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We have come a long way, both from 
a business and a social standpoint, 
since we started out twenty years 
ago. I am proud of that, especially 
when you consider that we started 
out with nothing. That’s why my 
message to women of all ages is: 
everything is possible.

Nevertheless, I have to say that it seems 
as though we are still at the start 
of our journey: the vast majority of 
women in Israeli society still do not 
attain positions of influence. Only 
two percent of all women in Israel 
serve as Chairpersons on Company 
boards, only 6.6 percent serve as 
CEO’s, and only 15.6 percent are in 
executive director roles. Even today, 
women earn around 60 percent 
of the salary earned by men in the 
same roles.

There remains a lot to be done and 
it’s more than just dealing with 
the problem of the “glass ceiling”. 
As women of strength, we must 
address the problem of the “sticky 
floor” – that glues women to 
feminine occupations where the 
salary and promotion prospects are 
low – this is where most women 
find themselves. 

It is a part of our responsibility to 
address this issue. We believe that 
increasing the influence of women 
will contribute to a better, fairer, 
and more just and decent society.

Our Social and Environmental 
Responsibility Report reflects our 
desire to tell our story – primarily 
to our customers, employees and 
suppliers – who we are and how 
we work towards our vision. This 
report explains our view of our 
responsibility not only towards 
women, but also towards everyone 
upon whom we have an influence 
and who influences us.

As a private business, not traded 
on any stock exchange, with no 
requirement to disclose data and 
not scrutinized on a regular basis 
by analysts and investors, we see 
this report as a statement of our 
commitment to our responsibility, 
transparency and our leading 
position in the market. We are the 
first medium sized company in Israel 
to engage in the process of CSR 
reporting.

For us, this report is an opportunity 
to present our standpoint, deliver 
our message and explain our point 
of view, which has not always 
been clearly understood. Equally 
important, we would like to hear 
your reactions and your feedback. 
This ongoing dialogue is our way 
of developing our business and 
promoting our social agenda.

We are grateful to you for reading our 
report, and for your reactions. Your 
feedback is important to us. 

Sybil Goldfiner
Founder and CEO of the comme il faut group of companies

I believe in women.

Yours

Sybil Goldfiner
Founder and CEO, comme il faut
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*  Translators note to the language of this report. In the Hebrew version 
of this report, the feminine form of the Hebrew language is used. This 
is unusual. Most formal Hebrew documents use the masculine language 
form and indicate that this includes females. The comme il faut report, in 
its original Hebrew language makes the point that the company, with its 
feminist viewpoint and majority of women as customers and employees, 
prefers to use the feminine language form and that this includes males. 
This detail is lost in the English translation where there is no gender 
distinction in the basic language form.

Who do we impact? 
169 employees, of which 97 are in head office and the 
fashion business, 54 in our restaurant, and 18 in “Coola  spa 
and treatment center” 
around 30,000 customers in all of our activities, including 
8,000 regular fashion customers
590 suppliers, including 48 suppliers abroad, and a further 37 
independent therapists at “Coola”
6 local authorities: Givatayim, Haifa, Raanana, Ramat 
Hasharon, Rehovot and Tel Aviv
the media: around 700 media items in the printed and 
electronic press every year, 150 advertizing items per year and 
around 100,000 entries to our Company website
the community: two key partnerships with community 
organizations
the environment: carbon footprint: 1,420.7 tons

In the context of our business 
and social activities, we* 

have a direct influence on our 
customers, our employees, 
our suppliers, the community 
and the environment in which 
we operate. 

Our impacts

We influence additional circles of contacts in an indirect 
way, for example, the fashion industry, the press and the 
economy. 

As a medium-sized group of companies, our direct impacts 
are mainly local, within the borders of the State of Israel, 
where we conduct our business. 

We interact with around 2,000 women every day in our fashion stores, our 
restaurant, in “Coola” and in Bayit Banamal. We see these interactions as 
an opportunity to influence and create positive change.

Our stakeholders are those who influence us and those upon 
whom we have an influence. Our primary stakeholders 
are employees, customers, suppliers and the Company’s 
stockholders, and our secondary level of stakeholders 
includes local authorities, social and environmental 
organizations, the press and the media in general, artists, 
academia, the local community, the environment and the 
general public. 

In the various sections of this report, we explain the way we 
connect to our stakeholders, and take care to understand 
their aspirations and concerns. Emphasis is placed on 
our core commitment to our primary stakeholders 
– employees, customers and suppliers, whom we see as 
having a primary impact on our business. 

Over time, we changed 
our view of the meaning of 
comme il faut. We gave it a 
new meaning. For us, these 
days, comme il faut means 
“as you want it to be”.



uniqueness of the Company was founded upon quality, 
personal service and a feminine tailored style for business 
women and for activities supporting women. 

In 2002, Carole Godin sold her share of comme il faut to 
Sybil Goldfiner, who became the CEO and sole owner of 
the business. In the following years, the business grew to 
12 stores, and Bayit Banamal was built and opened for 
business. 

Today, the comme il faut group of companies is comprised of:
• 8 fashion stores throughout Israel: Givatayim, Haifa, 

Raanana, Rehovot, Ramat Aviv, and Tel Aviv ( four stores)
• 2 shoe stores (Ramat Hasharon and Tel Aviv)
• a jewelry store
• a restaurant ”comme il faut café” in Tel Aviv harbor
• ”Coola for women only” – a  spa and treatment center for 

women in Tel Aviv harbor
• Bayit Banamal – an alternative style center for shopping, 

entertainment and culture in the Tel Aviv harbor

Sybil Goldfiner, 51, was born in Romania and immigrated to 
Israel when she was one and a half years old. Following 
her academic studies, and three years in the USA, she 
returned to Israel and worked as an Account Manager 
in the advertising firms Gitam and Fogel. Carole Godin, 
Sybil’s friend, a professional designer, immigrated to Israel 
from Montreal, Canada. Both women met through the 
late Danny Zakheim, Carole’s partner, who worked with 
Sybil at Gitam. 

In 1987, Sybil Goldfiner and Carole Godin founded the 
fashion house, comme il faut, supported by the loan of 
3000 shekels1, which Carole received from the Ministry 
of Immigration and Absorption, which they used to buy a 
sewing machine. The name, comme il faut, was suggested 
by Danny Zakheim. “We thought about other names, as 
it was important to us to have a Hebrew name, but we 
couldn’t find anything which expressed more appropriately 
the essence of the business we were trying to create, so 
we agreed on comme il faut” (Sybil Goldfiner). 

 The name expressed most precisely our intentions as we 
started out: doing things as they should be done, finishing 
things to the last detail – focus on quality, service and the 
finer details. We saw this as completely counter to the local 
Israeli slipshod culture, of which we were very critical. 

Along the way, with the development of our awareness as 
women, we understood that “as it should be” is in fact a 
directive of the patriarchy: we should all be meticulously 
dressed, neat and tidy, and we should not rock the boat or 
challenge the balance of power. Stay on track, stay small. 

The change in meaning was not by chance. It reflects a 
change in the way we see things, in the perspective and 
the spirit of the Company, in the belief that the choice and 
the responsibility is in our hands, as is the way we choose 
to see the world. 

“As you want it to be” expresses more accurately our belief 
that every woman has a choice about the way she lives her 
life. Every woman has the right to choose exactly what is 
appropriate for her. 

Sybil Goldfiner, as the manager, and Carole Godin, as the 
designer, led comme il faut together for 15 years. The 
Company’s development was slow but steady. The 
Company’s reputation was built by word of mouth. The 

“I assumed that there is 
a certain group of women 
whose needs and desires 
are, apparently, the same 
as mine. Women who want a 
“flavor” of fashionability, 

not too obvious, who enjoy hints 
of design, and who view quality as 
projecting “caring” and above all – who 
sense an inner enjoyment every time they 
wear a garment.” 
    
    Carole Godin, co-founder of comme il faut 
    (from the comme il faut 10 year catalogue) comme il faut is 

a French expression 
meaning “properly, as 
it should be”. We found 
this phrase in the 
play by Chekhov, “The 
Seagull”.

History and development 

 In recent years, Sybil Goldfiner was recognized by the 
marketing and media sectors:

• 39th place out of 50 influential women, Lady Globes, 
September 2004.

• 47th place out of 50 influential women, Forbes Israel 
Magazine, November 2007.

• 9th place out of 10 influential women in the fashion 
industry, “AT” magazine, February 2007.

1.   Shekel is the local Israeli currency. During the reporting period, the 
shekel exchange rate to major currencies ranged as follows: US $: 0.22-
0.25, British Pound: 0.10-0.13, Japanese Yen: 24.75-28, Euro: 0.15-0.18



Timeline

• Ramat Hasharon shoe store 
opening

• Organic collection: “Ecology”
• Winter catalogue: “Good Eye, 

Evil Eye” 
• Summer catalogue:               

“A garment is more than just 
a garment”

• Opening of “Coola for women only“
• Opening of jewelry store in Bayit 

Banamal in Tel Aviv
• Campaign: “A Woman for 

President”
• Winter catalogue: “Work in process”
• Summer catalogue: “Bon appétit, 

baby”
• Start of project with Achoti 

movement for the economic 
empowerment of Ethiopian women

• Opening of Bayit Banamal and 
closing of first Dizengoff store

• Opening of comme il faut café
• Opening of “Radical” store and 

stores at Haifa and Givatayim
• Sybil Goldfiner wins the 

Entrepreneurship Prize
• Winter catalogue: “Being a girl”
• Summer catalogue:    

“Transparent work”
• Project: “Women buy from 

women”

• Surplus store opening in 
Rabin Square in Tel Aviv

• First place, Direct Marketing, 
Israeli Oscar

• First concept store in 
Raanana

• Carole Godin amongst 
the 50 designers in Israel 
(“World of Women” 
magazine)

• First winter catalogue

• Project: a feminist 
quotation on each garment 
by Bili Moskuna Lerman

• Start of the practice of 
sending a letter and gift to 
women appointed to key 
positions

• First concept store at 
198 Dizengoff, Tel Aviv



• Project: “Shalom Girls” with 
Palestinian seamstresses

• Winter catalogue: 
“Her Story”

• Summer catalogue: Women 
crossing borders” filmed at 
the separation wall receives 
world press attention 
including CNN and other 
foreign networks

• Company Logo change
• Catalogue: 

“The network theory”
• Wine by Orna Chilag 

launched at comme il faut

• Carole Godin sells her 
shares and leaves the 
Company

• Sybil Goldfiner becomes 
sole owner of comme il 
faut

• Store opening in Ramat 
Aviv

• Founding of comme il faut
• Danny Zakheim designs the logo
• The first collection photographed

• First studio on Frishman 
Street, Tel Aviv, by the sea

• Launch of G! collection – 
young comme il faut

• Winter catalogue: “I believe 
in me”

• Factory store opening in 
Tel Aviv

• Summer catalogue: 
“Everything’s possible”

• First place, best designer, 
Israel fashion Prize



The comme il faut vision was created by 24 managers of the 
Company – Sybil Goldfiner, the founder and CEO, and all 
the managers of the business including the store managers, 
the restaurant and Coola   spa and treatment center 
managers. In an interactive process in November 2007, we 
all agreed on the wording of this vision. The combination 
of business, responsibility and the power of women to 
influence are a source of inspiration and direction for us all. 

20 years of ethics 
During the month of March 2008, the vision was officially 

launched to all Company employees, in a series of meetings 
in small groups, led by Sybil Goldfiner. Every employee 
received a copy of our booklet “Vision, Values, Agenda 
and Ethics – our ‘As it should be’” which was specially 
produced for this purpose. Discussions were held about 
the importance of the vision and the connection of every 
single one of our employees to the content of the booklet. 
The employees signed their commitment to abide by the 
code of ethics. In several cases, after the presentation of 
the code, the reaction of the employees was: “So what’s 
new? This is how we do things around here anyway!”.             
The results of an employee survey of October 2007 
amongst all employees corroborated this reaction. 

Vision - We believe in the power of 
women to influence.
We choose to take a stand, based on 
our business and personal responsibility.
Our Company is a home for learning, 
action and leadership, in which every 
woman can feel special, significant 
and influential.

Vision and values

Values
Respect for all individuals, 
comme il faut, listening, personal 
responsibility, teamworking, 
daring, enjoyment

The comme il faut values express our perspectives 
and beliefs.

The way in which we behave is a direct 
consequence of our values. 

In order to learn more about our values, please see 
our website: www.comme-il-faut.com/agenda

At comme il faut, we behave with 
honesty, fairness and reliability 
both personally and professionally

We always demonstrate personal 
responsibility at comme il faut

We always show respect for all 
individuals

Survey Results amongst Company employees

(69% response rate) October 2007

No response Agree Disagree

95%

91%

92%

5%

8%

5%

0

1%

3%
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Our conviction and our actions have brought us success in business. Over the 
past 20 years, comme il faut has created a defined and dominant identity, 
with a leading and differentiated reputation. Compared to all the other 
fashion houses in Israel, comme il faut is quite a different sort of business. 

As part of our business approach we maintain our “agenda”. These are the 
key concepts:

Our agenda strengthens our identity 
as a business. The way we see the world 
dictates that it is not enough just to 
do business. We must take a stand and 
influence the social issues of the day. 
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comme il faut did not start out as a company based on 
feminist awareness. 

The French expression, “comme il faut” relates to a set of 
rules and regulations which are the foundation of good 
order and propriety in the world, rules to live by, because 
they have been determined “proper”. In this way, comme 
il faut started out by offering a “proper” feminine look, 
perfectly cut and styled, an appearance designed to be 
“as it should be”, with not a hint of irony or doubt as to 
what’s inside the wrapping, well made, and appropriate. 

Feminist awareness and criticism developed over time. 
During the course of our work, we observed thousands 

of women who stood in front of the mirror, we heard 
their sorry dialogue as they looked at their reflection. 
We noticed the ever-present discomfort of women with 
the sight of their bodies. This happened with all women, 
regardless of age, height or weight. Time and time again 
we observed this harsh self-judgement, rejecting and 
condemning, which at its extreme became self-hate that 
women directed at themselves. 

This sobering experience caused us to seek an explanation.
 We were part of this experience as fashion designers, as 

fashion saleswomen, we were in partnership with our 
women customers, we sought an explanation. We wanted 
to clarify and understand how it could be that practically 
no woman is happy with the way she looks. How could it 
be that no woman felt “as she should be”, even when she 
invested her best efforts? 

This was the moment when we wondered what this 
statement, this part of our culture, “as it should be” 
means.

What is this state of mind which does not permit almost any 
one of us to feel good about herself? How were we, by 
promoting this message, contributing to the frustration 
which we and the women around us were feeling?

This was the fateful moment when feminist theory and 
criticism came together.

This feeling of discomfort raised some tough questions. 
Feminist theory offered explanations and answers 
– but most importantly – it explained how we can 
take responsibility. 

 
We realized that our work turned us into partners in 

creating and propounding the very image of beautiful 
and desirable women that is so hard to attain.

We read “The Beauty Myth” by Naomi Wolf. We understood 
that this image, ever present in all channels of the media, 
attracts the predominance of female efforts and resources, 
and became a new sophisticated way of exercising control 
over women. We understood that in this new world, in 
which, apparently, all possibilities are open to women, this 
“beauty myth” was designed to channel the strength and 
energies of women from positive activity and creativity to a 
focus on personal appearance. 

This “beauty dictatorship” is so overwhelming, and it creates 
a situation where the desired result is never achieved. 
The female identity created as a result of this massive 
investment is always lacking. Women, no matter how 
educated and successful, were never before caught up in 
such loss of confidence, feeling out of place and inferior. 

This was not an easy position to be in. We understood 
the system, we were part of it. 

This was the moment when we asked ourselves how we 
could do things differently. 

We decided to express our ideas, to oppose the types of 
messages that fashionable clothing promotes (be thin! 
be young! be a sex object!) and do whatever we could to 
undermine them. 

We recognize that clothes are not just “something to 
wear”. 

We seek to divorce them from these hostile cultural forces 
and recharge them with content that is empowering for 
women. 

A feminist view of the world 
is at the heart of our financial, 
business and social agenda.

From “as it should be” to “as you want it to be”

This is the perspective through which 
we see the world, the framework of the 
values in which we believe. We seek to 
understand our responsibility through 
these eyes, to act and promote our 
society in line with this view.



The personal is political
It is important for us to create a personal relationship with our customers 

and provide a warm and attentive service. 

The personal connection and relationship we create with our customers 
and our saleswomen serves to help us understand the needs of our 
customers and their feedback. 

We provide a platform for the first creative productions of customers, 
such as the vintner Orna Chilag who launched her first wine in our 
stores, and gained wide PR (as did we). We also provide room in our 
stores for customers to sell their own artistic creations. 

We do not require our saleswomen to wear an identical ”uniform”. Each 
saleswoman receives an annual budget for comme il faut clothes. 
However, we do require that they combine at least one comme il faut 
garment as part of their total look when dressing for work.

We promote other women by including them amongst our suppliers 
– we host the creations of young and new fashion designers in our 
stores. We try to develop good working relationships based on trust 
over time with all our suppliers. 

As you want it to be, day by day

• We use the platform of our business to present feminist ideas to 
our customers, employees, suppliers and the general public.

• We try to support employment and advancement of women 
in our business. 97% of the comme il faut fashion business 
employees are women.

• We invest a part of our profits to support women from low-
income communities. For example, in 2005, we produced 
”Women buy from Women” an internet and printed guide for 
women-owned micro-businesses under 5 years old. In March 
2008, we ran a project called ”Pass-it-on”, in which customers 
returned clothes from previous seasons in return for a discount 
against new purchases. The clothes that were returned were 
”passed-on” to a non-profit organization called ”Esheet”,
(www.esheet.org.il), for sale in their second-hand store. The 
proceeds from the sale of these clothes funded courses for 
around 30 women to learn how to open their own business. 

• We believe that it is possible to be a business which is both 
feminist and profitable. 

Contrary to the way 
of the world, where 
global chain stores 
are dominant, where 
service is anonymous 
and the salespeople are 
”transparent”, we try to 
turn each of our stores 
into a kind of home. 

We believe in women

We are a feminist company that believes in 
women and their power to influence, and we act 
to promote women’s influence in the world. The 
very definition of a commercial business as feminist, especially 
a business whose customers are amongst the wealthier 
echelons, raises much criticism from the general public. We are 
aware that our way is not so widely accepted. 
In spite of this criticism, we stand behind our right 
to develop a new model of feminism. 
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The beauty myth

As a company in the 
fashion business, we 
are in opposition to the 
draconic dictates of the 
fashion industry. Our 
activities enable us to 
understand the fashion 
industry more thoroughly, 
and try to influence it 
from within. 

Women’s solidarity

We believe that through 
our identification with 
women, and our mutual 
support, we can progress 
the struggle to create a 
more just society. 

We try to present new models, which have no sexist content. For the photo-
shoot of the catalogue ”I believe in me” (2001) and ”Everything is possible” 
(2000) we filmed women who believe in themselves. For ”Transparent 
work”(2005) we used sketches of clothes rather than the clothes 
themselves. And for ”15 photographers” (2002) we gave a free reign to the 
photographers to present our collection. 

We provide an alternative to age, weight, perception of beauty, color and 
more. This also influenced the way we presented our collection in the 
catalogue ”Being a girl” (2005) by women over the age of 70. Our 
catalogue, ”Bon appétit, baby”(2006), presented the concept of enjoyment 
of food and an objection to the concept of ”acceptable” weight. Similarly, 
we made a catalogue ”Good Eye, Evil Eye” (2007) where we examined 
women as they look at themselves in the mirror. 

Our emphasis in the design of our clothing is how a woman feels wearing the 
garment, and not only what the garment projects to the world. 

In the design process, we consider a wide range of sizes. We design with an 
understanding of the changes a woman's body undergoes throughout her 
lifetime, including pregnancy and giving birth, and through to the transition 
and ageing phases.

• In 2003, at the launch of the catalogue, ”Social Network” at Coola, 
we demonstrated how to create a social network to advance others 
and ourselves.

• In 2004, we were involved in the project ”Hello Girls”, in which Palestinian 
women and comme il faut designers collaborated on a partially embroidered 
collection which was sold in comme il faut stores. Part of the profits were 
channeled back to the women in addition to their payment for the work. 

