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porting the initiatives and work also advancing this.

In this issue, Liz Goodwin, Chair of the London 

Waste and Recycling Board discusses the importance 

of establishing a circular economy and the launch 

of its first Repair Week. While Professor Carolyn Mair 

provides a fascinating insight into the psychology of 

fashion and calls for strengthening our sense of self 

to resist fast fashion and dress sustainably. 

WRAP’s Director Peter Maddox discusses its recent 

findings examining UK citizens behaviour when clear-

ing clothes during lockdown. Significantly, it found 

that most people (two-thirds) prefer to pass on their 

clothes to charities, backing up our own research. 

When it comes to donating clothes, trust is key 

and TRAID’s recent Taking Stock campaign examines 

what communities really want when they use clothes 

recycling banks (spoiler alert, charities!) and why 

charity partnerships with local authorities’ matter. 

With TRAID’s charity shops re-opened, we are once 

again stopping clothes waste while sustainably raising 

funds to improve the lives, incomes and environment 

of the people who make our clothes. We anticipate 

that support like this will be needed more than ever 

in the wake of this pandemic. Thank you everyone 

for shopping in our charity shops and passing on 

clothes to TRAID for someone else to use.  

#secondhandfirst 

Only a short time ago, the idea that TRAID’s charity 

shops would temporarily close with the majority of 

staff furloughed, would have been utterly unthink-

able. But, like so many sectors, from retail to the 

arts, this is what has happened due to the global 

Covid-19 pandemic. 

In mid-June, we were given the go-ahead to 

re-open TRAID’s charity shops and we have worked 

hard to adapt to the strange new world of socially 

distanced retail. Protecting our staff and customers is 

our priority and some of the safety measures in place 

include shielded till points, quarantining donations 

and hand sanitising stations.

The pandemic has not stopped us from opening a 

new charity shop in the heart of London’s Lewisham. 

It’s been designed and built sustainably to minimise 

carbon emissions, pollution and energy use wherever 

possible and has already been warmly embraced by 

the local community.

Since re-opening, the response and support from 

our customers has been truly heartening. Our love 

of charity shopping and buying second-hand seems 

undiminished. This isn’t just good news for the envi-

ronment, but also for the people making our clothes 

who benefit from the work TRAID funds. 

Undoubtedly, Covid-19 is impacting the projects we 

fund and in this issue, our partner PAN UK explores 

the challenges for organic cotton in Ethiopia and the 

incredible resilience of the farmers we support. 

Covid-19: What now for 
TRAID and our Partners?

In India, our funding continues to help farmers 

access organic cotton seed with the support of 

Fairtrade Foundation and Pratibha Syntex. Journalist 

Stephen Tierney looks at why this opportunity 

to grow without using hazardous pesticides and 

fertilisers matters. TRAID’s support has also helped 

mothers working at AMMA’s sustainable textile 

workshop in Sri Lanka to continue to be paid during 

lock down, and the team are now back producing 

natural zero waste botanical fabrics.

For most garment workers, from Leicester to 

Dhaka, the pandemic has been devastating. It’s an 

inevitable outcome of decades of poverty pay and 

insecure work, a business model normalised by 

the fashion industry which by contrast reaps huge 

profits. The Worker’s Rights Consortium estimated 

in April that global brands have cancelled over 

£20bn of orders leaving many destitute and unable 

to buy food. Exploitative garment work only allows 

workers to subsist making it impossible to save 

income or educate their children. It has never been 

clearer how urgently systemic change is needed for 

garment work to lift people out of poverty rather 

than consign them to it.

Keeping clothes in use for longer is the center-

piece of TRAID’s work. It’s what enables us to fund 

such urgently needed work and we continue to 

focus on reducing the negative impacts of how we 

produce, consume and waste clothes, while sup-

By Maria Chenoweth,  
CEO, TRAID
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TRAID Open 
Sustainable 
Charity Shop 
in Lewisham

Just as we were about to open our long-awaited 

TRAID Lewisham charity shop, all our stores closed 

due to Covid-19. 

Finally, in mid-June, we at last opened the doors of 

our newest charity shop in the heart of Lewisham.

What makes this shop so special is that its design 

and build has been sustainably considered. Through-

out the store, we have incorporated materials with 

minimal environmental impact like cork and bamboo 

as well as using recycled mannequins, non-sol-

vent paints, green energy, 100% LED lighting and 

reclaimed window glass and steel.

Enedina Columbano, TRAID’s Commercial Direc-

tor said “Wherever possible, we wanted the design 

and build of this shop to be as sustainable as the 

second-hand clothes we reuse and resell to reduce 

carbon emissions, pollution and waste. This is the 

first time sustainability has been so fully integrated 

when creating a new TRAID charity shop.”

Reducing in-use environmental costs is incred-

ibly important. That’s things like heating, lighting 

and waste. However, we also tried to consider 

the embodied environmental costs which are the 

resources and energy that goes into things like ship-

ping materials and smelting steel. These embodied 

costs can be avoided by using reclaimed materials. 

An example of this was to remove, restore and reuse 

the existing massive panes of glass and retrofitting 

existing structures wherever possible. 

“Wherever possible, we wanted the 
design and build of this shop to be 
as sustainable as the second-hand 
clothes we reuse and resell to 
reduce carbon emissions, pollution 
and waste.”

TRAID Lewisham has also stopped selling plastic bags 

to encourage customers to bring their own. The rest 

of our charity shops will follow suit as soon as our 

existing stocks of plastic bags run out. 

Columbano said, “Because sustainability has been 

at the front and centre of every decision made 

when creating this shop, it led us to think about 

other changes we could implement, across all our 

stores. TRAID was an early adopter of charging for 

plastic bags introducing a 10p levy in 2004, long 

before nearly every other retailer on the high street. 

However, the scourge of plastic waste continues, 

including recent discoveries of how microplastics are 

contaminating entire ecosystems. It is now time for 

us all to eliminate unnecessary plastic production, 

use and waste where possible.”

The team looks forward to welcoming you into 

our new sustainable charity shop very soon. Find us 

at TRAID Lewisham 41-43 Lewis Grove, Lewisham, 

London SE13 6BG.

Photos ©Leigh McAlea 2020
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and recycling. Charity shops represent the UK’s main 

clothing collection infrastucture providing a range of 

services for the reuse and recycling of clothes while 

also offering the public a wealth of local, national and 

global causes to support.

What can you do?

Charities with shops depend on the support of local 

authorities to operate textile banks on council-owned 

land. Contact the leader of your local Council, calling 

on them to acknowledge the contribution that 

charity shops make to your community by support-

ing TRAID’s Taking Stock report recommendations:

There are still many local authorities that do 

understand the incredible additional social value that 

charity textile collectors offer: 25% of local authorities 

in England work exclusively with charities, while 36% 

have a mix of charity and commercial collectors. This 

represents a fairer solution that suits all parties and 

allows councils ro raise income, while giving local 

residents the opportunity to support charities with 

their clothes donations, which they so clearly want. 

Please take action to ensure that your local 

representatives are listening to the voices of their 

local residents to support charities.

The main reason people donate their clothes is 

because they want to support charities like TRAID. 

This might not come as a surprise to you. As a 

nation we all love our local charity shops. How-

ever, not everyone is aware that the clothes dona-

tions put into local textile banks do not always end 

up benefiting charities, but rather, generate profits 

for commercial companies.

The budget cuts that local authorities have been 

experiencing for a decade have pushed many to 

seek new ways to generate income. Increasingly, 

some local authorities are raising extra revenue by 

charging textile recycling collectors a fee – usually a 

fixed price per tonne of clothing collected – to place 

banks on council land. 

Textile banks are essential to stocking charity 

shops across the country. But, the higher the price 

gets, and the more common it becomes to contract 

out the right to collect textiles on council-owned 

land, the harder it is for charities to compete with 

the prices offered by commercial companies.

 If charging expensive fees to place textile banks 

becomes the new normal, this threatens a vital fund-

raising avenue for TRAID’s charitable work as well 

as many other good causes. More local authorities 

in England are now partnering with commercial 

companies, rather than charities. But this is not what 

local residents want:

Taking Stock

Lack of Transparency 

Two thirds of textile bank users (67%) are not aware 

that some of the textile banks they are putting their 

clothing into are run by commercial companies. 

This confusion about who operates textile banks 

in our local communities might sometimes benefit 

commercial companies who are expanding their 

presence on council sites. But what does this 

actually mean for charities?  

In TRAID’s case, we don’t ask the public for 

money or rely on any grants. We raise funds by 

reusing and reselling the second-hand clothes 

donated to us, our only source of income. 

Between 2008 – 2019, TRAID’s work reusing 

and reselling donated textiles raised £68,995,257 

towards our charitable objectives. In this era of cli-

mate emergency, by reusing the clothes people no 

longer need, we were able to support UK schools 

in delivering education for sustainability as well as 

helping local authorities to increase their recycling 

rates and reduce carbon emissions. TRAID also 

funds projects in India, Bangladesh, Sri Lanka, Benin 

and Ethiopia to improve the working conditions of 

garment workers throughout the supply chain from 

factory workers to cotton farmers. 

