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Our C.A.R.E Collection offers a range of Conscious, 
Affordable, Responsible and Eco-Friendly labels. From 

recycled materials to biodegradable seals, we’re certain our 
range will meet your sustainability needs.

C.A.R.E 

COLLECTION

BRAND 
ETHICS

CONSCIOUS

ECO-FRIENDLY

AFFORDABLE

RESPONSIBLE
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U P F R O N T : THE SECOND NOTE FROM FRED CHRISTOPHER, 

CEO OF ITL INTELLIGENT LABEL SOLUTIONS

AT A GLANCE
A B O U T  F R E D

Fred completed a BSc in Mechanical Engineering and an MSc in 

Operations Management at the University of Cape Town, South Africa. 

Having worked at De Beers on synthetic diamond manufacturing, he 

joined ITL in 1989 as Operations Director and managed various overseas 

business units before becoming CEO.

During the last twelve months we have faced 
continued uncertainty around the UK’s Brexit 
plans and the effects of the ongoing US-China 
trade crisis on duties, supply chains and global 
sourcing.

There has also been instability in Hong Kong, the 
traditional stable powerhouse of sourcing hubs 
for the apparel industry.

Apparel retail is also facing many challenges 
including meeting the expectations of today’s 
connected consumer with an immersive omni-
channel strategy. Successful disruptors in this 
environment are likely to be those who develop 
and integrate their business systems whilst 
creating deeper relationships with customers 
and suppliers.

ITL has continued to succeed in this environment 
as our strategies focus on anticipating and 
reacting to the needs of our customers 
throughout the supply chain.

In fact, 2019 has been another exciting year, with 
growth on a number of fronts for ITL:

• We’ve opened a dedicated sales and 
marketing office in Germany to support our 
growing customer base in Northern Europe

• Our intelligen™ solution won the Retail 
Systems award for Best Green Initiative 2019

• We expanded our manufacturing footprint 
with the establishment of wholly owned 
factories in Hanoi, North Vietnam, Mauritius 
and Madagascar

T H E  P A C E  O F  C H A N G E  I S 

I N C R E A S I N G  E X P O N E N T I A L L Y 

T H E S E  D A Y S  A N D  T H I S  H A S 

N E V E R  B E E N  M O R E  E V I D E N T 

T H A N  I N  2 0 1 9 .

RFID has been very exciting for ITL. Not only have 
we experienced fantastic growth, but we’ve also 
deepened our partnerships with apparel retailers 
as they have started to go down this path.

We’ve broadened our product offering in some 
new technical product lines and we have refined 
our sustainability strategy and action plan to be 
aligned with consumer demands. The focus on 
sustainability has been hugely beneficial to our 
business as we are more accurately measuring 
and reducing our impact on the environment, 
future proofing our business, benefiting our 
people and the communities we operate in. This 
aligns with our personal and business values and 
enables us to engage more professionally with 
our stakeholders on this truly beneficial journey.

We look forward to an exciting and
challenging 2020, your label is your brand,
put it in safe hands!

Sincerely,

Fred Christopher

CEO

A BRIEF LOOK INTO ITL’S
GREENER FUTURE

W E L C O M E 
T O  T H E 
G R E E N 
I S S U E  O F 
I T L O O K
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WE BELIEVE
A LABEL IS
NEVER JUST
A LABEL
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ANNE
DAVIES

“Fashion is so much 
more than clothes… 

it’s about the way we 
think, the aspirations 
we harbour, the way 
we live and the way 

we want to live.”

BBC PRESENTER 
AND FASHION GURU

ITLOOK INFLUENCER

10 
MINUTES 
WITH

As a Gold Sponsor of Anne 
Davies’s Fashanne event, 
we took 10 minutes to ask 
Anne a few questions about 
Fashanne and fashion.

Why did you launch Fashanne? 

The Fashanne Awards began in 2016 to provide a 
showcase for the design talent that abounds in our 
universities and to give the next generation a serious 
helping hand into the world of work. These awards 
aim to be:

• a byword for emerging talent
• a conduit for employability 
• the place to see the very best designers of the future
• a champion for talent, diversity, inclusion and 

sustainability 

Why the East Midlands? 

The East Midlands is not only the heart of England 
but historically the heart of clothing, textile 
and shoe manufacturing. From bobbin winders 
to warp knitters, from the Derbyshire silk mills 
and Nottingham lace to Leicester textiles and 
Northamptonshire shoemakers, the East Midlands 
is where fashion began. There is so much talent 
outside London that we want to enable the regions 
to play their part on the national and international 
fashion stage. 

What’s been your favourite collection so far?

It’s impossible to answer this. Every student 
provides us with collections to excite and challenge.  
All I can say is – come to the awards and see if you 
can pick a favourite of your own.

Tell us about your most memorable Fashanne 
moment.

The faces of the students at our first awards. It 
genuinely meant so much to them – to see their 
collections exhibited on a catwalk in front of 
industry leaders and guests…to win their category…
to be part of a night celebrating them in such 
illustrious company. Their joy made all the hard work 
and anguish completely worthwhile.

What are your thoughts on sustainability and 
fashion? 

The world of fashion is inextricably linked to 
our future and so to the future of our planet. I 
do believe that the period of excess and cheap 
throwaway clothing is coming to an end. The next 
generations are already bringing a new meaning 
to fashion, demanding sustainability in every area 
– from the initial decisions about the materials 
to be used, through the manufacturing process, 
to the end product. They’re already looking at 
sustainable alternatives to the materials we’re 
used to, and moving towards the point where the 
demand is more for quality than quantity.

What excites you about the future for 
fashion? 

The future of fashion is, I believe, as exciting 
as your imagination can be. New technology 
is enabling designers to make dreams a reality 
– to create clothes that adjust to changing 
temperatures, that help with physical and mental 
well-being, and that can tell you where the fibres 
of your purchase were produced. Perhaps they’ll 
even enable you to see the people who first 
planted that cottonseed or picked those grape 
skins at the start of their journey towards fruit 
leather. The future of fashion is as exciting as 
a ride on a Harry Potter dragon and is part of 
making this world a better place to live in for all 
of us.

Tell us about your love for fashion.

I have loved fashion since I was a little girl and 
my mother bought me a pale pink drainpipe leg, 
box jacket trouser suit. My father even mowed 
the lawn in a cravat (ermmm… and trousers!!). 
What you wear can make or break a day, can give 
the right or wrong impression and make you feel 
like a princess or a pauper. Fashion is so much 
more than clothes; it’s about the way we think, 
the aspirations we harbour, the way we live and 
the way we want to live. It’s about our future as 
much as our present and our past. To reach out 
to the next generation in the best way possible 
is perhaps the only way of ensuring that future is 
what we all want it to be.

Image credit:
Rachael Connerton Photography: Fashanne 2018
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What is Fashanne?

In 2016, BBC presenter Anne Davies launched 
Fashanne, an awards scheme for future fashion 
designers. Fashanne has grown each year and is 
expected to welcome more than 500 people in 2020. 

The event involves third-year students from leading 
design and fashion universities in the East Midlands 
(UK). It’s the perfect opportunity for students to 
showcase their designs, to help them bridge the gap 
between education and the workplace.

Fashanne 2020

In April 2020, Fashanne returns to Nottingham (UK) 
with a new, extended format and even more industry 
experts investing in the designers of the future.

ITLOOK INFLUENCER

FASHION 
DESIGNERS 
OF THE 
FUTURE 
AWARDS 

2020 Taking place on the 29th and 30th April 2020, 
Fashanne has now evolved into a two-day 
fashion showcase. Over the last two years, Anne 
Davies redesigned the awards, consulting with 
regional universities and significant fashion 
figures to develop the awards into a dynamic 
and innovative platform for emerging talent. As a 
result, for the first time Day One will incorporate 
workshops and a lively fashion-based ‘Question 
Time’ evening on sustainability, fast fashion 
and the future of the industry. Chaired by Anne 
Davies, a panel of industry experts will give their 
views on the industry they work in and of course 
answer questions from the audience.  

On Day Two, St Mary’s Church located in 
Nottingham’s iconic Lace Market quarter will 
host a spectacular awards ceremony – with an 
innovative catwalk show, entertainment, bespoke 
chocolates, food and drink.  

www.fashanne.com

ANNE DAVIES’S

FASHANNE
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GREEN IS THE NEW BLACK.
IT’S NOT ONLY FASHIONABLE TO BE 
MORE ECO-FRIENDLY, IT’S VITAL TO 

ANY BRAND’S FORWARD MOMENTUM 
AND SURVIVAL.
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EvEry singlE pErson 
counts. EvEry singlE 
Emission counts. 
EvEry singlE 
dEcision counts. 

el iminate three items of single-use plastics in the 
next month. Write it  down, get i t  on a vision board 
and keep it  handy – so you can remind yourself 
what you’re trying to achieve.  

1.3. Reduce
The overriding principle of l iv ing a more conscious 
l i fe is to reduce your consumption and therefore 
waste.  You can do this quite often in several  ways. 
These wil l  be referred to as the “4 Rs”.

Refuse – refuse things you don’t  need, whether 
it ’s junk mail  or a free sample.  Just Say No. Every 
t ime you do this you take one more thing out of 
production. 

Repair – invest t ime in repair ing a broken item, 
instead of purchasing a new one – or f ind a way to 
repurpose it .

Reuse – look at your possessions as resources. 
What can you do with that old towel to give it  a 
new l i fe? Can that glass jar be used for ref i l l ing at 
your nearest zero waste shop?

Recycle – even with all the will in the world, it’s 
unlikely you’ll have ZERO waste. Use recycling as 
a last resort, but when you buy something, always 
have in mind whether you can recycle it. Glass over 
plastic, carboard instead of tin, and so on. 

RESPONSIBILITY IN ACTION:

TOP TIPS
FOR SUSTAINABLE 
LIVING

1.4. Think
…about your actions on a conscious level .  For 
example,  when you’re considering purchasing 
something new have a look at the materials it ’s made 
from. What are they and where did they come from? 