• In 2004, we launched our project ”Women buy from Women”. The guide  
to women's micro businesses, gave women an opportunity to publicize 
their business at no cost, and was a continuation of the call to solidarity 
among women.

• In 2007, we started collaboration on a joint project ”Women create a feminist 
economy” with the Achoti (My sister) movement, funded by the Daphna 
Yizraeli foundation, in order to establish a business framework for Ethiopian 
immigrant women to become commercial suppliers of comme il faut. 

• We were involved in leading prominent feminist campaigns such as the 
campaign for the election of a female president, and the demonstration 
against the plea bargain of the President Katzav. 

comme il faut is currently progressing a pilot program in which the first group 
of Company employees is participating, at Company expense, in a feminist 
workshop to enhance awareness of feminist issues - the Feministy society 
is running the workshops. If this program is successful, all Company 
employees will be invited to participate. 

WOMENOMICS
the female economy

We believe in female 
management, in the 
commercial capabilities 
of women, and in their 
important role in the 
development of the world 
economy. 

In a world in which over 80 percent of all consumer purchasing decisions 
– homes, cars, furniture, computers, food, drugs, clothes – are made by 
women, the representation of women in business is essential. 

In Israel only 2 percent of chairpersons are women, 6.6 percent of CEO’s are 
women and 15.6 percent of senior managers are women. 

World research proves that businesses who have a higher proportion of 
women in senior roles deliver better financial results. 

• We try to be a role model for successful business women. 
• We maintain most of our manufacturing in the local market thereby 

supporting employment for women. 
• We believe in fairness throughout the supply chain of everything we 

manufacture and sell, and aspire to maintain fair compensation for our 
employees and those of our suppliers. 

For further details, we invite you to visit our website:
www.comme-il-faut.com/agenda 



1. We act in accordance with 
the law

2. We respect the rights of all
3. We act with respect and 

integrity towards all 
individuals

4. We are committed to health, 
safety and the quality of the 
environment

5. We avoid conflict of interest
6. We act to promote social 

justice
7. We protect privacy of 

information
8. We maintain records and 

documentation related to all 
our business activities

9. We protect Company assets
10. We encourage feedback and 

questions related to our 
ethical behavior

11. We ensure the assimilation 
of this code by all our 
employees

In addition to the values which guide us, it is important to define 
clearly the expectations we have of ourselves and each other in 
all our work interfaces. We place the utmost importance on a 
maximum level of clarity and uniformity in the implementation 
of this approach at comme il faut. 

This code represents a guide to ethical behavior for all the 
employees of comme il faut Companies, at all times, without 
compromise, without exception. All employees have read 
the code, understood and signed their commitment to act in 
accordance with it. 

The code was born out of our vision and our values, and includes 
reference to the issues we face in our daily work. 

The key sections of the code are: 

• comme il faut is committed to responsible and transparent 
management toward all its stakeholders, based on listening 
and respect

• We are committed to generate positive impacts to promote 
a better world which is healthier and more equitable for 
women, our community and the environment.

• We believe that this approach will lead us to success in 
developing a sustainable business, in which women will want 
to work, purchase from and supply to, and that all will benefit 
from every interaction with us and our Company. 

The complete version 
of our code of ethics is 
available on our website. 
Please visit www.comme-
il-faut.com/agenda to view 
or download. 

Social and environmental vision

Ethics – our “as it should be”
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The Global Compact: In April 2008 the 
comme il faut group of companies committed 
to participate in the UN Global Compact 
– the largest global initiative to promote 
social responsibility of businesses. The Global 

Compact of the United Nations is a voluntary initiative, 
which brings together thousands of businesses in more 
than 100 countries all over the world. In order to maintain 
the initiative, representatives of all sectors have joined the 
Compact: governments, corporations, social organizations 
and civil society groups – and promote the universal 
principles of the Global Compact in the field of human 
rights, workplace standards and anti-corruption. 

For comme il faut, participating in the Global Compact is an 
additional expression of our desire to be amongst the first 
to influence social issues in Israel and in the world. For 
us, this is a commitment to promote social responsibility 
in everything we do, integrate leading social principles in 
all our business activity, and adapt as necessary to meet 
the principles of the Compact. Our code of ethics already 
relates to our approach regarding such matters. 

Participants in the Global Compact are committed to 
periodical transparent reporting of their progress in 
upholding the principles. This report represents our first 
disclosure against the Global Compact principles. 

Please take a look at the Global Compact and the detailed 
principles on their website: www.unglobalcompact.org .

“Emun Ha’Zibur” (Public Trust): 
In 2006, the comme il faut group of 
companies was inspected by the organization 
“Public Trust” and was found to be operating 
in line with the ethical and fair standards in 
all the group’s activities, and according to the 

Our commitment to social responsibility
local and global memberships

Earning public trust is based on six basic principles:

1 Truth and decency in advertising, fair advertizing
2 Transparency and disclosure of information – 

supply of complete information essential for 
consumers to complete a transaction

3 Fair service – promising a decent service after 
completion of a transaction

4 Respect for the law – respect all consumer rights and 
protection as required by law

5 Fairness in respect to contracts and upholding 
contractual commitments, including contracts and 
regulations written by one party, whilst respecting and 
maintaining consumers’ rights.

6 Maintaining privacy of personal information including 
computerized data about consumers and protecting 
such information from exposure or misuse. 

guidelines defined by the “Public Trust” organization.
“Public Trust, a not-for--profit organization in the public 

interest, was founded with a mission to change the 
common business culture, and to assimilate behavior 
based on fairness and integrity, which will contribute to 
both the welfare of consumers and of ethical businesses, 
as is commonplace in advanced countries of the world” 
(from the Public Trust website: www.emun.org.il).

“Maala- Business for social responsibility”
At the beginning of 2008, comme il 
faut joined Maala. This is an additional 
expression of the Group’s commitment to 
promote social responsibility. “Maala” is the 

professional umbrella not-for-profit organization which 
leads the change towards corporate responsibility of 
business in Israel. The organization is based on the premise 
that conduct of business in a socially responsible manner 
brings business and financial benefit to companies. 
The organization was founded in 1998 and is part of 
the world network of similar organizations promoting 
social responsibility. Today over 80 businesses in Israel 
are members of “Maala”. For further details, please see:  
www.maala.org.il

Corporate social and environmental 
responsibility management at comme il faut

Direct responsibility for the management of corporate social 
responsibility of the comme il faut group is held by the 
group CEO. Every manager and employee personally plays 
a part in promoting these objectives, as an integral part 
of her work. The group is supported by consultants with 
expertise in the relevant fields as required. 



The comme il faut group’s 
business structure

The comme il faut group 
of companies is comprised 
of 4 Companies which are 
separate legal entities in their 
own right. The Companies 
are connected by a common 
vision, and through a 
structure of shared services. 

comme il faut Ltd.
comme il faut café Ltd.
Coola For Women Only Ltd.
Bayit Banamal Ltd.

All the Companies are 100% fully owned by Sybil Goldfiner. The head 
office of the group is in Hapelech Street, Tel Aviv (the “studio”).

Each Company operates as a distinct profit center, with separate 
financial records, and in accordance with the business strategy 
relevant to each business, its nature and opportunities.

This structure enables focused management, aligned with the nature 
of each Company, and direct management responsibility for each 
of the different activities. This structure also enables close control of 
each business and of each budget. 

The connection between the Companies of the comme il faut group 
is achieved through the shared ownership, and also through the 
same approach: vision, values, management processes and head 
office services. The synergy between the businesses is designed 
to maximize the degree of influence we have through leveraging 
mutual activities and utilizing resources in the most efficient way. 

Owner: Sybil Goldfiner

Shared services

The Companies in 
the group are:
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Sybil Goldfiner serves as the Group CEO. In the years 2002-
2007 the group grew rapidly. This was evident in the number 
of changes in structure and in the dynamic nature of the 
roles and personnel changes in each of the Companies.

This level of change was to some extent typical of the 
transition from a small to medium-sized company, and was 
also expressed in the difficulty of finding an appropriate 
way of accommodating new businesses within the group, 
such as “Coola” and comme il faut café, which are 
inherently different from the fashion business. 

Roles which have been especially difficult to fill include 
operations management, production management 
and human resources management. High turnover was 
the result of a lack of understanding of the needs of a 
company in a high-growth phase, and of the recruitment 
of individuals without the right level of experience for the 
range of complex tasks. 

In early 2008, we redefined the Company structure in order 
to improve the management platform for growth in the 
coming years. Senior management roles were redefined, 
and a number of personnel changes were made in line with 
this new approach.

As this report is being finalized, a Deputy CEO has joined 
the business, and carries responsibility for the fashion 

operations including marketing and advertizing. This 
change will enable the group CEO to focus on strategic 
business development and expansion, and represents a 
significant strengthening of the management structure of 
the group. 

Our management style can be defined as a “feminist 
management style” – participatory management. The 
value of teamwork is well assimilated in the daily activities 
of the women of the Company. Each one is given the 
opportunity to take on roles and tasks beyond her specific 
job description, and in line with the business need and 
personal preference. 

Our encouragement of this enterprizing approach together 
with a flexible management style represents a very 
important aspect of the Company’s culture, and is key to 
the Company’s ability to achieve impressive results with 
a relatively small team. This very positive point however, 
occasionally results in friction and misunderstandings 
between departments and lack of clarity regarding role 
descriptions and levels of authority. This subject was raised 
as something to be addressed in the strategic management 
meeting of November 2007, and measures are currently in 
place to create greater organizational order against defined 
boundaries and division of responsibilities. 

Ownership structure of the group

The Structure of the group:

Bayit Banamal Deputy
CEO CFO

“Coola”

Marketing
& Advertizing VP Sales and 

Operations

Recruitment 
& Welfare *

Procurement Stores Production

Design

Spokeswoman *

Warehouse

Purchasing *

Maintenance *

Production 
Planning

Patterning

Cutting

*  Roles which carry responsibility 
for the entire group

comme il faut cafe

CEO



Corporate governance

The basic definition of comme il faut as a group of private 
Companies signifies that the guidelines for corporate 
governance that apply to large traded companies in the 
world are not applicable to comme il faut. Nevertheless, 
as part of this transparent and authentic disclosure, we 
wanted to clarify our approach to governance, which is 
something that larger companies must address. 

Corporate governance relates to the way a Company is 
managed: management principles, risk management, 
controls in decision making processes and financial 
controls. The highest body in the corporate governance of 
a Company is the Board of Directors. 

In the case of comme il faut, there is one owner and no 
practising Board of Directors. Sybil Goldfiner, as owner, 
represents the highest authority for all business, financial, 
strategic and personnel decisions. Decision making 
processes are not defined in a formal way. In most cases, 

there is a process of consultation with managers in the 
Company, and external advisors or experts who know 
the Company well. These experts include legal, finance 
and control, accounting, organization and social and 
environmental responsibility. 

Recently the process of consultation was extended. Important 
strategic decisions are made on the basis of considered 
judgement by a wider group of managers and external 
experts. 

 In the future, the Company will consider forming an external 
advisory body formed of individuals who know the 
Company’s business sectors well and who can contribute 
their experience. This advisory body will understand the 
significance of the Company’s “agenda”, and will advise 
on risks and strategic opportunities in a broader way, so 
as to assist the Company’s continued growth and effective 
decision making processes. 

Hagit Shaul, 
Store Manager, Haifa

Ofra Laron, Manager, 
Surplus store

Michal Cohen, 
VP Sales and 
Operations

Tuvit Moshe, Store 
Manager, Raanana

Orna Porat, Store 
Manager, Ramat Aviv

Orly Zvi-Yuzevish, Store 
Manager, Ramat Hasharon

Martine Dray, 
Store Manager, 
Givatayim

Emma Segal, 
Store Manager, 
Radical

Elena Hramkov, 
Manager, Studio Store

Nurit Drimmer, 
Store Manager, 
Rehovot

Tal Rosenfeld 
Store Manager, 
Tel Aviv harbor



Personal Service
Beyond the unique aspects of each business, attentive 

personal service is always at the heart of most of our 
business decisions. The importance of personal service is 
born out of our desire to know our customers intimately, 
and deliver solutions which meet their precise needs. 

We believe that this close, continuous connection with the 
customer teaches us more than any single other activity 
about the possible directions for business development 
and possible opportunities to serve unmet needs. 

We offer all employees the opportunity to develop in 
accordance with their capabilities and their personal 
aspirations, through possibilities to assume different roles 
within the Company, and through enabling employees to 
take responsibility for things which are not always written in 
their standard job description. The emphasis is on teamwork 
which allows each one of us to be a woman of influence. 

Three key words: quality, quality, quality
From the very start, we knew that the choice of the name 

comme il faut is an uncompromising commitment to 
quality. Attention to the small details, the functionality and 
the exceptional quality of the design, the service, and the 
production processes. 

In our view, the selection of quality is an expression of positive 
consumerism. A single investment in an outstanding 
garment is preferable to several smaller purchases, of 
garments which have a short life-span, either because they 
go out of fashion or because the poor quality prevents long 
lasting wear, even if the price is much lower. The quality 
approach requires fewer resources, creates less waste, 

A common strategic platform

All the Companies in the 
group are linked by a common 
core approach which we can 
call: “comme-il-faut-ness”, 
and all the different Company 
activities are derived from 
this approach. 

A great deal of our attention is devoted to the fine details. 
This can be seen in the finish of each garment and the 
small surprises which are hidden in unexpected places. 

We see personal service as the antithesis to globalization, 
which creates standardization and inflexibility, destroys 
personal connections between those providing a service 
and those receiving it, in fact, between people in general. 
Our view is that globalization suppresses unique personal 
expression and reduces the possibilities for personal choice. 
Globalization requires consumers everywhere to think 
in defined ways and define themselves as international 
consumers, instead of citizens of countries. Our strategic 
aspiration is to develop our business by leveraging unique 
personal characteristics based on respect and appreciation 
for the unique value of each and every one of us. 

This personal approach also characterizes the internal culture 
of our Company. The success of the connection of our 
employees to the Company is based on this personal values 
approach – connection to the vision and identification with 
the company’s approach. When this exists, everyone can 
blossom and grow, and realize their potential. 

uses less energy and generates fewer negative impacts on 
the environment. We recommend our customers not to 
compromise on quality. Invest more, get the most out of 
what you buy over several years. Each of our garments are 
thoroughly tested, we do not compromise on the quality 
of the fabrics, and we pay absolute attention to the details 
when cutting, sewing and finishing each garment

In our restaurant, comme il faut café, we choose to prepare 
our dishes from fresh and natural raw materials, organic as 
far as possible, and meals are prepared to order. 

In “Coola”, our therapists are selected because of their vast 
experience and skill in their fields. We do not compromise 
in any way on quality, and we feel that our customers 
understand and appreciate our insistence on this point. 

Agenda and Ideology
It’s important to stress: one of the core strengths of comme il 

faut is the combination of our ideology with our business 
activities. This ideology dictates our agenda which changes 
in line with our personal development and the Company 
development, and clearly influences our business decisions. 
The Company will not decide on a strategic direction which 
is in opposition to our basic beliefs. 

“As a woman who appreciates fine fabrics and innovative 
designs of enduring chic, shopping at comme il faut is truly 
“as I like it.“ In a world of excessive materialism and 
waste, I know that it makes absolute economic sense to buy 
less rather than more and to choose quality over quantity. 
I get such pleasure when I wear my select garments with 
confidence and assurance. comme il faut embraces all this!“
Brenda Solomon, customer, Raanana



Growth and Development
During the first 15 years of comme il faut’s activities, from its 

inception in 1987, the rate of growth has been modest but 
steady. Lack of capital in the early years restricted the rate of 
growth. All the profits of the business were reinvested back 
into the Company.

Thinking back, this slow growth enabled us to develop in a 
healthy way, build our relationships with customers for the 
long term, strengthen the connection with our employees 
and create an organizational culture with strong roots.

This way turned out to be a significant platform for 
development. It created a strong infrastructure to develop 
our business activity, helped form strong relationships 
within the workplace and a foundation for our vision and 
clear values, and set the basis for creating the next big step 
forward which was in 2002. The rate of growth accelerated 
with the opening of 2 stores per year on average. 

In 2004, we realized our dream in the form of Bayit Banamal, 
and the opening of comme il faut café and “Coola, for 
women only”. In recent years, we raised our growth 
targets to include footwear, jewellery and imported fashion 
accessories, to complement our fashion range.

Today, in the fashion field, we enjoy a certain stability which 
provides the platform for the next step change in our growth.

In Israel, the direction will focus on developing our sub-brand 
“Radical” to more stores, and expanding our line of footwear. 
“Radical” is a brand which specializes in small ranges of 
items, imported from exclusive foreign designers, and hand-
made garments. In 2008, we plan to open two more stores, 
which will include footwear and “Radical” brands.

Expansion abroad: The size of the Israeli market, the 
uniqueness of comme il faut and the competition in the 
fashion industry in such a limited market create difficulties 
for significant growth and increase in stores in Israel. We 
see the comme il faut concept as relevant in many countries 
in the world, enabling us to expand our circles of influence 
with women all over the world. In the coming year, we will 
identify development directions beyond the borders of Israel.

Branding
comme il faut has been successful in creating a uniquely 

differentiated brand, which is considered a leading fashion 
brand in the Israeli fashion industry. This is in part due to the 
bold marketing campaigns the Company has led, and the 
strong identity with feminist themes. 

comme il faut enjoys significant almost daily exposure in the 
local printed and electronic press, most of which is positive. 
During 2007, we brought together all of our brands under 
the comme il faut brand name and relaunched our internet 
site to reflect the entirety of the group’s activity under this 
main house brand. 

We want to continue to improve the connection between our 
different brands, and strengthen our service and knowledge 
of our customers, expand the connection with our customers 
and leverage joint activities with our customers and other 
stakeholders to create a stronger influence on society. 

“I started to work at comme 
il faut as a student. I feel that the 
living proof of working in this 
company is the way it promotes 
women and provides them with 
opportunities: I developed and 
progressed within the business, 
I have performed a wide range 
of roles. 

I really connect to the approach of 
“as it should be” – it’s important 
to me to pay attention to all 
the fine details. The aspect of 
personal service is also very 
important to me. It’s a kind of 
anchor which everything is built 
around in all of our processes 
with customers. It starts with the 
way we think about our designs 
and how we present them to 
customers. It’s a way of life…   
we are always trying to learn, 
listen, improve.

Every development in the company, 
starting with the first store on 
Dizengoff Street, additional 
stores, Bayit Banamal, and 
“Coola”, it all flows from this 
concept of personal service and 
listening to what the customers 
want. 

I derive great pleasure from this 
work. I learn from the women 
I work with and I develop 
myself though the connection 
with them. I have many friends 
in the company and many 
customers who have become 
friends. Today, they bring their 
daughters and granddaughters, 
and this meeting of three 
generations of customers is a 
very emotional thing for me. 
There is something very genuine 
about it.“

Michal Cohen, VP Sales and Operations



Approach     Fashion any time

comme il faut’s fashion 
strategy is based on a design 
approach of “total look” with 
high quality fabrics for all 
ages and all forms and sizes 
of the female body.

One of our guiding principles is that our designs must be 
comfortable to wear. We follow Israeli and world fashion 
trends, mainly colors and design features, and add slight 
nuances of these trends in our designs. Our designs always 
serve a functional purpose with no gimmicks. 

Most of our garments are designed with more than one 
season in mind. The design and high quality of our clothes 
make them timeless. The basic colors: black, white, shades 
of brown. All collections are based on past colors and 
styles so that the customer can put together her own 
collection which always looks up to date.

We complemented this basic approach with bags, footwear, 
scarves and hats from other designers in order to broaden 
the choice for our customers and enable them to achieve 
the “total look” under one roof, saving them time and 
energy.

Collections for all situations
Based on feedback from our customers, in summer 2008 we 

developed two new collections:
Classics basics: popular styles, the most comfortable and 

flattering of all of our past seasons.
This is a line of garments which is simple and precise, classic 

colors, not seasonal. The styles are free of decorative 
features which incur higher costs, so as to enable a 
consumer price of no more than 650 shekels. The classics 
basics series is the base for every wardrobe. It can be 
adorned with accessories which can be appropriate for 
every occasion, morning or evening, any season. We want 
a wide range of customers to enjoy comme il faut fashions 
and put together their personal collection based on basic 
items which will last for a long time. 

