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INTRODUCTION

Your designer clothes
sell for 8 times what they cost
to make. Not at Everlane.

We believe customers have the right to
know where their products come from
and what they cost to make.

That means a luxury tee that costs $8
to make is sold to you for $15—instead
of $50.

We started Everlane five years ago
with a simple statement:

We soon realized—not only did people not
know the crazy markups they pay—they
didn’t know where their clothes were being
made, or under what conditions.

Your designer clothes sell for 8 times
what they cost to make. Not at Everlane.
Those words struck a chord.
We set out to design beautiful basics,
and offer them online only without any
of the traditional markups.

The idea of Radical Transparency
quickly became a core tenet of Everlane,
informing decisions at every level of our
business. We now reveal all of our costs
and document every factory we work with.
Meet a new kind of retail.

www.everlane.com
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K NOW YOU R CO ST S

www.everlane.com
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Know Your Costs

K NOW YOU R COSTS
In the future, we think customers will
care about the provenance of their clothing
in the same way that they want to know
where their food comes from. But that’s not
the only reason we reveal our costs.
TRUST THROUGH EDUCATION

We reveal the costs and
markups for every product we
make—that’s what we mean by
Radical Transparency.

www.everlane.com

As an online-only brand it was important
for us to educate customers around our
quality. Revealing our costs and explaining
traditional markup structures helps people
understand that we are offering a high-end
product—made at the same factories as other
luxury brands—for a truly disruptive price.
BETTER BU YING HABITS
It’s our hope—and it’s been our personal
experience—that the more people understand
about how their products are made and
priced, the more thoughtful they will be
about what they buy.
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Transparency
started with the
T-shirt.

“It’s a fact: Your $120 designer shirt sells for 10 times what
it cost to make. Not at Everlane.” We launched with a tee, a tweet,
and an infographic (pictured opposite). That infographic would go on
to get over 19,000 notes on Tumblr. We haven’t looked back since.

www.everlane.com

OUR COSTS ON EVERY PRODUCT
People thought we were crazy when we put
our costs on every product page of our site.
For everything we make, we break down all
the costs—from materials to shipping to duties.
Then we show our estimate for what it would
cost in a traditional brick-and-mortar store
for comparison.
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K NOW YOU R FAC T O R I E S

www.everlane.com
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Know Your Factories

THE SEARCH
Before we begin designing a new product,
we spend months seeking out the best
factory to bring it to life. What matters
most is finding the right people for the
job—and the factories we partner with
employ highly skilled workers who have
truly mastered a category. The best T-shirt
production is in LA; the most beautiful
silk shirts are made in China; and Italy is
undeniably the best resource for leather
bags and shoes. So that’s where we go.

Transparency means
knowing the story behind
every factory.

OU R FAC T OR Y PA R T N E R S
Our factory partners work with 17 factories
in seven countries. We look for factories that
work with premium brands we respect, and
more importantly, we look for partners and
owners that really respect the people they
employ.
We visit these factories often and have
developed strong, personal relationships
with the management.
FAC T OR Y SI T E
Next we photograph and document all the
factories we work with and share their stories
on our site. We believe this hands-on approach
with strong communication is the best way
to ensure the integrity of our manufacturing
partners, and it keeps us accountable, too.
We invite you to explore our factories at
everlane.com/factories

www.everlane.com

1.

DONG GUA N, CH I NA
The Cashmere and Wool Factory

6.

JIANGMEN, CHINA
The Casual Wovens Factory

11 .

U BR IQU E , S PA I N
The Leather Bags and Wallets Factory

16 .

H O C H I M I N H C I T Y, V I E T N A M
The Specialty Knits Factory

2.

DONG GUA N, CH I NA
The Weekender and Backpack Factory

7.

SUZHOU, CHINA
The Elevated Wovens Factory

12.

LOS ANGELES, CA
The Garment Dyed Tee Factory

17.

BAC GI A NG, V IETNA M
The Technical Outerwear Factory

3.

H A NGZHOU, CHINA
The Silk Factory

8.

V IC E N Z A , I TA LY
The Leather Bag Factory

13.

SA N FR A NCISCO, CA
The Belt Factory

4.

