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F C
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VERVIEW

Found
ed

 in 1973, Pata
gonia is a

n outd
oor and

 ad
venture 

a
pparel 

com
pa

ny 
w

id
ely 

know
n 

for 
its 

environm
ental 

a
ctivism

, 
high 

quality 
gea

r, 
and

 
lead

ing 
ed

ge 
com

m
itm

ent 
to 

high 
roa

d
 

em
ployer 

practices. 
The 

com
pany 

m
ission 

statem
ent, 

“build
 

the 
best 

prod
uct, 

ca
use no unnecessary ha

rm
, use business to inspire a

nd
 

im
plem

ent solutions to the environm
ental crisis” illustra

tes 
the com

pany’s proactive orienta
tion tow

ard
 applying the 

business tools a
t their d

isposa
l to som

e of the toughest 
environm

enta
l challenges of our tim

e. The com
pany’s 

susta
inability efforts ha

ve grow
n to includ

e m
inim

izing their 
ow

n ecological footprint, to ind
ustry-w

id
e m

obiliza
tion of 

corpora
te 

giving 
to 

environm
ental 

groups, 
a

nd
 

the 
im

provem
ent 

of 
labor 

stand
a

rd
s 

in 
the 

a
pparel 

m
a

nufa
cturing ind

ustry.
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BLEM

 STA
TEM

EN
T

Pa
ta

gonia com
m

itted
 to the Fa

ir La
bor A

ssocia
tion’s (FLA

) 
fa

ir com
pensa

tion project to pilot and
 im

plem
ent living 

w
a

ge 
m

od
els 

in 
their 

finished
-good

s 
supply 

chain. 
Pa

ta
gonia is interested

 in reliable a
ggregate d

ata about 
w

ha
t w

orkers are paid
, the va

lue of benefits provid
ed

 to 
them

 by suppliers, and
 the supplem

ental overtim
e hours 

w
orked

 to m
eet a ba

sic stand
a

rd
 of living, to understand 

how
 far each of their suppliers is from

 a living w
age target.  

PRO
BLEM

 STA
TEM

EN
T
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The m
inim

um
 necessary for a w

orker and
 tw

o 
d

epend
ents to have access to resources, includ

ing 
food

, safe d
rinking w

ater, clothing, shelter, energy, 
transportation, ed

ucation, sanitation facilities and
 

access to health care services.

LIV
IN

G
 W

A
G

E D
EFIN

ITIO
N

C
O

M
PEN

SA
TIO

N

DISC
RETIO

N
A

RY 
IN

C
O

M
E

BA
SIC

 N
EEDS

Total rem
uneration, in cash or in kind

, payable by the 
em

ployer to an em
ployee in return for w

ork d
one by the 

latter d
uring a specific tim

e period
. C

om
pensation of 

em
ployees has tw

o m
ain com

ponents: (a) W
ages and

 
salaries payable in cash; (b) The value of the fringe 
benefit or social contributions payable by em

ployers: 
these m

ay be actual social contributions payable by 
em

ployers to Social Security schem
es or to private 

fund
ed

 social insurance schem
es to secure social 

benefits for their em
ployees; or contributions by 

em
ployers provid

ing unfund
ed

 social benefits.

 The am
ount of a w

orker’s w
ages available for spend

ing 
or saving after basic need

s have been m
et.”

LIVIN
G

 W
A

G
E

Every w
orker has a

 right to 
com

pensation for a
 regular 

w
ork w

eek tha
t is sufficient 

to m
eet the w

orker’s basic 
need

s a
nd

 provid
e som

e 
d

iscretiona
ry incom

e.

The Fa
ir Labor A

ssociation 
d

efinition w
as chosen a

s our 
w

ork w
ill help inform

 the Fa
ir 

Labor A
ssocia

tion w
ork 

group on fa
ir com

pensa
tion.

Source: The Fair Labor A
ssocia

tion
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BUSIN
ESS C

A
SE

Pa
tagonia

 has m
ad

e strid
es to a

lign business operations 
w

ith ecologically a
nd

 socially susta
ina

ble practices. By 
turning a

ttention to fa
ir com

pensa
tion, Pata

gonia
 is able 

to take yet another step tow
ard

 fully realizing their m
ission 

to use business to inspire solutions to global challenges. 
Pa

tagonia
 sees the ind

ustry’s ra
ce to the bottom

 a
s 

unsustainable and
 sees great va

lue in ta
king a strategic 

a
nd

 
thoughtful 

approa
ch 

to 
reim

agining 
socially 

sustainable living w
age sourcing. 

BUSIN
ESS C

A
SE
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●
C

om
plex: The d

esign of the tool 
required

 d
eta

iled
 instructions 

w
hich w

ere d
ifficult to und

ersta
nd

 
for em

ployees.
●

Tim
e C

onsum
ing: the tool took 

factories d
a

ys to com
plete 

instea
d

 of the a
d

vertized
 4 hours.

●
M

a
nua

l D
a

ta
 Entry: the fa

ctories 
w

ere required
 to input the d

a
ta 

m
a

nua
lly into the FLA

  tool. 
●

H
a

rd
 to A

ggrega
te: The fina

lized
 

excel file sent by the fa
ctory 

required
 d

ata
 m

a
nipulation in 

ord
er to a

ggrega
te a

cross the 
va

rious factories
●

In Kind
 Benefits: Fa

ctories 
struggled

 to und
ersta

nd
 in-kind

 
benefits w

hich led
 to ad

d
itiona

l 
confusion.

C
HA

LLEN
G

ES W
ITH THE FLA

 TO
O

L

C
HA

LLEN
G

ES W
ITH THE FLA

 TO
O

L

STREN
G

THS O
F THE FLA

 TO
O

L

●
C

om
prehensive D

ata C
ollection: The 

tool enabled
 consistency and

 
analytical rigor across all countries. 

●
Stand

ard
 Softw

are: Leverages 
stand

ard
ized

 and
 accessible 

M
icrosoft O

ffice softw
are.

●
O

pen Source: Tool is ed
itable w

hich 
allow

s factories to custom
ize to their 

need
s.

●
Test Pilot: Provid

ed
 a fram

ew
ork and

 
sam

ple d
ata on w

hich to iterate 
future tools. 

●
D

aylighted
 the challenge: The 

com
plexity of collecting inform

ation 
and

 the need
 to approach each 

country and
 factory on a case by 

case basis is now
 clear.
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D
uring stakehold

er interview
s, w

e 
focused

 on gathering insights 
around

 three prim
ary objectives: 

•
Strategic Research &

 A
nalysis: 

Und
erstand

 big-picture 
strategic objectives from

 the 
various stakehold

ers

•
Existing FLA

 Tool Research &
 

A
nalysis: Und

erstand
 the 

existing FLA
 tool from

 a 
technical perspective

•
User/M

arket Research &
 

A
nalysis: Und

erstand
 the 

operating cond
itions for supply 

chain actors

SLA
B PRO

JEC
T SC

O
PE & M

ETHO
DO

LO
G

Y
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Resource &

 Tim
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onstraints
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c.

Transparency
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.
Total Rem

uneration
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 D
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ashboa
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ata Insights

TA
BLE O

F C
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Insight: C
alculating a living w

age benchm
ark can be resource and tim

e intensive

●
“It is labor intensive to collect these d

ata
; it requires a

 lot of hand
 hold

ing.” - Fair Labor A
ssociation

●
“The tool w

a
s not transla

ted
 into the local language crea

ting a barrier requiring m
anagem

ent to check for 
und

ersta
nd

ing.” - Fa
ctory M

a
nagem

ent

●
“D

ifficult to com
plete (3 w

eeks instea
d

 of 4 hrs) w
hich led

 to lots of back and
 forth w

ith suppliers.” - A
d

id
as

●
“I love the id

ea
 of fair w

a
ge, but it’s so m

uch m
ore com

plicated
 than com

ing up w
ith a num

ber.” - Patagonia Field
 

M
a

na
ger 

M
arket Research Insights



13
(S-LA

B) | M
IT SLO

A
N

| PA
TA

G
O

N
IA

M
A

RKET RESEA
RC

H

●
“Payroll is a living d

ocum
ent that is constantly cha

nging, the FLA
 tool is a sna

pshot in tim
e.” - A

d
id

as

●
“The ability to consolid

a
te [d

a
ta] d

epend
s on the sophistication of the supplier. M

ost factories d
on’t have the 

resources to consolid
a

te und
er single system

s.” - Pa
tagonia Field

 M
ana

ger

●
“The d

a
ta itself tells a story, but there’s a larger na

rrative a
bout w

hat the story is about, w
hat it im

plies for the 
reta

iler or brand
 a

nd
 the steps required

 for com
panies to close.” - Fa

ir La
bor A

ssociation 

●
In response to a request for w

age inform
ation “sorry for w

e can not provid
e excel form

at for your ref, only PD
F 

form
a

t available.” - Factory M
ana

ger

Insight: There are num
erous w

ays to conduct living w
age calculations. W

hile the m
ethods are 

typically sim
ilar, the com

plexity of the various operating environm
ents vary

M
arket Research Insights
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●
“In C

hina, w
e have a

 lot of tra
nspa

rency issues. Som
etim

es they d
o cheat because they w

ant to pass an aud
it. If 

w
e go collect tha

t info, they w
ill give us the sam

e info they use to pass the aud
it.” - Patagonia Field

 M
anager

●
“If you could

 m
a

ke the d
ata

 subm
ission anonym

ous, com
panies w

ould
 be m

ore likely to subm
it real d

ata.” -
Pa

tagonia Field
 M

anager 

Insight: Transparency rem
ains a key issue at the individual factory level and current industry 

tools (like audits) are not enough to address com
pensation strategies

M
arket Research Insights
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●
“Bra

nd
s alone cannot m

a
ke fa

ctories raise w
ages, but they can ind

irectly incentivize them
 to think d

ifferently about 
com

pensa
tion over the long term

.” - W
orkers Rights C

onsortium

●
“If you continue w

ith WKH VDP
H rem

unera
tion pra

ctices a
nd

 sim
ply m

ove up the w
age lad

d
er, the pay practice is 

OLNHO\ w
eak and

 not susta
ina

ble.” - Fa
ir Labor A

ssocia
tion

●
“It’s a

 self-fulfilling prophesy: if you only care to sell at the low
est price point, you have to look for cheaper 

prod
uction and

 supply. H
ow

 d
o you keep red

ucing cost? By red
ucing quality of garm

ent m
aterials or red

uce labor 
costs to m

a
ke the garm

ent.” - A
lta

 G
ra

cia

●
“The bra

nd
s rea

lly have the pow
er. N

ot saying you use your purchasing pow
er to m

anipulate the supplier, but you 
d

o ha
ve grea

t pow
er to encourage them

 to d
o better.” - Patagonia Field

 M
anager 

Insight: Living w
age is about m

ore than m
oving w

orkers up the w
age ladder; the industry has to 

think about w
hether rem

uneration by piece rate is conducive to living w
ages

M
arket Research Insights
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A
ggregating and Visualizing FLA

 Data

Source: Patagonia FLA
 Files

Exam
ple of Insights that can be Extracted from

 FLA
 Files

A
 unified

 d
ata source a

llow
ed

 us to look for inconsistencies in the 
d

ata and
 com

pa
re the fa

ctories against each other. 
For exam

ple, one interesting find
ing w

as tha
t V

ietnam
 factories 

‘appear’ to provid
e transporta

tion, m
ed

ica
l ca

re/insurance, and
 

m
eal/food

 to their factory w
orkers w

herea
s these in-kind

 benefit 
are not provid

ed
 by the C

hinese factories. How
ever, it is 

im
portant to also keep in m

ind
 tha

t these benefits could
 ha

ve 
been d

ifficult to ca
pture by the C

hinese factories and
 therefore 

not reported
 in the FLA

 tool.
This find

ing should
 be explored

 further to und
ersta

nd
 how

 these 
in-kind

 benefits fa
ctor into tota

l com
pensation a

t the d
ifferent 

factories. A
re they not provid

ed
 or is this a

 reporting issue?