Limited edition – a line of individual designs produced 
in quantities of no more than 50 items. These 
garments are highly complex styles, which offer great 
attention to the finest details and the greatest sensitivity 
to nuances. They are highly personalized, combining 
hand-made elements with high quality tailoring. This 
collection enables customers to feel special in the 
knowledge that they are wearing garments of which only 
a few are available. Almost one of a kind, unique and out 
of the ordinary. 

comme il faut fashion

Footwear for a sure stride 
In recent years, we have understood the need for solid, 

comfortable shoes, which give the feeling of a strong and
 stable grip on the ground. We separated fashion and 
footwear stores, and focused on developing the footwear 
sector as a source of growth in its own right. We 
strengthened our relationships with footwear suppliers in 
Europe and expect significant growth in our footwear range.

 
Fabrics make the garments
As far as possible, we use natural and organic fabrics, such 

as organic cotton, wool and linen. These fabrics are more 
expensive than synthetic fabrics, and require a certain 
pricing to the customer accordingly. Our basic intention is 
to use fabrics which are environmentally friendly as far as 
possible. The principles of eco-fashion are assimilated into 
our design approach. This includes the way garments are 
treated after use – no dry-cleaning required, recommended 
low-temperature washing and not recommended for 
electric dryers.

Our fabrics are pleasant to the touch and of a very high 
quality designed to last many years. 

The textile lifecycle is not just about pollution and 
waste, it is also about ethical standards, trade, washing 
habits, what makes you use something for a long or short 
time and what happens to it when you throw it away.
Kate Fletcher, expert on sustainable fashion, www.katefletcher.com
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Structure of the business

comme il faut has 9 fashion stores, two footwear stores
and a jewelry store.

Each store has its own distinct style and history.
We see our stores as a type of home for our 

customers and our employees. This approach 
is evident in the way the store is designed, 
and the personal way we welcome all those 
who visit. 

In 2008, we plan to open two new stores. More 
details about our stores can be found on our 
website: www.comme-il-faut.com 

comme il faut fashion

comme il faut 
Fashion Stores

Footwear 
Stores

Specialized 
Stores

Tel Aviv Harbor Ramat Aviv Studio Store Tel Aviv Harbor RadicalGivatayim

Haifa Tel Aviv Surplus Ramat HaSharon JewelryRaanana Rehovot

Studio – Head Office and warehouses

12 stores and head office



Sales breakdown by store - 2007: Footwear Bayit Banamal 5%

Radical 4%

Studio Store 6%

Haifa 7%

Tel Aviv Rabin Square 7%

Rehovot 9%
Raanana 13%

Givatayim 7%

Flagship store at 
Bayit Banamal 16%

Ramat Aviv 25%

“When I have cake from the weekend 
at home, I bring it to the store so 
that the customers can enjoy too.”
Nurit Drimmer, Store manager, Rehovot

“We make coffee for our customers, 
sometimes, customers make coffee 
for us! We are part of the community 
here – when we are celebrating 
something – the neighboring stores 
join in – it’s a family atmosphere”
Hagit Shaul, Store manager, Haifa
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Bayit Banamal represents an extension of the comme il faut ideology. It 
proposes a broader perspective relating to the wishes of women and their 
place in the world. Bayit Banamal is an alternative type of 
shopping center, quite unique. It is an arena for women 
which was built based on a different way of thinking 
about women and for women. 

The traditional types of shopping malls which grew up in the 
19th century were designed by men for women. Their 
purpose was to enable women to leave the house and find 
everything they need under one roof, but also, to keep 
them in their natural place, without disturbing the order 
of things, to let them concentrate on buying for the home 
and for the children, whilst maintaining their own beauty 
and the aesthetics of their surroundings. Bayit Banamal 
was built for women with the purpose of challenging 
boundaries and offering alternatives. It is “anti-mall”, both 
ideologically and structurally.

The businesses in Bayit Banamal are women-owned businesses 
(“Le’ela”, “Gal”) or businesses with the purpose of 
promoting women (“Sisters”, “Coola”). The sex store 
“Sisters”, in a rented store in Bayit Banamal, makes a 
statement about women and sexuality in an open way, not 
secretly, something which was only ever reserved for men. 
“Coola- for women only” defines pleasure as something 
“feminist”. We take time for ourselves and stop putting 
ourselves at the end of the line. “Me, now” is one of 
“Coola’s” leading campaigns. 

Design of Bayit Banamal
Bayit Banamal was designed in contrast to the standardization 

and uniformity of malls. In the past, it was a wooden hut 
which served as a warehouse. The new structure retains the 
spirit of the original wooden hut through the use of similar 
raw materials (wood, tin metal, glass, concrete and steel) 
and follows the original layout. The design, by the architect 
Limor Rozner Mojet, creates a total harmonious complex in 
which each of the stores can express their own individuality. 
It invites them to spread out into the common central 
area. Bayit Banamal naturally integrates with the harbor 
promenade, attentive to the urban activity all around, and 
blends with the entire area and view. The sea is a significant 
element in the overall picture – it can be seen through the 
wooden lattices and the windows, is reflected at the end of 
the passageway and is heard in all corners of the building.

Approach    The Public Arena
The public arena of Bayit Banamal is quite large relative to the 

size of the whole structure, and represents a sort of “town 
square” – meetings, studies, art exhibitions and lectures 
in the evenings always bring an alternative perspective. 
The public arena is the part of Bayit Banamal in which the 
community can benefit, at no cost, from products provided 
by the Company. This is one of the ways the Company 
contributes to the community.

Bayit Banamal (the house at the harbor) 

The total turnover of Bayit 
Banamal occupants in addition 
to comme il faut stores was 
3.3 million shekels in 2007. 



Four art exhibitions take place every year in Bayit Banamal. 
These exhibitions are funded by Bayit Banamal and 
promoted to the entire comme il faut customer list. 
The exhibitions draw particularly large crowds, when 
compared with the level of visitors to museums of galleries, 
and enable the community at large to enjoy an artistic 
experience without additional expense.

Bayit Banamal public arena was designed for different types 
of cultural evenings. In 2006, we held a series of meetings 
for the purpose of bringing alive the vision of the medieval 
town square, and offer an open stage to hear a range of 
views and voices. The entire series of meetings included 
different subjects and formats such as: cultural dialogue, 
intellectual discussion, lectures, musical and theatrical 
shows, dance and creative workshops and more.

The business model
Bayit Banamal is a business platform that promotes alternative 

consumerism. comme il faut stores are the key proponents 
of this concept based on awareness, quality, service 
orientation and high personalization. 

The Bayit Banamal concept – for social benefit and not for 
profit – is not connected to the stores directly, though they 
of course enjoy the benefits it provides. Art exhibitions, 
meetings in the public arena, celebrations and opening 

evenings all draw large new crowds to the stores time
and time again. 

The cultural activities which take place in Bayit Banamal create 
a special context which is different from other types of 
stores which operate in regular shopping malls or in town 
centers. These activities bring a high volume of positive 
public relations as well. Bayit Banamal creates a conceptual 
framework which brings together the occupants and 
presents them both to the press and media and to 
customers. This also enables businesses in their early 
phase to have the benefit of high visibility which is quite a 
significant boost to their development. 

 Structure of the business
Bayit Banamal is a separate corporate entity, a limited 

company, managed as a separate profit center by the CEO 
of the group, supported by the management team of 
the other comme il faut companies. Bayit Banamal does 
not employ its own team directly, but receives services 
from comme il faut for ongoing maintenance and other 
requirements, as well as hiring external resource.



We wanted to bring this positive experience to Bayit Banamal, 
and benefit from the advantage of the Mediterranean Sea 
as an attraction for additional customers. Nevertheless, 
the transition from a café seating 20 – 30 people to a 
restaurant for 200 people was not simple, and required 
a different level altogether of planning, organization and 
management. 

In 2005, comme il faut café in Bayit Banamal opened for 
business. The architect Limor Rosen Mojet designed the 
restaurant with women in mind, an extension of Bayit 
Banamal, and created a place where they could spend 
time with friends, rest, enjoy the blue sea and take time 
out from the pressures of the day. comme il faut café 
is defined as a gourmet restaurant offering a range of 
specialty foods, light, natural, partially organic and an 
emphasis on freshness and health. 

We have still not completely resolved the difficulties of the 
first stages of development of the restaurant. We have still 
not found the magic formula for the right combination of 
a quality restaurant with a social agenda, and a profitable 
and successful business model. In spite of the significant 
volumes of customers who visit the restaurant every day, 
we are still having difficulties overcoming the challenges 
of giving a first class fast service whilst preparing meals to 
order. The large seating area of the restaurant, both the 
internal section and the external section on the deck of the 
promenade create significant challenges for the efficient 
operation. There are still some areas of the deck which are 
not utilized. The concept of a gourmet restaurant is still 
not clearly enough defined - there is a tendency to think of 
the restaurant as a café. 90% of the comme il faut fashion 
customers have still not become regular visitors to comme 
il faut café. 

Nonetheless, the restaurant is successful in generating 
respectable levels of income and a modest operational 
profit. The creative culinary offerings generate much 
acclaim, and customers are satisfied (according to a survey 
we conducted amongst comme il faut café customers in 
2007, 98% said they were satisfied). 

In 2008, we started a complex process of updating the 
concept to strengthen the commercial basis of the 
restaurant. This change includes a new menu, personnel 
changes, new dishes and a new internal design. We 
believe that this change will be a turning point for 
improved business results in 2008 and beyond. 

Approach
The menu served in comme il faut café in the early years 

placed emphasis on health, without compromising on taste. 
For example, in preparing the dishes, we avoided deep-fry 
and found other, healthier, ways of preparation, such as 
oven-baked potato fries. We also avoided serving red meat 
or synthetic ingredients. The dishes were lightly cooked, 
enabling the natural taste of the food to dominate. Dishes 
were served in sizes using a reference from the world of 
fashion – small, medium and large – enabling a choice 
based on the level of hunger rather than predefined starters 
or main courses.

The summer 2008 menu broadens the selection of dishes 
that the restaurant has served so far. Alongside the well-
known favorites such as wild mushroom buckwheat, finely-
chopped salad and steamed salmon, we also offer seafood, 
fish and meat, even fried dishes. These dishes exemplify the 
healthy choice coupled with just a little sense of rebellion. 
The 2008 menu stresses the freshness of the raw materials, 
the quality of the food and the importance we relate to 
taste. Our standpoint was always expressed as “as you 
want it to be”. 

The change of concept is a reaction to our consideration 
of feedback from customers, whilst retaining our basic 
engagement with our feminist and social ideology.

Social-environment still tastes good
As all of the Companies in the group, comme il faut café 

is also bound by the feminist agenda. The restaurant 
promotes social activities, distributing messages to the 
restaurant visitors, and holding fund-raising evenings. We 
have a preference for purchasing raw materials via fair 
trade, such as olive oil. 

The restaurant design makes use of recycled items, such as 
fabric waste from the studio as place mats. The restaurant 
supports women-owned businesses, such as the DJ who 
prepares the music. 

comme il faut café

comme il faut café opened its doors in 1999 as part of the 
“concept store” theme. The intention was to create a 
place where women could come and meet 
friends for coffee, or have a light meal as part 
of their shopping experience.
The café on Dizengoff Street was a big success as part of the 
Dizengoff store for 5 years. It was very popular and most of 
the time you couldn’t find a free table. 

In early 2008, we changed the concept 
and the menu in the spirit of “Bon Appétit, 
Baby”. On the one hand, the menu enables 
women to continue to order light and healthy 
meals. On the other hand, there is the 
opportunity to let go, to break out of the 
usual restraint. You can have both.
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Group CEO

Restaurant 
Manager

Shift 
Managers

Chef

Hostesses Waitresses Sous-Chefs

Bartenders Juices Cold 
Meals

shared services

Marketing and 
advertizing

PR

HR

Finance and IT

Design and 
procurement

Structure

Hot 
Meals

The restaurant has seating for 
220: 50 inside and 170 outside 
on the promenade deck. 
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“Coola” – for women only

“Coola” opened for business in early 2006, 
as a partnership between an independent 
business woman and Sybil Goldfiner. After a 
short period, sole ownership was transferred 
to Sybil Goldfiner, as it remains today. 



In February 2008, “Coola” celebrated her second birthday 
with a special networking ceremony for women – a 
network web. You can see the results of that evening 
on the wall at “Coola”. “Coola” is continuing to build 
its income and represents another way to leverage and 
strengthen the differentiation of comme il faut as a 
business for women.

Unique concept – no entry for men
“Coola” is quite unique in the fact that it is a place for 

women only. “Coola” urges women to take time for 
themselves, alone or with friends. This is something that 
does not come naturally for women. Women, traditionally, 
care for others – children, partners, family – and they do so 
much more easily than they care for themselves. “Coola” 

enables freedom and release from the presence of men, 
a short pause to recharge the batteries. The definition 
of “Coola” as a place for women only generates some 
reaction of anger and criticism from men. The charge is 
that we are “discriminating”. 

On 19th February 2006 we received a legal commentary from 
Advocate Shira Donewitz after requesting her to advise on 
the legal position. Her report states: “In accordance with 
your request, we have checked the legal position relating 
to the limitation of entry to men to the “Coola” complex. 
In accordance with the jurisdiction of Israel, within 
which there has not been an interpretation by the Israeli 
law courts, and in accordance with the legal situation 
described above regarding the USA, Europe and Britain,   
it appears that the policy of “Coola” can be defended”. 

Women appear to appreciate “Coola” quite enthusiastically 
and the concept is proving itself. We know this from 
the reactions of customers and from the reputation that 
“Coola” has already started to build as a “Haven for 
Women”. 

Unique concept
“Coola” offers a range of body treatments, and body 

maintenance treatments for women such as manicure 
and pedicure, and possibilities for celebrating special 
occasions. There are many different types of events 
including: starting menstruation, celebrating motherhood, 
becoming a grandmother, birthdays and hen parties. The 
large room at “Coola” is used for workshops including 
“Brand A”, a unique personal branding workshop, song, 
yoga, belly dancing and more. All these activities take 
place inside the “Coola” complex, in a warm, supportive 
and intimate environment for women. In addition, we also 
offer the workshop room at “Coola” for community use, 
free of charge, such as meetings for Ethiopian woman, or 
lecture meetings for university activities for students. 

Social Network
“Coola” is the ultimate place to strengthen the network 

of contacts between women, and to enhance solidarity 
between women. “Coola”, like the entire comme il faut 
group, sees its role in working to create a better world for 
women. The purpose is to meet, exchange business cards, 
promote, advance and assist. 

“In this space for women, in this time for women, our body is 
our focus. We free it from all chains and restrictions and wipe 
away all trace of guilt. We announce her as strong. We celebrate 
her. We see her as a source of pleasure, joy and power.

Here, our body is not in service, it’s the center of our attention, the center 
of our world. We invite ourselves to know our body, to feel her and love her... 
as this is the way we know and feel and love ourselves. We invite ourselves 
to explore and understand our body, to befriend, to heal and console. We 
accept celebrate and rejoice our body. With pleasure. With a sense of 
release, we move freely in our body, with strength and confidence in the 
world. For when our body is at its best, so we, too, are at our best.”

(From the “Coola” vision)

Approach

“I started working at Coola 
two years ago. I was fortunate 
enough to manage a place with a 
vision and a unique statement of 
purpose, for women only. 

My biggest challenge at “Coola” in 
influencing the lives of women: 
creating a place where they can 
enjoy a common experience, 
change their views about their 
place in the world, and their 
personal priorities, and the way 
they see themselves. 

It’s important for me to lead by 
example. I try hard to nurture my 
team in the same way as I care for 
our customers. For me, positive 
relationships and teamwork with 
a happy and satisfied team is the 
key to abundance”

Aviv Dar, Manager, “Coola” 



Group CEO

Coola Manager

Shared services

Marketing

Spokesperson

Recruitment

Finance and IT

Design and 
procurement

Manicure, 
Pedicure 
Wax

Cosmetics Treatments
Customer 
Service

Freelance Team House Team

The opening hours at “Coola” are arranged so as to fit into 
the busy woman’s schedule. We take care to accommodate 
ourselves to the hours when busy women can take some 
free time, and we are open from 08:00 in the morning 
until 24:00 midnight. On Fridays, we are open until 17:00 
and on Saturdays from 09:00 to 24:00.

Structure

“Coola” has eight treatment rooms, a workshop room, 
a rest –room and spacious showers and bathrooms. 
The team is organized into 5 departments: customer 
service, body treatments, cosmetics, manicure, 
pedicure and wax. 



Fashion
65% 

comme il faut 
café 8% 

“Coola”
17% 

Bayit Banamal
10% 

Approach Marketing Policy

The driving force behind the marketing concept of comme il 
faut is the CEO of the group, and is borne out of ideological 
views as well as business considerations. comme il faut 
has never used advertising agencies, and in recent years 
has brought public relations and spokesperson activities in 
house. We have succeeded in expanding our exposure in 
the media quite significantly, at no additional cost. 

The creative team which supports the comme il faut team is 
part of the organization, knows the company well and is 
fully involved in all the development work. This external 
team, comprising graphic design and copywriting, have 
been working with comme il faut for over 10 years. 

The well defined identity of the comme il faut group which is 
always based on our agenda, is evidenced in the language 
we use and all the visual presentations of our work, and 
enables the group to reach a large section of the public, 
and create an effective presence. 

Even if not everyone agrees with us, everyone knows us and 
is aware of what we do. Our catalogues, which are so 
distinctively different, generate much reaction. Even those 
who love to hate us cannot ignore us. The very fact that 
we generate dialogue is part of our objective. 

Our main marketing channels are:
• Advertisements in the press and magazines
• Direct mail outs to our customer lists
• Advertisements on our website and external websites
• Our catalogues

The main marketing and advertizing activity is based on public 
relations. 96% of the press appearances of comme il faut 
are positive (2007, detail supplied by Yifat Marketing 
Services). We appear in the press around 700 times per 
year, around twice every day. 

Sales development is in the form of fashion shows at the start 
of every season with presentation of the new collections at 
the stores. The models are employees or customers. Twice 
a season we hold “customer evenings” in each store, in 
which we invite customers to lectures by external speakers, 
on feminist or other topics. 

Our catalogues are planned to generate dialogue and take 
a stand (influence), not only to show the new collection. 
The dialogue they generate creates a flow of customers 
into the stores which lasts around six weeks after the 
publication. Each catalogue is supported with a feedback 
book in the stores, so customers can comment or criticize.

The comme il faut catalogues gain a lot of attention. They 
are used in Marketing and Communications courses 
as examples of creative thinking and extraordinary 
professional materials which create distinctive branding 
and unique marketing language. 

The catalogues express our agenda well. We tend to select 
subjects which are controversial and which other fashion 
companies tend not to deal with. Our fine attention 
to the details of the production of the catalogue, the 
photography, the design and the writing directly reflect the 
insistence on quality as in all other areas of our work. 

Structure
Marketing is managed directly by the CEO and covers 5 broad 

areas of activity:
Creative: planning campaigns, graphic design and marketing 

materials
Marketing Operations and Merchandising: the 

translation of the design operation into daily activities, and 
completion of the collection with purchase of products 
and accessories from Israel and abroad. Marketing 
operations also covers the interior design of the stores, the 
restaurant and “Coola”.

Design: the heart of our activities – designs of the fashion 
collections. The Company has two fashion designers who 
produce all our designs.

Public Relations / Spokesperson: Distribution of marketing 
messages, reactions and PR.

Advertizing and internet: Website content management 
and advertisements.

The annual advertizing budget is 1-1.5 million shekels. 
The activities of the spokesperson assists us in gaining 

significant exposure and is an important strategic element 
in the group’s marketing activity, especially so for a 
medium sized company with limited resources. 