1.5. Help
I t  is vital ly important that we think about how others 
can help us and how we might be able to help them 
on their  journey to sustainable l iv ing. 

IT DOESN’T MATTER 
HOW SMALL 

YOU START, THE 
IMPORTANT THING 
IS THAT YOU JUST 

START. 

We are facing a crisis, a huge catastrophic 
crisis: plastic pollution, carbon emissions, ice 
caps melting, seas rising. Our house is well and 
truly on fire. We are living on the verge of the 
sixth mass extinction. So it’s no wonder that 
living sustainably is the biggest growing “trend” 
of our time. It’s a necessity to secure the future 
of our children. We are waking up to the fact 
that change must happen. 

IMPLEMENT
E.A.R.T.H. PLAN

1. EVALUATE 
Do a stocktake and pledge 

to reduce

2. ASPIRE 
Create specif ic & 

measurable 
goals

5. HELP 
Get others to 
also l ive more 
sustainably

3. REDUCE 
Refuse junk,

repair,  reuse and 
recycle

4. THINK 
Act & purchase 
consciously

But can we do this? Yes,  everyone can. 
Unfortunately,  what most of us are wait ing for, 
is someone to lead the way and tel l  us how. 
Understanding and deal ing with the enormity 
of the threat we face can be overwhelming and 
cause us to be anxious. As humans, we often 
react to this feel ing of helplessness by burying 
our head in the sand. Yet ,  we can no longer afford 
this luxury:  our cl imate currency is running dry. 

So,  here are my 5 Top Tips for making the switch 
to sustainable l iv ing easi ly and quickly!

#1.  livE your E.A.r.t.H. 
plAn
My five-step E.A.R.T.H. plan should be at the 
forefront of your decisions. When you l ive and 
breathe the plan,  sustainable l iv ing wil l  become 
as natural  as the ocean. 

1.1. Evaluate 

Knowing your start ing point is crucial  to 
understanding your personal impact and the 
areas in your l i fe that need addressing. Do a 
stocktake of al l  the single-use items in your 
house,  separate them into categories and make a 
note of what they are and where they come from. 
In doing this you can begin to f ind solutions and 
alternatives to reduce your impact in those areas. 
Pledge to tackle at least one thing,  when you have 
done that come back and evaluate again. 

1.2. Aspire
I t ’s proven that i f  you have a clear goal then 
you are far more l ikely to succeed. Create some 
specif ic ,  measurable,  attainable,  relevant and 
t ime-sensit ive goals.  It  might be that you want to 

About Alexandra Preston:
Alex is passionate about living sustainably and 
doing so in an accessible way. Alex recognised 
that living in a more environmentally friendly 
way was often difficult and could seem like an 
exclusive club. As a result, in 2019 she and her 
husband launched a low-waste shop, The Bottle 
Top – to help others in their community have easy 
access to more sustainable products. Recently 
shortlisted as Business of the Year in her local 
council awards, Alex is on a mission to help others 
make more environmentally conscious choices 
without sacrificing too many of life’s pleasures. No 
one is too small or too big to make a difference.

For more tips, follow Alex and The Bottle Top: 
         @thebottletopnotts 
         @itsabottlelife 
www.thebottletopnotts.co.uk

By Alexandra Preston: 
Owner of low-waste store: The Bottle Top
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greenhouse gas emissions. Nature alone managed 
to regulate the climate for countless millennia – until 
the last 150 years, when humans started to have an 
impact. Planting more trees couldn’t be easier. Did 
you know if you use search engine Ecosia you could 
be planting trees from the comfort of your desk? 80% 
of their profits are donated to replanting trees, so 
next time you shop online, make Ecosia your search 
engine of choice. 

#4.  rEducE mEAt 
consumption
The food we eat has a huge impact on the
environment.  14.5% of global greenhouse gas
(GHG) emissions are caused by meat and dairy
production. This is more than al l  forms of
transport.  Eating a more plant-based diet is one
of the easiest ways you can do your bit  for cl imate
change. Look up celebrity chef Jamie Ol iver for
some meat-free meal inspiration.

And for the meat you do eat ,  l ive by four rules:
•  Buy local
•  Look for Soi l  Association approved meats
• Buy organic
• Buy with animal welfare in mind

For example,  the next t ime you are on the hunt for a 
new outf it ,  but can’t  f ind anything in your favourite 
shop that’s made organical ly,  tel l  them. Write to HQ 
and tel l  them what you want in their  store.  You are 
the customer and you create the demand. 

#2.  sWitcH to rEnEWABlE 
EnErgy sourcEs
In 2015, 160 countries committed to f ighting 
cl imate change by signing the Paris Agreement 
which “aims to strengthen the global response 
to the threat of cl imate change” and keep global 
warming below 1.5°C. Despite this,  we are on track 
for 3°C. To meet the level  agreed, 80% of our fossi l 
fuel  reserves would need to stay in the ground. 
Renewable energy is cheap, easy,  green and boosts 
the economy so make the switch today.

#3.  plAnt morE trEEs
Doubling the number of trees could remove the 
carbon from around 10% of the UK’s current 

TOP 5 TIPS FOR SUSTAINABLE LIVING 14.5% 
OF GLOBAL GREENHOUSE

GAS (GHG) EMISSIONS
ARE CAUSED BY MEAT

AND DAIRY PRODUCTION.

#5.  ditcH FAst FAsHion
Every second, the equivalent of one garbage 
truck of texti les is landfi l led or burned. If 
nothing changes,  by 2050 the fashion industry 
wil l  use up a quarter of the world’s carbon 
budget!  As well  as being wasteful ,  the industry 
is also pol luting. Clothes release half  a mil l ion 
tonnes of microfibres into the ocean every year, 
equivalent to more than 50 bi l l ion plastic bott les. 
Microfibres are almost impossible to clean up 
and can enter food chains.

Follow these five steps for a more 
environmentally friendly wardrobe. 

QUALITY OVER QUANTITY 
Around 20 new garments are produced per person 
per year, of which 60% are disposed of in that year. 
Stop buying low-quality clothing that falls apart 
after several washes and make an investment in 
higher quality clothing that’s made to last. 

SHOP PRELOVED 
Extend the l i fe of a piece of clothing that already 
exists,  whether it ’s from a charity shop, vintage 
store or a clothes swap. By making use of 
something already in circulation,  you not only 
stop it  ending up in landfi l l  – you also save 
resources that would otherwise have gone into 
producing a new garment.

BUY ORGANIC NATURAL FIBRES 
Synthetic fibres are harmful to the environment 
and often contain plastic, which then releases 
microplastics into our oceans via our washing 
machines. Even cotton can be problematic as it is 
often genetically modified using huge amounts of 
water and pesticides. Next time you’re on the hunt 
for a new outfit ,  look out for organic materials. 
If you can’t find any in your favourite shops, let 
them know by writing to head office.

      Remember Help (1.5) from the E.A.R.T.H. plan 

WASH BETTER 
Every t ime you wash something,  you release 
microfibres – and often microplastics – into the 

#1. l ivE your E.A .r.t.H. pl An
continuEd...

ocean. These eventual ly enter the food chain and end 
up on your dinner plate.  Using a guppy bag, avoiding 
del icate washes and washing your clothes less wil l 
signif icantly reduce the number of microfibres and 
plastic entering our oceans and ult imately our bodies. 

DISPOSE BETTER 
When your garments are no longer wanted,  don’t 
dispose of them. Give them away, donate them or 
repurpose them. Extend the l i fe of each item as much 
as possible.  You can even send old clothes back to 
some companies to be repurposed in exchange for 
discounts on future purchases. Check out the ReGain 
app for a l ist  of brands already offering this service.

I  could talk forever about the issue of cl imate change 
and give you al l  sorts of information to support 
your sustainable l iv ing journey. But the single most 
important message is that you can make a difference 
– and it  doesn’t  matter how small  you start ,  the 
important thing is that you just start . 
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Image: William Bossen - unsplash.com

THROUGH ICE AGES AND 
TROPICAL TIMES, NATURE 
ALONE REGULATED THE 
CLIMATE FOR COUNTLESS 
MILLENNIA – UNTIL THE LAST 
150 YEARS, WHEN HUMANS 
STARTED TO HAVE AN IMPACT. 
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WE HAD THE PLEASURE OF 

SPEAKING TO MARIAH ESA, THE 

FASHION DESIGN GRADUATE 

FROM LEICESTER (UK) CHANGING 

THE FASHION RUNWAY BY 

REPURPOSING WASTED CLOTHES 

LABELS TO CREATE HER OWN 

GARMENTS! 

LOOKING TO GEN Z 
FOR INSPIRATION 

THE GRADUATE
CHANGING THE RUNWAY

mEEt mAriAH EsA

Why did you start doing this? 

From a young age, I was exposed to the manufacturing side of fashion 
as my family are in the trade. During a summer placement at a local 
manufacturer, I was surprised by the amount of waste being thrown 
out as a result of fast fashion, particularly garment labels. Waste from 
production is a massive problem in the industry and so I began to 
wonder how I could combat it by using that waste in innovative ways.

Tell us about your first piece.

In February 2019, I made a coat (A) using 4,000 unwanted labels from 
a local manufacturer. I was inspired by bespoke tailoring garments 
and the internal components that are included in them. That’s why this 
coat has different panels – to show how the interfacing and horse-hair 
is placed on a tailored garment. I continued to create more outfits to 
create a full collection, which took me over a month and 20,000 labels 
to make. 

Where does the inspiration come from?

My inspiration comes from so many different places. For this collection, 
I was inspired by school uniforms and bespoke tailoring. I looked at the 
elements used within a bespoke tailored garment, from how it is cut to 
what fabrics are used and why these techniques are applied.  

What’s been your most successful piece?

Showcasing at London Fashion Week 2019 and Graduate Fashion Week 
2019 gave me great exposure. I’ve received lots of positive feedback 
overall but the public seemed to particularly be drawn to my first coat.

