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The UK Fashion & Textile Association (UKFT) is the most 
inclusive British network for fashion and textile companies. 

UKFT brings together designers, manufacturers, agents 
and retailers to promote their businesses and our industry 

throughout the UK and internationally. 

W e offer practical advice and support to 
companies with their UK and international 

business, facilitating opportunities for networking 
and potential partnerships with customers as well as 
suppliers.  

Membership of UKFT gives you access to a wealth of 
information, from market reports to agency agreements 
and a wide range of technical information including the 
opportunity to use the care symbols. The symbols are 
trademarked in over 50 countries worldwide and to use 
them you must have a licence. Membership of UKFT 
can give you the right to use the symbols throughout 
the world without any further costs. 

Members benefit from discounted rates on UKFT’s 
extensive seminar programme, showroom hire and 
other business services. Plus, membership provides 
you with free on-going business support for growing 
your business and access to Government funding for 
international trade shows.

JOIN BEFORE 
30 October 2015 

for 20% discount on your 
first years membership.

QUOTE:  TFOCT15

To find out more 
about UKFT, 

visit www.ukft.org  
or call  

020 7843 9462

www.ukft.org

UKFT supports over 2000 companies covering all elements of the 
industry. We work with large brands as well as with smaller companies, 

helping build the industry of tomorrow. 
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Our partners

Response to the first edition of TEX,  launched at Textile Forum in March 2015, 
was so positive this second edition brings you even more stories from fabric 
buyers and suppliers.

Just as TEX has expanded so, too, has Textile Forum which now showcases an 
even greater selection of fashion fabrics over two floors.  

We have included a floor plan and list of all our exhibitors in TEX so you can 
have all their details to hand when you return to your offices and studios.

A digital version of TEX is also available to download from our website, where 
you can also find more details about all our exhibitors.

We hope you find TEX an informative and entertaining read and that your visit 
to Textile Forum helps provide the inspiration for your new collections.

Happy sourcing.

Best wishes

Linda Laderman
Co-founder and organiser Textile Forum

PS  We hope you have fun playing on our interactive copyright wall and enjoy our 
refreshments and will make a contribution to the Fashion & Textile Children’s 
Trust, our charity partner. More details on page 17.

 

1

2

3

4

5

6

7

8

9

11

14
12

1

16

15

10

13

17

Front cover featured fabrics:
1.  Bernstein & Banleys
2. Hantex
3. Pongees
4. Pongees
5. Solstiss
6. Tiss et Teint
7. Carrington Fabrics
8. Solstiss

9. James Hare
10. Solstiss
11. A W Hainsworth & Sons
12. Michael’s Bridals Fabrics
13. James Hare
14. Carrington
15. Anbo
16. Dashing Tweeds
17. Dashing Tweeds



2 Textile  Forum

TEX   the fabrics
1 2 3

4 5 6

7 8 9

10 11 12

1  A W Hainsworth & Sons  2  A-Tex Branding  3  Acorn Fabrics  4  Alan Litman  5  Alexandra Taylor  6  Anbo  7  Basinghall  8  Belinac of France

9  Bennett Silks 10 Bernstein & Banleys 11 Bradshaw & Bradshaw 12 British Alpaca Fashion  13 Carrington Fabrics  14 Chrisanne  15 Codentel

13 14 15



Textile  Forum  3

16 17 18

25 26 27

22 23 24

19 20 21

16 Colin Desreumaux  17 Darquer 18 Dashing Tweeds 19 Denholme 20 Discovery Knitting 21 Dugdale  22  Eve Johnson 23  Forest Digital   

24  Forster Rohner 25  G H Leathers 26  GP Maglificio  27  Graham Smith  28 Hantex 29  Hatton Textiles 30  Henry Bertrand  

28 29 30



4 Textile  Forum

TEX   the fabrics

37 38 39

31  Holland & Sherry  32  Interstiss  33  John Kaldor   34  James Hare  35  Jones  and Co (Nottingham)   36  Joseph H Clissold  37  Jules Tournier & Fils 
38  Laurent Garigue Partnership 39  Lorna Doyle 40  M Makower & Co 41   Marco Lagattolla  42  Michael’s Bridal Fabrics  43  Montreux  44  Nunoya  
45  Partap Fashion Fabrics  

31 32 33

34 35 36

40 41 42

43 44 45



Textile  Forum  5

TEX   the fabrics

52 53 54

46  Platinum Bridal Fabrics  47  Pongees  48  Ramon Santaeularia  49  Ringhart Fabrics   50  Ruffo Coli Tessuti  51  Schwarzschild Ochs  52  Solstiss 
53  Stabler International 54  The National Weaving Co 55  The Wool Lab 56   Tiss et Teint 57  Yuwa Shoten  

46 47 48

49 50 51

55 56 57



6 Textile  Forum

There’s a vintage feel to the new season’s fabrics 
from the British Alpaca Fashion Company.
 
There is a new pile cloth reminiscent of the alpaca 
fabrics used during World War II for inner linings, 
which is suitable for outerwear.
 
There is also a range of limited edition range of 
pure British royal alpaca designer fabrics, created 
using traditional methods of the British mills in the 
19th century which meant the cloth was brushed 
with a dried teasel flower and then washed to 
produce a felted effect and then pressed.
 
The other fabrics in the vintage selection include 
alpaca/linen and alpaca/ mulberry silk blends in 
designs recreated from those found in 19th 
century archives.
 

Designs are also very much inspired by the Exmoor 
countryside where the company has its alpaca farm. 
These cloths are branded Exe Stream. 

Further promoting the local area are pure alpaca 
cloths – available in the natural colours, of which 
there are around 22 shades.

Additionally, The  British Alpaca Fashion Company 
has been named a finalist in the best Rural Apparel 
Product or Brand category of The Rural Business 
Awards 2015, the finals for which were held after TEX 
went to press.

This coat (right) by young designer David Linstead 
Short who first saw British Alpaca at Textile Forum will 
be on display at the October show. 

... and alpaca for a 
city or country look – 
Holland & Sherry
AlpacaSherry is a new collection of 
jacketings in a wool/alpaca/silk blend, woven 
in a 2/2 twill construction where the focus is 
on colour, lightness and lustre. 

The AlpacaSherry designs co-ordinate with 
a selection of coloured plains, giving the 
option of a city or more casual country look.

There are now more than 30 magnetic brooches to chose from at Michael’s 
Bridal Fabrics with the addition of 12 new designs. As there are no pins, the 
brooches can be attached to a dress without damaging it and are particularly 
appropriate for children’s dresses.

Winning costumes 
– A W Hainsworth
The winning design in the Hainsworth Statement 
Award in the New Designers competition will be 
among the costumes created by students from 
Nottingham Trent University on display at Textile 
Forum this week.

Eve Kann’s dramatic design for the “dark” Queen 
Herodias character in the opera Salome, will be 
joined by exhibits from Hannah Percy and Chris 
Middleton, whose red military jacket was produced 
in a Hainsworth cloth.

New HQ ... showroom 
and colours – Pongees
 
Look out for a Pongees van travelling around London from the end of 
October. As its silk business has expanded and it has added more colours 
to its stock ranges, Pongees realised its Hoxton Square premises were just 
too small and it needed extra room to maintain its high level of customer 
service. It has bought a building in Dartford and has custom-designed the 
interior to house its head office, warehouse and cutting room. 

Daily fabric deliveries to customers in Greater London 
will be made by the liveried van, which will also 
drop off orders at Pongees’ new Hoxton 
showroom for customers’ own collection.