Clothes donations also create volunteering oppor-

tunities in our local communities. According to the 

Charity Retail Association, nearly a quarter of a 

million people volunteer in charity shops. Volunteer-

ing provides multiple benefits such as gaining new 

skills, improving confidence and helping job seekers 

enter paid employment. Moreover, the charity 

retail sector employs around 24,000 people, often 

creating jobs in economically depressed regions. 

Why reuse clothes?

Over the last 30-years, fast fashion has become 

the dominant industry business model on our high 

streets and online. Rapidly-changing trends and 

low prices drive people to buy more new clothes 

than they could ever possible wear. These rates of 

consumption are unprecedented and are driving 

massive levels of resource use as well as increasing 

waste. In 2016 for example, it is estimated that 

1,130,000 tonnes of clothing was purchased in the 

UK, a staggering increase of almost 200,000 tonnes 

from 2012. 

It is the charity retail sector which plays the big-

gest role in collecting unwanted clothes for reuse 

Graphics left: Designed by Zerofee for TRAID’s Taking 

Stock report, published 2019

88% prefer to use a textile bank run 
by a charity.

84% believe that donating clothes 
is an important way to support 
charities.

74% believe using private textile 
recycling companies reduces the 
opportunity to support charities.

79% think that local authorities 
should award all textile bank 
contracts to charities.

66% would stop donating entirely, 
or donate less frequently, if their 
local textile bank was run by a 
private company.

Research carried out Feb - May 2019 
/ YouGov for TRAID

• Greater transparency about who 
benefits from the clothes put 
into textile banks on council 
sites. For example, clear labelling 
on textile banks detailing the 
organisations which profit from 
the proceeds.

• A commitment from local 
authorities to ensure that at least 
60% of textile banks on council 
sites are charity-led.

• A commitment from local 
authorities which seek to 
raise funds from textile bank 
contracts that existing charity 
textile bank providers will not be 
removed, and that commercial 
companies will be placed in 
addition to, not instead of 
charities.

By Andrea Speranza 
Head of Campaigns and Education
at TRAID

TRAID explores what communities want when they donate clothes to 
clothes recycling banks and why charity partnerships with local authorities 
matter.

https://traid.org.uk/wp-content/uploads/2019/09/TRAID_Taking_Stock_spreads-1.pdf
https://traid.org.uk/wp-content/uploads/2019/09/TRAID_Taking_Stock_spreads-1.pdf
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away instead of donated.

TRAID’s Taking Stock report sets out clearly that 

councils should not exclude charity textile banks 

from public land by entering into exclusive agree-

ments with private companies. In terms of trading 

standards, councils also bear a responsibility for 

ensuring that there is clarity on whether or not textile 

banks operating in their area are fundraising for 

charities or are run for private profit. 

Please consider getting in touch with your local 

councillors to highlight the findings of the TRAID’s 

Taking Stock report and ask them about their 

approach to textile banks. Charity textile banks play 

an important role in enabling clothing to be reused to 

the benefit of the environment, in reducing the costs 

of dealing with textile waste as well as raising money 

for good causes. Now that should be something 

everyone can get behind.

The Charity Retail Association is the leading UK 

membership organisation representing charities with 

charity shops.

The UK’s charity shops make a huge contribution to 

reducing the environmental impact of the fashion 

industry. It is estimated that the fashion industry 

produces around 10% of global carbon dioxide 

emissions and every year consumes around 1.5 

trillion litres of water. Each reused item of clothing 

that is purchased instead of a new item contributes 

to reducing environmental harms.

In the UK, charity retail helps save around 339,000 

tonnes of textiles from being incinerated or buried 

in landfill. This achievement is made possible by the 

generosity of the public in donating clothes which 

they no longer need to raise money for charitable 

causes. The overwhelming preference of the public 

is to donate items to support good causes instead of 

the profits of commercial companies.

A report from the waste charity, WRAP, highlights 

that over two-thirds of people actively go out of their 

way to ensure their unwanted clothes are put to good 

use with 7 in 10 people feeling positive about donat-

ing clothes to charities.  

The closure of charity shops during the lockdown 

period provides clear evidence that when it becomes 

difficult for people to donate items of clothing to 

charities then the proportion of items disposed of as 

waste increases hugely. The report from WRAP, indi-

cates that during the lockdown period the proportion 

of used clothing disposed of in the general waste by 

Charity Shops and 
Sustainability

the public doubled. This research finding supports 

the finding from TRAID’s Taking Stock report that 

66% of people would stop donating or donate less 

frequently if local textile banks were run by a com-

mercial company rather than a charity.

Charity retailers save local councils significant 

sums of money by diverting clothing from being 

disposed of as general waste. If all the clothing cur-

rently donated to charities was disposed of as waste 

instead, local councils would face a bill of between 

£30 million and £38 million a year to send this 

clothing to be incinerated or buried in landfill. Given 

this cost-saving for councils, the environmental 

benefit and support for charities, it is encouraging 

that many councils are working to support charity 

retailers to divert ever greater volumes of clothing 

from becoming waste. This includes allowing 

charities to place textile banks on public land free 

of charge, signposting people to donate goods to 

charities and working together at council reuse sites. 

Contrary to the supportive approach taken by 

many councils, it is disappointing that a small 

number of councils are refusing to host charity 

textile banks on public land and are instead entering 

into exclusive agreements with for-profit companies. 

The amount of money this generates for councils 

is small and likely far outweighed by the amount 

of money they could have saved by working with 

charities to reduce the amount of clothing thrown 

By Jonathan Mail,  
Head of Public Affairs, 
Charity Retail Association

Photo: TRAID Lewisham. ©Leigh McAlea 2020

It was not so long ago that repair was a way of life. 

Darning a hole in a sock or a tear in a shirt was the 

done thing; part of a mentality of ‘make do and 

mend’, of valuing one’s possessions and making 

sure that things lasted so we got the most out of 

them or they could be passed down to the next 

generation.

Fast forward to the present day and our perspec-

tives have become very different. Cheap, mass-

produced products and higher disposable incomes 

have transformed our attitudes and behaviours 

when it comes to consumption and our belongings. 

Nowadays if we lose a shirt button, if the kettle stops 

boiling or we drop our phone, more likely than not 

we will throw the broken item in the bin and buy a 

new one. 

In many cases, people want to have the ‘latest’ 

version or gadget. Old or broken items will at best 

join a junk graveyard in an out-of-sight, out-of-mind 

drawer, and at worst end up incinerated or in landfill 

along with the other residues of our lives.

This ‘take, make, dispose’ linear model of con-

sumption has been our way of life for a relatively 

short amount of time. It could be said that it started 

in the 1950s as the world began to rebuild itself after 

two ravaging world wars, and accelerated in the late 

1960s, as the use of plastic gained momentum. In 

the global north, we have quickly adapted to a life of 

abundance. 

Cheap food, cheap clothes, cheap technology can 

be delivered to our homes at the click of a button. 

We can have anything we want, whenever we want 

– so if you ask many people, the thought of repairing 

their things rather than replacing them won’t even 

cross their minds.

But it has become increasingly obvious that our 

planet’s resources are being drained dry. Our current 

habits of consumption are unsustainable. Since the 

first observed mass coral bleaching event in 1983 to 

the wildfires which ravaged Australia earlier this year, 

our earth’s distress signals have become harder and 

harder to ignore.

During 2019, 26 boroughs and the Mayor of 

London passed ‘climate emergency declarations’ 

and across the country around 230 councils and the 

Local Government Association declared a climate 

emergency.

Whilst living through a climate emergency is 

frightening, we have a golden opportunity to create 

lasting change. The actions we take now will have a 

London 
Repair
Week 

fundamental impact upon us and future generations.

Over the last five years, the London Waste and 

Recycling Board (LWARB) of which I am Chair, has 

become recognised as a world leader in circular 

economy thinking and practice. Earlier this year, 

LWARB published its new business plan for the 

years 2020-2025. Its mission? To reduce consump-

tion-based emissions.

These are the damaging greenhouse gas emis-

sions created not just by our leaving the lights on, or 

driving a car, here in London; they are the emissions 

associated with everything we consume, and that 

are created all along the chain. For instance, when 

you buy an item of clothing, consumption-based 

emissions include those from growing the cotton, 

running the garment factories, producing the clothes; 

and then transporting and selling them wherever you 

buy your clothes from. This means that the more 

Londoners consume, the higher the carbon footprint 

of our city will be.

One of the ways we intend to reduce this footprint 

is to place renewed emphasis on activities that 

reduce waste and increase recycling, either through 

conscious efforts or using new circular economy 

business models like renting, sharing, or repairing.