Data A
ggregation Process

W
e spent som

e tim
e aggrega

ting 
the va

rious FLA
 files into one 

unified
 d

a
ta source (excel 

d
atabase). This required

 som
e 

level of d
ata

 m
anipula

tion to 
m

ake sure d
ata w

as reported
 

consistently to allow
 for cross- 

factory com
parison. 

This d
ata

 w
a

s im
ported

 into and
 

structured
 (right) in Tablea

u 
softw

a
re. This enabled

 us to 
cond

uct som
e ba

sic analysis a
nd

 
d

esign a
 prelim

ina
ry d

ashboa
rd

.



17
(S-LA

B) | M
IT SLO

A
N

| PA
TA

G
O

N
IA

TA
BLEA

U V
ISUA

LIZA
TIO

N

A
ggregating and Visualizing FLA

 Data

Source: Patagonia FLA
 Files

C
urrency C

onversion Rate: 05/18/2017

0102

030405

Exam
ple of Insights that can be Extracted from

 FLA
 Files

●
5 m

ain categories: 1) G
ross W

a
ge 2) O

vertim
e W

a
ge 3) 

C
ash Benefits 4) Incentive Bonus 5) In-Kind

 Benefits
●

By converting from
 local currency to USD

, w
e can see w

here 
the factories lie in rela

tion to ea
ch other for ea

ch 
com

ponent of com
pensa

tion 
●

N
ote: A

verages can skew
 results; this view

 ca
n be explored

 
in the d

a
shboard

 by occupa
tion (cutting, Q

&
A

,etc) and
 by 

contract type (full-tim
e, piece-ra

te, etc.)
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Tableau Prelim
inary Dashboard

Leveraging the excel d
ata source w

e d
esigned

 
a

 prelim
inary d

ashboard
 tha

t visualizes the key 
m

etrics from
 the FLA

 d
a

ta
.

The d
a

shboard
 ca

n be filtered
 by ind

ivid
ual 

factory type and
 a

llow
s the user to 

includ
e/exclud

e overtim
e, and

 report in local 
currency or USD

. 
The first part of the d

ashboard
 aim

s at provid
ing 

user w
ith genera

l sum
m

a
ry inform

a
tion on the 

specific fa
ctory, w

herea
s the second

 pa
rt 

focuses of visualizing the key com
pensa

tion 
m

etrics.

Source: Patagonia FLA
 Files

A
ggregating and Visualizing FLA

 Data
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F C
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02 | SUPPLIER I

04 | IN
TERM

ED
IA

RY PA
RTN

ER

01 | BRA
N

D
●

pa
ssiona

te a
bout the initia

tive
●

broa
d

ly know
led

ge about com
pliance

●
transparency is a cha

llenge
●

frustrated
 w

ith the outcom
e of the FLA

 tool
●

focused
 on build

ing an am
icable rela

tionship 
w

ith suppliers

03 | SUPPLIER II

USER PERSO
N

A
S O

V
ERV

IEW

USER PERSO
N

A
S O

VERVIEW

●
new

er supplier to the brand
●

m
ore com

plia
nce cha

llenges
●

a
pprehensive about transpa

rency
●

d
oes not und

erstand
 bra

nd
’s intent

●
com

piling d
a

ta is burd
ensom

e 

●
w

ell esta
blished

 m
anufacturer

●
confid

ent in current com
pensa

tion strategy
●

skeptical about living w
age a

na
lysis

●
d

isenchanted
 by previous FLA

 tool exercise
●

open to possibility this m
ay lead

 to new
 

insights

●
subject m

atter expert
●

lim
ited

 d
ed

icated
 staff and

 resources to 
ta

ckle issue
●

engage bra
nd

s through a
 w

orking group 
●

focused
 on m

oving the ind
ustry forw

ard
●

bala
nce rela

tionship w
ith bra

nd
s a

nd
 

suppliers
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C
orporate 

Buy-in 

Relationship
W

ith Factory

C
ontent 

Know
led

ge

M
icha

el, the passionate m
id

d
le m

a
nager, has been told

 by 
upper m

ana
gem

ent that the com
pany need

s to m
a

ke 
progress tow

ard
 lifting w

ages in the supply chain. M
ichael is 

juggling severa
l projects a

nd
 is w

orking on a
 sm

all tea
m

 being 
stretched

 in m
any d

irections. M
a

ny of his projects focus on 
supplier com

pliance beca
use the brand

 w
ants to buy from

 
good

 com
panies that treat their w

orkers w
ell and

 prod
uce 

high quality prod
ucts. M

ichael d
oesn't know

 w
here to begin 

w
ith this new

 initiative! Besid
es the aud

its the com
pany 

cond
ucts every once in a w

hile, he d
oesn't have a

 com
plete 

sense of w
ages across m

ore than a sm
a

ll sa
m

ple of w
orkers in 

a given factory. C
an a

 d
ata collection tool help M

ichael 
acquire m

ore com
plete com

pensation d
ata

 from
 suppliers? If 

so, w
hat d

oes M
icha

el need
 in ord

er to leverage a
 d

ata 
collection tool?

M
ichael's broad

 know
led

ge on m
atters of com

plia
nce is invalua

ble. H
e 

know
s the ins and

 outs of how
 suppliers w

ill tread
 ca

refully w
ith provid

ing 
sensitive w

age d
ata. Tra

nsparency is surely a cha
llenge. H

e is a
ble to 

balance the d
elicate brand

-supplier relationship w
ith a

 thoughtful 
approach on w

hich suppliers to ta
rget for initial tool piloting a

nd
 is highly 

sensitized
 to the relucta

nce som
e suppliers w

ill feel tow
ard

 sha
ring 

com
pensation d

a
ta. M

ichael and
 his tea

m
 w

ill excel at d
iscerning 

betw
een real and

 fabrica
ted

 d
ata

 record
s; how

ever, the next step w
ill 

require ad
d

itiona
l support to cond

uct m
ore rigorous living w

age ana
lysis 

on the d
ata.

M
ichael is juggling m

ultiple initiatives, but is lucky to ha
ve the buy-in of 

upper m
anagem

ent. He ca
n't d

o this alone and
 w

ill need
 to a

lloca
te 

resources tow
a

rd
 m

aking sense of w
hatever d

ata
 is collected

 and
 

transm
itted

 to the brand
. M

icha
el ca

n levera
ge corpora

te buy-in to 
galvanize the need

ed
 support and

 pa
rtnership w

ith other colleagues 
w

ho have the qua
ntita

tive ana
lysis skills and

 d
a

ta
 visualiza

tion capacity 
that he lacks on his team

. If intra-orga
nizational support is not feasible, he 

can look externally for tem
pora

ry help (a
n intern) or the support of 

ad
vocacy partners. 

M
ichael's bra

nd
 know

s they a
re a sm

aller buyer in m
any of the factories 

they contract w
ith, a

nd
 a

re constantly thinking of a
lterna

tive w
ays to 

build
 rapport w

ith their m
a

nufa
cturing clients. Som

etim
es this m

eans 
build

ing the ca
pa

city of the fa
ctory to enhance prod

uctivity or im
prove 

cond
itions for w

orkers. This am
ica

ble relationship is key a
 leverage point 

in getting factory buy-in. The bra
nd

 ha
s to be cogniza

nt a
bout w

hat 
relationships they d

o a
nd

 d
o not have w

ith the m
id

d
le m

a
na

gem
ent 

factory staff responsible for m
ainta

ining the com
pensa

tion d
ata. W

here 
the relationships are not so strong, M

ichael a
nd

 his team
 need

 to 
strategize on how

 best to build
 the trust a

nd
 ra

pport need
ed

 w
ith those 

ind
ivid

uals.

M
ichael, the Passionate M

iddle M
anager
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Ease of use

Reciprocity

C
larity from

 
the brand

Xact LTD
 is a

 w
ell-established

 a
ppa

rel m
a

nufa
cturer popular 

am
ong several global appa

rel bra
nd

s, w
ith fa

ctories 
throughout Southeast A

sia. They ha
ve centralized

 
bookkeeping a

nd
 accounting, and

 a sophisticated
 ERP system

 
in place to aid

 them
 in cond

ucting rigorous business a
nalysis. 

Lucian, Xa
ct LTD

’s fa
ctory m

a
nager, has am

ica
ble 

relationships w
ith clients a

nd
 is responsive to requests for 

inform
ation or otherw

ise. Upon hearing from
 one client's 

com
pliance m

ana
ger that the brand

 w
as exploring the 

possibility of higher com
pensation in the supply cha

in, Xact 
LTD

 ra
n som

e ana
lysis on their w

age d
a

ta
 record

s a
nd

 feel 
confid

ent they're a
lrea

d
y perform

ing a
d

equa
tely in this area. 

W
ill Xact LTD

 ind
ulge the bra

nd
's d

a
ta collection exercise 

request? If so, w
hat d

oes Xact LTD
 need

 in ord
er to feel 

com
forta

ble using a d
a

ta
 collection tool?

Xact LTD
 surely has the capacity to prod

uce reports quickly, but m
ay be 

reticent to prod
uce raw

 d
ata for the brand

. Lucian is initially concerned
 

about sha
ring such privileged

 inform
ation. The brand

 w
on’t know

 the ins 
and

 outs of the factory’s operations and
 m

ay com
e to the w

rong 
conclusions a

bout the com
pany’s com

pensation strategy. Is this another 
com

pliance exercise? Lucian has w
orked

 in the ind
ustry a w

hile and
 

know
s how

 com
plicated

 living w
ages are; the solution w

on’t be to sim
ply 

increase w
ages. Is that the brand

’s ultim
ate goal? Xact LTD

 m
ight oblige 

after a frank one to one conversation to d
ig into exactly w

hat the brand
 

is after. 

The la
st tim

e the brand
 requested

 that Lucian provid
e w

age d
ata, it w

as 
a hugely frustrating ord

eal. He w
as assured

 the process w
ould

 be 
straightforw

ard
 and

 brief, but it took him
 a few

 d
ays and

 m
ultiple 

conversations w
ith the bra

nd
 field

 m
anager to m

ake his w
ay through the 

tool. He found
 him

self toggling betw
een factory m

etrics and
 the tool’s 

d
ata categories, unsure how

 to fit Xact LTD
’s d

ata into the tool, w
hile 

ha
ving to m

anually enter in d
ata record

s. Xact LTD
 is w

illing to continue 
collaborating w

ith the brand
 on this, but d

oes not have the staff tim
e to 

spare for a
nother m

arathon d
ata collection exercise.