What’s been the most prestigious award/recognition so far? 

Winning the People’s Choice Award at Graduate Fashion Week, along 
with being shortlisted as a finalist for The Professional Clothing Award 
2019 and The Golden Shears Award 2019. 

What’s next? 

I am currently in the process of creating another collection that will 
hopefully be complete for 2020. 

Photo Credit: https://londonfashionweek.co.uk 

London fashion Week 2019. 

(A)
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N E W  T A L E N T

Mariah Esa Fashion Week 2019: Spring / Summer 2020 Collection

Credit Content: London Fashion Week 2019

 

THE FABRIC OF FASHION

LABELS
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“SHOWCASING AT LONDON 
FASHION WEEK 2019 
AND GRADUATE FASHION 
WEEK 2019 HAS GIVEN ME 
GREAT EXPOSURE. I’VE 
RECEIVED LOTS OF POSITIVE 
FEEDBACK OVERALL”

@MARIAH_ESA_

mAriAH EsA
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ITL South Africa collaborates with High Spirits to give back 
to the local community.

High Spirits came to life in 2006 as a skills training centre for the 
intellectually challenged. Ever since, they’ve celebrated diversity and 
employed the power and influence of the arts. They began with arts 
& crafts and have since extended the programme to include dance 
and drama, with plans to incorporate music. High Spirits believes 
such activities can enable participants, who mainly originate from 
the most impoverished townships, to understand discipline, respect 
and community-focused values. This helps them to reach their full 
potential and gain financial independence.

The collaboration between High Spirits and ITL began when one of the 
managers identified that ITL’s excess ribbon could be utilised by the 
organisation. “Since the implementation of this arrangement, we’ve 
found that the organisation and ITL have a shared vision. We both 
place the interests, well-being and development of our employees/
participants at the forefront of our business. We are also both driven 
towards excellence and focused on quality workmanship” says Andrea 
van Wyk, Director of High Spirits.  

Building effective and successful 
relationships with businesses is 
imperative to the organisation’s 
success within the community.     

In 2018, ITL donated 15,000 metres of ribbon. This was used to 
package crafted products and for lanyards to market High Spirits at 
church conferences.
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We’re passionate 
about turning waste 
into want and making 
a difference for the 
environment. 

A “SUCCESS STORY”

Jadon started a home-
based soap-making 
business and has been with 
High Spirits for 5-6 years. 
The ribbons he uses for 
packaging are from those 
donated by ITL. His family 
now have a new view of 
his potential – something 
experienced in other 
participants’ families too.



GETTING TO KNOW 

OUR GROUP 
SUSTAINABILITY 
OFFICER: 
JIMMY CHRISTOPHER

INSIDE ITL: OUR PEOPLE

their options when it comes to sustainability. 

What is your goal for ITL in the short run and 
long run? 

Firstly, I’m conducting a companywide GHG Inventory 
using 2018 as the base year. This will give us the 
platform to set GHG emission reduction targets going 
forward. In addition, I want to set ambitious targets 
and goals for waste, water and chemical management. 
I also want to develop and publish a sustainability 
policy and report, describing these plans and goals 
alongside relevant timelines. 

Finally, I believe transparency will play a crucial role in 
achieving these goals. Publicly committing to them and 
reporting progress is an important part of the process. 

In the long run, I want to progress against our 
targets and create new goals, to make ITL even more 
sustainable. For waste management, a long-term 
aspiration is ultimately to be almost landfill-free 
and incorporating as many closed-loop production 
processes as possible. Another key goal, in the 
long run, is to ensure that our input supplies come 
from sustainable sources which aren’t damaging 
to the environment in any way. This includes using 
recycled materials, as well decreasing our fossil 
fuel dependence. One last area that I’m expecting to 
become prominent in the future is that of sustainable 
innovation, when products will be designed with 
sustainable attributes and qualities. This will not 
only reduce environmental impact, it also provides an 
opportunity to optimise processes and reduce costs. 

What do you think is the biggest challenge 
businesses face when trying to be more 
sustainable?

Businesses are often overwhelmed by the concept of 
sustainability as a whole. The word itself is extremely 
broad and covers numerous disciplines. To understand 
what your business can do to be sustainable, it’s 
important to understand how your business impacts 
the planet, directly and indirectly along its value 
chain. The full value chain is often not considered 
either. Businesses think that what they see in front of 
them is all that’s happening, but this isn’t the case. 
Sustainability can cover so many different business 
facets that sometimes it’s hard to know where to start. 
Starting is the most difficult part of the journey but 
you learn as you go. It’s a continuous improvement 
process, so start with one thing and then move onto 
the next.

“...sustainability should be looked at 
holistically in a business and it should 
be incorporated wherever possible.” 

needs to aim for. I also think that sustainability should 
be looked at holistically in a business and it should be 
incorporated wherever possible. It has a place in almost 
all areas of a business.

What excites you the most about the future for 
sustainability? 

I think that media coverage and the climate change 
movement in recent years have done a lot of good for the 
world and sustainability as a discipline. Humans do care 
about their planet and as a result, the world is now acting. 
Millions of people across the globe marched for climate 
change last September, making millions of others more 
aware of what’s going on. This has filtered down into 
businesses, with stakeholders now asking what they’re 
doing in the sustainability field. Also, the multilateral 
agreements like the Paris Accords have enabled national 
level climate change policies and legislation. This ever-
increasing movement and subsequent action on all levels 
makes me excited and optimistic for our future.

What is a common misconception about 
sustainability? 

When people hear the terms sustainability and climate 
change etc, they often think that to live sustainably you 
need to make drastic changes in your life. For example, 
cycling to work every day. Everyone needs to do their 
part so that future generations can enjoy the same 
beautiful things on our planet but that doesn’t mean 
completely changing your life. Becoming more aware of 
how your actions affect the planet makes you understand 
more about sustainability. It makes you appreciate that 
the amalgamation of all your small decisions do have 
a big positive impact. I do think, however, that these 
misconceptions are slowly disappearing. Climate change 
and sustainability are now household topics which are 
discussed regularly. This has led to many people making 
changes, to reduce their environmental impact.

What is your first major project for ITL?

I’ve started working on the baseline Greenhouse Gas 
(GHG) Emissions Inventory. This involves engaging with 
all ITL’s operations around the world to determine all the 
sources of emissions and gather data needed to calculate 
their carbon footprint. 

I’ll also host a workshop with each factory to provide 
background information about climate change and its 
impacts. We’ll discuss how every factory contributes to 
ITL’s global carbon footprint. Once this baseline figure 
is calculated, we can set targets and work with each 
operation to find opportunities to reduce GHG emissions.

Another project running simultaneously involves 
analysing ITL’s products from a sustainability 
perspective. We’re collating a list of products with 
sustainable attributes, to share on a platform with our 
customers. The goal is to help them better understand 

As part of our ongoing 
sustainability strategy, ITL 
welcomed Jimmy as our new 
Group Sustainability Officer 
in October. We hope you 
enjoy getting to know him!

Tell us about your sustainability 
background.

Environmentalism has always been a passion of 
mine. Ever since I was young I cared about the 
natural world. And still today, being an avid surfer and 
fisherman, I do my best to protect and preserve it. 

That’s why when the chance to work in this field 
came about, I immediately grasped the opportunity. 
In 2015, I left my job as a mechanical engineer as 
I felt that I was only contributing to the world’s 
environmental issues. A few days after, I was 
introduced to someone who worked in the field 
of climate change and needed help with some 
calculations for a project. After I assisted, we 
continued to work together as consultants for 
several years. Working in this field led me to pursue 
a Master’s in Climate Change and Sustainable 
Development at the University of Cape Town where 
I’ve been working on using an artificial reef to 
protect the coastline in an area of False Bay, Cape 
Town. I’ve used wave modelling software to see 
how the coastline is affected when an artificial reef 
is introduced in the nearshore area. The artificial 
reef will also increase marine biodiversity and 
help reduce coastal erosion, further protecting the 
coastline. It’s been an exciting and fruitful project, 
but I am looking forward to finishing at the end of 
this year!

What do you think makes a business 
sustainable? 

A sustainable business is one whose high-level 
goal is to create the greatest long-term benefits 
for the greatest number. These benefits should be 
for the planet, its people and the business.

Climate change and its impacts have created 
a world that is filled with risks as well as 
opportunities. A sustainable business manages 
these risks and harnesses the opportunities. One 
way of doing this is to aim for a circular approach, 
where waste products have a place as input 
products. I believe the world has an enormous 
waste problem and that society has become too 
addicted to single-use goods. Removing this 
single-use attitude from production processes is 
something that every business around the world 
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My generation, Gen Z, is said 
to be the most important 
generation of consumers. 
We make up over a quarter of the global population 
and by next year it’s estimated that we’ll make up a 
third of it – giving us a major influence over the fashion 
industry and forthcoming trends. Therefore, brands will 
need to evolve to create a market tailored to the Gen Z 
desires to succeed. 

ONLINE PRESENCE

Gen Zs were born into a world of technology. As a 
result, technology plays a crucial role in what we look 
for in a brand. By having an online presence, brands can 
offer easier and faster access to their products. This 
is crucial, as the majority of us are still in education – 
school, college or university – and we rely on online 
stores, because we don’t have the time or means to 
travel to shops. 

SOCIAL MEDIA PRESENCE

My generation also relies heavily on social media 
influencers for inspiration and introduction to new 
trends. A brand promoting their clothes through 
influencers and celebrities advertises their business 
in a different light compared to traditional advertising.
They come across as more truthful product opinions, 
creating a stronger trust between the brand and the 
consumer.

OFFLINE PRESENCE

Equally as essential is a brand’s offline presence. 
I believe it’s even more important than an online 

presence as it’s a real insight into the brand’s 
aesthetics and personality. 