This is why our London Recycles campaign is 

running our first-ever London Repair Week this 

autumn, from 12-17 October. Repair Week will bring 

together organisations like TRAID who are keen to 

encourage more sustainable behaviours around the 

use and re-use of a wide range of items, such as 

electricals, clothing, furniture, and bicycles. We know 

many Londoners want to find out more about repair 

and re-use, so we will be running a week of tutorials, 

workshops, hands-on advice and tips, thought-pro-

voking discussions, toolkits and online content. 

The aim is to give people some practical skills and a 

greater sense of ownership and agency around their 

belongings, but also to encourage greater use of 

the plethora of existing repair services in the capital. 

With so many amazing initiatives, schemes, and 

service-offerings already available to Londoners, we 

intend to help them access these services and shout 

about the great work organisations are already doing.

Together we will raise awareness of the importance 

of using items sustainably and bring together a wide 

range of businesses, not for profits and individuals 

who have expertise, skills, and services to share and 

build the profile of London as a thriving circular city.

As we come out of the COVID crisis, now more 

than ever we need to ensure we stay on track with 

a green recovery and build back better. I hope you 

join us in October and get involved in London’s step 

change to a leading low carbon circular city!

Find out more here.

By Dr. Liz Goodwin OBE, Chair 
London Waste and Recycling Board

https://traid.org.uk/wp-content/uploads/2019/09/TRAID_Taking_Stock_spreads-1.pdf
http://www.charityretail.org.uk
https://wrap.org.uk/content/citizens-and-clothing-behaviours-during-lockdown
https://www.lwarb.gov.uk
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When TRAID launched its Behind the Seams 

education toolkit last year, we were clear that we 

wanted to reach teachers of KS3 and KS4 as well 

as educators working to build sustainability in their 

communities. But, when everything changed earlier 

this year due to the coronavirus, the UK went into 

an unprecedented lockdown and all schools closed, 

we realised that toolkit users could extend far 

beyond the groups we originally had in mind.  

We were right. Parents for example had to quickly 

learn how to juggle work with home schooling, and 

TRAID’s educational toolkit was downloaded hun-

dreds of times during the lockdown.

 In alignment with the UNSDG 12.8, the toolkit 

explores the socio-environmental impacts of how we 

produce, consume and waste clothes to equip young 

people with the knowledge and actions needed to 

shape a more sustainable society.  

It has been designed to take educators as well as 

learners on a journey which goes far beyond com-

municating mere information. 

With pedagogical advice from Dr Erin Redman, 

Assistant Professor at University of Wisconsin Stevens 

Point, an expert in sustainable education, this toolkit 

is designed to go beyond traditional information dis-

semination by also building other kinds of knowledge 

needed for behaviour change. 

How to knowledge builds young people’s capacity 

for action and connects personal experience or other 

factors that may encourage or constrain individual 

action. For example, knowing how to source sec-

ond-hand clothes or sustainably produced garments.

Impact knowledge encompasses people’s percep-

tions of whether a certain behaviour is worthwhile 

or desirable. For example, knowing that donating 

clothing to a charity shop rather than throwing them 

away reduces carbon emissions which positively 

impacts the living planet.

Social knowledge relates to those norms that shape 

what is most commonly done, as well as judgements 

about our behaviour in specific social or cultural 

Education 
Toolkit. Don’t 
Miss It

contexts. The importance of social norms as a 

predictor of behaviour is especially significant when 

we are working to create a more sustainable society 

as these values help to determine what we ought to 

sustain and how.

The toolkit is structured around three themes - pro-

duction, consumption and waste. It contains lesson 

plans, worksheets, slideshow presentations and 

factsheets to support educators to deliver the issues 

in innovative and engaging ways and is structured as 

follows: -

Discover how to build knowledge while empowering 

young people and communities to build a more 

sustainable wardrobe. Download the toolkit here. 

By Andrea Speranza,  
Head of Campaigns and  
Education at TRAID

as she was Cypriot, recruiting staff was not an issue 

with good relationships as they predominantly 

employed family members and Cypriots who had 

come over after the invasion of Cyprus in 1974. 

They had separate jobs for the males and females 

in the factory, men were responsible for the cutting, 

pressing and driving, delivering and picking up while 

the women worked on the sewing machines and 

buttons. 

Many women, immigrants from Cyprus who had 

young families, would work for the company but 

carried out the work from their homes so they 

could earn and look after their children.

TRAID: If your mother was alive today what do you 

think she would say about fast fashion, sweat shops 

and clothes made in exploitative conditions in some 

of the poorest countries in the world?

EK: She would be gravely disappointed but retired 

and probably content with what she had achieved.

TRAID: What impact has your mothers career had 

on you relating to your eye for clothing, quality, and 

fast fashion?

EK: She taught me not to waste money on lots of 

different clothes and instead buy a few good pieces 

and to spend your money on accessorising with 

good quality jewellery and designer handbags. 

Because of my over exposure to clothes I have 

become slightly desensitised to new trends but I do 

have the ability to scan a rail of clothes and know 

instantly what’s good quality and what I like without 

needing to pick it up.

COVID-19 has changed the way we spend our time 

and brought many issues bubbling under the sur-

face into the media spotlight, including fast fashion 

production. For online retailers like BooHoo, and 

others, a second lockdown in Leicester revealed 

the prevalence of exploitative work including poor 

health and safety, and illegal rates of pay of around 

£4 per hour compared to the minimum wage for 

over-25s in this country of £7.83p/h. It’s shocked 

many that sweatshops also exist here, in the UK.

After a period of great decline, the UK clothing 

manufacturing industry has seen a growth in ‘onshor-

ing’ in places like Leicester which means the latest 

styles and products can be turned around extremely 

fast for mainly online retailers. 

In Leicester, as the news broke, it initially focused 

on local anger and the impact that a second lock-

down would have on local businesses and the econ-

omy. As the story progressed more was exposed 

about the poor health and safety records of small 

garment factories operating during lockdown which 

may have contributed to a resurgence of the virus.  

COVID-19 has brought many changes and new 

insights due to not being confined to an office, one 

of which is to spend time listening to other people. 

I got a chance to find out more about someone I 

regularly kick around with, Elena Koumi. Her mother 

was a clothing manufacturer in London in the 1970s 

and Elena spent her childhood in garment factories. 

With the situation in Leicester in our minds, I inter-

viewed Elena about her memories of her mother and 

the garment industry in the 1970s. 

TRAID: Where were your mother’s factories based?

EK: Over the years my mother owned a total of three 

TRAID’s CEO Maria Chenoweth talks to Elena Koumi about her mother’s 
work in the UK garment industry in the seventies and finds out what clothes 
production looked like before the age of globalisation.

In Conversation
with Elena Komi

factories. The first was based in London’s Crouch End, 

then they moved to Hackney, the Oval and lastly at 2-4 

Southgate Road, Islington.

TRAID: How old were you when you visited your 

mother’s factories and what part did they play in your 

childhood?

EK: My mother started the business in 1972 and I was 

born 5 years later, at the time they were based in 

Hackney. My pre-school years were spent going there 

every day of my life. From birth I was taken there and 

apparently, I would be lulled to sleep by sleeping in 

the vibrating sewing machine drawer. As I grew, I was 

trusted a little more around the machinery. My mother 

would summon me to the quality control area where 

I’d snip off any hanging threads on the garments while 

still on the rails just before the garments were bagged 

and transported. 

I also remember learning how to use an overlocking 

machine and, in those days, I particularly remember 

overlocking the hundreds of shoulder pads before they 

would be sewn on to the dresses, jackets and blouses. 

What stays with me the most when I reminisce is the 

smell of the fabric rolls and the steam coming from 

the pressing area. 

TRAID: What brands did your mother manufacture for?

EK: C&A, Miss Selfridge, Wallis and Evans. She and her 

sister would find out what companies were looking 

for clothing manufacturing and they would be given 

one sample to make to see if it was good. Then, if they 

approved it or liked their work, they would be given 

the materials and get them started.

TRAID: What quantities of clothes did your mother 

produce and how were the garment workers treated?

EK: Mainly dresses and blouses were made, and they 

made up to 20,000 dresses a month. For my mother 

Photo: Maria Chenoweth, CEO at TRAID. 

©Image Kit Oates / TRAID

“She taught me not to waste money 
on lot of different clothes and 
instead to buy a few good pieces.”

Production

Lesson Plan 1: What are my clothes 
made from?

Lesson Plan 2: Why are my clothes 
so cheap?

Consumption

Lesson Plan 1: Why are we buying 
so many clothes?

Lesson Plan 2: How can I source 
clothes in a better way?

Waste

Lesson Plan 1: What happens to my 
clothes when I don’t want them?

Lesson Plan 2: How can I make a 
change?

Photo: Michell Brook Primary school 

©Image Kit Oates

https://www.traid.org.uk/education/education_resources/
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led and influenced by advertising and marketing. 

