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ECOALF: Because there is No Planet B 

MADRID, MARCH 2019. Javier Goyeneche was sitting on the terrace of a boutique hotel, a 

stone’s throw away from ECOALF’s headquarters, reflecting on the past 12 months of the 

company’s amazing journey. ECOALF was born from his belief that something had to be 

done to ensure the sustainability of the planet, and that something had to start with him. 

How was it possible that in 2019 airlines still gave passengers plastic bottles when it was 

a well-known fact that less than 50% of them would be recycled and more than 10% would 

end up floating in the oceans? ECOALF was Javier’s personal contribution to the quest for 

a better, more responsible future: a truly sustainable fashion company that did not use up 

natural resources but sourced only recycled products harvested from the ocean as raw 

materials. This new generation of recycled products would be of the same or superior 

quality and design as the best non-recycled products. ECOALF’s early achievements were 

already making headlines. But positive PR did not free Javier from more mundane financial 

considerations as he struggled to raise cash from investors to accelerate the development 

of the company. Impact comes at a cost, he reminded himself, at least initially. But he 

was in no doubt that he would find similar-minded souls to fund his fast-growing venture.  

Javier had been joined for late afternoon snacks by his partner-in-crime, Marisa, the 

company’s CEO and a veteran of many fashion brands’ growth journeys, equally committed 

to transforming the fashion industry’s attitude to sustainability. Soon they would be joined 

by two key team members; Carol, the Creative Director, who managed to have ECOALF 
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become the first Spanish fashion company certified as a B Corp, and Marcos, in charge of 

delivering the ambitious sales objectives, i.e. doubling the sales numbers year-on-year.  

Getting to a critical size was a matter of survival for the company, not just to gain impact 

but also to drive profitability, and investors wanted to see more of that to continue backing 

them. That required figuring out the business model going forward, an adequate portfolio 

mix and a host of other strategic considerations. Building a brand on values was never 

easy, since values were elusive, very personal concepts. But sustainability superseded 

those reservations and impacted everyone. Indeed, there was no planet B… 

Once an Entrepreneur, Always an Entrepreneur 

Javier had entrepreneurship running through his veins. In 1992, still in his early 20s and 

studying in Paris, he created a pin1 company around the time of the Olympics in Barcelona. 

Since he had no connections in the industry to manufacture the pins, he first approached 

a few companies in Spain but none could produce to his exacting technical standards. He 

then contacted all the listed manufacturers he could find, until a company in Taiwan finally 

responded. Soon, he was manufacturing and selling over 6 million pins. 

However, when Spain was hit by an economic crisis in 1993, one of his top clients was 

forced into bankruptcy and Javier lost all his investments. It was back to student life: 

lectures in the morning, riding his horses in the afternoon and interviewing for jobs in the 

evening. But before long a new opportunity materialized in the form of chic nylon folding 

bags inspired by French designer Hervé Chapelier.i The company got off to a good start – 

with its bags finding their way into the Spanish department store chain El Corte Ingles – 

and reached €20 million in turnover in 2008 – its peak year. But in 2009 another economic 

                                                
1	Thin piece of metal with a sharp point at one end, that could easily be clipped to clothes. Pins were 

very popular in the 1960s and again in the early 1990s.	
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crisis hit Spain, wreaking havoc with the banks and the Spaniards’ purchasing power. 

Javier decided to sell. 

The Genesis of ECOALF 

Back to square 1, but this time with a bit of money, Javier took stock of the situation and 

looked around for the next opportunity. He had considered turning around his previous 

venture into a sustainable brand. Unfortunately, with a positioning in the middle market 

and an average retail price of €50, the economics of shifting from €2 fabrics to more 

sustainable ones that cost €10+ did not make sense. He recalled: 

You should not fear becoming an entrepreneur, but you need to do it seriously, with a strategy 

and an in-depth understanding of the market in which you want to operate. Commitment to 

quality, self-improvement, business ethics, creativity and innovation go hand in hand with 

cultivating human relationships inside and outside the business. 

