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EX
H

IB
IT 1

Industry trajectory over past 
3 years and projection
G

ap
 b

etw
een ind

ustry 
g

row
th and

 P
ulse Score 

im
p

rovem
ents increasing

R
isk that the g

ap
 w

ill w
id

en if ind
ustry d

oes 
not increase the sp

eed
 of find

ing
, d

evelop
ing

 
and

 im
p

lem
enting

 m
easures to im

p
rove their 

environm
ental and

 social sustainab
ility p

ractices 

A
p

p
arel/Footw

ear Ind
ustry Size

P
ulse Score

G
row

th rate d
ecreased

 by ⅓

G
row

th rate p
rojected

 to increase by 10
%

?

32pt

$1.7T
$1.8T

$1.9T

$3.3T

 38pt
 4

2pt
+6pt

+4
pt

Ø
+5%

 p.a. 
(+81%

)

+4
-5%
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The 20
19 P

ulse Score
1 show

s that the fash-
ion ind

ustry has im
p

roved
 its social and

 
environm

ental p
erform

ance in the p
ast 

year, b
ut at a slow

er rate than the p
revious 

year. D
esp

ite this im
p

rovem
ent, the fash-

ion ind
ustry is still far from

 sustainab
le. 

F
urtherm

ore, the find
ing

s d
em

onstrate 
that fashion com

p
anies are not im

p
le-

m
enting

 sustainab
le solutions fast enoug

h 
to counterb

alance neg
ative environm

ental 
and

 social im
p

acts of the rap
id

ly g
row

ing
 

fashion ind
ustry. If the P

ulse Score stays 
on its current trajectory, the g

ap
 b

etw
een 

ind
ustry outp

ut and
 the P

ulse Score w
ill 

w
id

en. A
b

out 4
0

%
 of the ind

ustry have 
not yet reached

 b
eyond

 P
hase O

ne of the 
P

ulse C
urve. 2 A

s a result, if the ind
ustry 

d
oes not im

p
lem

ent chang
es at a fast-

er rate, it w
ill not b

e ab
le to achieve the 

U
nited

 N
ations Sustainab

le D
evelop

m
ent 

G
oals

3 or m
eet the P

aris A
g

reem
ent. 4 

G
lob

al Fashion A
g

end
a, B

oston C
onsult-

ing
 G

roup
 and

 Sustainab
le A

p
p

arel C
oali-

tion call up
on ind

ustry lead
ers to increase 

their p
ace tow

ard
s a d

eep
er and

 m
ore 

system
ic chang

e. C
om

p
anies m

ust p
ush 

hard
er, w

ith m
ore focused

 and
 coord

inat-
ed

 e!
orts, to overcom

e technolog
ical and

 
econom

ic lim
itations that hind

er p
rog

ress.

*N
ote: N

um
b

ers for years m
arked

 w
ith an asterisk m

ark are p
rojections. Ind

ustry size and
 g

row
th rates for ap

p
arel and

 footw
ear R

SP
 value in U

SD
 b

ased
 on fixed

 20
18 

exchang
e rates. G

row
th rates until 20

23 b
ased

 on E
urom

onitor d
ata, g

row
th rates b

etw
een 20

23 and
 20

30
 extrap

olated
 b

ased
 on E

urom
onitor d

ata at C
A

G
R

 5%
.

Source: B
C

G
 analysis: E

urom
onitor; G

FA
: C

E
O

 A
g

end
a 20

18
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+4
p

t
 

im
p

rovem
ent  

since p
ast year 

b
ut m

easureab
le 

p
rog

ress 
d

ecreased
 by ⅓

Pulse Score grow
th slow

ed by  
one third in 20

19 
The 20

19 P
ulse Score increased

 four 
p

oints from
 last year, from

 38 to 4
2 (out 

of 10
0

), com
p

ared
 to six p

oints in 20
18, 

w
hich m

eans that the sp
eed

 of m
easura-

b
le p

rog
ress has d

ecreased
 by a third

. 