Taken to extremes this can lower our self-esteem, 

harm our wellbeing and lead to other detrimental 

outcomes. Our sense of self is enhanced through 

a sense of belonging. Therefore, when we are 

marginalised or excluded, our self-esteem suffers. In 

the past, fashion has excluded populations through 

the imagery and messages used in advertising and 

marketing, and their products. Fortunately, although 

much remains to be done, we are beginning to see 

glimmers of change and a drive for a more ethical 

and sustainable fashion industry.

Since the proliferation of social media, fashion 

advertising and marketing has changed from being 

brand led, to being customer led with fashion influ-

encers and social media shaping how consumers 

engage with fashion. Social media has provided a 

platform to express views that are amplified without 

boundaries so when brands are negligent in their 

social or environmental sustainability, they are called 

out and even cancelled. Social media has democra-

tised fashion and created a platform for expressing 

and broadcasting our beliefs, attitudes and values.

The issue of sustainability in fashion is not new. 

It has been on the agenda for decades, but until 

recently, it has been concerned with raising aware-

ness rather than taking steps to change behaviour.

Although survey results often report that the majority 

of fashion consumers want a sustainable indus-

try, and would shop for sustainable items, these 

findings do not represent how consumers actually 

shop. Ultimately, to achieve a sustainable industry, 

both brands and customers need to change their 

behaviour. As consumers, we need to change our 

buying behaviour and in order to do so, we need to 

consciously analyse what we are currently doing. 

Once behaviours become habitual, they become 

automatic and by definition, are subconscious. We 

need to make shopping a conscious activity by pay-

ing attention to our behaviour throughout the entire 

shopping journey. There are many ways of engaging

How we present ourselves influences not only how 

others perceive us, it also influences how we per-

ceive ourselves. The reactions to our interactions 

affect our self-perception and ultimately our self-

esteem. Self-perception is a result of our behaviour 

and is our belief about why we do what we do. It 

is formed by our attitudes and influenced by our 

self-esteem. Self-esteem is the opinion we hold of 

ourselves based on our perception of others’ atti-

tudes towards us. It is the degree to which we like, 

accept or approve of ourselves as measured against 

the feedback we receive from others and how we 

feel we fit into the norms of our societies. 

We are primed to self-enhance and to present 

ourselves in the best possible light. We often aim to 

do this through our physical presence which includes 

our body language and voice as well as what we 

wear. However, what we wear forms the majority of 

our physical appearance and it is the basis on which 

we form judgements of and attitudes towards others. 

There is truth in the expression, “first impressions 

count” as we make judgements about others in 

under one second based on their physical presence 

alone and then seek to justify our initial judgement 

by finding confirmatory evidence. This is known as 

the halo effect, when we believe “what is beautiful is 

good”, and of course, the reverse is also trueWhether 

we like it or not, what we wear communicates [a 

perception of] who we are to those we interact with, 

and although first impressions are often flawed, they 

are highly influential and resistant to change. The 

feedback we receive through our interactions affects 

our sense of self-worth and can boost or damage 

our sense of self and our identity.

What we wear is part of our identity; our second 

skin, and the closest thing to our bodies. Because 

fashion forms so much of our physical appearance 

it is an appealing way to navigate our identity, to 

express who we are or who we’d like to be. What 

we wear, and how we put an outfit together, are the 

ingredients of the language of fashion. This lan-

The Psychology of Fashion

guage has a vocabulary (separate pieces), grammar 

(accentuated aspects), syntax (how an outfit is put 

together) and so on, to result in semantics (mean-

ing). However, like any language, the language of 

fashion can be misunderstood when the sender and 

receiver don’t share the same level of fluency. Our 

personal self refers to how we see our self as an 

individual, and our social self refers to how we see 

our self as part of society. Our personal sense of self 

is defined by our genetics and experiences which 

shape our perceptions, values, beliefs and attitudes 

about who we are. It responds to the question “Who 

am I”?. When we have a strong sense of self, we 

are more resistant to external influences and less 

inclined to follow others. We are more confident 

to be our true self, we come across as authentic 

because we behave according to our values.

“When we don’t have a strong 
sense of self, our true and ideal 
selves may be incongruent which 
makes us more easily led and 
influenced by advertising and 
marketing. Taken to extremes, this 
can lower our self-esteem, harm 
our well-being and lead to other 
detrimental outcomes.”

Our social self develops through comparison of 

ourselves with the social groups around us. Our 

ideal self develops over time and is the self we 

aspire to be. It is based on our experiences and 

what we admire and identify with in others. Having 

a clear sense of who we are helps us maintain 

positive mental health and stability and helps us 

resist advertising and marketing campaigns. Our 

well-being is enhanced if our true (authentic or 

genuine) and ideal self are aligned. When we don’t 

have a strong sense of self, our true and ideal selves 

may be incongruent which makes us more easily 

By Carolyn Mair 

Photo: ©Image courtesy of Carolyn MairProfessor Carolyn Mair PhD is a Behaviourial Psychologist working as a consultant in the fashion industry.  Here, 
she explores how the influence fashion has not just on how we look, but how we see ourselves, and that by 
cultivating greater awareness of what drives our consumption, we can then change our behaviour to buy less 
and create a truly sustainable relationship with our clothes.

“Gaining an understanding of the 
power of what we wear means that 
we can express our true identity 
and uniqueness when we step 
away from fashion trends. Exper-
imenting with the clothes we 
already have in our wardrobe can 
help us to find the style that we feel 
most comfortable with.” 

with fashion sustainably. We can have a “one in one 

out” policy, so we don’t buy anything new until we 

remove an item from our wardrobe. We can buy 

second hand, swap or rent clothes, look after them 

carefully once we have them, and dispose of them 

thoughtfully when we no longer want them. If we 

take them to a charity shop, we might find a real 

treasure when we’re in the charity shop. 

Gaining an understanding of the power of what 

we wear means we can express our true identity and 

uniqueness when we step away from fashion trends. 

Experimenting with the clothes we already have in 

our wardrobe can help us find the style that we feel 

most comfortable with. Make a decision to remove 

the items you no longer want to wear sell them or 

take them to your local charity shop. 

Since I was a young teenager, I have enjoyed 

shopping in charity shops for the thrill of finding 

something unique and at a great price. At that time, 

charity shopping was seen as something only lower 

classes needed to do. Recently, the taboo has waned 

and charity shopping is now fashionable. Let’s hope 

this trend remains as it’s a wonderful way of recycling 

once loved items, raising money for charity and 

potentially finding a unique bargain. It’s a win win. 

What’s not to like?

Carolyn Mair is a Professor of Behaviourial Psychol-

ogy and author. Her latest book The Psychology of 

Fashion is out now and published by Routledge.

https://www.routledge.com/The-Psychology-of-Fashion/Mair/p/book/9781138658677


14 15

opportunities in supplying cotton that their custom-

ers can then market as fairtrade and organic. For the 

in-demand fairtrade and organic cotton segments of 

the market, avoiding GM is essential.

An initial pilot project produced strong results. 

Around 1,500 cotton farmers were given thousands 

of packets of organic seed to try out. Several seasons 

on and star farmer members of the collective, having 

trialled the seeds on their own farms, are now pro-

ducing and selling packets of seeds for other farmers 

to use. The seeds from the project are on sale at a 

price that is 30% cheaper than it costs for farmers buy 

GM seeds. The non-GM seeds have also been bred 

to be pest-resistant, drought-tolerant and to grow 

plants that will be easy to harvest. 

 

Short-lived benefits 

 

In India, the initial promised benefits of GM cotton, 

such as a reduction in the need to use pesticides and 

better resistance to pests like boll worm, have proved 

to be short-lived. Farmers who sow these seeds now 

find that they are having to use substantial quantities 

of synthetic fertilisers and pesticides, as well as water

prices in the aftermath of the pandemic,” Chenoweth 

explains, “which will inevitably have a detrimental 

impact on many vulnerable producers worldwide. 

When it comes to the organic and fairtrade projects 

TRAID supports however, we exercise cautious 

optimism due to the resilience which is built into the 

work.” 

She says many of the organic cotton farmers that 

are part of the Vasudha Cooperative do not rely on 

cotton as their main source of income. It’s been a 

similar story at other projects in Benin and Ethiopia 

that TRAID supports with its partner Pesticide Action 

Network. These, too, have supported farmers’ efforts 

in crop diversification, food security and alternative 

income generation. This resilience goes some way 

towards managing risk by helping to insulate farmers 

from the worst impacts of disasters, TRAID’s chief 

executive says, including disasters such as covid-

19. The non-GM seeds have also been bred to be 

pest-resistant, drought-tolerant and to grow plants 

that will be easy to harvest.

First published in the July / August edition of WSA 

and reprinted with permission.

The Fairtrade Foundation says almost two-thirds 

of all the cotton produced worldwide now is from 

genetically modified (GM) seeds but the debate 

over the use of GM cotton is far from settled. A 

programme backed by a major textile manufacturer 

in India is aiming to make it easier for farmers 

there to choose non-GM cotton seeds if they want 

to, opening up possibilities for themselves in the 

fairtrade and organic cotton market while achieving 

environmental and health benefits at the same time.