We started with a blank sheet of paper with what I believed was going to be the next iteration of 

the fashion industry. ECOALF was not going to be a “story-telling” company, like many other 

fashion brands. ECOALF would be a “story-doing” company. Fashion had to evolve, to become 

driven by sustainability. The time of the responsible “capsule collection” or “odd product” in the 

lineup, what companies like Adidas and H&M were effectively doing, was over. Time to graduate 

into the major league of sustainability, from a veneer of green to a heart of green. 

Javier’s mission became to “transform what others call waste into amazing products.” And 

that mission statement was inked into every garment produced (see Exhibit 1 for 

examples of ECOALF’s product labels). 

The Early Days 

At the beginning of 2010, Javier began his global journey to source and develop the fabrics 

he needed for his new venture, a journey that would last almost two years. He rapidly 

faced a dilemma: the recycled fabrics he was looking for proved too expensive. With no 

clients as yet to sell the fibers to, he always ended up drawing the short straw when 
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negotiating with suppliers. It was unrealistic to expect them to invest in research and 

development without being able to commit to specific volumes. To make matters worse, 

Spain was still in a recession in early 2010, with consumers facing dire financial straits and 

more likely to be discount shopping than looking for new, expensive fashion items.  

Javier never took “no” for an answer and continued his search among global producers 

until he found two suppliers – a Taiwan-based firm originally producing carpets from 

recycled bottles, and a Korea-based one that produced fabric made from recycled fishing 

nets – which provided the foundation to develop new sustainable fabrics, although not on 

an exclusive basis. 

Now he had fabrics, Javier still had to figure out what kind of garments he could turn them 

into. True to his original idea, he started designing basic but fashionable down jackets. He 

explained: 

The concept of the brand came after the birth of my son Alfredo (the company is named after 

him, Eco-Alf), when I was reflecting upon the world we would leave to the next generation and 

my frustration with the excessive use of the world’s natural resources. ECOALF’s concept was to 

create a fashion brand that was truly sustainable. By integrating breakthrough technologies, we 

create clothing and accessories made entirely from recycled materials… without actually looking 

like it. In that sense, ECOALF represents the fabrics for future generations. 

The company was formally launched in 2012 with €2 million raised from friends and family. 

A first collection was created and the first integrated ECOALF concept store, showroom 

and office opened in Madrid, designed by interior designer Lorenzo del Castillo (see Exhibit 

2 for photos of the Madrid flagship store). The store got off to a flying start; customers 

were immediately engaged and provided direct feedback. In fact, it was a lot more than a 

store: there were books to look at on architecture and design, as well as on the damage 

done by plastics to the oceans, and of course all kinds of recycled products that would fully 

immerse consumers in the brand experience. Javier explained: 
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When walking into the store, one should see the brand’s philosophy and breathe its values: 

sustainability, innovation and design in an urban character, a space to disconnect from the city. 

Building on previous experiences, Javier started wholesaling in Spain, aiming for the multi-

brand stores that had previously been selling his bags and sharing the vision he had for the 

brand. 

Building the ECOALF Team 

By 2016, the company had demonstrated traction and needed a new cash injection to take 

it to the next level. It was clearly not a start-up anymore and needed to graduate to the 

major league of retail, i.e. demonstrate it knew how to scale up and prove its market-

channel fit. Every major stage in a company’s development, from early problem-solution 

fit to product-market fit and market-channel fit, requires distinct competences and 

evolving strategic focal points. Javier knew he would have to attract the right talent to 

keep the company moving in the right direction and to help him polish his business case 

and attract the right money. Start-ups often find themselves in a catch-22 situation when 

lack of money prevents the recruitment of the right team. However, Javier was lucky 

enough to be presented to Manor Group, the private equity investment arm of a family 

office specialized in sustainable projects. Manor loved what Javier was building, a “pure” 

brand with a unique concept and beautiful products. The company was still fragile, but 

Manor was willing to step in to facilitate the next steps, setting two clear conditions to its 

early investment: the reinforcement of Javier’s team with professional managers with 

retail expertise, and their direct involvement in the day-to-day operations and cash flow 

management. 

