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olla lapinakyva
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Lapinakyvyys World Café

Mita lapinakyvyys tarkoittaa?

Miksi olla lapinakyva?

Mita lapinakyvyyteen tarvitaan?
Miksi/milloin ei olla lapinakyva?
Minkalainen on lapinakyva yritys?
Kuinka lapinakyva yrityksesi on nyt?



Kun el haveta vol
olla lapinakyva
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Miksi olla lapinakyva?

Koska oma intohimo on yhdistettava maailman tarpeeseen.

Tarvitaan vahvaa johtajuutta, yhteistyota ja rohkeutta muuttaa asioita.
Muuten menemme ihmiskuntana sinne minne olemme nyt menossa.

Eli kaaraistaanpas hihat ja ryhdytaan enstistakin rakastettavammiksi
asiakkaidemme (ja itsemme) silmissa.



FASHION
TRANSPARENCY
INDEX

A review of 100 of the biggest global fashion brands and
retatlers ranked according to how much they disclose about

their soctal and environmental policies, practices and impact.

|dhde:https://issuu.com/fashionrevolution/docs/fr_fashiontransparencyindex2017


https://issuu.com/fashionrevolution/docs/fr_fashiontransparencyindex2017

FASHION REVOLUTION | FASHION TRANSPARENCY INDEX 2017

HOW THE
100 BRANDS
WERE CHOSEN

Brands were selected on the basis of three factors:

according to annual turnover, over $1.2 billion USD

voluntarily agreed to be included after last year's edition

representing a cross-section of market segments including
high street, luxury, sportswear, accessories, footwear and denim
from across Europe, North America, South America and Asia
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THE
METHODOLOGY

The Fashion Transparency Index uses a ratings methodology to
benchmark brands' disclosure across five key areas, including: policy
and commitments, governance, traceability, supplier assessment
and remediation, and ‘spotlight issues’ covering the business model,

POLICY &
COMMITMENTS

~What are the brand's social
and environmental policies?

~How is the brand putting its
policies into practice?

How does the brand decide
which issues to prioritise?

~What are the brand’s future
goals for improving its
impacts?

GOVERNANCE

~Who in the brand
is responsible for the
brand's social and
environmental impacts?

~How can they be contacted?

-How does the brand
incorporate human rights
and environmental issues
nto its buying and sourcing
practices?

living wages, unions and collective bargaining. We have awarded
points only for information that has been publicly disclosed.

TRACEABILITY

-Does the brand publish a
list of its suppliers, from
manufacturing to raw
material level?

~If so, how much detail
do they share?

For further detail of the methodology, download the full brand questionnaire

KNOW, SHOW & FIX

-How does the brand assess
the implementation of its
supplier policies?

~How does the brand fix
problems when found in
its supplier facilities?

~Does the brand report
assessment findings?

~How can workers report
grievances?

SPOTLIGHT ISSUES

~What is the brand doing to
ensure workers are being
paid a living wage?

~What is the brand doing to
support workers' Freedom
of Assaciation?

~What is the brand doing
to reduce consumption
of resources?
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THE FINAL SCORES

0-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%

Abercrombie &Fitch @ Next 20 Tesco i Esprit 37 Adidas 49
American Eagle 0 Asics Corporation  “0  Calvin Klein 29 Bershka i4  Reebok 49
Dillard's 10 Champion 20 Tommy Hilfiger 0 Massimo Dutti it Marks & Spencer 48
Ralph Lauren ¢ Hanes Bottega Veneta 26 Pull&Bear 0 HEM 48
Amazon 7 Benetton 10 Gucel 0 lara it Puma 46
Calzedonia 7 Russell Athletic 15 YSL 76 Converse it Banana Republic 46
Triumph ©  New Balance 5 Gildan Activewear  °7 Jordan it Gap 46
Michael Kors 5 LOFT ' Hugo Boss 27 Nike 30 Old Navy 40
Monsoon 4 Macy's Uniglo 2t LeviStrauss & Co 35

Giorgio Armani & T Maxx !’ Burberry 25 CBA 34

Pernambucanas ¢ Zalando 4 Lululemon 5 ASDS 33

Ross Stores £ Lands End ¢ Topshop Target 2

Burlington & Jack & Jones The North Face 4

Miu Miu & Columbia Sportswear © Timberland 24

Prada & Nordstrom 15 Wrangler 24

Aéropostale ' Louls Vuitton 15 Primark 24

Chico's ' Renner I George at Asda 23

Anthropologie JCPenney ! Hermeés 22

Urban Outfitters 7 Kohl's © Walmart 22

Mexx £ Mango ©  COACH 1

Neiman Marcus ¢ Costco 13 Hudson's Bay 21

Ermenegildo Zegna - Guess 12 Sak's Fifth Avenue

Lacoste JCrew ! New Look 2

Express ! Victoria's Secret 1

Claire's Accessories Under Armour 1

Forever 21

LL Bean

Chanel

Matalan

Dior

Heilan Home

s.Oliver ]

