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We take a holistic approach to sustainability. 

In 2020 we launched our 360° Framework to 

become the most sustainable company we 

can be. In our quarterly Sustainability Reports 

we give you updates on where we stand, what 

we are aiming for and what our challenges are.

In this fourth Sustainability report we want to 

wrap up 2020 and give an outlook on what we will  

be working on in 2021.  We hope you enjoy 

reading it!

W E  A R E  N O T  

J U S T  A N O T H E R 

L A B E L . 
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• 52% of styles were made from A & B  

 fabrics of our Better Materials Standard

• 100% of viscose stem from Green Shirt  

 f ibre producers, exceeding our target

• Launch of first recycled wool coats and  

 organic shirts with recycled buttons

• 93% recycled material content in p 

 ackaging mix, exceeding our target

• 96% of packaging is recyclable

• 12% decrease in packaging achieved by  

 removing a hangtag, polybag sticker and  

 changing smallest box to envelope

• 68% of overseas transport done by rail  or sea  

 in A/W2020 season, significantly reducing  

 CO2-emissions

• 100% renewable energy at our sites

• 100% of CO2-emissions from deliveries and  

 online shop offset via Klimakollekte

I  O U R  2 0 2 0 

H I G H L I G H T S

E C O  

M A T E R I A L S

P A C K A G I N G

F O O T P R I N T

https://services.ivy-oak.com/files/csr/IVYOAK_PreferredMaterialFramework.pdf
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• 21% of S/S2021 collection designed on  

 recycled or leftover materials

• Published Care Guide with tips and tricks for  

 proper garment care to prolong their l ife-time

• 5 projects conducted to reuse leftovers 

• 100% traceability to factories in 2020

• 100% of viscose fibre producers mapped

• Significant increase in traceability:  

 96% fabric suppliers, 31% yarn suppliers,  

 36% fibre suppliers mapped

• Published our 360° Framework, Roadmap & first set  

 of Sustainability Reports 

• Expanded price transparency to cover all  

 product categories 

• Told the full  story for two product categories,  

 from farm to factory

C I R C U L A R I T Y

T R A N S - 

P A R E N C Y

T R A C E A B I L I T Y

https://ivyoak.com/pages/care-guide
https://ivyoak.com/pages/360-framework
https://ivyoak.com/pages/care-guide
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•  C O L L A B O R A T E  W I T H  I N D U S T R Y  S T A K E H O L D E R S ,  

P E E R S  &  I N N O V A T I V E  O R G A N I S A T I O N S  T O  D R I V E  C H A N G E

•  S U P P O R T  S O C I A L  C A U S E S  T H A T  W E  C A R E  A B O U T

A key to building a responsible business and having a 

positive impact is cooperation and exchange. We are 

members of several initiatives that seek to make the 

fashion industry fairer and more sustainable for the 

planet. These partnerships mean a lot to us: we learn, we 

get inspired, we exchange. But equally important, they 

push us to aim higher. Here is an update on two selected 

initiatives we are part of.

We completed the onboarding process and became a 

full  member of the German Partnership for Sustainable 

Textiles, which brings together NGOs, brands, 

government and trade unions. In 2020, we engaged in 

different activities organised by the Partnership, such 

as workshops, webinars and expert groups. We value 

our membership because the Partnership provides a 

platform for exchange as well as concrete guidance on 

current issues, for example on how fashion companies 

should deal with Covid-19 with regards to suppliers. 

Using tools from the Partnership, we conducted a self-

assessment and risk analysis,  and we will  be setting 

T A R G E T S  &  A C T I O N S

I I  V A L U E  C R E A T I O N  & 

C O O P E R A T I O N 

‘We want to build our business 

to create true long-term 

social ,  environmental and 

financial value and maximize 

our positive impact together 

with our partners. ’
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targets and a roadmap based on the results together 

with the Partnership in 2021.

We are very proud of what we have achieved in terms 

of sourcing eco-friendlier materials over the past two 

years. Therefore, we decided to participate for the first 

time in the Corporate Fibre and Materials Benchmark 

(CFMB) conducted by the organisation Textile Exchange. 

The CFMB benchmarks data from brands on their 

(sustainable) material use. This provides an important 

source of sector level data, which is needed to drive the 

uptake of eco materials and innovation forward. We are 

curious to see how we perform and use the framework 

for our own data collection, targets and standard 

development.