With Manor’s support and financial commitment, ECOALF was able to recruit Carolina 

Alvarez-Ossorio. Carolina was half German and half Spanish, returning home to Madrid 

after 15 years in the US and UK, and bringing expertise in sales and marketing with Estée 
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Lauder. She was put in charge of marketing campaigns, product development and 

launches:  

It is a dream project for me, there is so much to do, so much to grow for the next five to ten 

years. 

Marisa Selfa joined in 2017 as general manager, answering directly to Javier. With over 

20 years’ experience in fashion, including leading positions globally for Timberland, Adidas 

and National Geographic retail license, Marisa was the rounded executive Javier had in 

mind, bringing structure and enthusiasm to his vision and entrepreneurial passion. Marisa 

recalled: 

When I joined, I found a start-up business with over €3 million in sales in 2017, full of very bright, 

energetic people but with little experience. Javier had a clear vision, an amazing concept, a great 

brand, but an organization still devoid of processes, procedures and systems. The company, in a 

way, was very Spanish, but with very big dreams. In 2018, we closed the year with close to €7 

million revenues, 133% year-on-year growth. People are joining the company now not because 

we are increasing their salaries from their prior posts, but to be part of a project, and this is just 

remarkable and so exciting. 

The Plastic Issue 

In June 2018, a National Geographic articleii by Laura Parker on the cataclysmic impact of 

plastic in the ocean rang alarm bells around the world. What she had to say about the 

problem shook the conscience not only of ecologists but of the public in general. An 

estimated 450 million metric tons of plastic were produced each year and almost 10% 

ended up in the ocean. The ocean was already filled with about 165 million tons of plastic, 

and some 5.25 trillion plastic particles were floating on or near the surface.iii The “seventh 

continent” in the Pacific Ocean, discovered at the end of the 1990s, was made of plastic 

waste a third the size of the US – 3.5 million square miles of it. Every minute of every day, 

the equivalent of a truckload of plastic entered the ocean, and only 10% of that was 
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recycled. According to the article, there could be more plastic in the ocean than fish by 

2050.iv  

The ECOALF Foundation: Upcycling the Oceans 

In 2015 ECOALF embarked on its most ambitious project to 

date: Upcycling the Oceans (UTO), with the objective of 

removing waste from the bottom of the oceans thanks to the support of fishermen. When 

Javier was invited to go and see how much waste was caught every day in fishing nets, he 

discovered that of all the waste in the sea, 80% was at the bottom, not simply floating on 

the surface.  

UTO’s modus operandi was simple but effective. Every day fishermen would deposit the 

garbage they had collected in special containers. The 800-liter containers were hauled 

away every two weeks and the combined garbage from each port was sent to specialized 

recycling plants where it was sorted and classified. The recovered PET was stored, and the 

rest of the debris was recycled using conventional methods. The bales of PET were then 

taken to a recycler to clean and transform into pellets using polymerization. The pellets, 

between 3 mm and 6 mm in size, were then prepared for the next steps of the extrusion 

process. Once ECOALF’s required purity conditions were met, a continuous filament of fiber 

was created through the extrusion and spinning of the pellets (see Exhibit 3 for the 

product cycle). Javier concluded: 

The foundation is really where my heart is; The company is my brain. 

Value Proposition: In Trash We Trust! 

The fashion industry was the second most polluting industry in the 

world, with textile dyeing one of the largest polluters of clean water 

globally, after agriculture.v Fashion, in people’s minds, was often 

connected to planned obsolescence, the very opposite of 

sustainability.  
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Carol often wondered how she could develop a communication plan to fundamentally 

change that perception. ECOALF was creating pieces that were timeless in terms of design 

and quality and could last as long as they were taken care of. 

Javier, for his part, thought ECOALF was coming at just the right time with a unique selling 

proposition. Under his leadership, the company grew steadily and now produced a full 

lifestyle collection of outerwear, swimwear, casual apparel, shoes and accessories. Gone 

were the days when recycled products carried the stigma of poor quality. ECOALF, through 

its investment in innovation and technology, took recycled fabrics to a new level, on a par 

with original materials.  