Lucian is com
m

itted
 to ensuring Xact LTD

 continues to treat and
 pay 

w
orkers ad

equately, and
 feels the com

pany is d
oing better on this front 

than m
any com

petitors. If the brand
 w

ants to use this d
ata to tell Xact 

LTD
 they should

 raise w
ages, Lucian feels the brand

 d
oesn’t have a 

strong ca
se. H

ow
ever, Lucian w

ould
 find

 it com
pelling if the brand

 can 
use this d

ata to reveal new
 insights about com

pensation and
 labor 

m
a

nagem
ent best practices, especially w

here these insights can lead
 to 

cost savings a
nd

 im
proved

 efficiency. Lucian is happy to com
ply and

 
collaborate w

ith the brand
 to get them

 the d
ata they need

 in the short 
term

, but need
s to be affirm

ed
 that this can have long term

 value to 
Xact LTD

 if the brand
 w

ants continued
 engagem

ent over tim
e.

Lucian, Factory M
anager, Xact LTD
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C
oaching &

 
support

Reciprocity

C
larity from

 
the brand

HiQ
 Threa

d
s recently entered

 into a
 contract w

ith a
 

w
ell-know

n brand
 a

nd
 is still build

ing ra
pport w

ith a num
ber of 

tea
m

s across the brand
. Fa

ctory m
a

na
gem

ent a
re on ed

ge 
since they d

id
n't perform

 as w
ell as hoped

 on their la
test 

com
pliance aud

it, but are m
a

king positive strid
es to m

eet the 
im

provem
ent plan goa

ls. The brand
's sourcing unit is happy 

w
ith the qua

lity and
 price of the prod

ucts; yet, the 
com

pliance unit is applying pressure to m
ake im

provem
ents 

that w
ill cut into opera

ting revenue. The bra
nd

 a
sked

 HiQ
 

Threa
d

s fa
ctory m

anager, Rita, for d
a

ta
 as part of a

 living 
w

age project, but she’s not so sure how
 the bra

nd
 w

ill use the 
find

ings. HiQ
 Thread

s values this new
 client, but d

oesn't know
 

w
hat a

 living w
age strategy w

ould
 enta

il. W
ill H

iQ
 Threa

d
s 

ind
ulge the brand

's d
ata request? If so, w

ha
t d

oes H
iQ

 Thread
s 

need
 to feel com

forta
ble using a d

a
ta

 collection tool?

A
 bra

nd
 that is either new

er or facing com
pliance challenges w

ill have 
greater reason to be apprehensive about this level of transparency. Rita 
is inclined

 to be opaque in her response to the brand
’s request, but is 

also m
ore likely to ind

ulge the brand
 if a case for living w

age is w
oven 

into her conversations w
ith brand

 representatives early and
 often. This is 

HiQ
 Thread

s’ only client asking for this inform
ation and

 Rita perhaps 
need

s ongoing assurances about how
 this fits into a long-term

 
brand

-supplier relationship.

Rita ha
s d

ifficulty und
erstand

ing w
hy basic w

age d
ata is not sufficient for 

the brand
. To com

pile d
ata on benefits, d

ed
uctions, and

 bonuses Rita 
ha

s to ta
lk to several d

epartm
ents in the factory. HiQ

 Thread
s tracks 

labor costs, but not in the w
ay the brand

 is requesting. Rita, unlike Lucian 
w

ho ha
s access to m

ore sophisticated
 and

 centralized
 factory analytics, 

ha
s a w

ays to go in ord
er to take the kind

 of com
prehensive view

 the 
brand

 is looking for. She w
ill need

 a lot of support, or even hand
 hold

ing. 
HiQ

 Thread
s w

ould
 also be m

ore receptive to pulling these d
ata 

together in a tim
ely w

ay if Rita’s colleagues w
ere introd

uced
 to the tool.

HiQ
 Thread

s feels obliged
 to round

 up the d
ata Rita is requesting even if 

it is not d
ata

 they use internally to im
prove operations. If the brand

 is 
able to provid

e on-site trainings on how
 the tool and

 its insights m
ight 

ha
ve a

 positive im
pact on the factory over the long term

, HiQ
 Thread

s 
m

ight be convinced
 of using a living w

age analysis to enha
nce their 

und
erstand

ing of labor costs and
 prod

uctivity. 

Rita, Factory M
anager, HiQ

 Threads
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IN
D

USTRY IN
TERM
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IA

RY USER PERSO
N

A

Lim
ited

 
Resources

Balancing 
Relationship 
w

ith Brand
 

&
 Factories

Subject 
M

atter
Expert

Jam
ie and

 Lisa w
ork for W

age Transparency Intl. They view
 

their job as passions, but often find
 them

selves stretched
 too 

thin. Ha
ving com

e from
 both the private and

 public sectors 
they are rea

d
y to tackle big societal cha

llenges, but grow
 

frustrated
 w

hen the sta
tus quo prevails. Their m

em
ber 

com
panies are grow

ing im
patient w

ith the la
ck of progress 

tow
ard

s their goals and
 find

ing com
m

on ground
 betw

een a
ll 

of the com
pa

nies is proving d
ifficult. Recently severa

l of the 
m

em
ber com

panies have expressed
 d

issatisfaction w
ith the 

current d
irection and

 approach and
 ha

ve expressed
 interest 

in taking their com
panies and

 d
ues elsew

here. Som
etim

es 
they spend

 m
ore tim

e m
anaging the va

rious personalities tha
n 

they d
o on solving the problem

. How
 can W

age Tra
nspa

rency 
Intl. solve the problem

 and
 keep every com

pa
ny engaged

.

Jam
ie and

 Lisa
 w

ork for a
 com

pany w
ith in-d

epth know
led

ge on m
atters 

of fair labor pra
ctices. They know

 the ins and
 outs of how

 suppliers 
operate and

 have a
ttem

pted
 to provid

e brand
s w

ith tools to cond
uct 

d
ue d

iligence of their suppliers. They ad
voca

te for grea
ter accountability 

and
 transparency a

m
ong the brand

s, factories, and
 other entities 

involved
 in the globa

l supply chain. They ha
ve com

m
itted

 significant 
resources to this effort. A

fter their first a
ttem

pt of build
ing a

 tool to 
m

easure living w
a

ge, Ja
m

ie and
 his team

 lea
rned

 tha
t a

 tool could
 not 

be d
esigned

 in isola
tion a

nd
 m

ust levera
ge the rela

tionships w
ith brand

s 
and

 factories to und
ersta

nd
 the com

plexities a
round

 capturing the d
a

ta.

Jam
ie m

ust reach out to the brand
s and

 encoura
ge grea

ter 
participation in the w

orking group to d
ed

ica
te resources in term

s of 
subject m

atter expertise. W
a

ge Transparency Intl is struggling w
ith the 

d
ivision of labor for this project. They ha

ve lim
ited

 ca
pa

city a
s d

o the 
brand

s. In ord
er to be successful it require an a

ll ha
nd

s on d
eck 

approach. This w
ill not be successful if W

a
ge Transparency Intl. tackles 

the problem
 on their ow

n.

Jam
ie and

 Lisa
 a

re a
ble to bala

nce the d
elicate ind

ustry 
interm

ed
iary-bra

nd
-supplier rela

tionship w
ith a

 thoughtful approa
ch on 

w
hich brand

s to target for initia
l tool piloting and

 is highly sensitized
 to 

the reluctance tha
t som

e suppliers w
ill feel tow

ard
 sharing com

pensa
tion 

d
ata w

ith the brand
s. They have built strong relationships w

ith som
e of 

the w
orld

's lea
d

ing brand
s w

hich ha
ve com

m
itted

 to ensuring fair la
bor 

practices and
 safe a

nd
 hum

ane w
orking cond

itions throughout their 
supply chains. Through these relationships they aid

 com
panies w

ith the 
resources necessa

ry to d
evelop a

nd
 im

prove social com
plia

nce system
s 

that flag issues and
 lea

d
 to susta

inable solutions w
hen w

orkers are at risk.

Industry Interm
ediary, W

age Transparency Intl
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I. PRO
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ERV
IEW
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O
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G
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A
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IV
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O
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M
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A

G
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V
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O
M

M
EN

D
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N
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 N
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II. M
A
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RC
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N

D
 A

N
A

LYSIS

W
agely O

verview
Supplier User W

irefram
es

c.
Brand

 User W
irefram

es

TA
BLE O

F C
O

N
TEN

TS
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G
ELY

W
A

G
ELY O

V
ERV

IEW

W
agely leverages the insights from

 our m
arket research to 

create a TurboTax -like tool to help brand
s and

 ad
vocacy 

partners m
easure living w

age at factories through a 
step-by-step, easy to use, interactive platform

.

This section includ
es the w

irefram
e and

 w
orkflow

 for the 
factory user persona. The next section contains the w

orkflow
 

for the brand user persona.

For a clickable interactive prototype of W
agely visit:

https://invis.io/YXBQ
Q

PN
DU
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W
A

G
ELY

M
y A

ccount

02

01

01 | W
agely Login Page: O

n the login pa
ge, the user w

ill 
be able to create a new

 account if they d
on’t a

lread
y 

ha
ve one.

02 | Login Section: the user w
ill use their userna

m
e and

 
passw

ord
 to login. D

epend
ing on the user login 

inform
a

tion, the tool w
ill id

entify the user type (bra
nd

, 
factory, or ad

voca
cy pa

rtner). Ea
ch user type w

ill see a
 

specific version of the W
a

gely tool. In the next couple of 
slid

es w
e d

eta
il out the w

orkflow
 for the fa

ctory user type.  

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

Hi, W
elcom

e to W
agely!

Please login or create a new
 account to get started

.

Login

Usernam
e: 

Passw
ord

:

Login

Forgot your passw
ord

? |  N
ew

 A
ccount
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W
A

G
ELY

Hi A
lex, w

elcom
e to W

agely! W
e a

ppreciate your com
m

itm
ent 

in helping us m
easure com

pensation a
t your factory.

LET’S G
ET STA

RTED

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD

M
y A

ccount
01

02

0304

01 | M
y A

ccount: By clicking on M
y A

ccount, the user w
ill 

be able to m
anage usernam

e, passw
ord

, w
ho ha

s 
access to view

 this d
a

ta
, and

 send
 out the login 

inform
a

tion for collabora
tion am

ong other fa
ctory 

em
ployees.

02 | Language Selection: The user w
ill be a

ble to select 
am

ong va
rious langua

ges. D
efa

ult is English.

03 | G
uiding M

enu  This m
enu w

ill help the fa
ctories 

na
vigate the tool. 

04 | W
elcom

ing M
essage: This m

essa
ge should

 be 
enga

ging. 