In 2007, the advertizing budget was split as follows:

For more details about our catalogues we invite you to take a look at our 
website: http://www.comme-il-faut.com/agenda/archive

Shared services 
Marketing, Public Relations and Sales Development
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“The work of the Finance department is based on precision, 
reliability and transparent reporting in real-time. It is 
important that all required data is available at the push 
of a button. Every member of the team has a responsibility 
for a certain part of the work, and has some scope to operate 
independently within the general framework. We encourage personal 
initiative. Our work supports effective decision making in the 
business, for example, in checking the feasibility of new projects or 
new store openings, and all the related financial implications.”

Simona Swissa, CFO

Finance

The activities of the Finance 
Department are the hub of the data 
for the preparation of all decision 
making processes for all the Companies 
in the group.

The department manages the following activities:
• relationship with the Company accountant for the 

production of financial reports
• bookkeeping including supplier payments
• payroll management and salary payments
• budgeting and control, and all budget tracking
• decision making support and feasibility studies
• funding and relationship with the banks, treasury, cash-

flow and working capital
• taxation and relationship with the tax authorities
• stock control and stock counts
• checking of supplier contracts
• insurance
At comme il faut we place great emphasis on budgeting and 

control. At the end of each year, detailed budgets are 
prepared for all the activities within the group. The process 
involves consultation with all the department managers. 
Targets are set in accordance with the defined budgets. 
Each manager has personal targets. 

Approach    Funding

Our sources of financing our activities are primarily from 
the profits of our activities, supplemented by bank loans 
as required. We maintain an upper limit of 27% of our 
turnover for loans. The most significant project we have 
had to fund in recent years was the construction of Bayit 
Banamal with an investment of 9 million shekels.

The group, which is over 70% fashion business, has a stable 
and reliable reputation and requests for credit are positively 
received by our banks. We have never been refused a loan. 
Nonetheless, it is important for us to minimize the cost 
of capital so that we can invest in growth. The Finance 
Department constantly seeks sources of greater efficiency 
and opportunities to reduce costs. 

comme il faut cafe

CFO

CEO

Sales and 
Operations

Coola

Bookkeeping 
Bayit Banamal

Bookkeeping
fashion

Bookkeeping
“Coola”

Payroll Stock 
control Bookkeeping

comme il faut cafe

Structure
The Finance Department employs 5 

clerks who report to the CFO. One 
of the bookkeepers reports directly 
to the Manager of comme il faut 
café, and receives professional 
guidance and support from the 
Finance Department. 



Operations

The Operations department is the 
most complex part of the Group. The 
operations group mainly serves the 
fashion business, but also provides 
services to comme il faut café and 
“Coola”, for example, regarding 
interior design. 

The Operations department is comprised of a series of 
processes which start with the conversion of a design idea 
into a garment which can be worn. This includes all the 
logistic activities required to ensure the garment leaves 
the manufacturing location and is received by the comme 
il faut store. This includes: 

Production of samples: this stage includes all that is 
required to convert the garment design to a physical 
sample in several sizes and included pattern making, 
cutting, sewing, fabric quality control, laundering, and 
development of the final specification for commercial 
production.

Planning and costing: this includes the detailed costing 
activities for all stages of the garment production, in 
different sizes, assessment of fabric and accessories 
purchasing requirements, and production planning.

Purchasing: purchasing covers two key activities: purchasing 
of fashion requirements, which include the relationship 
with all the fabric, accessory, and finished items suppliers, 
and the manufacturing locations. In addition, the 
purchasing department handles technical purchasing, 
procurement of all office requirements, equipment and 
services.

Manufacturing and quality control: most of our 
manufacturing is outsourced to local businesses, and 
this includes intensive work with all suppliers to ensure 
solutions are developed together all issues which arise 
regarding the fine production details and high quality 
requirements. Particularly complex garments are produced 
by our own team of seamstresses in our Tel Aviv design 
studio. 

Approach    Local businesses
We manufacture our fashion collections mainly in Israel 

(over 90%) using Israeli contract suppliers. Our policy has 
always been to support the local economy, whilst ensuring 
our sources of supply are close by. This policy serves 
several purposes:

We create long-standing relationships with our contract 
manufacturers: the level of quality and professionalism 
required for our garments necessitates a close ongoing 
contact with our manufacturers. We do not mass produce 
millions of garments. Our garments require personal and 
caring attention. This work is supervised by comme il 
faut’s quality manager who is in daily contact with our 
sources of supply

Our desire to support the local economy, small businesses 
and women-owned businesses as far as possible. We believe 
that we have a responsibility as an Israeli business to the 
reciprocal relationship we have with our local community. The 
use of local seamstresses and local suppliers adds value to the 
local economy, and the community of which we are a part. 

The importance of fair dealings throughout the supply 
chain – the fact that we work with local suppliers and family 
businesses, which are like ourselves in many ways is another 
manifestation of our values. We ensure we pay a fair price 
for the work that is done on our behalf. It is important to us 
to know that we work with suppliers who uphold employee 
rights. Our discussion of these issues with our suppliers was 
always informal as part of the natural close relationship 
we maintain. We are now adding some structure to this 
approach, and are in the process of assimilating our supplier 
code with our key suppliers in order that they will have 
clarity about our values, and ethical requirements. This 
process is similar to the process we have led amongst our 
own employees. This applies also to comme il faut café 
and “Coola”. We have formed close connections with our 
suppliers whom we see as partners for the long term. Most 
of our suppliers started when we opened these businesses 
and see themselves as part of the team. 

Efficiency and professionalism
We aspire to increase our efficiency and professionalism 

throughout our entire supply chain to create a stronger 
platform for growth. In recent years we have grown and 
expanded, and it is important to us to ensure professional 
processes are well assimilated in order to enable us to grow 
further. To date, we have addressed a number of areas:

Development of people and skills: we have invested in the 
development of knowledge and skills in sewing, patterning 
and modeling. We have tried to recruit people with greater 
levels of experience. Recently we recruited an experienced 
purchasing manager to upgrade our purchasing processes.

Development of a technology platform: we invested in 
a specialized ERP program for managing the supply chain 
and to improve the logistics in the total system, linking 
operations to sales, and providing greater planning and 
control in operational processes.

Development of work processes: we are continuously 
reviewing our work processes, including stock control and 
stock counts, development of product trees for all fashion 
items and meals in the restaurant, stock accounting and 
transfer procedures. For example, we have reduced the 
lead-time for the production of samples by over 40% in   
the past year. 

Development of new sources of supply: we are 
continuously seeking new sources of supply for products, 
materials and services. Our focus in improving purchasing 
processes over the coming years will enable us to identify 
new suppliers and develop new models of business with 
suppliers. We intend to create greater operational flexibility 
to enable us to address the new requirements for growth. 



In spite of these positive intentions, we have found that is 
has not been simple to create change in this area. Several 
attempts to recruit an HR Manager to fulfill this role have 
not yielded success. The dynamic nature of the business, 
the difficulty in identifying candidates for the retail stores, 
the specialist nature of the roles, and the complexity of 
defining our precise needs has created a situation where 
there has been a high turnover in the HR Manager role 
in recent years. This has been a damaging experience for 
the business, and has delayed our ability to grow at the 
desired pace. 

As a result, in early 2008, we decided to recruit a Recruitment 
Coordinator to focus specifically on this area of HR activity, 
and ensure the assimilation of professional processes 
in this area. It is too early to predict how effective this 
will be, but we feel that this new focus should provide 
an improved platform for success. The Recruitment 
coordinator reports directly to the CEO.

CEO

VP Sales and 
Operations

Warehouse

Logistics

Production 
Planning

Manufacture 
and QC

Cutting

Purchasing- 
abroad

Purchasing-
local

Maintenance

Modeling

Patterning

Cutting

Sample 
production

Sales – chain 
of stores

Human Resources 

We place great emphasis on our 
investment in people and a professional 
advanced approach to human resources 
management. Some years ago, we 
decided to create a Human Resources 
management function, partly as a result 
of the high recruitment needs, and to 
create structured processes for the 
management and development of people 
within the group. 

Structure





We feel a responsibility to those we 
influence through our business, and 
those who influence us. We aspire to 
expand our positive influence on all 
those around us. We aspןre to influence all our 
circles of contacts, beyond our own employees, to include 
the sales interface with our customers, and play our part in 
preserving our world for future generations. 

In the first part of this report, we 
explained our business strategy and 
our areas of development. In this 
part, we explain the way in which 
we maintain dialogue with our 
stakeholders and obtain feedback 
from them, our conclusions and our 
considerations of this feedback in our 
decision making processes. 

We maintain continuous dialogue 
processes to understand the 
aspirations and concerns of our 
stakeholders. 

Aspirations and Concerns
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“I enjoy modeling for the 
comme il faut fashion shows. 
I did not believe that I would 
be doing this when I started 
working as a saleswoman with 
comme il faut! It certainly 
broadens my horizons.” 
Shosh Sagi, Raanana saleswoman

Customer visits:
Each visit of a customer to our stores presents us with an 

opportunity to understand their needs. We know all our 
regular customers by name, we know their history with us, 
and they effectively become part of our family. 

Feedback books:
• In most of our stores we have a feedback book, so that 

customers can write any comment, suggestion or request. 
We receive around 20 – 30 such comments per week.

•  Periodically, all these comments are reviewed by those 
responsible (store managers, designers, quality control etc) 
and appropriate action is taken.

Customer Evenings:
•  Twice per season, customer evenings are held in each 

store. The evenings cover different topics such as styling, 
Feng Shui, women and money, wine, cosmetics, and 
feminist lectures. Our customers are invited to attend, free 
of charge, as our guests. So far, around 20 such evenings 
have taken place. These meetings provide us with a further 
opportunity to get to know our customers, and understand 
their point of view on fashion and a range of other topics. 

Fashion Shows:
• We hold fashion shows of all our new collections. The 

shows are held at our store locations. These are informal 
events, most of the models are Company employees, and 
most of the sales and studio team take part in the events 
in one way or another. These events are opportunities to 
hear customers’ real-time reactions to our designs, and the 
range of items in the collection. In 2007, we held 7 fashion 
shows. The show is facilitated by the Company designer, 
who provides detailed explanations about the design, 
fabrics and many styling tips. 

Designer meetings
• The Company designers work in the stores one day per 

month. This work enables them to learn the customer 
needs first-hand.

Company website:
• Our Company website is an active site, and customers 

are invited to provide feedback on-line. The site contains 
detailed content on our designs, all garments, and of 
course, our agenda, and a long list of popular questions to 
which we reply in detail. 

• Of the hundreds of entries to our website every month, 
we receive between 20 – 50 comments or requests from 
customers. In 2007, the average was 30. 

          Customer Surveys
From time to time, we take the initiative to survey our customers in order to 

deepen our understanding of their views or thoughts on specific subjects. 
The surveys are executed by an external company. They may be qualitative 
(based on questions by telephone or in focus groups to ascertain views 
and insights from customers) and they may be quantitative (based on 
questionnaires and pre-defined responses). the willingness of our customers 
to respond to such questionnaires (for which, in return, we always provide 
a gift voucher to be redeemed at comme il faut stores), enables us to gain 
significant insights in order to develop our business plans. 

During 2007, we conducted 2 surveys: 
1. Qualitative: Our objective was to understand the reasons for customers 

who have not returned to comme il faut during the past two years. We 
talked to 10 customers and analyzed their responses.

2. Quantitative: Our objective was to obtain an overview of the trends 
and general purchasing views and habits or our customers, and their 
satisfaction with comme il faut, overall and in respect to detailed aspects of 
our activity. 429 customers responded to a questionnaire of 80 questions, 
many of them about values, community involvement, and personal details 
including income levels. We will perform a similar survey every year. 

95% of the customers who 
responded to our survey in 
October 2007 are satisfied 
overall with comme il faut. 

Over the past 20 years, we have created 
a strong foundation for listening and 
maintaining a dialogue with customers. 

Dialogue with fashion customers

“Today the name of the game in the fashion 
industry is simplicity and plain designs. 
Styling has become more significant. Every 
woman has a selection of garments in 
her wardrobe, and with a little help and 
sometimes luck, this basic selection can 
become a “smart wardrobe”, which contains 
all the items necessary for morning, day and 
eveningwear. Every season we buy new 

items and enrich our basic collection. With good styling, 
we can “buy less” and use more, we can create many 
variations in our appearance. Good styling helps each 
one of us to feel good and comfortable in our own body. 
There are many tricks which can smooth out whatever 
we decide, help us update and renew our “look”, and not 
become victims of fashion. The right use and combination 
of garments and accessories in the right way creates a 
minimum wardrobe with the maximum of possibilities.“
Liora Zak, Fashion Coordinator and Procurement 



There are many events throughout the year which enable 
meetings of employees from different parts of the 
Company, including celebrations at holiday time, company 
trips, exhibition openings at Bayit Banamal and after-sale 
parties.

Nonetheless, it was important for us to gain a more formal 
level of feedback, so for the first time in 2007, we 
conducted a written survey of the 160 employees who 
were on the payroll at that time, 110 responded – a rate of 
69% response. 

The highest response rate was in sales (40%), and then 
the studio (30%). Following analysis of the responses 
received, we communicated a summary of the results 
to all Company employees, and during 2008 we have 
implemented some changes in accordance with issues that 
arose. It is our intention to conduct such a survey every 
year, and create new processes for greater communication 
such as a “round table” with the Company CEO. 

91% of comme il faut employees who responded 
to a survey in October 2007 expressed overall 
satisfaction with the Company.

The dialogue between comme il faut 
and our employees is ongoing, both 
formal and informal. As we are a relatively small 
company, there are many opportunities to talk informally 
with our employees, including the CEO who visits the stores 
and attends all Company’s internal and external events. The 
high level of joint projects and teamwork means that there is 
an ongoing relationship between managers and employees, 
and all are encouraged to speak their mind, and raise 
questions, concerns, requests and insights. 

“I have learned a lot at comme 
il faut, especially regarding attention to 
detail and finish. Now I demand this of 
myself in everything I do, not just when 
I am designing. It’s a habit, now I meet 
people from outside the Company and 
I understand the significance of our 
level of quality versus what is normally 
accepted. 

Once a month, I spend time in one of 
our clothes stores. During these visits, 
I watch and listen, understand the 
wishes and requests of the customers. 
It is important for me to hear them as 
it gives me insights which influence the 
way I design. Recently, I was advising 
a customer on styling. She had gained 
weight and didn’t feel good with 
herself. I had the courage to offer her 
something which she wouldn’t have 
selected for herself. She said that 
she trusts me, and wore a garment I 
recommended and felt good. So did I.

 At first, it was hard for me to advise 
customers on styling, and how to wear 
the clothes that I had designed. I had a 
certain picture in my head of how the 
garment would look on the body. With 
customers, I see that every garment can 
take on a different look on different 
women, at first I didn’t know how to 
cope with this. With the customer, the 
garment has a life of its own. I learned 
how to understand this and even enjoy 
this experience. 

Another aspect of the way comme il 
faut has influenced me is that I have 
developed more feminist and political 
awareness. Previously, I would think 
something is not right, but I wouldn’t 
get out of my armchair and go do 
something about it. Now I go to vote 
in elections and I even participated in 
the demonstration rally against the plea 
bargain of Katzav, something I would 
never have done before.” 

Dialogue with employees

Ira Goldman, Senior Designer
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“I got to know comme 
il faut before I 
started supplying 
them, I was a 
customer. I always 
liked to buy good 
quality things. 

I always connected to female 
strength. Today, as a supplier, 
I feel a very strong connection 
to the Company. I feel that they 
appreciate what I do more than any 
other client. It causes me to want 
to protect my position with this 
customer, to create new things 
for them. We have a reciprocal 
relationship: They understand 
the significance of my needs as 
a supplier to continually renew 
and innovate, they care about the 
results and are involved all along 
the process.” 
Limor Efrat, conditory supplier. 

Most of our suppliers have worked with us for several years. 
Our close ongoing contact with them is built around our 
special unique relationship with each supplier.

As we understand the high value of collaborative dialogue, 
we have developed a code of ethical behavior with our 
suppliers, which we are communicating to all our core 
suppliers in 2008, as a basis for dialogue and assurance of 
shared values. 

A corner stone of this process is the dialogue with each 
supplier, both in terms of our requirements and requests 
but also in terms of the way the supplier conducts his 
business and his view of social responsibility, and his 
expectations of us. As a starting point for this process, 
we visited a selection of suppliers, for example “Hirbawi 
Group” who has been manufacturing garments for us 
for many years, “Zeev” garment manufacturer who has 
worked for us for 12 years, and our key fabric supplier of 
Italian fabrics with who we have also worked for over 12 
years. These suppliers expressed strong satisfaction with 
their relationship with comme il faut. They all appreciated 
our on-time payment, as a rare advantage in the Israeli 
market, and also expressed a desire to develop more 
advanced planning processes so that they can plan their 
work more effectively. 

“My connection to comme 
il faut was in the first instance 
a creative connection. I 
found a fertile ground for 
creativity, which pushes you 
forward, opens you up to new 
experiences, a place where ideas 
become actions very very quickly. 

I joined in the fascinating 
conversations with creative 
women with strong opinions, 
they always involved me in their 
thoughts. I asked myself many 
questions. 

I gained many many insights, for 
example, that women can do 
anything they want to do. 

Empowerment of women is 
not just about feminism, but 
about relying on women, giving 
them responsibility, creating 
with them, celebrating their 
successes, giving them credit 
and praise. The purpose is not 
just to create agreement or to 
appease but to say things in a 
clear and direct way, even if it 
upsets people. The subsequent 
argument is a great response 
and you can even enjoy it. 

I also learnt that women get better 
over time, there is a lot to look 
forward to.” 

Dialogue with suppliers

Michal Granit, graphic designer, supplier
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The participants included:
1. Talia Aharoni – CEO of Maala, Business for Social Responsibility 

www.maala.org.il 
2. Galit Avishai – CEO of Public Trust Organization www.emun.org.il 
3. Shula Keshet – Manager of Achoti (My Sister) movement        

www.achoti.org.il
4. Orna Angel – VP Shikun and Binui Ltd
5. Adv. Dvorah Chen – Expert in legal and criminal affairs
6. Rina Bar-tal – Chairwoman of the Women’s Lobby www.iwn.org.il 
7. Meyrav Michaeli – Feminist, Founder of women’s aid programs
8. Billy Moskuna Lerman – Journalist
9. Prof. Daphna Lemish – former Head of Communications School,  

Tel Aviv University
10. Tzipi Assir Itzik – CEO of Adam Teva Vadin
11. Shuruk Ismael – doctoral student at Tel Aviv University
12. Orna Kazin – journalist
13. Ronit Vardi – journalist

As we are a business with a feminist, social and environmental agenda, 
we are in constant contact with organizations relating to all of our 
activities in these areas. Our connection with them is quite naturally 
a two-way process of dialogue and discussion, which enables us to 
understand the opportunities to influence, their needs and desires, 
and expectations of comme il faut. Such organizations include “ the 
Organization for the Economic Empowerment of Women” in Haifa, 
“1 in 9”, “Achoti movement”, “Green Action - Fair Trade” , “The 
Women’s Lobby”, “Esheet society” , “The Bureau for the Position of 
Women” “The Women’s Shelter” and other societies that support 
sexually-abused women. 

The discussion participants were provided with information 
about comme il faut including a business brief, an 
explanation of the vision, values and agenda of the 
company, the code of Ethics, the supplier code, and more. 
The discussion focused on the material issues which 
were presented to the participants, which we considered 
significant based on feedback from other stakeholder 
groups, and other issues that the participants raised. 
We would like to take this opportunity to thank all the 
participants for their willingness to participate, for the open 
dialogue and for the important feedback which we gained.

We started this process with mixed feelings: on the one hand 
we knew that we have a generally positive reputation, but 
we also knew that we attract some degree of criticism. 
We invited stakeholder representatives whose reaction 
we could not entirely predict, and we opened up a 
conversation without knowing in which direction it would 
develop. It is important for us to state that our purpose in 
publishing this report is not only to build and deepen the 
trust between ourselves and those around us, but also to 
influence other businesses, private and public alike, and 
encourage them to adopt a process of dialogue, as leaders 
of a new way of doing business, as we have dared to do. 