*Brands ranked in numerical order by score out of 250, but shown as rounded-up parcentaga. Where brands have tha same percentage score, they are listad In alphadetical arder and groupad with others from same parent company



UICK
INDINGS

Average score
is 49 out of
250 (20%)
Not a single
brand is scoring
above 50%

3 brands scored
zero, disclosing
nothing at all

Only 8 brands
score higher
than 40%

40

20

NO. OF BRANDS

1 I 1
0 1-10 1-20 21-30 31-40 41-50 S1-60 61-70 7-80 81-90 91-100

FINAL SCORE (%)

For further detailed results, download the complete dataset



OVERALL
ANALYSIS

Still a long way to go
towards transparency

Even the brands who come out in
the top range of scoring — those not
even half way up the ladder - have
a long way to go towards being
transparent about their suppliers,
supply chain management and
their business practices.

The average score for all brands in
the Fashion Transparency Index is 49
out of 250, roughly 20% of all possible
points. Adidas and Reebok achieved
the highest score of 1215 out of 250
(49% of the total possible points)—
followed by Marks & Spencer with

120 points and H&M with 119.5 points
(48% of the total possible points).

While we are seeing brands begin

to publish more about their social
and environmental efforts, which is
welcome and necessary, there is still
much crucial information about the
practices of the fashion industry that
remains concealed, particularly when
it comes to brands’ tangible impact
on the lives of workers in the supply
chain and on the environment.

Transparent policies,
opaque performance

Brands score relatively well for
disclosing their policies and
commitments but score fewer
points when you drive into detail
about what they do and the effects
of their supply chain efforts.

Information is hard to find

This research was a long and rather
arduous process. If you wanted to
find out exactly what brands are
doing and how they are performing
on social and environmental issues,
itis difficult — sometimes entirely
impossible - to find this information.
Information is often found many
clicks away from the homepage of
brands’ websites or housed on micro-
sites, not even on the brands’ main
website. You would need a lot of time
to find the relevant information and
would require nuanced knowledge
to make sense of the information
that brands’ typically disclose.

Lots of Fluffy communication

There were many instances where
our researchers would trawl through
a 300+ page annual report only to find
a couple of sentences that counted
for transparent disclosure on some
of the key issues we were looking at.
As aresult, there is a lot of “noise”

to cut through; in other words, pages
and pages of information that don't
tell you much about what brands are
actually doing, or at least makes it
difficult to decipher. Far more space
is given to brands' values and beliefs
than to their actions and outcomes.

No wonder even the most conscious
consumer finds it all so confusing.
How are we supposed to make
informed decisions about what we
buy when the information is either
entirely absent or presented in

such varied and diffuse ways?

No common framework
for disclosure

There is a lack of consistent
standards for reporting on social

and environmental issues. There

is no common template. Brands
present information in many different
formats, using all sorts of language
and industry jargon and present it
using an array of different visuals.

It would be helpful if there was
one common template by which
brands disclosed social and
environmental policies, practices
and performance, and if this
template used common, easy-to-
understand language and visuals.

But what's most needed is for
governments to legally require that
brands are disclosing supplier lists and
social and environmental information
using a common framework. Without
this, brands will continue to willingly
disclose only selected information and
in whatever format they determine best.






Mika on todellinen vaikutus?

e tyontekijoihin

e koko tuotantoketjuun (kohti
suljettua kiertoa?)

e ympadristoon

e asiakkaisiin, kuluttajiin

ELI MINKALAISTA
MAAILMAA RAKENNAMME =

—

—-—
-
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Tieda mita tapahtuu

Elinkaarimalli ja kiertotalousmahdollisuudet

ETHI A sustis



Milta nayttaa teidan
toimintanne elinkaari?

Visualisoi toimintanne paakohdat koko elinkaaren matkalta
Onko elinkaaressa sokeita pisteita?

ETHICA sustis



Elinkaari

1. Tieddmmekd mitd tapahtuu joka kohdassa? kdyton jdlkeen

2.  Onko nykytilassa jotain
parannettavaa/kehitettévada?

kaytto suunnittelu

myynti ja markkinointi materiaalit

logistiikka valmistus

ekosysteemi

ETHICA sustis

For the circular future



CLOSING THE LOOP; JOURNEY TO A ZERO WASTE SUPPLY CHAIN!
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PURE WASTE

100% RECYCLED TEXTILES

15% of produced cotton is wasted
every year during the manufacturing
processes, enough waste to produce

3 t-shirts per each person
on the planet.