As part of its work to empower disadvantaged 

producers of a wide range of consumer goods, and 

to tackle injustice in conventional trade, not-for-profit 

body the Fairtrade Foundation has launched a three-

year programme in India to help cotton farmers, 

funded by TRAID and supported by knitted fabric 

manufacturer Pratibha Syntex. 

Its aim is to help farmers move away from genet-

ically modified seeds and grow instead crops that 

they will be able to sell under organic and fairtrade 

labels, earning a better return. At the same time, a 

non-GM crop will help the local environment and 

deliver health benefits to farmers and their families,  

The project is developing new non-GM cotton 

hybrids that have the exact cotton fibre parameters 

for irrigation. Intensive use of chemicals has presented 

communities with health problems; the senior cotton 

and textiles lead at The Fairtrade Foundation, Subindu 

Garkhel, has confirmed that this has included deaths.

 Farmers from the Vasudha Cooperative (Vasudha 

means ‘mother Earth’), a project that Pratibha Syntex 

has set up in its home state, Madhya Pradesh in central 

India, have spoken up about their success. They have 

told TRAID that the new seeds have stood up more 

robustly to crop disease and weather events than the 

seeds they sourced previously on the general market. 

“This has made us more independent,” says Kailash 

Pratidar, one of the farmers in the cooperative. Another 

farmer, Chetan Jatt, says that the members of the 

cooperative have been impressed by the quality of the 

seeds and by the length of the fibres they produce. 

Fellow farmer, Chandrakant Ptija, makes an import-

ant follow-up point: use of the non-GM seeds is 

allowing his farm to produce other crops successfully 

too, resulting in enough home-grown food to feed his 

family. “I no longer have to go to the market to buy 

food,” he says. “I grow my own independently and can 

grow enough to feed my animals too. We couldn’t 

feed them with the old crops because they would get 

sick. Now they don’t get sick and the milk production 

Cotton Farmers Fight Back
Against GM Cotton

that the fashion and textile industry needs. The 

resulting seeds are being commercially produced 

and made available to farmers, allowing them to have 

more choice over how they farm. 

 

Aggressive marketing 

 

According to the Fairtrade Foundation, nearly two-

thirds of all the cotton farmers around the world are 

producing today is grown from GM seeds. TRAID’s 

chief executive, Maria Chenoweth, says the rise 

and rise of GM is “a textbook case of successful 

aggressive marketing”. She explains that, since 

2002, chemical companies such as Monsanto, which 

is now part of Bayer, have been promoting across 

India bt (bacillus thuringiensis) cotton, a genetically 

modified, pest-resistant variety of the plant.

“This has meant that a single agrochemical com-

pany’s tight grip on the market has made it difficult, 

and in some cases impossible, for farmers to access 

organic cotton seeds,” she says.  “It’s this power 

imbalance we are trying to redress with our funding.”  

In response, the project TRAID supports with Pratibha 

Syntex and The Fairtrade Foundation gives farmers 

access to non-GM seeds, which will give them new 

is a lot better. Through this project farmers can 

become independent very quickly.”

Crop diversification means other farmers using the 

non-GM seeds already have the capacity to scale up 

their production of alternative crops to the extent 

that they are not dependent on cotton alone. Maria 

Chenoweth argues that this could be a crucially 

important extra benefit from the project as the world 

in general and the apparel industry in particular is 

reeling from the covid-19 pandemic.

 The truth is that the apparel industry was already 

facing far-reaching change before covid-19. Contro-

versies that range from microplastics in the oceans to 

campaign group Extinction Rebellion’s call for a year-

long boycott of fashion and for people to develop “a 

radical new relationship with clothing” have not gone 

away. On the face of it, this ought to put renewable, 

circular materials such as organic and fairtrade cotton 

at an advantage but driving home that advantage 

may be far less easy now as consumers, retailers and 

clothing brands shift their focus to shorter-term pri-

orities, at least for now. Nevertheless, in relation to its 

support for cotton projects, TRAID is looking ahead 

with “cautious optimism”. “We anticipate that cotton 

farmers globally will be impacted by falling cotton 

By Stephen Tierney  

I got training from Pratibha to grow my own non-BT* cotton. After 
the training I had my own cotton and realised the production was 
really good. I no longer have to go to the market to buy food. It’s our 
own crops grown with our own compost. We use it to feed to our 
animals. We couldn’t feed them with the old crops because they 
would get sick. 
Prakesh Prateja, Vasudha Farmer

I’ve started to grow organic cotton and the production is good. When 
the weather’s bad, BT cotton gets a pink colour. It’s completely dam-
aged. Now we have independent production in our own fields. We 
can give our (organic) cotton to our friends and families because we 
know that it is safe. I’m convinced what I’m doing now is good. 
 
Basantilal Themra Qureshi, Vasudha Farmer

*BT cotton is a genetically modified organism (GMO)

PROJECT FOCUS

Photo: Hand pollinating cotton seed ©Image Leigh 

McAlea 2019

https://www.traid.org.uk/projects/non-gm-cotton-seeds/
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Organic 
Cotton Seed 
For All

Photo Clockwise from top: Pratibha Factory; Multiple 

cropping practices to increase food and incomes 

while spreading risk; Separating cotton seeds; Hand 

pollinating cotton seed 

© All images Leigh McAlea, 2019

PROJECT FOCUS

TRAID is funding farmers in 
India to grow organic cotton 
enabling them to access 
organic cotton seed and grow 
without using hazardous 
pesticides and fertilisers.

https://www.traid.org.uk/projects/non-gm-cotton-seeds/
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“AMMA is committed to seeing 
local women take leadership and 
responsibility within their commu-
nities, families, and workplace. All 
AMMA’s wonderful employees are 
provided with training and a fair 
wage, while encouraging them to 
unite with the natural fabrics of our 
earth.”

a traditional art form and connecting consumers with 

zero waste garments! The scarf blends all AMMA’s 

beloved plant dyed colours, avocado stone, onion 

skin, nelli, indigo, eucalyptus and madder root. Mary 

exquisitely finishes each scarf with a hand stitched 

AMMA label as the finishing touch. 

To purchase one of Mary’s beautiful handmade scarfs 

visit AMMA’s online shop www.ammasrilanka.com/

shop/botanical-rainbow-handwoven-scarf

Find out more about AMMA here.

AMMA was set up four years ago to address the urgent need for flexible 
and fairly paid employment in Sri Lanka. It uses food waste and plants 
to dye fabrics naturally and the all-woman team, mainly mothers, create 
beautiful zero-waste textiles and homeware ethically and sustainably.

 

AMMA is a social enterprise funded by TRAID craft-

ing handmade clothing, built on the connection of 

natural textiles and women’s empowerment. It is 

nestled in the hilly tea estates of Sri Lanka where it 

seeks to disassemble society’s current obsession 

with consumption and the constant need for more 

by embracing quality over quantity and longevity 

over trends. 

AMMA is committed to seeing local women take 

leadership and responsibility within their communi-

ties, families, and workplace. All AMMA’s wonderful 

employees are provided with training and a fair wage, 

while encouraging them to unite with the natural 

fabrics of our earth. 

Meena is 51 years old has been working for AMMA 

for 2 years. She is joyfully inspiring and a beautiful role 

model for some of AMMA’s younger workers. She is 

a single mother with two children and her mother is 

also living alongside her. When asked how AMMA has 

helped her run her day to day life she said, “it is not 

the mountain that we conquer but ourselves”. AMMA 

has walked alongside her in her challenges and 

helped her stretch herself giving her a great satisfac-

tion in life. 

AMMA honours what the earth has given us by 

using food waste collected from local restaurants, 

juice bars and hotels, to cultivate beautiful pastel 

colours. In a culture which lives on throwaway fashion 

and puts threatening pressure on non-renewable 

Growing Colour 
Naturally

resources, AMMA is a refreshing voice. 100% of 

AMMA’s fabrics are dyed using plants, food waste 

and flowers. 

Recently, AMMA created an introductory natural 

dye guide for beginners. It shares some of AMMA’s 

expertise to inspire everyone to experiment with the 

plants and food waste your kitchen to create natural 

dyes and achieve incredible results at home.

You’ll learn all about ‘mordanting’ and how to 

properly prep your fabric. You’ll fill your home with 

lovely natural smells like eucalyptus and stinkier 

ones like onion skins; you’ll definitely fall in love with 

the colour yellow; and, you’ll discover that when it 

comes to dyeing, patience really is a virtue rewarded 

by creating alchemy from nature.

AMMA is devoted to drawing inspiration from 

traditional Sri Lankan textile techniques. This means 

that hand weaving is a tangible part of AMMA’s 

production process. Weaving has endless benefits 

for the environment and workers. It requires zero 

electricity and produces no pollution while also 

employing women in a traditional skill that is sadly 

dying out due to the demand of cheap synthetic 

materials. 