We are also proud to support several charities and social 

projects, two of which we want to highlight as they are 

both l inked to women’s rights and gender equality.  As a 

female founded company with an 80% female workforce, 

we deeply care about these issues.

Firstly,  we continued to offset our carbon footprint from 

parcel deliveries and the operation of our online shop 

together with the organisation Klimakollekte through 

Gold Standard certified projects. In 2020 we supported 

a project to promote energy-efficient cooking bags 

in rural and suburban areas in Cameroon. Traditional 

fireplaces often cause strong smoke development and 

women have to walk long distances to collect firewood. 

The organisation Pro Climate International’s (PCI) 

climate protection project is equipping 6,000 families 

with energy-efficient cooking bags, that save up to 60% 

of firewood, translating into time savings and better 

health for women as well as counteracting deforestation 

tendencies. The cooking bags are made locally by PCI-

trained seamstresses, which creates additional job 

opportunities.

Secondly, the Covid-19 pandemic exacerbated factors 

leading to violence against women across the globe. 

Therefore, we partnered with Caritas and supported one 

of their women’s safe houses in Berlin through donations 

via our shop as well as garments. Globally,  one in three 

women experience physical or sexual violence, mostly 

by an intimate partner. The shelter provides a safe 

space for 50 women and their children where they are 

protected from domestic violence. Caritas supports 

them in personal,  f inancial and legal matters. As many 

women flee their homes only with the clothes they are 

wearing, we donated coats, sweaters, pants and tops to 

the shelter.
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C H A L L E N G E S  &  T O  D O S 

R E S O U R C E S 

There are many great initiatives out there and we would 

love to be part of all  of them. However, participating 

means we need to invest time and resources so that 

we can contribute in a meaningful way. We have to set 

priorities to generate the most impact. Therefore, we 

cannot be part of all  the groups that we would l ike to, 

and we are not able to address all  issues at once. But we 

try to always be open for new initiatives, stay informed 

and connected and to dedicate time to all  topics step by 

step as we progress and grow.

F O R M A L I S A T I O N 

 

Governance is a very important aspect of CSR to structure 

and formalise guidelines, targets and responsibil it ies. 

This formalisation is important, but also time-consuming. 

As an SME, we face the challenge to balance between 

flexibil ity and formalisation. We have to ensure that we 

have enough structure to drive everyone in the same 

direction, yet have enough capacity to implement what 

we want to achieve instead of just establishing structures 

for it .

R E S U L T S

5 new  

memberships in sustainability 

initiatives in 2020 

3 social  

projects & charities  

supported in 2020 

7 memberships &  

partnerships overall 
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T A R G E T S  &  A C T I O N S 

I I I  C U S T O M E R S  &  C O M M U N I T Y

•  1 0 0 %  O F  O U R  C O M M U N I C A T I O N  C O N V E Y S  O U R  

V I S I O N  &  V A L U E S

•  C O N T I N U O U S  E N G A G E M E N T  W I T H  O U R  C O M M U N I T Y 

O N  S O C I A L  A N D  E N V I R O N M E N T A L  T O P I C S

 

Diversity and inclusivity are key values for us in all  areas 

of our company. Our communication aims to reflect the 

beautiful diversity in our society, and we are actively 

working to capture different dimensions of diversity. 

To this end, we communicate our values clearly to the 

agencies and photographers we work with for our photo 

shootings. We want to be mindful and aware of our 

position and use our platform to influence in a positive 

way, promoting diversity and healthy body images. 

Marketing is an important part of our wider responsibil ity 

and we take it seriously.

Diversity in the fashion and modelling industries is 

slowly improving, at last! This is an important step, as 

the marketing images we see daily shape our views and 

establish standards of beauty. A lack of representation 

has severe societal implications because it entails a 

(hidden) message that all  else is ugly and invisible. 

Moreover, the way women are depicted in marketing 

shapes societal expectations towards girls and women. 

False beauty standards contribute to mental health 

‘We want to connect with our 

community, promote healthy 

body images, diversity & 

inclusion and conduct our 

marketing in a responsible way, 

advocating our values. ’
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C H A L L E N G E S  &  T O  D O S 

M O D E L L I N G  I N D U S T R Y  

While there have been very interesting developments 

to improve diversity on runways, in magazines and 

marketing, there is certainly sti l l  a lot to do in the 

modelling and fashion industries to reflect the many 

dimensions of diversity and beauty. It is great to see 

alternative modelling agencies appearing on the market 

and established agencies becoming more diverse.  