A
lthoug

h the continued
 p

rog
ress is 

encourag
ing

, its d
ecreasing

 sp
eed

 is 
concerning

. In the last tw
o years alone 

the ap
p

arel and
 footw

ear ind
ustry g

rew
 

b
etw

een 4
 to 5%

, in line w
ith p

rojections 
throug

h 20
23 that show

 annual g
row

th of 
ap

p
roxim

ately 5%
. This is larg

ely d
riven 

by increasing
 d

em
and

 in A
sia-P

acific and
 

d
evelop

ing
 countries. 5 B

y 20
30

 the g
lob

al 
ap

p
arel and

 footw
ear ind

ustry is exp
ected

 
to g

row
 to 10

2 m
illion tonnes in volum

e 
and

 U
SD

3.3 trillion in value. 6 M
oreover, the 

Sustainab
le D

evelop
m

ent G
oals estim

at-
ed

 that g
lob

al carb
on em

issions need
 to 

b
e red

uced
 by 4

5%
 from

 20
10

 levels by 
20

30
 if g

lob
al w

arm
ing

 is to b
e lim

ited
 to 

a 1.5°C
 increase and

 net zero carb
on em

is-
sions are to b

e reached
 around

 20
50

. 7 
E

ven und
er op

tim
istic assum

p
tions, the 

ind
ustry’s existing

 solutions and
 sp

eed
 

of p
rog

ress w
ill not d

eliver the im
p

act 
need

ed
 to transform

 the ind
ustry. Fashion 

need
s d

eep
er, m

ore system
ic chang

e. 

W
ithout g

row
th in environm

ental and
 so-

cial p
ractices throug

h scaling
 up

 existing
 

sustainab
le p

ractices, ad
op

ting
 m

ore e#
-

cient b
usiness m

od
els and

 im
p

lem
enting

 
transform

ative chang
es, the g

ap
 b

etw
een 

the g
row

th of the ind
ustry and

 the P
ulse 

Score w
ill w

id
en further. This could

 have a 
d

ire e!
ect on the long

-term
 environm

en-
tal, social and

 financial p
rosp

erity of the 
ind

ustry and
 p

lanet. 8

The m
ajority of im

p
rovem

ents cam
e 

from
 tw

o seg
m

ents: sm
all-size p

layers 
in the m

id
-p

rice seg
m

ent, and
 m

ed
ium

 
and

 larg
e-size p

layers in the entry-p
rice 

seg
m

ent. E
!

orts sp
read

ing
 am

ong
 the 

sm
aller com

p
anies in the entry-p

rice 
seg

m
ent are encourag

ing
 to see. This 

m
ovem

ent along
 the initial p

hases of the 

P
ulse C

urve w
as achieved

 by firm
s ad

op
t-

ing
 sustainab

ility strateg
y d

evelop
m

ent 
and

 g
overnance, setting

 targ
ets, im

p
le-

m
enting

 b
est p

ractices and
 alig

ning
 their 

association a#
liations. These im

p
ortant 

p
rep

aratory chang
es w

ill take tim
e—

typ
-

ically around
 tw

o years—
to translate into 

trackab
le success further along

 the P
ulse 

C
urve. M

eanw
hile, frontrunners d

isp
layed

 
low

er m
easurab

le p
rog

ress, as their w
ork 

in scaling
 up

 solutions and
 b

ring
ing

 p
rov-

en initiatives d
eep

er into the value chain 
d

oes not necessarily im
m

ed
iately trans-

late into P
ulse Score g

ains. In ad
d

ition, 
tackling

 issues w
hich req

uire innovation 
or chang

es in b
usiness m

od
els req

uire 
collab

orative action.