The new showroom is just minutes 
away from the Hoxton Square 
premises that have been its home for 
the last 25 years.
 
Pongees’ expanded collection of silks 
includes 17 new colours to its habotai 
range of linings and there are now more 
that 80 shades of French tulle. Pictured 
here is one of the new organza colours.

TEX   news

Online luxury - Laurent Garigue  
and Bernstein & Banleys
All the designs included in the 
new luxury online fashion site 
Linopiani, which launched last 
month, have been made from 
fabrics from Laurent Garigue, 
with linings and interlinings 
from Bernstein & Banleys.

Designer Lino Piani first visited 
the Textile Forum a year ago 
to source fabrics for his new 
venture. 

Vintage alpaca … British Alpaca Fashion Company

Brooches are a 
magnet - Michael’s 
Bridal Fabrics 



 Fashion Viewpoint
 Whether it is the swing tag or woven  
 label, the tissue paper or the seal   
 sticker every promotional and   
 packaging item plays an equally   
 important part in the marketing of a  
 product, says Jamie Tunnicliffe,   
 managing director,  A-Tex Branding UK.

 The company has seen a growing trend  
 for brands to extend the information  
 included on the swing ticket so that apart 

from the brand logo and the price, it also accommodates a brief company 
history and the key values to reinforce the  “why to buy” message. 
 
“This is a relatively cost-effective way of following through the marketing 
message as most customers go straight to the swing tag to look for the 
price. This is a window where you have the shopper’s undivided attention 
so an ideal opportunity to provide some key brand information that they 
may not have necessarily looked for, or indeed known, and help create 
brand loyalty.”
 

Contents, brand, graphics and other information all vie for space on a piece of 
packaging and all need to work together to encourage the customer to purchase 
that product in a store.

But while we no longer do all our shopping in a bricks and mortar store  
and the advent of online purchasing  
has changed consumer behaviour 
companies have yet to fully realise this 
in their packaging design.

Selling online changes the requirements 
of packaging in a different way too. The 
pack still has to preserve, protect and 
transport the product, but now the 
marketing aspect can be delivered by 
additional digital content. 

Increasing the number of senses 
that are transmitting information also 
strengthens the marketing messages 
and leads to higher sales. 

Touch, for instance, is a very important 
sense to activate for online shopping. 
While the feel of the pack will not 
influence consumers at the point of 
purchase, when the product is 
delivered to the home, the first thing 
the purchaser will experience will be 
the feel of the packaging. Potentially 
this makes tactile pack design even 
more important as it will have a lot of 
influence on any repurchase.

The importance of the feel of a pack 
is starting to become more prevalent 
across the grocery sector. According to 
Mintel’s Global New Products Database 
(GNPD), around 75% of all personal care 
launches involved soft-touch coatings. 
Additionally, printing electronic circuits, sensors and memory directly on to a pack is 
now possible and can turn a box or wrapper into a device capable of showing movies, 
playing music or interacting directly with the purchasers. Fashion companies could use 
this to show other products in the collection or scenes from their catwalk show. 

Connected Me is an Ericsson concept that transmits information from product to 
mobile just by touching the pack using your body as a cable. Imagine being able to 
reorder a product just by touching it.

Mobile technology also enables electronic requirements to be “outsourced” to 
the consumer. Augmented Reality (AR) is a way to add elements that aren’t really 
there to a live-camera view of the world. So, for instance, you can overlay animation 
onto a view of a cereal pack to make it look as if the printed material has come 
alive so something similar could be featured on the box delivering a new dress 

or a handbag.  To employ AR, all the consumer 
needs is a smartphone or wearable technology 
and when they place their camera over an 
image that has been linked to the AR, it will 
launch the hidden content.

Fashion designers and marketers could do well 
to take a closer look at what is happening 
within the grocery sector and see how they can 
utilise some of the innovative promotional 
ideas to help sell their products.

*For further information about Professor Cathy 
Barnes and IORMA visit IORMA.com. IORMA is 
a resource for businesses and governments to 
help them better understand and respond to 
consumer demand for new products and 
services in a changing world.

 

With more fashion being bought on line and delivered as a “parcel” to a 
customer, there is increased attention on boxes to both protect and convey the 
brand message. Typically today, the exterior of the box remains relatively plain 
with the wow factor generated once the lid has been lifted. A mix of wrapping 
and packaging materials within the box also creates interest to make the online 
purchase enjoyable and memorable.

Packaging has been around since the early days of humanity and in some form or another has assisted 
people in transporting, storing and protecting a variety of items. Crude packaging materials, such as 
woven sacks and amphoras, were used by hunters and gatherers to simply protect food and drink to 
survive. However, packaging has evolved into a means of communicating and marketing to customers. 
Professor Cathy Barnes Professor of Retail Innovation at Leeds Beckett University and a member of the 
board of IORMA, the global consumer commerce centre*, talks about new ideas in packaging from both 
a store and online perspective.

TEX   innovation in packaging
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Dashing Tweeds and Fred Perry, two companies with a passion for sport 
and fabric development, have formed a collaboration resulting in the 
development of a unique reflective tweed, Lumatwill, designed and woven 
in the UK which is now available to tailors and menswear designers. 

“Dashing Tweeds was established to make traditional 
British country sportswear urban and modern by 
developing new fabrics that combine traditional and 
technological yarns,” explains Guy Hills, founder, who 
believes strongly in collaboration to drive the 
business forward.

It was a logical move to tie up with a company such 
as strong Brititsh brand Fred Perry, which made its 
name on the development of a lightweight 
honeycomb structured fabric  initially woven into 
shirts for tennis players. Fred Perry was also 
instrumental in developing the performance- 
enhancing sweatlette. 

The shirts, however, became a mainstream fashion 
item when they were adopted by the Mods of the 
‘60s – and have become a menswear classic.

While tennis may not have been the initial sport that 
inspired the creation of the reflective fabric, Dashing 
Tweeds works with sportsmen and the urban cyclist 
in mind.

TEX   textile innovation

A SPORTING-
PARTNERSHIP

With both Dashing Tweeds’ and Fred Perry 
keen to promote a British product, Lumatwill 
combines British wool, sheared and spun in 
the north of England and woven on the 
Scottish Borders with reflective yarn from 3M 
introduced every 10mm. To impart an extra 
degree of waterproofing, as well as 
protection from grease and hard wear, to the 
Fred Perry accessories, a Teflon treatment 
was applied during the finishing process.

To demonstrate the versatility of its reflective fabric, 
Dashing Tweeds designed this Harrington jacket.

A selection of Fred Perry accessories in Dashing 
Tweeds’ Lumatwill fabric

The full range is available from Dashing Tweeds’ 
store in Sackville Street and at dashingtweeds.co.uk



Nowadays, many of the in-demand 
occasionwear collections are coming 
from influential designers best known 
for their bridal offering. Surprising? 
Not really – after all, who knows better 
about perfect cut and figure-flattering 
structure than those who dress 
the bride on her big day?

Ian Stuart added an MOB label to his 
award-winning repertoire some seven 

years ago, and today it equals the volume 
of his bridal sales. There is a great correlation 
between the two sectors, he says: “We had a 

growing number of requests from mothers of our 
brides – stylish women searching for something 

elegant and witty that included our signature style. 
Hence the launch of Ian Stuart London”. Mix and 

match pieces have proved to be a real winner for the 
brand and its wearers who may be hosting a wedding 

one day and heading for a day the next. “Our dresses come 
with a choice of two jackets – one that is structured for the day 

and the other softer and more romantic for the evening,” he says. 
“Our current best-selling silhouette for MOBs is 1950s-style, with a 

calf-length A-line skirt. Silks, matte taffetas and jacquards are the preferred 
fabrics and our top of the pops colours are silver, café latte, shell pink 

and powder blue.” Prints are very popular, he confirms, especially floral 
prints, and spots and stripes are the winners for events such as Ascot.” 