We hope to see more and faster change in the future, 

where diversity and inclusivity become the mainstream 

and are no longer ‘alternative’ .  On our side, we have 

made good progress in some areas, yet we want to do 

more to explore other facets of diversity to become a 

stronger advocate.

problems and racism. That is why diversity in modelling 

and marketing is indeed so relevant: with representation 

comes acceptance and normalization.

Another important value in our communication strategy 

is transparency. We want to provide easy to understand 

information about our products, company and our 

sustainability efforts.  Therefore, we developed new 

information material for our boutique and online shop. 

For our boutique, we developed flyers to inform about our 

CSR strategy, price transparency, factories and garment 

care. We also developed what we call hanger tags, that 

provide further on-product information. For our shop, we 

developed several icons, that explain the materials of 

garments.

R E S U L T S

Increased 

diversity in our  

marketing 

New 

informational material  

in our boutique* 

New icons  

for our online  

shop* 

*coming in spring 2021 (when we re-open after the lockdown)
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T A R G E T S  &  A C T I O N S 

I V  F A I R  F A C T O R I E S

•  E N S U R E  1 0 0 %  O F  F A C T O R I E S  M E E T  S U S T A I N A B I L I T Y 

R E Q U I R E M E N T S  &  C O N T I N U O U S L Y  W O R K  T O  I M P R O V E

•  R E G U L A R L Y  A S S E S S  P R O C U R E M E N T  P R A C T I C E S  B A S E D 

O N  R E S P O N S I B I L E  B U Y I N G  G U I D A N C E S

Covid-19 has continued to be very challenging for the 

fashion industry. We are grateful and proud that we and 

our manufacturing partners are all  sti l l  standing. We keep 

going through the crisis as a team, side by side with our 

partners. We have continued to approach the situation 

based on our values of partnership and transparency. 

This means we kept our commitments with suppliers 

and took responsibil ity for our orders, we engaged in 

transparent communication and found solutions that 

worked for both our production partners and us. We are 

happy to see that this approach is also in l ine with best 

practice guidance on how to deal responsibly during the 

pandemic with suppliers and business partners.

We also became a member of Amfori ,  and in particular 

their BSCI and BEPI initiatives in 2020. These two initiatives 

provide a platform and monitoring system for social , 

labour and environmental topics for supply chain 

partners. Through the platforms we will  continue our work 

on social and labour factors in 2021 and want to engage 

our manufacturing partners more on environmental 

‘We want to ensure fair 

employment for everyone  

in our supply chain. ’
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R E S U L T S

100% traceability  

to our manufacturing  

partners 

3 years  

average relationship  

length* 

10 suppliers  

in 5 countries

100% of  

suppliers have signed  

our Code of Conduct

36 factories  

employing 4400 

employees 

0 violations  

of requirements  

detected in 2020 

issues. In 2020, social audits have been paused or delayed 

in many countries. Sti l l ,  the majority of our factories that 

were supposed to receive an audit update were able 

to have it conducted. We will  monitor how the situation 

evolves in 2021.

We also conducted a self-assessment on our supplier 

management framework with the German Partnership for 

Sustainable Textiles to see where we are already doing 

well and what we can prioritise going forward. As a result , 

we are in the process of setting up additional internal 

guidelines and doing a review of our buying practices.

*since brand was founded in 2016 



S U S T A I N A B I L I T Y  R E P O R T  Q 4  2 0 2 0 I V Y  O A K ,  P A G E  1 3

C H A L L E N G E S  &  T O  D O S 

C O V I D - 1 9

Many of the pandemic’s impacts will  only be visible over 

the next years. It  wil l  take time for businesses to recover, 

some will  not survive, some will  come out of this period 

stronger. It  wil l  for sure continue to be challenging for us, 

our partners and suppliers, as the impacts in the industry 

unravel.  Yet,  we look to the future with confidence and 

optimism. We will  continue to approach this as we have 

so far,  as a team and a cooperative partner.

