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PAST PROJECTSPAST PROJECTS

Brief visit to Hesse: When Frankfurt 
Fashion Week, which has since been 
discontinued, was launched, we gladly 
accepted the City of Frankfurt’s invita-
tion to organise two shows in 2022. One 
showcased Susumu Ai, a brand heavily 
influenced by Japanese culture, while the 
other featured René Stork, Frankfurt’s own 
fashion visionary. Both shows took place at 
the Frankfurt Stock Exchange, providing a 
striking platform to highlight the strength 
and sophistication of contemporary German 
fashion. 

FRANKFURT
FASHION 
WEEK 
SHOWS
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René Stork
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FCG FUTURE CLUB
AT DUMFRIES HOUSE

PAST PROJECTSPAST PROJECTS

Returning to Dumfries House, the estate 
of His Majestys The King’s Foundation, we 
launched The FCG Future Club in 2023. 
The multi-day networking event brought 
together leading industry experts and se-
lected decision-makers from Germany and 
abroad for guest lectures, presentations, 
and keynote discussions. The FCG Future 

Club focused on networking and the ex-
change of knowledge around the themes 
of sustainability, innovation, tradition, and 
the future of fashion. A series of inspiring 
discussions, expert insights, and practical 
solutions rounded off the programme — 
organised in collaboration with The King’s 
Foundation. 

© Guy Hinks

PARTNER
The King‘s Foundation
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PAST PROJECTS

© Thomas Straub

SUSTAINABLE INNOVATIONS
& SOLUTIONS FOR FASHION
AT MUNICH FABRIC START

Not just looking, but talking too — that’s 
what we did at the prestigious Munich trade 
fair. Munich Fabric Start is a member of 
Fashion Council Germany, and as part of 
our collaboration, we co-organised panel 

talks, providing a platform for industry 
experts to discuss trends, innovations, and 
developments in the textile and fashion 
sectors in September 2024. 

PARTNER
Munich Fabric Start
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BE AN ANGEL
DINNERS

PAST PROJECTSPAST PROJECTS

Sending an important message about the 
industry‘s responsibility, and demonstra-
ting that fashion and art can unite to bring 
about positive change. By the end of 2024, 
we hosted two exclusive charity dinners in 
partnership with Be an Angel e.V., an orga-

nisation that has been supporting refugees 
in need since 2015. The events provided 
an opportunity to utilise our platform and 
infl uence within the fashion industry for a 
meaningful humanitarian cause. 
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© Celine Witon

PARTNER
Be An Angel e.V.
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#DFFR – DIGITAL FUTURE
FASHION READINESS

Enhancing digital and sustainable skills 
while assisting designers through the 
pandemic. Digital Future Fashion Rea-
diness was a programme we created in 
2020 and 2021 to support designers during 
COVID-19. The initiative provided digitali-
sation workshops, one-on-one coaching, 
and access to advanced tools and systems 
via special licensing opportunities. Its aim 

was to prepare designers for the future, 
improve their international competitive-
ness, and professionalise their processes 
through targeted technical support — from 
marketing and design to supply chain ma-
nagement. Participants received practical 
guidance and resources to develop their 
expertise in digital innovation and sus-
tainability. 

PARTNER
Senate Department for Economic Affairs, Energy, and Public Enterprises 2

0
1

5
 

2
0

1
6

 
2

0
1

7
 

2
0

1
8

 
2

0
1

9
 

2
0

2
0

 
2

0
2

1
 

2
0

2
2

 
2

0
2

3
 

2
0

2
4

 
2

0
2

5



A German idea reimagined. The New Euro-
pean Bauhaus –Werkstatt der Zukunft Con-
ference, held in Frankfurt in partnership 
with Messe Frankfurt in July 2021, centred 
on fashion, sustainability, and the future of 
design. The event united voices from across 
the cultural and creative sectors, including 
photographers, models, and architects, 
to explore the interdisciplinary nature of 
design. Among the speakers was Ursula 
von der Leyen, emphasising the conferen-
ce’s importance as a platform for dialogue 
between politics, culture, and innovation. 

