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WHAT IMAGE COMES TO YOUR MIND WHEN 
YOU THINK OF R ESPONSIBLE F ASHION?
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THE 
PERCEPTION  
OF 
RESPONSIBLE 
FASHION  

E x p l o i t a t i o n  G r e e n w a s h i n g  T r e e - h u g g e r s  
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I n v e s t m e n t  i n  
t e c h n o l o g y  &  

i n n o v a t i o n  

I n v e s t m e n t  i n  
w e l f a r e  o f  
w o r k f o r c e  

A u t h e n t i c  
r e s p o n s i b i l i t y  

THE 
REALIT Y 
OF 
RESPONSIBLE 
FASHION

HIGHER 
MARGINS 

GREATER EFFICIENCY  
= 

HIGHER 
OUTPUT 

INCREASED 
PRODUCTIVITY 

= 

HIGHER 
REVENUE 

STRONGER LOYALTY  
= 
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A VALUE 
CREATION 

OPPORTUNIT Y 

AN 
ENVIRONMENTAL 

AND ETHICAL CALL 
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“ D O I N G  
G O O D ”  

G R O W I N G  
PA C E  O F  
“ N E G AT I V E  
I M PA C T ”   

C U S T O M E R S ’  
I N T E N T I O N  

S L O W I N G  
PA C E  O F  

“ M I T I G AT I O N  
A C T I O N S ”  

C U S T O M E R S ’  
B E H AV I O R  

“ G O O D   
B U S I N E S S ” 

MIND THE GAP
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$   
T r i l l i o n s  

2 0 1 6  2 0 1 7  2 0 1 8  2 0 1 9  2 0 2 0  2 0 3 0  . . .  

$ 1 . 7 T  
$ 1 . 8 T  

$ 1 . 9 T  

$ 3 . 3 T  A p p a r e l  a n d  F o o t w e a r  I n d u s t r y  s i z e  
G r o w t h  r a t e  p r o j e c t e d  t o  i n c r e a s e  b y  1 0 %  

W i t h o u t  m a j o r  c h a n g e s ,  t h e  n e g a t i v e  
i m p a c t  g r o w s  p r o p o r t i o n a l l y  

THE WIDENING GAP  

B e t w e e n  m a g n i t u d e  o f  i m p a c t  a n d  m i t i g a t i o n  a c t i o n s  
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2 0 1 6  2 0 1 7  2 0 1 8  2 0 1 9  2 0 2 0  2 0 3 0  . . .  

3 2 p t  
3 8 p t  

4 2 p t  

+ 6 p t  
+ 4 p t  

P u l s e  S c o r e :  e l a b o r a t e d  b y  G F A ,  B C G  &  S A C  
M e a s u r e s  t h e  p r o g r e s s  o f  t h e  i n d u s t r y  t o w a r d s  i t s  
e n v i r o n m e n t a l  a n d  s o c i a l  g o a l s   

I n  2 0 1 8  g r o w t h  r a t e  o f  m i t i g a t i o n  
a c t i o n s  d e c r e a s e d  b y  1 / 3  

THE WIDENING GAP  

B e t w e e n  m a g n i t u d e  o f  i m p a c t  a n d  m i t i g a t i o n  a c t i o n s  
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THE WIDENING GAP  

B e t w e e n  m a g n i t u d e  o f  i m p a c t  a n d  m i t i g a t i o n  a c t i o n s  

2 0 1 6  2 0 1 7  2 0 1 8  2 0 1 9  2 0 2 0  2 0 3 0  . . .  

$ 1 . 8 T  
$ 1 . 9 T  

$ 1 . 7 T  

I n d u s t r y   
S i z e  

M i t i g a t i o n  
A c t i o n s  W i t h   l a c k  o f  a c c e l e r a t e d  m e a s u r e s ,  t h e  

g a p  w i l l  g e t  i n c r e a s i n g l y  w i d e r  

$ 3 . 3 T  
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THE SUPPLY CHAIN

S u s t a i n a b i l i t y  

a s  U S P  

BACK  END 

S u s t a i n a b i l i t y  i n  

D i s t r i b u t i o n  

C h a n n e l s  

D e s i g n  f o r  

S u s t a i n a b i l i t y  

S o u r c i n g  

P r o c e s s i n g  S h i p p i n g  

W a r e h o u s i n g  

B A C K  E N D

F R O N T  E N D

M a n u f a c t u r i n g  

of  the  soc ia l  and  
env i ronmenta l  
impact  i s  
embedded in  the  
back-end of  the  
industr y  
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CHANGE REQUIRES   
EMPOWERING  
THE WHOLE  
VALUE CHAIN WITH  

- EXPERTISE  
 

- INNOVATIVE 
TECHNOLOGY  

 
-  FUNDING TO 

MAKE  THE 
INVESTMENTS  
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THE GAP 
BETWEEN 
CONSUMERS ’  
INTENTION AND 
BEHAVIOR

T H E  O T H E R  S I D E  O F  T H E  S T O R Y  

M o r e  c l o t h i n g  i t e m s  
b o u g h t  t h a n  1 0  y e a r s  
a g o  a n d  w o r n  t h e m  
h a l f  a s  l o n g  

o f  c l o s e t s  t h a t  
g o  u n w o r n   

O f  c l o t h i n g  t h r o w n  
a w a y  o n  a v e r a g e  
e a c h  y e a r  b y  U S  
c o n s u m e r  
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CIRCULAR FASHION 

PLAYS 

A PIVOTAL ROLE 

IN MAKING 

THE INDUSTRY 

MORE RESPONSIBLE 

Circularity Based 

MATERIALS 

Circularity 

Inspired 

DESIGNERS 

Circularity Driven 

BUSINESS MODELS 

Circularity 

Inspired 

BRANDS 
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BUSINESS  CALL  
ACTION DEPLOYMENT  

ACTUAL BEHAVIOR  

ETHICAL CALL  
GOAL DEFINITION  
STATED INTENTION  
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Thank you 

MIND THE GAP 