COOPERATIONS

Over the past year we really saw that cooperation is 

key. We joined new initiatives and engaged a lot with 

suppliers, peers and business partners. This year, we want 

to involve our supply chain even more since this is where 

our footprint l ies. We want to set up new sustainability 

projects together with our suppliers and have started 

first exciting conversations.
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V  I N S I G H T  Q U A L I T Y

#LONGTERMTHINKING

While not every single piece in your closet has to last for 

decades, investing in quality is worth it in the long run. 

It means you will  not have to replace them quickly, you 

can more easily sell  quality clothing via second-hand 

channels and less new clothes have to be produced. 

Therefore, we wanted to take a moment to talk about why 

quality is important to us, how we ensure it and what you 

can look out for when you buy clothes.

We care about quality because we want to deliver 

the best product we can. We put our customers at the 

heart of everything we do. We want you to feel strong, 

comfortable and beautiful in our clothes for many years. 

We ensure longevity and quality via timeless design, 

high quality material choices, expert craftmanship and 

impeccable fit .  Our rigorous quality process includes 

physical and wash tests of the materials and wear tests 

of our garments to ensure they last and feel good.

But enough about us. We believe it is important that 

you know how you can recognise quality clothing and 

if the price you are paying will  be rewarded with a long 

garment l ife.  Below are our top tips what you can look out 

for when buying clothes.

 

C H E C K  T H E  F A B R I C

While there are no inherently good or bad fabrics, you 

should assess the quality of the fabric and how suitable 

it is for the intended use. You can also try to stretch it 

a l ittle: quality fibres should spring back into shape and 

maintain their form.

‘Our design philosophy is to 

create pieces that accompany 

you for years because the most 

sustainable clothing item is the 

one you enjoy for a long time.’
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C H E C K  T H E  T R I M S

C l o t h i n g  t h a t  i s  b u i l t  t o  l a s t  i s  d e s i g n e d  t o  m i n i m i z e 

t h e  c h a n c e  o f  d a m a g e ,  w h i c h  i s  w h y  z i p p e r s  s h o u l d 

i d e a l l y  b e  h i d d e n ,  c l o s e  s m o o t h l y  a n d  h a v e  a  h o o k -

a n d - e y e  c l a s p ,  s n a p ,  o r  b u t t o n  a t  t h e  t o p .  S h e l t e r e d 

z i p p e r s  g i v e  a  m o r e  p o l i s h e d  l o o k  b u t  a r e  u s u a l l y 

m o r e  e x p e n s i v e  t o  d o .  A l s o  c h e c k  i f  t h e  b u t t o n s 

a p p e a r  t o  b e  s e w n  o n  w e l l  w i t h  m u l t i p l e  t h r e a d s  a n d 

h o w  s m o o t h l y  t h e y  f i t  t h r o u g h  t h e  h o l e s .

C H E C K  T H E  C O N S T R U C T I O N

E x a m i n e  i f  t h e  s t i t c h i n g  t h r e a d  a p p e a r s  s t r o n g 

e n o u g h  t o  h o l d  t h e  f a b r i c  t o g e t h e r .  A  h i g h e r  d e n s i t y 

o f  s t i t c h e s  i s  g e n e r a l l y  b e t t e r  a s  t i g h t e r  s e a m s  a r e 

l e s s  l i k e l y  t o  c o m e  a p a r t .  Y o u  s h o u l d  e x a m i n e  s o -

c a l l e d  h i g h  u s e  a r e a s ,  l i k e  t h e  f a c i n g  a r o u n d  z i p p e r s 

a n d  b u t t o n s ,  t h e  s h o u l d e r s  o f  t a i l o r e d  g a r m e n t s , 

t h e  s l e e v e s  a n d  c o l l a r .  T h e s e  s h o u l d  b e  r e i n f o r c e d , 

u s i n g  s t r o n g e r  s e a m s ,  f a c i n g s  o r  i n t e r f a c i n g s ,  w h i c h 

a r e  e x t r a  p i e c e s  o f  f a b r i c  t o  s u p p o r t  t h e  g a r m e n t ’ s 

s t r u c t u r e .

