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Corporate responsibility
is here to stay
Anna-Kaisa Auvinen
Managing Director
Finnish Textile & Fashion

Textile products are created by several companies working together.
Therefore, corporate responsibility in the textile sector is shared among
them, and each of them has an important role to play. This publication
explains how corporate responsibility is managed, implemented and
developed within some of the Finnish textile companies and gives
examples of the practices.
Production chains in the Textile & Fashion sector are typically long and
global. As a result of structural changes in the traditional textile sector,
the businesses of several companies nowadays focus on the extreme
ends of the chain: product development and design, as well as managing
the sales and marketing activities. Nonetheless, some companies still
have expanding industrial operations. In the future, companies in the
sector will recruit an increasing number of professionals to handle
marketing, purchasing, product development and design.
This publication looks at corporate responsibilit y from the perspectives of management, product design and reusing products.
Management creates the framework for systematically developing
corporate responsibility. Product design is concerned with several key
sustainability issues such as material selection, guidelines for washing
and caring for finished products, sewing patterns impacting the amount
of textile waste generated in the process, and product recyclability.
Reuse extends the product’s lifetime and creates opportunities for
interesting innovations.
Regardless of the sector or the product range, companies are expected to be transparent. This means that companies are expected
to know about the production chain of the products that they sell and
market. They are also expected to communicate about these topics
to their customers and other stakeholders. For a company, one of the
most important corporate responsibility decisions is which partners it
chooses to work with.
Corporate responsibility is a part of modern-day business. To gain
entr y to markets and remain on them, companies must operate
responsibly and demonstrate this to their stakeholders with documentation and communications.
This is the work that Finnish Textile & Fashion does in co-operation
with its members.
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Corporate
responsibility
management

Nanso’s values have
been passed down
from generation to
generation
Nanso Group’s current owners are descendants of Emil Aaltonen, whose vision and
creative spirit in the 1930s and 1940s laid
the foundation for the future of what was
then known as Nokian Kutomo Oy. The spirit
of Nanso’s founders is alive and well in the
company’s operations and management
principles. The fourth generation of owners
now fosters the company’s management
philosophy: Nanso manufactures durable, high
quality products and offers work locally. The
business values were officially recorded about
15 years ago when Nanso bought Finnwear’s
clothing business. Shared, published values –
responsibility, quality, openness and effective
collaboration – support the company’s
expanding operations.
Nanso considers corporate responsibility
(CR) to provide a competitive advantage, which
is why the company chose to develop this
aspect of its operations more systematically
at the beginning of the 2010s. At the same
time, the corporate responsibility strategy
was defined and an expert was nominated
for coordinating the corporate responsibility
work. This work is led by the CR steering
group consisting of the CEO, supply chain and
sourcing director, creative director responsible
for brands and the HR director, all of whom
are members of the management team. The
corporate responsibility and communications
expert is responsible for ensuring that internal
stakeholders collaborate to implement the
decisions.
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“A systematic approach has always been
connected with the aim of bringing corporate
responsibility closer to consumers. Consumers
find technical solutions related to corporate
responsibility often difficult to understand
unless they can be transformed into something
meaningful for them. Nanso’s response to
consumers and other stakeholders are its
corporate responsibility pledges, which were
published in 2012,” says Nanso Group’s CEO,
Leena Syrjälä.
The pledges cover all sub-areas of corporate
responsibility – financial, social and ecological
responsibility – and they have been created in
a way that is deliberately timeless so there will
be no need for annual updates. The pledges
break down corporate responsibility into
smaller sub-areas and practical measures
that can be followed up.
Nanso has pledged the following:
• To take tangible measures that benefit
the Finnish clothing industry every year.
• To offer customers the opportunity to do
good things with Nanso.
• To develop the product safety of textiles
and increase the amount of information
that is available to consumers.
• To increase the proportion of environmentally friendly raw materials used in
products and packaging.
• To produce at least 20% of the energy
needed using renewable energy raw
materials.

•
•

To work with the partners to develop
responsible operating methods.
To offer every Nanso employee the
opportunity to play a tangible role in
developing the company’s corporate
responsibility.

The corporate responsibility steering group
monitors progress with the pledges. The results
are reported on the company’s website and in
its corporate responsibility report.
“With some of the objectives, we have not
progressed as quickly as we had originally
planned. There are several reasons for this. For
example, the technical solution related to the
use of renewable energy raw materials did not
prove functional and it has been necessary to
extend our timelines. Financial factors have
also played a part in slowing down the planned
measures,” says corporate responsibility and
communication expert Satumaija Mäki.
However, the company has not given up on
its pledges, nor have they been changed:
“The pledges set out the company’s target
state and commitment. In Finland, people
often think that companies are only willing to
talk about things when everything is complete.
But there is always room for improvement in
corporate responsibility – it is a continuous
process. When would we be ready enough
to start telling about it? The target state is
the most important thing. We are committed
to the mindset that we want to work well and
we constantly strive to improve our own
operations.”
Satumaija Mäki praises the company’s
management methods:
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Nanso considers corporate
responsibility a competitive
advantage.
“The owners have been here for the long
term and have shown trust in our activities.
At Nanso, we believe that we are taking the
right actions. Even if we come up against an
obstacle, it is not necessary to immediately
change the direction.”
The majority of the measures related to the
pledges take place at Nanso’s factories or the
factories of its partners. However, consumers
can influence the durability of clothing by
choosing products manufactured from high
quality materials and by washing and caring for
their clothes correctly.
“In relation to our corporate responsibility
pledges, we have arranged a clothing recycling
campaign for three years in a row. The aim
of the campaign is to encourage people to
recycle clothes and to tell consumers about
the significance of material selection and
high quality when they are evaluating how
ecological clothing is.”
Nanso has also striven to prepare its
corporate responsibility review in a way that
is interesting to consumers. Next, Nanso
will begin using modern technology to
make communications about its corporate
responsibility work even more transparent
and to make information more readily
available in shops.

COMPANY NAME AND DOMICILE

Nanso Group Oy, Nokia, Finland

NET SALES 2014

EUR 49.2 million

NUMBER OF PERSONNEL

484

PRODUCTION
MAIN PRODUCTS

PRODUCTION VOLUMES

Clothing under the Nanso, Finnwear and Black
Horse brands; socks and tights under the Vogue,
Norlyn, Amar and KS brands.
Production of approximately 3.9 million garments,
9 million pairs of tights and 3 million socks.

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

60% produced at its own factories in Finland
and Estonia. 10% of production is from external
partners in the EU and 30% is from outside the
EU, primarily Turkey and China.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

The most common raw materials for the products
are cotton, modal, viscose and polyamide.
The thread and chemicals that are used as raw
materials are purchased from European suppliers.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES
OTHER

15%
Scandinavia, Russia and Central Europe.
Member of BSCI since 2008.
The product range also includes products
manufactured from fair trade cotton.