05 | Inform
ation Button: These buttons w

ill be availa
ble 

throughout the tool to help a
nsw

er com
m

on im
portant 

questions. In the hom
e page, w

e ad
d

ress the fa
ctory‘s 

concern on w
ha

t the d
a

ta
 w

ill be used
 for.

06 | G
reyed out M

enu: N
on-clickable sections of the 

m
enu w

ill be greyed
 out to avoid

 confusion

W
hy are w

e collecting this inform
ation?

05

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

06
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W
A

G
ELY

Looks like you ha
ve tw

o factory profiles on W
agely. If you are 

ad
d

ing a file to an existing factory, select ‘Sta
rt’. To ad

d
 a new

 
factory click ‘A

d
d

 A
nother Factory’. 

M
y A

ccount

01
Fa

ctory Profile

01 | Fa
ctory C

hina
 1

02 | Fa
ctory C

hina
 2

A
D

D
 A

N
O

THER FA
C

TO
RY

0203

Ed
it Profile     Start

Ed
it Profile     Start

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | Factory Profile Section: In this section, the fa
ctory 

user ca
n see the factory profiles they ha

ve created
. They 

can click on the inform
ation button to get m

ore d
eta

il on 
w

ha
t a profile m

eans. The factory should
 create a

 profile 
for every factory build

ing they have opera
tions in. 

02 | Existing Factory Profile: If the user ha
s pre-existing 

factory profiles, they have tw
o options: 1) ed

it their 
existing profile or 2) Start inputting inform

a
tion into 

W
agely by first review

ing factory profile inform
ation.

03| A
dd A

nother Factory: This button w
ould

 allow
 the 

user to ad
d

 a
nother factory to their account. A

fter 
ad

d
ing the fa

ctory, the user w
ill be brought back to this 

page to Start inputting com
pensa

tion inform
a

tion.

W
hat is a factory profile? W

hen should
 I ad

d
 a

 fa
ctory? 

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD
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Let’s get started
 on ad

d
ing a new

 factory to your account.

C
O

N
TIN

UE

M
y A

ccount

02
G

eneral Inform
a

tion

Fa
ctory N

a
m

e: 

A
d

d
ress:

C
ity:

Sta
te: 

C
ountry:

03

G
eneral Inform

a
tion    W

orker O
verview

    Sum
m

a
ry

W
A

G
ELY

01

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | Sub-M
enu: A

 sub-m
enu w

ill a
ppear if there a

re 
m

ultiple sections w
ithin the m

ain head
ing. For “Factory 

Inform
ation” there a

re three sub-m
enu item

s.

02 | G
eneral Inform

ation: Und
er the genera

l inform
a

tion, 
the user w

ill provid
e the fa

ctory’s na
m

e and
 ad

d
ress.

03 | C
ontinue Button: The ‘C

ontinue’ button w
ill guid

e 
the user to the next sub-m

enu page ‘W
orker O

verview
’.

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD
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Let’s get started
 on ad

d
ing a new

 factory to your account.

C
O

N
TIN

UE

M
y A

ccount

01
W

orker O
verview

 

How
 m

a
ny factory w

orkers d
o you em

ploy:

Select the type of w
orkers at Factory C

hina 3:

Select the occupation types for the w
orkers at Factory C

hina 3:

G
eneral Inform

a
tion    W

orker O
verview

    Sum
m

a
ry

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | W
orker O

verview
: In this section, the user w

ill enter 
m

ore d
eta

iled
 inform

a
tion about their factory.

02 | Select A
ll that A

pply: The user w
ill ha

ve the option to 
answ

er these questions by selecting all that a
pply to their 

factory. W
e w

ould
 like to note tha

t m
ore research need

s 
to be cond

ucted
 in ord

er to d
eterm

ine how
 this d

a
ta is 

na
tively stored

 and
 if the existing w

orkflow
 for im

porting 
these various categories of w

orkers still apply.

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD

Full-Tim
e          Part-Tim

e         Piece-Rate        C
ontract

C
utting            Sew

ing             Q
&

A
                   Packaging

02
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This is w
ha

t w
e’ve gathered

 so far. 

SA
V

E

M
y A

ccount

G
eneral Inform

a
tion

Fa
ctory N

a
m

e: Fa
ctory C

hina 3
A

d
d

ress: 1 C
hinese St. Shanghai, Shanghai02

Ed
it

W
orker O

verview

#
 of Em

ployees:  1200
Paym

ent System
s: M

ultiple Selected
O

ccupations: M
ultiple Selected

Ed
it

G
eneral Inform

a
tion    W

orker O
verview

    Sum
m

a
ry

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD
01 | Sum

m
ary Page: This pa

ge w
ill sum

m
a

rize w
hat the 

user input on the G
eneral Inform

a
tion a

nd
 W

orker 
O

verview
 subsections. By clicking on “ed

it” und
er each 

subsection, the user ca
n return to that page a

nd
 ed

it the 
inform

a
tion.

02 | Save: By clicking on the Save button, this fa
ctory 

profile w
ill be saved

 a
nd

 the user w
ill be d

irected
 ba

ck to 
the Fa

ctory Inform
ation m

ain page. 
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G
O

N
IA

Looks like you ha
ve three factory profiles on W

a
gely. If you are 

ad
d

ing a file to an existing factory, select ‘Sta
rt’. To ad

d
 a new

 
factory click ‘A

d
d

 A
nother Factory’. 

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD

M
y A

ccount

01

Fa
ctory Profile

01 | Fa
ctory C

hina
 1

02 | Fa
ctory C

hina
 2

03 | Fa
ctory C

hina
 3

A
D

D
 A

N
O

THER FA
C

TO
RY

W
A

G
ELY

Ed
it Profile     Start

Ed
it Profile     Start

Ed
it Profile     Start

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | N
ew

 Factory Profile: A
fter going through the steps of 

ad
d

ing a
nother factory, the user is brought ba

ck to the 
factory inform

a
tion pa

ge. N
ow

 the user can see the list 
of existing factories. The user w

ill select Sta
rt to a

d
d

 
com

pensa
tion inform

ation for ea
ch of the factories.
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TA

G
O

N
IA

M
y A

ccount

01

C
om

pensation

In-Kind
 Benefits

Sim
ple questions about the in-kind

 benefits at 
your fa

ctory

60 m
ins

20 m
ins

W
a

ges, overtim
e, and

 cash bonuses

C
om

pensation    In-Kind
 Benefits

Start

Start

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

03

Let’s ad
d

 com
pensa

tion inform
ation for Factory C

hina 3. C
lick on 

Sta
rt to com

plete each of the com
pensa

tion sub-sections. FA
C

TO
RY C

HIN
A

 3
01 | C

om
pensation Section: The com

pensa
tion section is 

broken into tw
o sections. The m

a
in com

pensa
tion section 

w
ill ga

ther inform
ation related

 to w
a

ges, overtim
e, and

 
cash bonuses. The In-Kind

 benefits section w
ill gather 

inform
a

tion on benefits includ
ing food

, transportation, 
hea

lth insura
nce, etc. 

02| Factory Label: A
fter the user sta

rts the w
orkflow

 for a 
specific fa

ctory, a blue label w
ith the fa

ctory’s nam
e w

ill 
appear in the m

enu subsection. This w
ill serve as a

 
rem

ind
er for w

hich factory the user is filling out the 
inform

a
tion for. 

03 | M
inutes: The section should

 provid
e a

n a
pproxim

a
te 

num
ber of m

inutes it ta
kes to com

plete. W
e w

a
nt to be 

as tra
nsparent as possible in the am

ount of resources 
and

 tim
e a

 fa
ctory w

ill have to d
ed

ica
te.

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

02
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M
y A

ccount

02

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

Let’s learn a
bout w

orker’s w
a

ges a
t Factory C

hina 3. How
 d

o you 
w

ant to enter w
orker’s w

a
ges? 

H
ELP M

E C
REA

TE A
 TEM

PLA
TE

01 | C
om

pensation Sub-section: Und
er this sub-section 

the user w
ill be able to im

port their w
age files either 

based
 on a

 pre-existing tem
plate or by crea

ting a new
 

tem
plate. 

Tem
plate D

efinition: A
 tem

plate is created
 w

hen  the 
user has m

apped
 out each of the colum

ns of their 
origina

l w
a

ge file to a stand
a

rd
 pre-d

efined
 

bucket/category in W
agely. W

e expect that the initia
l 

setup is d
one in collabora

tion w
ith the Field

 M
a

na
ger.

02 | Use a Pre-Existing Tem
plate: The user w

ill select this 
option if the factory has alread

y m
a

pped
 out their input 

file a
nd

 tha
t file ha

s not changed
 form

a
t.

03 | C
reate a N

ew
 Tem

plate: The user w
ill select this 

option if 1) this is the first tim
e they a

re using the tool (w
e 

expect this process be com
pleted

 w
ith the field

 
m

a
nager the first tim

e around
) or 2) their file form

at has 
changed

 and
 m

od
ifica

tions need
 to be m

a
d

e to the 
tem

plate 

Use a Pre-Existing Tem
pla

te
C

reate a N
ew

 Tem
plate

C
om

pensation    In-Kind
 Benefits

USE EXISTIN
G

 TEM
PLA

TE

Looks like you ha
ve 1 

pre-existing tem
pla

te. 
Upload

 a file based
 on your 

pre-existing tem
plate.

C
hoose this option if you 

need
 to create a new

 
tem

plate. W
e w

ill w
alk 

through your file one item
 

at a tim
e to create a 

tem
plate.

W
hat is a tem

pla
te and

 w
hen should

 I create a new
 one?

03

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

01
FA

C
TO

RY C
HIN

A
 3
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IA

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | C
reating a N

ew
 W

age Tem
plate Selection:  If the 

user selects the option to crea
te a

 new
 tem

pla
te, they 

w
ill be w

alked
 through various steps to m

a
p sta

nd
ard

 
w

agely inform
ation w

ith the user’s na
tive file output 

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REVIEW
 & SUBM

IT | D
A

SHBO
A

RD

M
y A

ccount

C
om

pensation    In-Kind
 Benefits 

FA
C

TO
RY C

HIN
A

 3

How
 a w

age tem
plate w

orks:  The next few
 steps w

ill allow
 us to 

und
erstand

 your d
a

ta as outputted
 by our accounting system

. 
W

agely then captures only the relevant inform
ation and

 stand
ard

izes the 
form

at across factories.  

C
O

N
TIN

UE

Your Raw
 D

ata
W

agely Form
at

01
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M
y A

ccount

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | Use Existing Tem
plate Selection: In this section, the 

user w
ill upload

 a file based
 on the output from

 their 
accounting/ERP system

. The tem
pla

te then tra
nsform

s 
that file into a stand

ard
ized

 W
a

gely output so fa
ctories 

w
ith d

ifferent w
a

ge system
s ca

n m
ore ea

sily be 
com

pared
.  They can preview

 the tem
pla

te in this 
section. This ca

n serve a
s a rem

ind
er of the type of file 

they need
 to upload

 (ca
n be helpful if they are only 

d
oing this once a yea

r).