Gen Zs look for a great experience when shopping. This 
needs to extend to personal impact and interaction with 
the brand. I look for a store that shows individuality 
and encapsulates its aesthetic. I often find that it’s not 
the High Street retailers, but the smaller stores, that 
capture this best.

TIP: One way to create that desired customer 
experience is to incorporate social spaces into 
the shop – such as a coffee bar. This will build 
a unique relationship with the consumer and 
make them feel comfortable with the brand. 
A ripple bonus effect can be that customers 
interact with the brand’s social media profile, 
therefore organically advertising the store. 

SUSTAINABILITY

Sustainability is a crucial topic in today’s society and 
the concerns discussed in the media should be a main 
priority for brands. So, although fast fashion stores 
are the easy “go-to” websites for cheaper yet trendy 
clothes, I do feel guilty when ordering from them. Their 
use of unsustainable materials and mass production 
only adds to the growing piles of waste. As there is still 
no viable sustainable alternative to most of the fabrics 
used, brands should immediately think about changing 
the little things – like less plastic in packaging or just 
less plastic in general – to make sure they don’t lose 
Gen Z customers.

 

By Yasemin Sahin 
A chemistry, biology and textiles student at King Edward 
VII 6th Form College, Yasemin is passionate about 
sustainability and how science can be incorporated into 
fashion design and textiles in the future. She aims to 
use her science and textiles knowledge to help her in 
further aspirations. WHAT 

GEN Z 
CONSUMERS EXPECT FROM 

FASHION BRANDS

LOOKING AT GEN Z FOR 
INSPIRATION 
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Find out more at: www.itl-group.com/intelligen/

“We saved 
significantly 

on cost of 
production” 

- Debenhams

Minimise 
environmental 

impact

Improve 
labelling and 

packaging 
performance

Reduce 
manufacturing 
costs

Discover the power of intelligen™

LABELLING MADE TO: 

THINK ABOUT 

CHANGING THE 

LITTLE THINGS, LIKE 

LESS PLASTIC IN 

PACKAGING, TO 

AVOID LOSING

CUSTOMERS
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INSIDE ITL: OUR TECH

WAYS 

RFID 
MEETS 
CSR 

The fashion industry accounts 
for approximately 20% of
wastewater and 10% of carbon 
emissions globally. As a 
result, brands are increasingly 
adopting sustainability 
strategies, to be more 
responsible and conscious of 
the environment and society. 

The last years have seen a rise in RFID deployment, 
thanks to its proven ability to improve inventory 
accuracy by 95%. However, its potential also to benefit 
a brand’s Corporate Social Responsibility (CSR) is often 
overlooked.

HERE ARE 5 WAYS RFID CAN SUPPORT YOUR 
SUSTAINABILITY STRATEGY:
  
1. Less Waste 

With RFID offering greater stock visibility, you can 
now order the correct size curves and quantities.
Consequently, you’re only producing what’s required and 
reducing your natural resources waste.

2. Saved Capital 

When you reduce waste and order the correct stock, you 
reduce cost. Such savings can be banked or reinvested 
into more sustainable materials and techniques, further 
improving your brand’s environmental impact.

3. Reduced Carbon Footprint

When your stock count is inaccurate, it either has to be 
re-ordered or moved to free up space. Both scenarios 
result in increased transportation and a bigger carbon 
footprint. With RFID you know what to order, avoiding 
unnecessary transportation and so reducing your 
environmental impact. 

4. Improved Transparency

Sustainability isn’t just about being more environmentally 
friendly, it’s also about improving your impact on society. 
Since the 2011 stories about “sweat shop” factories, 
brands have had to be more transparent to win sales. 
Thanks to RFID, you can offer greater clarity about the 
origin of your products by tagging them from source. 

5. Sustainable RFID Tags

Traditionally, RFID tags involve the use of plastic, glue, 
metal and chemicals. However, ITL offers a sustainable 
solution where the antenna is placed directly on the 
back of the tag’s printable face. As a result, no metal is 
needed, no plastic is used, 50% less glue is required, and 
the manufacturing process is chemical and waste-free.

Deploying RFID not only improves your inventory 
accuracy, it also helps your brand’s sustainability 
credentials. These benefits create a ripple effect – 
reducing spend and mark-downs, whilst enhancing your 
customers’ shopping experience.

By Stewart Plimsoll 
– ITL RFID Project Manager

5 
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OUR FAVOURITE 
STORES IN 

NYC 
LONDON 
MILAN 
PARIS 

ITL RECOMMENDS

NYC 
Stores chosen by Melody Linscott - Trend 
Research & Product Development Manager 
for ITL. With over 20 years’ experience in 
the fashion industry, Melody has a keen eye 
for what’s next. 

 1. REFORMATION, 39 BOND STREET

What we love:

•  The digital touch screens and low-key staff who give 
just the right amount of customer support without 
being overbearing

• The custom-lit fitting rooms that allow you to play your 
personal playlist

• The sustainable messaging that educates through a 
cheeky tone whilst inspiring the customer with ways 
they can help make changes too 

What you can find here:

• The perfect dress for every occasion, including bridal, 
and the perfect shirt for work or for that first date

• Modern and romantic prints and patterns that can 
easily be dressed up or down

 2. EVERLANE, 104 N 6TH ST BROOKLYN

What we love: 

• The radically transparent manufacturing and 
marketing messaging wrapped up in a clean, 
modern environment

• The touch screen system in the fitting rooms that 
allows you to browse more options or get a text 
message when the next spot is available

What you can find here:

•  Simple well-made basics for men and women that 
feel both utilitarian and luxurious 

• The perfect cashmere sweater in all the best colours 
for the season

• Plenty of casual denim, easy workwear pieces and 
beautifully crafted Italian leather footwear

• 

 3. FORTY FIVE TEN, @ HUDSON YARDS

What we love:

• The convergence of high-end influential fashion 
designers with contemporary artists’ installations 
makes this one of the most inspirational spots 
in the city for cutting edge design and visual 
merchandising

• Four separate environments that each highlight a 
different category of luxury, vintage and emerging 
designs – allowing each space to take on a new 
aesthetic

What you can find here:

• This is the place to go for a unique artful piece that 
will last a lifetime

• Everything from highly curated vintage, artful 
objects, leather goods, men’s and women’s fashions 
and a litany of ground-breaking contemporary 
artwork

preserves the building’s original features

What you can find here:

• The clever use of friendly shopper signs, such as 
“Stop! If you’re male, you may want to turn left” 
and “Come and try it out for size over here” – 
which shows that COS are making connections 
with customers 

• Classic clothes in neutral colours and 
contemporary cuts, especially on the trench coats 
which are a staple garment for anyone’s wardrobe

3. ARKET  – LONDON REGENT STREET 224 
REGENT ST, SOHO, LONDON W1B 3BR

What we love: 

• You can bring your old clothing and shoes to your 
nearest ARKET store – from any brand, in any 
condition. They mention that nothing is too small 
to be recycled; even one of your lonely socks 
or gloves can be dropped off and given a new 
purpose and lease of life

• The feel of a high-end boutique rather than a chain 
and how the brand focuses on a range of key 
styles which have been reworked in various cuts 
and materials each season

What you can find here:

• You’re greeted with an array of bold colour 
palettes, with fashion for men, women and kids – 
plus homeware

• There’s also a ground floor café, offering 
vegetarian delights based on the New Nordic Food 
Manifesto – a blend of “traditional Scandinavian 
flavours with modern and global influences”

LONDON
Stores chosen by Jade Holyk – Market 
Development Executive for ITL. Jade has an 
appreciation of trends and insights in both 
current and evolving markets, recognising 
that fashion is a form of expression for every 
individual. There’s no right or wrong way, just 
what we feel truly comfortable in.

1. & OTHER STORIES – LONDON REGENT 
STREET 256-258 REGENT ST, SOHO, LONDON 
W1B 3AF

What we love: 

• The minimalistic, slick and communicatively precise 
design of the packaging

• Their recycling initiative which enables the consumer 
to bring in empty beauty containers (and receive a 
discount for doing so!)

• The striking use of POS in-store, with clear directions 
to departments

What you can find here:

• Cosy oversized knits of an alpaca blend within 
realms of taupe and greys

• The staple floral midi dress can really complete a 
look from summer to winter – easily teamed with 
western boots and an application of a classic demi 
matte lipstick (Cherry Thunder is a personal favourite 
of mine) 

2. COS  – LONDON REGENT STREET 222 
REGENT ST, SOHO, LONDON W1B 5BD

What we love: 

• The visual merchandising is organised within various 
colour pallets, perfect when navigating around the 
store to get exactly what you want

• The use of only natural fibres. Most of the clothes 
are made from 100% silk, wool or cashmere. COS 
continues to be a brand that remains modern and 
functional, with a considered design

• The architectural design of the store has a 
welcoming space. You can clearly see that the design 

Photo Credit: Google maps
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OUR FAVOURITE STORES IN 
NYC I  LONDON I  MILAN I  PARIS (CONTINUED)

ITL RECOMMENDS

MILAN 
Stores chosen by Giulia Zecchini – 
Footwear Influencer. From a young age, 
Giulia was fascinated by sneakers and 
fashion. Her fashion sense is a mix of 
streetwear and office wear, all paired with 
some colourful sneakers.