13

Reporting brought
VM-Carpet a framework for its corporate
responsibility work
VM-Carpet, located in Lappajärvi, Finland is
the largest carpet manufacturer in the country.
The company has manufactured carpets since
1973 and has gradually expanded its markets
overseas. The most important export countries
are Sweden, the United Kingdom, Germany,
Belgium, Italy and Japan.
According to its mission, “VM-Carpet Oy
offers its customers high quality interior design,
which is easy to buy and creates a comfortable,
pleasant environment”. A pleasant environment
also includes the corporate responsibility
perspective. According to the company’s
managing director, Maria Viita-aho-Tohni,
corporate responsibility has been “in the air”
for some tim e and it has been discussed by
the company’s board of directors several times.
In spring 2014, VM-Carpet received expert
help with its corporate responsibility work from
the Finnish Textile & Fashion, and the company
decided to prepare its first ever corporate
responsibility report. Preparation of
the report began with a corporate responsibility
evaluation and workshops with the personnel.
“Customers occasionally ask questions
rel ated to corporate responsibility themes.
The questions that we receive from our German
customers in particular are rather detailed.
We decided to do the complete report and
communicate the significance of corporate
responsibility to VM-Carpet’s business, how we
put our values into practice in our operations
and how we measure corporate responsibility,”
explains Maria Viita-aho-Tohni.
14

“The initial evaluation helped us to clarify
our starting point in the various corporate
responsibility sub-areas. It is at least as
important that the project – including
evaluation, workshops and working on the
report – increased our personnel’s awareness
and interest in the matter.”
The structure of the corporate responsibility
report was based on the division of contents
in the corporate responsibility handbook
published by the Finnish Textile & Fashion.

Reporting has significantly
increased the personnel’s
interest in corporate
responsibility matters
A corporate responsibility working group was
nominated to take care of practical work. It
is led by the managing director and includes
the marketing coordinator and the production
manager. The group is responsible for the continuity and monitoring of work. The key
indicators chosen for financial responsibility
were customer satisfaction, delivery reliability
and corporate image. In terms of environmental
responsibility, energy consumption and waste
volumes will be followed. To monitor employee
responsibility, personnel and job satisfaction
will be measured, along with the number of

absences due to illness and the number
of initiatives brought up by employees.
The report includes the company’s target
programme for corporate responsibility
between 2014 and 2019. In addition to the
key indicators selected for monitoring specific
measures, objectives were set for collaboration
with partner companies. For now, the objectives
are mostly quality-related.
“We intend to define numerical indicators
when the work has progressed somewhat.
Then we will be able to define appropriate
target levels for each indicator,” says Maria
Viita-aho-Tohni.
She believes that an annual update of the
corporate responsibility report will constitute
a checkpoint that will provide corporate
responsibility work with its own rhythm and
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Annual update of the
corporate responsibility
report will provide corporate
responsibility work with
its own rhythm.
encourage the company to keep up the work.
The marketing coordinator will ensure that the
update is carried out.
“I also think that when our employees
become more aware of these matters,
attention will be paid to them in a more
systematic way.”

COMPANY NAME AND DOMICILE

VM-Carpet Oy, Lappajärvi, Finland

NET SALES 2014

EUR 4.2 million

NUMBER OF PERSONNEL

30

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Carpets for homes and public spaces.
Approximately 100,000 carpets per year.

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Finland, Central Europe, India.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

OTHER

Paper yarn, wool, thread from artificial fibres,
cotton, cotton fabrics, semi-finished rolls of
matting.
Sweden, Germany, Turkey, China, Central Europe.

Less than 10%
Sweden, Germany, Japan, the USA, Australia,
the UK.
Some recycled and surplus materials are used
for rag carpets, depending on availability.
Recycled cotton thread is used.
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Corporate responsibility
in product design

Fiblon involves its
personnel in all
development activity
Fiblon is a 35-year-old family-run company
based in Pori, Finland. It manufactures tabletop,
wiping and comfort products for companies
in the hotel and restaurant industry and in
the transportation and tourism sectors. The
mission of Fiblon’s operations is to provide
each customer with a solution that best fulfils
its needs.
Corporate responsibility is taken into
account in all of Fiblon’s decision-making
and operations as an integral part of its
management. According to Anne Ekberg, vice
president, marketing and communications,
corporate responsibility is the basis of Fiblon’s
existence. This comprehensive thinking and
management is also reflected in the attitude
towards employees:
“For us, involving the personnel is essential.
It is an absolute value. But it takes time to
create practices that encourage people to
openly share their views. It requires a trusting
company culture.”
Fiblon began building its culture when the
management noticed recurring information
gaps. The information gaps happened due
to the lack of a shared values and goals. That
is why management has been based on the
foundation of involving employees in decisionmaking. Developing employees’ competences
was defined as an investment, rather than
a cost.
Now the company has jointly defined values
and a documented operating method for setting objectives together. Fiblon is supported
20

by four pillars: profitable growth, satisfied
customers, the joy of work and respect for the
environment. As the operational objectives are
directly derived from the values, they guide all
operations in a highly tangible way.
The joint objective-setting process
begins every year by closing down the entire
company, including the factory, for the
duration of a session, where every member
of the personnel is present, together thinking
about the objectives for the forthcoming
year. The personnel discuss the matters that
they would like the company to focus on.

Management is based
on involving employees
in decision-making.
Some of the objectives are short-term goals,
while some are longer-term projects. The
progress in implementing these is reported in
the corporate responsibility report, which is
published every other year.
After the joint kick-off, the objectives are
taken forward in small groups. In production,
where employees work in shifts, work stops at
a certain time once per week for each of the
shifts. A production meeting is then held with
all of the employees working on the shift to
discuss matters related to the objectives. Office
personnel have a similar practice. This is how

shared objectives are created from values. They
first become the company’s objectives, and
are then filtered down to become objectives
of each responsibility area and onwards to
personal objectives for each employee.
The new customer service model, which was
launched in February 2015, was also created
and refined by employees working together:
“We are moving away from product-centric
development. Instead, customer objectives
and needs form the starting point. This is how
we can ensure the optimal functionality of
our products for customers. For us, ‘optimal’
also means minimising waste in production –
making the best possible use of resources,”
says Anne Ekberg.
Fiblon manufactures products for shortterm use. According to Anne Ekberg, this gives
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rise to a greater responsibility: the products
must be made in a way that is as respectful to
the environment as possible, making maximum
use of resources. If the products are of high
quality and are suitable for their intended use,
a good outcome and user experience can be
produced with less. This also saves on raw
materials.
Fiblon’s comprehensive corporate
responsibility mindset naturally encompasses
the company’s employees and also their
families:
“For us, this is much more than an economic
business decision. We want to take care of
the people who work for us. We can be flexible
in terms of working hours and other working
conditions so that employees can find a
balance between work and their private lives.”