Not everything we heard at the stakeholder panel was easy 
for us to take on board, but the very point of gathering 
such feedback was an opportunity for us to gain insight 
and new ideas and perspectives, and improve our ability 
to listen and respond to stakeholder needs. We encourage 
every company to adopt such an approach and we will be 
happy to assist if we can. 

Dialogue with social and environmental organizations 

We conducted a stakeholder panel in 2008, in 
order to understand the needs and desires of 
groups with whom we have not maintained a direct 
dialogue, or who offer a broader perspective on 
trends and needs. The group of stakeholders came 
from different sectors representing feminism, 
social and environmental issues. 

Dialogue with a panel 
of stakeholders

“What a pleasure to see how comme il faut weaves 
feminine values, caring, sustainability and tolerance 
into their brand. With persistence and courage comme 
il faut gathers up all her marketing resources to 
promote values which guide her and at the same time 
strengthen and promote the brand” Talia Aharoni, CEO Maala, 
Business for Social Responsibility www.maala.org.il

“This is a boost to my belief that businesses can adopt the 
highest norms of social behavior and remain profitable. It 
is important to find an effective way to create competition 

between Companies on the basis of their management and 
values and their honest adoption of social responsibility.” 

Galit Avishai CEO Public Trust www.emun.org



Material Issues

Strategic growth and financial stability

The first responsibility of a sustainable business is to be 
profitable over time, and to strengthen its financial 
stability. The commercial structure is the cornerstone upon 
which all the influence of the business depends. The way 
in which the business selects to be profitable and impact 
on stakeholders is part of its social and environmental 
responsibility. 

In Israel, there are relatively good conditions for growth. The 
Israeli market is considered to be a developed market, with 
GDP similar to that of European countries (around $26,000 
per capita). The growth in the Israeli market in recent 
years has been over 5% per year, and this is forecast to 
continue, despite the economic downtrend in 2008.The 
Israel market is open to trade with most of the world (with 
the exception of some Middle Eastern countries) and there 
is a strong base for developing new business opportunities. 
However, Israel is a small market (7 million inhabitants) and 
competition is very intensive. Taking into account the fact 
that comme il faut addresses a small section of the general 
population, there are some limitations to our growth 
potential in Israel. 

Measures

Our measures of success, similar to many other businesses, 
are profitable growth - increase in turnover and pre-tax 
profit. As a private company, we do not pay dividends 
or trade on the stock markets, and the Company is not 
measured according to stock price or creation of value for 
external shareholders. However, our creditors, the banks, 
continually assess our financial strength as an element in 
their decision making regarding granting of loans to fund 
our growth activity. 

Current status
comme il faut has enjoyed 20 years of ongoing organic, 

profitable growth in the fashion business. The rate of 
growth over the past five years has been around 15% per 
year on average. The level of profitability over the past 
5 years has also been around 15%. This is considered 
reasonable and even slightly above average.

comme il faut café and “Coola” are targeted to end 2008 
with a modest profit. Both these businesses are young and 
are still on the learning curve, with more positive growth 
forecast in years to come. 

In this report, we address the key material issues which 
we define against two parameters: those impacting on 
business success, and those representing the interests 
of stakeholders. These are the core issues which we have 
selected to present after our stakeholder consultations.

Subjects which 
represent the 
aspirations and 
concerns of 
stakeholders

Environment:
Product life cycle

Suppliers:
planning

Employees:
recruitment 
and turnover

Customers:
prices

Employees:
feedback 
and personal 
development

Comm-unity: 
feminism

Leader-ship:
profitable 
growth

Subjects which influence 
business results over time



Issues

comme il faut needs to consider a number of issues in order 
to ensure continued sustainable growth in the coming 
years:

• Business development in new sectors or in new 
markets: 
the Company appeals to a certain type of target market, 
and the possibilities for growth in Israel are limited. There 
are growth opportunities abroad, or development of the 
footwear line or the “Radical” collection in Israel. The 
growth strategy is under evaluation in 2008.

• Profitable growth of new businesses: 
the profitable growth of the group as a whole has 
been reduced in recent years after the opening of Bayit 
Banamal, which required significant investment and 
management attention. In order to ensure we support 
profitable growth in the future, we must learn the lessons 
from our initiatives in Bayit Banamal and develop new 
businesses that will deliver profits much earlier in their 
development phase. 

• Delivering targets: 
the setting of targets and delivery against targets is an 
important measure of the degree of internal integrity 
in the business and the foundation of business success. 
In spite of the emphasis we have placed on developing 
targets, we have found it difficult to maintain a balance 
between target setting which is both challenging and 
achievable. In recent years the Company has achieved its 
financial targets, but many of the team members did not 
achieve their personal targets. The organizational structure, 
the new target setting process and new control processes 
implemented during 2008 should establish a greater ability 
to deliver against targets in the future. 

• Efficiency:
In the transition from a small Company to a medium sized 
Company, and the addition of stores and new business 
activities, we have not always found the most efficient way 
of developing the business. In spite of our emphasis on 
cost control, there are still areas of our operations in which 
efficiency must be improved. In the last two years, we 
have generated significant efficiencies in many areas of the 
business, such as the reduction in the sample production 
time from 30 days to 26 days, and reduction of telephone 
and car leasing costs, improvement in stock controls etc. 
In coming years, we will reexamine operational processes 
to generate higher efficiencies and more profitable growth 
over time. 

comme il faut fashion
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The following chart shows comme il faut 
growth versus growth of the Israeli GDP.



Prices

We receive much criticism 
about the level of prices of our 
fashion collections and in our 
restaurant, moreso, we feel, 
than other similar businesses.

Results of the customer survey regarding 
value for money, November 2007:

84% of customers are 
satisfied with the value for 
money when they buy comme 
il faut fashion items. 

These are the reasons for 
comme il faut high prices:

1. Investment in high quality fabrics from Italy and 
France, from small family businesses which retain old 
traditions of many years

2. Investment in organic and natural fabrics whose 
costs are higher than synthetic fabrics

3. Detailed designs and fine styles which include many 
small details and finish both to the interior and exterior 
of each garment

4. The limited quantities we manufacture, in order to 
maintain the sense of “one of a kind” for our customers

5. Wide range of sizes – each item is manufactured in a 
very small number of items but over a wide range of sizes 
from 36 to 48. This sometimes requires detailed manual 
adjustments to the patterns and manufacture. 

6. Local production and fair pricing to local suppliers 
which is more expensive than manufacture in foreign 
countries at low prices.

7. Quality assurance process – our QC and QA processes 
are highly intensive and require experienced dedicated 
personnel.

8. Fair employment practices for comme il faut employees 
who are fairly rewarded including our profit – sharing 
plan.

9. Concept stores – we invest heavily in our stores so that 
they create a kind of cultural and aesthetic experience. 

10.  Responsibility – we accept responsibility for our 
garments and accept returns of damaged items or items 
which our customers are dissatisfied with, without 
hesitation.

11.  Community investment – our involvement in 
community support, such as our project with the Achoti 
(My sister) movement, our project “Pass it on” with 
“Esheet” society and our exhibitions at Bayit Banamal 
four times a year.

It appears that the combination of a feminist agenda with 
quality products at high prices does not feel right to many 
women. They identify with the feminist messages and 
want to be part of our brand, but because they cannot 
afford to buy our clothes, they take issue with comme 
il faut. Similarly, as they believe in a commitment to all 
women, there is an expectation from women who are 
not comme il faut customers, that comme il faut will 
try to meet the needs of all women. This expectation 
exists without an understanding of the business model 
of comme il faut, or the business expertise that we have 
developed in the field of high quality high- detail fashion 
items. If we did not so publicly express our feminist 
agenda, we might suppose that the issue of high prices 
would not be so prevalent. comme il faut prices are similar 
to the price levels of other quality designers in Europe, 
and higher by some percentage points than the high level 
designers in Israel. 

Our regular customers believe that they receive fair value for 
money when they buy at comme il faut. 

Highly 
satisfied 
38.7%Most highly 

satisfied 12.1%

Don’t know 
5.8%

Not satisfied 
3%

Somewhat 
satisfied 7.5%

Reasonably 
satisfied 32.9%



Profit sharing 3%

This is how our 
costs are split: 

Cost of sales: 31%

Profit after tax 7%

Production and 
logistics: 42%

The key cost elements which 
impact on our pricing

design and planning // fabrics // accessories // manufacture // 
logistics // store maintenance, rent and general costs // payments 

to local authorities // fair reward and remuneration for all the 
team // advertising and printed materials // community investment 

// administrative costs // taxes // management costs 

Management and 
overheads: 14%

Company tax: 4%

For all of the items we manufacture 
the cost of all the raw materials, fabrics, 
accessories and production is on 
average 42% of the sales price.

After production costs, the cost of sales in the stores, 
overheads (management, marketing, creative, PR, and 
general costs), 15% remains as profit before tax. This is 
the average figure for the last three years.

 Of this 15%, 27% is paid out as Company tax . Of the 
remaining sum, 20 % is shared with employees in our 
profit distribution plan. Around 7-8 % on average remains 
as profit after tax, which is for distribution to shareholders 
or for funding future growth and investments, such as 
the investment in Bayit Banamal, upgrading of stores or 
opening new stores.

72% of our garment costs are direct costs which cover the 
development of the garment from the idea phase through 
to the satisfied customer who walks away from our store 
with her purchases. 



Efficiency
We take care to check all our costs and 

manage costs in the most efficient way 
as far as possible – though we do pay 
high prices for high quality and specialty 
materials, organic fabrics for example. 
We improve our efficiencies year on year 
in all areas of our work – our production 
processes generate less than 2% of 
operational waste. Most of our fabric 
waste is used in other processes, such as 
placemats in the restaurant or other uses 
from our “garbage bank”. We aim to 
maintain a lean cost structure. 

The costing process of our garments is based 
on a calculation proportional to the cost 
of materials and processes. If we managed 
to reduce costs, or change the product 
specification, this saving is reflected in 
the product price and our customers also 
benefit.

Nonetheless, our emphasis on detail, fine 
fabrics, small production quantities, 
personal attention at all stages of the 
process dictates a certain level of pricing. 
We agree that comme il faut garments are 
highly priced and that not every woman 
will find this relevant for her. However, 
over 80% of our customers return time 
and time again, and many of them take 
advantage of end of season sales or 
different special offers. 

The feedback we received from the group 
of women who participated in our 
stakeholder panel was that such a business 
model is legitimate to have and that 
every business selects the appropriate 
way to work. Not every business can be 
a mass market business. There does not 
appear to be a clash between the desire 
to promote social responsibility and the 
core business activity. On the contrary, our 
ability as a group of Companies to invest 
in the community is based on our proven, 
successful business model, which it is in all 
our interests that we maintain. 
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Between 2003 and 2008 comme il 
faut grew from 77 employees to 169 
employees. In this period the group 
was engaged in intensive activity and 
expanded its activities into new areas 
such as the restaurant and the spa and 
treatment center “Coola”.

The dynamic activity was also characterized by a high level of 
employee turnover. The amount of management attention 
to organizational processes was limited and insufficient 
infrastructure was put in place for recruitment and 
successful induction of employees. In 2007, our turnover 
was 48%. 

This level of turnover has created a number of problems:
• investment of time and cost in the area of recruitment
• investment in training of employees which has not 

delivered a benefit
• frustration of the longer-service employees who have to 

explain the ropes to the new employees time and time 
again

• lack of ability to progress projects due to lack of trained 
employees

 
Employee diversity
Our policy is to promote and advance women in our 

business. For every job vacancy we welcome candidates, 
both male and female, and enable everyone to have 
an equal opportunity to compete for each role on the 
basis of skills and experience, and engagement with our 
values as a Company. In most cases, we will prefer to 
provide an opportunity for a woman if we find her to 
be the most suitable candidate. Our consultation with 
stakeholders on this subject revealed some criticism that 
amongst our workforce there is an opportunity to create 
greater diversity, even among women. From our survey of 
employees in November 2007 we see the following picture:

One can see that the composition of our workforce is not 
diverse enough and does not reflect the composition of 
Israeli society. It appears that we have placed emphasis on 
a combination of women who are “Ashkenazi, white and 
Jewish”. 

Part of our learning curve in this process of social responsibility 
is the understanding of issues such as these. Our intention 
is to learn how to ensure a more balanced recruitment 
process and create greater diversity amongst our 
workforce. 

Recruitment, Induction and Employee Turnover

Country of birth: 

Israel: 74%

Asia: 6%

Europe: 18%

America: 2%

Religious affiliation:

Muslim: 2%

Christian: 3%

Other: 3%

Jewish: 92%



comme il faut took a stand for feminism many years ago. 
We have not made significant efforts to measure our 
influence, we have been focused on our actions and not 
on measuring results, and many of the aspects of our 
influence are hard to quantify. We commit to learning how 
to become more proactive in this area. At this stage, we 
can discern some areas of influence:

• The percentage of women who describe themselves 
as feminist: in a survey of the general public which we 
conducted in early 2008, we found that 34% of women 
who responded to the survey consider themselves feminist. 
Amongst our customers and our employees, this figure is 
close to 70%. The conclusion is clear – the result of the 
influence of comme il faut, women are more willing to 
openly accept a feminist approach.

• Employing women: comme il faut has employed women 
for over 20 years, and enables them to earn a living and 
develop professionally. We invest in our employees so that 
they can advance and we offer them new opportunities. 
Around 9% of the Company employees are single parent 
families, divorced women or widows, which means that 
their work is a highly significant part of their lives. 

• Employing women suppliers: comme il faut selects 
suppliers who are women as far as possible. 

• Use of catalogues in academic institutions specializing in 
communications and fashion: Our catalogues influence 

Feminist branding and 
contribution to feminism and 
the position of women

A material issue for 
comme il faut is the 
degree of our feminist 
influence.

the younger generation who study communications and 
fashion design.

• Commercial opportunities for women: We provide a 
platform for handicrafts and small business fairs at Bayit 
Banamal or other stores at holiday periods, where small 
business owners come to sell their goods. Our estimate is 
that hundreds of women have presented their projects at 
these sales events, ranging from jewelry, art, food items, 
ceramics and more. 

• Art exhibitions at Bayit Banamal: All the exhibitions are 
developed by women artists, and all offer an alternative 
way of thinking about women, globalization, culture, 
consumerism and other subjects.

• The growing number of customers at “Coola”: we have 
an increasing number of customers at our “Coola”   spa 
and treatment center which influences the way women 
are willing to make time for themselves. 

• Media exposure: close to 700 media exposure items per 
year in the paper and electronic media (96% positive in 
2007) deliver our social messages to women and to the 
general public. 

• Feminism course: in early 2008, we started a pilot program 
of 8 meetings on the subject of feminism for our employees. 
Around 10 employees attended and further courses are 
planned with the intention that all employees will have the 
opportunity to participate. The course is held in partnership 
with the organization Feminsty (www.feministy.org). 
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In the employee survey conducted in November 2007, 
employees expressed the desire for new professional 
opportunities, and for more formal assessments of their 
performance, and the opportunity to contribute more on a 
regular basis. 

51% of employees said that they had participated in training 
programs in 2007. 60% said they received formal feedback 

“I worked at another place for 
seven years and they fired me. I felt 
worthless. I got to comme il faut 
when I was at a real low. When I 
started work, I asked myself – what 
is “proper”?  who decided what 
“proper” should be? I thought it 
was just a load of nonsense, I asked 
myself, what on earth are they 
trying to do? At the end of it all, 
they are just selling clothes, I have 
to work and make a living, so let’s 
get on with it, I’ll just make out as if 
I believe in it all …

 Slowly but surely I realized what taking 
a stand is all about, the meaning 
of listening and the meaning of 
“home” (at work). For the first 
time in my life I felt that I have 
another home in which I feel worth 
something. Now I was an equal 
amongst equals, no hierarchy, where 

I could really develop. It caused me 
to take responsibility. It got to the 
point where customers would come 
into the store and ask if I was the 
owner!

In the period I worked in the Dizengoff 
store, Tali Rozin came by. I didn’t 
know her then. She bought a very 
nice suit, and of course I managed 
to sell her a few other things. She 
came back after around 2 weeks, 
after I had called her to ask her how 
she felt in her new suit. She was 
totally overwhelmed by the fact 
that I called to ask how she felt. 
She came to the store and brought 
me a copy of her book, “So what 
is feminism anyway?” To this day, 
I still have her dedication to me 
in that copy. From that point, we 
started to give this book to all new 
company employees.” 

Employee development and performance evaluation

Nurit Drimmer, Store Manager, Rehovot 

“It has not been easy for me. It was hard at first, when 
I immigrated to Israel from Russia, I didn’t think that 
I would ever find work in my profession. I came from a 
different environment, where no-one listened. I started with 
comme il faut right at the beginning, I did many different 
jobs and slowly but surely I was promoted and was able to 
create the work that I love. I like working with numbers, 
checking, analyzing, identifying issues and solutions. A 
number is not just a number. You have to understand what’s 
behind it to know what it means. I am pleased that Sybil 
enabled me to do what I really enjoy doing”. 
Maya Ponimowski, Production Planning Manager. 

about their work. In the coming year we intend to 
develop such processes in a more structured way 
and expand the number of employees who regularly 
receive training and feedback. 

In 2008, we have commenced the issue of a monthly 
newsletter to keep employees more informed about 
events and news in the Company. 



“My connection with comme il faut is not just a business 
connection. I feel like part of the family. I do the 
maximum and they work professionally and respectfully. 
There is trust between us, they don’t play games or 
cause problems. My father always says: it takes a long 
time to make a friend but it takes half a minute to 
make an enemy. Our relationship has been built up over 
time. I believe in equality for my employees, both male 
and female. I give them respect. First of all, they are 
people, and then they are employees”.
Salah Hirbawi, Hirbawi Group, supplier. 

considered consumerism from an ecological standpoint. 
We try to reduce our negative impacts on the environment. The 

question of product life cycle will require us to invest greater 
thought at the design phase in coming years. We plan to 
learn, think, and expand our responsibilities in this area. 

Co-existence
We have taken a stand also on the subject of co-existence, 

which is a priority social issue of the day in Israel. Our 
catalogue of 2004 which was filmed by the separation wall 
delivered a message of opposition to a society in which 
basic rights of co-existence are not upheld. In 2005, we 
completed a joint design project called “Hello, girls!” with 
talented Palestinian women. 

Employee safety at work
We admit that this has not been a subject we have addressed 

in a structured way to date. We try to observe basic rules 
of safety in the work place, but we have no formal training 
programs or policies in place. We do not measure time lost 
due to accidents or number of workplace accidents (which 
are very minor). We plan to address this in the near future, 
including the subject of safe driving. 

Aspirations and 
concerns – the last word             
So far, we have explained who we are and how we see things, 

and we have reviewed our most material issues after 
consultation with our stakeholders. We know that they will 
see their influence in the subjects we have discussed here. 

We have tried to explain in a frank and open way, the things 
which have created both passion and satisfaction in our 
business, and the issues that caused feelings of frustration 
or things we see the need to improve, and also the things 

which cause us to feel as though we are women 
of influence. 

In general, our relationship with our suppliers is 
very positive, and many have been with us for 
several years. However, we have not developed 
a strong structure for evaluating the service of 
our suppliers, or for providing formal feedback.

Product Life cycle
What happens to a garment after it has been sold to a 

customer? This is a question which we are considering as 
we deepen our understanding of product life cycle issues 
and our influence on the environment, and the potential 
damage caused by the textile and fashion industries. Do 
we have a responsibility for the entire life cycle of our 
products? Can we ignore the fact that our garments 
may be thrown away when the owner wishes to renew 
her wardrobe? The development of our thinking on this 
subject and our responsibility in these matters brings us 
to certain conclusions. The emphasis we place on quality 
serves to provide our garments with a long life. They are 
wearable for many years and can be contributed to charity 
thereafter. This was the case in our project “Pass-it-on” 
whereby customers returned old garments which were 
passed on to other women. Our summer campaign of 
2008, “Buy Less”, encourages women to buy only what 
is absolutely right for them, based on an awareness of 

Recently, with our growing awareness of processes relating to 
social responsibility, we have developed a guide for doing 
business with suppliers which defines our purchasing 
policy and expectations of suppliers. During 2008 we are 
planning to conduct conversations with our suppliers in 
the hope of their signing their agreement to our code. The 
full version of our supplier code can be found at: 
 www.comme-il-faut.com/agenda.

