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The fashion industry is widely recognised as one of the world’s most harmful1 : from pollution, to animal welfare and poor
working conditions.

LUXTRA’s purpose is to lead the way in sustainable fashion; to inspire the industry and consumers alike.

Fashion enables humans to satisfy a primal urge for self-expression. For millennia we have adorned ourselves with trinkets,
garments and accessories. For some, it’s to fit in, for others, it’s to stand out.

At LUXTRA, we derive a huge amount of pleasure from this tradition of adornment. We are the first to admit that we love
beautiful things! At the same time however, we are keenly conscious of the human, environmental, and animal impact
produced in the manufacture of these products. Every single day we get to work to bring beauty and sustainability closer
together.

Our vision is a world where we enjoy beautiful objects that are produced in ways that have positive impact on
animals, people and planet.

It’s a big ask, and it will require a complete overhaul of current methods of production and consumption. LUXTRA’s aim is to
spark this process, to demonstrate and inspire consumers and businesses alike, that yes, there is a better way of doing
things.

21 Bocken et al., 2014; Cocquyt et al., 2020; Ertekin & Atik, 2020; Jedrzejczak, 2020; Piscicelli et al., 2018; Vătămănescu et al., 2021. See reference list on page 31.
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Impact areas



Looking at our impact April 2021 – April 2022 

LUXTRA is a micro-business. For our reporting period of April 1 2021 – March 31 2022, we decided to select and focus our
goals on a small number of impact areas. This approach enables us to make the biggest impact with our limited resources.

These goals were the following:

1) Doing business with more female-, and minority-owned businesses.

2) Reducing (and aiming to eliminate) plastic packaging in our supply chain.

3) Developing an “End of Life” programme for our products.

4) Increasing the amount we donated.

5) Learning more about the upper tiers of our supply chain.

6) Shifting our materials towards more eco-friendly options.

We note that our goals this reporting period did not touch on the spheres of “Governance” nor “Customers”.
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Impact area:



Fashion supply chain tiers
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Please take note of the below image, which will be an important reference point for the content in the subsequent sections.
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Goal 1: Choosing women- & minority-owned suppliers

April 1 2020 – March 31 2021

Female-, and minority-owned businesses accounted for 14.4% of LUXTRA’s spending amongst its top 20 suppliers.

April 1 2021 – March 31 2022

Female-, and minority-owned businesses accounted for 30.4% of LUXTRA’s spending amongst its top 20 suppliers.
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Goal 1: Choosing women- & minority-owned suppliers
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NEXT STEPS: April 2022 – March 2023

- PASSIVE: Whenever LUXTRA requires a new supplier, investigate if a female / minority owned company is available.

DUE DATE: ONGOING

- PROACTIVE: Examine current suppliers and investigate whether there is a female / minority owned substitute. Assess

switching costs and if costs are within 20% of current prices, switch.

DUE DATE: SEPTEMBER 2022

GOAL: By March 31, 2023, 35% of LUXTRA’s top 20 suppliers will be female- or minority-owned.



Goal 2: Reducing plastic packaging
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LUXTRA’s goal was to reduce (and aim to eliminate) plastic packaging in our supply chain. We have achieved this to a large

extent with regard to Tier 0 and Tier 1 in our supply chain.

Tier 0: Between LUXTRA and the final customer

We are pleased to confirm that LUXTRA uses 100% recycled and recyclable packaging when shipping orders to our

customers. In April 2022 we implemented an option for customers to ship their orders with “RePack”, which is a new type of

reusable, circular packaging option.

Tier 1: Between the manufacturer and LUXTRA

Except for mistakes, LUXTRA orders are shipped from Italy to the United Kingdom free from additional plastic. Products are

wrapped in tissue paper (”second hand” whenever available). We are unable, however, to comment at this stage of the use

of plastic by the manufacturers during their internal handling of LUXTRA products. This is a task for future research.

Continued …



Goal 2: Reducing plastic packaging
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Tier 2: Material producers

We have not yet discussed reducing plastic packaging with our Tier 2 suppliers. This will be a goal for future years.