COMPANY NAME AND DOMICILE

Oy Fiblon Ab, Pori, Finland

NET SALES 2014

EUR 6.2 million

NUMBER OF PERSONNEL

32

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

SOFTLIN tabletop and FIBRA wiping solutions
for customers in the hospitality, tourism and
health care sectors.
1000 million units

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Finland.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Soft paper and fibre fabrics.
Nordic countries and the EU.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

OTHER

27%
Sweden, Norway, Denmark, the Netherlands,
Belgium, Germany, Switzerland, Austria, the UK.
Family company, a member of the Corporate
Responsibility Network.
Nordic Ecolabel, Key Flag symbol demonstrating
Finnish manufacture, FSC® Chain of Custody
certified company (BV-COC-12075).
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Marimekko
is timeless

Starting from its home base in Herttoniemi in
Helsinki, Finland, Marimekko is conquering the
world with its strong pattern designs and unique
form design. The core of the brand is familiar
to everyone in Finland: close your eyes and
let pictures of blue-tinted seascapes fill your
mind, with rugged rocks and delicate colours;
boldness, courage and good self-esteem.
Marimekko aims for its products to last “from
mother to daughter.” When the user falls in love
with the product, she appreciates it and wants
to take care of it. Taking good care of a product
extends its useful life, but timelessness is also
about the product’s shape, design, materials
and cut.
“Marimekko does not make disposable
fashion – our products must last time. Our
designs are guided by timelessness, quality
and functionality and it is important to us that
our products are made with respect for people
and the environment,” says Niina Nenonen,
Marimekko’s chief product officer, who is
responsible for corporate responsibility work
in the management group.
Environmental perspectives are an ever
more important part of Marimekko’s operations:
“We aim to determinedly increase the
consideration for ecological perspectives.
This is visible in the materials selected for our
products, in minimising cutting waste and
in product packaging. It is also visible in the
improvements in energy efficiency at our textile
printing facility,” explains Anna-Leena Teppo,
Marimekko’s sustainability manager.
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According to Anna-Leena Teppo, the three
greatest challenges surrounding sustainable
design are materials, sewing patterns and
recycling. The supply chain for textile products
is well known for its challenges and risks,
which can only be controlled via international
collaboration and openness among market
participants. Increasing transparency is
welcomed at Marimekko as then responsibility
can be shared across various phases of the
supply chain.
Cotton has traditionally been the most
important raw material for Marimekko.

Everyone at Marimekko
promotes sustainable design.
Additionally, based on the visions of the
creative leadership, there is a continuous
search for alternative fabrics that would inspire
customers. Material selection must reconcile
several criteria, such as functionality, feel of the
material, quality, possibilities for reuse as well
as ecological and social criteria. New materials
bring new challenges related to, for example,
recycling.
Natural fibres, such as wool and silk, are
highly valued but they also have negative
environmental impacts. Marimekko has used
organic cotton for its interior design fabrics
and kitchen textiles but organic cotton is
less suitable for use in Marimekko’s colourful

patterned fabrics. The company aims to take
a wide-ranging approach to the challenges of
cotton production, which is why Marimekko
was the first Finnish company to become a
member of the international Better Cotton
Initiative in 2013. With Marimekko’s support,
cotton farmers in Senegal are trained to use
better farming methods in 2015. New materials
based on wood fibre are full of possibilities.
Examples of these are lyocell and Ioncell,
which is a Finnish fibre under development.
Fabric cutting waste is a challenge for
the textile and clothing industry that is both
current and very old. Marimekko minimises
waste by aligning patterns in a practical
manner. For some high profile products ,
selections are made based on the patterns
and waste is inevitable. However, when making,
for example, shirts with a design consisting
of little spots, the precise location of spots
is not essential.
“We also make products from surplus and
waste pieces, including bags and purses,
which also makes sense financially. Material
and cost efficiency go hand in hand. That is
why both are constantly under consideration
and development. Of course we could also aim
for zero waste design. However, if a product is
waste-free but does not interest consumers,
the equation does not work from a commercial
perspective,” says Anna-Leena Teppo.
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Everyone at Marimekko promotes
sustainable design. The company president
is ultimately responsible but, in practice, the
leaders of the design and product teams
decide on materials and related criteria. The
chief product officer and creative director
thereby also manage corporate responsibility.
Anna-Leena Teppo emphasises that every
designer and product developer, along with
every other employee who works on the range,
has their own role and responsibilities.
The company has prepared a checklist for
responsible design as an internal tool in 2013.
The objective was to demonstrate which factors
can influence the sustainability of design and
production in a tangible manner. For example,
the “best grade A” materials are organic cotton,
Better Cotton, linen and lyocell, as well as
recycled materials. The best patterns are the
alternatives that enable a low amount (less than
20%) of waste material to be produced when
creating sewing patterns and cutting.
Consumers have a positive opportunity
to influence the environmental burden of
products when they are in use, says AnnaLeena Teppo. Things that might sound small
can have a big impact: how a garment is
washed, how often it is washed, how it is cared
for and how it is repaired. Manufacturers also
have an obligation to tell consumers how they
can extend the length of use of their products.

COMPANY NAME AND DOMICILE

Marimekko Corporation, Helsinki, Finland

NET SALES 2014

EUR 94 million / brand sales EUR 187 million

NUMBER OF PERSONNEL

Approximately 500

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Fashion (39%), home products (40%), bags
& accessories (21%).
Fabric printing 2014: 1.1 million metres.

COUNTRIES IN WHICH
PRODUCTS ARE MANUFACTURED

EU countries: 72%, countries outside the EU: 28%
Largest countries of manufacture: Finland (23%),
Estonia (18%), Lithuania (15%), Portugal (12%),
China (10%), Thailand (7%), India (5%).