In general, we receive positive feedback from suppliers. They 
respect the spirit of partnership and the on-time payment 
of all invoices, which is not normal practice in Israel. 

The request we received from suppliers related to the way 
we pass on our requirements and the desire for a greater 
degree of advance planning. We are examining this point 
in the context of improving our supply chain processes and 
hope to make improvements. 

Our relationship with suppliers





Circles of Influence

In this section of the report, we will review 
our impacts on our main stakeholder groups 
and quantify them as far as possible.
All the data in this section relates to the calendar year 
2007. In some instances, where we have continued activity 
which started in 2007 into the current year, 2008, as 
we write this report, we have included some updated 
information. We state in each instance to which period this 
information relates. 
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We distributed this income in the following way:
• Payments to our employees including all salary and benefits, 

severance and bonuses: 29%
• Payments to suppliers in Israel: 52%
• Payments to foreign suppliers: 8%
• Payments to local authorities (tax, rates etc) 4%
• Payments to financial institutions including financing costs: 3%
• Investments: 3%
• Community investment (contributions, volunteering, donations) 1%

         Economic Impacts

We impact on the Israeli economy in 
several ways:

We conduct our business in Israel 

We are an Israeli company doing business in Israel. The 
amount of garments we export is minor. We wanted to 
base our business in Israel as our business approach is 
based on a very personal relationship with our customers. 
Today, we have reached the stage where we are 
considering expansion abroad, and feel we have developed 
an infrastructure and a defined culture and way of working 
which we can replicate in other parts of the world. We will 
be considering this in the coming years.

 
We employ local employees
We employ 169 employees who pay taxes, national insurance, 

and health tax and are consumers of products and services 
in Israel.

We buy from local suppliers
We work with local suppliers for almost all our requirements, 

including the manufacture of most of our own designs.    
In 2007, 86% of all our supplier payments were in Israel. 
In our view, it is important to strengthen the local 
community and smaller businesses like ourselves.

We provide a platform for other 
businesses
Through the leasing of our premises at Bayit Banamal, we 

provide a basis for other businesses to develop. During 
2007, 4 stores leased space in Bayit Banamal: “Sisters”, 
“Le’ela”, “Gal Designs” and “Uma”. The total revenue 
generated by these stores was 3.3 million shekels in 2007.

 
Our social activity
Our main social activity is directed towards the economic 

empowerment of women. Our involvement in the 
community is designed to create a platform for women to 
develop their ability to become financially independent, 
such as Project Achoti (My Sister) where we work with 
Ethiopian seamstresses so that they can become suppliers 
of garments to comme il faut.

We create economic value
We create economic value through the fact that we purchase 

fabrics and accessories, materials and services, and deliver 
products with a higher combined value, which we sell to 
our customers. 

Claims - Frau Blau
In August 2007, a claim against us was finally closed. The claim was for one million 

shekels, filed by the designer Helena Blauenstein (Frau Blau). The claim was 
rejected in a court ruling and we were ordered to pay 18,000 shekels. Helena 
worked for us as a young and talented designer, we offered her a partnership to 
create a daughter company with the brand name Frau Blau. We had high hopes, 
but during the establishment of this joint project, there were some disagreements 
which led to the dissolution of the initiative. 

Claim of Alpha, Ramat Hasharon Ltd
Alpha, Ramat Hasharon Ltd filed a claim against comme il faut in the summer of 

2007, as a counter claim to our claim for 336,000 shekels for non-payment 
of rent and damages caused to the store space the Company rented in Bayit 
Banamal. This company, a hairdresser, is claiming 438,000 shekels in lost income 
and profits due to the fact that we were not accurate in our advertising. The claim 
against us is that we did not advise Alpha of the existence of a women’s sex store 
in Bayit Banamal, and that this caused many customers to avoid his hairdressing 
salon (the sex-store existed before Alpha rented his property in order to open a 
hairdressing salon). The case awaits a court ruling.

Payments to our 
employees including 
all salary and benefits, 
severance and 
bonuses: 29%

Payments to 
suppliers in 
Israel : 52%

Payments 
to foreign 
suppliers: 8%

Payments to 
local authorities 
(tax, rates etc) 4%

Payments 
to financial 
institutions 
including financing 
costs: 3%

Investments: 
3%

Community investment 
(contributions, volunteering, 
donations) 1%

In 2007, our income was: 
45,654,911 shekels. 



429 customers responded to a questionnaire of 80 questions 
about their shopping experience at comme il faut 
including purchasing habits, preferred styles, satisfaction, 
fashion, quality, service, comme il faut people, design 
and familiarity with the comme il faut agenda, feminism, 
catalogues and recommendations for improvements. 

• 78% of customers are over 45 and 16% are between 
35 and 44

• 92% of customers are not religious
• 87% of customers have a degree education
• 42% of customers are salaried, mainly in senior 

management roles.

“My first meeting with 
comme il faut was when I went 
with a friend to buy clothes 
at the store in Dizengoff. The 
saleswomen and their attitude 
really impressed me. They did 
not try to persuade me to buy 
anything which was not right for 
me, they were pleasant to talk 
to. This impression I gained from 
that first visit has stayed with 
me, and today, most of the times 
I go into the stores, it’s not to 
buy but to say hello and have a 
chat. It feels like home. However, 
I almost always end up buying 
something! 

It’s as though comme il faut is my 
private dressmaker, and made 
the clothes just to suit me. They 
are high quality and they never 
wear out. I brought the first suit 

Our influence on our customers

I bought at comme il faut to the 
“Pass it on” project. It looked 
like new, even though it was 
over 10 years old. You can find 
cheaper things, there are sales 
and promotions and the surplus 
store in Tel Aviv. 

The catalogue I most enjoyed was 
the one where they filmed older 
women. I think it was a big hit, I 
heard lots of people talking about 
it. It was like looking at photos of 
friends, not pencil thin models.

 The latest campaign on “Buy Less” 
is a great idea. I know that 
comme il faut manufactures in 
Israel. It’s not so smart to produce 
in the Far East. I was in India, I 
saw how they live there, people 
with no money. A garment which 
is made there is not cheap, 
someone pays the price.”

No longer only the top 10 percent
Our customer is someone who knows that she deserves 

everything she wants. She is someone who sees a new 
item of clothing as an investment for a long time, not 
just one season. All are women who know how to enjoy 
life. According to the survey we conducted, only 35% of 
our customers defined themselves as having a household 
income significantly above the average free market family 
income (9400 shekels) .A further 31% define themselves 
as having average or slightly higher than average monthly 
income. We are pleased with these results. They show that 
comme il faut is patronized by women who do not belong 
to the top 10% of the population and that the durability 
of our garments, the consistent design, the pleasant feel of 
the fabrics and so on enable customers of a broader socio-
economic range to enjoy wearing comme il faut clothes. 
The characteristics of customers by store can be seen in the 
table on the right: 

Also in our commercial environment we 
have many areas of influence on customers, 
suppliers, local authorities, the media and 
of course on the general public. 

Our market-place impacts

In November 2007 we 
conducted a comprehensive 
survey of our customers.

Hana Sedan, customer, Tel Aviv



“As a business for women and managed in a 
feminine way, we take great pleasure in 
being part of a place where everything 

is about activities for and by women. Our 
vision blends with the vision of Bayit 

Banamal. We see a link between what we do 
and all the activities of the brand, which 

connects to a new alternative reality to the 
male-type shopping areas all over Israel. 
“Sisters” is a company which is led by the belief that an 

improvement in accessibility and availability of information 
to women is the key to health and happiness. Bayit Banamal is 

a place for our values, we are proud to be a part of it.“
Ayelet Dor and Daphna Koren, Founder managers of “Sisters”

0      10      20     30     40    50      60      70     80     90   100

Studio store
Raanana
Ramat Hadharon
Ramat Aviv
Rehovot
Namal Shoes
radical
Bayit Banamal
Rabin Square
Haifa
Givatayim

Additional data from our customer survey:

93% of customers are generally satisfied
92.2% of customers are pleased with the
service they receive
94.9% of customers are satisfied with the 
quality of our garments 
91% of customers are satisfied with the 
selection of garments
95% of customers are satisfied with the 
professionalism of the sales team
94% of customers are satisfied with the 
purchasing experience

These results confirm our continuous investment in providing 
our customers with personal and attentive service. 

In comme il faut café a mini-survey was conducted in 2007. 
115 visitors to the café provided feedback. 98% expressed 
general satisfaction and 99% said the meals tasted good. 
However, only 80% expressed satisfaction with the total 
visit experience. We have focused this year on ways to 
increase the level of service and customer satisfaction. 

At “Coola”, we receive feedback forms from customers 
after their visit, but we have not yet analyzed the results 
in a complete way. It is important to gain greater insights 
into the customer base for “Coola” and we will consider 
conducting a similar type of survey for customers.

Finally, we try to create a comfortable and accessible 
environment even for customers with disabilities. All our 
locations are adapted for the convenience of the disabled, 
with the exception of the Studio Store, which can only be 
accessed by a short flight of steps. 

Bayit Banamal tenants: We rent spaces to three stores 
at Bayit Banamal. Our customers, the business owners 
who rent store premises, are women who engage with 
our ideology promote women in the workplace and act 
as responsible businesses in general. These businesses 
enjoy the popular location, and the many initiatives and 
activities of comme il faut in Bayit Banamal, including 
public relations and contribute to attracting visitors to Bayit 
Banamal. For more details about these businesses, please 
visit our website: http://www.comme-il-faut.com/house/
Dayarim

Comparison of customer profiles at comme il faut stores
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“A month after I started working at comme il faut, 
I found to my surprise that I was pregnant. I called 
Sybil to tell her, and I was prepared to tell her, 

it’s ok, no problem, I will stop working, she doesn’t 
owe me anything. I was delighted when she said: 

Congratulations!! What are you talking about, of course 
you will continue working”. I didn’t want to come back 
to work straight away, because it was hard for me to 

get organized with small children at home. The Company 
supported me – gave me a sewing machine and let me work 

from home after I finished my maternity leave. I have 
been here 6 years, I love the people I work with – they 

are all wonderful!” Jeannette Yoktan, seamstress 

Management approach: In the comme il faut group of 
Companies, we aspire to create a management culture 
of teamworking, collaboration and openness, including 
the free flow of information and data. We aspire to be 
a place of work where women can develop, learn new 
professions and enhance their knowledge and skill in 
current professions. We believe that the ability of the 
Company to influence is based first and foremost on the 
empowerment of each one of our employees. We invest in 
training and development, and provide opportunities for 
employees to experience different jobs within the company. 
This management approach is based on respect for all 
individuals at all times. We do not employ children or coerce 
any employee in any way. There are also male employees at 
comme il faut and this report refers to them also, despite 
our female majority. Both men and women employees have 
an equal chance to develop contribute and influence. 

Special working environment: We always wanted to 
create a working environment in which everyone would feel 
special, significant and influential. Our working environment 
has a homely feel. Employees’ children are welcome to 
visit, the designer’s dog roams freely in the studio, and the 
store manager in Rehovot brings home made cakes to the 
store for employees and customers. Lunch at the studio is 
in the large kitchen, where all employees eat together and 
exchange stories, experiences and views, and contribute to 
a family atmosphere, a warm and supportive team. 

Each employee is free to personalize her own work space in 

a way which makes her feel comfortable and reflects her 
spirit, whether it be by hanging pictures of family and 
friends, special accessories or artworks, political messages 
and more. Parts of the studio are open space, which 
encourages positive interactions between employee teams. 

In the stores and in Bayit Banamal, locations which are open 
to customers, there is limited team space. However, where 
possible, meals are taken together.

Transparency, openness and internal 
communications: We work with a high degree of 
openness and transparency, with an “open door” policy. 
This encourages employees to speak their minds and helps 
us understand their needs. All the company managers have 
access to budget data, and manage their own profit centers. 
We update employees about all significant Company events, 
and encourage their participation. At the start of 2008, as 

Our impacts on employees a result of the feedback we received from employees, we 
started a monthly newsletter which summarizes the key 
activities of the Companies during the previous month and 
provides highlights for the next month. 

Salary and social benefits: All employees are employed 
against personal contracts based on the Company’s 
standard frameworks with modifications according to each 
individual’s needs. Salary levels in the Company are slightly 
above market average and each employee is eligible for a 
substantial benefits package. We remunerate employees 
in line with their contribution, via sales commissions and 
distribute 20% of after tax profits at each year-end. Even 
in years where the Company did not achieve its targets, 
we paid out against our profit sharing scheme. We also 
review relative levels of salary amongst different types 
of employees. The highest salary in the Company is only 
10 times the lowest salary. Over and above salary, each 
employee has a pension plan, travel reimbursement and 
other social benefits as are common practice in Israel. Most 
employees have a clothing allowance to enable them to 
wear comme il faut to work. The waiters in the restaurant 
wear designed uniforms. Waiters earn above legal minimum 
wage levels. We act in line with benefits levels which are 
normative in the local market. 

Employee welfare: The Company has a welfare package 
for employees, which considers all the personal and family 
events of employees, and ensures we celebrate them with 
monetary or other gifts, including birthdays, weddings, 
births or births of grandchildren, starting school for young 
children and much more. We celebrate International 
Women’s Day, of course, every department has an annual 
day trip. This is in addition to the parties and celebrations 
which take place after marketing campaigns, intensive work 
during sale periods or closure of significant projects. 

Recruitment and Induction: Every new employee 
is invited to a “Vision Day” in which we explain the 
Company’s history, vision and values, their rights and duties 
and expectations. It is not easy for us to recruit suitable 
candidates who are both professionally qualified and 
engage with our vision values and agenda. Shift working is 
not appropriate for many candidates, and we require a high 
standard of professionalism. The subject of recruitment has 
become a significant issue in the Company which directly 
impacts our growth ability. We have suffered from high 
turnover. However, we hope to correct these issues during 
2008 with more focused work in the area of recruitment 
and induction. 

Development and training: We aspire to be a place 
of work in which women can develop and learn new 
professions. Our training budget in the fashion business is 
0.5% of our income, around 950 shekels per employee cost 
to the Company every year. The company funds academic 
studies and professional courses. All the sales teams receive 
sales and service training on an ongoing basis. 

At the beginning of 2008, we started a new course, as a pilot, 
on the subject of feminist awareness. This is a workshop of 
8 meetings, in which feminism and women’s empowerment 
are explored at a personal level with all participants. The 
hope is that all employees will take part in coming years. 

We have never kept detailed records of training activities or 
training hours. We hope to develop this during 2008.



Health and Safety: We take care to comply with all 
laws and regulations in the area of health and safety of 
employees. However, after gaining a deeper understanding 
of social responsibility issues, we feel it will be appropriate 
to be more active in this area. We will develop ways to 
assess the safety of our operations and identify areas 
for improvement, including training and awareness of 
employees. We have not had any major safety incidents in 
the workplace. 

Employee survey: In November 2007 we conducted an 
employee survey. 69% of employees responded. These are 
some of the results of the survey: 

• 96% of employees agree that comme il faut is a good 
place to work

• 95% of employees enjoy the content of their work
• 75% of employees describe themselves as feminist, and 

92% of the managers are feminists
• Enjoyment, honesty, teamwork, personal responsibility, 

daring and respect are seen as Company values – 90% of 
employees agree that these are the core values and are 
expresses in the daily activities of employees

• 89% of employees are satisfied with their salary, terms and 
conditions

• 89% of employees find it important to work in a Company 
which contributes to society. 

However: There is a lower level of satisfaction with internal 
communications (64-66%) and as a result we have started 
to send a monthly newsletter to all employees

40% of employees stated that they did not receive formal 
feedback about their work. A process will be developed to 
ensure this is addressed in the future. 

Development of the workforce 2003-2007

We believe in the advancement 
of women. Most of the managers 
in the company have been 
promoted from within. 

comme il faut
comme il 
faut café Coola Total

Number of 
employees

97 54 18 169

Gender Female 93% 68% 100% 84%

Male 7% 32% 0 16%

Management 
roles 

Managers 
(female) 

18% 7% 6% 12%

Managers 
(male)

1% 4% 0 1%

Average age
40 26 32

-

Age Over 40
49% 4% 22% -

Service

Less than 
one year

31% 53% 94% -

Over 5 years 15% 0 0 -

Over 10 
years

8% 0 0 -

New immigrants Three years 2% 0 0 -

2007 recruitment 53 130 36 232

2007 exits 35 127 31 193

Diversity Born in Israel 85% 98% 94% 89%

Company headcount progression
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2003 2004 2005 2006 2007

Fashion and HQ 63 77 77 87 97

comme il faut 
café

- - 78 67 54

Coola - - - 13 18

Total 63 77 159 167 169



comme il faut
comme il 
faut café Coola Total

Suppliers

Israeli 385 134 71 590

Foreign 48 0 0 48

Coola Therapists - - 37 37

“There is something about the energy of a place 
which is only for women. I feel it. There is less 
social tension, less sexual energy, and I can feel 

this during the treatment session. It makes the 
treatment more effective, only therapeutic energies. 
I enjoy this more, and so do the customers. I enjoy 

working in an environment for women.“ 
Hilla Prima, independent therapist at “Coola”

“I feel a great honor and 
satisfaction in working 
with comme il faut. It is a 
pleasure to supply quality 
fabrics, the best available 
from Italian designers. 

From my point of view, comme il faut is 
not just like any other fashion company 
in Israel. The company works differently. 
They are like the “hi tech” of fashion. 
And of course, it’s also nice to get the 
cheque on time at the end of the month!” 
Shimon Goodes, Fabric supplier

Supplier code of ethics
In order to improve our influence in our supply chain and 

borne of our desire to assist our suppliers in developing 
socially and environmentally responsible practices, we 
developed our guide to doing business with suppliers. 
This guide details our approach and policy, and our 
expectations of suppliers. 

In the future, we will ask all suppliers to sign this code as a 
condition of doing business with comme il faut. During 
2008, we are rolling out the communication of the code 
and generating dialogue around the content. 
You can see the full code at: www.comme-il-faut.com/
agenda

Selection of foreign suppliers
Many of our foreign suppliers already adopt a social and 

environmental position, such as Petra Dieler, one of our 
footwear suppliers.

We will continue to place emphasis on this point in our selection 
of foreign suppliers. 

“In recent years one thing 
became very clear: there 
is no second earth and we 
have to treat our planet as 
carefully as possible. What 
does that mean for a shoe 
and bag producer? Durability, 
quality and long life of 
products is our contribution 
to environment protection.“
www.petra-dieler.com

We will always prefer local suppliers which are owned 
by women. In the event that this is not possible, we 
are happy to work with suppliers in Israel or foreign 
suppliers. However we always prefer small businesses, 
family businesses if possible. We maintain fair and 
decent relations with them and uphold the strictest 
standards of on time payments.

Our management approach
We understand the importance of reciprocal relationships with 

our suppliers and try to maintain collaborative relationships 
over the long term with our main suppliers. More than 80% 
of our main suppliers have worked with us for many years. 

Our impacts on suppliers 

Supplier profile 2007



Community
Community Involvement

Our business model includes 
significant involvement with 
the local community. We invest in 
order to advance community involvement 
in many ways, increasing awareness of 
feminism and empowerment of women. 
We believe that it is more important to 
be personally involved, to take part, and 
to make a personal effort rather 
than to give cash donations. 

The key areas of our community involvement are:

Social marketing campaigns
Each marketing campaign is accompanied by projects in 

support of the local community, and receives exposure 
through our catalogues. 

An example of this was in 2005, when we collaborated with 
5 non-profit organizations to produce a web and printed 
guide for micro-enterprise business women – “Women buy 
from women”. Over 300 businesses registered in the guide. 
Our investment included many hours of comme il faut 
employee volunteer time and marketing promotion costs. 