Tier 3:

Despite enquiries to our Tier 2 producers (specifically our metal and zip suppliers) we have been unable to obtain

information about our Tier 3 producers. This will be a goal for future years.

Tier 4: Raw material producers

We have so been unable to obtain information about our Tier 4 producers. This will be a goal for future years.



Goal 2: Reducing plastic packaging
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NEXT STEPS: April 2022 – March 2023

- Determine if there is a way to use RePack packaging for larger, bulkier items (e.g. tote bags).

DUE DATE: JULY 2022

- Investigate RePack “Extra Small” packaging options, for small items (card holders etc).

DUE DATE: 31 DECEMBER 2022

- Discuss use of plastic packaging with:

- Cristian SRL (Tier 1): ask about their internal / general use of plastic policy. Request them to rethink, if none.

- Civico 30 (Tier 1): ask about their internal / general use of plastic policy. Request them to rethink, if none.

- Raccagni SRL (Tier 2): ask about their internal / general use of plastic policy. Request them to rethink, if none.

- Mabel SRL (Tier 2): ask about their internal / general use of plastic policy. Request them to rethink, if none.

- Ananas Anam (Tier 2): ask about their internal / general use of plastic policy. Request them to rethink, if none.

DUE DATE: JULY 2022

GOAL: By March 31, 2023, eliminate plastic in Tier 2 suppliers and achieve 30% increase in uptake of RePack



Goal 3: Product “End Of Life” programme
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LUXTRA’s goal was to create an End Of Life programme for our products. Unfortunately we have not achieved this goal to

the extent that we would like, that is: we do not have a formal policy in place internally, nor vis-à-vis our customers. We

have, however, taken baby steps in the right direction. Here is what we have done in the past 12 months towards the

abovementioned goal:

1. Founder Jessica Kruger undertook online courses to better understand the circular economy and circular product

design. These courses were:

• Circular economy: an iIntroduction. MOOC offered through EdX and TU Delft

• Circular product design assessment. Short course through TU Delft.

• Sustainable Packaging in a Circular Economy. MOOC offered through EdX and TU Delft

2. Raising the issue of “recyclability” with key supplier (Mabel SRL) and learning that they are working to develop a

recyclable version of their AppleSkin™ material within the next 2-3 years.

3. Sourcing alternative materials that are easier to reuse at the end of a product’s life. LUXTRA has recently

discovered a 96% recycled polyester felt-like material from Bigagli (Italy), which we will begin to use in products by

the end of 2022.

https://www.edx.org/course/circular-economy-an-introduction
https://online-learning.tudelft.nl/courses/circular-product-design-assessment/
https://www.edx.org/course/sustainable-packaging-in-a-circular-economy
https://www.bigagli.it/home


Goal 3: Product “End Of Life” programme
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NEXT STEPS: April 2022 – March 2023

- Develop and implement a formal End Of Life policy that will be:

- Communicated to customers at the time of purchase

- Mentioned on the product information page of each item

- Explained in depth on our website

DUE DATE: SEPTEMBER 2022

- 25% of all new SKUs to be made from materials that are 100% free from polyurethane and/or fossil fuel based materials.

DUE DATE: 31 DECEMBER 2022

- Continue to design with minimal hardware, stipulating in design briefs that minimal hardware is to be used, if not

avoided entirely. DUE DATE: ONGOING

- Ascertain sourcing policies with potential new zip supplier, Raccagni. DUE DATE: SEPTEMBER 2022

GOAL: By March 31, 2023, coherent and professional End Of Life programme to be implemented.



Goal 4: Measuring the impact of our donations
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April 1 2020 – March 31 2021

LUXTRA donated 2.9% of gross sales to charity partners. These donations were split between several charity partners

- Fighting injustice and systemic racism (Color of Change): 1.6 %

- Pandemic Solidarity Response Fund (WHO): 1.0 %

- Wildlife conservation (The Orangutan Project): 0.3 %

- Community empowerment in Africa (Ripple Africa): 0.04 %

April 1 2021 – March 31 2022

LUXTRA donated donated 2.4% of gross sales to charity partners. These donations were split between several charity

partners.

