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“It’s just fashion. Innovative, desirable and responsibly prod-
uced,” is how Bruno Pieters describes his brand Honest By. In 
doing so he is accurately refl ecting the spirit of the times. So 
this quote has become the core message of this book. Fashion 
is a mirror of our society, in all its facets. Increasing numbers 
of fashion brands all around the globe are designing modern, 
cool, elegant fashion that makes sense. You cannot see imme-
diately that it has been manufactured in a fair manner which is 
not only environmentally friendly but also makes sparing use 
of resources. It is simply fashion, as Pieters observed. And pre-
cisely this fashion is what we are presenting in fashion made 
fair. Looking at the generous photo sections you will see that 
fashion can be luxurious, minimalist or casual. Th e portraits 
and stories of the labels and brands clearly demonstrate what 
makes it so unusual. Th ese pioneers of the fashion sector show 
how we shall dress in future, with responsibly produced cloth-
ing which respects both people and the environment. 

Th is type of fashion is still searching for a name with an 
attractive ring to it. Descriptions like sustainable fashion, 
green fashion, ethical fashion, eco-fair fashion or slow fashion 
stamp it in a way that most designers neither want nor appreci-
ate. Because all too often it is associated with something 
unfashionable or old-fashioned – ecological fashion from the 
Germany of the 1970s and 1980s, shapeless clothing made of 
jute or hemp. Some forty years have passed since the begin-
nings of green fashion; in the meantime, style and design have 

adapted to the spirit of the times and look no diff erent from 
ordinary fashion. Designers have understood that fashion is 
what stands in the foreground and that stories about the social 
and ecological commitment of their brands will at most serve 
to explain their collections better. 

But what is it, then, that distinguishes this type of fashion 
from ordinary fashion? It expresses a higher claim to quality 
than mere clothing as a product does. It is a claim to quality 
that goes beyond the material, processing and design of cloth-
ing, shoes and accessories, a claim that includes values. A claim 
that these products will damage neither the environment nor 
people, and that ideally they will even serve them. And so the 
expression “sustainable fashion” will always contain an eco-
logical and social dimension. Transparency is a third, import-
ant pillar in the self-understanding of designers and brands, 
because transparency evokes trust. Th ose who work in a trans-
parent way cannot and do not want to hide anything.

Sustainability in fashion is a very complex subject with 
many sides to it, since it refers to the entire product cycle. In 
the case of a T-shirt, for example, it extends from the cultiva-
tion of the cotton to the manufacture of the fabric, the sewing 
of the T-shirt and the transport from the clothing factory to 
the shops; and then the way it is cared for by its owner and 
even its disposal. Production includes social aspects like 
humane working conditions and fair pay for workers, from the 
farmers in the fi elds to the seamstress in the clothing factory. 

INTRODUCTION
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And at the same time ecological aspects also play an important 
role; the textile industry is considered one of the most damag-
ing industries worldwide with regard to the environment. And 
so the biological cultivation of natural fi bres, the recycling of 
materials to make new fi bres and fabrics, and the avoidance of 
damaging chemicals in production are all essential. Once the 
fashion reaches the shops, consumers are also involved in the 
decisions as to what will be sold successfully. Consumers have 
more infl uence than they realise. Th ey can help to ensure that 
fashion as a whole becomes more sustainable and that we pur-
chase less clothing of higher quality and do not succumb to 
every fast fashion bargain. In line with Vivienne Westwood’s 
motto: “Buy less, choose well, make it last.”

In fashion made fair we are taking a look behind the 
scenes of the fashion sector. We want to remove prejudices; that 
is why we have written this book. We, that is the authors Ellen 
Köhrer and Magdalena Schaff rin. Köhrer is a journalist, writer 
and blogger; for years she has written for newspapers and maga-
zines. Her blog Grünistdasneueschwarz.de focuses on eco-fair 
fashion. She presents portraits of designers, analyses the busi-
ness models of innovative fashion brands and researches in the 
textile factories of Asia. Her co-author Schaff rin is a fashion 
designer who has specialised in sustainable fashion since com-
pleting her studies. She is the co-founder of Greenshowroom, 
the fi rst green luxury fashion fair held during Berlin Fashion 
Week. As an expert on sustainable fashion she also works as a 
lecturer and speaker and advises companies in the selection and 
marketing of sustainable fashion brands.

We met during an interview at Fashion Week. Nine months 
later we then agreed to meet on a sunny afternoon in April 
2014, to exchange ideas during a walk together along the 
Landwehr Canal in Kreuzberg in Berlin; Schaff rin’s nine-
month-old son accompanied us in his pram. We soon came to 
the conclusion that we knew of no attractive, positive, lavishly 
illustrated book about sustainable fashion and that we already 
had an idea what one might look like. Independently from each 
other we had both already played with the idea of producing a 
fashion book of that kind. So why not do so together? No 
sooner said than done. We set to work to develop the concept, 
went in search of a publisher and started on our research.