C H E C K  F O R  L I N I N G S

L i n i n g s  r e p r e s e n t  a n  e x t r a  c o s t  a n d  a r e  t h e r e f o r e 

s k i p p e d  b y  m a n y  b r a n d s .  W h i l e  i t  i s  i m p o r t a n t  t o  n o t e 

t h a t  n o t  a l l  p i e c e s  n e e d  a  l i n i n g ,  a  h i g h - q u a l i t y  l i n i n g 

c a n  b e  g r e a t  f o r  s e v e r a l  r e a s o n s :  i t  l o o k s  n e a t e r ,  i t 

p r o t e c t s  s e a m s ,  i n t e r f a c i n g s  a n d  p a d d i n g ,  a n d  i t 

k e e p s  s k i n  o i l s  a n d  s w e a t  a w a y  f r o m  t h e  s h e l l  f a b r i c , 

w h i c h  p r o l o n g s  t h e  g a r m e n t ’ s  l i f e s p a n .

C H E C K  T H E  P O C K E T S

H i g h  q u a l i t y  j a c k e t s  u s u a l l y  h a v e  r e a l  p o c k e t s  w i t h  t h e 

r i g h t  l e n g t h .  C h e c k  w h e t h e r  t h e  o p e n i n g  i s  r e i n f o r c e d 

b y  a  l i n e  o f  n e a t  s t i t c h e s . 

C H E C K  T H E  P A T T E R N

F o r  g a r m e n t s  w i t h  p a t t e r n s ,  a  m o r e  i n d i r e c t  w a y  t o 

j u d g e  t h e  q u a l i t y  i s  t o  s e e  i f  t h e  p a t t e r n  m a t c h e s  u p 

a t  t h e  s e a m s .  M a t c h i n g  p a t t e r n s  r e q u i r e s  e x t r a  t i m e 

a n d  m a t e r i a l  a n d  i s  t h e r e f o r e  o f t e n  s k i p p e d .  T h i s  m a y 

i n d i c a t e  t h a t  t h e  b r a n d  d i d  n o t  i n v e s t  i n  o t h e r  a r e a s 

o f  c o n s t r u c t i o n  e i t h e r .  F o r  q u a l i t y  c l o t h i n g ,  p a t t e r n s 

s h o u l d  m a t c h  u p  ( t h i s  d o e s  n o t  a p p l y  t o  l a r g e  o r 

r a n d o m  p a t t e r n s ) .

C H E C K  F O R  E X T R A S

H i g h - q u a l i t y  c l o t h i n g  w i l l  h a v e  s p a r e  b u t t o n s  a n d 

l a r g e  h e m  a l l o w a n c e s .  T h e s e  d e t a i l s  s i g n a l  t h a t  t h e 

g a r m e n t  i s  b u i l t  f o r  t h e  l o n g  r u n :  i t  i s  p r e p a r e d  t o 

b e  m e n d e d  i f  n e e d e d  a n d  w i l l  l a s t  l o n g  e n o u g h  t o 

r e q u i r e  m i n o r  r e p a i r s .

C H E C K  T H E  F I T

W h i l e  f i t  c a n  b e  s u b j e c t i v e ,  t h e r e  a r e  a  f e w  t h i n g s 

y o u  c a n  l o o k  o u t  f o r :  j a c k e t s  a n d  c o a t s  s h o u l d  u s u a l l y 

h a v e  a  s e a m  d o w n  t h e  c e n t r e  o f  t h e  b a c k  t h a t  f o l l o w s 

t h e  c u r v e  o f  t h e  b a c k  t o  e n h a n c e  t h e  f i t .  H i g h - q u a l i t y 

s h i r t s  a n d  b l o u s e s  o f t e n  h a v e  a  s o - c a l l e d  s h o u l d e r 

y o k e ,  w h i c h  i s  a n  e x t r a  p i e c e  o f  f a b r i c  a r o u n d  t h e 

n e c k l i n e  a l l o w i n g  f o r  a  b e t t e r  f i t  a n d  s m o o t h e r  d r a p e .