An additional example more recently was our “Pass-it-on” 
project in the month of March 2008. We asked our 
customers to return clothes from former seasons for which 
they received a 150 shekel voucher for a purchase from our 
new collection. Over 1,500 customers responded and over 
2,000 garments were collected. As comme il faut clothes are 
designed to last, garments made several years ago are still 
good to wear. These clothes were donated to a non-profit 
organization called “Esheet” who sold them in their second-
hand store at low prices to the low-income clientele of the 
store, which is run by volunteers. All the proceeds from the 
sales went to fund courses for women in micro enterprises 
– how to open their own business and develop sales and 
marketing skills. Over 25,000 shekels were collected from the 
sales and 30 women were subsidized on the courses. This 
project accompanied the marketing campaign “Buy Less”, in 
favor of consumer awareness, urging customers to consider 
the implications on society and environment of everything 
they purchase. “Buy Less” means buying quality products 
which last for a long time, and can be passed on after use. 

Community projects in which we have participated: 
• Project Achoti (my sister) – Women for a feminist 

economy: This unique project is a collaboration between 
ourselves and “Achoti” (My sister) movement and a group 
of immigrant Ethiopian women who have outstanding 
embroidery skills and is designed to create a new feminist 
business model. This is also a rare type of project in the 
Israeli market, collaboration of such a nature between 
businesses and non-profit organizations is still rare. The 
objectives of the program are:

Economic empowerment of women through the provision 
of theoretical and practical knowledge about fashion and 
design, business development, marketing and sales to 
a group of immigrant Ethiopian women. The economic 
goals of this project include the development of a line of 
garments in collaboration with comme il faut to be sold 
in comme il faut stores, and the development of a sewing 
business which will be a supplier to comme il faut and other 
fashion houses. In this way, the women of the project will 
be able to earn their living using their traditional and newly 
acquired skills.

“My embroidery, the colors I use and my style, I brought from 
Ethiopia. This is what I learned, things that had been passed down 
from generation to generation. I have a special connection to comme 
il faut. They help me understand that I am heading in the right 
direction and that gives me a feeling of hope. The connection to 
comme il faut has taught me that there are other ways. Not only 
the way I know, but it’s possible to adapt to my new surroundings 
– using different colors in my embroidery, for instance.”
Lakya Yardeni, Achoti Project Leader. 



In addition, the project includes joint feminist awareness, 
expanding knowledge of feminist topics, including 
gender, women’s position in society, understanding of the 
Ethiopian heritage and culture, and so on. 

During 2007, there were several meetings between Ethiopian 
women and a sewing course for the Ethiopian women 
took place. The embroidered line of garments is in 
development and will be presented during 2008. Around 
15 Ethiopian women and 10 comme il faut employees 
take part in the project. For further details, please see the 
“Achoti” website: www.ahoti.org.il

• Participation in the abandoned wives project: 
The collection “For abandoned wives, who have been 
refused a divorce” in collaboration with the Society for Art 
in the Community” was designed to raise awareness for 
the struggle of abandoned women through a collection 
of evening dresses designed by top Israeli designers, and 
based on the inspiration of the stories of abandoned wives. 
Ira Goldman, the comme il faut senior designer, created a 
special evening dress and took part in the fashion show of 
evening dresses in June 2007. Our investment in this project 
was around 8,100 shekels including the cost of materials. 

 Political involvement: 
We act in many ways to try to influence public issues and 
the position of women.

Support for the public campaign to elect a woman President. 
At the beginning of 2007 we collaborated with several 
non-profit organizations to promote the election of a 
woman to the presidency of Israel, based on the belief that 
a woman in this role would create a new kind of dialogue, 
a different way of progress, and listen to the public in a 
new way. comme il faut assisted the marketing campaign 
associated with this initiative, we promoted the campaign 
to all our customers and the general public. 

We participated in the mass campaign against the plea 
bargain of President Katzav. 
In June 2007, there was a mass campaign in Rabin Square 
in Tel Aviv which was organized by centers to support 
rape victims in Israel, feminist organizations and political 
organizations. The campaign called the Law Courts of 
Israel to reject the plea bargain of President Katzav which 
was seen as a delegitimization of the legal process, 
upholding the rights of women in sexual harassment cases. 

We support artists in our exhibitions in Bayit Banamal. 
In 2007, there were 7 exhibitions: “Bubble”, “Outlet”, 
“Sticky Porridge”, “Chain of Women”, “Temptation 
+ Reduction = Seduction”, “Diwani” and “Mamma’s 
boy”. The full details of these exhibitions can be found 
on our website: http://www.comme-il-faut.com/house/ex. 
We invested between 25,000 to 50,000 shekels in each 
campaign, which included equipment and preparation 
of Bayit Banamal, hours of organization and production 
of the exhibition, opening events and marketing 
communication of the events. These exhibitions provide 
a stage for young artists who otherwise do not have an 
opportunity to promote their work. 

Recruitment with support for the community:  
We try to recruit employees from the community who 
cannot find work in the open market. For example, for 
the last three years we have employed women who were 
caught up in women trafficking, and agreed to bear 
witness in court. These women need work whilst they are 
waiting for their case to be tried in court. So far, we have 
employed around 10 such women. After their court case, 
some of them remain with us as permanent employees.

Social business:  
Our trading fairs to promote social products and fair trade: 
we provide stands for non-profit organizations to promote 
their fair trade goods. These fairs take place in Bayit 
Banamal and in the forecourts of the stores. Organizations 
that promote and sell at these fairs include: “Green 
Action”, “Gallee Syndial”, “For you”, “Florentine Power 
of Women” and the Ethiopian women of the project 
“Achoti”, and more. 

Financial donations 
We prefer to contribute to the community through our 
volunteering and marketing capabilities rather than money 
donations. Therefore our financial donations are modest 
and focused, and represent around 3% of our total 
investment in the community. 

Our total donations in 2007 were 8,000 shekels to 13 
organizations and non-profit societies including the non-
profit “First Hug”, “The Rape crisis center”, the “Women’s 
Lobby” and more. About half of these donations are to 
women’s causes, the rest to more general causes.

 



And more: 
Personal appearances and lectures by the group CEO, 

Sybil Goldfiner, at many charity events such as a lecture 
at the opening of a new semester at the “Esheet” college, 
a non-profit organization running courses for the economic 
empowerment of women, in October 2007, or a lecture 
to students at the Management College in March 2007. 
In 2007, Sybil Goldfiner lectured at least eight times in 
conferences and events. 

Use of the workshop room at “Coola” This is donated 
for meetings of the Academic-Community Partnership for 
Social Change of the law faculty of the Hebrew University 
of Jerusalem, amongst others.

Fundraising evenings at comme il faut café An example 
is the evening with the Cameri theater in October 2007, in 
support of the non-profit organization “Tzdaka Reut”, a 
society founded in 1982 for Israeli youth, Jews and Arabs, 
who act to create peace and brotherhood between our 
peoples. 

T-Shirts for women in key positions For the last 10 years we 
have been sending a gift of a specially designed T-Shirt to 
every woman who is appointed to a senior role in an Israeli 
business or public position. In 2007, we sent 250 T-shirts at 
a cost of around 14,800 shekels. 

I met you on the wall at “Coola” In November 2007, we 
held a “Social Network” meeting. A large group of women 
were invited to an event to create a network web, which 
can be seen today on the wall at “Coola”. This wall enables 
us to see current connections and find new connections, 
thereby strengthening the solidarity between women. 

1,498 volunteer 
hours is around 
5% of the total 
hours worked 
in 2007
297,380 shekels 
is around 0.5% 
of income in 
2007.

Our community investment in 2007

Equipment and materials Volunteer 
hours

Cost of equipment 
and materials (shekels) 

Cost of 
volunteer hours 

Total cost

Abandoned wives Evening dress and exhibition 60 4,500 3,600 8,100

Achoti project

Joint full day meetings 
involving 10 company 
employees, equipment, 
fabrics for sewing practice, 
consultancy support for the 
project, team meetings etc 

400 8,000 48,000 32,000

Exhibitions at Bayit Banamal 7 exhibitions 800 150,000 48,000 198,000

Coola events 6 meetings in 2007 10 3000 600 3,600

Women’s T-shirts
250 shirts, packing and 
shipping

80 10,000 4,800 14,800

Fair trade fairs Two fairs in 2007 80 3,000 4,800 7,800

Woman for President campaign Campaign materials 20 3,000 1,200 4,200

Anti plea bargain campaign
Campaign materials, 
participation in demonstration

30 18,000 1,800 19,800

Lectures 8 in 2007 18 1,080 1,080

Monetary donations General donations  8,000 8,000

Total 1,498 207,500 89,880 297,380



Environment
Our environmental policy
In our daily activities at comme il faut, 
we act to reduce our impacts on the 
environment and promote a friendly 
approach to the environment. 

This activity is maintained by our employees, in all our 
locations, and with regard to customers and suppliers. We 
abide by all the laws and regulations relating to protection 
of the environment and there has never been any legal 
action or complaint against us in respect of violation of 
such laws or regulations.

During 2007, we conducted an environmental survey of the 
entire operations of the group. This was performed by an 
environmental expert who identified and assessed all our 
impacts on the environment. In this report we present 
the findings of this project and our other achievements in 
respect of protection of the environment. 

We take every opportunity to raise the awareness of our 
customers on this subject, by promoting products which 
are environmentally friendly, in our design, import of 
ecological products, and other activities such as fairs to sell 
recycled designer products held in January 2008. 

Fashion

Restaurant

“Coola”

Fashion 
accessories

Fabrics

Packaging

Energy Water

Raw materials

Beverages

Oils and 
treatments

Servingpreparation 
of meals

treatments

99% finished 
products

1420.7 tons 
emissions

0.5% waste

0.5% non-
organic waste

Fashion salesmanufacturing 
garments

Organizational responsibility: The subject of environment 
at comme il faut is managed by each of the managers 
responsible for different activities or locations. Reporting of 
such activity to the CEO takes place in monthly meetings. 
In parallel, comme il faut works with expert consultants in 
this field who provide support as required.

Training and awareness: The subject of environment is 
part of the agenda of the group, and was presented to all 
employees by the CEO as part of the assimilation process 
of the code of ethics at the beginning of 2008. Some 
managers received basic training by the environmental 
consultant on an individual basis. During 2008, it is our 
intention to expand the awareness of environmental 
issues amongst our employees, with a range of different 
activities.

Our environmental impacts: Our direct impacts on the 
environment derive mainly from our use of materials, 
energy, water and production processes, storage, 
distribution, sales of fashion items, meals in the restaurant 
and treatments at “Coola”. These impacts are relatively 
modest given the scope of our activity. Our emphasis is on 
local production, and activity which is designed to preserve 
the environment. The following is a diagram of our direct 
impacts and volumes of waste: 

Materials: We use around 150,000 – 200,000 meters of 
fabrics for the production of our garments every year. 
These materials are not recycled, they are new fabrics. We 
place emphasis on natural fabrics as far as possible, such as 
cotton, wool, and silk and so on. Some of our designs use 
organic cotton. We are currently examining the possibilities 



of using alternative fabrics such as those which incorporate 
recycled technologies such as used plastic fibers. In our 
restaurant we offer some dishes with organic products, 
including organic breakfast. In “Coola” we use different 
kinds of soaps and aromatherapeutic oils and creams 
which are all organic. 

Paper and printed materials: Our main use of paper is 
for office requirements and advertising. The practice of 
comme il faut has been to print our catalogue twice a 
year, in quantities of between 5,000 to 10,000. In 2007, 
we decided to break this pattern for the 2008 collection, 
and we published our catalogue on our website without 
printing. In April 2008, we invited customers to a fashion 
show to launch the collection. This was part of our 
decision to reduce our use of paper. In addition, comme 
il faut distributes between 20,000 and 30,000 postcards 
to customers, to send birthday greetings or advise of sales 
promotions. These postcards are sent by mail. They are 
printed on regular paper. 

Recycling: All of our office materials are recycled as far as 
possible. At the end of 2007 we erected a recycling station 
in our studio, and we send 4 – 5 large bags of paper 
materials for recycling every month. The recycling service 
collects our paper waste twice per month. Our ongoing 
investment in this activity is around 1,500 shekels per year. 
In our restaurant, all cartons which are used for receipt of 
goods are sent for compression at the central service of 

Tel Aviv harbor. There is no other formal activity regarding 
recycling at other locations in the group. In 2008, we will 
consider installing recycling stations in Bayit Banamal and 
in our fashion stores. 

Gas: Gas which is used for cooking purposes is stored 
underground and conforms to all safety requirements. 

Recycling project: Garbage Bank: In 2007, we established 
a “garbage bank” to which all the different types of waste 
from our processes are routed. Every item which is sent to 
the “Garbage Bank is logged and possible alternative uses 
are identified. Examples of “Garbage Bank applications:

placemats in the restaurant made from fabric waste
“look book” discs for distribution to the press made from 

fabric waste
“seating benches” for the fashion show made from used 

cartons
Energy: Our electricity usage at comme il faut for 2007 

was 444,190 kilowatt. We try to save electricity as far 
as possible by turning off lights and air conditioners 
and all appliances in the studio and all locations. In the 
restaurant we prepare dishes to order and do not waste 
energy keeping dishes warm. At the beginning of 2008 
we conducted a special inspection of all our lighting 
mechanisms in Bayit Banamal assessing potential to 
reduce usage with special electricity meters, but we were 
informed that there is no real justification for such a step 
due to our very modest electricity usage at present. 

Fashion Laundry

All the garment samples that are manufactured in the studio are 
laundered in order to check their stability under washing conditions. 
Several laundry cycles are performed in the studio, and garments are 
hung to dry naturally. 
Occasionally, garments are sent to a commercial laundry to ensure no 
shrinking after sale. Quantities are relatively minor.

Water usage for all purposes 
estimated at 4,007 cubic 
milliliters per year

Restaurant Dishwashing

The main activity of the restaurant is for dishwashing. Most of this is 
done via a machine with a water saving program.

Water usage 4,800 cubic 
milliliters per year

“Coola” Laundering of robes and towels

All robes used by customers during treatments are laundered, as are 
all towels, at a commercial laundry. This amounts to around 3 tons of 
laundry per month.  

Water usage 1,934 cubic 
milliliters per year

Total 9,995 cubic milliliters per 
year 

All waste water is recycled to the city waste systems and is in line with all city regulations.

Water: In addition to our modest usage of water for cleaning 
purposes, our main additional water usage is described in the 
table below: 



Usage Emissions

Total annual usage 444,190 
kilowatt per year

700  tons

Cars Car usage in 2007 66 tons

Flights 8  flights to Europe 14.7 tons

Waste Organic waste including the 
restaurant

640 tons

Total Tons per 
year 1,420.7

These emissions are caused by combustion of petroleum 
products, gas and coal. These gases create a layer in the 
atmosphere which prevents the exit of sunrays back into 
space. This is the layer which protects human life and our 
destruction of the atmosphere is life endangering. As a 
result of gas emissions, the earth is suffering from global 
warming, icebergs are melting and sea levels are flooding 
land areas, and many other negative phenomena are 
occurring. 

Products and services which promote environmental 
awareness

Ecological shoes: comme il faut has been selling ecological 
shoes for some time. We were the Company who brought 
Blackspot shoes to Israel – shoes with an anti-brand 
message, anti- global and made from recycled plastic 
and organic canvas. Recently we started to market the 
brand “animal being”, shoes designed by Galit Reich as 
“vegetarian” made from alternative materials -cotton, 
natural rubber, wool and wood. 

comme il faut carbon 
management policy

Global warming is a relatively new phenomenon 
which represents the biggest threat to the 
sustainability of humankind. Global warming is 
the result of high levels of emissions of carbon 
dioxide and other gaseous substances known as 
greenhouse gases into the atmosphere.

Fair trade products from Green Action
For several years now we have collaborated with Green 

Action, a nonprofit organization promoting social and 
ecological change via direct non-violent action. Fair trade 
products include olive oil and honey, and these are sold 
in our stores and provided as gifts to our employees at 
holiday periods. We are the only Company (other than 
restaurants) to support Green Action. For further details, 
please visit the Green Action website: 
www.greenaction.org.il 

Closed carbon cycle
In the comme il faut group of companies, we are aware 

that every time we use electricity, drive a car, fly on a 
plane, or throw waste away, we have an impact on the 
environment. We believe that it is the duty of every one 
of us to ensure we reduce our negative impacts. We will 
develop a process for tracking all carbon footprint related 
data, support projects to reduce impacts, and offset 
carbon dioxide in a voluntary way. 

This calculation is based on the carbon calculator of the Good Energy Initiative: 

http://www.heschel.org.il/heshelphp/yozmot.php?cat=8&ind=60

comme il faut
carbon usage

The carbon footprint of comme il faut for 2007 is 1420.7 
tons of carbon dioxide emissions per year. These emissions 
are the result of travel, flights, and electricity usage, in the 
main. 



We offset
We decided to reduce our emissions after a thorough check 

of all our activities and changes in our processes. We plan 
to continue to offset as per the following table: 

year % offset
Tons to offset
based on 2007 
usage

2008 5% 71

2009 10% 142

2010 15% 213

The project our carbon offsetting funds are supporting is 
“KOL DUDI” – the exchange of water heating systems 
based on diesel fuel to solar powered systems. This 
project is the initiative of “Good Energy” of the Heschel 
organization. www.heschel.org .

Our carbon offsetting required an 
investment of 3,200 shekels covering 
71 tons of carbon emissions. 

Waste 
None of the Companies in the group produces hazardous 

waste which requires special disposal arrangements. The 
main waste is shown the following table: 

Fashion Fabrics Around 98% of all fabrics are utilised 
in all processes

Food The average level of food waste is 
2 cubic tons per day 

“Coola” Slippers The main waste element is 30-60 pairs 
of single use slippers which are thrown 
away every day. These slippers go to 
landfill. They are offered to customers as 
a gift but many do not take them home. 

Close to the restaurant there is a subterranean waste collection 
point, made of steel, to which organic wasted is routed. 
This vessel is emptied twice a day. The vessel is sealed and 
there is no leaking of waste to the surrounding deck. 

Packaging

Up until early 2008, our carrier bags were made of plastic with 
multi-color printing. Our quantities ranged from 25,000 to 
30,000 regular plastic bags, 5,000 large bags, and 5,000 
plastic garment cover bags each year. In addition, we 
use around 30,000 laminated carton carrier bags. At the 
beginning of 2008, we completed the change of all of our 
packaging to recycled carrier bags, with no printing. The 
change enables us to save around 20% in material costs.   
In the future, we will consider reusable bags. 

Distribution 
Distribution is included in our carbon footprint calculation. 

The Company has 22 vehicles. All distribution of garments 
between stores is via the company’s own vehicles. 

Overall investment in the environment
We have not completed a detailed calculation of our total 

investment in the environment which takes into account 
all our activities in this respect. Given that our activity is 
integrated into the way we work in all the Companies in 
the group, separating out the environmental elements is a 
difficult task. Similarly, we have not developed a detailed 
mechanism for “green purchasing”. Environmental 
protection is very important to us and we will continue 
to improve our awareness of the economics of our 
environmental protection activities in the future.

Certificate of carbon offset purchase



We have the developed the following guidelines for the   
coming years: 

Social Responsibility Management
We will continue to manage our social responsibility as part of 

our core business, and create a more structured framework 
for progress and tracking of progress. 

Steering team: We will create a steering team under the 
leadership of the CEO, to meet once per quarter, and report 
progress periodically via the Company web site.

Business Strategy
We will continue to invest in the growth of our business to 

ensure success in a sustainable way. The key directions for 
the coming years are:

• Opening of more stores in strategic areas in Israel such as 
Jerusalem

• Development of our footwear line
• Expansion of our brand in different ways
• Continuing to develop comme il faut café and “Coola”
• Examination of expansion abroad and creation of an      

action plan.

Our influence on our employees:
We will continue to be attentive to the needs of our employees, 

and expand the opportunities for learning, acting and 
influencing. 

• We intend to create a well being program for all employees 
in which each employee will be able to select certain activities 
for self-development

• We will open up our feminism program for all Company 
employees

• We will create clearer procedures for safety at work and 
safety training

• We will improve in the area of recruitment and induction,    
to create a more stable workforce with lower turnover

• We will deepen our dialogue with employees, create “round 
table discussions” and conduct an annual employee survey

 
Our influence on our customers
We will continue to invest in understanding our customers, and 

provide relevant solutions and highly personal service. 
• We will expand our customer evening program 
• We will improve our understanding of what creates a positive 

shopping experience at our stores and act accordingly
• We will broaden the dialogue with our customers and 

conduct more qualitative and quantitative surveys
• We will generate campaigns and social projects in which our 

customers can also take part
• We will establish a shelf in each store to exhibit customer 

projects and the special achievements of our customers. 