- Wildlife conservation (The Orangutan Project): 1.7 %

- Development of Women & Girls (The Circle NGO): 0.6 %

- Community empowerment in Africa (Ripple Africa): 0.1 %



Goal 4: The Orangutan Project

Regarding The Orangutan Project, we targeted SDG # 15: 

Protect, restore and promote sustainable use of terrestrial ecosystems, 

sustainably manage forests, combat desertification, and halt 

and reverse land degradation and halt biodiversity loss.

When speaking of how LUXTRA’s donation created impact, The Orangutan Project said:

“when combined with our other supporters, [LUXTRA] helped to secure 94 thousand acres of 

rainforest habitat, protected 1.6m acres of habitat and employed 139 wildlife 

protection ranges to patrol protected areas of habitat to safeguard 

from illegal activities such as logging and poaching.”

14



15



Goal 4: Ripple Africa

Regarding Ripple Africa, we targeted SDG # 7: 

Ensure access to affordable, reliable, sustainable and modern energy for all. 

LUXTRA has contributed to Ripple Africa’s installation of fuel-efficient cook-stoves in Malawi. The cookstoves (known locally

as “changu changu moto”) are safer, more fuel efficient and thus more sustainable means for communities to cook food.

We were impressed by Ripple’s approach:

Ripple Africa doesn’t just build the stove and walk away, but works with households 

to deliver the long-term education which will ensure the stoves will be used for life.

Further, the cookstoves also touch on SDGs 1, 3, 12, 13 and 15.

16
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Goal 4: The Circle NGO

Regarding The Circle NGO, we targeted SDG # 5: 

Achieve gender equality and empower all women and girls.

In supporting The Circle, Luxtra provided funds specifically related to women’s rights in the garment industry. Speaking of our

donation, The Circle said:

“Your support will make a huge difference to our work – both tackling structural change

in the garment industry, and through our grassroots project partners who are providing vital 

support in a variety of countries from Uganda, Pakistan, Sri Lanka and the UK.”

In sum, the work of The Circle touches on SDGs 5, 8 and 10.

18
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Goal 4: Measuring the impact of our donations
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NEXT STEPS: April 2022 – March 2023

- Identify 3 Sustainable Development Goals (SDGs) that will orient LUXTRA’s charitable partners in the next 3 years. i.e.

decide which causes we will support (to the exclusion of others), so as to make the most impact.

DUE DATE: SEPTEMBER 2022

- Continue to ensure that LUXTRA donates a minimum 2% of total revenues to charities.

DUE DATE: 31 MARCH 2023

- Identify 3 metrics upon which to measure the impact of our donations, and seek charitable partners (within the chosen 3

SDGs) that offer the most impact.

DUE DATE: DECEMBER 2022

GOAL: By March 31, 2023, put in place 3 impact measurement metrics in place and continue to donate a minimum of

2% of gross revenue to charity.



Goal 5: Research upper tiers of supply chain

21

In 2021-2022 we set out to learn more about the upper tiers of our supply chain.

We identified the largest supply chain risk as the hardware (metal components, zips) used in our products and chose to
focus on this input for the present reporting period. This is because metals, at their source, are mined. Mining is an industry
that causes a significant amount of environmental damage, and also there is a risk of poor working conditions and even
modern slavery within such supply chains.

LUXTRA began by asking our Tier 1 and 2 suppliers (our manufacturing partner, Cristian SRL and our hardware supplier CLIC
SRL) to provide the names of the companies from which they purchase the metal components used in LUXTRA products.

Two companies were identified:

Cristian SRL purchases metal components from Senatori SPA.

