasures shoppers
will find on the Transnomadica
website. The selection also includes styles from iconic American brands like Ralph Lauren
(pre-1993), early Gap, Filson,
Eddie Bauer, L.L. Bean and
more, as well as a curated range
of military jackets.
While many of the garments do not satisfy Donadi’s
definition of vintage—garments
that predate 1979—styles from

TRAINING
GROUND

tion was made with eight bespoke design principles in mind,
including the use of zero-waste
design and pattern cutting methods, employing manufacturing
techniques that minimize waste,
using materials with recycled
input, selecting materials and
construction methods that promote durability, designing versatile products that can be styled
multiple ways, using the same
recyclable material throughout a
single product, designing products for easy disassembly and
recycling, and using techniques
that allow for upcycling at the
end of a product’s life.
“With all of our designers
now trained in circular principles and our first circular collection out the door,” said Vanessa
Spence, Asos head of design,
“we’re excited to see how we can
take this project forward and
use our size and scale to share
our expertise with our suppliers
but also other brands and retailers.” —Kate Nishimura

SECONDHAND GEMS
Zalando adds pre-owned fashion to its
assortment.

E

uropean e-commerce giant Zalando is breaking
ground in the world of fashion resale. The e-tailer
recently announced plans for its “Pre-owned”
platform, allowing consumers to buy and trade in
their used clothing.
According to Torben Hansen, vice president of re-commerce, the new program will traffic in gently worn items—a
solution that does not currently exist at scale in the European
market, despite the high demand. “I think Zalando Pre-owned
has the potential to completely change the way our customers
think about and interact with pre-owned fashion,” he said, “as
they are finally presented with one convenient, enjoyable and
trustworthy solution.”
The program will accept apparel from more than 3,000
brands, including but not limited to those found on the Zalando site. In order to sell their wares, consumers must take photos
of each item they wish to sell and upload relevant information,
like category and brand, to the Pre-owned portal. Items that were
originally bought on Zalando appear in the wardrobe section of a
shopper’s account, so the information is readily available.
After uploading photos and details, users will automatically see pricing offers on their clothing and will have the chance
to accept or decline. Once through with this process, they mail
in their items (up to 20 at a time), where they’re subjected to
quality checks.
The Pre-owned program represents a step forward in Zalando’s ambitions to become more sustainable, Hansen added. “At
Zalando we will apply the principles of circularity to our business, by using more sustainable materials and keeping items in
use for longer.” —Kate Nishimura

Key styles like the 511 slim fit and 512 slim taper are also getting
a comfortable and sustainable update with the use of Levi’s Eco Performance fabric, which combines high-stretch elements with Tencel,
a sustainable fiber derived from wood, for unparalleled softness. As
one of the fastest growing fits, the 512 also got a wash update, with
the popular style now available in a range of authentic light washes
and acid washes.
Over the years, Levi’s has been evolving its Sherpa Trucker jackets to include recycled fibers, and is now enhancing one of its most
popular archived jackets to include its cottonized hemp fabrication.
“We invented the trucker jacket and each season challenge
ourselves to innovate this silhouette,” said Carly Yu, Levi’s senior
marketing manager.
However, the brand known for
inventing the blue jean is shifting its
focus away from its origins this season. According to Yu, it’s necessary
to give emphasis to other apparel
categories to meet the new demands
of the consumer, which are characterized by comfort and practicality.

“youthful,
versatile,
sustainable”
____LEVI’S PREMIUM COLLECTION
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WEBINARS
Webinars are an excellent way to showcase success
industry.

Live Webinars

Sponsor a Rivet webinar on topics such as perfecting
next step in sustainability and removing friction from
the checkout process. We program the content; you
gain visibility and leads.

Live Bespoke Webinars

Become a sole sponsor and work with Rivet to help

On-Demand Webinars
hosted on the Sourcing Journal site and help program
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