Our influence on suppliers
We will continue to invest in the positive connections we 

enjoy with our suppliers and in promoting a social and 
environmental responsibility approach.

• We will communicate our code to suppliers and ask for 
their commitment to the principles of social environmental 
responsibility

• We will develop performance satisfaction measures for 
suppliers and will maintain a dialogue with them about this. 

Our influence in the community
We will continue to be involved in community projects, in order 

to contribute to strengthening the community around us. 
• We will continue with our partners, the Achoti movement, 

and deliver results to create greater financial independence 
for the women of the project

• We will continue our exhibitions at Bayit Banamal. 
• We will expand the “Coola” social network
• We will continue to deal with social issues affecting women 

through our catalogues and marketing campaigns to further 
enhance awareness of these issues. 

Our influence on the environment
We will continue to improve our awareness of subjects 

concerning with protection of the environment.
• We plan to reduce our carbon footprint through reduced 

material usage, energy and water, and offset at the rate of 
15% per year.

• We will learn more about sustainable textiles, and create 
a plan to expand our use of natural fabrics, organics, and 
recycled or fair trade materials.

• We will deepen our understanding of the “cradle to cradle” 
concept in order to create a closed production cycle which 
has zero negative impacts on the environment. 

 
Reporting
We will continue to report on our impact and activities every 

two years. We will report against the Global Compact 
principles in accordance with our commitment. We will be 
grateful to receive all reactions from all stakeholders, and we 
will respond as best we can. 

The last word
This section completes our commitment to reporting on all 

our impacts. The very preparation of this report has caused 
us to review our impacts and understand the scope of the 
task we took upon ourselves, as a business, as women, 
and as individuals of influence. This process has caused 
us to increase our desire to be women who 
influence. 

A look to the future

Women who influence, success in business, 
social and environmental responsibility, how 
does all this come together in the coming years?
There is no doubt that with responsibility comes commitment, 
both to continue to act and to continue to be transparent.





About this report

This report is the first report of the 
comme il faut group of companies. 
It was written during the first half of 
2008 and relates to our activities 
in 2007. However, some of our 
activities which were initiated in 
2007 and continued into 2008 have 
been described in this report. All 
performance data and indicators relate 
to the 2007 calendar year. 

The GRI – Global Reporting Initiative

This report has been written in accordance with GRI G3 
guidelines updated in 2006. GRI is the global non-profit 
international organization which acts as the operational 
arm of the UNEP environmental agency, to increase the 
level of social and environmental reporting amongst 
Companies throughout the world. The main way of 
assimilating this process is the use of the reporting 
framework which contains detailed guidelines for 
reporting on impacts and provides a consistent structure 
which thousands of Companies around the world now use 
for sustainability reporting. 

 

We will continue to report every two years. In between, we 
will update our stakeholders via our website: 
www.comme-il-faut.com/agenda

Process of defining the content 
for this report
At the start of the reporting project we conducted a 

comprehensive mapping study of all the elements of our 
business which highlighted all the potential strategic, 
commercial, economic, social and environmental issues. 
We identified the gaps between our activities and the 
reporting requirements, and created a program of activities 
to address these gaps. This program included broad 
consultation with stakeholders including employees, 
customers, suppliers, consultants and opinion leaders from 
different fields. After collecting all the information we 
analyzed business and stakeholder needs and created a 
matrix of material issues. We did not include in this report 
the very minor activity which is conducted via wholesalers 
in Israel or abroad, and does not impact our financial 
results significantly. 

For more information, please see: www.globalreporting.org .



GRI
GRI is the global non-profit 
international organization which 
started out as the operational arm 
of the UNEP environmental agency, 
to increase the level of social and 
environmental reporting amongst 
Companies throughout the world. The 
main way of assimilating this process 
is the use of the reporting framework 
which contains detailed guidelines for 
reporting on impacts and provides a 
consistent structure which thousands 
of Companies around the world now 
use for sustainability reporting. For 
more information, please see: 
www.globalreporting.org

GLOBAL COMPACT
The UN Global Compact is the largest 
global initiative to promote social 
responsibility of businesses. The 
Global Compact of the United Nations 
is a voluntary initiative, which brings 
together thousands of businesses 
in more than 100 countries all over 
the world. In order to maintain 
the initiative, representatives of all 
sectors have joined the Compact: 
governments, corporations, social 
organizations and civil society groups 
– in order to promote the universal 
principles of the Global Compact in 
the field of human rights, workplace 
standards and anti-corruption. 
More details can be found on the 
Global Compact website: www.
unglobalcompact.org 

WOMENOMICS
This term comes from the English 
“woman” and “economics”. It relates 
to the theory that women have a 
major role to play in the development 
of the world economy. This is based on 
the purchasing power of women which 
is dominant in all consumer markets 
and sectors, and due to their increasing 
presence in the labor market. 

Agenda
A view of the world, values, important 
themes which direct and guide our 
actions. At comme il faut, the agenda 
is an integral part of the business 
strategy. You can read about the 
comme il faut agenda in part one of 
this report, or in the full version on 
our website: 
www.comme-il-faut.com/agenda

Social and Environmental 
responsibility
This is an approach to business in 
which business success is based on the 
inclusion of social and environmental 
considerations in all decision making 
processes. The adoption of this 
approach should provide business 
advantage whilst generating positive 
impacts on society and on the 
environment, for a sustainable world 
and for future generations. 
 
Stakeholders / shareholders
Stakeholders are all those individuals, 
groups or organizations which have 
an influence on the activities of the 
organization and who can impact 
the results of the business. This is in 
contrast to shareholders who have 
a part or total ownership of the 
organization through the holding of 
shares. 

Employee diversity
The existence of unique individuals 
in a business or in a community, 
including men and women from 
different countries, cultures, ethnic 
groups, generations or who have 
different abilities and talents, including 
the mosaic of qualities which make us 
what we are as individuals. In order 
to succeed in creating a working 
environment in which diversity can 
prosper, and in which each individual 
can feel as though he or she belongs, 
there must be an organizational 
culture of inclusion and acceptance 
of others. 
 
Greenhouse gases
Gases which are produced as a result 
of business activities and which destroy 
the ozone layer. Such gases contribute 
to climate change and global warming. 
The most common greenhouse gas is 
carbon dioxide (CO2)
 
Carbon footprint
The amount of greenhouse gas 
emissions which destroy the ozone 
layer as a result of the business 
activity. Usually this is expressed 
in tons. 
 
Materiality
The most important issues according 
to 2 key parameters: (1) the things 
which impact on the success of the 

business and (2) the things which 
were raised by stakeholders as 
representing their aspirations and 
concerns. The concept of social 
and environmental responsibility 
demands that the material issues are 
understood and fully addressed in 
order to advance sustainability. 
 
Corporate Governance
Corporate governance is the term 
used for the wide range of principles 
and rules which are essential for the 
careful and considered management 
of corporations, with regard to 
audit and control, and relates in 
the main to the way in which the 
Board of Directors guide the policy 
of the corporation and supervise 
its implementation in the business. 
(Taken from the Maala Ranking 
questionnaire, 2008). 

Product Life Cycle
This relates to all the stages in the life 
of a product, starting with design and 
running through to the end of the 
life of the product after usage. The 
evaluation of the impacts of a product 
during its life cycle relates, amongst 
other things, to the use of energy 
and materials, waste and emissions, 
transportation and removal of the 
product for recycling. The expectation 
is that production impacts will be 
countered by other positive impacts. 
This approach creates a positive 
closed cycle of impacts from “cradle 
to cradle” in which all materials 
are recycled and create no negative 
impacts on the biosphere. 
 
From Cradle to cradle
This term was coined in the 1970’s, 
and relates to production processes 
which do not yield waste in any part 
of the process. This means that all 
elements of the product and energy 
used in production can be recycled 
for alternative uses in a closed cycle 
which does not leave any negative 
impact on the environment. 
 
Fair Trade
A system of trade with local suppliers 
(usually in developing countries) in 
which locals who are employed in 
production and supply of products 
receive a fair wage which enables 
them to live decently and develop. 

There are many organizations in 
the world which check standards of 
commercial dealings with such local 
organizations, and determine the 
principles for fair partnership with 
local manufacturers. 
 
Feminism
There are many definitions of 
feminism, starting from a basic 
ideology and developing into a 
political movement. In this report, 
our view of feminism relates to a 
situation in which every woman can 
feel unique, special and has the right 
to respect and equal opportunity in all 
walks of life. In a world in which there 
are so many limitations to realizing 
these rights, we believe that feminism 
includes a degree of solidarity 
amongst women and a degree of 
affirmative action. 
 
Carbon offsetting
This is a system by which one 
can invest in alternative energy 
or renewable energy in a positive 
way, to promote protection of the 
environment. This system is used 
by businesses which are not able to 
eliminate all greenhouse gas emissions 
completely. In order to balance, or 
offset, their emissions, they purchase 
units of “carbon” and the proceeds 
from these purchases go towards 
funding research or projects which 
reduce carbon emissions. 
 
Sustainability – sustainable 
development
Sustainable development is 
“development which meets the needs 
of the present without harming the 
ability of future generations to meet 
their needs”. (Our common future, 
Bruntland Report, 1987). Sustainable 
development is one of the most 
important terms of the 21st century. It 
comprises within it the challenges of 
humanity: 
•   preserving the earth and life on 
earth
•   just distribution of natural 
resources
•   the war against poverty and lack of 
education 
http://www.earthweb.tau.ac.il/default.
asp?PageID=139

Glossary of terms



The CEO of Potential One Ltd, Elaine Cohen, was the senior 
consultant and was personally involved in all the processes 
including collection of data and developing the reporting 
content. 

Elaine Cohen participated in training with the organization 
AccountAbililty in the field of social responsibility and 
stakeholder engagement and is certified by AccountAbility 
and the global auditing organization IRCA for the purpose 
of report assurance. Elaine Cohen is registered as an 
Associate Sustainability Practitioner number 01191845. 
Elaine Cohen has vast practical experience in the field of 
social responsibility for over 10 years. Potential One is an 
organizational stakeholder of the GRI, a member of Maala, 
business for Social Responsibility in Israel, and a member of 
AccountAbility.

It is important to state that it is not considered appropriate for 
the consultant who has worked on developing the social 
report to provide assurance for the report. This declaration 
does not serve as an assurance statement, and therefore 
the report does not apply at A+ reporting level. However, 
the consulting and support process in this medium sized 
group of companies also took on the nature of an audit, 
against which the report writing was based on the detailed 
checking of all data at first hand, including checking of all 
annual financial reports, budgets, processes during several 
months. During this process there was a high degree of 
verification of data, management approaches in practice 
and management of interfaces, including visits to suppliers, 
discussions with employees, analysis of business results and 
external surveys, and participation in many internal and 
external company events. 

The scope of the work included:
1.Assistance in developing the Company vision and values
2.Assistance in developing the Company Code of Ethics and 

its assimilation
3.Assistance in developing the Supplier code and defining the 

assimilation process
4.Conducting and analyzing the employee survey
5.Support for developing and analyzing the customer survey
6.Detailed work with several managers in the area of human 

resources, organizational development, purchasing and 
general management

7.Development of the reporting content and material issues
8.Organization and management of the stakeholder panel
9.Assistance in social marketing and community projects 

including the “Achoti” project and the “Pass-it-on” 
project.

All data in this report has been checked and verified by 
Potential One Ltd. Checks included budgets, payroll, 
supplier payments, and all feedback processes within the 
Company. 

Therefore, Potential One Ltd confirms that this report is a 
fair, balanced and accurate representation of the comme 
il faut group of companies’ social and environmental 
responsibility. 

Potential One ltd is the company which was 
hired by comme il faut during the past year 
to support and advise on the development 
of social and environmental responsibility 
processes and the reporting framework. 
Potential One ltd is a private social business 
consulting firm with no other connection to 
comme il faut other than the contract for the 
purpose of this reporting process.

Declaration of the social responsibility 
consultant for the comme il faut report 2007



Completeness

This report contains all the relevant information which is 
likely to influence stakeholder decisions or likely to impact 
significantly on the performance of the Company.  

Responsiveness
This report contains reference to stakeholder feedback and 

the approach of the Company to issues which have an 
economic, social and environmental impact.

Subjects to develop in future reports
Foreign suppliers
We recommend that comme il faut reports in a more detailed 

way with regard to the use of foreign suppliers and the 
purchasing and control processes. This is important for 
the footwear section of the business, and for wovens 
and accessories, so that the supplier process relating 
to manufacture and labor standards can be more fully 
reflected with regard to foreign suppliers where controls 
are more complex than with local suppliers. Similarly, 
we will expect to see full reporting of the process of 
assimilating the supplier code in Israel with local suppliers. 

Employment practices
In the next report, we will expect to see developments in 

workplace practices, especially with regards to a more 
formal approach to safety in the workplace, including 
employee training and awareness. Similarly we would 
recommend a process be put in place to track training and 
development of employees and fuller reporting on this 
issue in future. 

 Potential One Ltd, Israel 
 Elaine Cohen
 May 2008

Reporting approach and assurance of 
the data
This report has been prepared in accordance with guidelines 

of AA1000 AS and AA1000 AE global standards prepared 
by AccountAbility in the field of stakeholder engagement 
and assurance of reporting, the GRI and the principles of 
the Global Compact. 

Conclusions
This social and environmental responsibility report complies 

with the quality standards of reporting required by the GRI 
G3 guidelines and is a fair and balanced representation of 
the management approach to social responsibility, and of 
the implementation of practices within the comme il faut 
businesses. 

The management approach is well assimilated in the business 
in all activities and amongst all employees. The comme 
il faut company is a private company of medium size, 
and operates in accordance with the most advanced 
approaches to social responsibility. 

The social responsibility activities of comme il faut are broad 
and diverse. The company is not a heavy industry and does 
not represent a major environmental threat. However, the 
company does progress many initiatives to reduce negative 
environmental impacts. In the context of labor standards, 
there is a strong orientation towards employment and 
advancement of women, which was found to be positive 
and legitimate by stakeholders.  

Materiality
The comme il faut social responsibility report reflects in a 

balanced way the material issues which are relevant for the 
continued sustainable performance of the Company and 
the interests of key stakeholders. The internal and external 
stakeholder engagement processes provide a strong basis 
for the determination of material issues. All the subjects 
raised by stakeholders have been addressed in this report. 
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DISCLOSURE against the GLOBAL COMPACT

comme il faut believes that all the group’s activities are in line with 
the principles of the Global Compact. During the last year, we have 
progressed processes to ensure greater alignment of our activities. 
The following table shows the ways in which we observe the Global 
Compact Principles in comparison to the GRI indicators against 
which we have reported in this report. 

Subject Principle 
Number 

Principle Cross reference 
to GRI

Reporting Section Page

Human rights Principle 1 Businesses should support 
and respect the protection 
of internationally proclaimed 
human rights. 

HR4-7 We respect human rights in all ways. Our 
code of ethics  which was developed and 
assimilated during the last year promotes 
awareness of our employe to human 
rights issues

1 62

Principle 2 Businesses should make sure 
they are not complicit in 
human rights abuses

HR4-7 We have an anti-discrimination policy, 
and we have developed a supplier code 
to ensure suppliers adhere to this as well. 

1 62

Labor 
standards

Principle 3 Businesses should uphold the 
freedom of association and 
the effective recognition of the 
right to collective bargaining.

HR5, LA4-5 There has never been a request for 
employee association or for collective 
bargaining. 

1 62

Principle 4 Businesses should uphold the 
elimination of all forms of 
forced and compulsory labor.

HR 7 We do not condone forced labour. 
All employees have open channels of 
communication relating to their work 
with the company. 

1 62

Principle 5 Businesses should uphold the 
effective abolition of child 
labor.

HR 6 We do not employ children. We have 
developed a supplier code to ensure 
suppliers adhere to this as well including 
an explicit declaration. 

1 62

Principle 6 Businesses should uphold the 
elimination of discrimination 
in respect of employment and 
occupation.

HR4, LA 13 We maintain a policy of openness to 
every person. We have a preference 
for women where they are suitable 
candidates given the nature of our 
business but recruitment processes 
are open to all and fair and equal 
opportunity is maintained. 

1 63

Environment Principle 7 Businesses should support a 
precautionary approach to 
environmental challenges.

4.11 We select all our activities on the 
basis of an objective to operate in an 
environmentally friendly way. 

1,3 38

Principle 8 Businesses should undertake 
initiatives to promote greater 
environmental responsibility.

EN1-4, 
EN8, EN16, 
EN20-23, 
EN26, EN28

Part 3 of this report describes our 
activities to promote environmental 
responsibility, use of materials, recycling 
and carbon offsetting.

3 68-71

Principle 9 Businesses should encourage 
the development and diffusion 
of environmentally friendly 
technologies. 

EN2-3, EN8, 
EN16, 
EN19-23

We use natural materials in our designs 
and we undertake to learn more in 
order to develop our ability to use more 
ecological fabrics. 

3 68-71

Anti-
corruption

Principle 
10

Businesses should work against 
corruption in all its forms, 
including extortion and bribery.

SO 3-4 We do not comply with corruption in any 
way. Our Code of ethics makes this clear.  

3 9, 64



This report complies with level  A
and has been checked and approved by 
the GRI at this reporting level.

Selection of the reporting level
It was important for us to report in the most transparent way at 

the highest standard – we wanted our report to be «comme 
il faut». As a private Company with no obligation to disclose, 
we took upon ourselves a significant task. For this first report, 
we decided not to use an external assurer (to meet the A+ 
requirements) as part of our learning curve, as we lay the 
foundation for future reporting. However, external consultants 
who have supported our process have had full access to all 
our data and people with no restriction whatsoever, and they 
have checked the reliability of all information contained in this 
report.

The GRI defines a number of reporting levels as per the following table:

Reporting Level C C+ B B+ A A+

G3 Profile Disclosures   Report on: 
1.12.1 - 2.103.1 - 3.8, 
3.10 - 3.124.1 - 4.4 , 
4.14 - 4.15
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rt
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na
lly
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ss
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ed

Report on all criteria listed 
for Level C plus: 
1.23.9, 3.134.5 - 4.13, 
4.16 - 4.17
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rt
 E
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na
lly
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ss

ur
ed

4.17Same as requirement 
for Level B 
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na
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ur
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3G  Management 
Approach Disclosures

Not required at this level Management Approach 
Disclosures for each 
Indicator Category

Management Approach 
Disclosures for each 
Indicator Category

G3 Performance 
Indicators &Sector 
Supplement 
Performance Indicators 

Report on a minimum 
of 10 Performance 
Indicators, including at 
least one from each of: 
social, economic, and 
environment.

Report on a minimum 
of 20 Performance 
Indicators, at least one 
from each of: economic, 
environment, human 
rights, labor, society, 
product responsibility.

Respond on each core G3 
and Sector Supplement* 
indicator with due regard to 
the materiality Principle by 
either: a) reporting on the 
indicator or b) explaining 
the reason for its omission.
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The last word
I hope that you found this report interesting and that it has raised questions about the way we run 

our business. I am sure that we have supplied only some of the answers. We will be happy to 
receive more questions and we will reply to them. All comments are most welcome. Furthermore, 
I hope that we have contributed a little to your intention to take a stand and influence whatever is 
important to you.

For me, the writing of this report has been an exciting and moving experience, beginning with the 
first meetings about the significance of feminism, through the development of our vision, strategy 
and dialogue with stakeholders, the new language we have learned and many new and varied 
insights. This report is a sort of the realization of a dream. 

Thank you for your interest in our social and environmental responsibility report.

Yours,

Sybil Goldfiner
Founder and CEO, comme il faut 
group of companies

For all questions, please contact: 
Sagit Nave
Company spokesperson
Telephone: 03-7171500
Fax: 03-6818840
E-mail: sagit@comme-il-faut.com

www.comme-il-faut.com 
3 Hapelech St. Tel Aviv, Israel 




