
CORPORATE SOCIAL RESPONSIBILITY 
 

TEES POINT ENTERPRISES 
4 Downhill St. Towerhills Subd. Taytay, Rizal 

 
 
 
 
 
 

De La Salle College of Saint Benilde 
Bachelor of Science in Information Management 

 
 

Mr. Paul Pajo 
Professor 

 
Submitted by: 

 
Balberan, Jan Maxin R. 
Diaz, Jane Christine B. 

Pua, Fitz Patrick 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

BRIEF COMPANY BACKGROUND 
TEES POINT ENTERPRISES 

4 Downhill St. Towerhills Subd. Taytay, Rizal 
Tel Nos. 6607617/ 6656532 



Fayne G. Ollodo 
(General Manager) 

 
COMPANY HISTORY 

Tees Point Enterprises formerly Erdiorap 
Enterprises is a garments company that 
manufacture high quality tee shirts. It was 
established in August 1991 as a home based 
business with only 1 unit of sewing machine. The 
business was created through the desire of a 
mother to be with her children. Starting a 
business from scratch is tough. Most customers 
are friends and relatives limiting the business 
income. During the first few months, sales are not 
bad. The business was rocked when later on their 
most customers were saturated of their product. 
But as the saying goes, “Determination and 
strong faith in God is the way to success”.  Fayne 
G. Ollodo, owner of Tees Point Enterprise, 
pursues the business and met a lady who owns a 
boutique in Makati. This lady is the one who 
trusted them by giving subcontracting job. Who 
would have thought considering them to be a 
subcontractor with only 3 units of sewing machine 
and with only 3 workers; after a month of 
business dealings with this business opportunity, 
they were able to buy 2 units more of sewing 
machines. In less than a year, their sewing 
machines increased to 15 units. From then on the 
business was given a break; it was easy for them 
to get job orders from other well known boutiques 
like Blued, Big and Small and Co. and Cinderella. 
When our country suffered financial crisis in 
1995, almost all businesses in the garment 
industry were affected by the crisis. But the 
company continues to perceive, it looked for potential customers that remain strong even 
during crisis. Thus, it became suppliers of those considered big and strong in the market 
like “Company B”, “Rusty Lopez”, and Network Fashion (Jeano)”. 

  
Right now they have 40 units of sewing machines and at least 50 regular 

employees with 3 regular back up subcontractors (Dawn & Clark Garments, JZ 
Garments, and Varsity Garments) and strong support from the following fabric suppliers: 
Ever Lucky Knitting Corp., Oversea Warp Knitting Company, Clothman Knitting 
Company, and Upper Marketing. Back then from the 1,000 pieces of tee shirts they 
produce a months, now the average monthly production is 20,000 pieces. Due to the 
determination and perseverance, we remain stable in the means of this unstable 
country.  
PRODUCT / SERVICES 

Tees Point Enterprises is a garment company that manufactures quality tee 
shirts for local brands. The product is being produced based on the requirements of its 
customers and on the design options provided by the company. The company is always 

VISION 
To be the country’s choice in the 
clothing industry  

 
MISSION  
As manufacturing firm; 

• To conform to the highest 
standards set by top 
management, 
professionalism and 
teamwork 

 
For our clients; 

• To provide the optimum 
quality while minimizing 
the most for attaining this 
quality 

 
For our Employees; 

• To place a premium on 
their growth, and nurture 
an environment of 
teamwork where 
outstanding performance 
is recognized. 

For our shareholders: 

• To enhance the value of 
their investments 

 



consistent with the quality of goods they produce truly ensuring the loyalty of its 
customers. Its t-shirts are categorized into two based on age: teens and kids apparel. 
Kids ranges from seven (7) to twelve (12) years old and teens that ranges from thirteen 
(13) to early twenties. When it comes to gender, they both produce products for men and 
women.  

 
During holiday season where Tees Point receives an order of 150,000 pieces of 

tee shirts to finish within 3 months period, the company outsource for at least six other 
subcontractors to finish the job. Subcontractors help the company by rendering sewing 
and packing services. With this type of outsourcing, they can keep up with the clients 
demand and at the same time preserve their good name and making them a reliable 
supplier. 

 
 

INDUSTRY CATEGORY DEFINITION 
 

Garments for men, women, children (3 to 13 years) and infants (0 to 2 years), 
either ready-to-wear or made-to-measure, in all materials (including leather, furs, plastics 
and rubber), for everyday wear, for sport or for work, capes, overcoats, raincoats, 
anoraks, parkas, blousons, jackets, trousers, waistcoats, suits, costumes, dresses, 
skirts, shirts, blouses, pullovers, sweaters, cardigans, shorts, swimsuits, tracksuits, 
jogging suits, sweatshirts, T-shirts, leotards, vests, underpants, socks, stockings, tights, 
petticoats, brassières, knickers, slips, girdles, corsets, body stockings, pyjamas, 
nightshirts, nightdresses, housecoats, dressing gowns, bathrobes, baby clothes and 
babies' booties made of fabric.  