C
onsum

ers m
ore aw

are of sustainability, 
an increasingly im

portant driver in pur-
chasing decisions 
A

s new
s outlets and

 social m
ed

ia shine a 
lig

ht on social and
 environm

ental resp
on-

sib
ility in the fashion ind

ustry, consum
er 

concern is g
row

ing
. M

entions of sustain-
ab

ility in social m
ed

ia increased
 a third

 
faster than overall social m

ed
ia g

row
th 

b
etw

een 20
15 and

 20
18. A

w
areness is 

hig
hest am

ong
 young

er p
eop

le, esp
ecially 

M
illennials. 9

This aw
areness is b

eg
inning

 to have a 
g

reater e!
ect on consum

er p
urchas-

ing
 d

ecisions, w
ith m

ore than a third
 of 

survey resp
ond

ents rep
orting

 they have 
alread

y sw
itched

 from
 their p

referred
 

b
rand

 to another for reasons related
 to 

resp
onsib

le p
ractices. M

ore than half of 
the resp

ond
ents said

 they anticip
ate that 

their next p
urchase d

ecision w
ill b

e b
ased

 
on these p

ractices. For the first tim
e, this 

d
ata confirm

s that m
ost consum

ers in-
clud

e sustainab
ility consid

erations in their 
d

ecision-m
aking

 fram
ew

ork. These results 
ind

icate a shift in im
p

ortance of these 
consid

erations and
 rep

resent a strong
 

sig
nal to the ind

ustry. 10 This clear trend
 

w
ill continue to g

row
. It is just a m

atter of 
tim

e b
efore resp

onsib
le p

ractices b
ecom

e 
p

ivotal to d
ecision-m

aking
 factors w

hen 
p

urchasing
 a p

rod
uct.

H
ow

ever, consum
er consid

erations of 
sustainab

le p
ractices are not yet p

ow
-

erful enoug
h to b

e the m
ost im

p
ortant 

d
river of p

urchasing
 b

ehaviour. Q
uality 

and
 aesthetics still d

om
inate d

ecision 
m

aking
. 11 N

evertheless, for 7%
 of consum

-
ers sustainab

ility is the m
ost im

p
ortant 

d
ecision-m

aking
 criteria. Yet, the ind

ustry 
cannot w

ait for the consum
er to lead

 this 
m

ovem
ent—

it is up
 to fashion lead

ers to 
take b

old
er m

oves tod
ay to transition to a 

sustainab
le ind

ustry. 
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TA
K

IN
G

 T
H

E
 PU

L
S

E
 O
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T
H

E
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S
H
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N
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U
S

T
R
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32pt
 38pt

 4
2pt

+6pt
+4

pt

This section takes an in-d
ep

th 
look at the P

ulse Score 
results to exam

ine the m
ain 

d
rivers of p

rog
ress and

 road
-

b
locks the ind

ustry faced
 

d
uring

 the p
ast year. 

In the p
ast year the P

ulse Score of the 
fashion ind

ustry increased
 from

 38 to 4
2 

(out of 10
0

), show
ing

 p
rog

ress tow
ard

 
ad

vanced
 social and

 environm
ental 

p
erform

ance w
ith com

p
anies historically 

p
erform

ing
 low

er than averag
e rep

re-
senting

 the m
ain d

river of p
rog

ress. This 
four-p

oint im
p

rovem
ent rep

resents a 
slow

er rate of m
easurab

le p
rog

ress than 
p

revious years and
 ind

icates the increas-
ing

ly d
i#

cult challeng
es com

p
anies face 

in ad
vancing

 their P
ulse Scores. 

EX
H

IB
IT 2

Evolution of industry-w
ide Pulse Score

Sp
eed

 of m
easurab

le p
rog

ress slow
ed

 vs. last year

20
18 vs. 20

17

20
19 vs. 20

18
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B
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 U
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R

20
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4
0

-4
9
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-69

>70

<20

EX
H

IB
IT 3

Pulse Score im
provem

ents by 
perform

ance quartile along the 
Pulse C

urve
3rd

 q
uartile w

ith b
ig

g
est upw

ard
 

d
evelop

m
ent d

uring
 the last year 

*N
ote: P

ulse Score 20
19 (vs. 20

18) 

Pulse Scores by perform
ance quartile 

To p
rovid

e an overview
 of the ind

ustry’s 
p

rog
ress com

p
anies are ranked

 in p
erfor-

m
ance q

uartiles b
ased

 on three seg
m

ents: 
p

rem
ium

, m
id

-p
rice and

 entry-p
rice, 

accord
ing

 to their P
ulse Scores. 12 

Players in the first and second perfor-
m

ance quartiles slow
ed in im

proving 
their Pulse Scores 
C

om
p

anies in the first q
uartile (the hig

h-
est p

erform
ing

 seg
m

ent) slow
ed

 in their 
trajectory along

 the P
ulse C

urve this year 
d

ue to increased
 challeng

es in scaling
 

up
 p

roven m
easures into d

eep
er tiers 

of their sup
p

ly chains, in inventing
 and

 
scaling

 transform
ative technolog

ies and
 in 

achieving
 tang

ib
le results from

 collab
ora-

tive initiatives. This result, how
ever, need

s 
to b

e view
ed

 w
ith nuance since p

layers 

at this level alread
y have hig

h scores and
, 

historically, have m
ad

e strong
 p

rog
ress. 