02 | Upload File: By clicking on the upload
 button, the 

user w
ill be able to select the file from

 their com
puter to 

upload
 to the tool. The file form

ats tha
t a

re com
patible 

w
ith the tool ca

n be found
 by clicking on the inform

a
tion 

button nea
r the ‘Upload

 File’ button. In ad
d

ition, the user 
can select the la

bor-type (based
 on their fa

ctory profile) 
and

 the currency tha
t correspond

s to the file they are 
upload

ing.

03 | C
om

pensation Files: O
nce the user upload

s the file, 
it w

ill appear in this section. A
 sum

m
ary of a

ll past files 
can be found

 here. This file can be preview
ed

 and
 

d
eleted

 by clicking on the a
ppropria

te link.

C
om

pensation    In-Kind
 Benefits

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

010203

FA
C

TO
RY C

HIN
A

 3

UPLO
A

D
 FILE

ID
W

a
ge

H
rs

Tota
l W

age
O

T Hours
O

T Rate
Total O

T Pa
y

1File N
am

e                                Upload
 D

ate           

factory_china3_w
age.csv      05/16/2017              Preview

     D
elete

W
hat file form

a
ts are acceptable?

C
O

N
TIN

UE

Let’s upload
 your com

pensa
tion files from

 M
ay 17, 2016 – M

ay 16, 2017. 
Rem

em
ber, the file should

 m
atch the pre-existing tem

plate below
: 

Piece-Rate
Labor Type:

RM
B 

C
urrency:
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C
om

pensation

In-Kind
 Benefits

Sim
ple questions about the in-kind

 benefits at 
your fa

ctory

Last m
od

ified
: 5/15/1520 m

ins

W
a

ges, overtim
e, and

 cash bonuses

C
om

pensation    In-Kind
 Benefits 

Start

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

Let’s ad
d

 in-kind
 benefits for Factory C

hina 3.

Ed
it

C
om

pleted

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD02

01

01 | M
essage : user w

ill be prom
pted

 to com
plete the 

next sub-section und
er com

pensation 

02 | C
om

pleted: the user w
ill be able to see the section 

they com
pleted

. This w
ill be tim

e-stam
ped

 a
nd

 the user 
w

ill be a
llow

ed
 to ed

it. If not com
plete then user see 

“incom
plete” w

ith la
st m

od
ified

 d
ate.

FA
C

TO
RY C

HIN
A

 3
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ccount

The follow
ing a

re a few
 questions to help us better und

erstand
 

the benefits supplied
 by your fa

ctory

C
om

pensation    In-Kind
 Benefits

D
o you provid

e food to your em
ployees?

D
o you provid

e transportation to your em
ployees?

D
o you provid

e housing to your em
ployees?

D
o you provid

e healthcare to your em
ployees?

D
o you provid

e health insurance to your em
ployees?

  Yes  N
o

C
O

N
TIN

UE

In-Kind
 Benefits

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

02 01

0304

01 | In-Kind Benefits: Beca
use of the d

ifficulties in 
collecting in-kind

 benefits, w
e d

ecid
ed

 to sim
plify the 

collection of this inform
a

tion by asking a
 series of yes/no 

questions. In the ba
ck-end

, w
e w

ill leverage A
nker to 

benchm
a

rk the m
onetary value of this benefit. 

C
ategories a

nd
 d

efinitions of Benefits to includ
e in 

W
agely Tool ba

sed
 on A

nker M
ethod

 ca
n be found

 in 
the A

ppend
ix.

02 | Q
uestions: This section w

ill have the questions 
rela

ted
 to in-kind

 benefits. The user can click on the 
green hyperlink to learn m

ore about w
ha

t falls into each 
of the ca

tegories (ie. Food
).

03 | Yes or N
o : The user w

ill answ
er the question by 

clicking on Yes or N
o box. If Yes is selected

 then N
o is not 

selected
 (vice versa). A

 check w
ill appea

r on the answ
er 

box. If Yes is selected
, users w

ill be a
sked

 for a
d

d
itional 

d
eta

ils on this benefit (next screen).

04 | C
ontinue : W

agely a
utom

atica
lly saves d

ata
 on the 

page w
hen user clicks continue

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

FA
C

TO
RY C

HIN
A

 3
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C
om

pensation    In-Kind
 Benefits

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | In-Kind Benefits Explanation: w
hen the user clicks on 

the in-kind
 benefit highlighted

 w
ord

 (ie. food
), a

 pop-up 
w

ill show
 up expla

ining w
hat falls into this ca

tegory. This is 
to provid

e som
e cla

rity around
 the benefit. In this 

exa
m

ple w
e have includ

ed
 the A

nker d
efinition.

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

FA
C

TO
RY C

HIN
A

 3

The follow
ing are a few

 questions to help us better und
erstand

 the 
benefits supplied

 by your fa
ctory

D
o you provid

e food to your em
ployees?

D
o you provid

e transportation to your em
ployees?

D
o you provid

e housing to your em
ployees?

D
o you provid

e healthcare to your em
ployees?

D
o you provid

e health insurance to your em
ployees?

  Yes  N
o

In-Kind
 Benefits

How
 is Food d

efined
?

M
eals: Breakfast, Lunch, D

inner that satisfy 
w

orker’s hunger for 3 hours or m
ore

Food
 rations or food

 com
m

od
ities given for free 

or sold
 a

t concession rates that sa
tisfy w

orker’s 
hunger for less than 3 hours

C
lose X

C
O

N
TIN

UE

01
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C
om

pensation    In-Kind
 Benefits

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01 | W
arning M

essage: The tool w
ill notify the user w

hen 
they have not com

pleted
 all of the sections. 

02 | C
all-O

ut: The tool w
ill highlight in red

 the sections the 
user is m

issing a
nd

 m
ust fill out in ord

er to be able to 
m

ove on to the next section. 

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

FA
C

TO
RY C

HIN
A

 3

W
e noticed

 that you have not a
nsw

ered
 all the questions. Please 

answ
er yes or no for highlighted

 benefits.

D
o you provid

e food to your em
ployees?

D
o you provid

e transportation to your em
ployees?

D
o you provid

e housing to your em
ployees?

D
o you provid

e healthcare to your em
ployees?

D
o you provid

e health insurance to your em
ployees?

  Yes  N
o

C
O

N
TIN

UE

In-Kind
 Benefits

01

02
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RM

A
TIO
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 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
  SUBM

IT | D
A

SHBO
A

RD

M
y A

ccount

The follow
ing a

re a few
 questions to help us better und

erstand
 

the food benefits supplied
 by your fa

ctory

C
om

pensation    In-Kind
 Benefits

C
O

N
TIN

UE

How
 m

uch d
id

 you spend
 la

st yea
r on food

?
Is this benefit available to a

ll your em
ployees? If not, 

select those that receive this benefit: 
C

utting
Sew

ing
Packa

ging

  Yes  N
o

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

Food
Transportation

01 | In-Kind Benefit Sub-M
enu: This sub-m

enu w
ill show

 all 
of the in-kind

 benefits for w
hich the factory id

entified
 tha

t 
they provid

ed
 to their em

ployees.

02 | In-Kind Benefit Q
uestionnaire: The user w

ill be 
prom

pted
 to fill out m

ore specific questions as it relates 
to the in-kind

 benefit they id
entified

. In ad
d

ition to the 
tota

l spent, they w
ill be asked

 to id
entified

 if this benefit 
w

as given to all of their em
ployees. 

03 | List of O
ccupations : Ba

sed
 on profile of the fa

ctory 
provid

ed
 in the “Fa

ctory Inform
ation” section of W

agely, 
a list of occupations is a

utom
atically populated

 for users 
to select from

.

0102

03

FA
C

TO
RY C

HIN
A

 3
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O
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A

SHBO
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M
y A

ccount

C
om

pensation

In-Kind
 Benefits

Sim
ple questions about the in-kind

 benefits at 
your fa

ctory

Last m
od

ified
: 5/15/15

W
a

ges, overtim
e, and

 cash bonuses

C
om

pensation    In-Kind
 Benefits 

W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

You com
pleted

 the com
pensa

tion for Factory C
hina 3. Please 

review
 before subm

itting.

Ed
it

C
om

pleted

Last m
od

ified
: 5/15/15

Ed
it

C
om

pleted

SUBM
IT

01 | Review
 and Subm

it: O
nce the user ha

s filled
 out 

both the com
pensation and

 In-Kind
 benefits, the tool w

ill 
take the user to the Review

 &
 Subm

it section. A
fter click 

on the Subm
it button the user w

ill return to the Factory 
Inform

ation pa
ge to sta

rt the w
orkflow

 for another 
factory.

01

FA
C

TO
RY C

HIN
A

 3
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Yay, you com
pleted

 Factory C
hina 3! Looks like you have tw

o 
additional factory profiles on W

agely tha
t still need

 d
ata. C

lick Start 
to com

plete them
.

FA
C

TO
RY IN

FO
RM

A
TIO

N
 | C

O
M

PEN
SA

TIO
N

 | REV
IEW

 &
 SUBM

IT | D
A

SHBO
A

RD

M
y A

ccount

02

Fa
ctory Profile

01 | Fa
ctory C

hina
 1

02 | Fa
ctory C

hina
 2

03 | Fa
ctory C

hina
 3

A
D

D
 A

N
O

THER FA
C

TO
RY

W
A

G
ELY

                                 Ed
it Profile     Start

Ed
it Profile     Start

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

Last m
od

ified
: 5/15/15

Ed
it

C
om

pleted

01

01 | M
essage : user w

ill be prom
pted

 to com
plete 

com
pensa

tion for any rem
a

ining factories.

02 | C
om

pleted: the user w
ill be able to see the fa

ctory 
they com

pleted
. This w

ill be tim
e-stam

ped
. 

03 | Editable:  The user w
ill also be allow

ed
 to ed

it the 
inform

a
tion they subm

itted
. Each ed

it is tim
e sta

m
ped

 
and

 a
 record

 of changes is kept for review
 by the 

factory.

03
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W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

02

01
01 | Dashboard: the user w

ill be able to see a
 sum

m
a

ry 
of the d

ata by clicking on the d
a

shboard
 w

ith the option 
to see how

 their fa
ctory com

pares to ind
ustry sta

nd
ard

s, 
country m

inim
um

 requirem
ents, poverty line, etc.

02 | Filtering Functionality: The d
ashboa

rd
 w

ill allow
 users 

to filter the graphs by factory, change the currency, etc. 
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G
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W
A

G
ELY O

V
ERV

IEW

This section contains the w
orkflow

 for the brand user persona.
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W
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G
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C
TIO

N
A

LITY A
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D FEA
TURES

02 01
01 | M

enu:  the brand
 view

 of W
agely w

ould
 contain 

three sub-sections: D
a

shboard
, Reporting, and

 
N

otifica
tion.

02 | Dashboard: In the d
ashboa

rd
 section, the user w

ill 
be able to see a

 visual representation of the d
a

ta
 their 

suppliers reported
. They w

ill be a
ble to a

ggregate this 
d

a
ta

 a
cross all their suppliers a

s w
ell as see the 

perform
a

nce for one-particular factory or region. In 
ad

d
ition, the user w

ill be a
ble to visua

lize previous years’ 
record

s.

