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BEYOND THE WARDROBE: FASHION’S GREATER GOOD
Nia Groce

WEAR EXAMINES THE FASHION BRANDS USING THEIR INFLUENCE TO MAKE THE WORLD A BETTER PLACE.
In an age where connecting with consumers reaches beyond their wardrobes and into their lives via social media channels and digital marketing tactics, brands have a unique opportunity to connect in a forward-thinking manner. Some companies have recognized this level of influence and use it to promote fashion’s greater good by emphasizing sustainability and philanthropy. For brands in this movement, clothes are at the forefront of what they offer but an on-going consciousness to impact society positively also fuels these labels behind the scenes. 

TOMS shoes was at the forefront of philanthropic fashion, infiltrating the scene in 2006 with its “One for One” campaign that matches every shoe purchase with a new pair of shoes for a child in need. The brand has since donated over 35 million pairs of shoes in over 70 countries. TOMs has also expanded its humanitarian reach via additional programs that support eye care, clean water, and safer births.
Cooper & Ella, an American contemporary womenswear brand by Kara Mendelsohn, employs a similar charitable approach via ‘EMPOWER.’ Mendelsohn explains to WeAr that “It was important to build a meaningful give-back component...helping children was close to our hearts and we felt would be close to our customer’s hearts as well.” Mendelsohn designs pieces for the modern woman while simultaneously providing a hot meal to students at the Hope Foundation School in India with every purchase; she has committed to providing a minimum of 100,000 meals to more than 400 children through 2015. 
Tallis, a Switzerland based, luxury fur brand that uses reclaimed, vintage or by-product fur, was founded by Lilly Gilbert whose years of sustainable career experience developed her passion to integrate ethical sourcing practices into her own company. Gilbert encourages consumers to charge brands by using the power of demand: “Ask questions about the fashion products they buy and the brand those products come from…the first step is to ask, then they know you are interested and you care,” she says.
From high street giants to emerging brands, sustainability and philanthropy has become as in-demand as the clothes themselves. ‘Fashioning the future’ now means more than a new wardrobe staple; it implies practices that aim to preserve the environment and support the community.
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“An on-going consciousness to impact society positively fuels these labels behind the scenes.”