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Textiles contain cotton and cotton blends,
viscose, wool and merino wool, linen and leather.
Additionally, hard products, such as ceramics,
glass products and wooden trays.
Depends on the raw material and location of
manufacture. The cotton used in the products
is sourced from all over the world – the USA,
Asia, South America or Africa – depending on
availability, quality and price. The base fabrics for
fabric printing come from Germany, Turkey and
Lithuania. Materials for clothing from countries
such as Italy, Japan, France and China, in addition
to the company’s own fabric printing mill.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES
OTHER

Net sales from outside Finland 45% (2014).
Brand sales from outside Finland 61% (2014).
Northern Europe, North America and Asia Pacific.
BSCI member and Better Cotton Initiative
member.
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Agtuvi took
the organic line

Despite searching high and low, Jukka Puskala
simply could not find suitable gloves for his
little son who suffered from allergies. The only
solution was to start making them himself.
This is how Agtuvi, a family company was
established in Tampere in 1975. Production
has expanded from the original gloves to
include woollen hats, scarves, ruffs, mittens
and overalls, which the company manufactures
under the Kivat brand.
The company is currently undergoing
a generational shift: Jukka Puskala’s two
daughters and son are gradually taking the
helm in the company’s management. The
nature and ways of doing business have
changed over the decades: in the early phases,
Jukka Puskala travelled from shop to shop
marketing his products. Nowadays, consumers
are approached directly via an online store and
with the help of social media, and products
are exported as far afield as Iceland and
Kazakhstan.
The company’s own production facilities
in Tampere consist of knitting, sewing and
cutting departments. The warehouse and
factory outlet are also located on the same
premises. Cotton thread currently comes from
a company named Gebruder Otto in Germany.
As Agtuvi only uses thread manufactured from
bio cotton, the cotton can be traced all the
way back to the field. Wool yarn is purchased
from Austria and Italy. The wool supplied by
Schoeller, based in Austria, originates in China,
India, Argentina and Uruguay. The Italian Safil
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purchases its wool from Argentina, Chile and
Uruguay.
“We work with long-term European partners.
We know them and their operating methods
well. We can obtain additional information, such
as the origin of the wool, if we ask for it,” says
Agtuvi’s purchasing manager, Janne Puskala.
Agtuvi began gradually switching to bio
cotton in 2011. Nowadays, all of the cotton
used by the company is farmed naturally:
“Bio cotton is a choice in favour of
the people who work in the cotton fields,

Collaboration with sub
contractors is built upon
long-term partnerships,
respect and loyalty.
particularly in favour of their health. It is also
a choice that can benefit nature and the
soil. Although natural farming is not in itself
particularly virtuous in terms of factors such
as water consumption, it is a more ecological
alternative to traditional cotton,” says Katri
Halme, the company’s export manager and
designer.
The threads are woven into knits on the
company’s own premises. The number of
seamsters and seamstresses employed
varies depending on the time in the season.

In addition to these employees, Agtuvi also
has subcontractors in the Tampere region and
in Estonia. The number of subcontractors has
increased in recent years as the business has
expanded.
Janne Puskala describes the relationship
with the company’s subcontractors as
“mutually responsible collaboration”. By
offering sufficient work to its subcontractors,
Agtuvi is safeguarding their employment as
well as the high quality of their products: if the
current partners stopped working with Agtuvi,
it would not be easy to find professionally
skilled seamsters and seamstresses to replace
them. Agtuvi’s way of working is based on a
close network of subcontractors and partners.
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It consists of units of different sizes, from
individual seamsters to larger production
plants. In some cases, the subcontractor
network expands as far as to Estonia but, even
then, production is coordinated from Tampere.
The participants in the value chain are known
and the production chain is in the company’s
own hands to the maximum possible extent.
This means close daily contact and monitoring
of the entire network.
The company’s collaboration with independent entrepreneurs is built upon long-term
partnerships, respect and loyalty. A flexible,
agile operating model is a competitive
advantage and a prerequisite for success
in the modern-day marketplace.

COMPANY NAME AND DOMICILE

Agtuvi Ky, Tampere

NET SALES 2014

EUR 3.0 million

NUMBER OF PERSONNEL

Approximately 18 people

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Woollen balaclavas and overalls,
cotton balaclavas and hats.
250,000 units per year

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Finland.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Wool and cotton thread.
Austria, Italy, Germany.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

70%
Russia, Norway, Baltic states, Iceland.

OTHER

Production in Finland.
Using bio cotton since 2011.
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Joutsen makes high
quality products
from down
The world’s northernmost manufacturer of
down products will reach the age of 80 next
year. Joutsen Finland Oy began operating
in Helsinki in 1936 with the name Suomen
Höyhen Oy. When it ran out of space in its
original premises in 1954, the company moved
to Riihimäki, a small town in Southern Finland,
where there is plentiful clean water available
and transport connections are good. And the
growth continues: a new production plant for
bedding was opened in spring 2015.
The company’s managing director, Eero
Kotkasaari, explains how corporate responsibility is part of the Joutsen brand:
“It is our vision to make good products that
we are proud of in a company with a great team
spirit. Our production process and operating
methods have been fine-tuned to produce
high quality products. We are not able to make
low quality products, even though we are
sometimes asked to do so.”
According to Kotkasaari, quality is made
up of many elements: good raw materials,
personnel with strong professional skills,
modern and efficient technology and the
company ethics. Everything that Joutsen does
is based on honesty and an approach that can
be characterised as “taking care of the team.”
Responsible purchasing of raw materials ensure
that the quality pledges are implemented on
a product level. For Joutsen, a decisive factor
is how the company takes animal rights into
account and ensures that they are respected
throughout its production chain.
32

The down used in the Joutsen products
is a by-product of meat production, as the
company does not use feathers or down
acquired from live birds. Down is purchased
directly, mostly from Spanish and French
meat processors, who buy the birds from
local farms.
“We do not buy from anybody we do not
know. We visit the meat processors in person
when we make deals with them. We have also
visited the farms where the birds are bred.”

Joutsen products are
made for the long term.
Feathers are purchased on the basis of
samples. According to Eero Kotkasaari, it is
immediately apparent – just by looking at the
feathers – how the bird has been fed and what
state of health it has been in.
“The top quality down that we use can only
be obtained from well-kept birds. The origin of
the feathers that we buy can be traced ‘almost
to the bird’ on the basis of batch numbers.”
Although the feathers are supplied to
Joutsen pre-washed, they are washed one
more time at the factory. This two-stage
treatment makes the process one third more
expensive than that of competitors but ensures
that the down is clean. To certify this, Joutsen
has the right to use the symbol granted by
the Finnish Allergy and Asthma Federation.

The fabric that is used in Joutsen’s down
coats and covers is purchased from well-known
manufacturers who specialise in high quality.
If necessary, the company commissions
some sewing work from subcontractors but
the products are primarily made in-house at
Joutsen’s factories in Riihimäki, Finland and in
Märjamaa, Estonia. The Joutsen team visits all
of the factories that carry out subcontracted
sewing work to inspect, for instance, working
conditions before any work is ordered. The
products are made for the long term, and the
company also takes care of them after they
are sold – for a small fee it repairs all Joutsen
products, regardless of their age.
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Coats with fur elements make up a small
proportion of the product range, and all of
the fur elements are purchased in Finland.
The intention is to replace genuine furs with
alternative materials and solutions in the future.
Eero Kotkasaari predicts that responsibility
and ethical values will have a growing importance
to the largest customer demographic for
Joutsen’s products – younger women. Joutsen
is responding to its customers’ expectations
“by continuing on the same path that we have
followed until now”:
“We are a small, honest company.
Concentrating on business and doing things
in the right way will carry us a long way.”