(http://www.portal.euromonitor.com/portal/server.pt?control=SetCommunity&Com
munityID=215&PageID=733&cached=false&space=CommunityPage, 2008) 

CONSUMER LIFESTYLE - PHILIPPINES 

 
1.1 Attitudes 



Filipinos are generally fashionable. They are influenced by trends seen in the 
media and magazines. Fashion magazines with licensed US titles for Cosmopolitan and 
Seventeen are published locally starting in the late1990’s. Other magazines designed for 
the teenagers and young adults are also available. These magazines are generally 
doing good business. Women are still heavily influenced by styles and trends in the US. 
Men on the other hand find inspiration from the US, Europe and nearby Asia. These 
influences have made consumers wear items such as leather jackets and high boots 
whom some people think are inappropriate given the tropical weather in the country. 

 
The residents in general have different wardrobe for different occasions such as 

going to work, relaxation or going to the malls and going out at night. Work clothes are 
corporate wear although trends in the 2000’s have made people more relaxed in choices 
of work clothes. Structured blazers for instance are replaced with less structured jackets 
or a knitted cardigan. Even the colors for work clothes are veering away from the 
traditional blacks, blues and browns. These trends have made changing clothes more 
appropriate for going out at night easier. Women, for instance, just need to remove their 
jackets and add accessories. Different wardrobes are complemented with the right 
footwear and appropriate bags and accessories. 

 
Jeans remain the staple of wardrobe for both men and women. Even going out at 

night with friends or even a date allows wearing of jeans. The tops worn with jeans 
dictate the difference between relaxation and or dressing up for more formal occasions. 
There are already a number of local fashion designers who are patronized by the trendy 
people or fashionistas. Unlike in the early 1990’s when local designers are more mature, 
the 2000’s saw younger designers who introduce more trendy designs which the young 
adults and teenagers can relate to. The young designers are regularly featured in local 
fashion magazines which contribute to their growing prominence in the local scene. 
 

The 2000’s saw the consumers more comfortable with wearing accessories such 
as scarves, bangles, beads and belts to complement their wardrobe. Similar to 
garments, accessories vary depending on the occasions used for. One reason behind 
this is the availability of affordable accessories which can be found in boutiques, 
department stores and even in the bargain shops. 
 

Department stores remain a major outlet for buying clothes and footwear. These 
stores aside from carrying private labels also provide areas for clothing brands which 
may or may not have their own chain of boutiques and shops. Department stores are the 
preferred outlets for buying undergarments, shirts and pants. Boutiques are preferred for 
more dressy wear.  
 

Bargain shops, flea markets or tiangges, ukay-ukay or shops selling used 
garments proliferate in the country and account for a substantial share in the retail sales 
of clothing and footwear. 
 
 
 
 
 
1.2 Clothing and Footwear 

Spending for garments accounted for about 70% of total expenditure on clothing 
and footwear during the review period, 1990-2003. This can be attributed to the 



preference of most consumers for ready to wear clothes rather than having them sewn 
and tailored. Growth though for spending in clothing is slower than growth in footwear. 
This can be attributed to the general decline in prices of clothing during the review 
period. One factor is the entry of low-cost clothing items starting in the 1990’s coming 
from nearby Asian countries such as Thailand and in the 2000’s, from China. These 
items are sold in bargain stores and flea markets or tiangges which cater to consumers 
from all income groups. In addition, the proliferation of ukay-ukay or shops selling used 
garments and other clothing allowed people to buy cheaper items. 
 

Spending for footwear posted the fastest growth during the review period. Most 
consumers invest in more expensive footwear rather than clothes. The entry of imported 
footwear brands in the 1990’s like Nine West and Bass provided more choices for 
people but these brands are significantly more expensive than local footwear. Although 
footwear are also available in ukay-ukay shops, most of the customers are comfortable 
buying used clothes but not used footwear. 