DA
SHBO

A
RD  |  REPO

RTIN
G

  |   N
O

TIFIC
A

TIO
N

BRA
N

D
 V

IEW

-  A
ll Factories

     -  C
hina

            - C
hina Factory 1

            - C
hina Factory 2

            - C
hina Factory 3

            - C
hina Factory 4

            - C
hina Factory 5

     -  V
ietnam

            - V
ietnam

 Factory 1
            - V

ietnam
 Factory 2

            - V
ietnam

 Factory 3
            - V

ietnam
 Factory 4

            - V
ietnam

 Factory 5

A
rchive

  - 2014
  - 2015
  - 2016
  - 2017
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W
A

G
ELY

W
IREFRA

M
E FUN

C
TIO

N
A

LITY A
N

D FEA
TURES

01

01 | N
otification Section:  In the notification section, the 

user w
ill be able to see a list of their factories a

nd
 w

hen 
they la

st reported
 on W

agely. The list w
ill be sorted

 so 
that factories w

ith the longest period
 since their last 

report d
a

te w
ill show

 up at the top. Those w
ith over a

 
year since their last report d

a
te w

ill show
 up in red

.

02 | Sending N
otifications:  The user w

ill be able to send
 

notifications to the factory. To send
 a notifica

tion, the 
user w

ill select the fa
ctory a

nd
 then select the type of 

notification (green buttons).

D
A

SHBO
A

RD
  |  REPO

RTIN
G

  |   N
O

TIFIC
A

TIO
N

BRA
N

D
 V

IEW

             ID
      Factory N

am
e

             Loca
tion                  Last Reported

N
otifications: 

02

04  | Fa
ctory V

ietnam
 1

    V
ietnam

                  5/16/2017

03  | Fa
ctory C

hina 3
           C

hina
   

  5/16/2017

05  | Fa
ctory V

ietnam
 2

V
ietnam

     
1/24/2017

01  | Fa
ctory C

hina 1
C

hina
     

5/15/2016

02  | Fa
ctory C

hina 2
C

hina
     

5/17/2016
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D FEA
TURES

01

01 | C
ustom

izing the N
otification: Before send

ing out the 
notification user w

ill be show
n a tem

pla
ted

 m
essage. 

User w
ill be allow

ed
 to m

od
ify this m

essage before it gets 
sent out to the selected

 fa
ctories. 

D
A

SHBO
A

RD
  |  REPO

RTIN
G

  |   N
O

TIFIC
A

TIO
N

BRA
N

D
 V

IEW

N
otification Ed

itor:      N
udge  |   Push   |   Thank You

 

Preview

D
ear [Factory N

A
M

E],

W
e noticed

 that it’s been over a year since you last updated your w
age data on 

W
agely. O

n behalf of Patagonia, the FLA
, and

 thousand
s of w

orkers around
 the 

w
orld

, I kind
ly ask that you take the tim

e tod
a

y to uploa
d

 your factory’s w
a

ge 
d

ata.
[IN

D
IV

ID
UA

LIZE W
A

G
ELY LO

G
IN

 LIN
K]

If you are ha
ving trouble w

orking w
ith W

a
gely, plea

se contact m
e a

t 
+555-555-5555 or em

ail support.w
a

gely@
Patagonia.com

Best Regard
s,

A
lexBack
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N
A

LITY A
N

D FEA
TURES

01

01 | Reporting: In the reporting tab the user w
ill be a

ble 
to d

ow
nloa

d
 excel tem

pla
ted

 reports. W
e ha

ve includ
ed

 
som

e types of reports as a
 guid

ance for this section. 

D
A

SHBO
A

RD
  |  REPO

RTIN
G

  |   N
O

TIFIC
A

TIO
N

BRA
N

D
 V

IEW

             ID
      Factory N

am
e

             Loca
tion                  Last Reported

04  | Fa
ctory V

ietnam
 1

    V
ietnam

                  5/16/2017

03  | Fa
ctory C

hina 3
           C

hina
   

  5/16/2017

05  | Fa
ctory V

ietnam
 2

V
ietnam

     
1/24/2017

01  | Fa
ctory C

hina 1
C

hina
     

5/15/2016

02  | Fa
ctory C

hina 2
C

hina
     

5/17/2016

D
ow

nload
 Reports: 
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I. PRO
JEC

T O
V

ERV
IEW

 &
 M

ETHO
D

O
LO

G
Y

III. USER PERSO
N

A
S

IV
. TO

O
L W

IREFRA
M

E: W
A

G
ELY

V
. REC

O
M

M
EN

D
A

TIO
N

S &
 N

EXT STEPS

II. M
A

RKET RESEA
RC

H A
N

D
 A

N
A

LYSIS

Short-Term
 

Recom
m

end
a

tions
Long-Term

 
Recom

m
end

a
tions

TA
BLE O

F C
O

N
TEN

TS
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A
D

M
A

P

G
et factory on 

board
 in the short 
term

   

M
ake sense of living 

w
age d

ata
A

lign brand
 

operations w
ith 

living w
age goals  

D
evelop, pilot, a

nd
 

itera
te on a

 tool
C

rea
te value 

for the factory 

02
03

04
05

01

REC
O

M
M

EN
DA

TIO
N

 RO
A

DM
A

P

G
alvanize external 

partners

06
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Learn from
 the factory

Upon receiving the d
a

ta
, be prepa

red
 to 

cond
uct 

d
a

ta
 

w
a

lk-through 
conversa

tions 
w

ith suppliers ind
ivid

ually to translate w
ha

t 
the d

ata ca
tegories/colum

ns m
ean. G

a
ther 

questions 
before 

em
barking 

on 
this 

conversation. 
C

onsid
er 

asking 
probing 

questions that provid
e insight into the logic 

behind
 the ca

tegories, w
ho m

aintains these 
record

s, the frequency w
ith w

hich these d
ata

 
are 

upd
ated

, 
and

 
the 

type 
of 

analysis 
cond

ucted
 (if a

ny) on com
pensation and

 
rem

unera
tion 

broad
ly. 

O
nce 

you 
begin 

seeing 
the 

d
ifferent 

w
a

ys 
each 

factory 
m

aintains com
pensa

tion rela
ted

 d
a

ta, it w
ill 

seem
 unim

aginable that any cross-supplier 
com

pa
rative analysis can be d

one. A
t this 

stage, 
focus 

on 
ga

thering 
a

s 
m

uch 
prelim

ina
ry inform

ation a
bout ea

ch factory’s 
com

pensation stra
tegies. REC

O
M

M
EN

D
A

TIO
N

G
ET FA

C
TO

RY O
N

 BO
A

RD IN
 THE SHO

RT TERM
01

Build
 rapport

The im
portance of rapport and

 continued
 

enga
gem

ent 
by 

the 
bra

nd
 

cannot 
be 

und
ersta

ted
. A

t every step of the process, it 
is easy for people on both sid

es (the brand
 

and
 the supplier) to lose m

om
entum

 a
nd

 
clarity a

bout the objective of the project. A
s 

outsid
ers, w

e found
 it incred

ibly helpful for 
the bra

nd
 to m

a
ke introd

uctions to conta
cts 

at the factory. Even still, it w
as easy for things 

to get lost in tra
nslation, fa

ll through the 
cracks, or slow

 d
ow

n w
hen new

er people 
w

ere 
brought 

in 
to 

liaise 
w

ith 
the 

S-La
b 

tea
m

.

G
et the d

a
ta

Solicit d
etailed

 and
 raw

 form
s of w

age d
ata

 
from

 suppliers to begin und
erstand

ing w
hat 

d
ata they are tracking. W

here the FLA
 tool 

fell short w
as its inability to build

 off current 
factory 

accounting 
practices, 

putting 
the 

onus 
on 

factory 
staff 

to 
convert 

their 
accounting categories into unfam

iliar ones 
need

ed
 

for 
a 

living 
w

age 
ca

lculation. 
G

etting raw
 w

age d
ata w

ill not be ea
sy. A

 
supplier w

ill w
ant to und

erstand
 w

ha
t you 

pla
n to d

o w
ith this d

ata, assurances that the 
d

ata w
ill be hand

led
 w

ith integrity, and
 not 

used
 as a ‘gotcha’ in the future. N

o m
atter 

w
hether the relationship w

ith the supplier is 
strong or w

eak, ongoing engagem
ent and

 
rapport-build

ing are crucial to the effort to 
retrieve such sensitive d

ata that suppliers are 
otherw

ise 
unaccustom

ed
 

to 
benevolently 

ha
nd

ing over.



54
(S-LA

B) | M
IT SLO

A
N

| PA
TA

G
O

N
IA

REC
O

M
M

EN
D

A
TIO

N

DEVELO
P, PILO

T, A
N

D ITERA
TE O

N
 A

 TO
O

L O
VER TIM

E
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Pilot
O

nce a prototype is built, plan to re-enga
ge 

the factories from
 the initial round

 of d
ata 

collection for a test. It is recom
m

end
ed

 that 
som

eone from
 the d

evelopm
ent team

 or 
the brand

 follow
 up w

ith fa
ctory staff to 

capture feed
back. Prototypes alw

ays have 
bugs 

and
 

quirks 
to 

w
ork 

through 
and

 
capturing the feed

back from
 pilot users as 

soon as possible is im
portant to ongoing 

iteration 
and

 
continuous 

im
provem

ent. 
Prototypes often prod

uce insights crucial to 
the success or failure of a tool.

Iterate
The goal of collecting user feed

ba
ck is to 

pinpoint 
la

rge 
and

 
sm

all 
challenges 

includ
ing 

but 
not 

lim
ited

 
to 

language 
tra

nsla
tions, ea

se of use, com
pletion tim

e, 
broken links, m

issing context, and
 so on. 

You also w
ant to collect any reflections 

a
bout 

w
hat 

w
ent 

w
ell 

as 
this 

w
ill 

help 
strengthen 

features 
that 

m
ake 

the 
interfa

ce ea
sy to use and

/or va
luable for 

the supplier. Just as it w
a

s im
portant to 

strengthen 
rapport 

w
hen 

soliciting 
raw

 
w

age 
d

ata, 
the 

brand
 

should
 

be 
m

a
naging expecta

tions early on so the 
pilot users know

 this is a m
ulti-step a

nd
 

iterative process.