COMPANY NAME AND DOMICILE

Joutsen Finland Oy, Helsinki

NET SALES 2014

EUR 10 million

NUMBER OF PERSONNEL

120

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Down clothing, down bedding.
100,000 units per year

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Finland, Estonia and subcontracting
when required.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Feather raw material, fabric.
Feather raw material: EU.
Fabric: EU, South Korea, Japan, Taiwan.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

OTHER

60%
Japan, South Korea, Russia, Sweden
and Germany.
Allergy symbol granted by the Finnish
Allergy and Asthma Federation.
Right to use the Nomite and Downafresh
brands. Öko-Tex for bedding.
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Reima keeps
children safe
and active
The leading producer of children’s clothing
in the Nordic countries, Reima Oy, has manufactured clothing, outfits and shoes for children
for more than 70 years. Children’s wellbeing,
comfort and safety are Reima’s primary manufacturing and product development values.
It is at least as important that the production
process has the minimum possible impact on
the environment.
Children must find the clothes comfortable.
The clothes also need to be safe and protect
children from dirt, water and cold. The clothes
also help to keep children healthy when they
play outdoors. Finland’s northern location,
coupled with the fact that playing outdoors is
an everyday activity in the day-care system,
offer Reima a head-start in developing
products that are intended for challenging
weather conditions. The fruits of Reima’s labour
are now being actively exported along with the
Nordic outdoor culture.
Mechanical safety is regulated by a safety
standard for children’s clothing. For example,
products must not have freely hanging cords
or any detachable parts that could fit into a
child’s throat. Chemical safety is regulated
by the European Council’s REACH regulation
and the Finnish government’s regulation on
maximum levels of formaldehyde. Regarding
the materials used in Reima’s products, some
of the requirements for material suppliers are
stricter than the aforementioned regulations in
some respects, corresponding to the level set
by the Öko-Tex standard for baby clothes.
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Clothes are durable consumer goods, which
is why they can have a major environmental
impact when they are in use. However, the need
to wash and care for clothes can be reduced by
intelligent design and selection of materials and
finishings. This also reduces the environmental
impact of caring for clothes. Reima’s products
can be cleaned at low temperatures and they
dry quickly, also without machine drying.
Thanks to their dirt-resistant finishings they
require less washing. Fluorocarbon finishings

Reima’s clothes are
manufactured from
nominated fabrics only.
are in general use and have proven to be
effective but they are problematic from an
environmental perspective. For this reason,
Reima has begun using more ecological
alternatives. In 2016, it will switch to finishings
that are entirely free of fluorocarbons.
The environmental safety of the products
is also boosted by digital printing, which
eliminates dye wastage and does not use
water. Reima strives to increasingly use digital
printing. The company has also begun studying
opportunities for dyeing synthetic fibres. Some
colours are used from one season to the next,
so they could easily be included in the fibre at
the spinning stage, and it might not even be

necessary to use wet processes that consume
energy and water.
Cotton has been replaced by wood-based
lyocell for environmental reasons. Processing
lyocell consumes significantly less water than
processing cotton, and lyocell’s fibres are
longer and of higher quality. It is biodegradable
and the manufacturing process is almost
one hundred per cent closed. Reima uses
Tencel® fibre, a form of lyocell that is made by
Lenzing in Austria from fast-growing, managed
eucalyptus stocks. Lenzing acquires its wood
from FSC- and PEFC-certified forests.
Reima nominates all of its fabric manufacturers itself, which means that Reima’s
clothes are only manufactured from fabrics that
are made in factories approved by the company.
Currently, several of the fabrics that are used
in Reima products have Öko-Tex certification.
Reima is familiar with all of its material suppliers,
fabric manufacturers and sewing factories,
and the company’s representatives pay regular
visits to the production plants. In addition
to auditing as part of the Business Social
Compliance Initiative (BSCI), the company’s
purchasing unit carries out its own audits.
These also cover environmental matters at
the factories. Among other things, contract
manufacturers must provide evidence of
environmental reports that they have submitted
to the environmental authorities in their own
countries as required by law. Evidence is also
required of how wastewater is cleaned or,
alternatively, the company must have a permit
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to discharge wastewater into the water network. There must be appropriate premises and
permits for storing chemicals and evidence of
such permits is demanded.
If it becomes evident that something is not
as agreed, Reima immediately addresses the
issue and attempts to work with the contract
manufacturer to identify a solution.
“If the issue has not been resolved by
the time the next audit takes place and the
contract manufacturer is not willing to resolve
it despite our help and advice, we will have to
look for a new contract manufacturer. So far, we
have not yet found ourselves in this position –
all of our partners have been keen to make the
changes and improvements that are required
to continue working with us,” says Juha Alitalo,
Reima’s COO.
Product lifecycles are extended by supporting, advising and guiding people on the
correct ways to use and care for products.
Reima also offers consumers easy-to-use
patch material and new foot loops to replace
broken ones. The company also aims to study
opportunities for using recycled material,
taking into account the requirements related
to durability and functionality.
“The ideas that form the basis for all product
design are child safety and ensuring that
products remain of a high quality for a long
time. This enables them to be passed on to
new users and hopefully to become new Reima
products at some stage,” says product director
Sari Perttunen.

COMPANY NAME AND DOMICILE

Reima Oy, Vantaa

NET SALES 2014

EUR 75.4 million

NUMBER OF PERSONNEL

217

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Children’s clothes, outfits and shoes.
5 million units per year

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

China, Korea, Vietnam, Indonesia,
Sri Lanka, Bangladesh.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Polyamide, polyester, polyurethane, wool,
acrylic, cotton, lyocell, elastane.
China, Korea, Germany, Taiwan, Vietnam,
Sri Lanka.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