SHENZHEN, CHINA
The Tailored Shirting Factory

9.

BR E S C I A , I TA LY
The Shoe Factory

14.

BOLINGBROOK, IL
The Distribution Center

5.

FUJIAN, CHINA
The Specialty Sweater Factory

10.

LIMA, PERU
The Pima Tee Factory

15.

H AW I C K , U N I T E D K I N G D O M
The Woven Scarf Factory

To learn more about our factories visit:
everlane.com/factories
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LOS ANGELES, USA

The Tee and Sweatshirt Factory
This factory is located just a few miles from downtown
Los Angeles. It’s not unusual to see our production
team on-site checking in on the quality of our product
before it’s shipped to our warehouse.

HOW W E FOU N D IT
In our initial phases of production, we
worked with six different vendors to produce
a single T-shirt. The process was painful
and we had an inventory loss at every step.
Those were early days. In an attempt to
move to a ‘full-package’ vendor, we met with
every major factory in Los Angeles. We were
impressed by the workmanship here and
the environment created for the factory
workers. We visit this facility a few times a
year to check up on production and quality
control pieces.
THE M ATERIA LS
Our company would not exist today without
the support of our jersey cotton supplier.
We met them in the early stages of founding
the company and have stuck with them
since. They’re one of the few mills in Los
Angeles that also handles finishing of fabric.

www.everlane.com

Our women’s T-shirt fabric is a 40-single
yarn—a term to denote the weight of the
fabric—made of 100% Supima cotton.
All of the cotton is grown directly in the
United States and shipped to the mill.
Our men’s T-shirts use a heavier 30-single
cotton. The fibers are imported from India
and then handled in our Los Angeles mill.
A BOU T T H E OW N ER
When you look for the owner of our tee
factory Mr. Kim, you won’t find him
hidden away in an air-conditioned office.
His work space is right on the factory floor
in the middle of all the action. Kim’s
openness translates into everything he
does, from overseeing production to buying
us lunch whenever we stop by—and it’s
one of the main reasons we have such
a strong relationship with the factory.
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DONG GUA N, CH I NA

The Cashmere Factory
Established in 2000, this factory employs 800 people in the
city of Dongguan. The grounds of the factory are simple, yet elegant.
On our last visit we toured the local cafeteria and discussed what
many workers do for fun. On the weekends, they often run into town
for movies or play Mahjong in the courtyard.

HOW W E FOU N D IT
When we decided to produce cashmere,
we knew we had to work with the same
factories used by top brands. Luckily, we
had a friend in the industry willing to make
an introduction. He called Mr. Chu, and
introduced Everlane as “a small brand that
might have small units today, but will grow
tremendously over the coming years.” This
factory took a chance on us for our first
production run.
THE M ATERIA LS
Developing cashmere yarn is as much an
art as it is a science. It starts with finding
the best fibers—15 microns wide and 30
millimeters in length—and then spinning
them into fine yarn. We went on a global
search and sourced samples from 10
different suppliers.

www.everlane.com

We ultimately settled on a supplier of
Grade-A cashmere, who sourced directly
from Mongolia and spun the yarn on Italian
machines in Ningbo.
A BOU T T H E OW N ER
Mr. Chu is both an owner and a partner
of many factories. This factory is a joint
venture with his longtime friend Mr. Lee.
We first met Mr. Lee on our last trip to
China, we spent two days accompanied by
members of his team touring a variety of
spinning, dyeing, and knitting facilities
in the region.
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BR E S C I A , I TA LY

The Shoe Factory
To produce our first shoe, The Modern Loafer, we sought out this luxury
footwear factory in Brescia, Italy. After having been the exclusive
producer for a very prominent company, this factory recently decided to
shift their business, and produce for a handful of small luxury brands
instead. We now produce over 16 shoe styles in this factory.