1. SUISTUDIO, CORSO MONFORTE, 16

What we love:

• The colour coordinated rooms with comfortable 
furniture for all your shopping needs

• Huge oval mirrors with backlighting to make sure 
you picked the right suit

• Knowledgeable staff, to help you with all your 
tailoring needs and to ensure a quick turnaround on 
alterations

What you can find here:

• The perfect suit for work, a night out, or a special 
occasion

• All sorts of patterns, prints, materials and cuts of 
suits, from the most feminine to masculine fits

2. WP STORE, VIA BORGOGNA, 3

What we love:

• Authentic, high-quality clothing sourced from 
across the globe for a truly unique retail experience

• Resembles a postwar American general store, with 
a cool hip vibe

What you can find here:

• Anything, from warm winter jackets to stylish 
boots

• High-end, original clothing that would be hard to 
find anywhere else

3. SCOUT, CORSO DI PORTA TICINESE, 12

What we love:

• Huge retail space, with low lighting and a mix of 
vintage and modern furniture

• Upstairs area with vintage clothing in an area 
called Surplus for all your second-hand needs

• Cool and quirky statues and decorations 
throughout

What you can find here:

• Multi-brand experience with all the most hip 
styles to be found

• Something for any occasion, but definitely more 
of a street vibe to it

PARIS 
Stores chosen by Deandra Green - Fashion 
Studies Master’s Student at Parsons Paris. 
Deandra is a passionate fashion enthusiast and 
aims to continue growing her knowledge and 
thirst for the industry.

1. CHANEL - 31 RUE CAMBON, 75001 PARIS

What we love:

• Since Coco Chanel opened this store in the heart of 
Paris in 1910, it’s become more than just a shopping 
destination. It’s an iconic symbol for France’s capital 
city, with visitors coming from all over the world

• The beautifully decorated window displays are stunning  
and intriguing, creating a sense of fashion fantasy and 
illusion within the world of Chanel

What you can find here:

• Luxury fashion for haute couture, womenswear, ready-
to-wear, accessories and cosmetics 

2. AMI – ALEXANDRE MATTIUSSI RUE D’ALGER, 
75001 PARIS

What we love:

• The brand identity centred around friendship and ease 
because the word ami in French means friend

• The stores are beautifully designed, with mirror 
staircases, beautiful plants and an air of frenchness 

What you can find here:

• Although it launched as just a menswear brand 
in 2011, there is now a womenswear line too

• The brand offers ready-to-wear clothes as well as 
shoes and accessories

3. MERCI - 111 BOULEVARD BEAUMARCHAIS, 
75003 PARIS

What we love:

• One of my all-time favourite stores in Paris and a 
must-see for anyone who visits the city! The store 
is a wide-open space and feels different every time 
you go there, with new displays

• There are also a coffee shop and library at the 
entrance, which provide an extended consumer 
experience. It really is wonderful to visit this store

What you can find here:

• The store has both men’s and women’s clothes as 
well as trendy design items that you would not be 
able to find anywhere else 

Photo: Google; https://eu.suistudio.com
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c r E A t E  d i s r u p t i o n  B y 
c H A n g i n g

t H E  c u r r E n t  s t A t E 
A n d  c H A l l E n g i n g 

y o u r  o W n  s t A t u s  Q u o .

PAGE : 44 ITLOOK - THE GREEN EDITION 2019ITLOOK - THE GREEN EDITION 2019 PAGE : 45



Gary Kirsten said: 

“I and the GK Foundation team cannot 
thank ITL enough for organising this 
branding free of charge – as well as your 
significant financial contribution, without 
which this incredible tour just wouldn’t 
have been possible.

“We look forward to working with ITL further in future, 
and can’t wait to host you at our new indoor centre and 
artificial field, currently being built in Khayelitsha. 

“Thank you!”

SUPPORTING SOUTH 
AFRICAN YOUTH
THE GARY KIRSTEN FOUNDATION  TEAMS UP WITH 
ITL TO SUPPORT YOUNG PEOPLE IN SOUTH AFRICA

INSIDE ITL: PARTNERSHIP

The Gary Kirsten Foundation’s 
vision is to create and maintain 
cricketing ecosystems in 
communities where a lack 
of quality infrastructure and 
coaching limits young players’ 
potential to develop.
As a result, since 2014, the GK Foundation has supplied five 
schools in Cape Town’s Khayelitsha township with newly 
constructed artificial cricket nets, complete kit bags with cricket 
equipment and a team of full-time cricket coaches, under the 
guidance of Gary Kirsten Cricket.

In addition, local Khayelitsha coaches have been trained and 
employed by the Foundation. These coaches commit daily to 

township cricket development.

This year, the Foundation rewarded them and their 
players with the opportunity to go to the Cricket World 
Cup in England. A full squad of 13 players from the 
Foundation’s Khayelitsha U/13 team had the incredible 
opportunity to travel to England with three coaches, 
including Gary Kirsten. Families, teachers, and friends 
came to the airport to provide a send-off for the 
children, none of whom had ever flown before.

During the tour, they attended three Protea games 
and met their heroes in person. In addition, the squad 
played four matches where they won two, lost one and 
ended the other in a tie.

ITL is always looking for ways to give back to the 
community. They saw an opportunity to enhance 
the squad’s experience by donating to the cause and 

branding their uniforms – including t-shirts, tracksuits and 
tog bags.  

Chris Currie, ITL Group’s COO, stated: “ITL is pleased 
to be given the opportunity to support the Gary Kirsten 
Foundation, as we recognise the real difference Gary and his 
team have made to the many children and wider community 
in Khayelitsha. Gary is an exceptional individual and leader, 
who’s adding value to our country in a completely selfless 
way. He deserves our support in giving these talented young 
players and their coaches the opportunity to achieve and 
build on the hope and pride in their communities.”

“SPORT HAS THE POWER TO CHANGE THE WORLD” NELSON MANDELA GK FOUNDATION WORLD CUP TOUR 2019 – THE TRIP OF A LIFETIME
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Her Success Story

Joy says one of her biggest achievements was her work 
with Paul Smith. Living in Nottingham, Joy approached 
the Nottingham fashion designer to ask for any leftover 
labels she could use for her next collection. Instead, Paul 
Smith commissioned her to create a unique piece of art 
for his private collection: his favourite animal, the rabbit. 

TURNING 
1,000S OF 

LABELS 
INTO 

WORKS 
OF ART

ART AS INSPIRATION

IT ALL BEGAN WITH 8 
CHARITY SHOP ITEMS

Studying Fine Art at Nottingham Trent University, 
Joy Pitts enjoyed learning about the different art 
media and platforms to art. Her favourite thing 
was to deconstruct clothing to appreciate the 
different materials she could use. 

After purchasing eight items from a charity shop, 
she picked their labels off and wondered what 
she could do with them. Her first idea was to 
glue them onto a plastic shopping bag.

After entering this work in the 
Slug & Lettuce Art Competition, 
she won the Nottingham prize 
– allowing her to progress to 
the final in London, which she 
also won.

Since then, Joy’s experienced 
continuing success producing 
work for brands such as Paul 
Smith, Liberty and Savile Row 
tailors. She’s also feature in the 
Royal Academy Art Summer 
Exhibition, appeared on the 
BBC, exhibited across the 
UK, and won numerous other 
prizes and awards.

Gathering labels is also a lengthy and complex process. 
For example, for her Red Cow piece, it took her 5 years to 
collect enough red labels. 

Once the labels are assembled, it takes Joy many hours 
over long periods to design and create her work. For 
example, her Queen portrait took 136 hours across three 
months, because of the pain in her fingers from pinning so 
many labels.  

The Inspiration

Joy’s inspiration comes from the media, as she translates 
and responds to topical events. For example, in 2014 she 
was inspired by The Queen’s Christmas speech about 
reconciliation – marking the 100th anniversary of the 
famous World War 1 Christmas truce. Joy photographed 
the Queen during the event and later went to a local UK 
war memorial to take note of the 500 names recorded 
there. She printed these names on labels, then used her 
photos and labels to create a portrait of The Queen.

Joy also closely observes many expressionist artists like 
Van Gogh, whose use of thick brushes is similar to her use 
of labels. As a result, she finds inspiration in his technique 
and application.

The Sourcing Process

At the beginning, Joy relied heavily on charity shops’ rags, 
picking the labels off items which couldn’t be sold. Over 
time, she approached local manufacturers for unwanted 
labels that would ordinarily go to waste, and also made her 
own online. More recently, she’s collaborated with brands. 
For example, to create a portrait of Sir Winston Churchill, 
she worked with his preferred outfitters: Henry Poole & Co, 
Turnbull & Asser and Lock & Co Hatters, who supplied their 
bespoke labels to include in his portrait. 

20,000 labels, 40,000 pins and 136 hours of work 

Depending on the size of the work she creates, Joy needs to 
source anywhere between 5,000-20,000 labels and use at 
least double that number of pins to hold them all together. 
She prefers pins to glue, as it reflects her thoughts on clothes 
and fashion: nothing is permanent.

Written by Sabine Watson – ITL Global Brand Manager 
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Another example is Off-White’s The Ten collection – 
taking footwear labelling to a new level, with each pair 
featuring a recognisable “Off-White” zip tie. The label 
has clearly become a trademark, as you can see people 
wearing the shoes with the zip tie on (despite The Ten 
designer Virgil Abloh releasing a “how to” video showing 
that the tags should actually be cut off). 

Finally, as I begin to design my favourite sneaker 
silhouettes’ colourway, I notice that I not only chose 
the shoe for its performance capabilities, but also for 
the materials used and the small details that can be 
personalised – like the tongue tab, back label, and the 
undersole options.

   

 

 

IT’S ALL ABOUT THE STORY  

Overall, the real reason why details, labels and packaging 
are becoming as important as performance, is because 
they help to tell a story. 

FASHION AS INSPIRATION

FROM PERFORMANCE TO DETAILS 

Collecting sneakers has always been a passion of mine.
Growing up playing basketball, I looked up to the greats 
of the NBA: Rodman, Penny Hardaway, Pippen and the 
legendary Michael Jordan. Some because they simply 
had style, others because they created some of the most 
iconic sneakers in the world. 

Sneakers were a way to transport myself from my 
Italian hometown to the USA, feel like a pro basketball 
player, and give me some “street-cred” at home. Back 
then, it was all about style and colour, what matched 
my basketball kit, and who was the most famous player 
wearing the shoes. For example, I collected the iconic Tai 
Chi basketball shoes in any colour I could find!