OTHER

75%
Russia, Norway, Denmark, Sweden, Switzerland,
Germany, Poland, the Czech Republic, China.
BSCI member since 2010. Organic cotton
used in some products. The majority of fabric
is Öko-Tex-certified (class 1 or 2). Products
from the winter collections for 2014 and
2015 include bluesign® approved materials.
The company has been granted the Design
from Finland mark.
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Customers
boost Suominen’s
sustainability work
Suominen Corporation was floated on the
stock exchange in 2001 but its operations
in Finland date back to 1898, when it started
operations in Nakkila in Western Finland. Today,
Suominen is an international manufacturer of
nonwovens for wipes as well as for medical and
hygiene products. It is the global market leader
in nonwovens for wipes. The company has
approximately 600 employees in Finland, Italy,
Spain, Brazil and the United States.
At the end of 2014, Suominen defined its
first sustainability strategy. The strategy is
based on Suominen’s purpose – continuous
development of products and operations,
as well as ultimately making people’s
lives easier and promoting wellbeing. The
strategic focus areas are achieving product
leadership, operating sustainably throughout
the organisation and fostering responsibility
throughout the value chain.
“Our customers are our partners in imple
menting the strategy. We have built up a
customer base with which we share values
and views. In fact, viewpoints need to match
up throughout the entire value chain, all the
way from raw material purchasing,” says
Margareta Huldén, vice president, research &
development.
Suominen is the ninth largest manufacturer
of nonwovens in the world. However, its
customers are even bigger, as are many of the
suppliers of raw materials. The requirements of
customers – particularly brand customers – are
a major stimulation of sustainability work.
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All of Suominen’s customer segments have
high requirements for product safety, and
typically it is not possible to change any raw
material components without the customer’s
approval:
“The majority of our customers not only go
through our environmental measures and social
responsibility matters but also those of our raw
material suppliers,” notes Margareta Huldén.
Customers who are interested in sustainability matters either audit Suominen’s
operations or regularly monitor trends in
specific para-meters such as energy use.

Product development
is driven by the aim
to make raw material
usage more effective.
The simplest way to develop products and
reduce the harm of manufacturing disposable
products is to improve the efficiency of raw
material use i.e. getting the same or even better
benefits at use while using less raw materials.
“This objective has already been steering
our product development activities for a long
time. In 2015, we additionally began a separate
project to develop the sustainability of our
product range. We are also especially investing
in improving water and energy efficiency.”

Companies that manufacture hygiene
products, such as diapers and sanitary
napkins, are particularly interested in matters
related to product safety and environmental
responsibility. They want to ensure that their
products do not include any risks related to
health, operations or the environment. Or
reputation,” says Margareta Huldén.
“Our customers want to be sure that
consumers receive something that is definitely
safe. If a consumer product, such as a baby
diapers, contained anything that was not
supposed to be there, such as bacterial growth
or small fragments of glass, it would damage the
company’s most valuable asset: the brand. For
this reason, companies often want to surpass
the norms or the levels required by regulations.
In some cases, the brand promise may demand
that the process by which nonwovens are further
refined does not involve a specific chemical.”
Suominen’s product development has
shaped itself into ever closer cooperation
with customers. At the same time, product
development processes have become faster
and more efficient. Suominen also strives to
get ever closer to end users so as to identify
the needs and problems of consumers. The
company launched a programme in 2013
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known as We Love Wipes with the aim of
engaging in dialogue with the consumers. It
currently has approximately 20,000 followers,
mostly on Facebook and Twitter.
“The We Love Wipes programme has
enabled us to receive information from
consumers about the types of products they
would like to have and the features they expect
to see. We are able to tell them directly about
products that are available on various markets,
product usage, purposes and benefits. We can
also send them products for testing. The pool
of 20,000 people is gradually transforming into
a number of product development consumer
panels,” says Anu Heinonen, vice president,
corporate communications & IR.
Suominen strives to ensure that the
environmental impact that arises when its
end products are used is as small as possible
by informing consumers about matters such
as how its products can be appropriately
disposed of – in other words, which products
can be flushed down the toilet and which
cannot. In the future, Suominen will strive to
manufacture an ever greater proportion of
its products from renewable raw materials.
This will ensure that the end products can be
disposed of by composting.

COMPANY NAME AND DOMICILE

Suominen Corporation, parent company’s
domicile in Helsinki, operations in Finland, Italy,
Spain, Brazil and the United States.

NET SALES 2014

EUR 401.8 million

NUMBER OF PERSONNEL

Approximately 600

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Finland, Italy, Spain, Brazil and the United States.
Additionally, trading agreements with three
European factories (one in Sweden, two in
France.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Viscose, cellulose, polypropylene and polyester.
From international markets.

EXPORTS
PROPORTION OF PRODUCTION
MAIN MARKET AREAS

Less than one per cent of net sales
come from Finnish customers.
Europe, North America.
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Shared responsibility
within the supply chain

Presence in China
enhances L-Fashion
Group’s corporate
responsibility work
L-Fashion Group is a family company from
Lahti, Finland, that is over 100 years old. Its
well-known brands include Luhta, Rukka,
Icepeak, Torstai and Ril’s. The most important
export countries are Germany, Russia, Sweden,
the Netherlands and France.
Corporate responsibility is one of the five
values that guide L-Fashion Group’s operations. The other four are creativity, honesty,
customer orientation and international professionalism. In addition to selling products on
international markets, production has been
international for some time: the company has
operated in China since the 1960s and 97%
of the products sold by the company are
currently manufactured there.
According to Vesa Luhtanen, CEO of
L-Fashion Group, corporate responsibility is
part of normal business:
“Our large international partners require
corporate responsibility matters to be in good
order. If they are not, it is impossible to make
a deal. Our customers trust in our ability to
operate responsibly and produce our products
at high quality and according to the agreed
schedule.
L-Fashion believes in long-term partnerships: the longest partnerships that are
currently active started at the beginning of
the 1990s. L-Fashion Group also has two own
companies in China that have quality managers
who are actively involved in monitoring the
production and conditions of production
at sub-contractors’ factories. According to
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L-Fashion Group, concentrating production
in one main area promotes responsible
cooperation when a significant amount of
time and other resources can be invested
in monitoring. The company has a total of
approximately 180 subcontractors.
“Since 2013, we have been a member of
BSCI, which is promoting responsibility in
international supply chains. In addition to
BSCI’s principles and guidelines, all of our
partners must sign L-Fashion Group’s
Code of Conduct,” says Vesa Luhtanen.

If corporate responsibility
matters are not in
order, making a deal
is impossible.
The Code of Conduct requires contractual
partners to comply with local legislation and
official regulations and to commit to L-Fashion
Group’s ethical guidelines. The partner must
guarantee safe and healthy working conditions
and ensure that workers are employed based
on their own free will, are paid a sufficient wage
and have the right to convene and organise
themselves into union-like movements. The
use of child labour is forbidden, as are all forms
of discrimination. The factories’ employees
must be paid the minimum wage as specified
in local legislation.

Vesa Luhtanen admits that maintaining
the company’s own monitoring system brings
additional costs. However, there are two
grounds for the practice:
“We have invested in this for decades. As
a local company, we actively work to safeguard
our own perspectives and we systematically
work to ensure that the same operating
principles are carried out throughout the
entire operating process.”
If any problems arise in the operations of
our partners, L-Fashion Group’s first reaction
is not to break off the business relationship.
Instead, the company’s experts strive to
educate and guide partners more intensively
than before. If there is no change in operations
and attitudes, the contractual relationship is
terminated.
Problems have been identified in working
conditions. These have included insufficient
spotlighting, working positions that are not
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Centralising manufacturing
in one main area promotes
responsible cooperation.
ergonomic and problems with safety in cutting
plants. L-Fashion Group has provided its
suppliers with training on improving working
conditions and guidance on using spotlights,
adjusting the height of desks and in using
secondary surfaces. Protective gloves have
been demanded for employees in cutting work,
along with systematic maintenance of cutters.
These improvements promote employee
wellbeing and safety and, ultimately, quality.
The quality control department’s systematic
inspection processes guide work and
production conditions and ensure that
a good level is upheld.