Mary is 67 years old and our master weaver. 

Prior to working for AMMA she taught weaving in 

the local district weaving centres. She is currently 

working hard at producing botanical rainbow scarfs 

in the AMMA workshop – a celebration of reviving 

By Isobel Bevir  

Photo left: Meena, workshop manager dyeing fabric 

using plants. ©Image Aleksandra Azbel

Photo above: Botanical rainbow scarves. ©Image 

Aleksandra Azbel

Photo above: Mary weaving. ©Image Jelle Verwer

PROJECT FOCUS

http://www.ammasrilanka.com/shop/botanical-rainbow-handwoven-scarf
http://www.ammasrilanka.com/shop/botanical-rainbow-handwoven-scarf
https://www.traid.org.uk/projects/amma-textiles-naturally/
http://www.ammasrilanka.com/natural-dye-guide
http://www.ammasrilanka.com/natural-dye-guide
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According to a recent forecast by the World 

Trade Organization (WTO), ‘global trade volumes 

are expected to fall by between 13% and 32% in 

2020 as the COVID-19 pandemic disrupts normal 

economic activity and life around the world.’ The 

economic fallout from the pandemic is likely to 

hit vulnerable communities in poor countries 

the hardest. This will likely have significant and 

unquantifiable effects, including on food supplies, 

social issues and security . The Government of 

Ethiopia has said that it anticipates that hunger 

and poverty could kill more of its people than the 

virus itself.

Ethiopia’s rural population (81%) largely relies 

on agriculture for their livelihoods. Prior to the 

crisis, studies in Ethiopia showed that farming 

both food and cash crops was important for food 

security. With TRAID’s support, PAN-UK works with 

PAN-Ethiopia to train smallholder farmers to adopt 

sustainable methods of cotton production in order 

to boost household income. In 2018, PAN-trained 

cotton producers gained the country’s first organic 

certification, securing an average net income 64% 

higher than untrained farmers and this was set to 

increase in 2020.

However, the COVID crisis has brought the inter-

national textile supply chain to a virtual standstill. 

The impact is already affecting markets in develop-

ing countries and reaching the smallholder cotton 

farmers with whom PAN-UK and its partners work. 

In Ethiopia, for example, the organic cotton farmers 

managed to secure a lucrative contract for all the 

cotton they could produce this year. Sadly, when 

the pandemic hit, the buyer only purchased 16% of 

the cotton produced. With PAN’s help, they man-

aged to secure other buyers but on reduced terms.

Throughout the crisis PAN’s field teams in Ethiopia 

have continued to work hard to support participat-

ing farmers. For the moment, restrictions have been 

lifted, but they are cautious. They are equipped 

with masks and they provide hand sanitisers and/or 

washing facilities at training events. All these events 

are conducted outdoors and numbers are limited 

to accommodate social distancing. The team has 

had to restrict travel and more of the supervision 

has been conducted online or by phone. The field 

teams live and work in the communities they serve, 

so their access to individual farmers has not been 

restricted. Recent security problems have also lim-

ited communications and travel in Ethiopia, but PAN 

continues to work and prepare for what lies ahead. 

A recent International Cotton Advisory Commit-

What Might Covid-19’s 
Impact be on Ethiopia’s 
Organic Cotton farmers?

tee (ICAC ) report noted that the decline in price of 

seed-cotton is ‘likely to have a direct impact on the 

household incomes and food security of cotton pro-

ducers in Africa.’  Looking ahead, ICAC suggest that 

the likelihood of food crisis will put greater value on 

food crops, particularly for smallholder farmers. Cot-

ton farmers have asked PAN for training on vegetable 

crops to help mitigate disruption to the cotton trade. 

The Government of Ethiopia is also eager to protect 

local food supplies in anticipation of widespread food 

insecurity caused by the economic downturn. 

The pesticide industry lobby is likely to respond to 

the crisis by pushing donors and governments to pro-

vide farmers with subsidies in the form of pesticides 

and other inputs. This is not the answer. Year after 

year, PAN’s trials and surveys show that with effective 

training, farmers can adopt low cost, sustainable 

approaches that substantially reduce their costs while 

achieving at least as good yields as local conventional 

farming practice. Given that the supplies of pesticides 

are also disrupted by the pandemic, the importance 

of low cost, local solutions is greater than ever. 

The average Ethiopian eats just 29% WHO rec-

ommended quantity of vegetables, which is linked 

to rising incidence of non-communicable diseases. 

Even before the current crisis, there was a need to 

increase supplies of healthy, fresh vegetables to local 

communities. For the last two years, PAN has been 

testing sustainable, low-cost methods of vegetable 

production in the Ziway area in Ethiopia. Vegetable 

producers in this area use hazardous pesticides 

very intensively. In 2015, 65% farmers in Ziway 

reported pesticide poisoning. Intensive practices put 

consumers at risk and are also linked to declines in 

fish stocks, soil quality and honeybees. Sustainable 

farming practices address these problems. PAN’s 

vegetable field trials show that biological pest control 

plus good cultural practices reduce pesticide use 

by 60-80% and significantly increase net income. 

Sharing sustainable methods of vegetable production 

with the cotton producers PAN works with will help 

these rural families to cope with the current crisis 

and emerge with skills and diverse farming systems 

that build resilience to future threats, whether from 

climate change, pandemics or other disasters. To this 

end, PAN is preparing to share locally tested methods 

of vegetable production with the 3000+ cotton 

farmers it supports in southern Ethiopia.  Most of the 

cotton farmers already grow vegetables, either in 

small kitchen gardens for family consumption or on a 

field scale for local markets. Kitchen gardens can be 

an important source of nutrition and income and are

By Sheila Willis,  
Head of International Programmes,
PAN UK

Covid-19 is already impacting the lives and incomes of Ethiopia’s organic 
cotton farmers funded by TRAID, but by putting the right strategies in place 
including increased food security, thousands of farmers with our partners 
PAN UK and PAN Ethiopia are responding to the crisis.

PROJECT FOCUS

more accessible to poorer families and women. Hard 

pressed rural families were already looking for ways 

to improve vegetable production and the COVID 

crisis has increased the urgency to do so. PAN is well 

placed to respond and, thanks to TRAID’s support, 

has experienced teams in place ready to take up the 

challenge. Find out more about the project here.

Photo, opposite, top left: 

Selma from the PAN Ethiopia 
team inspects a vegetable trial plot 
in Ziway, Central Ethiopia

Photo, opposite, bottom left: 

Elias Ero, 35, is a smallholder 
farmer from Omo Lante Village, 
Southern Ethiopia. His wife and 
four children depend on farming 
their half hectare of land for their 
food and livelihood. All the kids 
attend school. Cotton provides 
their only cash income and they 
also grow maize, teff and beans. 

“I have attended the {PAN} 
training for the past six months  
and it helped me to have a 
better understanding of cotton 
production. The trainings helped 
us give much attention to our 
cotton crop. The crop itself can 
tell us what it needs. My cotton as 
you see looks so good and I am 
expecting a good yield provided 
that the weather is OK.“

This interview took place in Oct 
2019. It is terrible to think of the 
Covid crisis undermining cotton 
markets for farmers like Elias after 
so much hard work. PAN, with 
TRAID’s support, is working hard 
to equip farmers with the skills to 
get through this crisis.

https://www.traid.org.uk/projects/organic-cotton-a-route-out-of-poverty/
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TRAID is very sad to report that organic cotton 

farmer Wudinesh Koricho has died. One of the first 

farmers in Ethiopia ever to secure organic certifica-

tion for cotton, she was a founding member of the 

Shelle Mella Organic Cotton Cooperative. 

For many growing seasons, Wudinesh took part 

in a project supported by PAN Ethiopia and PAN UK, 

and funded by TRAID, empowering farmers to grow 

cotton without toxic pesticides and fertilisers. 

She embraced Integrated Pest Management tech-

niques before becoming fully organic. In her organic 

cotton cooperative, made up of 200 farmers, she 

often produced the biggest cotton harvests.

Wudinesh also led the Women’s Spinning Asso-

ciation and was an accomplished artisan, spinning 

cotton by hand, a revered practice in Ethiopia. A 

mother of seven, she was committed to encouraging 

more women to take part in PAN Ethiopia’s training 

programme and was a fantastic advocate for the ben-

efits of growing organic cotton. Farewell Wudinesh 

you will be missed.

Farewell 
Wudinesh

“When children are born, we  
welcome them by embracing 
them with cloth. When a person 
dies we see them off by wrapping 
them with cloth. The source of all 
this is our cotton. The embrac-
ing cloth should not be toxic 
and contaminated with harmful 
chemicals. The solution to this is 
to produce cotton organically.” 

Wudinesh Koricho, Organic Farmer.

