


Yes Friends exists to make ethical 
clothing affordable and transform 
the fashion industry.

We started with the £7.99 
Sustainable & Ethical T-shirt.

On 7th April, we opened a pre-order 
campaign, selling over 4,000 T-shirts 
in one month to launch Yes Friends. 
We were featured in The Guardian 
and The Independent, and backed 
by over 100 MPs and peers in a 
letter to fast fashion giants.

Here’s the story...



THE FASHION INDUSTRY IS broken

exists to make  ethical affordable and 
transform the fashion industry because... 

THE tide is turning ON CONSUMER 
DEMAND

BUT affordability IS THE BIGGEST 
BARRIER



It is no secret that the fashion industry 
has profited from cheap labour, terrible 
environmental practices, and excessive 
profit margins. Millions have been kept 
in poverty, while toxic pesticides and 
excessive waste have been destroying 
our planet.

“Top fashion CEO’s get paid in 4 
days what a Bangladeshi worker 
gets paid in a lifetime” 

- Oxfam

OF global greenhouse 
GAS EMISSIONS



2nd Highest

(More than the aviation and 
shipping industry combined) 

RATED PRODUCTS AT 
RISK OF MODERN SLAVERY

10% PRODUCE AROUND

OF global greenhouse 
GAS EMISSIONS

Clothes ARE THE



Sustainable & ethical consumerism is on 
the rise. Ethical spending has risen almost 
four-fold in the last 20 years. 

Meanwhile, the UK retail fashion industry 
is undergoing its biggest disruption in 
a generation, as established businesses 
like Arcadia struggled and collapsed 
throughout 2020.



67% 

55% 

£60.2

of UK consumers think all  fashion brands 
should address social & environmental issues

Total Apparel Market in the UK in 2020

BILLION

of UK consumers say that sustainable 
materials are important when buying clothes

(YouGov 2020 Report)

SOURCE: GWI Q1 - Q4 2020 | Statista, Just Style 2020



“SUSTAINABLE CLOTHING” 
Google Search Trends

2015 2016 202020182017 2019



Despite this trend, ethical fashion brands 
have failed to compete, catering for niche 
audiences at inaccessible prices. 

Even though consumers are more 
conscious, tight budgets mean that the 
majority can’t afford “ethical”. But industry 
change can only happen if consumer 
behaviour changes, not just consumer 
sentiment. 



£1,274 

30%

is the #1 barrier for sustainable & ethical brands

are willing to pay a premium on green products

ONLY

per year average
 household expenditure on clothing

(Deloitte Consumer Report 2020)

(ONS FY19)

AFfordability



£28 

£45 

£35 

£40 
ORGANIC BASICS

ISTO.

INDUSTRY OF ALL NATIONS

PAYNTER JACKET CO.

“I WOULD IF I COULD, but 
I CAN’T SO I DON’T”



Meanwhile, supply chains are emerging which 
allow for mass production alongside ethical & 
sustainable practices. 

For our T-shirt collection we partnered with a 
wind and solar powered factory in Southern 
India. Through a combination of manufacturing 
efficiency, a pioneering wage scheme and 
green energy, they are able to cost effectively 
manufacture thousands of sustainable & ethical 
garments every day.

Our partner supplier Continental Clothing is a 
high capacity manufacturer able to produce 
thousands of garments per day with a single 
order capacity of 250,000 units. 

We will look to diversify our supply chain with 
manufacturers that meet our ethical standards 
as we grow.



Customer feedback

Alongside pioneering supply chains, we use a direct-
to-consumer business model to provide customers 
with premium products for a fraction of the price.

Everlane (a US based fashion brand) pioneered this 
model in 2010 and have become hugely successful 
over the last 10 years.

We have followed a similar model, working with 
2-3x mark-ups across our product range. These 
mark-ups, combined with the efficiencies of large 
scale production have allowed us to produce truly 
affordable sustainable & ethical clothing.

We are one of the first movers in the ethical 
fashion industry which has continued to pursue 
niche audiences. Meanwhile, the operational costs 
of moving over to new supply chains have been a 
barrier for established high street brands. 



OUR FACTORY & FABRICS

Worldwide Responsible Accredited Production (WRAP) 
WRAP demonstrates that the facilities obey the laws of the country, 

treats workers with dignity and respect, and are conscious of the 
impact the facility has on the environment. Find out more here.

Business Social Compliance Initiative 
BSCI audits ensure accountability for supply chains that all labour is 
safe, fair, and free from discrimination and forced labour or labour that 
does not provide sufficient employee bargaining. Find out more here. 

OUR 
CERTIFICATIONS
Below is a list of our industry leading certifications - covering both 
environmental and social accreditation.