In fashion made fair we introduce selected designers 
and brands who have impressed us with their collections, con-
cepts and stories. Th e selection was not easy. In the end we 

chose thirty-three fashion brands from Europe, the United 
States, New Zealand and Bangladesh who convinced us stylistic-
ally and who scored with fresh ideas, new design approaches 
and innovative strategies. Th ey included small labels as well as 
major brands. 

fashion made fair presents portraits of fashion brands 
which by virtue of their choice of materials have made a deci-
sion in favour of better working conditions and environmental 
protection. Th ey include brands like Vivienne Westwood, who 
has bags made by hand in Africa, thereby providing local people 
with jobs and prospects. Or Patagonia, which with its unusual 
advertising campaigns encourages its customers to an increased 
awareness in choosing outdoor clothing of high quality and 
with a long useful life. 

Hessnatur, a German pioneer of sustainable fashion, sup-
ports the cultivation of the indigo plant to dye fabric in Ban-
gladesh, manufacturing locally and sharing its expertise with 
other producers.

We portray labels like Christopher Ræburn from London, 
who recycles parachutes, army clothing and lifeboats and uses 
them to make cool, new, robust clothing. Or the Danish knit-
wear label Aiayu, whose designer discovered in Bolivia that you 
can make exquisite pullovers from llama wool and who com-
bines modern Danish design with this unusual material and 
traditional knitting art. And Mud Jeans from the Netherlands 
produces fairly manufactured jeans of organic cotton which 
customers can lease instead of buy, and then recycles them as 
new products such as pullovers or cardigans. 

And we also spoke to six experts about diff erent approaches 
which contribute to making the fashion industry more envir-
onmentally and socially aware. In our interview with Bruno 
Pieters the subject is the importance of transparency in fashion 
and his visions of the future. We spoke with Marie-Claire 
Daveu from the French luxury concern Kering Group about the 
importance of the carbon footprint in luxury fashion. Michael 
Braungart and Friederike von Wedel-Parlow explain the design 
concept of Cradle to Cradle and its importance for the fashion 
sector. Orsola de Castro, co-founder of the Fashion Revolution 
movement, focuses on the infl uence and power of the con-
sumer. And fi nally Lily Cole speaks about slow fashion and her 
social company Impossible.

We wish you much pleasure in reading, leafi ng through and 
browsing in fashion made fair.
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ISABELL DE HILLERIN

TRADITION MEETS MODERNITY

A visit to a workshop in the Neukölln district of Berlin: a bright 
shop and studio on a small, tree-lined canal with a large cutting 
table, beneath which Isabell de Hillerin’s dog is lying peace-
fully. Elegant evening dresses in Bordeaux red, dark blue and 
black are hanging on a clothes stand; beside them are cream-
coloured blazers in fl owing fabrics. Isabell de Hillerin explains 
that an actress has just called for a fi tting session. Only at 
second sight do we notice the loving attention to detail in the 
work: narrow macramé inserts, a hand-embroidered collar and 
epaulettes that recall starfi sh. Everything is very carefully 
matched, tone on tone. 

Isabell de Hillerin had the idea of linking together tradition 
and modernity while studying for her master’s degree in 
Fashion Design in Barcelona. After graduating in 2009 she 
moved to Berlin and founded her own label, which simply bears 
her name. 

Looking back to her Romanian roots, de Hillerin travelled 
to the country of her ancestors in search of traditional fabrics 
and folk weaving techniques which are increasingly being for-
gotten. She found women in villages and little artisanal fi rms 
that still practise these old craft skills. She got them to show 
her the old patterns which were used either on clothing or on
 

carpets and table runners. Th e designer reduced the colours, 
abstracted the patterns and had her designs executed by the 
women in Romania. “Th e result is something completely new 
that doesn’t look like folklore,” explains de Hillerin. It is also 
completely successful. Since then you will fi nd these traditional 
elements in all her collections. In the meantime she has also 
added embroidery and handwoven fabrics from Moldavia. Her 
collections are produced entirely in Romania.

De Hillerin already has contacts in both countries who com-
municate with the craftswomen, take care of the logistics, 
travel to the women in the villages and ensure that delivery 
dates are adhered to. 

De Hillerin named her Autumn/Winter 2015/16 collection 
“Să-l porți sănătoasă” after a Romanian proverb which, literally 
translated, means “Wear it in health.” It is a wish expressed 
when a new item of clothing is purchased. “It means that you 
should enjoy wearing it and appreciate it,” explains de Hillerin. 
An appealing thought that it is only too easy to comply with 
in the case of de Hillerin’s elegantly cut fashion made with 
high-quality materials. A successful combination of tradition 
and modernity. 
www.isabelldehillerin.com
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