However, over the years, my taste has changed. From 
collecting strictly performance basketball shoes, I’ve 
moved to shoes that transcend sport into lifestyle, such 
as Air Max 1s, Vans, Jordan 1s and 4s, Stan Smiths etc. 
Today, I’m more focused on the detailing, materials used, 
colour blocking, packaging and limited edition runs. I 
like to have an eclectic mix of sneakers, although some 
of the classic silhouettes are still heavyweights in my 
collection. Jordan 1s and 4s, as well as Air Max 1s, take 
up most of the space on my sneaker wall. 

THE POWER OF PACKAGING AND LABELS  

As I increasingly share my passion for sneakers online, 
particularly through Instagram, I realise a shoe’s 
detailing and packaging are more important than ever.

For example, because the Arsham Adidas 4D 
collaboration shoes come in a special box with 
instructions and accessories, it makes them even more 
exciting and valuable – and helps to tell a story.

ABOUT GIULIA:  

Giulia works for Formula 
1 and has been collecting 
sneakers from a young 
age. A keen basketball 
player, her collection 
mostly revolves around 
basketball silhouettes. 
Her fashion sense is a mix 
of streetwear and office 
wear, all paired with some 
colourful sneakers.  

Image credit: Instagram - 
@giuliaz12  

 

By Footwear Influencer 
Giulia Zecchini  

“Sneakers were 
a way to transport 
myself from my Italian 
hometown to the 
USA, feel like a pro 
basketball player and 
give me some ‘street-
cred’ at home.”

WHAT I LOOK FOR IN 

FOOTWEAR

Photo :  https://sneakernews.com

Photo :  https://sneakernews.com
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“Overall, the real reason 
why details, labels and packaging 

are becoming as important as 
performance, is because they 

help to tell a story.” 

In the Details is our trends research 
platform, where you can discover the 
latest trends in garment marketing 
and emerging ideas in the
marketplace – to be inspired.

www.in-the-details.com

...we empower you with 
inspiration to create 
new, great and relevant 
products for your brand. 

We don’t 
just make 
labels...
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Unsure shoppers can also use these interactive mirrors 
to decide on clothing choices and comparisons. If the 
mirror’s assistance isn’t enough, the shopper can take 
advantage of accessing external platforms through the 
mirror and share their outfit’s pictures with friends via 
email or social media.

In retail, it’s never one size fits 
all. At ITL, we’re proud to
offer a ‘tailored’ end-to-end RFID 
solution – a technology that’s 
without doubt a key enabler for 
revitalising the High Street retail 
experience.

* PWC study: Experience is everything: Here’s how to get it right 

 

INSIDE ITL: OUR FUTURE

RFID CAN 
ENHANCE 
YOUR 
CUSTOMER’S 
EXPERIENCE 
Fast-paced technology and 
e-commerce alternatives are 
prompting retailers to find ways 
not only to improve in-store 
operations, but also to wow the 
21st century shopper.

A recent PWC study* found one in three consumers say 
they will walk away from a brand they love after just one 
bad experience. Outstanding customer experience has 
never been so important; it’s not only vital to increase 
revenue but also to combat the ‘death’ of the High Street. 
With many technologies and techniques coming into play 
to deliver this experience, RFID stands out as a major 
enabler. Here are three ways we’ve identified RFID as a 
customer experience enhancer:  

#1 LOCATE YOUR PRODUCTS

Knowing where your products are is key to offering great 
customer experience. 

Compared to bar codes that only contain general product 
information and can only be read one at a time by line 
of sight, RFID offers speed and efficiency. With no line 
of sight required, multiple tags can be read in one go. 
Alternatively, individual tags can be discovered via 
‘Geiger counter’ (also known more informally as ‘find-a-
tag’). This feature enables you to home in on a specific 
tagged item, which is highly convenient – especially 
when something is lost, hidden or placed in a dense area 
of other items.

In addition, because each RFID tag contains unique in-
depth data about that individual product (such as colour, 
size and brand), you can use this information to help a 
customer find the right item for them

DID 
YOU 
KNOW? #2 IMPROVE YOUR BOPIS STRATEGY 

Have you ever ordered something online to pick up in store, 
then had to queue and wait too long before you could 
receive it? Or worse: the store hadn’t received your product 
yet? Unfortunately, this is a common experience faced by 
consumers today. A recent Forbes article explains that 
24% of Buy Online Pick Up In-Store (BOPIS) orders weren’t 
ready, even though pickup notifications were sent.

BOPIS is a growing omnichannel method, thanks to its 
ability to help retailers adapt to customers’ demand for 
a quick and convenient online shopping journey. To roll 
a BOPIS strategy out effectively, retailers must have 
accurate in-store visibility and the aptitude to locate 
ordered items quickly – so that when customers come to 
pick up their order in-store, they don’t wait or queue for 
long. RFID can offer all the above.  

#3 OFFER AN INTERACTIVE EXPERIENCE

Interactive screens also known as ‘magic mirrors’ go 
far beyond being an aesthetically pleasing prop in a 
retail store. 

Magic mirrors use RFID technology and an integrated 
touch screen to improve the shopping experience, by 
recommending and cross-selling products. Alongside 
their reflection, customers can explore their chosen item’s 
imagery, read detailed information about it and receive 
product recommendations.
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Retail talks
Podcast

Listen up,
settle in and get 
inspired...

When your brand wins and 
grows, we at ITL do as well.
That’s why we want to ensure 
you’re always empowered, with 
our knowledge and expertise at 
your fingertips.

Introducing RETAIL TALKS: our 
podcast about navigating the 
transforming nature of retail.
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AWARDS: 
• Three Queen’s Awards for sustainable development 

(2007, 2011 and 2016) in the last decade have 
acknowledged Seacourt’s innovative approach 

• Officially recognised as Europe’s “Most Sustainable 
SME” by the European Commission’s EMAS 
programme 

• Winner: Zero Waste Awards – Gold Award 2014 

• Winner: Guardian Sustainable Business Award 2013

ITL PARTNERS: GREEN PRINT

WHAT’S 
IN YOUR 
HANDS? 

At ITL, we don’t just talk the talk, 
we walk the walk. That’s why, 
for this ITLook Green Edition, 
we teamed up with Seacourt – a 
world leader and innovator of 
sustainable printing based in 
Oxford (UK).  

Their environmental journey began in 1996, when they 
discovered that printing is the world’s fifth largest 
manufacturing industry – and is considered so potentially 
damaging for the environment that Det Norsk Veritas puts it 
in the same pollution risk category as mining, oil exploration 
and nuclear energy.

Their singular focus has transformed Seacourt into the 
UK’s top sustainable printing company. It’s a shining 
example of what can be achieved in a resource-intensive 
industry which has historically seen high energy and water 
consumption, contributed to landfill and used harmful 
chemicals.

British Cycling became famous for its Olympic success 
through incremental change, and this has been Seacourt’s 
approach for the last two decades – taking both small and 
game-changing steps to turn a well-founded perception of 
printing as a dirty industry on its head.

Conventional 
lithographic printing 
consumes large 
amounts of water, to which toxic 
and volatile chemicals are added. 
90% of all print is produced this 
way. Taking a massive leap 
of faith, Seacourt completely 
changed their presses and 
working practices to convert 
to waterless offset printing – a 
process rarely used in the UK. This 
switch saved around eight million 
litres of fresh water and reduced 
the company’s volatile organic 
compound emissions by 98%. 

Received ISO14001 
accreditation and were 
the second printing 
company worldwide to 
attain Environmental 
Management and 
Audit Scheme (EMAS) 
certification

Became carbon neutral 
and converted to 100% 
renewable energy 

Became the world’s 
first zero waste to 

landfill print company 

Developed a revolutionary 
print process, LightTouch™ 
– combining the quality 
and environmental 
benefits of waterless 
offset printing with LED 
instant ink. This led to the 
installation of the World’s 
first LightTouch™ press, 
to produce a print that is 
greener than ever before.  

A NET POSITIVE COMPANY

Seacourt invest in social, environmental and economic activities to offer 
Planet Positive Printing™ – meaning the company consumes fewer 
natural resources than it gives back. The business funds a project at the 
mouth of the Amazon River which:

• Supports the community’s local economy through sustainable 
acai berry production. This reduces logging and helps to conserve 
86,000 hectares of forest!

• Involves a programme to regenerate 1,200 hectares of deforested 
land with native tree species and acai.

• Offers programmes to help local 
sustainable businesses, such as 
vegetable gardening and those 
involved with poultry or fish.

 

1997 1999 2001 2009 2015

     SEACOURT’S SUSTAINABLE JOURNEY: 

PLANET 
POSITIVE 
PRINTING

0% 
waste

ISO
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Made of 100% recycled paper

Printed with a 100% waterless process

Printed in a factory powered by 100% renewable energies

Produces zero waste to landfill

ABOUT THIS MAGAZINE:

By printing this magazine, 
we’re supporting a leading United 
Nations-backed project in the Amazon, 
which is helping to

conserve 
86,000 hectares of rainforest 
and regenerate a further 1,200 
hectares of deforested land.



INSPIRATION: PERSONALITY

GETTING TO KNOW 

FASHION RETAIL CONSULTANT AND 
FOUNDER OF CHARITY FASHION LIVE: 

EMMA SLADE EDMONDSON  

Both community and social good are things retailers 
need to focus on to keep the attention of the savvy, 
time-poor and conscious consumer in 2020. Retailers 
need to build communities to give customers a reason 
to come out for them.

What should brands be doing more/less of?

MORE 
• Designing for circularity and longevity as 

opposed to looking at ways to ‘recycle’ or ‘take 
back’ 

• Investing in bio textile development 

• Producing to demand

• Paying garment workers a fair wage as a priority 

• Creating communities and experiences that 
have real meaning above and beyond a moment 
in time

• Sharing production processes openly with the 
customer 

LESS
• Less chat, more action, when it comes to fixing 

ethical standards

• Overproduction 

• Polyester and toxic dye

What benefits can brands see from being more 
sustainable/responsible?