Materials Innovation 

Between 2015 and 2018, ECOALF developed over 98 unique recycled fabrics with 

suppliers, with a common objective – to produce the same touch and feel as fabrics made 

from petrochemicals. Using waste as a raw material minimized the consumption of natural 

resources. For the majority of its processes, ECOALF used mechanical recycling, the most 

sustainable approach. The emphasis was placed on fishing nets, plastic bottles in the 

oceans, used tires and coffee recycling. 

Fishing nets were among the greatest killers in 

the oceans. They tended to congregate, driven by 

the wind and currents. Made of a variety of 

synthetic materials, they decayed very slowly and 

drifted for years. Discarded nets got caught on 

reefs, not only killing fish, turtles, crustaceans, 

birds and marine mammals but also destroying hard and soft corals, wiping out complete 

ecosystems. Removing them was time-consuming and costly.  

From a material science point of view, fishing nets were often made from the best quality 

nylon fibers. Because of their price and inherent resistance, fishermen only changed them 
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every four to six years. For ECOALF and its local partners, it was relatively easy to collect 

the nets that were about to be discarded and sort them by fiber quality. They could easily 

be transformed into raw materials and rewoven into new fabrics, requiring half the steps 

of the conventional petrochemical-based process, resulting in significant savings in terms 

of water and energy consumption as well as CO2 emissions. 

Plastic bottles were made of different plastic types identified by resin codes. Although 

the bottles looked alike, they were significantly different, with each resin consisting of a 

specific mix of chemical molecules. Some resins could easily be mixed together, others 

were simply incompatible, producing unusable low-quality plastics. 

Plastics had become indispensable for humans, with consumption increasing 20 times over 

the last 50 years, and production reaching 448 million tons in 2015.vi Total packaging 

waste in 2015 reached 141 million tons, of which only 14% was “recycled.”vii When 

dissecting the statistics from Greenpeace International, it appeared that only 2% of this 

total was effectively recycled, while the other 12% was either recycled into lower value 

options (8%) or just lost in the process (4%). The other 86% were either landfilled (40%), 

incinerated (14%) or simply “leaked” into the environment at massive cost.  

With its partners, ECOALF organized the collection of plastic bottles at various deposit 

points. The bottles were cleaned and crushed to obtain plastic flakes which were converted 

into polyester spun fiber. Additional processing ensured the production of a fiber of the 

highest final quality. The recycled yarn was then used as raw material to develop ECOALF’s 

key products. It was woven delicately into prime quality fabrics, twisted into straps and 

laces, stitched into labels, and much more. 
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Used tires also created huge environmental challenges. 

Because they typically involved a complex mix of rubbers 

and steel frames, it was difficult to separate the 

constituents and give them a second life. Javier started a 

project in Spain to figure out a way to repurpose the tire 

rubber into rubber soles for flip-flops. They discovered a 

specific type of truck tire that could be transformed into a powder and then solidified again 

without the need for any conglomerate or glue. What was even better, the flip-flops could 

be produced in all kinds of fashionable colors! 

Coffee also proved a surprising ally in the quest for more recycled raw materials. ECOALF 

signed an agreement with S. Café, a company that collected leftovers from a large coffee 

chain in Taiwan; coffee leftovers were collected every morning, dried and converted into 

powder and mixed with plastic polymers. The resultant composite fiber inherited original 

properties from the coffee such as fast-drying, odor control and strong UV protection. 

When used in weaving, it produced a fabric that was soft, light, flexible and breathable. 