This equals 38.5 billion litres of fresh
water. With this amount we could
provide drinking water to 25 million
people yearly.

PURE WASTE GARMENTS ARE

MADE OF CUTTING WASTE, LEFTOVER OF THE

..AND TURN THEM INTO
GARMENTS THAT SAVES
FRESH WATER.

-

MANUFACTURING PROCESS.

GROWING
1KG COTTON

REQUIRES OVER
11000 LITRES
OF WATER!

AT

THIS WAY WE CAN PRODUCE
FABRICS WITHOUT DYEING &
FRESH COTTON...

N\

BN

WE SORT THE WASTE
BY COLOUR, REFIBER AND
SPINIT INTO YARNS.




elinkaari-template

mita tiedetaan, mita ei

miten taman kautta voidaan kertoa omasta toiminnasta?
poimitaan tarkeimmat kohdat

kuluttajan rooli



2. TYOPAJA | 27.3.2018 | kello 9-13

AGENDA

09:00 Tervetuloa! (Esittelyt & oman keissin esittely)
09:10 Lépindakyvyys World Café

09:40 Intro: Kun ei haveta, voi olla lapinakyva
10:00 Elinkaarimallilla lapinakyvyytta

10:30 TAUKO 20 min

10:50 Rakenna lapinakyvyys: mita tyokaluja on kaytossa

11:25 Muuta lapinakyvyys tarinaksi — jotta osataan houkutella (Ulla)
11:55 Blogitekstin tyosto - mita ajatuksia & mita vaikeuksia

12:40 Yhteenveto ja palaute

Blogitekstin dl 15.4.

ETHICA sustis



Lapinakyvyyden

rakentaminen

ETHI A sustis



1 brandi
1 strategia
1 tarina

LINEN

EKOLOGINEN



Rakenna lapinakyvyytta systemaattisesti

Mika on tavoite/visio?

Ketkd tekevat paatoksia?
Miten siita viestitaan?
Missd kanavissa viestitadan?
Ketkd tietoa keradvat?
Mihin tietoa kerataan?
Miten tietoa keratadan?

Mita tietoa kerataan?



Vadlitse: kehitettavat kohdat TAI tietyn osa-alueen
tavoite. .
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Markkinointi /
viestinta

Asiakkaat
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Viestit

osa-alue osa-alue
mika on lapingkyvyyden tuoma arvo? | | & mikéi on lépindkyvyyden tuoma arvo?
ml ks| s eon merklt tavaa? .................... ml ks| s eon merklt tavaa? ....................
‘miten nékyy tekemisen tasolla? 5 ‘miten nékyy tekemisen tasolla?
mltens"ta westltaqn7 ...................... mltens"ta westltaqn7 ......................
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For the circular future



SOLUTIONS CLIENT STORIES NEWSROOM  ABOUT US CONTACT

Maccelerating sustamable change//
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digital platform-fof sustainable actions

HOW VERSO WORKS? ~ v ASK FOR A LIVE DEMO!




VERSO GO

Communicate your responsible actions

Easy-to-understand online sustainability consultant, helps you harness the quiet
knowledge and good actions inside your company and turn them into a competitive
advantage. Verso GO makes it easier to understand sustainability by asking the right

questions and helping you answer them with guidance and peer examples.

With Verso GO you can build your own sustainability profile and use it to spread the
word on all the good things your company and your employees do, every day. Sharing
things to social media and other channels is as easy as pie. We are piloting the service

already and are eager to tell you more, contact us to learn more!

¢ 30 key sustainability topics
e 2 user accounts

* easiest way to start sustainability communication

https://atao.fi/vastuullinen-liiketoiminta/#1




@
':1 Iq .: Palvelut v Umbrella-ohjelmisto Blogi v Caset Yritys

Ole lapinakyva!
Umbrellan avulla voit tehda haluamistasi yrityksesi

osa-alueista taysin lapinakyvia organisaatiollesi.

Umbrella Interactivella digitalisoit laajan kirjon
yrityksenne toimintoja.

Umbrella on ohjelmisto, joka toimii pilvipalvelun tavoin. Sen kautta hallitset helposti kaikkia palveluitamme,

hallintajarjestelmia ja paljon muuta. Umbrellalla johdat yrityksesi vastuullista arkea.

