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Over the past 15 years, powerful U.S. clothing retailers T /
such as Wal-Mart, Lord & Taylor and The Gap have T

created a global sweatshop crisis.

U.S. clothing retailers have enjoyed tremendous success in Global Iﬂdl.lSTl‘}’, Global Swea‘[shops
recent years, opening waves of new stores as profits and

stock prices have risen to unprecedented heights. Their for- Apparel is the most global of all manufacturing indus-
mula for success is simple: create a positive brand image to tries. The apparel, textile and footwear industries employ
attract loyal customers in the U.S.,while making clothing as the largest workforce of any manufacturing industry in
cheaply as possible around the globe. the world.

This strategy has generated tremendous wealth In 150 countries around the world, over 2 million

for retail executives and shareholders. But
the workers who make the clothes that
generate this wealth are suffering the
consequences every day. They work
long hours in sweatshop conditions

for poverty wages, their lives and the
futures of their children sacrificed to

the bottom line of U.S. retailers.

people, many of them young women and
teenagers, work in garment sweatshops pro-
ducing for American retailers. About 80
percent of apparel workers producing
clothing for U.S. retailers are working
under conditions that systematically vio-
late local and international labor law. And
despite apparel retailers’ promises to clean
up the system, the crisis is only getting worse.

The global sweatshop system has reached ~ Workers' share of
crisis proportions. clothing expendiuies
Of the $1,831 the average U.S. family 3 Based on 1087 U.5. Manufacturing Census average

H 2 of production cost as 3 percent of garment's retail price;
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= e . 3 Univ. of Massachusetis Political Economy Research Inst.,
2. U.5. Bursau of Labor Statistics. production workers Working Paper Series No. 10, June 2001 draft




Retailers in Control

Giant clothing retail chains like The Gap, Ann Taylor, JC
Penney and Target control the apparel industry. They set
fashion trends and shape styles. They have the power to set

b -

We /W}ﬁf:’;f”:’“ mp,&,@, bag apparel prices for both consumers and clothing manufac-
av a5 cups, 7 bﬁtp Wity Jiom g , turers. They are responsible for the global sweatshop crisis.
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etailers like Target and

In turn, the retailers control how much workers are paid ]. Crew COHt?‘Ol the
and the conditions in which they work and live. U.S.appar-

el retailers have been the driving force behind the global- clothi ng indu stry.
ization of the apparel industry, shifting production from

countries and regions with decent working standards to They are puppeteers who
those where brutal regimes reign and workers have no

rights. They have lowered living standards even for workers manip ulate what cloth lﬂg
in developed countries such as the U.S. The sweatshops

controlled by U.S. retailers come in all shapes and sizes, factoriesproduce and how
from huge, high-tech factories of 10,000 workers to a soli-

tary woman sewing garments at home. much workers earn.

In their search for ever greater profits, apparel retailers
inflict tremendous costs on workers and communities
around the globe. Long hours and mandatory overtime
cost sweatshop workers time spent with their families.
Dangerous and unhealthy conditions cost sweatshop
workers their health and sometimes their lives.
Poverty wages cost the children of sweatshop workers
the nutrition they need to grow and learn.
Repression of those who speak out against their
conditions costs sweatshop workers their freedom.
Factories that close because apparel retailers have
moved on to another location with even lower
wages cost workers their jobs and livelihoods.
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There are no good guys in the global apparel industry. The
majority of consumers interested in buying sweat-free
clothing currently have no viable alternative to clothes made
in sweatshops

But retailers have the power
to end sweatshops.

Over the past decade, tens of thousands of workers, stu-
dents, people of faith, activists and consumers have
demanded that retailers take responsibility to clean up
sweatshops. Courageous sweatshop workers around the
world have fought to organize and improve conditions in
the face of repression, violence and fear. Though some gains
have been made, the retailers have responded with sophisti-
cated public relations campaigns that ignore the reality of
the global sweatshop crisis.

It is time to demand that the retailers finally accept respon-
sibility to eliminate the global sweatshop system. They con-
trol the apparel industry. They have caused the global sweat-
shop crisis, and they can end it.

In the pages that follow we will highlight some prominent
perpetrators of the global sweatshop system.

7. STITCH and Maguila Solidarity Network, Women Behind the Labels (2000): 19.

Proportion of consumers
" who want sweat-free clothing.

According to a Marymount Unwersity
survey, 85% of consumers would pay
more for a garment ifthey knew it
was not made in a sweatshop
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Reading for information: Page One:

1) How much money does the average family spend on apparel, and how much money do the
workers receive? What percentage of the average amount of money spent on apparel went to
the workers who made the clothes? Who does this mean receives the vast majorities of the
profits?

2) Approximately how many people are employed in sweatshops owned by American retailers?

Critical thinking
Page 4:

3) Why might the corporation not owning the sweatshop reduce its accountability? Should it?

{2Y2FAQa SEOSNLII 2y LI 3IS oY
4) Explain how this means Somjai can never raise her standard of living. Can you think of any
similar situations that can happen in the United States?

Critical thinking:
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whether or not corporations are responsible for sweatshop conditions and pay. Explain.

6) Explain one way that a brand can make itself look positive.
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Make a poster on one of the 5 companies that are evaluated in this article. Include the important

information about the corporations (net profits, where the majority of the clothes are made). Compare

GKS /9hQa O02YLISyaldArAz2y gA0GK (KS 62N] SNRAQ®2YLISyal
yearly salary could pay. Also include a cut-out or printed out ad for the corporation. Each group should

present its company to the class, rather than each group reading the 5 corporation profiles.

Note: this is the first four pages of the article. The last 5 are used in Lesson Plan #4