Are the ever-improving high-street offerings a threat to the luxury 
sector? “I don’t think so,” says Ian. “The kind of boutiques we sell 
to have an unparalleled one-on-one customer service that you 
simply won’t get from a high street chain. As a result they have 
returning customers, who are considered part of the family.” 

Regine Ellis, the creative force behind John Charles, the occasionwear 
label from Ellis Bridals, agrees. “Women don’t want to be seen wearing 
the same outfit as another guest so we focus on making special pieces that 
are unique.” Around for more than 20 years, John Charles has witnessed 

changes in tastes and has often been responsible to starting a new 
style trend. Like Ian, Regine sees retailers enjoying loyalty from their 
customers. “Individuality is so important,” she stresses, “which is 
why we constantly search out new fabrics and exclusive trims.”
Veromia is another bridalwear house that extended its portfolio 
to emcompass occasionwear, only to find, within a few of 
years, that it had grown its own market dramatically. There 

are now three labels in the bag: MOB collection Dress Code, 
Dressed Up (which caters to plus-sizes) and Irresistible; then there 
are the bridesmaids collections from D’Zage and Veromia, which 
are attracting the party goers and special occasion attendees

Helen Swaine, formerly of Frank Usher, has been 
designing Dress Code since it launched. Subtle self-jacquards with 
simple geometric, spot or floral designs in the palest of pastel hues, are 
key to her latest collection and she sees self-embroidered organzas as 
the perfect option to prints, while coral and raspberry have been added 
to the palette for summer weddings. “The high street will never pose a 
threat to the quality/luxury sector,” she says. “The MOB will always want 
something a little more special and will pay that little bit extra for it.”

Wedding dress designer Jason Jennings is the talent behind Veromia’s 
Irresistible label, which does a great job in body-skimming silhouettes 
and standout detailing. He is a firm believer that when a dress needs 
beading, embroidery, lace appliqués and the like to make it special, a 
bridal designer knows instinctively what to do. “Whether it is adding a 
floating coat to a tailored dress, or inserting panels of fine lace to a jacket, 
you have to understand how to work those fabrics to best advantage.”
Adds Ian Stuart: “The best best part of designing both is that, from 
time to time, a great neckline, sleeve, or bodice shape can cross 
over. Quite often I adapt embroideries and decoration, too, that 
translate perfectly from bridal to occasionwear or vice versa.”

Textile  Forum  9

TEX   bridal stories

Long gone are the days when mothers of the bride and groom settled for quiet 
little outfits in subtle colours and dyed-to-match fascinators; today’s confident 
women are going all out to make a glamorous fashion statement of their own, 
often running up a bill that tops that of the bride’s says Susi Rogol, Bridal Buyer’s 
Editor at Large.

Mamma Mia

Ian Stuart
Regine Ellis

Helen Swaine Jason Jennings

John Charles

Ian Stuart

Dress Code
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TEX   Daniel Henry for Bennett Silks

Belgian-born Daniel Henry set up his first workshop 
15 years ago in the attic of the family house;  now he 
is based in Tournai in his own home: a former convent 
where the ground and first floors incorporate the 
business. Daniel Henry has a tight client base that, in 
addition to Bennett Silks, includes Sophie Hallette, 
Pierre Frey and Textiles de la Duniere.  All these 
companies are tapping into the creativity of the 
designer, who enjoyed figure skating for 15 years 
and through the sports costumes got interested in 
textiles. He studied at La Cambre, one of the world’s 
top fashion college, many of whose alumni work at 
the top fashion houses in Paris and Italy; he won his 
first contract before graduation.

“The plainer the better,” says Henry, when asked what 
fabrics he likes to work with. Luxurious, simple fabrics 
provide him with the foundation on which to apply the 
mainly geometric based prints that are his signature and 
adding the coatings and texturising to produce the 
different handles and appearances that create the 
differentiation.

For Bennett Silks 15 designs are created each season - and 
are branded and marketed as Daniel Henry, the first for the 
studio, whose designs had previously been absorbed 
anonymously into its clients’ ranges. There are obvious 
benefits to both parties.

For Bennett Silks, it is another example of offering unique 
products to market. William Henry Bennett, who founded 
the business in 1904, was one of the first Englishmen to 
establish trade links with the Far Eastern silk industry. 
These links are still strong today, although over recent 
years the company has significantly increased production 
in Europe. The Daniel Henry project has played a major 
part in this European development with all fabrics 

manufactured in either the UK, France, Italy or Belgium.

“Exclusivity is key,” says Mike Bennett, who with his brother 
Chris, great grandsons of the founder, run the business 
and discovered Daniel Henry at Maison D’Exceptions.  “We 
have an in-house design team which is  responsible for our 
traditional business, but we wanted to offer something 
different as part of our plans to increase exports, 
particularly in the US and also further explore opportunities 
among the French and Italian couture houses. We were 
really impressed and excited with the designs on Daniel’s 
stand. We have given him free reign to create these 
collections for us. While the techniques he uses are 
obviously not unique to us, they are exclusive to the base 
fabrics and as such gives us a point of differentiation and 
something new and exciting to take to market.”

The relationship between the two businesses is very new; 
the autumn 2015 Daniel Henry range will be the third 
collection. For the autumn season there will be silks that 
combine a print and emerising process, where the fabric 
has been brushed so there is a distinct contrast in shade as 
well as a handle more akin to cashmere than silk. 

While some of the techniques are new, others are old ones 
revisited - such as flocking, which will feature in the new 
range. This technique was used in China around 1000 BC 
and became popular in Europe in the Middle Ages. With 
this process short fibres are added to an adhesive coated 
surface to add a velvet or suede like texture. For this 
autumn, Daniel Henry includes a flock, created with a 
viscose fibre in a pattern that looks like butterfly wings.

Apart from the fashion fabric range, Bennett Silks will be 
launching Daniel Henry designs into its interiors collection 
this autumn.

The challenges to be innovative and commercial are the 
constant struggle for all designers but Daniel Henry recalls 
his younger days when he spent time on the ice. “It was 
probably during this period I learnt rigour, discipline and 
determination and how to pick oneself up after a fall.”

This early experience will stand Daniel Henry in very 
good stead.

From figure skating to 
experimenting with printing 
techniques - that’s the journey that 
has been taken by Daniel Henry, 
whose award-winning studio 
produces an eponymous collection 
of fabrics for Bennett Silks.

A FRESH HANDLE 
ON SILK 

Magnetite is a metallic coating which 
metamorphosis the velvet to give it a 
cracked bark look. 

Florilegium is a traditional silk/cotton 
jacquard design with a contempo-
rary twist. 

The Daniel Henry studio.
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TEX   getting to know ...wool

1. How many sweaters can be 
made from one fleece?

12 ☐ 14 ☐ 18 ☐     

2. What is the natural protein 
that can be found in wool?

3. What species of sheep 
produces the finest, lightest 
and softest wool?

4. What does the Woolmark 
logo represent?

 
5.  Put the following wool 
processes in the correct order: 
spinning, making up, 
scouring, weaving, fabric fin-
ishing, topmaking, knitting

6. Wool fabrics have a good 
UPF rating and will protect 
against the sun’s harmful rays
True ☐ or false ☐  

7. How many times can a 
wool fibre be bent without 
breaking?

8. Wool has the capacity to 
absorb moisture up to what 
percentage of its own dry 
weight?
20% ☐ 25% ☐ 35% ☐

9. Name these weaves?

A.