Their ong
oing

 w
ork tow

ard
 ad

vancing
 and

 
scaling

 their p
roven m

easures or investing
 

in new
 technolog

y d
oes not necessarily 

im
m

ed
iately translate into P

ulse Score 
g

ains. It w
ill take further investm

ents and
 

tim
e until new

 transform
ative technolo-

g
ies are at a stag

e in w
hich they g

enerate 
m

easurab
le p

rog
ress at scale.

In the second
 q

uartile p
rog

ress also 
slow

ed
. N

evertheless, their e!
orts are 

visib
le: com

p
anies rep

ort that they are 
d

ed
icated

 to sustainab
ility, and

 they are 
investing

 in sup
p

lier relationship
s, sup

p
ly 

chain traceab
ility, an im

p
roved

 m
aterial 

m
ix and

 chang
es to their b

usiness m
od

el 
tow

ard
s circularity. Yet, they face ad

d
i-

tional challeng
es, as the req

uired
 resourc-

es, cap
ab

ilities, fund
ing

 and
 ad

vanced
 

technolog
ies in the aforem

entioned
 areas 

are not yet fully estab
lished

. 

For b
oth q

uartiles, find
ing

 and
 d

ep
loying

 
scalab

le technolog
y and

 id
entifying

 the 
next set of d

isrup
tive solutions to facili-

tate further system
ic chang

e has p
roven 

elusive. F
ind

ing
 innovations to reach the 

next p
hase of the P

ulse C
urve takes tim

e. 
It req

uires the ind
ustry to innovate and

 
to invest jointly to targ

et the unsolved
 

challeng
es in the value chain w

ith new
 

solutions. Fashion com
p

anies m
ust join 

forces w
ith sup

p
liers, investors, reg

ulators, 
N

G
O

s, acad
em

ia and
 consum

ers to create 
an ecosystem

 that sup
p

orts transform
a-

tional innovation and
 d

isrup
tive b

usiness 
m

od
els.  

Players in the third perform
ance quartile 

saw
 the largest year-on-year im

prove-
m

ents 
In the third

 q
uartile, im

p
rovem

ents w
ere 

m
ainly d

riven by sm
all m

id
-p

rice and
 m

e-
d

ium
-entry-p

rice p
layers. They achieved

 
this m

ovem
ent along

 the initial p
hases of 

the P
ulse C

urve by ad
op

ting
 sustainab

le 
strateg

y d
evelop

m
ent and

 g
overnance, by 

setting
 targ

ets in energ
y, chem

icals and
 

w
ater saving

s, and
 by alig

ning
 association 

a#
liations. In other w

ord
s, those p

layers 
are p

utting
 in p

lace the m
easures w

hich 
are p

art of the first and
 second

 p
hase of 

the P
ulse C

urve.

U
nfortunately, there is still a sig

nificant 
p

art of the g
lob

al fashion ind
ustry (10

-
15%

) that has not yet em
b

arked
 on any 

ad
vances tow

ard
s m

ore resp
onsib

le 
p

ractices. 

4
2

3rd
 q

uartile

4
th q

uartile:
B

ottom
P

erform
ers

2nd
 q

uartile

1st q
uartile:  

Top
 P

erform
ers

16
(+4

)
*

4
3

(+11)

47
(+4

)

65
(+1)

4/25



K
ey results by segm

ent and size  
For a m

ore nuanced
 und

erstand
ing

 of 
the ind

ustry’s p
rog

ress, the P
ulse Score 

is b
roken d

ow
n by seg

m
ent and

 size to 
reveal p

atterns and
 to incorp

orate tailored
 

recom
m

end
ations. 