As an outer shell, it was also water-repellent and fast drying.viii 

Making the Value Chain Sustainable 

Developing original sources of recycled raw materials and fabrics kept the team busy for 

years and generated a flurry of questions about the sustainability of the supply chain 

established. One of Carol’s main goals was to get the whole supply chain GRS certified.ix 

Suppliers were based around the world, from Spain to Thailand, Vietnam and many other 

Asian regions. Plastic bottles picked up in Thailand’s waters were transformed into 

polymer, yarn fabric and finally swim shorts, all locally. Some initiatives proved very 

successful and developed rapidly into quasi-industrial operations. Although there was 

never any question of exclusivity, since this would run counter to the need to make an 

impact globally on the environment, suppliers implemented MOQs (minimum order 
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quantities). Initially, ECOALF sometimes struggled to meet the conditions and only got by 

because of the special relationships it had established with the local companies. With scale, 

the constraints progressively vanished. As Carol pointed out: 

ECOALF does not have a corporate social responsibility department. We don’t need one, we don’t 

want one, we ARE one. 

Building the ECOALF Brand: Sustainability or Lifestyle? 

Building a brand from scratch creates interesting challenges, whether or not it has a higher 

purpose. ECOALF was in fact an integral part of the fashion industry and had to play by its 

rules in order to deliver on its promises. The company initially produced down jackets 

because it was the most natural application for the fabrics developed, and later expanded 

to other lifestyle clothing items. A first struggle was how to balance breadth with the 

fundamental financial (margins) and logistical (MOQ) requirements. A second, more 

philosophical struggle was how integral the sustainability credentials were to the brand. 

Was ECOALF going to be an exciting, fast-growing lifestyle fashion brand with an original 

sustainability pedigree, or was it going to position itself as a sustainability stalwart, 

carrying the environmental flag to new, unscaled heights? 

Internal opinions diverged wildly on how much of a “purist” ECOALF should be. How 

relevant was it to produce shirts in cotton, whether recycled or organic? How different was 

it going to be from the hundreds of other brands on the market? Shouldn’t ECOALF focus 

on products made of recycled plastic bottles from the bottom of the ocean and fishing nets 

only, to give it a truly distinguishable appeal? What about ECOALF’s own sustainability 

when it produced more fabric than it needed? Did it make ecological sense to produce 

garments in Asia and then sell them in Europe? Wasn’t that simply trading one ecological 

problem (waste plastics in the ocean) for another (creating CO2 emissions by shipping 

goods from one end of the world to another)? And what about ECOALF’s own waste?  
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Javier and Carol had to make some tough calls. One of them was to stop selling fleece 

jackets altogether because when washed they ejected thousands of microfilaments into 

the environment. They also agreed on a PETA approved vegan line and committed to drop 

all feathers from their designs by 2020. 

Co-Branding 

ECOALF was offered many opportunities to co-brand with leading design names in search 

of unique sustainability credentials. High profile companies like Starbucks and Swatch 

approached the firm to design and manufacture products or store uniforms in recycled 

materials. Apple and Will.I.am were also on the short list for collaborations. In 2019, hotel 

chain Room Mate planned to introduce 100% recycled ECOALF uniforms across all its 

hotels.x Although these collaborations were not usually directly profitable, they offered 

visibility and helped establish the brand (see Exhibit 4 for more illustrations of brand 

collaborations). In addition to these high-profile companies, a number of airlines, cruise 

companies and even FC Barcelona Foundation approached ECOALF – again for uniform 

collaborations.  

The Ocean Waste Collection 

There should be at least one innovation per year, with products ahead of the industry: we are 

looking at new sources of recycled materials because of the technologies, and innovate also in 

the way we digitally communicate. 

Carolina Alvarez-Ossorio Speith, Head of sales and marketing 

The biggest innovation of 2018 was a collection of original 

sneakers called Shao. Each pair of Shao sneakers was 

made from five recycled plastic bottles from the bottom 

of the Mediterranean Sea, processed into a yarn and then 

used to create a black knitted upper that fit the wearer like a sock, with no waste generated 
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in the production and manufacturing process. The sole was manufactured from an invasive 

species of algae that grew in lakes and rivers, transformed into a flexible foam.  

Algae gives us the most flexible-performing foam and removing it allows clean water to circulate 

properly, supports plant and animal life, and eliminates the need for non-renewable oils. The 

process is zero-waste, with only two materials used. 