B.

C.

Pictures courtesy of Holland & Sherry

Answers
1. 18  2. Keratin  3. Merino   4.  It indicates that a product bearing the mark is made from 100 per cent Pure New Wool
 5. Scouring, topmaking, spinning, weaving, knitting, making up, fabric finishing
 6. True  7. 20,000  8. 35%   9.  a. Herringbone b. Hopsack  c. Boucle

The Trends
The Wool Lab was established by The Woolmark Company, the 
global authority on wool in June 2011, to pull together fabrics and 
yarns, sourced from more than 100 of the world’s best weavers and 
spinners,  that best represent emerging themes from fashion and 
other sectors to inspire designers working on their future collections.

At Textile Forum, The Wool Lab will be presenting a series of swatch 
books relating to the autumn/winter 2016/7 season, that fit into 
seven themes: four for women and three for men, reflecting the 
increased interest in wool fabrics outside of men’s tailoring.
The books also include mood boards and colour cards.

While most designers work with wool for their autumn/winter collections, it is a misconception that it is only appropriate for winter months and 
cold climates. Top selling merino wool has a natural crimp that gives a garment superior insulation and breathability and protects the wearer 
from extremes of temperature - hot or cold. 

As such, the range of garments being produced in wool now includes an increasing percentage of sportswear.

Take the wool quiz

Since the stone age, wool has provided the 
most effective natural form of all-weather
protection for mankind.

Wool is breathable, resiliant, elastic, flame 
retardant and provides a high level of UV 
protection. This complex fibre has yet to be 
recreated synthetically.
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Fashion
with a sense 
of hum   ur

With a strong emphasis on bespoke textiles and humour,  design duo  
Agape Mdumulla and Sam Cotton, better known as contemporary 
menswear design duo Agi & Sam, believe that fashion should never 
be taken too seriously and position its designs firmly in the middle 
of brands that fear creating something different and those that push 
collections too far.

Agi studied Fashion Design at Manchester School of Art while Sam  
went for Illustration at University of Lincoln. They met in 2008 while 
interning for Alexander McQueen before going on to work for other 
brands such as Karl Lagerfeld and J W Anderson.

After growing frustrated with the then current economic climate and 
the lack of jobs, they decided to work together, launching their debut 
collection in September 2010 at London Fashion Week.

TEX   behind the designers … Agi & Sam

Agi & Sam with their award-winning design in the 2015/2016 International Woolmark Prize British Isles region. 

12 Textile  Forum



According to Dylan Jones, editor in chief, GQ, the design duo are 
“brilliant because they have such an idiosyncratic point of view; they 
know exactly what they are doing”. Jason Basmajian, creative 
director of Gieves and Hawkes, said they had demonstrated an 
“inspirational combination of creativity, innovation and commercial 

sensibility. This is an exciting duo to watch as they develop their brand”.

Its trademark digital prints have appeared on a collection for Topman based on 
how the 2012 Olympics inspired streetwear in East London. Included were two 
football kits bearing a crest created for the designers’ fictional team, “The Owls”.  
Egg, shell and feather prints appeared across the 20-piece range, which also 
included yellow suits, crisp shirts and shorts.

This autumn’s Coolman collection includes knitwear produced in collaboration 
with Jaeger. The collection takes its name from a handful of drawings by the 
same name created by Mdumulla when he was four-years-old and rediscovered 
by his mother in his home in Yorkshire. With this nostalgia in mind, Mdumulla 
and Cotton then revisited their old primary schools to learn from the current 
students about their perspectives on clothing. The prints in the collection were 
created by some of the children. The design duo showed the children some 
designs they had produced that merged merged VHS covers and prescription 
drug packaging and asked them to painted their own versions.

“We always want to have fun with clothes,” says Mdumulla and Cotton. “We 
wanted to look at how children see clothes, and how they possibly could 
change our perceptions of why clothes are made the way they are.”

Agi & Sam, won the menswear award in the  2015/16 International Woolmark 
Prize British Isles regional final and will go on to compete for the International 
Woolmark Prize, for which they will be required to develop a capsule 
collection in merino wool. The final will held in Florence in January 2016. In 
addition to a cash prize, the men’s and women’s winners of the grand prize 
will have the opportunity to be stocked in leading retailers around the world 
including Harvey Nichols (London), 10 Corso Como (Milan, Beijing and 
Shanghai), Matchesfashion.com (online), Mytheresa.com (online), Saks Fifth 
Avenue (NYC), Joyce (China), Isetan Mitsukoshi (Japan), Boutique 1 (UAE) and 
David Jones (Australia).

How did you “discover” your individual handwriting? Our handwriting came out 
of our frustration of not being able to find the kind of clothes we wanted to 
wear. We also wanted to have fun with fashion and try not to take it so seriously. 
That approach often inspired the starting point of our collections.
 
Do you have a person in mind when you create your new collection – and if so, 
who? We always used to say a ladies man, with a slight alcohol problem.

Who - and what - inspires you? It can be anything really, a joke, art, music, 
thoughts, the list is endless, but on the whole, London mainly plays a big part in 
our inspiration. 
 
What has been the stand out moment in your career so far and why? I think 
maybe our first ever MAN catwalk was a pretty special moment, it felt like the 
first big step. Then the British Fashion Award in 2013,  the GQ Men of the Year 
Award in 2014 and then International Woolmark Regional Prize 2015 were 
pretty surreal, special moments.
 
What’s the most important lesson you have learned since being in business? 
Learning to not worry too much; there is nothing you can do about what may 
have happened in the past and what may happen in the future.
 
What keeps you awake at night? 
A. Too many sweets before bed time.  
S. Hot weather.
 
How do you switch off from business? 
A. Eat sweets. 
S. Football, reading, running, painting, galleries, cooking, sweets.
 
If there was a fire and you could only save one item from your home what would 
it be and why? 
A. My girfriend Jenny. 
S. My paintings.

What are your aspirations for the business?
The sky is the limit.
 

Textile  Forum  13

TEX   behind the designers … Agi & Sam
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TEX   the costumier

FIGURING 
OUT THE 
MAGIC

From A-list celebrities and influential You Tube vloggers  to 
famous fictional cartoon or CGI created characters  - these 
are all typical “customers” for Merlin Entertainment costumier 
Katie-May Boyd. One of a team of six, she works in a high 
security studio in West London that produces the wax figures 
that appear in 19 Madame Tussauds, delivering a magical 
experience to millions of visitors a year. 
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TEX   the costumier 

FIGURING 
OUT THE 
MAGIC

A        graduate of the London College of 
Fashion, this is Katie-May’s first job. With 
Merlin located “down the road” from 
the college, she secured an internship 
in the studio and following her final year 

presentation was offered a full-time post.

Katie-May’s job involves organising the clothes, 
accessories and props for each of the 15-30 wax figures 
she can be working on at any one time. While some 
clothes are gifted, some bought “off the peg”, most are 
bespoke. So one day Katie-May can be sourcing fabrics 
for Benedict Cumberbatch or a guitar for Taylor Swift.