CLIC SRL purchases their raw materials from Italmetalli SRL, which is in turn owned by Gruppo Fiori

The following pages share screenshots of LUXTRA’s email exchanges with Senatori and Gruppo Fiori. Senatori was very
unhelpful, and would not share any information, whereas Gruppo Fiori offered written assurances that they took ethics and
codes of conduct withing their supply chain very seriously.



Email from Senatori
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Email from Gruppo Fiori
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Goal 5: Research upper tiers of supply chain
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NEXT STEPS: April 2022 – March 2023

- Discuss with Mabel SRL (apple leather supplier), asking for more information on their chemicals and other raw material

inputs.

DUE DATE: JULY 2022

- Speak to Raccagni (metal zips) asking about modern slavery and raw material sourcing.

DUE DATE: SEPTEMBER 2022

- Ask Civico 30 (Tier 1) from whom they purchase metal components and contact that company(s) to better understand

supply chain sourcing.

DUE DATE: SEPTEMBER 2022

- Identify a further 5 key raw materials suppliers and ask about the origin of their raw material inputs.

DUE DATE: SEPTEMBER 2022

GOAL: By March 31, 2023, identify Tier 3 suppliers for metal hardware, threads and outer materials and interview them

about material origin and codes of conduct.



Goal 6: Further shift to eco-friendly materials
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We at LUXTRA are highly conscious that we produce products that enter - and stay - in this world. As alluded to earlier
(regarding Goal 3 and the End of Life programme), LUXTRA has a responsibility to create products that have the least
possible impact on the planet, as well as ensuring the welfare of humans and animals during the manufacturing stage.

This past year we have examined many alternatives to our current material selection; materials that are superior in terms of
their environmental and End of Life credentials. Due to a large amount of inventory that we currently have, we have not yet
pursued these materials.

The materials we have identified are enumerated on the next page.



F L A V I A  A  M A D E UA
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Goal 6: Further shift to eco-friendly materials

MIRUM
Mirum® is leather-like material that contains no plastics.

LUXTRA intends to use MIRUM for trims and potentially for full products. It will replace the vegan leathers currently used by
the brand.

BANANATEX
Bananatex® is the world's first durable, technical fabric made purely from the naturally grown Abacá banana plants.

LUXTRA intends to introduce a casual line of woven products, made from Bananatex.

BIGAGLI
EuRElle PET is a felt-like material made from 96% recycled, post-consumer polyester.

LUXTRA intends to sample with the material, finding exciting, out-of-the box ideas that will blend with the company’s
minimal aesthetic.

FLAVIA AMADEU
Bye Plastic is made from hand-collected plastic waste and made by hand in Brazil.

LUXTRA intends to develop small accessories (wash bags, card wallets) from this innovative material
27



Goal 6: Further shift to eco-friendly materials
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NEXT STEPS: April 2022 – March 2023

- Secure latest information about prices and MOQs for Mirum, Bananatex & Bigagli.

DUE DATE: MAY 2022

- Develop overnight bag with Bananatex & Mirum.

DUE DATE: DECEMBER 2022

- Designs & Sampling with Bigagli.

DUE DATE: JULY 2022

GOAL: By March 31, 2023, 40% of LUXTRA collection to feature above 4 materials.



Conclusion
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This report has been written in the midst of extremely turbulent times: we are just emerging from a global pandemic, Russia
invaded Ukraine, there are severe supply chain disturbances for manufactured goods, household energy bills are exploding
and inflation (in the UK at least) has hit 6.2% - the highest level in three decade1.

Despite these troubling times, we see hope.

Sustainability has (finally) become a mainstream topic and consumers are open to “vegan” products as never before.

It’s an exciting time to be doing business.

At LUXTRA, we envisage a world where every product is made from cruelty-free, earth-sensitive materials, and we are
committed to treading an ever-more sustainable path in the manufacturing of our products.

Can’t wait to tell you all about our progress this time next year!

1 https://www.theguardian.com/business/2022/mar/23/uk-inflation-highest-level-in-three-decades

https://www.theguardian.com/business/2022/mar/23/uk-inflation-highest-level-in-three-decades
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