 
Table 125 Expenditure on Clothing and Footwear: 1990/1995/2000-2003 

Ps per capita 1990 1995 2000 2001 2002 2003 

Clothing   391.9 574.5 746.6 784.4 824.3 919.5 

Clothing materials   10.3 15.0 20.3 21.2 22.6 25.1 

Garments   307.8 452.0 592.9 620.8 651.2 726.9 

Other clothing   31.0 47.6 56.5 58.1 60.7 67.9 

Clothing cleaning,   
repair and hire   

42.8 59.9 76.9 84.4 89.8 99.5 

Footwear   19.7 42.6 77.5 86.5 96.3 101.6 

    

TOTAL   411.6 617.2 824.1 870.9 920.5 1,021.0 

Source: National statistical offices, OECD, Eurostat, Euromonitor International, May 4, 
2005 

 
Table 126 Expenditure on Clothing and Footwear (% Analysis): 1990/1995/2000-2003 

% of total expenditure on 
clothing and footwear 

1990 1995 2000 2001 2002 2003 

Clothing   95.22 93.09 90.60 90.07 89.54 90.05 

Clothing materials   2.50 2.43 2.46 2.43 2.45 2.46 

Garments   74.79 73.23 71.95 71.28 70.74 71.19 

Other clothing   7.52 7.72 6.85 6.67 6.59 6.65 

Clothing cleaning,   
repair and hire   

10.40 9.71 9.33  9.69 9.76  9.75  

Footwear   4.78 6.91 9.40 9.93 10.46 9.95 

             

TOTAL   100.00 100.00 100.00 100.00 100.00 100.00 

Source: National statistical offices, OECD, Eurostat, Euromonitor International, May 4, 
2005 

Table 127 Expenditure on Clothing and Footwear (Growth): 1990-2003/2000-2003 

% change 1990-2003 2000-2003 

Clothing   212.76 30.67



% change 1990-2003 2000-2003 

Clothing materials   225.82 31.50

Garments   214.79 30.07

Other clothing   192.21 27.54

Clothing cleaning, repair and hire   209.90 37.34

Footwear   587.74 39.04

     

TOTAL   230.69 31.45 

Source: National statistical offices, Eurostat, OECD, Euromonitor International, 5/4/2005 
 
 

TARGET MARKET LIFESTYLE - PHILIPPINES 
 
2.1 Tweenagers 

Population of tweenagers is growing slower throughout the review period. 
However, the growth rates are higher compared to population growth of the younger age 
groups. Male tweenagers slightly outnumber the females but this is expected to change 
by 2015 when the number of female tweenagers will overtake the males. 

 
Tweenagers are not only largely influenced by media but also by their peers. 

They spend their leisure time playing with friends. During schooldays, they play with 
electronic gadgets like Xbox or play online games in their computers at home or in the 
nearest gaming shop. During weekends, they are able to spend more time in the gaming 
shops. Outdoor sports remain an option but tweenagers prefer electronic games. 

 
Entertainment options will remain a big market for tweenagers. They prefer 

playing computer and electronic games with friends. During schooldays, games they can 
play alone in their homes are preferred by parents who still make the purchasing 
decisions. However, most of the games available in the market are targeted for male 
tweenagers only. With the growing number of female tweenagers, games targeted for 
specifically for them will have a huge demand, although most female tweenagers still 
prefer going to the mall, watching movies, shopping or simply hanging out with friends. 
 

Table 24 Tweenagers: 1990-2015 

'000 1990 1995 2000 2005 2010 2015 

Male   3,736 4,111 4,527 4,920 5,104 5,038

Female   3,637 3,995 4,399 4,802 5,052 5,087

                     

TOTAL   7,373 8,106 8,925 9,722 10,156 10,125 

As % of total population   12.11 11.81 11.67 11.54 11.09 10.33 

Source: National statistical offices, Euromonitor InternationalNote, May 4, 2005: 
Tweenagers (10-14 years old) 

 
 
 
 
 

Table 25 Tweenagers (Growth): 1990-2015/2000-2015 
% change 1990-2015 2000-2015 



% change 1990-2015 2000-2015 

Male   34.85 11.28

Female   39.88 15.66

         

TOTAL   37.33 13.44 
Source: National statistical offices, Euromonitor InternationalNote, May 4, 2005: 
Tweenagers (10-14 years old) 
 
2.2 Teenagers 

A similar pattern to the population growth of tweenagers can be seen in 
teenagers. The numbers of male and female teenagers are almost equal. Males 
outnumber females by a small margin since 1990. This is expected to change by 2015 
when the number of female teenagers outpaces the males.  

 
Teenagers make independent choices when it comes to buying their own clothes 

and other accessories. However, they are still dependent on the allowances they receive 
from their parents. Compared to tweenagers though, teenagers are given higher 
allowances which they can freely spend on their own. To augment the allowances their 
parents give, they seek part-time jobs or find other means to earn.  
 