Customer loyalty, higher spend and future-proofing. 
According to a recent study*, 40% of Gen Z surveyed 
“have stopped purchasing or boycotted a brand, 
because they stood for something or behaved in a way 
that didn’t align with their values. Another 49% haven’t 
done this yet but would consider doing it in the future”. 
These stats are crucial because Gen Z consumers are 
not only the largest part of the population, they also 
think about what they do.

If brands don’t listen they will be 
left behind and find themselves less 
profitable in years to come. 
* Study by DoSomething Strategic – A Social Impact 
Consultancy

Tell us about Charity Fashion Live. 

Charity Fashion Live was born in 2009 to give a 
sustainable brand or charity a mouthpiece during London 
Fashion Week – while every other fashion business was 
jumping on the bandwagon to sell their wares. I wanted 
to celebrate existing textiles and the second hand market, 
while opening a dialogue around textile waste in fashion.

For seven seasons I recreated London Fashion Week 
looks in real time as they came out on the catwalk – with 
a small team, using only what we could find in a single 
charity shop. No trickery, no fakery, just what was there 
at the time. To me, it seemed the truest way of showing 
how on-trend second hand could be. This concept proved 
pretty popular, not just with those following us via our 
social media channels but also with designers. They 
were excited about our recreations of their work and sent 
encouragement. Our last event reached more than eight 
million people on social media.

Each time I’ve partnered with a different charity. For 
the last one, Henry Holland was an ambassador for the 
campaign. We’ve also been featured in the likes of Time 
Out, Huff Post, The Evening Standard, The Guardian, and 
even London Fashion Week’s own magazine. 

It’s about getting people engaged 
with how wonderful and valuable 
existing textiles are – and opening and 
maintaining a dialogue around why a 
more responsible approach to fashion 
and fashion waste is important, socially 
and environmentally.

You’ve just been listed as one of the UK’s best 
wardrobes by fashion publication Who What Wear 
– how did that feel? 

I was shocked and honoured to be included alongside the 
likes of Pandora Sykes, Caryn Franklin and Monikh Dale! I 
am also proud that a wardrobe full of second-hand items 
and sustainable brands is being celebrated by a trend-led 
publication that’s held in such high esteem by those who 
love fashion. It signals a positive shift in the industry.

What do you think non-charity brands can learn 
from charity shops?

I think there’s a lot to be said for their focus on supporting 
and building a good community. When you visit your local 
charity shop, the shop manager may know your name, 
keep an eye out for things you’re looking for and will chat 
to you. They’re usually from the community and this is all 
built intrinsically into the ethos and concept. 
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...a more responsible approach to 
fashion and fashion waste is important, 

socially and environmentally.
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One of the 
top two 

apparel brand 
identification

product 
manufacturers 
in the country

INSIDE ITL: REGIONAL FOCUS KEY FACTS: SL FACTORY

ITL Sri Lanka (SL) was one of the 
company’s first factories outside 
South Africa. The journey began 
in 1999, with just five employees 
importing finished products, 
packing and selling them. 
Since then, the team has grown to 330, moving in 2004 
to larger premises covering 26,500 square feet. They 
now offer rotary and screen-printed fabric labels, heat 
transfer labels, offset printed tickets, promotional tags, 
packaging products, thermal printed adhesive labels and 
tickets, RFID labels and woven labels.

Such accomplishments 
have established ITL SL 
amongst the top two apparel 
brand identification product 
manufacturers in Sri Lanka. 

A SUCCESS STORY 
ITL SL’s growth and success stems from understanding 
their customers’ needs and providing speedy solutions. 
In fact, they recently drastically reduced lead times by 
producing labels as close as possible to needlepoint 
through the introduction of in-plants at a customer’s 
factory premises. 

The dynamic, committed and motivated team of 
employees who strive to achieve excellence and 
innovation are also responsible for the factory’s 
continuous success. In fact, along with celebrating 
the factory’s 20th birthday, ITL SL is also celebrating 
30 employees’ 15th anniversary of working for the 
company.

A CONSCIOUS TEAM 
With success comes responsibility. That’s why ITL 
SL values employees’ participation in voluntary CSR 
activities. This includes blood donation campaigns, 
social support activities such as flood relief, 
construction of classrooms for a tsunami affected 
school, a ‘Compost from Waste’ project targeting 
neighbouring schools, upgrading a primary school in 
an underprivileged area, and building special toilets for 
disabled soldiers at a rehabilitation centre.

20 
YEARS!

26,500 square feet
to respond to greater 

production demand
 

ITL Sri Lanka partners 
with brands such as 
Tesco, GAP, H&M, 
Express, OYSHO, NEXT, 
M&S, Debenhams, 
Dunnes, River Island

Employees: 
Gone up from 

5 to 330 

BRAND PARTNERSHIPS: 

TOP 
TWO

have been with ITL 
SL for more than 

YEARS! 15 

ITL opens factory 
in Sri Lanka with 
just 5 employees

2004:
Moves to a bigger 

factory 

1999: 
CELEBRATES
S R I  L A N K A 

30  Employees
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INSIDE ITL: CASE STUDY

THE CHALLENGE

TFG operates 28 brands in over 4,000 stores across 32 
countries. For the company, accurate stock counting is the 
key to operating a successful omnichannel strategy.

“Stock accuracy is absolutely 
critical. We want to be able to fulfil 
orders across any channels and 
any inventory points.” 

Greg Walsh - TFG 
Head of Omni-Channels Systems

THE SOLUTION

Alongside a wide range of labelling and packaging 
products for brands and retailers globally, ITL Group 
offers a unique 360 RFID solution. The company 
partners with customers along the entire RFID journey 
– from scoping, proof of concept and business case, to 
deployment and in-store experience.

This is why TFG turned to ITL for support in 2018, at the 
start of an ambitious 24-month roll-out covering all 22 of 
TFG’s South African brands, including Markham, Fabiani, 
G-Star Raw and those in its sports division – with 
remaining brands elsewhere going live after that.

ITL printed and encoded RFID labels with data uploaded 
from TFG onto its LabelVantage™ supply chain 
application. This enabled production and supply to occur 
seamlessly across a number of TFG’s global service 
bureaus, including South Africa, Mauritius, China, India, 
Bangladesh and Turkey – with deliveries going directly to 
TFG’s product suppliers in each region.

“Close collaboration combined 
with excellent project 
management and a can-do 
attitude were instrumental to 
building a successful partnership”

Chris Currie – ITL COO

TFG
CASE STUDY
THE FOSCHINI 
GROUP & ITL GROUP 
SUCCESSFULLY DEPLOY 
RFID ACROSS 22 BRANDS

THE RESULTS

TFG announced a number of immediate savings 
attributed to their RFID adoption, including lower 
staff costs and reduced expenses in associated stock 
counting.

The retailer claims that counting stock in one of their 
stores now only takes three hours whereas, prior to RFID, 
the same activity would have taken the whole team two 
full days, incurring significant staff overtime and store 
closure costs.

“RFID allows us more time and 
more efficiency in reducing 
the physical count activity in 
store and releases people to do 
what they’ve been employed to 
do. Besides the data integrity 
and the significant increase in 
replenishment, the ROI on RFID is 
massive”

Martin Kurc – TFG Senior Operations Business 
Process Manager

CASE STUDY: THE FOSCHINI GROUP & ITL
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FOCUS: BRANDS WHO CARE

Rooted in Cape Town’s southern peninsula where mountains 
and oceans spectacularly meet, Sealand was born out of 
a conviction to keep the environment front and centre – 
alongside inspired functional designs and longevity.

Smart material selection, 
compelling functionality and 
product durability are all palpable 
features of what Sealand makes.

The start-up team lives the Sealand brand with combined 
passions for business, the wondrous outdoors and for life. 
While Mike Schlebach and Jasper Eales are known as the 
founders of Sealand, it is the studio crew that drives the 
brand. Amongst the Sealand family sit big wave surfers, 
innovative oddballs, highly skilled craftspeople, and some 
of the widest smiles the African continent has to offer. 
Together, they are the creative minds and fabrication 
specialists, bringing inspired design in upcycled material 
texture combinations from the drawing board to the rack.

ALL ABOUT SUSTAINABILITY 

Sustainability on all fronts is a driving force behind the 
business, which currently diverts around five tonnes 
of waste from landfill and prevents 108 tonnes of CO² 
emissions each year. For example, they upcycle yacht sails 
and canvas poly twill, and use recovered material made of 
a blend of recycled plastic bottles and cotton waste. It’s 
produced in a factory which uses no water and is more 
than 50% powered by solar energy. 

“The long-term vision for the business”, says Schlebach, 
“is to substantially grow our upcycling capabilities – to a 
point where we’re turning hundreds of tonnes of waste into 
high-quality products that are so well made, they’ll never 
see a dumpsite. 

“We love the idea that to make these products we need 
skilled people, so the more we sell, the more sustainable 
jobs we create. We currently have 24 full-time employees 
and our goal is to increase this number dramatically in the 
next few years.”

With revenue increasing at an average rate of 25% per year 
and set to increase by 100% in 2019, Sealand looks poised  
to achieve these goals and become an environmentally-
responsible, global and high-end fashion brand.

WHEN SEALAND MET RFID

The brand opened their first store earlier this year in 
Cape Town as they wanted to have “a space to host 
events and express our educational voice. We are excited 
to have found the right bricks-and-mortar space to 
showcase Sealand’s full brand and lifestyle offering”, says 
Schlebach. Along with its new store, the company now 
operates a small kiosk in Cape Town mall, V&A Waterfront, 
and sells through Bo-Op, a cooperative shop in a historic 
part of Cape Town selling locally produced goods. To 
top this off, they are also rapidly expanding their export 
market which has increased from 5% of their business 
turnover to 40% within the last 12 months. 