Umbrellan avulla voit tehda haluamistasi yrityksen osa-alueista taysin lapinakyvia



PROVENANCE 2

Our fishermen catch haddock just of the coast

of Cornwall, Usually our fish arrive between

sam and 6am in Newlyn Harbour

Transparency 100% made In the UK
local employer
Use our digital tools to share your product’s journey and your
business impact on environment and society. Make your
Provenance profile and stories accessible at the point of sale to
give shoppers the confidence to choose your brand.




Martine Jarlgaard Alpaca Mirror
Jumper

Knitted jumper with grey marl and camel alpaca yarn sourced from
Two Rivers Mill
BATCH ID: preSS18KN1001
QUANTITY: 1pcs
PRODUCED: 02 May 2017

CURRENT OWNER: Martine Jarlgaard London



INFO

LOCATIONS

This product’s supply chain includes 4 locations

.
Birmingham ENGLAND
Cambridge

Hereford
i's Gloucester

=2

YWansea
Cardift 0
Bath L Jn

Canterbury,

% Portsmouth Brighton
Exeter B4

ruro

JOURNEY

12 April 2017

PRODUCT
Alpaca Skyfall (Camel Alpaca Fleece)

#¥B. REGISTERED BY
W& British Alpaca Fashion Company

™ Dulverton, United Kingdom

12 April 2017

——— PRODUCT
@ Othello Alpaca (Black Fleece)




PRODUCT CLAIMS

100% made in the UK | bespoke i | | design for minimum waste i
handmade i limited edition i local employer i | | locally-made @
made to last one-off pieces i | repairable sourced responsibly

View more

MATERIALS & INGREDIENTS

100% alpaca yarn

PRODUCT STORY

TRANSFERRED TO
Two Rivers Mill

™ Wimborne Minster, United Kingdom

19 April 2017

; PRODUCT
. Alpaca Yarn Cone (Grey marl)

& PROCESSED BY
¥ Two Rivers Mill
™ Wimborne Minster, United Kingdom

MADE WITH

w Black & White Fleece
17rd



DAGANIC ALPACA

HEMP
LINEN ...
SILK
VISCOSE ..

POLYAMIDE . ...ocoooeinneee
POLYESTER ......ovcveiveinns

MARTINE JARLGAARD

LONDON

This garment has been tracked
using blockchain technology.

Scan the QR code or NFC tag to see
this item’s journey from raw
material to finished garment.

PRESS18KN1001
Unable to scan? Enter the above ID
at provenance.org

Powered by

PROVENANCE

t vidi uc Jaligadiu

I .’l ‘ Knitted jumper with grey marl and camel
- alpaca yarn sourced from Two Rivers Mill

BATCH ID: preSS18KN1001

QUANTITY: 1

PRODUCED: 6 days ago
CURRENT OWNER: Martine Jarlgaard

INFO JOURNEY
» month a
g PRODUCT
Alpaca Skyfall (Camel Alpaca
Fleece)

REGISTERED BY
British Alpaca Fashion Company

™ Dulverton, United Kingdom

PRODUCT
Othello Alpaca (Black
Fleece)

VR
—




Lapinakyvyys

branditarinaksi

ETHI A sustis



Miten edistaa myyntia ellei mainonnalla?
Lapinakyvilla tarinoilla.

-> Menestynein mainosmies vaihtaa
mainonnan bisnekseen, jota pystyy tekemadn

lapindkyvasti, josta pystyy kertomaan aitoja tarinoita.

Esim. hallituksen kokoukset livend nettiin.

“Toivon, ettd mainonnan suunnittelijoita pyydettdisiin
hahmottelemaan brdndeista aitoja, reaaliaikaisia
tarinoita mainonnan sijaan.”

17:43-20:45


https://vimeo.com/56118009

Lapinakyvyys ja tarina

Mita kestavyys ja sita koskevat tarinat voivat olla?

Miten data muutetaan taiaksi?
Tarinallistaminen on dramatisointia.



Paasta ilo irti! Tai hammastys. Tai rakkaus. Tai...

Valitse tunteesi
Tunteita on paljon - hyvan tarinan ei ole pakko tuoda kyyneleitd silmiin, muitakin reaktioita on.

Genreajattelu voi auttaa tunteiden testaamisessa.

Jos esim. ilo kiinnostaa, niin hahmottele tarinaa komedian eri lajeihin (farssi, parodia, screwball,
slapstick, musta komedia) niin saat kunkin komediamaailman saannoét valmiina. Kun kirjoitat
hahmotelman pariin eri kaavaan, tunnet kylld missa kosahtaa.

