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The rise of fast fashion

Clothing production doubled
from 2000 to 2014

The number of garments
exceeded 100 billion by 2014

The average person buys

60 percent more items of
clothing and keeps them for
about half as long as 15 years
ago

Global trade in used clothes
reaches 4.3 million tonnes,
many are unlikely to be worn
again.

Since 2000 there has been
an “explosive expansion” in
fast fashion, led by the brands
H&M and Zara

2000

Sales of clothing have nearly
doubled from 1Trillion Dollars
in 2002 to 1.8 trillion dollars
in 2015, projected to rise to
$2.1 trillion by 2025

2025

Greenpeace.org



FASHION CONSUMPTION

Meed we say more?

gt bl « Cheap prices and increased consumption

Obscuriy s oooooo - Consumers' expectations - new, cheap and trendy
- Quantity vs. quality

- Planned obsolescence (emotional & functional)

- Throw-away culture and DISPOSABLE fashion

Forget fuiditg start looking
for strucrure instead, Like,

is the Fcrory your jacker was
sewn in structired o be a B - —
safe working environment? 5 e

once a facrory has been

Top and Timusers CHECKS
&I So useful! You can wear
l ] them in so many ways!

l s checked, hopefully you
Season S —

More more morc!!! THE RETURN OF
With 150 billion picces of POWER DRESSING |
clothing manufacoured every “This season ics all i
e s st oo powen SOUR
k power And it’s not the
B anymore, ics the
globalised 21st century.
5o who's really being
empowered by vour
purchases?

Including wich a clear
conscicnee! Because,

il Conl oibrin
skt aral Tz fy i
e ki com.nd

we are talking visible chreads. Make chem
" Auorescent. The threads that unite you with
the people whao make vour clothes..., malke
sure you can soe them.

Tap by faie B




Flow of clothes to waste in the EU 27, annually

+

Up to 90%

of clothes .

for re-use . Clothes retained
exported ’ Clothing In use for next year

to Global ’

South !

| % WASTE
* re-used CLOTHES

in EU

Incineration
24%

Or downcycling Re-directed to Disposal

greenpeace.org



FASHION INDUSTRY'S ROLE

- Designers and producers of fashion waste
- Direct contact to end consumers
- Extended producer responsibility




BRANDING / RETAIL
DISPOSAL

Reuse/
recycling

Manufacturing

Consumption Branding,
retail




DESIGN

v

RAW MATERIALS

V

FABRIC PRODUCTION

v

GARMENT PRODUCTION

\

SALES
USE

END-OF-LIFE

FROM LINEAR TO CIRCULAR

DESIGN FOR DURABILITY & RECYCLABILITY
SUSTAINABLE FIBER STRATEGY
POST-INDUSTRIAL RECYCLING

PRE-CONSUMER REUSE & RECYCLING

LIFE-CYCLE ENGAGEMENT WITH CONSUMERS
(PRE-PURCHASE, USE, CARE, END-OF-LIFE)

TAKE-BACK
RESELL
REPAIR

LEASE

POST-CONSUMER RECYCLING (CLOSED LOOP)

Kant Hvass, 2015



NEW OPPORTUNITIES
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FASHION COMPANIES’ PRODUCT END-OF-LIFE STRATEGIES

PRODUCT RETURNS MANAGEMENT

INDEPENDENT COLLECTION IN-STORE
IN-STORE PARTNERSHIP COLLECTION WITH A
COLLECTION WITH A CONTRACTED
CHARITY PARTNER

OPERATIONAL STRATEGY

-

* RESELL OF OWN BRAND .
*Eileen Fisher, Filippa K, Boomerang
*DONATION TO REUSE AND RECYCLING MARKETS

* REUSE OF OWN BRAND *M&S Shwopping with Oxfam, ZARA

«Patagonia partnership with eBay
* SELL TO REUSE AND RECYCLING MARKETS

* UPCYCLING/REDESIGN * H&M and I:Co, Levi’s and I:Co
*Boomerang Effect Home Collection
*Cheap Monday upcycled collection *CLOSED LOOP RECYCLING
*Own brands, e.g. Patagonia Common Threads Initiative,
* REPAIR EcoCircle
*Nudie Jeans, Levi’s *Mixed brandse, e.g. H&M and |:Co

* LEASE
Filippa K, MUD Jeans, VIGGA

ﬁ RESOURCE EFFICIENCY g
(Stahel and Reday (1976/1980)

PRODUCT SPECIFIC (Loop 1) MATERIAL SPECIFIC (Loop 2)
focus on long-life products, reuse and focus on waste reduction and
product life extension recycling of materials

Kant Hvass, 2016
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Macro
- Lack of consumer awareness and enthusiasm
- Fragmented reverse channels (collection, reuse,
recycling)
- Lack of technology (sorting & recycling)
« Complex supply chains
- Uncertainty of innovation collaborations
- Fragmented legislation

Organizational

« Organizational silos

- Lack of internal awareness

- Lack of management buy-in

- Lack of alignment with existing strategies and action
plans
- Administrative lock-in (KPI's, ROI)
- Lack of best practices
« Lack of evidence of financial benefits

« High up-front costs

Personal

- Linear thinking
- Lack of time

Source: Guldmann, 2016; Kant Hvass, 2016



- Long-term business strategy
- Supportive governance structure
- Supportive organizational culture (organizational learning)

- Cross-organizational collaboration (business model
Integration)

- Collaboration with knowledge partner
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