PAST PROJECTS

THE NEW EUROPEAN 
BAUHAUS CONFERENCE
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Meeting Chancellor Merkel marked our 
initial direct contact with the German 
federal government. Our event brought 
together around 100 representatives of the 
German fashion industry at the Chancellery, 
at the invitation of Dorothee Bär, then Mi-
nister of State at the Federal Chancellery. 
Federal Chancellor Angela Merkel perso-
nally welcomed the guests and highlighted 
the significance of recognising the econo-
mic and cultural value of the fashion sector 
in Germany. On this occasion, she pointed 
out the lack of reliable data on the industry 
and expressed her desire for a compre-
hensive study — which we subsequently 
carried out in the form of The Status of 
German Fashion. 

PAST PROJECTS
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EVENT AT THE 
CHANCELLERY
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NOTABLE 
NUMBERS

© Anasteisha Danger
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NOTABLE NUMBERS

70 BILLION
EUR total contribution of the fashion industry to Germany’s 
GDP in 2023

Let’s put the hard facts on the table to demonstrate that 
fashion from Germany is worth every bit of support. The 
German fashion industry does not only represent a dis-
tinctive combination of cultural heritage, craftsmanship, 
and innovation, playing a crucial role in shaping trends and 
influencing societal change. It is also a significant econo-
mic force. Our latest study, commissioned by the Federal 
Ministry for Economic Affairs and Climate Action and 
carried out in partnership with eBay Germany and Oxford 
Economics, underscores the industry’s immense value to 
the German economy. Here are some key figures from our 
Status Deutsche Mode report, which we introduced for the 
second time in 2024.
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70 BILLION
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70 billion EUR total contribution of the fashion industry to 
Germany’s GDP in 2023 divide in to

NOTABLE NUMBERS
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53 BILLION

NOTABLE NUMBERS

In 2022, the German fashion industry imported textile products 
worth 53 billion EUR — ranking Germany as the second-lar-
gest import nation in the global fashion sector.



136 BILLION
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In 2022, the German fashion industry exported textile products 
worth a total of 136 EUR billion — making Germany the world’s 
third-largest export nation in the global fashion sector.



1,000,000
Jobs secured by the fashion industry in Germany in 2023

NOTABLE NUMBERS
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One million jobs secured by the fashion industry 
in Germany in 2023 divide in to

,000 604
,000 210
,000 180

NOTABLE NUMBERS
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(THROUGH CONSUMPTION)



5,600
Students enrolled in Textile Design and Textile & Clothing 
Technology in the 2022/23 academic year

NOTABLE NUMBERSNOTABLE NUMBERS
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5,600



NOTABLE NUMBERS

EUR spent by German consumers on fashion products in 
2022 marking Germany as the largest fashion consumer 
market in the EU and sixth largest worldwide

76 BILLION
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76 BILLION



FUTURE
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CONVERSATION

Let‘s talk

CHRISTIANE ARP: Although it 
sometimes felt otherwise, Fashion Council 
Germany didn’t just appear out of nowhere. 
It was founded on the understanding that 
there was already so much in Germany 
worth supporting, preserving, and showca-
sing. From the beginning, our goal was to 
create a new, effective ecosystem for all the 
incredible talent working here — something 
that had not existed before.  

SCOTT LIPINSKI: For that, it re-
mains crucial to frame fashion both as a 
cultural and an economic asset in order 
to shift perceptions of fashion in and from 
Germany.  

CHRISTIANE ARP: Yes, and I keep 
realising how important it is not only to 
reach the right recipients at political and 
economic levels, but also to stay in dialogue 
with these young talents, to listen, exchange 
ideas, and learn from them. And even though 
we’ve achieved a lot in that regard, one of 
my ongoing wishes is for Fashion Council 
Germany to continue deepening and expan-
ding these conversations. 

A conversation full of confidence and excitement between 
our Chairwoman Christiane Arp and our CEO Scott Lipinski.

CHRISTIANE ARP
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SCOTT LIPINSKI

future

SCOTT LIPINSKI: Building on 
that, continuing to strengthen our role 
as a connecting link between players in 
the fashion industry, politics, business, 
and media remains a key goal for me 
as well. 

CHRISTIANE ARP: Right, you of-
ten describe Fashion Council Germany as 
a sort of interpreter: translating political 
language for the fashion industry, and vice 
versa, translating the language of fashion 
for politics.  

SCOTT LIPINSKI: Though this 
role has proven effective in many ways, 
strengthening these relationships and 
continuing to act as a mediator remains 
one of our core missions — one we plan 
to pursue even more intensively in the 
coming years. 