The sneakers had no laces and no insole, and labels were printed to avoid using any 

additional fabric.xi 

Pricing, Mix and Distribution 

Javier’s ambition was to establish ECOALF as a worldwide reference in sustainable lifestyle, 

a brand that would be as affordable as possible given its superior (and expensive) 

environmental credentials. T-shirts retailed at around €39 and basic sneakers at around 

€70. Shirts and t-shirts helped spring and summer sales and slowly took the brand into a 

total look, not just a core outerwear company. 

The products were distributed through agents in the UK, France, Spain, Germany and 

Scandinavia and were available in some 720 multi-brand stores as well as the best concept 

and department stores (Nous, Galeries Lafayette, Selfridges). The average order size from 

distributors was around €5,500. 

Working with multi-brand stores generated an additional challenge: ensuring that 

ECOALF’s message was disseminated by the store employees. To try to solve the issue, 

Javier opened five shop-in-shops in Corte Ingles stores in top locations in Spain in 2018, 

with plans to open another eight. The breakeven point for these store-in-stores was around 

€300,000 each, and they were expected to bring in another €4-6 million in sales the 

following year. Once the model was proven in Spain, it could easily be rolled out to other 

geographies.  

In the meantime, Javier was also working on a new retail concept that would occupy a 

smaller footprint but use display screens aggressively to show the worst images of ocean 
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waste, creating a viral spread, including dates and times the images were taken. He 

labeled these displays “show your trash.” 

ECOALF’s online e-commerce was still relatively small and traffic on its website was modest 

by industry standards. The company still needed to find a way to convert the global PR 

presence Javier was able to generate with the foundation into online sales. 

The two flagship stores, Madrid and Berlin, were superb platforms to tell the story. Visually 

extremely engaging, they were both equipped with two huge screens. The 264 m2 Berlin 

store was designed specifically for events, documentaries and talks to help spread the 

message, explore and interact with nature. The building of course also met the highest 

standards of energy efficiency (see Exhibit 5 for photos of the Berlin flagship store).  

Getting the Message Out 

ECOALF spent little on marketing, focusing its communication around four pillars, all 

designed to drive traffic: Visibility, Voice, Community and Experience. ECOALF also 

registered its tagline “Because there is no Planet B,” using it aggressively across all 

products, and highlighting its key message “Act Now” in its stores.  

The company’s values were also advertised and promoted internally, ensuring that all 

employees were aware of and committed to the mindset (see Exhibit 6 for a description 

of ECOALF’s values). 

The Route Ahead 

With a small team of 38 people and all the departments of a much larger fashion house, 

ECOALF still struggled to define the best path forward and many issues, both small and 

big, required decisive and urgent interventions. There was no shortage of opportunities, 

but that overload had been known to kill many brilliant start-ups, unable to prioritize or 

capitalize on the opportunities in time. Scaling up required different competences than 

those required to start up.  
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Sales of the new sneaker from the Ocean Waste Collection were disappointing. ECOALF 

was getting a lot of great (free) press coverage (see Exhibit 7), but unfortunately that 

did not translate into the sales levels expected. Both Javier and Marisa struggled to identify 

what was hampering the roll-out. Was the product simply too innovative? Were the unique 

features not sufficiently explained? Was there a consumer problem with usage they were 

unaware of? 

With lots to say but a limited communication budget, ECOALF struggled to get its 

message across. The ECOALF Foundation did more than its fair share in this respect, but 

the lack of cash was a constant constraint on targeted PR activities. Javier committed to 

at least two talks each week, spreading the gospel for the foundation, the Upcycling the 

Oceans initiative (UTO), and more generally the growing disaster trash constituted for the 

world. Was this the best use of his precious time or should he focus his efforts more on 

growing ECOALF and reaching breakeven faster?  

Manor had so far proved to be a supportive and understanding investor, but like all 

investors it needed to see traction to back its initial investments with a second more 

sizeable one. The higher the profitability, the more funds would be available. With 

profitability still a big question mark for the company, would it make sense, if only to stay 

on the safe side, to consider alternative sources of financing in the meantime?  