COMPANY NAME AND DOMICILE

L-Fashion Group, Lahti

NET SALES 2014

EUR 246 million

NUMBER OF PERSONNEL

1555

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Clothes for women, men and children.
Over 10,000,000 units per year

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

China.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Primarily blended synthetic materials.
China, South Korea, Japan.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

56%
Central Europe, Russia and Eastern Europe.

OTHER

BSCI MEMBER.
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Finlayson pledges
supply chain
transparency
Finlayson, Finland’s oldest textile company still
in operation, was established in Tampere in
1820. Nowadays, the company’s main products
are bedding, bathroom textiles, textiles for
the kitchen and table settings, all of which are
primarily manufactured in Turkey, Belgium and
Latvia. The products are designed in Finland,
and the company’s senior management also
works there.
A corporate responsibility mindset permeates Finlayson’s entire production chain.
The chain must not include anything that could
jeopardise the company’s reputation. However,
protecting the company’s reputation is not the
primary motivator for corporate responsibility
work:
“Above all, the purpose is to operate in a
way that enables us to be honest and open
in matters related to our responsibilities. It
is a question of the company’s values and
the starting point of our operations, a set of
codes that the company has spent decades
constructing,” says Jukka Kurttila, CEO of
Finlayson.
At the turn of the last decade, when Finlayson
began seeking foreign partners, the objective
was to find companies that share Finlayson’s
ways of working. Partners who could manufacture bedding were sought in Turkey and
they were expected to manage the entire
production process – or at least the majority
of the process – themselves. A company that
wove its own fabrics was found. For some
products, the company even began from
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producing the thread. This is not to be taken
for granted as the production chain in the
textile industry is very often “fragmented all
over the world”.
The survey process is important, says
Jarmo Lehmusvainio, Finlayson’s purchasing
manager:
“During the process, we discover the
company’s attitude to openness and
transparency. Is there a desire and ability
to talk about all of the things that we wish
to know about?”

Finlayson aims at
long-term partnerships
characterised by trust
and joint development.
Finlayson’s products have high quality
requirements. In Jarmo Lehmusvainio’s
opinion, quality and responsibility are closely
connected:
“In addition to weaving, dyeing and printing
fabrics, selecting the correct raw materials
requires strong expertise from our partners.
Accumulating expertise requires long-term
operations and professional employees.
Professionalism has its price. Certain basics
must therefore be in order, purely for the
sake of the quality level.”

Finlayson asks its partners, and those
who would like to become its partners, about
matters such as their use of chemicals, quality
and safety assurance systems and whether
they fulfil the ILO’s labour standards.
“If the company does not comply with the
ILO’s basic principles or the requirements set
by REACH, the contract negotiations end there.
However, it is not an absolute requirement to
have certification on environmental management if the company is able to demonstrate
that it is environmentally responsible,” explains
Jarmo Lehmusvainio.
The majority of bathroom textiles have
long been manufactured by the same Belgian
company. Finlayson aims to have longterm partnerships whereby collaboration is
described by trust and joint development.
Finlayson’s representatives pay regular visits
to the factories of contractual partners.
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The majority of the cotton that is used in
Turkey to manufacture bedding and bathroom
textiles originates from Turkey, although
some batches are occasionally imported from
the United States. The raw materials for the
bathroom textiles that are manufactured in
Belgium originate from European spinners.
The finished goods originating from countries
such as Pakistan, Egypt and India are only
produced by BSCI audited factories.
Finlayson strives to increase the transparency of its production, for example, with
regard to the origin of cotton:
“We are the market leader. I feel that this
gives us an obligation to promote the matter.
Naturally the entire chain should be completely
transparent and also opened up to consumers
via communication channels,” ponders Jukka
Kurttila.

COMPANY NAME AND DOMICILE

Finlayson Oy, Helsinki

NET SALES 2014

EUR 18.9 million

NUMBER OF PERSONNEL

87

PRODUCTION
MAIN PRODUCTS
PRODUCTION VOLUMES

Bedding, bathroom textiles, table setting
and interior design products and fabrics.
Bedding textiles 677,000 units per year.
Bathroom textiles 660,000 units per year.
Table setting and interior design products
513,000 units per year.
Fabrics 44,000 metres per year.

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Primarily Turkey, Latvia and Belgium.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Cotton.
Mainly Turkey, Burkina Faso and Cameroon
(Western Africa), as well as Tajikistan and
Kazakhstan (Central Asia).

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES
OTHER

6.5% (of net sales).
The Baltic countries and Russia.
Our bathroom textiles include both
fair trade and cradle to cradle products.
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Reusing
textiles

Pure Waste Textiles
brings value to waste

Pure Waste Textiles is a start-up headquartered
in Kamppi, in central Helsinki. The company’s
nerve centre – or maybe the brain centre – is
not exactly spacious but there is enough room
for developing world-conquering visions along
with strategies that could make them a reality.
Pure Waste Textiles manufactures new
clothes from the cutting waste created in the
production of textiles such as T-shirts, hoodies
and sweaters. In 2014 – the first year of the
company’s operations – the company gave
new life to approximately 100 tons of waste
by turning it into jeans, T-shirts, hoodies and
more. In the future, Pure Waste intends to focus
on developing new recycled varieties and
manufacturing clothes on its own recycling and
production lines, which are under development
in India.
Instead of considering waste as a permanent
state or the end of the product’s lifecycle, Pure
Waste Textiles sees rubbish as an intermediate
stage. The company’s mission is to manufacture basic, durable, high quality products for
consumers under its own brand. To increase its
production volumes, thereby also growing the
amount of reused raw materials, the company
also manufactures fabrics for other brands. It
foresees strong growth in this business.
Until now, the company has bought
production services from various providers:
one supplier opens the fibres, another spins
them, while a third provider weaves them into
fabrics. However, this situation is changing:
the company is building its own production
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plant in Coimbatore, in the Indian state of Tamil
Nadu. Pure Waste’s Indian shareholder and
partner is building a sewing facility next door.
In the future, the entire production process will
be in Pure Waste’s own hands, as the sewing
facility will also be integrated into the same
manufacturing system.
“The aim is for the entire process to take
place among the same ‘group of friends.’
Opening up waste fabrics into fibres and
spinning them into new threads are the most
important phases in the process. They have

It is worthwhile for us
to do everything as
transparently as possible
from the very start.
a decisive influence on the types of fabrics
that we can create by combining different
waste raw materials,” says Jukka Pesola, one
of the owners of Pure Waste Textiles.
He describes the company’s operations
up to now as “project-like.” Having its own
production lines will support the company’s
transition to a process model. The company
wants to bring operational management and
control into its own hands to enable ideas and
processes to be developed in the manner
that the company desires.