CHRISTIANE ARP: In light of these 
political discussions, it is very important 
to me that although we operate somewhat 
opportunistically — recognising and seizing 
opportunities — we also clearly define and 

respect the boundaries of that opportunism. 
From the very beginning, we have stated that 
any collaboration, whether with politicians 
or large corporations, must always align 
with our association’s values.  

SCOTT LIPINSKI: I agree – we’ve 
kept that promise for the past ten years and 
we will continue to hold on to that. 

CHRISTIANE ARP: For me, it 
comes down to this: Every conversation 
we initiate and every partnership we build 
should ultimately contribute to our overar-
ching goal – providing fashion in and from 
Germany with a solid foundation. The next 
step is to go beyond making young designers 
visible and increasingly support them in 
becoming commercially successful while 
remaining creatively independent as well.
  
SCOTT LIPINSKI: We aim to do this 
not only to retain talent already working in 
Germany, but also to create opportunities 
that encourage more designers to settle 
here, help secure jobs, and expand the 
industry in Germany. 

LET‘S TALK FUTURE



CONVERSATION

CHRISTIANE ARP: Equally im-
portant is demonstrating that, with Fashion 
Council Germany, these talents have a true 
partner by their side, someone who supports 
them and helps them stay focused. This is 
especially crucial now, as both the world in 
general and the fashion industry in parti-
cular are undergoing major transformation 
and facing significant challenges. We aim to 
help actors in Germany’s fashion industry 
recognise opportunities within these chal-
lenges — and seize them.  

SCOTT LIPINSKI: This applies not 
only to emerging talent, whose support will 
remain both a heartfelt mission and a key 
responsibility of Fashion Council Germany, 
but also to educational initiatives. I would 
love to see us expand projects that raise 
awareness among students about sustai-
nability and fairness, much like a number 
of our programmes already do. 

CHRISTIANE ARP: At the same 
time, we aim to work closely with established 
industry stakeholders to develop solutions 
collaboratively. For this, it is essential to 
sustain a healthy balance within our net-
work of members between small labels 
and large companies — bringing both sides 
together and encouraging exchanges that 
respect individual needs while pursuing 
shared objectives. 

SCOTT LIPINSKI: We want ever-
yone in Germany’s fashion industry to pull 
together, and we see Fashion Council Ger-
many as a connecting platform where they 
can meet and exchange experiences. We 
will continue fostering that spirit, shifting 
the question from “What’s in it for me?” to 
“What’s in it for us?” 

CHRISTIANE ARP: This, by the 
way, also applies to me, the other members of 
the Board of Directors, and our internal team 
structures, which we aim to strengthen and 
professionalize at every level. Ten years ago, 
we started as a young council with equally 

CHRISTIANE ARP
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young team members, and we have seen 
them grow with us and beyond themselves. 
They are deeply enthusiastic about our mis-
sion and give Fashion Council Germany its 
face. We want to continue supporting them 
and, at the same time, aim to attract more 
people who bring impressive expertise, fur-
ther enhancing the Council’s credibility. And, 
just as importantly, who can carry out their 
work here with passion and joy. 

SCOTT LIPINSKI: A respectful, 
solution-oriented approach to mistakes is 
also crucial to achieving this. Reflecting on 
the past, there have been moments when 
things didn’t go as planned or when we 
made decisions we‘d handle differently now. 

What helped us then was being a young and 
agile organisation, able to respond swiftly. 
My hope is that even as we continue to 
formalise our work, we retain that flexibility 
— to recognise mistakes, own them, and 
rectify them dynamically. 

CHRISTIANE ARP: Above all, this 
requires self-confidence, a quality I see as 
fundamental and continue to nurture, both 
within ourselves and throughout the com-
munity we represent. When we pursue our 
mission with confidence and communicate 
our work confidently, we inspire others in the 
industry to view and present their work with 
the same healthy sense of self-assurance. 

SCOTT LIPINSKI: For me, this 
also involves courage, the courage to stand 
by oneself, to face change calmly and opti-
mistically, and to do things differently when 
necessary. Over the past ten years, Fashion 
Council Germany has repeatedly demon-
strated that kind of courage — and that is 
exactly what we intend to carry forward into 
the next decade. 

LET‘S TALK FUTURE

SCOTT LIPINSKI
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CHIEF 
EXECUTIVE 
OFFICER 

TRUSTED TEAM

As Chief Executive Officer Scott Lipinski 
oversees the operational management 
of Fashion Council Germany.