HOW W E FOU N D IT

half chrome-tanned leather that would be

We wanted to pull out all the stops for our

resilient enough for daily wear and only

growing shoe collection, and Italy is the

become more beautiful with time.

unequivocal leader when it comes to shoe
production. Thanks to a serendipitous

Shoe construction begins with a last—the

introduction from one of our consultants

mechanical form that shoemakers use to

we were able to get in the door here. Our

simulate a human foot. A last is made for

shoe factory occupies a beautiful neo-

every size of shoe.

brutalist building in Brescia, Italy. Here,
60 craftspeople work in a 7,685 square

Machine operators laser-cut the leather to

ft facility. Owners Paolo and Tita have

ensure clean, exact lines on the straps and

overseen it for 20 years but told us that

soles. This process calls for highly skilled

many of the employees have been there for

machinists, who are trained how to cut

more than 30. In order to execute our design

the expensive leather with minimal waste.

perfectly, we collaborated closely with the

The shoe itself takes form on the assembly

owners through the entire process.

line. Here, craftsmen stretch and shape

THE M ATERIA LS
We spent about 12 months on the creation
of our loafer, and finding the right material
was one of the most important parts of the
process. We chose a half vegetable-tanned,

www.everlane.com

the components around the last. While this
level of fastidious construction makes the
sandal more expensive to produce, it does the
quality of materials justice. The result is a
shoe with a truly artisan look and feel.
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A LWAY S A S K W H Y

www.everlane.com
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Always Ask Why

A LWAY S A S K W H Y
We founded Everlane with a mission to
disrupt an age-old fashion industry and push
the envelope of online retail. We soon realized
that innovating customers’ experience
online wasn’t enough: We had to evolve and
re-imagine their experience offline, too.

“‘Always ask why’ started
as something we said around
the office. Now it’s intrinsic
to our brand.”
MICHAEL PREYSM A N
CEO and Founder

www.everlane.com

OUR EVENTS
The customer-brand relationship goes beyond
social media engagement. That’s why we
prioritize memorable events. At our New York
and San Francisco offices, we throw regular
events to foster community. These range from
Open Studios to community events with local
partners.
DESIGN RESEARCH
Last year we launched Everlane Labs,
a design-research department devoted to
learning everything they can about our
customers. They visit customers’ closets,
send out surveys, and throw fit parties.
We use the feedback they collect to better
plan our products. This research can inform
any aspect of production: from before we even
design a garment to after you’ve worn it.
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Everlane CEO and Founder
Michael Preysman speaking at the
Harvard x Design conference.
www.everlane.com

OUR TEAM

They say you should start a business you
wish already existed, so we quit our day jobs.
While the team skews young, our employees
have cut their teeth at places like Google,
Yelp, Gilt Groupe, American Apparel, Marc
Jacobs, J.Crew, Goldman Sachs, Pentagram,
and The Gap.
We’re a close-knit team held together by
a shared passion for pushing boundaries
and challenging conventions. Or as we like
to see ourselves: a family of rule breakers,
questioners, and straight-A students who
skipped class.
When they onboard, we tell people we
have four important company values: to
be transparent, dialectical, entrepreneurial,
and community-minded. In other words,
we’re honest above all else; we ask questions
until we reach the root of a problem; with
our resources we are creative and ambitious;
and lastly we are all deeply invested
in teamwork.
The current employee headcount is 75.

Our Design Studio and
Showroom located in Soho
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Concept Shops

THE EVERLANE LAB

create

We opened our new retail experiment, The

brought the concept back in September for one

their

own

shopping

journey.

We

Everlane Lab, in the heart of the Mission in

month, creating an urban oasis for customers

June. We use it to test retail concepts and

to try on our new fall styles. Designed with

show our newest launches, all available to try

Storey Studio, Shoe Park encourages self

and purchase on-site.

exploration by having all shoe sizes out on

2170 Folsom St. San Francisco, CA 94110

the floor, eliminating the need for pushy sales
associates. The only rule: Take your shoes off
at the door.

N Y SHOW ROOM
Our NY showroom is open to customers
from Thursday through Sunday each week.

