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WHAT IMAGE COMES TO YOUR MIND WHEN
YOU THINK OF RESPONSIBLE FASHION?
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MIND THE GAP
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THE WIDENING GAP

Between magnitude of impact and mitigation actions

_ $_ Apparel and Footwear Industry size $3.3T
Trillions Growth rate projected to increase by 10%

$1.9T
$1.8T
S1.7T

Without major changes, the negative
impact grows proportionally

2016 2017 2018 2019 2020 2030

Source: GLOBAL FASHION AGENDA



THE WIDENING GAP

Between magnitude of impact and mitigation actions

Pulse Score: elaborated by GFA, BCG & SAC
Measures the progress of the industry towards its
environmental and social goals

+4pt

+6pt

In 2018 growth rate of mitigation
actions decreased by 1/3

2016 2017 2018 2019 2020 ... 2030

Source: GLOBAL FASHION AGENDA



THE WIDENING GAP

Between magnitude of impact and mitigation actions

$3.3T Industry

Size
_ Mitigation
With lack of accelerated measures, the Actions
gap will get increasingly wider

2016 2017 2018 2019 2020 ... 2030

Source: GLOBAL FASHION AGENDA



THE SUPPLY CHAIN
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THE OTHER SIDE OF THE STORY

THE GAP
BETWEEN
CONSUMERS’
INTENTION AND
BEHAVIOR
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More clothing items of closets that Of clothing thrown
bought than 10 years go unworn away on average
ago and worn them each year by US

half as long consumer



Circularity Based
MATERIALS
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Circularity Driven
BUSINESS MODELS

CIRCULAR FASHION
PLAYS

A PIVOTAL ROLE

IN MAKING

THE INDUSTRY
MORE RESPONSIBLE



ETHICAL CALL BUSINESS CALL
GOAL DEFINITION ACTION DEPLOYMENT
STATED INTENTION ACTUAL BEHAVIOR
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