


The Seedling photoshoot took place on Machen 
mountain which sits between Caerphilly and 
Newport in South Wales, well known for its views 
of Brecon to the north and the Bristol Channel to 
the south. The mountain also has views to the local 
area and its coal mining history with slag heaps 
and post-industrial architecture that can be seen 
far into the distance running along the black coal 
vein into the valleys.

Below the steep final climb sits one of a series of 
large fly tipping sites on the mountain.
Morally bankrupt builders, decorators, gardeners 
and general bell ends that don’t want to pay a 
fee for using a council dump drive up the steep 
4-wheel drive path and simply drop their waste in 
the makeshift car park.

To the immediate south and above the grid like 
streets of the once mining town of Risca sits the 
completely bare hill side of Cwmcarn.

The Californian larch trees that were planted here 
many years ago to create props for the coal mines 
had developed larch disease and were all felled 
and sold to the Port Talbot steel works to fuel the 
furnaces. In summer 2018, arsonists set fire to the 
piles of dry larch logs that had been prepared for 
collection destroying the entire hillside including 
the new native saplings that were planted to 
replace the diseased larch.

The concept for the second MAKE range ‘Seedling’ 
comes from the fire activated seed found in the 
cones of Lodgepole Pine and Eucalyptus which 
have cones that are sealed with resin (unlike the 
larch). The cones can only open after fire has 
melted the resin coating which releases seeds into 
the scorched soil.

The cyclical metaphor of destruction and 
rejuvenation on both a local and global level has 
been particularly relevant during the Covid-19 
pandemic. In Wales, residents were firstly 
restricted to three then a five mile travel limit for 
over three months.

In order to escape the monotony of home and 
experience the outdoors within the restricted zone 
some less-visited local natural areas became focal 
points for exercise and reflection.
The awareness of abuse of these previously 
seldom accessed areas has begun to reach 
more people. Many needing an immersion in the 
outdoors, often find themselves confronted with 
an almost abstract level of destruction.

Issues more frequently associated with global 
challenges such as deforestation in South America 
and Asia, suddenly become a lot more real and 
localised.

This ‘fertilisation’ of consciousness joining the 
local to the global creating an extended notion of 

connectivity throughout all living things has been 
documented as one of the main attributes of the 
pandemic experience.

During this time, we have been reminded that 
cruel and ignorant acts of violence towards nature 
can create circumstances that rectify the balance 
by creating disease and disaster.

Covid-19, Sars, Swine Flu and Ebola virus’s all 
manifested from the systematic abuse of animals.
On a local level in the UK during the 1990’s Bovine 
Spongiform Encephalopathy (BSE – or mad cow 
disease) ultimately spread to humans and led 
to the destruction of 4.4 million cows and the 
eventual global spread of the disease.

BSE is caused by cattle feed that contains ground 
bovine brain and spinal tissue which creates 
mutated proteins in the nervous system of cattle 
creating a fatal neurological disorder. In short, 
offal products are taken from slaughtered cows, 
ground down and fed back to living cattle.

A system just as obviously dangerous and 
perverse as harvesting wild bats, stacking 
them with other species and then selling them 
on a bloody table in a clearly contaminated 
environment.

If you are still reading this then you are likely to be 
asking yourself what this has to do with a clothing 
and accessories brand from Wales.

The pause in manufacturing and commerce 
caused by Covid-19 has meant that an apparel 
industry built on the non-stop production and 
consumption rhetoric of Capitalism has an 
existential problem never seen before.

Propped up on a system that pursues consistent 
financial growth at all costs, global companies 
have wilfully ignored science and clear risk 
management in favour of immediate profit and 
shareholder returns.

The old fashion system now finds itself alone in 
a waiting room during an uncomfortable silence 
with the twin enemies of Capitalism -  stillness and 
self-reflection.

The choice? Either find new, real and meaningful 
solutions for survival or take the old short 
unprepared journey into a future where the only 
certainties are new pandemics, the perils of global 
warming and a continued abuse of power for 
profit.
In early 2020, the long-debated position of the 
fashion industry as the second biggest industrial 
polluter after commercial air travel was finally 
confirmed.

An independent report abhors the long standing 
practice of burying and incineration of products 

as ‘the environmental price of fast fashion’.

As factories and fabric mills slowly return from 
lockdown they now face the prospect of millions 
of yards of cancelled fabrics and products which 
many brands are refusing to pay for.

During the pandemic, a number of well-known 
retailers and brands with significant marketing 
budgets publicised their so-called interest in 
sustainable fashion. Yet, many
systematically refused to pay their factories 
leaving already poor garment workers in countries 
with no social welfare systems with nothing.
 
Also common place has been the process of 
simply laying off domestic staff without furlough 
options while maintaining and or increasing their 
head executives’ pay and benefits.

There is a clear paradox between the pandemic 
and the impending clothing industry crisis.
Governments were briefed in detail regarding the 
inevitable emergence and spread of a deadly virus 
and many western powers including the UK, either 
hid or ignored the evidence.

The clothing industry knew in fine detail that they 
were operating within one of the world’s most 
wasteful manufacturing sectors.

Apart from a tiny minority most brands and 
retailers simply employed meaningless marketing 
plans now referred to as green-wash while others, 
from high street retailers to couture brands, 
simply burnt their unsold products or surplus 
material.

The ethos of MAKE is simple. Search hard for 
the best available technical materials. Work with 
smaller quantities. When the chosen material is no 
longer available, move on to the new and freshly 
available excess which factories have earmarked 
for waste.

We are based in Wales and use a local platform 
to discuss issues that connect with global ethical 
movements in manufacturing and consumer 
culture.

All of our factories are independently 
owned, progressive businesses with the 
highest standards of social welfare and audit 
authentication.

It is our belief that the world is at an economical 
and environmental tipping point and we need to 
look beyond traditional means of manufacture 
and productivity for survival.

Sam Osborne, 
MAKE Founder
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