Two-years ago, TRAID launched the 23% campaign 

to raise awareness about UN Sustainable Develop-

ment Goal 12, sustainable consumption and pro-

duction. The call is simple: review your wardrobe; 

consider the clothes you no longer need (not just 

the ones you no longer want), and pass them on 

to TRAID for someone else to wear. Once these 

clothes have been collected from your home, you 

receive information about the estimated amount of 

water and carbon savings made as a result of having 

taken this campaign action.

The practical dimension of the 23% campaign 

focuses on putting back into circulation as many 

unworn clothes as possible, as well as demonstrating  

the quantifiable impacts of small actions, and how 

these small actions can build to create collective 

change. The initial results have been impressive. In 

the first year, Londoners put 1 million garments back 

into circulation. An incredible achievement.

The campaign is also educational as it aims to 

encourage all of us to re-connect the concept of 

“needs” - a notion neglected in mainstream envi-

ronmental discourse. Becoming aware of what are 

needs really are and are not, is at the foundation of 

becoming truly sustainable. Yet, many of us are not 

aware of them.

For those old enough to remember the iconic UN 

Brundtland Report, published in 1987, it introduced 

the concept of sustainability for the first time. The 

report described sustainable development as “devel-

opment that meets the needs of the present without 

compromising the ability of future generations to 

meet their own needs.” 

On a limited planet, sustainability is about meeting 

our needs whilst ensuring that those who come after 

us will be able to satisfy their own needs too. Simple, 

isn’t? 

However, difficulties arise when we acknowledge 

that in an era of social media platforms, influencers 

and million pound advertising campaigns, distin-

guishing what we really need, from what others 

want us to believe we need, has become an almost 

unthinkable quest. 

Yet, until we reclaim the original meaning of 

“sustainability” it will be an empty concept, misused 

and overused by for example global fashion brands, 

which see it as another marketing technique to 

continue driving overconsumption.

Need versus greed 

On a planet with finite resources, overconsumption 

by those living in affluent economies can become 

morally problematic if it interferes the ability of others 

23% Why 
Enough is 
Plenty

to satisfy their own vital needs. For example, the total 

water footprint of the clothing in use in the UK is 

“Sustainable development is devel-
opment that meets the needs of the 
present without compromising the 
ability of future generations to meet 
their own needs.”

around 8 billion m3 of water. This figure consists 

mainly of water that is consumed overseas to pro-

duce clothes which will be sold on our high streets. 

Even worse, is the fact that most of the cotton used 

to produce the clothes we wear in the UK, is grown  

in countries which are suffering from water scarcity. 

Most of us would agree that we do not need to 

have a personal wardrobe that contains enough  

clothes to easily dress several people, as well as 

ourselves. Yet, in the UK, as the country in Europe  

reported to consume the most clothes per capita, 

this is exactly the sort of wardrobe many of us have. 

Indeed, TRAID’s research with YouGov revealed that 

23% of the clothes in Londoners wardrobe were 

unworn. That’s 123 million garments. But, what if 

enough could be plenty?

As the economist Timothée Parrique points out, 

a limit is a boundary. But not necessarily a barrier. A 

positive perception of limits reflects a healthy individ-

ual. We could add: it reflects a healthy society too, a 

sustainable one. This is why knowing what our real 

needs are is a key component not only of building a 

truly sustainable society where nobody is left behind, 

but also for achieving a good life. Knowing our real 

needs also helps us to set priorities - essential for 

successfully managing any crisis – including the cli-

mate crisis which is being experienced on a planetary 

scale.

In the case of clothes, limiting the number of 

clothes we have in our wardrobe does not have to 

be a barrier to enjoying our clothes or to expressing 

our personality or making us feel good or more 

confident. 

With this in mind, the 23% campaign was designed 

as a personal exercise to reflect and decide whether 

or not buying so many clothes still needs to be a 

priority in this era of unprecedented ecological crisis? 

And whether leaving them sitting unworn in our 

wardrobes is really the best option?

Passing on the clothes we no longer need - rather 

than only those we no longer want - reframes our 

relationship with excess creating satisfaction of a 

different kind, and change at a different scale.

 So, let’s recover the spirit of moderation and join 

the 23% campaign. Book a free home collection 

here, and share with others the items of clothes you 

no longer need.

By Andrea Speranza  
Head of Education and Campaigns

Photo top: Wudinesh Koricho spinning cotton ©Leigh 

McAlea 2018, Photo right: With harvested organic 

cotton. Image courtesy of ©PAN Ethiopia

https://www.traid.org.uk/23percent/
https://www.traid.org.uk/clothes-donations/book-a-collection/
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What a journey we’ve all been on during the last five 

months while we put our lives on hold during the 

great lockdown. So many things changed in so many 

ways, especially in the home. WRAP is committed 

to seeking change through citizen behaviour so we 

were keen to see how attitudes to clothing – and 

particularly unwanted clothing – had been affected.

Our recent report, Clothing Behaviours During 

Covid-19 Lockdown produced some fascinating 

insights on popular attitudes and interesting numbers 

on a collective mountain of unwanted textiles. We 

weren’t alone in finding the results striking. The 

report, based on a comprehensive survey, was fol-

lowed up by national newspapers and broadcasters 

and has continued to inform the wider debate around 

sustainability. This article for TRAID is an example. We 

are proud to be increasingly recognised as a go-to 

organisation to help businesses and citizens embrace 

sustainable clothing.

We sought responses from 2,422 UK adults during 

late May. The profile of the survey sample reflected 

the profile of the UK population according to age, 

gender, region, work status and socio-economic 

status. Our research found a trend towards greater 

environmental awareness with people wanting 

to reduce waste and striving to do the right thing 

despite the Covid-19 crisis. We found that 50% of UK 

citizens were willing to go out of their way to avoid 

generating clothing waste. As well as being keen to 

be presentable and smart in appearance, they are 

also concerned about the impact clothing has on 

the environment. This 50% figure is up from 31% in 

an earlier survey carried out in 2017. One in five (20%) 

say the lockdown has made them think differently 

about clothing either in terms of purchase and/or dis-

posal. Broken down into groups, more women than 

men said they reflected upon clothing during the 

lockdown (25% of women; 14% of men). Across the 

sexes, 17% of over 55s and 29% of 18-24s expressed 

similar sentiments. 

Of those that were thinking differently, 29% realised 

they didn’t need as many clothes, 18% wanted to 

Citizen and 
Clothing 
Behaviours 
in Lockdown

donate more to charity and 15% were keen to buy in 

a more sustainable way.

Our survey suggested that used clothing charities 

such as TRAID would almost certainly experience a 

surge in the supply of unwanted clothing. Two in five 

respondents to the WRAP survey told us they had 

a clear out while under lockdown. A fifth of those 

who did so each amassed more than 20 items of 

clothing while two-fifths found at least four pairs of 

shoes they no longer wanted. Our data showed a 

grand total of 184 million textile items were set aside, 

including 67 million items of clothing. Around 57% 

of these items were still waiting to be disposed of as 

restrictions were eased. 

Two-thirds of those responding to the survey 

indicated they wanted to donate to charity. This will 

surely mean charity shops facing an unprecedented 

volume of clothing. The initial challenge will be for 

the shop volunteers to receive these donations, 

quarantine them for three days, and then sort them. 

There will consequently be problems of storing so 

much material that might be hard to sell on, partic-

ularly as some customers might shy away from the 

physical high street. In response, WRAP has asked 

retailers who are signatories of the Sustainable Cloth-

ing Action Plan (SCAP) to encourage more shoppers 

to donate textiles through the often-underused route 

of in-store collections. WRAP has also produced 

advice for people wishing to donate their part of 

the clothing mountain and this is being promoted 

through our Love Your Clothes campaign. 

By Peter Maddox,  
Director, WRAP

“Our research found a trend towards 
greater environmental awareness 
with people wanting to reduce 
waste and striving to do the right 
thing despite the Covid-19 crisis 
we found that 50% of UK citizens 
were willing to go out of their way 
to avoid generating clothes waste.”

The long-standing partnership between the charities 

and the textile recyclers is being severely challenged 

by this added pressure of supply and demand. In 

the immediate future, there’s going to be too much 

material and not enough outlets. This is not merely 

a domestic concern. UK textile recyclers have found 

considerable difficulty in reaching traditional export 

markets for used clothing, which were already proving 

difficult to penetrate. Some markets were closed 

directly because of coronavirus prompting bans 

on imports, related restrictions or to prioritise the 

domestic market. This has had a major impact on 

international supply chains and may impact parts of 

the charity sector that generate revenue by taking in 

donated used clothing. Charities will always be able 

to sell on the very best of the unwanted garments 

but are unlikely to benefit as readily from the export 

market.