With such success, Sealand wanted to ensure their stock 
was not only accurate but safe as well. They needed a 
partner who could offer both services through RFID. They 
worked with ITL South Africa to install a mat at the door 
that detects if an item has been sold or not. By using a 
reader at the till to change the EPC when sold, this stops 
the alarm going off when the product reaches the exit. 
What’s even more exciting is its unique ability to be fitted 
under the cork floor, rather than traditional retail store 
pedestals. The best part is that Sealand’s sustainability 
credentials are enhanced, thanks to ITL’s PET and 
chemical-free inlays.

 

ALL LIGHTS ON 
SEALAND GEAR
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ROOTED IN CAPE TOWN’S 

SOUTHERN PENINSULA WHERE 

MOUNTAINS AND OCEANS 

SPECTACULARLY MEET

SEALAND WAS BORN OUT 

OF A CONVICTION TO KEEP 

THE ENVIRONMENT FRONT 

AND CENTRE – ALONGSIDE 

INSPIRED FUNCTIONAL 

DESIGNS AND LONGEVITY
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FASHIONABLE AND SUPPORTIVE 
SWIMWEAR 
MEETS SUSTAINABILITY

THE AZULA MISSION: 

Make women feel 
amazing through 
empowering and 

sustainable products
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Discover more: 
www.azulaswim.co.uk

Kissing unfashionable and 
wired bikinis goodbye!  

“Azula emerged from a problem personal to 
me”, says Emma Iveson, founder of Azula Swimwear. 
When shopping for high-bust support swimwear, Emma 
was a victim of unfashionable, wired and padded bikinis. 
She also didn’t feel comfortable wearing a triangle bikini 
due to the lack of support and coverage they offered. 

In 2013, whilst studying Contour Fashion at De Montfort 
University (UK), she began to work on the concept. Five 
years later, she is on the brink of globally launching 
Azula: inclusive, supportive, sustainable and fashionable 
bikinis!

THE AZULA MISSION: 
Make women feel amazing through 
empowering and sustainable products 

Azula is motivated by the belief that there is nothing 
more admirable than being exactly who you are. The 
brand strives to help all women feel empowered in their 

swimwear, to not put themselves down, to embrace their 
bodies and to unleash their inner warrior! As a result, 
Azula offers inclusive, non-wired, supportive swimwear 
that looks as great as a triangle bikini, regardless of the 
cup size. No wires, no pain – just absolute comfort.

As society becomes increasingly aware of fashion’s 
environmental impact, Azula also wants women to feel 
even more amazing when wearing their products – 
knowing their bikini is ethically sourced. The brand uses 
high-quality Italian fabrics created by recycling old, post-
consumer plastic bottles and regenerated Econyl nylon. 
Furthermore, because their hand-created designs are 
printed digitally, they use less water than other printing 
routes. 

 “I’ve been brought up to appreciate the 
natural beauty that is the world, whether 
that be sitting on a sandy tranquil beach 
taking in the vast mystery that is the ocean 
or watching the leaves turn beautiful tones 
of orange and red during autumn. I believe 
it is our responsibility to do as much as we 
can to protect our extraordinary nature”, 
says Emma.

LABELS TO ELEVATE AZULA’S MESSAGE 

By Sabine Watson
Global Brand Manager – ITL Group

WHERE FASHIONABLE 
AND SUPPORTIVE 
SWIMWEAR 
MEETS 
SUSTAINABILITY

Azula is simple and effective, but needed branding 
to elevate its core message. Using sleek heat-seal 
care labels means they can share their recycled 
fibre content, British origin, and brand ethos. In 
addition, because using heat transfers doesn’t 
require sewing and cutting out, the products are 
itch-free and contribute to Azula’s goal to provide 
comfortable swimwear. 
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PROOF THAT SIZE 
MATTERS!

INTELLIGEN™ CASE STUDY: DEBENHAMS

Fresh from winning the 
prestigious ‘Best Green 

Initiative’ for their intelligen™ 
product engineering solution at 

this year’s Retail Systems
Awards, one of intelligen’sTM 

original creators and the 
person tasked with bringing it 

to market for the group, Simon 
Phelps, tells us more about this

revolutionary solution.  

What was the original inspiration for 
intelligen™?

The idea behind intelligen™ was driven by an 
accelerated requirement from customers to reduce 
cost, whilst simultaneously exploring more sustainable 
solutions.

Over the course of my 25 years in the industry, we’ve 
all tended to follow the same formula – waiting for a 
customer brief and then reacting to it as quickly as 
possible. The successful party has generally been the 
one who came back quickest and cheapest. That’s ok 
to a point, but it’s not particularly collaborative. When 
there’s nowhere left to go on price and customers 
can’t afford to introduce ‘greener’ alternatives for fear 
of cost up-lift, then clearly there’s an issue that needs 
addressing.

How did you envisage intelligen™ being able 
to change that?

Right from the outset, we wanted to position ITL as 
a business which had empathy with our customers’ 
pain-points, while being replied upon to provide a 
systematic solution with tangible outcomes and 
benefits. We aspired to be a partner capable of guiding 
our client towards the best outcome for their brand 

Interview with Simon Phelps
– European Sales & Marketing 
Director at ITL

A product 
engineering 

solution that wins 
awards and makes 

a difference.

– so that their labels and packaging were always fit 
for purpose, represented great value and minimised 
customers’ environmental impact. If you can do that, 
the relationship is richer and you’re leading with 
expertise, rather than reacting with price cuts funded by 
margin erosion.

What is the basic principle behind intelligen™?

The principle behind intelligen™ is very simple. It’s about 
re-designing products to minimise raw material wastage, 
and then showing the net effect of this change on cost 
and environmental impact. When a client sends out a brief 
they generally indicate the product dimensions, but don’t 
have the production expertise to calculate how many 
labels that would give them out of a sheet or loom width. 

Whilst most label/packaging suppliers will simply follow 
these dimensions regardless of the waste this creates, 
intelligen™ suggests an alternative size alongside the 
original. It provides the client with a comparison of cost, 
raw material saving (e.g. paper or yarn), and the effect this 
has on use of natural resources such as water, trees etc.

More than just a re-sizing tool… 

intelligen™ offers a lot more than just re-sizing, 
although this is a great and very valid starting point. 
Once we have re-sized the product, we then look at 
raw material types, the best production platform and 
opportunities for consolidation. Providing we never 
compromise product performance or brand integrity, 
the options are wide-reaching.

What is the process when conducting an 
intelligen™ project with a customer?

We usually start with store walks, to see where 
problems might be occurring and opportunities exist. 
It’s always interesting to get feedback from staff, who 
work with product all day and come across a wide 
range of issues with packaging that might not be 
immediately obvious.

Then, after we’ve selected the products we want 
to look at, we’ll hand them over to our product 
engineers. They’ll study the existing design and see 
what improvements can be made – always with 
the objective of improving performance, cost and 
environmental impact.

A BEHIND THE SCENES INSIGHT INTO ITL’S AWARD-WINNING
PRODUCT ENGINEERING SOLUTION – INTELLIGEN™

Find out more at: www.itl-group.com/intelligen/

“We saved 
significantly 

on cost of 
production” 

- Debenhams
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All of our presses and looms are finger-printed and 
follow similar formats so our engineers are able to 
design specifically according to where the product 
needs to be made. All the results we provide are real 
and not theoretical.

Then we present our findings to the client, 
highlighting the improvements we have made and 
potential next steps. We back up our work with 
samples or mock-ups. This enables the client to see 
first-hand what we’ve done, and to share the results 
within their business, organise trials etc.

Is all the expertise for delivering intelligen™ 
contained within ITL or do you work with 
external partners?

For anything related to woven or permanent branding, 
we manage the process internally. But for packaging 

ITL CASE STUDY: DEBENHAMS

PROOF THAT 
SIZE MATTERS
(CONTINUED)

Debenhams X intelligen™ 
Debenhams is a leading international, 
multichannel retailer, with a proud British 
heritage. They have over 200 department 
stores and an online presence in more than 
90 countries. 

Debenhams wanted to understand how they 
could minimise their labels’ environmental 
impact without compromising on aesthetics, 
quality and cost. They turned to ITL Group 
as their nominated supplier, to find a 
solution for their Principles brand.

By using intelligen™, they optimised the 
labels’ design and switched to a more 
sustainable alternative substrate. This 
reduced paper consumption and saved 
11% on production costs – all without 
compromising their Principles branding and 
overall ‘look & feel’.

 

and paper items, we work with a company called 
Pack2Basics. They’re technical leaders in this field 
and have worked alongside ITL for many years. They 
share our vision right from the outset, and continually 
drive the process from ideation to delivery of the final 
concept. At ITL, we believe firmly in collaborating with 
experts and we’re lucky to have them as partners.

Tell us more about the intelligen™ work 
recently done with Debenhams which 
culminated in ITL winning the award for Best 
Green Initiative at Retail Systems Awards 
2019?

ITL has been a Debenhams supplier for many years 
and has built a great relationship with their packaging 
team. We had undertaken some intelligen™ projects 
for them previously, but the Principles re-brand was 
our first opportunity to show them how we could make 
a material impact on their cost and environmental 
footprint. It was an extensive project involving multiple 
products across a number of our manufacturing 
locations, but Debenhams were excellent throughout. 
We were able to turn everything round in a short 
timeframe and make the changes in time for peak 
season ordering.

What plans do ITL have to expand intelligen™ 
beyond its current scope?

We have always wanted intelligen™ to be an enabler 
for customers to achieve their goals and I think we 
have largely accomplished that. In creating these cost 
savings, which often are quite considerable, we are 
enabling customers to re-invest in more sustainable 
alternative raw materials that they couldn’t afford 
before. So the next step for us is to provide knowledge 
and expertise regarding these alternatives. The release 
of our C.A.R.E. range will play a pivotal role in this and 
in supporting our customers’ sustainable packaging 
journey going forward.
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LET’S GET 
MOVING.

“Many individuals are doing what 
they can. But real success can only 
come if there is a change in our 
economics and in our politics.”

D A V I D 
A T T E N B O R O U G H
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