“Maintaining an up-to-date library of fabrics in the 
studio is extremely important,” explains Katie-May, “as 
it’s the starting point for creating the outfit and saves 
precious time if we know immediately where we can 
source a specific cloth.” There’s an average 12-week 
turn round from cast to the completion of a figure.

“Accuracy and attention to detail is paramount in every 
aspect of the figure. This is particularly challenging 
when we are looking for fabrics for characters created 
as cartoons or with CGI. In the case of the dress for one 
animated figure, when we first looked at the footage 
we thought it was hessian, but it draped like silk - so 
not exactly a ‘real’ fabric. We sent six fabric options to 

the film company and they selected a Matka silk that 
we then dyed to an agreed Pantone reference. Fabric 
selection and colour is also dependent on whether a 
character is on its own or is in a group, in which case 
everything needs to co-ordinate, adds Katie-May.

A visit to the Bradshaw & Bradshaw stand at Textile 
Forum in March 2015 proved fortuitous as a lace from 
Solstiss is now featuring in an outfit  that launches in 
Madame Tussauds this winter and the morning that 
TEX met Katie-May she had visited Holland & Sherry.

While many of the figures are one-offs, so the 
amount of fabric used is small, others are produced 
in multiples, such as Brad Pitt and Angelina Jolie are 
restyled regularly. Additionally there are five figures of 
US Tonight Show host Jimmy Fallon and five of singer 
Taylor Swift, as one is needed for each of the Madame 
Tussauds in the US; Michael Jackson is an example of 
an international star located in all 19 Madame Tussauds 
and he is styled differently  e.g. in outfits relating to This 
is it Tour, Bad, Dangerous.

Each figure begins life with a detailed brief from the 
stylist; this includes the pose, expression, hair and 
colouring and the costume. A sculptor then works on 
a clay figure - either from a sitting by the real person 
or from exhaustive research - and the costumiers 
make a toile.

Once the figure is ready, it is time for “around the clay” 
- one of the most important stages in the process as this 
is when the entire team takes a very close look at the 
figure and the costumiers can make adjustment to the 
toile (lapels widened, trousers lengthened) so that the 
fit is perfect.  Capturing the precise shape of the hat for 
“Uncle Sam” proved to be a challenge (as did deciding 
on what should be worn on his lower body as he is only 
depicted from the waist up in the cartoon).

The “around the clay” juncture is also when the decisions 
are taken on where the figure needs to be joined so 
that it can come apart for dressing, a particular issue 
when the pose features the legs crossed, for instance.

Once sourced, the fabric is sent to the tailor or 
seamstress  and then along with the stylist a first fitting 
will take place. Once any adjustments are made the 
figure is returned to the studio for an “all round critique”. 
This is when the actual head is added and the same 
lighting that will be used in situ is set up in the studio. 
Once the figure is complete and ready for installation, 
a member of the costume department always attends 
the installation of a new figure (or the refreshing of an 
existing figure).

“The opportunity to travel was also one of the 
benefits that attracted me to joining Merlin,” explains 
Katie-May. Her first overseas trip was to refresh the 
figures at Madame Tussauds in Prague and then as 
her experience increases she will be off to launch new 
figures around the world - adding her touch of magic 
to the show.• The six person costume team comprises experts in tailoring, embroidery, research/3D   

 printing, pattern cutting millinery and “breakdown” (ageing, decay e.g. the sweat    
	 and	blood	on	a	Bruce	Willis	figure,	or	the	dust	on	the	jacket	of	light	bulb	inventor	Thomas		 	
 Edison who worked in a  messy laboratory)
•	 200-300	measurements	are	taken	of	a	celebrity	
•	 260	sets	of	clothes	are	created	every	year	by	the	costume	department
•	 1	hour	is	the	average	time	it	takes	to	dress	a	model,	but	it	took	a	week	to	put	the		 	 	
	 group	One	Direction	into	their	skinny	jeans
•	 There	have	been	23	different	sculpts	of	the	Queen	-	the	most	for	any		figure;	it	took	four		 	
	 days	to	apply	the	53,000	Swarovski	crystals	onto	the	Queen’s	jubilee	outfit
•	 Seven	pairs	of	trousers	had	to	be	made	or	bought	before	everyone	was	happy	with	how		 	
	 Channing	Tatum’s	bottom	looked

Picture captions
Opposite: Katie-May Boyd with Steve Irwin, Australian crocodile hunter
Top left: Taylor Swift
Top middle: Five Jimmy Fallons were made - one for each of the 
Madame Tussauds attractions in the US; each had different fabrics for 
the suits, ties and shirts. The figures were launched on his Tonight Show 
- a PR coup.
Top right: Thomas Edison
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EXIT

Amid a spate of fashion design cases in the UK courts, Hilary Atherton, specialist 
in intellectual property at international law firm Bird & Bird, discusses the relevant 
issues and offers practical advice on protecting and enforcing a designer’s 
intellectual property, as well as avoiding potential infringement claims.

Fashion design cases sashay 
through the UK courts 

TEX   intellectual property

Fashion and textile designs can be protected 
by a patchwork of interlocking and 
overlapping regimes, each with its own set 

of rules. This offers a great deal of flexibility by 
allowing designers to pick and choose the most 
appropriate and cost-effective means to protect 
their designs, depending on their particular 
commercial circumstances and the design in 
question. Given that the life span of clothing and 
accessory designs will often be relatively short, 
registration costs might be hard to justify and a 
relatively short period of protection may in any 
event suffice. In these circumstances, designers 
may opt to rely on copyright and/or unregistered 
design right, which may last a shorter time 
and require proof of copying for there to be 
infringement, but arise automatically and do not 
require registration. However, not all designs will 
qualify for copyright or unregistered design right 
protection, and where a designer seeks to rely on 
them against an infringer, it is critical to ensure 
that they are able to evidence how, when and by 
whom the design was created. 

There has been a recent flurry of cases in the UK courts 
concerning these unregistered rights: G-Star Raw v 
Rhodi Ltd (concerning UK unregistered design right in 
G-Star’s ‘Arc Pant’ jean design); SUPERDRY v ANIMAL 
(DKH Retail Ltd v H Young (Operations) Ltd) 
(concerning UK and Community unregistered design 
right in Superdry’s hooded gilet); John Kaldor 
Fabricmaker UK Ltd v Lee Ann Fashions Ltd (concerning 
unregistered Community design right and copyright 
in John Kaldor’s dress fabric design); Dalco v First 
Dimension (concerning UK and Community 
unregistered design right in First Dimension’s shirt 
design); and Abraham Moon & Sons Ltd v Andrew 
Thorber & Ots (concerning copyright in Abraham 
Moon’s ticket stamp used to set up the loom to 
produce its ‘Skye Sage’ fabric design).

Of these five cases, three were heard in the 
Intellectual Property Enterprise Court (IPEC). 
Established in 2013, IPEC was intended to provide a 
less expensive and more streamlined alternative to 

intellectual property actions in the High Court. 
Employing strict cost recovery caps and taking a 
proactive approach to case management to reach a 
swift resolution, IPEC is widely considered to be 
meeting this aim and possibly encouraging more 
rightsholders to bring a claim where they believe 
their IP rights have been infringed.

What do unregistered rights protect?

There are two categories of unregistered design 
right (UDR) in the UK: UK UDR which provides 
protection in the UK only, and Community UDR 
which extends throughout the EU. Both UK and 
Community UDR provide automatic protection 
upon the creation of a product or article, and 
protect the whole or part of its appearance arising 
from its shape or configuration. Community UDR 
also provides protection for the appearance of a 
product resulting from its colour, texture, materials 
and/or ornamentation. 