Our factory is located in Tirupur, India with our organic cotton coming 
from Indore, India, reducing carbon-miles. 

Global Organic Textile Standard 
The world leading textile processing standard for organic fibres and 
ecological impact. This ensures all fibres are grown without any 
synthetic pesticides and are sustainably produced from farming, 
harvest, and textile processing. Find out more here.

Fairwear Foundation 
Fair Wear Foundation is an independent, non-profit organisation 

that works to improve conditions for workers in garment factories.
Find out more here.

EarthPositive Apparel 
90% less CO2 than industry standard production achieved through 
a combination of low-impact organic farming, efficiencies in 
manufacturing and transportation, and the use of renewable energy 
(solar and wind) instead of fossil fuel. Find out more here.

PETA approved Vegan 
100% vegan - free from all animal products and animal testing. 

Find out more here.

Fairtrade Cotton 
Ensures that all cotton farmers receive the Fairtrade Minimum Price 
and the Fairtrade Premium (an additional sum of money which goes 
into a communal fund for workers and farmers to use – as they see fit – 
to improve their social, economic and environmental conditions). Find 
out more here.

https://wrapcompliance.org/certification/
https://www.amfori.org/content/amfori-bsci
https://www.global-standard.org/the-standard/gots-key-features
https://www.fairwear.org/about-us/get-to-know-fair-wear
https://www.continentalclothing.com/about/earthpositive
https://www.peta.org.uk/living/peta-approved-vegan/
https://www.fairtrade.org.uk/farmers-and-workers/cotton/about-cotton/
https://www.fairtrade.org.uk/farmers-and-workers/cotton/about-cotton/


“SO WE GAVE 
IT A GO WITH 
£4500 IN OUR 
POCKETS” 



On April 7th, we launched a pre-order 
campaign for the £7.99 Sustainable & 
Ethical T-shirt. In just 30 days, and with 
less that £800 of paid advertising, we 
achieved...

OUR APRIL 2021 
PRE-ORDER 
CAMPAIGN WAS A 
HUGE SUCCESS



4,000+
T-SHIRT SOLD

1,800+
UNIQUE SOLD

37,000
TRAFFIC TO 
THE WEBSITE

500%
INCREASE IN 

IG FOLLOWERS

£34,000
REVENUE





SO DID THE 
ALGORITHM

Top 5 search results
 for "Yes Friends"

First page "Ethical T-shirt" 
on Google search



International ethical fashion directory 
gave us a “Great Rating” and we were 
chosen as “Staff Pick" 

Good on you | Feature



The Guardian | 
Earth Day 2021 
Feature



AND OVER 100 MEMBERS OF PARLIAMENT ENDORSED 
YES FRIENDS IN AN OPEN LETTER TO FAST FASHION



WHERE 
NEXT?



2021 
Utilise momentum from the April campaign to
launch a Christmas campaign selling printed

T-shirts and hoodies. Recruiting a
fashion designer to work on collections for 2022..

2022 
Expanding product range and brand 
awareness in the UK. Test wholesale 

opportunities with retailers.

2023 
Expand into US markets.

Continue expanding product range..

2024
Expand into European markets.

Continue expanding product range.



FINANCIAL
PROJECTIONS



FIVE YEAR PROJECTIONS



“I am interested in environmental or social 
issues.” AND “I think brands should be socially 

responsible or eco-friendly” AND "I am willing to 
pay more for eco-friendly products ”

29.8% of UK

12.6M
VALUE CONSCIOUS

SHOPPERS

71.9%
are interested in
current affairs

42,957
YES FRIENDS BASE

21.2M
“Helping the environment is

important to me”
50.2% of UK

WARM MASSES
66.5%

spend time 
looking for the   
best deals

MUSIC
 is their #1 interest (70.4%)

55%
describe

themselves as
PRICE-CONSCIOUS

52.1%
would describe
themselves as
CREATIVE

77.3%
I research a product 

online before
buying it

74%
want brands to

 offer more affordable                      
eco-friendly products

I have been on the Yes
Friends website

1,900
converted customers

2881
are subscribed to                         
our newsletter

2,369 
followers on IG



Warm Masses Value Driven
Shoppers

Existing 
customers

Brand partnerships
with artists and

musicians

Influencer
associations and
PR-able moments

Endorsements via
social advocacy

efforts

Goal orientated sales targets
Community management and

sharable content

Increase total 
converted customer 

base to 9,000 
by EOY 2021/22

OBJECTIVES

Increase website 
traffic to 320,000 hits 

by EOY 2021/22

(x10 current traffic)

40% return customers 
from initial campaign

(x4 current customer base)

Drive brand awareness and interest beyond the borders of the engaged
sustainability community, and re-convert existing customer base as new
products launch.

