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@ The inaugural two-day
conference posed questions
around sustainability,
financing young fashion
brands, where tech is
going and marketing in
the digital age.
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“Perfection can sometimes be the enemy
of good,” said Allbirds founder and chief
executive officer Joey Zwillinger, who
opened the inaugural ReMode conference
last week with a fireside chat alongside

the event’s founder Pierre-Nicolas Hurstel.
“Start with something vou think is best in
class, and as long as you are up front with
people that you are trying to make products
that are authentically tied to that, you can
have great success.”

ReMode gathered industry leaders and
innovators at the Los Angeles Convention
Center on Nov. 13 and 14 to spark ideas on
new ways of investing, designing, marketing
and approaching fashion, from raw
materials to the in-store experience. Among
the companies represented were Kering,
H&M, Google, Target Corp., Tmall, Lacoste,
Farfetch, Alice + Olivia, The Real Real,
Westfield, Levi Strass & Co. and Shopbop,
as well as leading financial investors and
technology providers.

Also opening the day, Everlane founder
Michael Preysman spoke of the company's
infancy, when pricing transparency was
the focus. “Pricing was easy to unpack and
tell the story to the consumer about how
much their T-shirt cost. When we started
looking at which factories to work with, it
got more complicated...it became about
environmental transparency. In a world
with a global climate crisis, people were
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example, it is now using Tencel made from
eucalyptus fibers and foam that is made with
sugarcane instead of petroleum. In August,
it will roll out its first carbon-negative foam,
used in the the bottoms of all its sneakers.
“It's pragmatic and altruistic,” said
Zwillinger. “And it's open to everyone in the
industry. We've gotten calls from over two
dozen companies, and the more people
who use it, the lower the price will get.”
Kering, too, is sharing its technology
within the industry. Laurent Claquin,
president of Kering Americas, said,
“We believe we have to do it together to
win.” Claquin pioneered the company’s
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“We are all consumers and so it’s a responsibility
that lies on all of us. Those of us who know
about the issues have an obligation to get the
information out to rest of the world. We don’t
have the time and luxury of ‘hoping’ it gets out....
We need to make this information to be really

clear, concise and accessible.”
_ AMBER VALLETTA, MASTER & MUSE