Unlike registered designs, to succeed in a claim for 
infringement of UDR (Community or UK), it is 
necessary to show that the relevant design was 
copied by the alleged infringer.

Copyright may also protect patterns on fabrics,but 
again it is necessary to show copying in order to 
establish infringement. 

Tips to protect your design

1. Keep a design trail. The alleged infringer in John 
Kaldor Fabricmaker UK Ltd v Lee Ann Fashions Ltd 
was able to show credible evidence from its print 
designer as to how, stage-by-stage, she came to 
design Lee Ann’s ‘tribal print’ fabric independently of 
John Kaldor’s tribal fabric design. Conversely, in 
G-Star Raw v Rhodi Ltd, the absence of a paper trail 
showing how Rhodi came up with its jeans design 
contributed to a finding of infringement. Likewise, in 
Dalco v First Dimension, an absence of evidence 
showing that First Dimension’s design pre-dated 
Dalco’s was fatal to its defence.  Accurate and 
contemporaneous records of how, when and by 
whom the design was created are essential.

2. Beware of over reliance on others’ designs. 
Fashion, by its nature, often involves the 
amalgamation of different aspects of earlier designs. 
However, in G-Star Raw, evidence that Rhodi had 
used a sample of G-Star Raw’s ‘Arc Pant’ to 
communicate design ideas to the manufacturers of 
its infringing pants was damaging to its case. 
 
3. Don’t forget copyright. Copyright can be 
particularly relevant to textiles. While Community UDR 
protects aspects of surface decoration and colour that 
will often be central to fashion designs, it only lasts for 
three years. While UK UDR lasts for at least 10 years, it 
cannot protect surface decoration. In John Kaldor, the 
claimant’s tribal design was created on a computer. 
Therefore, the relevant computer file was protected 
by copyright. In Abraham Moon, the ticket stamp used 
to set up the loom to produce its fabric design was 
found to be protected by copyright, even if the 
finished product was not. 

4. Consider registering your designs. Depending on 
the commercial importance of the design and the 
duration of protection required, designers may wish 
to apply for registered designs notwithstanding that 
the design may also be protected by unregistered 
rights, which are less robust because they may be 
shorter in duration and require evidence of copying. 

Bird & Bird is an international law firm with over 1100 
lawyers in 27 offices in Europe, the Middle East and 
Asia. Its specialist, multi-national, multi-disciplinary 
fashion and luxury goods team advises some of the 
world’s best-known apparel, accessories, cosmetics 
and fragrance retailers and brands. Clients include 
established businesses, exciting start-ups, SMEs and 
independent designers. 

Fashion and luxury goods contacts are: 
Hilary Atherton (IP) e: Hilary.atherton@twobirds.com,  
and Graeme Payne (Growth and Expansion Strategies) 
e: graeme.payne@twobirds.com

www.twobirds.com
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TEX    charity partner 
The Fashion & Textile Children’s Trust (FTCT) has been Textile Forum’s charity partner since 
2010 and during that time we have raised the profile of its wonderful work and helped children 
connected to some of our visitors and exhibitors. 

We are once again providing refreshments at Textile Forum in aid of the charity and hope you 
will give generously. However, it is not all about raising money; as important is for exhibitors and 
visitors to think about whether they, or families they know, could benefit from FTCT financial 
support and, if so, we would encourage you to get in touch with the grants team.

This article is designed to provide more information about FTCT for those who are being 
introduced to the charity for the first time, and to refresh the memories of readers who have
some awareness.

Established in 1853, FTCT has 
supported parents and carers 
working in the UK fashion and 

textile industry for over 160 years.

Its education and wellbeing grants 
cover the cost of essential items 
for a child such as school uniform, 
specialist therapies, learning 
tools, mobility equipment, school 
necessities, respite activities and 
more. This essential funding provides 
a lifeline to hundreds of children, and 
their parents, every year.

Who is eligible? To be eligible, a child must be 
between 0-18 years and the parent or carer must 
be connected to the UK fashion and textile industry 
in current or previous employment (within the 
last nine years). This includes retail, head office, 
manufacturing, wholesale, design, distribution, bridal 
wear, menswear, knitwear, soft furnishings etc. 

 “We’re delighted to continue our support. Whether 
you’re a start-up or an established business, have 
three employees or 300, FTCT supports families who 
just need that extra bit of help for their child. I hope 
you will visit the team on the FTCT stand during the 
show to find out more about the help it can give” 

Linda Laderman, co-founder and organiser, 
Textile Forum

             

Seth, 11, is described by his mother 
Monica, who is a freelance fashion 
designer, as ‘quiet’ and ‘sensitive’. But 
not long after he started primary school, 
Monica began to notice that Seth was 
becoming increasingly withdrawn.

By the time Seth reached year three, she 
knew there was something seriously wrong. 
Seth was extremely anxious and chewed his 
fingernails until they bled. He had severe 
migraines and also began to comfort eat, 
gaining a lot of weight.

Finally Seth opened up Monica. He told her 
that many of the other boys and girls would 
bully him, physically and verbally abusing 
him on a daily basis. 
Monica approached FTCT to get financial 
assistance so she could move Seth 
out of his school and in to a learning 
environment that was safe and supportive.

Monica told us: “The FTCT grant has 
made a huge difference to Seth’s life. He 
is now able to attend a school that suits 
his needs and he does not have to deal with other 
children with behavioral issues.
“He came home from school one day in the first term 
and said ‘Mummy I can’t believe it, considering I was 
so unpopular at my last school, I appear to be quite 
popular here’.

“We are still on a journey of recovery and Seth still 
struggles with self-esteem issues but receiving this 
grant has not only improved his psychological health 
it has also improved his physical health. I can’t thank 
FTCT enough.”

How to apply If you have a child between the age 
of 0-18 and would like to know if you are eligible 
for a grant visit www.ftct.org.uk  or call our grants 
coordinator, Dora on 0300 123 9002  (Calls cost 
no more than your standard rate)

www.ftct.org.uk

Seth and Monica’s Story  

The National Childrenswear Association 
(NCWA) looks after the interests of all those 
involved in the childrenswear industry. 
 
Manufacturers, retailers (both large and 
small) and agents can all benefit from the 
advice and information NCWA offers on 
issues ranging from standards to labelling to 
employment law. 
 
Associate Membership is available to 
suppliers to the industry and to companies 
based outside the UK and Ireland. 
 
All members enjoy a free page on NCWA’s 
website and the opportunity to obtain 
discounts on a range of services, including 
insurance and energy prices.
 
Find out more by contacting us at 
www.ncwa.co.uk; enquiries@ncwa.co.uk
And follow us on Twitter @ncwa1

Plus Samples is a premier clothing 
manufacturing company, providing CMT, 

pattern cutting & grading services. 
It has been established for over 10 

years and have built a regular client 
base of high-end men and women’s 

wear designers and retailers; who are 
showcasing at the London, New York and 

Paris Fashion Weeks.  

Operating from a London studio, Plus 
Samples specialises in samples and 

small production runs from 1-200 pcs.  
The team of skilled professionals are 

dedicated and passionate about producing 
the highest quality garments, and their 
expertise covers all categories of men’s 

and women’s clothing.
 

www.plussamples.co.uk

Pattern making, sampling and 
production from our UK-based 

SMETA audited factory. 

Insanity Clothing offers a complete 
solution for the garment industry 
and specialise in jersey wear and 

swimwear, in childrens and  
plus sizes.

