


Building Resilience and Value in Fashion’s Supply Chain — March 2022

© 2022

Implications for the Fashion Industry
• It took nearly two years to bring together four competing manufacturers. Trust was fundamental to getting the partnership off the ground, as well as a desire to 

set aside differences in pursuit of a shared vision. For brands and retailers that are considering similar ventures, it will be essential to test the appetite of their 
counterparts to experiment with a new business model.

• While two of the manufacturing investors had not previously been suppliers for Carhartt, they signed on as suppliers after DXM launched. This illustrates the 
potential for brands and retailers to nurture new relationships or deepen existing relationships with suppliers by aligning incentives.

• While DXM’s specific approach to on-demand customisation for Gen-Z consumers is unlikely to be applicable to all companies or product categories, it highlights 
the importance of understanding consumer preferences in order to reduce overproduction. 

04. Brand and Retailer Playbook

Source: Expert interviews conducted by BoF Insights. The views, information or opinions expressed in expert quotes are solely those of the individuals involved and do not necessarily represent those of BoF Insights. 

CASE STUDY | DXM is a pioneering example of a new format for integrated brand and 
supplier relationships

• Incorporated in Aug. 2019, DXM is an equal partnership between the brand 
Carhartt and four manufacturers — Brandix, Busana Apparel Group, MAS and 
Shahi Exports. 

• DXM provides a tech platform for consumers to customise and co-create 
products in a sustainable and agile way. Ultimately, DXM intends to enable 
apparel consumers to personalise blanks (e.g. jeans, T-shirts, etc.) from 
regional factories where items can be shipped in c. 48 hours. 

• DXM leverages the facilities of its manufacturing investors and also extends 
its geographic footprint via strategic relationships with other factories.

• Thus far, DXM has run proof-of-concept and secured three commercial 
customers. 

DXM enables on-demand manufacturing for customised garments
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“The hope that drove the creation of DXM was that the fashion industry 
could move away from siloes. Fashion companies shouldn’t be handling 
suppliers in a transactional manner. Brands and suppliers should work 
together in a collaborative ecosystem to drive change and to understand 
consumer needs and wants, rather than operating in their own lanes.

The biggest challenge for DXM is to ensure alignment. Everyone agreed 
on the vision so we need to continue swimming in that same direction.” 

— Matthew Wallace, CEO of DXM Inc. (on-demand manufacturing 
platform)
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