D
evelop

G
etting 

the 
d

a
ta

 
a

nd
 

learning 
from

 
the 

factory requires a serious investm
ent of sta

ff 
tim

e. Transitioning into the tool d
evelopm

ent 
pha

se requires financia
l resources and

 sta
ff 

tim
e to build

 a usa
ble prototype. A

 d
eveloper 

w
ill 

rely 
upon 

the 
d

ata
 

gathered
 

in 
the 

previous 
pha

se 
to 

build
 

out 
right-sized

 
questions, options, a

nd
 functionalities for all 

users 
(supplier 

a
nd

 
brand

) 
so 

they 
can 

na
vigate through the turbotax style process 

intuitively. 
A

 
turbotax 

interfa
ce 

enables 
a 

brand
 to learn a

bout the fa
ctory w

hile a
lso 

ed
uca

ting the supplier on im
portant la

bor 
topics rela

ted
 to the d

a
ta being collected

. 
The ultim

a
te goal is to d

evelop an interfa
ce 

that not only sim
plifies the d

a
ta collection 

process, but crea
tes value for the supplier 

instead
 

of 
subjecting 

them
 

to 
another 

seem
ingly burd

ensom
e com

pliance exercise.
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V
isualization

There 
are 

a
 

num
ber 

of 
options 

to 
choose 

from
 

includ
ing trad

itiona
l Excel techniques to intera

ctive 
tools like Tablea

u to free statistical analysis program
s 

like R Stud
io. W

ith any of these tools, you ca
n im

port 
the 

d
a

ta
, 

select 
va

riables 
for 

com
pa

rison 
and

 
output, 

and
 

look 
for 

relationships 
and

 
trend

s. 
W

hether the d
a

ta
 collection tool itself has a

 built-in 
d

ata d
a

shboa
rd

 or the inform
ation is linked

 to a
 

visua
lization 

platform
, 

‘playing 
around

’ 
w

ith 
visua

lization 
techniques 

is 
a

 
quick 

w
ay 

to 
begin 

und
ersta

nd
ing w

ha
t is happening in the factory. A

ny 
d

ashboard
 

built 
into 

the 
tool 

should
 

be 
able 

to 
prod

uce 
three 

basic 
cha

rt 
types: 

com
pa

rison/relationship 
(bar, 

stacked
 

bar, 
line); 

d
istribution (scatterplot, histogram

); com
position (pie, 

d
oughnut). 

Even 
if 

elem
entary, 

the 
capacity 

to 
quickly visualize a

nd
 glean prelim

inary insights a
bout 

factory com
pensation d

ata is im
portant to build

ing 
the m

uscles of bra
nd

s a
nd

 factories com
m

itted
 to 

im
proving com

pensa
tion in the supply chain.

A
nalyze

V
isualization is the first step in m

a
king sense of 

d
ata. For d

eeper analysis, one has to know
 w

ha
t 

questions 
to 

ask. 
Statistical 

a
na

lysis 
a

nd
 

quantitative reasoning techniques w
ill allow

 you 
to interrogate d

ifferent trend
s and

 relationships 
that appear in charts and

 graphs. A
rguably, the 

d
ata 

analysis 
capabilities 

found
 

in 
sourcing, 

finance, or operations team
s can be applied

 to 
analyzing com

pensation d
ata if ground

ed
 in the 

objective 
to 

locate 
inefficiencies 

and
/or 

opportunities for enhancing labor prod
uctivity. 

Even 
though 

the 
A

nker 
m

ethod
 

asserts 
that 

overtim
e pay should

 not be includ
ed

 in w
ages for 

com
parison 

to 
a 

living 
w

age, 
analyzing 

the 
d

istribution 
of 

overtim
e 

hours 
ca

n 
reveal 

im
portant insights about how

 m
uch w

orkers are 
relying on overtim

e as a supplem
ent to base 

w
ages. See A

ppend
ix for a list of starter questions 

to und
erstand

 the d
ata m

ore d
eeply.

Living w
age m

ethod
s

There is no easy w
ay to cross-w

alk the 
fa

ctory's output form
at neatly w

ith the 
ca

tegories of com
pensa

tion ca
lled

 for 
in 

the 
A

nker 
m

ethod
. 

A
s 

not 
to 

get 
bogged

 d
ow

n in precise valuations of 
d

ifferent benefits, one approach is to 
oversim

plify 
the 

value 
of 

d
ifferent 

benefits 
in 

service 
of 

approxim
ating 

living w
age benchm

arks. A
t this sta

ge, 
the 

brand
 

w
ill 

need
 

to 
em

brace 
im

perfect 
d

ata 
m

easures 
in 

ord
er 

to 
build

 out the back end
 com

putational 
intelligence of the tool. See A

ppend
ix 

for 
a

 
recom

m
end

ation 
on 

how
 

to 
a

pproach 
to 

the 
in-kind

 
benefit 

challenge.
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C
om

petitive ad
vanta

ge 
A

 stand
ard

ized
 d

ata capture tool for living w
a

ge analytics w
ould

 m
ake it 

possible for suppliers to concretely m
easure and

 com
pa

re labor and
 fair 

com
pensation practices across contexts. O

ne such a
d

va
ntage of this 

w
ould

 be recognition for factories perform
ing exceptionally. Factories 

w
ith the capacity to quantify and

 valid
ate their labor practices (beyond

 
the scope of com

pliance aud
iting) a

re poised
 to stand

 out especially if 
the ind

ustry is able to provid
e incentives for living w

age pra
ctices. 

C
om

petition could
 seed

 a ra
ce not to the bottom

, but tow
ard

 better 
com

pensation.

C
a

pacity build
ing

W
here a bra

nd
 m

a
y ha

ve short term
 success coaxing an engaged

 
supplier to pilot a tool and

 subm
it w

a
ge d

a
ta

, a
 long term

 strategy is 
need

ed
 to engage the rest of the brand

’s suppliers. Suppliers are 
likely to see the living w

age pilot exercise as a com
pliance task. To 

reset 
expectations 

a
nd

 
reim

a
gine 

a
 

m
ore 

collaborative 
brand

-supplier relationship, brand
s a

nd
 supply chain m

anagem
ent 

partners should
 consid

er how
 living w

age sta
tistica

l analysis can 
build

 a supplier’s opera
tional ca

pacity. Sim
ila

r to the know
led

ge 
transfer 

that 
occurs 

w
hen 

a 
supplier 

participa
tes 

in 
Fair 

Trad
e 

progra
m

s 
or 

brand
-sponsored

 
tra

inings, 
living 

w
age 

analysis 
m

ethod
s 

could
 

be 
d

eployed
 

a
s 

a 
self-assessm

ent 
tool 

or 
best 

practice that can lead
 tow

ard
 concrete com

pany goals. 
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 C
O
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N
 A

G
EN

DA
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Beyond
 C

SR
C

orpora
te living w

age initiatives ca
nnot live in the social sustainability office forever. For a parad

igm
 shift to occur in the ind

ustry, fair 
com

pensation principles m
ust be a

d
opted

 a
cross all of a brand

’s operations, includ
ing sourcing and

 m
arketing. Paying m

ore for 
good

s from
 suppliers and

/or cha
rging higher prices for sustainably prod

uced
 good

s d
oes not autom

a
tically result in higher take hom

e 
w

ages for w
orkers. A

ccord
ingly, brand

s are inclined
 to im

agine alternative approaches to increasing factories’ capacity to opera
te 

m
ore efficiently. H

ow
ever, the inverse is a

lso true: brand
s too have to analyze their capabilities a

nd
 operations for opportunities to 

operationalize living w
age stand

ard
s in sourcing a

nd
 leverage m

arketing tactics to broad
ly d

issem
inate the principles and

 benefits of 
living w

age sourcing. Further resea
rch is need

ed
 to substantiate the relationship betw

een com
pensation levels and

 w
orker prod

uctivity 
and

 hea
lth a

nd
 w

ellness outcom
es. In the m

ea
ntim

e, brand
s can utilize the living w

age analytics collected
 from

 suppliers to begin 
und

ersta
nd

ing w
ha

t correla
tions exist betw

een various w
orker w

age levels, outcom
es, and

 prod
uctivity m

etrics. 
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Peer Brand
s

C
oa

litions 
am

ongst 
brand

s 
and

 
consum

ers 
ca

n 
be 

d
ifficult 

to 
form

ulate. 
Research 

show
s 

tha
t 

consum
ers 

are 
often 

susta
ina

bly-m
ind

ed
, yet often fa

ll short of consum
ing ‘sustainable’ 

prod
ucts and

 services. Brand
s can be sim

ila
r in the aspiration to source 

susta
ina

bly prod
uced

 good
s, but are often incentivized

 tow
ard

 other 
m

ore critical revenue benchm
a

rks perceived
 to be in d

irect opposition 
to fair com

pensa
tion. For sm

a
ll brand

s, influencing a factory in w
hich 

they a
re a sm

all share of overall business is challenging. How
ever, w

hat 
if a

 fa
ctory w

as interfacing w
ith a coa

lition of like-m
ind

ed
 brand

s and
 

interm
ed

iate partners like the FLA
, Fa

ir Tra
d

e USA
, or supply chain 

m
anagem

ent com
panies all oriented

 tow
a

rd
 a singular objective? 

O
ne such scenario can be realized

 through living w
age analytics 

certification. 
Living 

w
age 

certifica
tion 

rem
a

ins 
an 

und
er-realized

 
opportunity 

for 
a

pparel 
m

anufa
cturing; 

ind
ustry-w

id
e 

anonym
ized

 
d

ata collection by an interm
ed

iary m
ight be one such opportunity to 

crea
te a

n interfa
ce tha

t crea
tes va

lue for a w
id

e variety of supply 
chain actors. For this kind

 of alignm
ent to occur, the ind

ustry need
s a 

stand
a

rd
ized

 m
ethod

ology to rally a
round

, otherw
ise the status quo 

w
ill persist in spite of the efforts of ind

ivid
ual enga

ged
 brand

s and
 

suppliers. 

W
orkers &

 C
ivil society

The 
role 

of 
w

orkers 
and

 
civil 

society 
actors 

cannot 
be 

overstated
. 

Historically, these groups have been m
obilized

 to pressure brand
s to 

ad
opt better com

pliance and
 m

onitoring pra
ctices. Tod

ay, these groups 
continue to play an im

portant role in m
onitoring and

 va
lid

ating factory 
labor cond

itions. In the future, w
orkers and

 civil society groups could
 be 

instrum
ental in helping to valid

ate cost of living estim
a

tes, a
pp-enabled

 
paystub subm

ission (for research a
nd

 m
ore robust va

lid
a

tion of factory 
living w

age d
ata upload

s), factory level living w
a

ge d
ecision-m

a
king 

groups, and
 strengthening feed

ba
ck loops w

ith fa
ctory m

anagem
ent. 

These groups are ripe for even d
eeper engagem

ent. A
s the Fa

ir Trad
e 

USA
 

and
 

W
orkers 

Rights 
C

onsortium
 

m
od

els 
prove 

out, 
w

orker 
em

pow
erm

ent and
 organiza

tion is core to bringing about long-la
sting 

change in factories. 
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Source: A
nker M

ethod
. C

ha
pter 19. 

C
ategories of In-Kind Benefits to include in W

agely Tool

●
Housing and utilities such as w

ater or electricity for hom
e: Includ

e w
hen d

ecent. D
ed

uct co-pay. M
a

xim
um

 15%
 of w

ages. Exclud
e

housing for seasonal w
orkers as they still need

 year around
 housing.

●
M

eals: Includ
e. D

ed
uct co-pa

y. 

●
Food rations or food com

m
odities given for free or sold at concession rates: Includ

e. D
ed

uct co-pay.

●
Transport to w

ork and from
 w

ork (and to tow
n on w

eekends from
 agricultural estates): Includ

e w
hen safe.

●
C

hild care/crèche: Includ
e. For ind

ustry use a
verage value over all w

orkers.