TRUSTED TEAM

With Antara Gill at the helm, 
Niklas Jendryke, Victoria Kern, 
Mara Eichhorn, and Marie Zimmermann 
are responsible for organizing our various 
Berlin Fashion Week events and coordi-
nating its schedule.

BERLIN 
FASHION
WEEK



BERLIN 
FASHION
WEEK



TRUSTED TEAM

The international 
projects and re-
lations of Fashion 
Council Germany 
are managed by 
Sander Cornilly and 
his team Diana Gitzen 
Sanchez, Leonie Otto, 
and Laura Altenberg.

INTERNATIONAL 
RELATIONS





TRUSTED TEAM

Team lead Chiara Mayer is responsible 
for the education projects of Fashion 
Council Germany and also handles all 
sustainability topics together with Alexa 
Alvarado.

SUSTAINABILITY
& EDUCATION





COMM2

All of our communication 
activities, including press 
and membership matters 
as well as social media, 
website, and graphic 
design, are handled by 
Ronja Hetland, Paula 
Fröling, Raphael 
Schreiber, and Celine 
Witon under the di-
rection of Manuel 
Almeida Vergara.

TRUSTED TEAM





TRUSTED TEAM

The team managed by Tine Wawer and 
Jens Kornberger and supported by Fran-
ziska Kurth takes care of organizing all 
our events and functions.

EVENTS





TRUSTED TEAM

All human ressources, finance and 
office matters at Fashion Council 
Germany are handled by team lead 
Katrin Düde together with Simone 
Soll-Urban and Maria Terre.

FINANCE
OFFICE
HR



TRUSTED TEAM
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BOARD OF 
DIRECTORS



BOARD OF 
DIRECTORS

The Board of Directors of  Fashion Council 
Germany includes Roel de Cooman, 
Christiane Arp, Simone Hartmann, 
Dirk Schönberger, and Marie-Louise Berg.



TRUSTED TEAMTRUSTED TEAM

ADVISORY 
BOARD

TRUSTED TEAM

Our sincere thanks go to the members 
of the Advisory Board who support the 
Fashion Council Germany with their 
guidance and expertise

Mandie Bienek
John Cloppenburg
Dr. Christian Ehler
David Fischer
Claudia Hofmann
Inga Griese
Sung-Joo Kim

Manuela Kampp-Wirtz
Marcus Kurz
Christina Oster-Daum
Olaf Schmidt
Chris Stricker
Anita Tillmann
Nadja Swarovski



241FORMER
BOARD OF 
DIRECTORS

Many thanks also to the former 
members of the Board of Directors 
who have guided the affairs of Fashion 
Council Germany for a period of time

Mandie Bienek
Carsten Diercks
Theo Grassl
Claudia Hofmann
Marcus Kurz
Olaf Schmidt
Anita Tillmann



FORMER
EMPLOYEES

TRUSTED TEAM

And last but certainly not least a shout-
out to all the former staff who have 
supported Fashion Council Germany 
with passion and dedication

Leonie Arau
Jan Akkermann
Henrikka Bierwirth
Anais Bürklin-Papafoti
Stefan Brunner
Daniela Eichhorn
Anne Fischer
Anna Gutmann
Franziska Haenssler
Lukas Habitz

Catherina Hansmann
Laury Helbig
Julia Heuse
Julia Jeckstedt
Natalia Kirsch
Lydia Kleiber
Louisa Klementz
Max Langenbeck
Monika Müller
Fenja Niechoj 
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Ivanka Penjak
Victoria Plewniok
Ann-Kathrin Riedl
Helena Romain
Emma Rodriguez
Katja Schmökel
Giovanni Spienza
Sara Teske
Elke Timmerman
Antonia Ude

Alexandra Werner
Julienne Winkler
Lena Wagner
Leah Wilp
Ariane Woitzik
Nina Vollmann
Sandra von Ruffi n



INTERVIEW

BALANCING
ACT

“The fashion industry remains 
an emotionally driven field,” 
says Simone Hartmann, head 
of the recruitment agency 
Hartmann Consultants and 
board member of Fashion 
Council Germany‘s Board of 

Directors. In this interview, 
she explains how companies 
can channel this emotional 
aspect and structure their 
teams in a way that enables 
them to work as successfully 
as possible. 