CASHMERE CABIN

Located in our design studio, we have our

To celebrate the season, we opened our six-

latest collections and stylists on hand to help

week long cashmere shop — Cashmere Cabin

you find your perfect look and fit. Customers

in New York’s West Village and brought our

can

Grade-A Mongolian cashmere, Australian

try

on

and

purchase

on-site

with

complimentary two-day shipping.

merino wool and a few festive extras. So

415 W Broadway. New York, NY

there’s something for everyone on your list—
yourself included.
392 Bleecker St. New York, NY

S HOE PA R K

www.everlane.com

In May 2016, we launched Shoe Park — a 10-

We invite you to find out more about visiting

day self-guided shoe shop that lets customers

us at everlane.com/visit-us
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BL ACK FR IDAY

We started the Black Friday Fund in 2014 to
redefine a holiday focused on consumerism
and make it instead about closing the loop
between our brand, our customers, and
our factories. For the past two years, all
profits made on Black Friday went directly
to improving the lives of the workers at our
factories in Hangzhou, China and in Los
Angeles.
In 2014, all profits made on Black Friday
went directly to improving the lives of the
workers at our silk factory in Hangzhou,
China. Our goal was to raise $30,000 but
we blew past our goal raising over $113,000.
The money went directly into factory
improvements including solar panels that
provided hot water in all dorms and an
expanded cafeteria.
In 2015, we raised $110,650 for our tee
factory in Los Angeles. We developed a
health and wellness initiative that includes
on-site health exams, vision care and a
monthly grocery program in partnership
with Thrive Market.
This year, we collaborated with Nobland, our
factory in Ho Chi Minh City—the largest
factory that we work with—to source safe,
high-quality helmets for all 8,000 employees.
In Vietnam, mopeds outnumber cars by 10-1.
The problem? Only 30% of the population has
access to safe helmets. When we asked about
what we could do to help, the answer was
clear: a safe helmet for every worker.

We installed solar panels at our silk
factory in Hangzhou, China so every
dorm could have hot water.

As part of our health and wellness program,
we worked with Thrive Market to provide
a monthly grocery delivery for our factory
workers in LA.

MOV ER COMM U NIT Y
From talented photographers to influential
celebrities, we’ve built a strong community of
movers who support the brand and believe in
our product and mission.

Angelina Jolie in The Modern Loafer.

Malia Obama in The Modern Zip Backpack.
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Photographer Alice Gao in The Silk Shirt.

www.everlane.com

Australian blogger Zanita Whittington
in The Ribbed Wool-Cashmere Turtleneck
and The Modern Babo.

The $100 Crew

Today we’re pushing forward a new level of transparency.
We all know that cashmere is expensive. It’s one of the
most premium fibers on the market. But here’s a secret:
The cost of raw cashmere fluctuates wildly.
Sometimes it goes up. And when it does, retailers raise
their prices. Sometimes it goes down. But when that happens,
retailers almost never lower their prices. They just keep the
extra profit. That’s not honest.
We’re doing something different. Due to a slowdown in the
luxury market, the cost of cashmere has dropped 16 percent. So we’ve lowered our prices to pass those savings
onto you.
Last year our cashmere crew sold for $125. Today it’s $100.
That’s our commitment. That’s what we mean by
Radical Transparency.

This ye ar, we l owered th e p ri c e o f o ur c a s h m e re c rew t o
$100 du e t o a n i n d u s t r y-w i d e d ro p i n c a s h m e re p r i c e s .
That’s wh a t we m e a n by R a d i c a l Tra n s pa re n cy.

Michael Preysman
Founder & CEO
www.everlane.com
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DESIGN PHILOSOPH Y

Edited Basics

We approach all of our designs with the same
minimalist spirit—and the ambition to create the ultimate
closet of perfect, edited basics. When we design, we start
with the most beautiful fabrics and only create products that
we know will be lasting in both quality and style.

www.everlane.com

OU R WOM A N
We aim to create timeless basics for our
female customer that compliment her
lifestyle, not redefine it. We like that our
woman can pair her Everlane as easily
with luxury items as with laid-back vintage
pieces. And one design at a time, we will
create a full closet of essentials for her
to enjoy.
OUR MAN
We find that most men have a uniform.
A favorite sweater, a staple pair of jeans,
that perfect T-shirt. And when they find
these key pieces, they tend to stick with
them. For our men’s line, we’ve focused
on quality and details, not on breadth.
By perfecting on essential at a time,
we are building the ultimate wardrobe
for the minimalist man.