●
School for w

orkers’ children: Includ
e. For ind

ustry use average value over all w
orkers.

●
M

eals in crèche or school: Includ
e if paid

 for by em
ployer. For ind

ustry use average over all w
orkers

●
M

edical services not required by law
 and not related to w

ork injuries and illnesses: Includ
e. N

eed
 to d

eterm
ine cost per w

orker to em
ployer.

●
Private m

edical insurance: Includ
e. D

ed
uct co-pay. 

●
M

edical expenses paid for treatm
ent in other clinics and hospitals: Includ

e. N
eed

 to d
eterm

ine cost per w
orker to em

ployer.

●
Transport to hospital/other health services: Includ

e w
hen for other than w

ork-related
 problem

s. N
eed

 to
d

eterm
ine cost per w

orker to em
ployer.
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Suggested analytical questions for prelim
inary data analysis

●
C

onsid
er sta

rting w
ith sim

plifying the num
ber of va

riables: gross w
age 

(ba
se, bonuses, overtim

e), tota
l hours w

orked
, w

orker type, a
nd

 
d

ed
uctions.

●
W

ha
t percenta

ge of w
orkers’ base pa

y in the fa
ctory a

re below
 the A

sia
 

Floor W
age (A

FL)? If not below
, w

hat percentage a
re w

orkers above the 
A

FL a
nd

 by how
 m

uch?
●

W
ha

t is the brea
kd

ow
n of gross w

a
ges (ba

se w
a

ge, bonuses, overtim
e)? 

H
ow

 d
oes that com

pa
re to the va

lue of d
ed

uctions? W
ha

t proportion of 
the gross w

age is m
a

d
e up of bonus pay? O

vertim
e?

●
W

ha
t is the d

istribution of bonuses for all w
orkers? By w

orker type?
●

W
ha

t is the d
istribution of overtim

e hours for a
ll w

orkers? By w
orker type?

●
A

re there outliers? A
re a

ny w
orkers m

aking substa
ntia

lly m
ore or less by 

a
ny m

ea
sure than the m

a
jority of w

orkers?
●

H
ow

 m
a

ny hours a w
eek are w

orkers w
orking on a

verage? For d
ifferent 

w
orker types?

●
D

oes this d
a

ta includ
e a

ll w
orkers in a

n esta
blishm

ent like m
anagers or 

a
pprentices? Is that inform

a
tion d

elinea
ted

 in the d
a

ta?

Suggested approach to the in-kind benefit challenge

●
H

ow
 to analyze in-kind

 benefits – given the tool’s overall objective to 
stand

ard
ize supplier com

pensation d
ata as a living w

age output and
 enable 

com
pa

rison across-suppliers, looking across pilot supplier raw
 d

a
ta

 for 
com

m
on d

ata
 categories is an im

portant step in concretely id
entifying w

hat 
initial categories to lim

it the analysis to. It is intuitive to com
pare base w

ages 
a

cross all factories, but m
uch m

ore d
ifficult to com

pare one factory’s 
transportation benefit to another’s housing stipend

. Using the A
nker m

ethod
 

guid
ance on in-kind

 benefits, look for the d
ata categories that cut across all 

the raw
 d

ata. Use those d
ata points to a) generate aggregate benefit values 

w
here there are d

ollar am
ounts provid

ed
 and

 b) subsequently com
pute as 

partial w
a

ge pa
ym

ents to be includ
ed

 in the living w
age calculation.

●
H

ow
 to collect in-kind

 d
ata from

 the factory – use the tool to collect Y/N
 

a
nsw

ers to w
hether the factory provid

es an array of benefits. W
here the 

a
nsw

er is yes, prom
pt users to input how

 m
uch w

as spent on that benefit in the 
previous fiscal year. A

 Y/N
 answ

er d
oes not necessarily correlate to a per 

w
orker output, and

 not all suppliers explicitly calculate these as com
pensation 

inputs. A
lternatively, they m

ight calculate them
 as such and

 over or und
er 

value the benefit as a com
pensation input. It is not a perfect m

easure, but a 
Y/N

 is one confirm
ation that w

ill allow
 you to com

pare various living w
age 

m
ethod

 valua
tions of the particular benefit in that geographic context. 

A
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Sam
ple of m

arket research questions for brands

1.
W

ha
t is m

ost im
porta

nt to you about supply cha
in com

pensation in the 
long run? 

2.
If you w

ere to fast forw
a

rd
 tw

o, five, ten years from
 now

, w
hat w

ould
 you 

w
ant to be true for the progress m

a
d

e in this w
ork? 

3.
W

ha
t d

a
ta

, if any, d
o you ha

ve a
bout w

a
ges pa

id
 in the factories a

t this 
tim

e? 
4.

Tell us a
bout how

 you acquire this d
ata (frequency, m

od
e of transm

ission, 
conta

cts, w
hether you believe it’s relia

ble)? 
5.

A
re there sta

rk d
ifferences betw

een sites w
hen it com

es to collecting this 
d

a
ta? 

6.
W

ha
t other fa

re w
a

ge w
ork a

re you d
oing in the com

pany? 
7.

C
a

n you d
escribe a little about how

 the process for d
ata collection occurs 

in general? It m
ay a

lso be helpful to know
 if a

nd
 how

 tha
t process is alike 

or d
issim

ila
r to the current ta

sk a
t ha

nd
 (sta

ff d
ifferences, third

 parties, 
colla

borators, etc.). 
8.

C
a

n you give us a sense of your relationship to FLA
 w

ith this pa
rticular 

project a
nd

 process? 
9.

W
here ha

ve they been m
ost helpful? W

hat could
 be m

ore helpful? 

9. G
iven all FLA

 affiliates have com
m

itted
 to this process, are you 

aw
are of any peers w

ho have progressed
 beyond

 the ‘taking stock’ 
phase? 

10. D
o you have peers w

ho have gained
 traction in the area of 

collecting m
ore d

etailed
 inform

ation from
 their supply-chain? 

11. D
oes FLA

 facilitate any useful know
led

ge-sharing betw
een peers 

w
ho ha

ve begun experim
enting w

ith various strategies for increasing 
w

ages in the supply chain? 
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Sam
ple of m

arket research questions for suppliers

1.
D

o you have a d
a

ta
 ba

ckbone? 
2.

W
ha

t a
re the sources and

 uses of d
ata? 

3.
C

a
n you ta

lk a bit m
ore a

bout your current d
a

ta
 architecture? 

4.
A

re there sta
nd

a
rd

ized
 form

ats, com
m

on toolsets, d
efined

 interfa
ce 

controls, a
nd

 preferred
 a

lgorithm
s or m

etrics? 
5.

Revenue generated
 from

 their fa
ir-tra

d
e prod

ucts ha
s increa

sed
 the 

w
orkers w

ages by X%
? H

ow
 d

o you know
 this inform

a
tion? 

6.
D

o you a
ccept the FLA

 sta
nd

a
rd

 to be true? 
7.

W
ha

t is your und
erstand

ing of living w
ages? Is there a need

 to 
calcula

te an a
lterna

tive?
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Interview
s

A
rguello, Rem

ed
ios “Rem

y”. Persona
l interview

. 21 M
a

rch 2017

C
han, Harvey. Personal Interview

. 30 M
a

rch 2017

C
heng, Eric. Personal interview

. 17 M
arch 2017

C
hoi, C

he. Personal interview
. 22 M

arch 2017.

H
od

ge, D
onnie. Personal interview

. 10 M
a

y 2017 A
lta G

racia

N
guyen, A

nh. Personal interview
. 21 M

arch 2017

Sha
o, Shirley. Persona

l interview
. 12 A

pril 2017

N
ot Q

uoted
Blyth, A

m
y. Persona

l interview
. 24 M

arch 2017.

Living W
age Definition (Slide 7) 

Fair C
om

pensation W
ork Plan: Fa

ir La
bor A

ssocia
tion 2015.

W
orkers Rights C

om
m

ission (Slide 15)
G

loba
l W

a
ge Trend

s for A
pparel W

orkers: W
orkers Rights C

om
m

ission. July  2015.

Fair Labor A
ssociation - Partnerships (Slide 24)

Participating C
om

panies. <http://w
w

w
.fairlabor.org/affiliates/participating-com

panies > 

C
ontacted

Rem
ed

ios “Rem
y”A

rguello – A
d

id
as

A
m

y Blythe – Fair Trad
e USA

, Partnership D
evelopm

ent M
anager 

Harvey C
han – Fair La

bor A
ssociation, C

hief of A
ccountability &

 

Innovation

Eric C
heng – Patagonia Field

 M
a

nager C
hina

D
onnie Hod

ge – A
lta G

racia, C
EO

A
nh N

guyen – M
XP, Head

 of C
om

pliance D
epartm

ent

Bernard
 Kw

ok – Young O
ne Factory M

anager (C
orrespond

ence) 

Shirley Shao – N
C

 A
ccessory (C

orrespond
ence)

C
hau D

iep – Pata
gonia Field

 M
ana

ger in V
ietna

m
 (N

o Show
) A

lpay 

C
elikel – Fair Labor A

ssocia
tion Regional M

anager – (N
o Show

)
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Im
age C

redits
Slid

e 1 Im
age. Pa

tagonia Logo. <http://w
w

w
.cloud

basem
ayhem

.com
/w

p-content/upload
s/2015/10/Patagonia_Provisions_V

ector.png
> 

Slid
e 5 Im

age.  <https://w
w

w
.ad

venturea
pparel.us/pages/patagonia

>

Slid
e 6 Im

age. Pa
tagonia Factory. 

<http://w
w

w
.pa

ta
gonia

.com
/sta

tic/on/d
em

and
w

are.static/-/Library-Sites-PatagoniaShared
/d

efault/d
w

63be551d
/im

ages/environm
entalis

m
/1105x622_D

SC
N

0024.jpg> 

Slid
e 8 Im

age. Pa
tagonia Factory. 

<http://w
w

w
.pa

ta
gonia

.com
/sta

tic/on/d
em

and
w

are.static/-/Library-Sites-PatagoniaShared
/d

efault/d
w

35a82d
e7/im

ages/corp-responsibil
ty/1105x622_fa

ctories-2_F14.jpg
>

Slid
e 9 Im

age. Pa
tagonia Factory FLA

 Tool Screenshot. 

Slid
e 16 Im

a
ge. Tablea

u logo. <w
w

w
.tablea

u.com
> 

Slid
e 21 Im

a
ge. <http://w

w
w

.fasttrackprom
otion.com

/about/> 

Slid
e 22 Im

a
ge. <http://w

w
w

.helencouchm
a

n.com
/w

p-content/upload
s/2009/08/Factory-ow

ner-K-K-W
ong.jpg

> 

Slid
e 23 Im

a
ge. <https://static1.squa

respa
ce.com

/static/535ae1f7e4b0d
43c82387e3e/536163e2e4b04569e722434a/ 

57fbd
174e6f2e136830f3e0a/1476148553300/d

a
vis_t_1865.jpg?form

at=1500w
> 

Slid
e 24 Im

a
ge. <https://ak9.picd

n.net/shutterstock/vid
eos/13965929/thum

b/1.jpg
> 
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