SIMONE HARTMANN

MEMBER OF THE BOARD OF DIRECTORS

Interview by Kelly Niesen

SIMONE HARTMANN
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Simone Hartmann, you are the head of 
the agency Hartmann Consultants and 
have been working in executive search 

since 2009. As an expert in this field 
— how should companies structure 

their personnel today in order to work 
successfully? 

In today’s tense market and competitive 
environment, companies must ensure that, 
in addition to all professional competen-
cies, the productivity and energy levels of 
their teams are also optimally aligned. 
Demographic change means above all that 
companies are dealing with mixed-age 
teams in which older employees are often 
in the majority. Companies need to know 
what strengths and weaknesses they can 
rely on in their teams in each age group.  
Relevant skillsets and high motivation and 
energy levels form the basis for productive, 
trusting, and meaningful collaboration and 
enables teams — whether working on-site, 
remotely, or in hybrid settings — to achieve 
their goals successfully. With positively 
energized and motivated teams, companies 
continue to evolve, unlock their potential, 
and proactively work on good answers to 
the challenges of our time. 

Is there something that makes the 
fashion industry particularly distinctive 
when it comes to personnel issues and 

structures? 

While in the past it was often enough for 
fashion players to have a strong, pres-
tigious brand in order to attract top ta-
lent and top managers, the changing job 
market now requires a clearly formulated 
talent strategy. We observe a much more 
strategic approach to HR management 
in our industry and both, brands and re-
tailers, have understood that they need 
well-designed training and development 
pathways to retain young talent as well as 
middle and top management within their 
companies.  The fashion industry remains 
an emotionally driven field, however, the 
image of the euphoric fashion world is 
today being questioned more critically, 
and specialists and executives are de-
manding entrepreneurial substance and 
responsibility in order to be attractive as 
an employer brand that knows how to set a 
future-oriented course in the age of AI by 
investing in the right tools and developing 
the necessary new skills. 

What does this mean for HR develop-
ment work in these companies? 

That this work is crucial — not just as a 
fig leaf to improve employer branding, 
but to identify potential at an early stage, 
to recognize succession options within 
the company, and to meet the demand 
for lifelong learning and personal growth 
across generations.  

BALANCING ACT
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SIMONE HARTMANN

So would you say it is especially im-
portant to create a balance between 

creativity and pragmatism within these 
teams? 

Definitely. Teams should always be able to 
offer creative approaches to meeting cus-
tomer needs. This holds true for design just 
as much as for logistics. No one can afford 
to ignore customer expectations anymore; 
however, the right balance of creativity is 
essential to drive innovation, bring new ideas 
to market, and implement new workflows 
and productive team dynamics. 

Are there nevertheless personnel-rela-
ted challenges that you consider parti-
cularly relevant for fashion companies? 

Certainly. One issue is the loss of specialist 
knowledge — for example, the “fitting com-
petence” in the industry. At the leadership 
level, we see that the focus of top creatives 
and top managers is largely on gaining re-
levance and market share, which dominates 
their daily work. Top executives now tend to 
have shorter tenures on average, as the in-
dustry is under great pressure and company 
owners or boards expect quick results. When 
performance is sluggish or negative, reac-
tions are much faster than they used to be. 

Speaking of leadership positions 
in fashion: they don’t have the best 

reputation — think of The Devil Wears 
Prada. Have you found that depiction 

to be accurate, or has that atmosphere 
changed in recent years? 

There certainly used to be main characters 
with an attitude of infallibility — but those 
times are truly over. Since the principle of 
“data has a better idea” has taken hold, 
egocentrism has given way to the sobering 
reality of click algorithms and projected 
digital sales forecasts. As a result, fashion 
companies are increasingly evolving into 
tech companies. 

You yourself have extensive experience 
in fashion companies, having worked for 
brands such as Ralph Lauren, Triumph, 

and Rena Lange. What did you learn 
during that time? 

Despite the different brand positions and 
company sizes, I learned a great deal about 
consistency in brand management. At that 
time, Ralph Lauren was reintegrating its 
licensing business and strengthening its 
European presence with the construction 
of its headquarters in Geneva. For us em-
ployees and for the retail partners, this 
was a clear commitment that Ralph Lau-
ren would henceforth build its credibility 
and brand consistency from within — a 
goal that, in hindsight, was successfully 
achieved. Triumph on the other hand was 
and still is a true product specialist, and 
it was there that I learned product ma-
nagement from the ground up. Working 
within the European division meant close 
collaboration with design, marketing, and 
sales, and I was involved in launching a 
new product segment — super sexy and 
seductive lingerie — which sparked lively 
discussions among the owning families 
and subsidiaries. 