Competitive prices with 
strict quality control.

Insanity Clothing
Mairaj Khan

Info@insantifyclothing.co.uk
01162 737 163

Insanityclothing.co.uk 

Sewing machines … steamers ….. 
irons … high quality cutters … heated, 

vacuum ironing boards 

for independent fashion designers, 
wedding dress manufacturers, retailers

Omnisew.com

Contact: David Cottell
Tel: 0117 9569991

E-mail: david@omnisew.com



18 Textile  Forum

TEX   the exhibitors
A W Hainsworth & Sons  B8 
Tel: 0113 3955618
Web: hainsworth.co.uk
Email: ivanarosinova@hainsworth.co.uk
Contacts: Ivana Rosinova, Julie Greenough
A-TEX Branding  E5
Web: a-tex.com
Email: jamie.tunnicliffe@a-tex.com
Contacts: Jamie Tunnicliffe
Acorn Fabrics  B2 
Tel: 01282 698 662
Web: acornfabrics.com
Email: sales@acornfabrics.co.uk
Contacts: Chris Chatburn, James Chatburn, John Chatburn
Alan Litman  C6 
Tel: 0115 970 8992/07917 4136
Web: litmansfabrics.com
Email: sales@litmansfabrics.com
Contacts: Craig Sherwin
Alexandra Taylor  E3 
Tel: 07462 901018
Email: Alexandra.Taylor19@hotmail.co.uk
Contacts: Alexandra Taylor
Anbo Textiles  A10 
Tel: 01494 450155
Web: anbo.co.uk
Email: otto@anbo.co.uk
Contacts: Otto Hamelink
Basinghall (UK)  D7 
Tel: 01708 457 274
Email: basinghallfabrics@yahoo.co.uk
Contacts: Nick Haymen, Malcolm Swart
Belinac of France (See Bradshaw & Bradshaw) B4 
Bennett Silks   C4 
Tel: 0161 476 8600
Web: bennett-silks.co.uk
Email: sales@bennett-silks.co.uk
Contacts: Mike Bennett, Emma Cleverly
Bernstein & Banleys D2   
Tel: 0844 800 3630
Web: qualitylinings.co.uk; theliningcompany.co.uk 
Email: sales@qualitylinings.co.uk; shop@theliningcompany.co.uk
Contacts: Fran Bardhi, Jonathan Bernstein, Liza Croft, Dan Thompson
Bird & Bird D4
Tel: 020 7415 6000
Web:   twobirds.com 
Email:  hilary.atherton@twobirds.com 
Contacts: Hilary Atherton, Graeme Payne
Bradshaw & Bradshaw B4  
(Also Belinac of France, Denholme, Solstiss, Ruffo Coli Tessuti)   
Tel: 020 7255 2333
Email: bradshawmatthew@btconnect.com
Contacts: David Bradshaw, Matthew Bradshaw
British Alpaca Fashion Company E12 
Tel: 01643 851 657
Web: britishalpacafashion.co.uk
Email: anila.preston@britishalpacafashion.co.uk
Contacts: Anila Preston
Carrington Fabrics B3   
(Also John Kaldor) 
Tel: 01204 692223
Web: carringtonfabrics.co.uk
Email: sales@carringtonfabrics.co.uk
Contacts: Mike Fullagar, Cheryl Huddart, Robert Moyle

Chrisanne    E8 
Tel: 020 8687 3432
Web: chrisanne.com
Email: jrayward@chrisanne.com
Contacts: Jodie Rayward
Codentel (See Henry Bertrand)  B1 
Colin Desreumaux (See Michael’s Bridal Fabrics)  E10 
Creative Skillset (See UK Fashion & Textile Association)  C5
Darquer/Groupe Noyon   A9 
Tel: + 33 3 21 46 7900
Web: noyon-dentelle.com
Email: fheumel@noyondentelle.com
Contacts: Francois Heumel, Simon Lambert, Martine Mercier
Dashing Tweeds   E1 
Tel: 020 7439 8633
Web: dashingtweeds.co.uk
Email: guy@dashingtweeds.co.uk
holly@dashingtweeds.co.uk; kirsty@dashingtweeds.co.uk
Contacts: Guy Hills, Holly Pressdee, Kirsty McDougall
Denholme (See Bradshaw & Bradshaw)  B4 
Dimoda (See Henry Bertrand)   B1  
Discovery Knitting   D6 
Tel:0116 278 4333
Web: discoveryknitting.co.uk
Email: simon@discoveryknitting.co.uk 
Contacts: Simon Cook
Dugdale Bros & Co   A6 
Tel: 0148 442 1772
Web: dugdalebros.com
Email: enquiries@dugdalebros.com 
Contacts: Simon Glendenning
Eve Johnson   E4 
Tel: 0741 5519753
Web: eve-johnson.co.uk
Email: studio@eve-johnson.com 
Contacts: Eve Johnson
Fashion & Textile Children’s Trust   B5 
Tel: 0300 123 9002
Web: ftct.org.uk
Email: grants@ftct.org.uk
Contacts: Anna Pangbourne, Jill Haines
Fashion Angels (See UK Fashion & Textile Association)   C5
Forest Digital   E2 
Tel: 01825 760495
Web: forestdigital.co.uk
Email: lauren@forestdigital.co.uk
Contacts: Lauren Pooley, Kelsey Wright
Forster Rohner (See Henry Bertrand)  B1
G H Leathers   D1 
Tel: 01933 311116 
Web: leathermerchants.com
Email: sales@leathermerchants.com
Contacts: Amos Hill, Ayeisha Brown, Jonathan Davy
GP Maglificio (See Hatton Textiles)  E7 
Graham Smith Fabrics   C3 
Tel: 01274 507022
Web: grahamsmithfabrics.co.uk
Email: gsfabrics@btconnect.com
Contacts: Graham Smith, Andrew Smith
Hantex   B7 
Tel: 01754 820800
Web: hantex.co.uk
Email: psmith@hantex.co.uk
Contacts: Paul Smith
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Hatton Textiles  E7
(Also GP Sas Di Anna Pugnetti & Co, Jules Tournier & Fils)  
Tel: 07932 785 796
Web: hatton-textiles.fashion
Email: info@hatton-textiles.co.uk
Contacts: Andrzej Wroblewski
Henry Bertrand  B1
(Also Codentel, Dimoda, Forster Rohner)  
Tel: 020 7424 7000
Web: henrybertrand.co.uk
Email: sales@henrybertrand.co.uk
Contacts: David Burke, Jamie Morgan
Holland & Sherry Group  A8
(Also Joseph H Clissold)   
Tel: 01721 720101
Web: hollandandsherry.com
Email: taylor@hollandandsherry.co.uk, hasnaa@hollandandsherry.co.uk
Contacts: Lindsay Taylor, Hasnaa Nabeebocus
Interstiss (See Michael’s Bridal Fabrics) E10 
James Hare  C2 
Tel: 0113 243 1204
Web: james-hare.com
Email: sales@james-hare.com
Contacts: Charlie Hare, Saffron Hare
John Kaldor (See Carrington Fabrics) B3   
Jones and Co (Nottingham)  C1 
Tel: 0115 978 1263
Web: jonesnottm.co.uk
Email: buttonsales@jonesnottm.co.uk
Contacts: John Ashley
Joseph H Clissold (See Holland & Sherry) A8 
Jules Tournier et Fils (See Hatton Textiles) E7
Laurent Garigue Partnership  A1 
Tel: 020 7371 1777
Email: info@laurentgarigue.com
Contacts: Laurent Garigue, Dudley Ward
Lorna Doyle  D8 
Tel: 0122 7263385
Web: lorna-doyle.com
Email: lorna.doyle@hotmail.com
Contacts: Lorna Doyle
M Makower & Co  E11
Tel: 01491 412391
Web: makower.co.uk
Email: fabrics@makower.co.uk
Contacts: Jane Makower, Ros Maskell, Danie Saletes
Marco Lagattolla  B9
Tel: +39 02 668 01 330
Web: marcolagattolla.it
Email: james@marcolagattolla.it
Contacts: James Micottis
Michael’s Bridal Fabrics  E10
(Also Colin Desreumaux, Interstiss, Ramon Santaeularia) 
Tel: 01322 380 480
Web: michaelsbridalfabrics.co.uk
Email: admin@michaelsbridalfabrics.co.uk
Contacts: Michael Bristow, Barry Bristow, Natalie Peters
Montreux Fabrics  C8
Tel: 0116 299 2345
Email: sales@montreuxfabrics.com
Contacts: Joseph Mulligan, Michael Mulligan
Nunoya   B10
Tel: +34 93 3104430
Web: nunoya.com
Email: sean@nunoya.com
Contacts: Sean Banbury