W
HER ESSENTIALS
www.everlane.com

9
The Cashmere Crew ($100)
The Pleated Skirt ($88)
The Modern Oxford ($175)

The E2 Ribbed Crop ($75), The E2 Wide-Leg Crop Pant ($98), The Foldover Crossbody ($150)

The Short Puffer ($98)
The Cashmere Mockneck ($130)
The Cashmere Sweatpant ($140)
The Cashmere Beanie ($58)

The Ribbed-Wool Cashmere Crew ($98)
The Premium Wool Flannel Full Leg Pant ($135)

www.everlane.com
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M
HIS ESSENTIALS

The Filled Bomber Jacket ($110)
The Flannel Drawstring Pant ($78)
The Modern Flannel Shirt ($68)

The Brushed Twill Shirt ($58)

9

The Winter Parka ($195)
The Cashmere Beanie ($58)

The Cashmere Crew ($100)
The Flannel Drawstring Pant ($78)
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T H E FA DE R

factories — which span the globe from eastern

“Everlane is a brand built upon an awareness

China to Northern California — but also by

of a new kind of consumer—the kind of person

attempting to forge a deeper, more emotional

who cares where her coffee and chickens come

connection by including details such as real-

from, and also her clothes.”

time weather conditions and the local time of
each locale.”

BLOOMBERG BUSINESSWEEK
“Everlane wasn’t the first to publicize its

REFINERY29

supply chain, but it remains one of the few

“The brand’s streamlined aesthetic, retail

fashion brands to do so.”

transparency, and striking pieces are turning
heads in both the tech and fashion space.”

“If you are buying such basics as
T-shirts, belts or tote bags
at traditional retailers, you’re
probably paying too much.”

SF CHRONICLE
“Everlane offers a vision of fashion — and

ST Y LE.COM

shopping — stripped of extraneous ornament

“Through Instagram, Tumblr, Twitter, et

or detail: Simple goods, clear story, low price.”

al., Preysman and his team pushed their
messages of non-elitist fashion for the people

DIGI DAY
“It’s a transparency play that has worked well
for the retailer, which has amassed a cult
following for its simple, well-made clothes —
and a stance that people should know where
their clothes come from.”
SF CHRONICLE

NEW YORK TIMES

and transparency about the production and
pricing. Both themes hit the nail on the head,
tapping into two major consumer trends.”
FA S T C OM PA N Y
“Perhaps more remarkable is that CEO
Michael Preysman and team have

“Everlane is one of its generation’s brighter

accomplished Everlane’s scale without any

e-commerce lights.”

traditional marketing. Instead, the company
relies on its presence on Instagram and

FORBES

Snapchat to draw like-minded shoppers to its

“[Everlane] is on a mission to arm consumers

vision of transparency and timeless design.”

with enough information to be responsible
shoppers. What Everlane calls ‘radical
transparency’ is setting precedent for the
retail industry.”
LOS ANGELES TIMES
“Everlane taps into the conscious
consumerism zeitgeist by not only serving up
the locations and descriptions of its supplying

www.everlane.com

Press Inquiries
Alyssa Bergerson Everlane
2170 Folsom St. San Francisco, CA 94110
415.370.2666 alyssa@everlane.com
Tory Archibold TORSTAR
+61 2 9222 9484
tory@torstar.com.au
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Y EA R STA RTED

2011

INTERNATIONA L COUNTRIES

Australia and Canada
EMPLOY EES
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OUR FIRST PRODUCT

The Tee
OFFICES

San Francisco

WOM EN ’ S PRODUCTS

New York

342

3 LARGEST MARKETS

MEN’S PRODUCTS

New York City, San Francisco

153

and Los Angeles
WOM EN ’ S BESTSELLER S
I NSTAGR A M FOL LOW ER S

Shoes, Tees, Silk

277,000
MEN’S BESTSELLERS
FAC T OR I E S

Tees, Twill Bags, Slim Pant

17
E M P L O Y E E FAV O R I T E
A MOU N T D ONAT E D T O FAC T OR I E S

$341,410

www.everlane.com
www.everlane.com

The Modern Loafer

W W W. E V E R L A N E . C O M

www.everlane.com