Now that lockdown has eased, it’s likely we will have 

developed different behaviours. For example, another 

WRAP survey showed that UK citizens reported a 

34% drop in the amount of food they throw away at 

home and this could stick. Research suggests three 

months is more than enough time for new behaviours 

and new habits to bed in. In the coming months, 

WRAP will be developing the next phase of SCAP 

and these new learnings will be highly relevant. It is, 

at least, one positive by-product of the suffering and 

inconvenience borne by so many people this year. 

And if citizens are more aware of the implications of 

the clothes they buy and how they dispose of them, 

the longer-term role for charities in a more sustainably 

tuned economy is a goal worth pursuing. 

 

Download the report here

TRAID’s View

WRAP’s latest textiles report examining in real time people’s behaviours around their unwanted 

clothes during lockdown is both fascinating and encouraging. Key positive findings included 

that two in five citizens (41%) did a lockdown clearout and that more people than ever are con-

cerned about the environmental impacts of clothes, with an increase of 31% of the population 

in 2017 to 50% by 2020.

Significantly for the charity sector, the survey also found that the majority of people - two 

thirds - choose to pass on their clothes to charities. This backs up a 2019 YouGov survey for 

TRAID which revealed that 88% preferred to donate clothes to a textile bank run by a charity, 

while 84% believed that donating clothes is an important way to support charities.

With TRAID’s charity shops and free home collection service now re-opened, we certainly 

saw an initial surge in donations as people finally got the chance to pass on clothes cleared 

during lock down. WRAP’s report estimated that an incredible 67 million items had been put 

aside to be donated across the UK and with all charity shops having to remain closed for so 

long, these donations are absolutely vital to stock our stores.

Yes, there may be pressures on some charities for a while to cope with more donations than 

usual. However, we found that the vast majority of our customers were willing to wait until 

services reopened to ensure that their donations reach their preferred charity. We asked our 

customers to only drop off clothes during shop opening hours and signposted them to our 

national network of textile recycling banks and free home collection service. We’re also clear 

that as a reuse charity, the clothes we accept must be good enough quality to resell in our 

charity shops.

When lockdown began to ease, nobody knew how people would feel about returning to their 

high streets or charity shops. In fact, what we have found is a renaissance of our local spaces 

as the vast majority of people are staying local and shopping local. Being denied access to our 

neighbourhoods for so long has reminded us what an important resource they are. Not only to 

buy the things we need, but also to connect with our family, friends and communities. 

The data is clear. People want to donate to charities, and by doing so, they are not only 

helping to reduce waste and protect our living planet, they are also supporting a wealth of 

causes which will be urgently needed in the wake of this pandemic. It seems that charity shops 

have a more vital role than ever, as do the UK citizens who help us to keep them stocked and 

flourishing.

Photo opposite: ©Leigh McAlea

https://wrap.org.uk/content/citizens-and-clothing-behaviours-during-lockdown
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The fashion industry is once again in the spotlight 

– from Rana Plaza, to sweatshops in Leicester, and 

mass-unemployment and hunger during Covid-19 

– more and more people are waking up to the fact 

that this greedy industry exists to exploit and abuse 

people and planet. 

But what about the shoes on our feet? Should our 

consciousness about what we are wearing and how 

and where it was made stop at our ankles? It would 

be a mistake to ignore our shoes, not least because 

in 2018, 66.3 million pairs were made every single 

day. This adds up to 24.2 billion pairs. 

This extreme over-production means environmen-

tal crisis. In Bangladesh, leather production caused 

tannery workers to have a 90% chance of dying 

before the age of fifty. The plastic elements of our 

shoes are made from fossil fuels, and rivers and lakes 

in the Global South are being destroyed by dye and 

chemical runoff. Plus in the end, 90% of shoes are 

not recycled and end up being incinerated or being 

thrown into landfill.

The shoes on our feet also represent poverty 

wages for millions of people. Key production coun-

tries include China, Vietnam and Indonesia. Supply 

chains are rife with exploitation by powerful cor-

porations. In informal supply chains, Syrian refugee 

children stitch shoes together in basements and 

women homeworkers in Pakistan lose their sight 

from stitching on tiny beads. 

Footwear is also an industry that exploits and 

slaughters billions of animals. The number one cause 

of deforestation in the Amazon rainforest is cattle 

farming. Leather shoes are bad for the planet but 

also incredibly cruel – there is no fair way to kill an 

animal that just wants to live. There is no need for 

Essential 
Reading. 

Foot Work
By Tansy Hoskins 

this – alternative materials include sustainable cork, 

mushroom and pineapple leather, recycled fishing 

nets or plastic bottles.

Sickness In The System

The global fashion industry’s response to Covid-19 

has made life even harder for millions of workers 

throughout the Global South. As lockdown shut 

shops, multi-billion dollar shoe and clothing brands 

and retailers took the decision to postpone or cancel 

clothing orders – even completed orders sitting in 

ports ready for collection. 

They asked factories for discounts as high as 90 per 

cent, expecting the poorest countries and people in 

the world to further subsidise their profits. A global 

#PayUp campaign began to get brands to pay in full 

for their orders, but many corporations are still not 

honouring their contracts.

For factory workers and for homeworkers this has 

meant a total loss of work and income, with many 

workers relying upon charities for food. One of the 

cruellest aspects of these supply chains is that shoe 

and garment workers are paid so little they have no 

chance to save up for emergencies. Because the 

profits go into the pockets of billionaires, entire coun-

tries do not have enough to spend on vital services 

like healthcare and education. 

The worry now is that this crisis will be used by 

governments, supported by industry, to push through 

anti-worker policies. There are already calls for the 

minimum wage to be suspended in Cambodia and 

there are fears that environmental standards and 

safety policies will be pushed aside as factories and 

brands scramble to make up their lost profits. 

What you can do 

Find groups of like-minded people and start working collectively towards this goal. 
Check out Clean Clothes Campaign, Labour Behind the Label, TRAID, War On Want, United
Students Against Sweatshops, Greenpeace, Extinction Rebellion, Workers Rights Consortium,
HomeNet, and the Asia Floor Wage Alliance. Forge links with trade unions, activist and civil
society groups across the Global South - follow groups on social media, amplify their voices, and
respond to requests for action. Push for brands to #PayUp for their orders.

COVID-19 has shown us that our world is as interconnected as the garment supply chains that
criss-cross the globe. Everyone has a part to play – raise funds, screen documentaries, link your
trade union to a garment or shoe workers union, read books, share petitions, do social media
posts, write articles, have conversations with friends and family, go on demonstrations, pass
motions at your university, contact your MP, make art, shout from the rooftops if necessary just do
not let shoe and garment workers be forgotten.

Foot Work is available as a paperback, e-book and audio book. Visit Tansy’s website for how to buy.

In the shoe industry, ignoring the needs of people 

and planet meant leather production created the fifth 

most polluted place on the planet in Bangladesh, it 

also means Ethiopian workers have a baseline wage 

of $50 a month. We cannot afford to lose our rainfor-

ests, our biodiversity and our collective human dignity 

for yet more new pairs of trainers.

Putting Our Best Foot Forward

The shoe industry is a mess, so how do we change it? 

Because shoes, like clothes, are an intensely personal 

item, emphasis is often placed on changing ourselves, 

rather than the world around us. There is nothing 

wrong with researching the most sustainable choice 

of shoe you can afford but it would be a mistake to 

think this alone will change the world.

Corporations are working really hard to pretend 

they are part of the solution to climate change and 

poverty erasure – but in reality, they are the problem. 

Fashion brands are not people, with personalities or 

dreams. They are corporate entities who have one 

goal: To make more money than their competitors. 

What we need as a minimum first step is global 

regulation to stop fashion corporations from killing 

people and trashing the planet. As with tobacco and 

oil, we need to see fashion corporations and their 

CEOs held accountable – put on trial – for ecocide 

and industrial homicide. It is up to us to create politi-

cal and systemic change to hold corporate power to 

account and fundamental restructure society so that 

the vast wealth and power horded by billionaires is 

shared out equally. Follow groups on social media, 

amplify their voices, and respond to requests for 

action. Push for brands to #PayUp for their orders.

Tansy Hoskins is a journalist and author covering the textile, clothing and footwear industry. Her latest book Foot 
Work uncovers the dark origins of the shoes on our feet and what they are doing to the world. 

https://cleanclothes.org
https://labourbehindthelabel.org
https://www.traid.org.uk
https://waronwant.org
https://usas.org
https://usas.org
https://www.greenpeace.org.uk
https://extinctionrebellion.uk
https://www.workersrights.org
http://www.homenetww.org.uk
https://asia.floorwage.org
http://www.tansyhoskins.org/foot-work


#secondhandfirst

48,866

99,727

171,
031,
000

78,
185,
600,
000 

£75,
342,

  799 

Garments

Litres

TRAID has stopped*

A carbon emissions saving of 

commited to increase
reuse, provide sustainable
education and fund projects
fighting poverty and
improving conditions 
in the fashion industry.

Raising funds to directly educate

children, young people and adults

Water savings of

of clothes from being
thrown away

464,227

*Audited accounts 1999 - 2019


