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he blankets we wrap ourselves

in to watch television, the bath-

robes we reach for after our
showers and the T-shirts that comfort
our bodies are more than just functional
fabrics. These items serve a unique pur-
pose by connecting us as individuals to a
people and planet at large.

There’s a global story behind every
thread of textile goods in your home.
Seeds grow from the ground and are wa-
tered, worked and woven into the fibers
that surround us; natural and human
resources are either both protected or
exploited in the process. By becoming
more conscientious consumers, we will
help offset the negative impact of today’s
low-cost, ‘fast fashion’ collections.

In the past decade, more sustainable
practices have evolved in response to an
environment that needs our protection
if it is to support advances in social and
economic systems. Some of the most
common practices of sustainability in-
clude buying locally-grown and organi-
cally-farmed produce and shopping for
natural, cruelty-free body products that
conserve Earth’s resources. These choices
enhance our own health and ensure that
the people within the supply chain are
earning fair wages while working in a
safe environment.

But do you give as much attention
to the ‘natural’ materials in your bed
sheets, blankets and clothing as you
do the ingredients in your food and
cosmetics? Are you aware of the toxic
chemical residue left behind from the
manufacturing of your clothing? “The
fabrics we place next to our bodies are
just as important to our health as the
food we eat,” said Marci Zaroff, an ac-
claimed eco-pioneer and chief market-
ing and sustainability officer of Portico
Brand Group, a luxury organic lifestyle
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company that owns Under the Cano-
py and FASE. “The skin is the body’s
largest organ, comprising more than 90
percent of our body’s surface.”

Genetically modified seeds, pesticides,
and a toxic cocktail of chemical dyes go
into the manufacturing of conventional
cotton and remain an inherent part of
the finished textile product. Many of
these substances have hormone-altering
properties while others contain known
neurotoxins and carcinogens. These poi-
sons never completely wash out of our
textiles, and their direct and daily con-
tact with our skin can cause allergic reac-
tions and worse.

These health and environmental threats
can be scary, but dont overreact. “Re-
sist the urge to go into your closet and
throw out all that you see. The next time
you make a purchase try to do so with
thought. Ask yourself how you can best
make decisions that are lasting and sus-
tainable, not extreme,” said Zaroff.

A consumer’s best tools for change are
education and empowerment. Famil-
iar faces like actress Amber Valletta are
doing their part in supporting the need
for more sustainable textiles. Valletta is
working with Zaroff to present the up-
coming Driving Fashion Forward series
of short films on sustainability and de-
sign. The project launches online via
Lexus’s LStudio in mid-April.

Other well-known designers are lend-
ing their voices to The Greenpeace
Detox Campaign, which began calling
on major brands in 2011 to eliminate
hazardous chemicals from their supply
chains by the year 2020. Earlier this year
Greenpeace Toxic Campaigner John
Deans featured the #LittleMonsters, a
two-week intensive social media push
to stimulate public awareness about the

chemicals lurking in children’s clothing
that wash into our waterways, pollute
the environment and threaten public
health. Burberry joined the Greenpeace
Detox CatwalK’s list of 18 major cloth-
ing companies committed to detoxing
their textile manufacturing practices as
a result of more than 10,000 tweets and
Instagram postings in early 2014 from
concerned customers. Other companies
leading this effort include Benetton, Es-
prit and H&M.

Zaroff also notes that it is important to
support the progress of major brands
such as Patagonia, Nike, Adidas and
Puma without expecting perfection.
“They have brought a lot of credibility
to sustainable practices and are working

hard to reduce their negative footprint,”
said Zaroff.

The goal for many sustainable textile
companies is the use of logos and key
words displayed on clothing labels, simi-
lar to the food industry’s use of the words
organic and all-natural. “In my dreams,
I'd love to see a system of garment tag-
ging requirements not dissimilar to food
labeling that lists the carbon footprint of
the product along with any environmen-
tal and human costs that were incurred
through production,” said Sass Brown,
the acting assistant dean for the School
of Art and Design at the Fashion In-
stitute of Technology in New York and
journalist for Eco Fashion Talk. “I don’t
honestly think that many people would
continue buying throwaway fashion if
they knew that their $15 pair of jeans
was produced at the cost of another hu-
man being’s life,” said Brown.

Textile Exchange, a nonprofit organiza-
tion, is creating a more transparent la-
beling system. Consumers can visit their
website for the most up-to-date informa-
tion on textile certifications used p
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YOUR TEXTILE FOOTPRINT

“If you have'things you don't want anymore, but they’re still cool and in good condition, use one of the swap websites like ‘Bib +
Tuck’ so someone else can love it. You can find something new to you = without it-actually being new — to get excited about” Sass
Brown, acting assistant dean for the School of Art-and Design, Fashion Institute of Technology

“Use your voice online to be active in educating friends and family on the toxic textile industry and the solutions that are avail-
able.” John -Deans, Greenpeace Toxic Campaigner

“Read the ‘made by’ labels in your products and [visit their websites] to learn what companies are doing to help improve workers’
wages and safety in those countries.” Lynda Yanz, Maquila Solidarity Network. cofounder

“Iry to be mindful of not running the dishwasher half-tilled.” Marci Zaroff; chief marketing and sustainability officer of Portico
Brand Group

“Being accustomed to-cut prices and deep discounts can be unlearned, just as it was learned. Instead of buying fast fashion, take
ideas from “The Tailor Projéct’ on how to refit, testyle and repair your existing wardrobe.” Sass Brown

“If your favorite brand is on¢ that'has made a Detox commitment, call or email them and thank them for taking a positive step,
then tell them you are watching them and want to see-real change.” John Deans

“Always shop first for organic Fair Trade certified food; beauty; and personal care items.” Maici Zaroff
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FOR THE HOME

Designtex
environmental design, recycling
designtex.com

Oliveira Textiles
organic fibers, textiles
oliveiratextiles:com

Kravet
100% recycled polyester
kravet.com

Maharam
ISO 14001 certification for allits facilities
mabaram.com

Amenity Home
certified organic fabrics
amenityhome.com

Alltextiles shown-are-by Maharam.
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