Tai millainen olisi kestavaa tuotantoketjua kuvaava dokumentaarinen spotti slapstickin keinoin
esitettyna?



Vaatevallankumous

Who made my clothes?

Vaatevallankumous on tavoittanut 533
miljoonaa ihmistd ja todistanut, ettd
|apindkyvyys voi olla muutoksen ytimessa.

Tehty kiinnostava, ldnsimaisella
muotikuvastolla puhuva tarina siitd, kuka
vaatteet tekee.

Tarina toimii monessa muodossa, ei vain
kirjallisesti.




Vaatevallankumous

| made your clothes.

Brandit voivat itse jatkaa kampanjaa:
“I made your clothes”.

Valitse faktalistaltasi: _
Mika olisi 1 suuremman kuvan fakta, josta voisit . 1
kasvattaa omalle brandillesi branditarinan - o3
(kokonaisvaltaisempi tarina)?

Enta 1 simppelimpi fakta, josta voisit hahmotella '/
brandillesi pienen kampanjatarinan? (Vaikka
tuotelanseeraus.)



gipo:

Hyvat blogipostauksetkin ovat ita
Mutta niihin ei ehka kannata sotk
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Brandisi paras blogiteksti: raamit

1. Auta lukijaa ratkaisemaan ongelma

Tyostat parhaimmillaan valitsemaasi casea, jossa kohtaat varmasti ongelmia ja 16ydat niihin ratkaisuja. Blogitekstit, jotka tekevat
ongelmasta ja sen ratkaisusta |apindkyvan, antavat paljon iloa monelle samojen asioiden kanssa painivalle. Edellakavija tekee
ensimmaisena ja raivaa tietda muille. Voit avata ongelmaa myoés kuluttajan nakékulmasta ja tarjota ratkaisua hanen ongelmaansa.

2. Kerro selvasti miksi asiasi on tarkea
Vastuullisuusviestintd on myos kansansivistystoimintaa, parhaimmillaan innostavaa sellaista.

3. Mieti mika olisi paras tyyli viestisi esiintuomiseen
Teksti voi olla myds haastattelu, lista tai vaikkapa tarina artikkelimaisen tekstin sijaan. Ala suotta ole koskaan tylsa. Esita asiasi
lyhyissa kappaleissa, kayta kiinnostavia valiotsikoita ja valta vaikeaa kielta. Ole rohkea ja asiantunteva.

4. Millainen kuvamaailma tehostaa viestiasi
Onko sinulla hyvia kuvia valmiina, tai voitko tilata tai ottaa niita? Kuvien avulla voit jakaa tekstiasi helposti myds somessa.

5. Seuraavat stepit
Kerrottuasi oivalluksen ja tekemasi muutoksen, kerro myds mita aiot seuraavaksi.



Faktojen tarinallistaminen

KIRJOITA RANSKALAISIN VIIVOIN IDEOITA (15 min):

1.

2.

Aloita listaamalla positiiviset faktat, jotka voisivat olla blogipostauksesi kulmakivia.

Listaa myOs negatiiviset faktat, joita aiot parantaa. Mieti vasta myohemmin uskaltaisitko kayttaa
niitakin postauksessasi!

Mieti miten listaamistasi positiivisista ja negatiivisista asioista pitaisi kertoa, jotta sydamesi
pomppaisi ekstrapompun. (Vilpittomyys on usein hurmaavaa.)

Todella hyvastakin voi olla haasteellista puhua, silla faktat ovat helposti tylsia ellei niista kerro
vetoamalla tunteisiin. Millaiseen tunteeseen haluaisit vedota? Tuntuuko se vaikealta?



Brandisi paras blogiteksti: lapindkyvyys ja tarina

Blogikirjoituksen sisaltoa voi hahmotella vaikkapa vastaamalla naihin kysymyksiin:

- Aloita otsikosta. Miten haluaisit Hesarin uutisoivan brandistasi?

- Milla tavoin mitatut faktat voisivat kohdata tarinankerronnan taian?

- Mita kestavia arvoja tyodn alla oleva case edistaa?

- Millaisia numeerisia tms. faktoja voisit casesta saada?

- Mita havettavaa/peiteltavaa caseen saattaa liittya?

- Miten case asettuu yrityksenne kestavyystarinaan: Millaisia kestavyyshaasteita yrityksenne on
aiemmin ratkaissut, millaisia haasteita case pyrkii ratkaisemaan ja mika on yrityksenne
kestavyyspaamaara jota kohti kuljetaan?

- Miten saat esitettya em. asiat inspiroivina ja luovuutta hehkuvina, osana suurta tarinaanne?
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Ulla Pulkka

Anne Raudas
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