Omnisew    E9
Tel:  0117 9569991
Web: omnisew.com
Email:david@omnisew.com
Contacts: David Cottell
Partap Fashion Fabrics   D5
Tel: 0208 813 8264
Web: partapfashions.com
Email: harveer@partapfashions.com
Contacts: Kulwinder Sanghera, Harveer Sanghera, Ranjeet Jawanda
Platinum Bridal Fabrics   A3
Tel: 01254 873333
Web: bridalfabrics.co.uk
Email: info@bridalfabrics.co.uk
Contacts: Heather Whitfield, Duncan Weisters
Pongees   C7
Tel: 020 7739 9130
Web: pongees.co.uk
Email: sales@pongees.co.uk
Contacts: Will Steele, Nick Moore, Nikki Steele
Ramon Santaeularia (See Michael’s Bridal Fabrics)   E10
Ringhart UK   A7
Tel: 020 8335 4700
Web: ringhart.com
Email: mayur@ringhart.com
Contacts: Mayur Tejura
Ruffo Coli Tessuti (See Bradshaw & Bradshaw)  B4
Schwarzschild Ochs   A2
Tel: 020 7387 2775
Web: sochs.co.uk
Email: sales@sochs.co.uk
Contacts: Robin Alexander, Richard Collin, Hannah Jackson
Solstiss (See Bradshaw & Bradshaw)   B4 
Stabler International    A5
Tel: 0113 240 1806
Web: stabler.co.uk
Email: sales@stabler.co.uk
Contacts: John Stabler, Jean Stabler, Kathryn Waddington, Graham Sloane
The National Weaving Co   B6
Tel: 01834 861 446
Web: nationalweaving.co.uk
Email: sales@nationalweaving.co.uk
Contacts: Louise Bradley, Scott Bradley
The Woolmark Company/The Wool Lab  E6
Tel: 0207 845 5875
Web: woolmark.com
Email:marta.amat@wool.com
Contacts: Marta Amat
Tiss et Teint   D4
Tel: 014845 12121
Web: tiss-et-teint.be
Email: david.sewell@btconnect.com
Contacts: David Sewell (UK agent)
UK Fashion & Textile Association
(Also Creative Skillset, Fashion Angels)   C5
Tel: 020 7843 9460
Web: ukft.org / letsmakeithere.org
Email: info@ukft.org
Contacts: Melissa Tang
Yuwa Shoten   D3
Tel: + 81 6 6947 6777
Web: yuwafabrics.e-biss.jp
Email: info@yuwafabrics.com
Contacts: Hisako Fukui, Carolyn Murdoch

TEX   the exhibitors
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E12 
British Alpaca 
Fashion

E7 *
Hatton Textiles 

E9
Omnisew

E8 
Chrisanne

E11 
M Makower 
& Co 

E10 *
Michael’s Bridal 
Fabrics

E4 
Eve Johnson

E3 
Alexandra Taylor

E2 
Forest Digital

E1 
Dashing Tweeds

D7
Basinghall (UK) 

D6 
Discovery 
Knitting

D8
Lorna Doyle

 
Bird & Bird
Interactive Wall

D3
Yuwa Shotenr

D2 
Bernstein & 
Banleys

D1 
G H Leathers

Ground Floor

ENTRANCE

EXIT

B4 * 
Bradshaw & 
Bradshaw

B3 *
Carrington 
Fabrics 

B2  
Acorn Fabrics

B6 
The National 
Weaving Co

B7 
Hantex  

B8 
A W Hainsworth 
& Sons 

B9  
Marco 
Lagattolla

B10 
Nunoya

C7 
Pongees

C6
Alan Litman

A1 
Laurent Garigue 
Partnership

A10 
Anbo Textiles

A2 
Schwarzschild 
Ochs

A3 
Platinum 
Bridal Fabrics

A4 
Tiss et Teint

A9 
Darquer/
Groupe Noyon

A5 
Stabler  
International

A7 
Ringhart 
Fabrics

B1 *  
Henry  
Bertrand

C5 
UKFT/
Creative Skillset/ 
Fashion Angels

C4
Bennett 
Silks

C3 
Graham Smith 
Fabrics

C2 
James Hare

C8
Montreux 
Fabrics

C1
Jones & Co 
(Nottingham)

1st Floor

TEX   floor plan

*Denotes more than one brand

A8 Holland & Sherry: Joseph H Clissold
B1 Henry Bertrand: Codentel, Forster Rohner, Dimoda
B3 Carrington Fabrics: John Kaldor
B5 Bradshaw & Bradshaw: Solstiss, 
 Belinac of France, Ruffo Coli Tessuti, Denholme
E7 Hatton Textiles: GP Sas di Anna Pugnetti & Co,  
 Jules Tournier & Fils
E10 Michaels Bridal Fabrics: Interstiss, 
 Ramon Santaeularia, Colin Desreumaux

B5  
Fashion & 
Textile 
Children’s 
Trust 
Refreshments

F

A6 
Dugdale Bros
& Co

A8 *
Holland & 
Sherry

D5 
Partap Fashion 
Fabrics

E5 
A-TEX 
Branding 

E6 
The 
Woolmark 
Co/
The 
Wool Lab

D4
Bird & Bird



We are a family business established in 1953 maintaining a high level of quality and service to 
our customers in the bespoke and couture trades.
 
Qualities include Cotton Cupro and Rayon linings in Jacquards, Satins, Stretch, Taffetas 
and Twills, available from stock with no minimums – high end linings, interlinings and 
trimmings, including horn buttons, as used by: fashion designers, couture houses, theatrical 
costumiers, wedding dress designers, bespoke tailors, military uniform makers.  Our entire 
range can be viewed online at www.qualitylinings.co.uk/theliningcompany.co.uk

Bernstein & Banleys Ltd
Unit 7, Britannia Business Park, Comet Way
Southend-on-Sea, Essex SS2 6GE
Tel: 0844 800 3630
Fax: 0844 800 3631
Email: sales@qualitylinings.co.uk/shop@theliningcompany.co.uk
Web: qualitylinings.co.uk/theliningcompany.co.uk

Contacts: Fran Bardhi, Jonathan Bernstein, Dan Thompson, Liza Croft
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