AUDIENCE

Willing to purchase sustainable &
ethical products but require more
reasons to buy beyond rational.

Most likely to be skeptical and do
their research but also most likely 
to become brand advocates.

Most likely to share                                 
word of mouth

STRATEGY

Begin to embed ourselves in mass culture and let people know we are
the coolest, most affordable, and most credible brand for sustainable clothing.

EARNED

e.g. exclusive product launches e.g. up-and-coming artists wears 
our logo tees

e.g. expertise features in press
think pieces

OWNED

Drumbeat product/brand advertising
across channels

Retailer partnerships

PAID

performance product advertising 
#MakeEthicalAffordable brand advertising

performance product advertising wholesale retail
partners (ASOS eg)



THE YES FRIENDS 
FOUNDATION

1

2

3

We want to see the fashion industry change. It's the reason we're 
pioneering a new model, and working towards living wages for garment 
workers.

But we recognise we can't do it alone, and so right from the start we’re 
collaborating with others to make industry transformation a central pillar 
of our mission. We are setting up the Yes Friends Foundation to be an 
agent for this change. 

We’ve already been in touch with the Living Wage Foundation, industry 
leaders, NGOs and political influencers. We want to build a coalition to 
shift attitudes on fast fashion. 

This cause-oriented arm of our work is a priority for us for 3 reasons: 

The potential for lasting impact: In our launch campaign we 
persuaded 100 MPs and peers to back our approach in a letter to 
fast fashion giants. We think our impact can expand far beyond this, 
and we can work to drive change across the industry.

Cause strengthens commerce - by establishing ourselves as 
experts on living wages in supply chains, we will strengthen our 
relationships with media and influencers, allowing us to establish 
our voice as a brand.

The Yes Friends Foundation will keep our eyes on what matters. Our 
credibility and long-run success depend on our ethical credentials 
and value-system. Having a change-making institute at our heart 
from the start, will keep us accountable in the long run.



We will be recruiting a Fashion Designer and Creative Director to
join us as we establish Yes Friends as a world-class brand.HIRES | 

Sam has been working in the ethical fashion industry
since 2016. He is Director and Founder of Found Hea,
an ethical clothing store in Bristol.

Found Hea has been featured in both local and national
press including The Guardian's "A local's guide to
Bristol: 10 top tips". Despite store closure during the
pandemic he siezed new opportunities growing online
sales by 12x in 2020-21 and growing in person sales
by 2.7x in December 2021. 

Sam was the brains behind Yes Friends. He recruited
and led the team to launch in April 2021.

Sam Mabley, Founder & Director

Daniel is a strategist at TBWA/Media Arts Lab working on the 
Apple account since 2018, specialising across the EMEA market 
region and Apple’s content strategy.

He was one of the strategists responsible for Apple's
Instagram editorial direction as it grew from 5M to 25M
followers organically as well as the ongoing transformation in 
the company’s YouTube strategy. 

He has also worked on several high profile campaigns. Of the 
award winning Russian Shot on iPhone campaign (Hermitage. 
Shot on iPhone. [2020]), “he can take a leading credit in arguably 
the greatest piece of work the London office has yet produced.” 
Daniel led the brand, marketing, and creative development for 
Yes Friends  with Sam. 

Daniel Kim, Marketing & Creative Strategist

Johnny is a human rights activist by profession and the
co-founder and Policy Director of Hong Kong Watch.
He is a regular commentator on human rights issues in
international media, and has been published in The Spectator,
The Independent, TIME, The Financial Times, New Statesman,
Metro and South China Morning Post.

In the Yes Friends launch campaign, Johnny focused on public
relations and garnered support from 100 parliamentarians for
the Yes Friends Model, as well as media coverage of the brand
in The Guardian, Independent, City AM, and Talk Radio.

Johnny Patterson, Press & Partnerships



SEIS/EIS Eligibility Pending

CHRISTMAS CAMPAIGN

2022 DEVELOPMENT

Seed Fund | Raising £250k 

 Stock £85k • On-stock collections
• Warehousing

 People £20k • CEO
• Creative Director 
• Customer Service 
• CFO
• Marketing Strategist
• PR Director
• Fashion Designer

Marketing £25k • Photo & Video
• Paid Ads
• Influencers

THE
ASK 

 £120k • Stock
• People
• Marketing



CONTACTS:  

Sam Mabley
sam@yesfriends.co.uk
07791 458634

Daniel Kim
dan@yesfriends.co.uk
07920 848883

Johnny Patterson
johnny@yesfriends.co.uk
07902 864350

THANK
 YOU 

mailto:sam%40yesfriends.co.uk?subject=
mailto:dan%40yesfriends.co.uk?subject=
mailto:johnny%40yesfriends.co.uk%20?subject=