When the entire chain is in the same
physical area, operations are also more
transparent, which is also one of Pure Waste’s
most important objectives. According to Jukka
Pesola, it would be very difficult to monitor
operating methods if the various production
phases were purchased from several different
subcontractors. In practice, it would require
a local presence. Instead of applying for a
multitude of certifications – one for recycling,
another for ethical operating methods and a
third one for its environmental system – Pure
Waste has decided to invest in openness:
“In our opinion, it is worthwhile for us to
make everything that we do as transparent
as possible from the very start. We show and
tell the world what we do and how we do it,”
Pesola states.
Ecological sustainability is the starting point
of Pure Waste’s business idea and, according
to Pesola, it is also an undeniable competitive
advantage. That is why the company has active
and diverse communications on the subject:
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“We have calculated the Higg index for
the T-shirts and college sweaters that we
manufacture. The Higg index was developed
by the Sustainable Apparel Coalition to
measure the ecological and environmental
impact of products over their entire lifecycles.
The figures are very interesting from our
perspective. We will also consider using
environmental, carbon and water footprint
symbols, providing the systems become a bit
more harmonised,” says Jukka Pesola.
The company is also interested in making
use of textile waste collected from consumers
when recycling technologies become
more advanced. Pure Waste considers
the opportunities opened up by chemical
fiberisation to be very interesting. Jukka
Pesola believes that very interesting things will
happen in the textile industry in the next ten
years. Pure Waste Textiles intends to be deeply
involved: the company’s vision is to become
one of the world’s 100 leading brands within
ten years.

COMPANY NAME AND DOMICILE

Pure Waste Textiles, Helsinki

NET SALES 2014

EUR 130,000

NUMBER OF PERSONNEL

7

PRODUCTION
MAIN PRODUCTS

100% recycled clothes, fabrics and threads.
One hundred tons of textile waste recycled.

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

India, China, Estonia, Finland.

RAW MATERIALS AND
COUNTRIES OF PURCHASE

Cotton textile waste.
India, China.

EXPORTS
PROPORTION OF PRODUCTION
MAIN EXPORT COUNTRIES

10%
DENMARK, GERMANY, ITALY.
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Environmentally sound
practices are at the
core of Dafecor’s
business
In the Janakkala industrial zone in Southern
Finland, there is a manufacturing site located
in a former transport terminal. Despite the
rather austere appearance, the place is home
to a cutting-edge business. Dafecor uses
surplus material from the textile industry
to manufacture new products for industrial
maintenance and for preventing environmental
damage. The business is on the cutting edge
because a regulation is due to come into force
at the beginning of 2016 that will prohibit textile
waste from being sent to landfill. However,
Dafecor does not promise – at least, not alone –
to solve Finland’s textile recycling challenges:
“Every year we use only a fraction of the
textile waste that is produced in Finland. A
wide variety of use cases will be required for
the waste material,” says Risto Saha, Dafecor’s
managing director.
Dafecor’s main products are intended for
correcting the damage caused by leakages
when hazardous substances are treated.
Typical end-users are companies in the metal
and paper industries, as well as companies
that specialise in processing hazardous waste.
Dafecor’s products are also sold as restoration
and upholstery products for renovating old
furniture and as seedbeds for gardens. Dafecor
does not have its own marketing organisation;
instead it sells its products to agents, who are
typically large wholesalers.
Risto Saha established Dafecor over
20 years ago by acquiring the machinery,
customer register and inventory of Rejtex Oy,
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which had gone bankrupt. Rejtex was owned
by Uuden Kasvun Yhdistys (New Growth
Association), a non-profit organisation that
ran around 20 flea markets in various parts of
Finland. However, the association was unable
to make a profit out of textile recycling.
“I was not involved in the activities of Rejtex
or the association. However, some of the
product ideas originated from those organisations, although we have refined them and
developed new ones,” explains Risto Saha.

Every kilogram of raw
material has already been
made, which saves on
natural resources.
When Dafecor was established, environmental friendliness was a more prominent
competitive factor than it is today. At that time,
several companies were building their first
environmental systems, and environmentally
friendly textiles for treating oil and chemical
spills were well suited to customers’ brands and
profiles. As environmental systems and other
environmental work are now part of everyday
work in industrial companies, they no longer
make companies stand out.
Dafecor’s competitors manufacture
absorbent products based on artificial fibres.

No other companies in Finland manufacture
equivalent products from recycled material.
The product’s functionality in use is not
dependent on whether it was manufactured
from textile waste or virgin fibres.
Up to now, Dafecor has been able to
compete thanks to its low prices and longterm customer relationships. Environmental
friendliness represents added value, says
Risto Saha:
“First and foremost, the product must be
functional for its intended purpose. In other
words, it must be technically appropriate. The
supplier must also be reliable and credible. Only
then can we count added value such as the fact
that our products have a smaller environmental
impact than competing products. With us,
environmental added value is automatically
included in the product; we do not need a
separate environmental policy.”
Every kilogram of raw material that is used
in Dafecor’s products has already been made,
which saves on natural resources. Nothing is
added to the product during the production
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process. Instead, the desired characteristics
are selected from the available raw materials
by combining them. New product development
usually begins with an assignment from a
customer:
“A customer may contact us, tell us their
problem and ask whether we can solve it.
We begin looking for suitable materials, try
different combinations and manufacture demo
products. Very often, we can find a solution.”
According to Saha, working for Dafecor is
not rocket science. It is more a question of
everyday problem-solving ability, for which
basic curiosity and normal performance
are sufficient. Of course, twenty years of
experience is a big help.
Dafecor also has its own product
development activities, although they are
rather minor in scope. The aim is to increase
the refinement of recycled products by
manufacturing products for the art and craft
industries using recycled materials. The Green
Craft trademark has been registered for this
product group.

COMPANY NAME AND DOMICILE

Dafecor Oy, Janakkala

NET SALES 2014

EUR 750,000

NUMBER OF PERSONNEL

8

PRODUCTION
MAIN PRODUCTS

Industrial environmental products,
garden seedbeds, upholstery products,
acoustic products for construction.

COUNTRIES IN WHICH PRODUCTS
ARE MANUFACTURED

Finland.

RAW MATERIALS

Industrial production scrap and
household textile waste.

EXPORTS
PROPORTION OF PRODUCTION

1%
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Taking responsibility.
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Showcasing sustainability