Friends and peers are very influential to teenagers. They like to spend more time 
with their friends than with their own families. Teenagers are often found in shopping 
malls, coffee bars and movie theatres all week long. The older teenagers are even 
allowed to spend their weekends with friends for out-of-town trips on certain occasions. 
Likewise, the society is becoming more liberal and adult chaperones are no longer 
common in the country. Curfews though are set by some parents by whom teenagers 
have to strictly follow. The older teenagers or those aged 16-19 are most likely to be 
starting or already have relationships with the opposite sex.  

 
Teenagers regularly spend on clothes and leisure activities as they like going to 

the malls, eating out, watching movies and concerts. Naturally, these items take a huge 
chunk of teenagers’ allowances. Communicating with friends and peers on a constant 
basis are very important to teenagers therefore, they are frequent users of mobile 
phones and the Internet. Teenagers can even sacrifice eating out in order to purchase a 
more updated cell phone and pay for their mobile services. They account for a huge 
subscriber base for mobile companies and a major market for value-added services like 
popular downloads of ring tones, logos and chat services. Mobile companies are 
expected to continue to create services targeted for teenagers. 

 
Table 26 Teenagers: 1990-2015 

'000 1990 1995 2000 2005 2010 2015 

Male   4,777 5,269 5,782 6,324 6,792 6,888

Female   4,751 5,226 5,711 6,242 6,752 6,978

                     

TOTAL   9,528 10,495 11,492 12,566 13,544 13,866 

As % of total population   15.65 15.30 15.02 14.92 14.79 14.14 

Source: National statistical offices, Euromonitor InternationalNote, May 4, 2005: 
Teenagers (13-19 years old) 

Table 27 Teenagers (Growth): 1990-2015/2000-2015 



% change 1990-2015 2000-2015 

Male   44.20 19.14

Female   46.86 22.20

     

TOTAL   45.53 20.66 
Source: National statistical offices, Euromonitor InternationalNote, May 4, 2005: 
Teenagers (13-19 years old) 

 
 

CORPORATE SOCIAL RESPONSIBILITY PLAN 

 
Tees Point (TP) produces more than 250,000 t-shirts a year. It is unavoidable to 

commit mistakes on the made t-shirts which makes the t-shirt’s quality or class to 
depreciate. Class A products are products which passed both quality testing of the 
company and the client. On the other hand, class B products are products which passed 
the quality testing of the company yet failed to client’s quality testing. Lastly, Class C 
products are products that undergo quality testing of the company but failed to comply 
with the standards of the company. 
  
 TP being a manufacturer of t-shirt spent money for raw material that which later 
on can be on Class B or C. The company can be cost effective by having zero waste or 
near to zero waste. With this kind of strategy every materials counts. No waste products, 
no waste profit.  
 
 With average sales of Php100, 000 for December including reject sales, twenty-
five (25) percent of the sales belongs to Class B and C which the company can better 
sold on the price higher than the rejected price. 
 
 As the Filipino lifestyle, people wear very casual clothes called “pambahay”. 
Pambahay are clothes usually worn by people who will just stay at home or some place 
where few close people can only sees his / her outfit. Pambahays are often what people 
describe as the very comfortable for them. These are very distinct from the casual wear 
that Filipinos wore on outdoor such as the malls, bars, or even going to someplace 
which we find as public. Pambahays are regularly come from the person’s old casual 
clothes. Clothes which are too old or out fashioned to wear on public. 
 
 Since every Filipinos follows this lifestyle, especially to average to below average 
class, it is an opportunity to Tees Point not only to expand their product lines but also to 
expand their market. TP will no longer cater on large company client but also to Filipinos 
who are used to wear pambahays. 
 
 With the new pambahay products of the company, TP will no longer rely on the 
sales of their rejected t-shirts for the material cost. TP will use very light materials and a 
design that will fit the very definition of a pambahay, which is comfortable. 
 

Pambahays’ target markets are the same target market that TP is manufacturing 
for which are the tweenagers and teenagers. The designs are will be generalize so that 
even other age groups will be a potential buyer of the pambahay design.  

Since TP manufactures the product, cost will not be a problem. The pambahays 
will be sold at the lowest possible prize that BOPs will afford.  



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1 shows how the company’s waste dramatically reduced up to a certain 
point nearly to zero. Since most raw materials are reused from the produced class B and 
C, the company has cut cost for making the new product. 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

 
Figure 2 shows the sales of the pambahay t-shirts of TP. The figure shows how the new 
product line has conquer the market. The figure shows continues improvement of TP’s 
sales. This only proves that a company can never go out of business if they target the 

Waste 

Pambahay Production 

Fig 1. Waste Reduction of 

Pambahay  

Sales 

Pambahay Production 

Fig 2. Sales of Pambahay  