Why is that? 

There were concerns about damaging 
the brand’s image and its established 
strengths such as fitting expertise and de-
livery reliability. Nevertheless, the launch 
went ahead — and neither an image loss 
nor compromises in fitting quality follo-
wed. On the contrary, Triumph gained an 
additional brand facet, which positively 
contributed to its perception.  These les-
sons about the interplay between product 
management, design, marketing, and sales 
within a matrix organization, as well as 
insights into the entire supply chain — 
from pricing structures and profitability 
to timing challenges — have shaped me 
profoundly.
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And how was your experience 
at Rena Lange? 

There I deepened my knowledge of the luxury 
segment and of selling collections that, with 
their niche positioning between Chanel and 
Escada and their distinctive brand DNA, had 
every reason to exist at the time. However, 
following a change in ownership, the brand 
was no longer managed consistently and 
quickly lost relevance due to misguided 
decisions — a lesson and a warning at the 
same time.  Overall the team leaders who 
mentored me had a tremendous impact on 
my personal growth. I was very fortunate 
to encounter strong, charismatic leaders 
who shared their knowledge, recognized my 
potential, and actively fostered it. 

Today you run your own agency, Hart-
mann Consultants, and also volunteer 

your time to support the Fashion Coun-
cil Germany. What motivated you to join 

the Board? 

The Council’s mission — to act as a bridge 
between established brands, emerging de-
signers, and the global fashion world — is 
something I consider extremely worthy of 
support. Fashion Council Germany is still 
young, and in the past ten years it has de-
veloped its reach and impact as rapidly as 
the industry itself has evolved. Not being 
burdened with a long legacy like other coun-
cils is an advantage in these transformation- 
and innovation-driven times. Our members 
benefit from this drive and commitment to 
advancing the profound change underway 
in the German fashion landscape. 

What professional experience 
do you bring to the Board?

In addition to my understanding of the fa-
shion industry, in my current role as an exe-
cutive search consultant I support companies 
in finding leaders and specialists who can 
tackle today’s challenges and view them as 
opportunities for meaningful change. I as-
sess the key competencies, motivation, and 
drive of executives and play an active role in 
filling key positions in the European fashion 
industry. This knowledge of what makes 
top performers successful is something I 
can contribute in a filtered, applied way — 
making me, within the Board, the “human 
resources expert” who supports both our 
members and the Council itself in navigating 
HR-related topics and serves as a sounding 
board for these matters.  

BALANCING ACT
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THOUGHTFULNESS & 
RESPONSIBILITY

We put people, planet, and 
responsibility at the heart of 
everything we do.1

INTEGRITY & 
TRANSPARENCY

We act with honesty, 
integrity, and openness in 
all our decisions.3

DIVERSITY & 
INCLUSION

We create an inclusive envi-
ronment free from discrimi-
nation and harassment.2

INTELLECTUAL PROPERTY 
& CONFIDENTIALITY

We respect and protect 
creativity, innovation, and 
intellectual property.4

RESPECT & 
OPENNESS

We value openness, 
respect, and collaboration 
in every interaction.5

Our Code of Conduct serves as 
a shared foundation for how we 
act, collaborate, and shape the 
future of the fashion industry.
Here are ten key principles:

CONDUCT CODE



SUPPORT & 
CARE

We support our members’ 
well-being, growth, and 
success.6

HONEST & SINCERE 
COMMUNICATION

We communicate openly 
and respectfully to build 
trust.8

PARTNERSHIPS & 
SYNERGIES

We build partnerships to 
drive cross-sector collabo-
ration and innovation.7

INTELLECTUAL PROPERTY 
& CONFIDENTIALITY

FREEDOM OF SPEECH & 
EXPRESSION

We uphold the right to free 
and authentic expression.9

EDUCATION & 
AWARENESS

We promote learning 
and awareness to inspire 
responsible action.10
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We would like to express our sincere 
gratitude to all our existing members for 
their continued trust and collaboration!

As a Council, we are constantly striving 
to further expand our network and crea-
te new synergies for joint projects and 
initiatives that strengthen and shape the 
future of the fashion industry together.

If you share our vision and would like to 
be part of this dynamic community, we 
warmly invite you to become a member 
and join us in driving positive change.

BECOME A 
MEMBER
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