C H E C K  T H E  C O M F O R T

M a n y  b r a n d s  t r y  t o  s a v e  m o n e y  b y  u s i n g  a s  l i t t l e 

f a b r i c  a s  p o s s i b l e ,  w h i c h  o f t e n  t r a n s l a t e s  i n t o  l e s s 

r o o m  f o r  t h e  s h o u l d e r s ,  s h o r t e r  i n s e a m s ,  a n d  l e s s 

n i c e  d r a p i n g .  T e s t  i f  t h e  g a r m e n t  f e e l s  c o m f o r t a b l e 

a n d  i f  y o u  c a n  m o v e  i n  i t  e a s i l y .  F o r  e x a m p l e ,  w h e n 

t r y i n g  o n  s k i r t s  o r  d r e s s e s  b e n d  o v e r  t o  c h e c k  h o w 

t h e y  b e h a v e  a n d  i f  t h e y  f a l l  b a c k  i n t o  p l a c e ,  w h e n 

t r y i n g  o n  p a n t s  s i t  d o w n  t o  s e e  i f  t h e y  m o v e  d o w n 

a n d  w h e n  t r y i n g  o n  b l o u s e s  r e a c h  f o r  s o m e t h i n g  t o 

s e e  i f  a  g a p  f o r m s  b e t w e e n  t h e  b u t t o n s .
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2020 was a difficult and challenging year for all  of us. 

Sti l l ,  we are really proud that we were able to keep the 

momentum for our sustainability initiatives and reach 

many of our goals. We have definitely drawn some lessons 

and take them with us for the next year and beyond. Most 

of all ,  we saw that cooperation is key and that we need to 

include our suppliers in our sustainability journey as early 

as possible and clearly communicate our ambitions. 2021 

has already started and we have lots of plans for the new 

year. You can see some of our focus areas below and 

read more about them in our 360° Framework.

 

V A L U E  C R E A T I O N

W e  w a n t  t o  c o n t i n u e  t o  s u p p o r t  o r g a n i s a t i o n s  w o r k i n g 

o n  s o c i a l  c a u s e s  c l o s e  t o  o u r  h e a r t .

T R A C E A B I L I T Y  &  T R A N S P A R E N C Y

W e  a r e  c o n t i n u i n g  t h e  m a p p i n g  o f  o u r  s u p p l y 

c h a i n s  t o  u n d e r s t a n d  o u r  i m p a c t s  a n d  t o  c o n d u c t 

t r a n s p a r e n c y  i n i t i a t i v e s .

‘We want to continuously 

learn and try to get better 

every day to reach our goals 

over the next years. ’

https://ivyoak.com/pages/360-framework
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F O O T P R I N T

 

W e  w i l l  c o n t i n u e  t o  w o r k  o n  o u r  e n v i r o n m e n t a l 

f o o t p r i n t ,  s h i f t i n g  o u r  t r a n s p o r t a t i o n  t o  l o w e r 

e m i s s i o n  m o d e s ,  r e d u c i n g  o u r  u s e  o f  p a c k a g i n g 

m a t e r i a l s  a n d  m e a s u r i n g  o u r  i m p a c t s  a n d  p r o g r e s s .

C O O P E R A T I O N

W e  w i l l  k e e p  s e e k i n g  i n n o v a t i v e  p a r t n e r s  a n d  j o i n 

i n i t i a t i v e s  t o  a d v a n c e  o n  o u r  s u s t a i n a b i l i t y  j o u r n e y .

 

T R A C E A B I L I T Y  &  T R A N S P A R E N C Y

W e  a r e  c o n t i n u i n g  t h e  m a p p i n g  o f  o u r  s u p p l y 

c h a i n s  t o  u n d e r s t a n d  o u r  i m p a c t s  a n d  t o  c o n d u c t 

t r a n s p a r e n c y  i n i t i a t i v e s .

C I R C U L A R I T Y 

 

W e  w i l l  c o n t i n u e  t o  s e t  u p  p r o j e c t s ,  c o n d u c t  t e a m 

w o r k s h o p s  a n d  d e v e l o p  t o o l s  t o  p r o m o t e  c i r c u l a r i t y 

t h i n k i n g  i n  o u r  d e s i g n  p r o c e s s e s  a n d  o t h e r  b u s i n e s s 

a r e a s .

B E T T E R  M A T E R I A L S

W e  w i l l  r e v i e w  o u r  B e t t e r  M a t e r i a l s  S t a n d a r d  a n d 

c o n t i n u e  t o  s t e a d i l y  i n c r e a s e  t h e  s h a r e  o f  e c o - f r i e n d l y 

f a b r i c s  a n d  t r i m s  i n  o u r  c o l l e c t i o n s .  A n  a r e a  w e  w a n t 

t o  e x p l o r e  m o r e  i n  t h e  f u t u r e  a r e  d y e i n g  p r o c e s s e s .