From a business model standpoint, the focus so far had been on creating a lifestyle 

fashion brand with a strong sustainability message. The reality on the ground though was 

that, as the creators of many fabrics with partner suppliers, the company was also a fabric 

wholesaler. Should it start to brand the fabrics and use its famous customers’ global brands 

to expand its communication on sustainability? Many brands, like GORE-TEX, used their 

fabric credentials as brand enhancement. Some, such as Vancouver-based Arc’teryx, 

reshaped the way garments function using suppliers’ innovations: waterproof zippers, 

softshell jackets, and of course a lot of GORE-TEX Pro.  
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The e-commerce component also required attention. The website (https://ecoalf.com) 

was not generating a lot of traffic nor driving sales (see Exhibit 8 for the product pages). 

Why wasn’t the web store performing? Was it an issue with the site itself or a mismatch 

with the products and aspirations? Was there a better way to understand the customer’s 

journey and draw inferences to improve conversion rates on the site?  

Ultimately, the question of vertical integration would also come onto the table. It 

happened initially because the company needed original fibers and fabrics to differentiate 

itself. Working with partners around the world enabled ECOALF to develop a palette of 

sustainability-driven products, but many of them struggled with suboptimal volumes. 

Would it make sense to start considering other channels for distribution, for example 

through established wholesalers? This would clearly create a risk of brand dilution and 

margin compression, but it could also help get the volumes needed to improve profitability. 

The product portfolio was also a point of discussion. Marisa was a strong believer in 

offering a limited set of capsule products that best captured the brand’s sustainability 

credentials. Javier for his part was willing to go down the “total look” path, diversifying the 

offering to reduce the exposure solely to jackets and sneakers. Yes, the sustainability 

credentials on a cotton shirt were very different than on a down jacket, but it did allow for 

a stronger capture of the brand value. 

From the terrace of the boutique hotel close to ECOALF’s flagship store, Javier and Marisa 

could see Carol and Marcos, just back from Berlin. They stood up to greet them. The team 

was now complete, and the discussion could shift to a higher gear… 
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Exhibit 1 
Examples of ECOALF’s product labels 
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Exhibit 2 
Madrid flagship store: Displays and products 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

 
Source: Company and author’s pictures 
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Exhibit 3 
The product cycle: From the bottom of the ocean to down jacket 

 

 
Source: https://sustainabilityx.co/sustainable-fashion-javier-goyeneche-9e934c634c85 



 Page 21 of 25 

 

 

Exhibit 4 
Successful ECOALF collaborations 

 
 
Source: Company documents 
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Exhibit 5 
The Berlin flagship store with large displays 
 

 

 
 
Source: Company pictures
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Exhibit 6 
ECOALF’s values 
 

SUSTAINABILITY  

Suffice the current necessities without compromising those of future generations. 
A project for the future of our society, with the social, economic and environmental 
fundamentals in our nucleus. 

INNOVATION  

Revolutionary technology through the constant investment in R + D and 
collaborative investigation to reach the best quality in new materials, fabrics and 
processes. 

SUSTAINABLE DESIGN  

The honesty of a timeless design and the transformation of ideas into actions are 
the ethos of ECOALF and give energy and power to always search for new 
perspectives and ways to propose ideas in a sustainable and innovative way. 

COMPROMISE  

With the planet, with the environment and with people. With ourselves, our 
companions and all the people that work with us: providers, collaborators… 

COHERENCE  

In what we do and what we say. In how we do it and how we tell it. Always with 
a single, unilateral message that transmits our compromise and our values. 

TRANSPARENCY 

Transparency guarantees this coherence and gives us credibility as a brand to third 
parties, but most importantly to our clients. Transparency implies being able to 
tell everything we do and how we do it, but to tell it, we have to first analyse our 
brand internally to know our processes and the impact we generate. 

 
 
 

Source: Company information 
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Exhibit 7 
ECOALF press coverage  
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Exhibit 8 
ECOALF website 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Company information 