Prem
ium

 segm
ent 

The p
rem

ium
 seg

m
ent saw

 solid
 scores 

of 52 to 54
, w

ith P
ulse Scores increasing

 
by one to three p

oints over the last year. 
Innovative b

rand
s m

ad
e notab

le achieve-
m

ents throug
h collab

oration w
ith other 

fashion p
layers and

 also other ind
ustries, 

such as the ag
ricultural sector. 13 A

g
ain, 

som
e of these ad

vances are not reflected
 

in P
ulse Scores, b

ut this d
oes not m

ean 
that p

rojects are unsuccessful, b
ut rather 

that they are at a stag
e that d

oes not yet 
yield

 m
easurab

le im
p

act at scale.

M
id-price segm

ent 
In the m

id
-p

rice seg
m

ent, the P
ulse Score 

show
s that m

any sm
all p

layers caug
ht up

. 
They increased

 their score from
 37 to 4

5 
p

oints in 20
19. This is esp

ecially encour-
ag

ing
 g

iven the larg
e share of the g

lob
al 

fashion m
arket (20

%
) they account for. 

Their im
p

roved
 score w

as m
ainly d

riven 
by p

utting
 strateg

ies and
 p

roven tools in 
p

lace. The hig
h variation of scores am

ong
 

the d
i!

erent p
layers in this seg

m
ent is 

im
p

ortant to note. G
iant sp

orts p
lay-

ers have a long
 trad

ition of focusing
 on 

m
aterials and

 in-d
ep

th collab
oration w

ith 
various tiers of their sup

p
ly chain, w

hich 
is reflected

 in hig
her scores. G

iant fashion 
p

layers, w
hich have the financial m

eans, 
are alread

y at a stag
e of scaling

 up
 p

rov-
en initiatives in their sup

p
ly chains, follow

 
w

ith a score of 58. 

Entry-price segm
ent 

Sm
all, m

ed
ium

 and
 larg

e p
layers show

 the 
larg

est im
p

rovem
ents in the entry-p

rice 
seg

m
ent. The g

iant com
p

anies in this seg
-

m
ent are find

ing
 it increasing

ly challeng
-

ing
 to im

p
rove their P

ulse Scores. F
ind

ing
 

solutions for the unresolved
 p

rob
lem

s is 
b

ecom
ing

 toug
her, and

 im
p

act and
 returns 

are reced
ing

. Sm
all p

layers im
p

roved
 their 

score to 26 (from
 20

 in 20
18), as they b

uilt 
their found

ations. M
ed

ium
-size p

layers in-
creased

 their score by 18 p
oints (from

 4
0

 
to 4

8), w
hile larg

e p
layers im

p
roved

 their 
scores by 10

 p
oints (from

 4
5 to 55). 

Sustainability C
ham

pions

10
0

20
30

4
0

50
60

70
80

90
10

0

Ø
 4

2

$0
-$1B

R
evenue Size

G
lobal 

M
arket Share

Pulse Score 20
19 (vs. 20

18)

2%
Prem

ium
 segm

ent

M
id-price segm

ent

Entry-price segm
ent

Sm
all players - Luxury

>$1B
5%

Large players - Luxury

$0
.1B

-$1B
3%

SC
*

Sm
all players

<$0
.1B

20
%

M
edium

 players
$0

.1B
- $1B

10
%

Large players - Fashion
$1B

-$10
B

7%

 Large players - Sports
$1B

-$10
B

2%

G
iant players - Fashion

>$10
B

2%

G
iant players - Sports

>$10
B

6%

U
nregulated

<$0
.1B

10
%

Sm
all players

<$0
.1B

19%

 M
edium

 players
$0

.1B
- $1B

7%

 Large players - Fashion
$1B

-$10
B

4
%

G
iant players - Fashion

>$10
B

3%

52 (+1)

54
 (+3)

80
 (±0

)

4
5 (+8)

47 (±0
)

4
4

 (±0
)

4
8 (+1)58 (±0

)

85 (+1)

0
 (±0

)

67 (±0
)

55 (+10
)

26 (+6)

4
8 (+18)

*N
ote: Sustainab

ility C
ham

p
ions - Sustainab

ility is p
art of their core strateg

y and
 d

ecision-m
aking

 fram
ew

ork. These typ
ically sm

aller com
p

anies reg
ard

 
sustainab

ility as a key d
i!

erentiator in their strateg
y and

 alig
n their actions, p

rod
ucts, and

 com
m

unications b
ehind

 it.

EX
H

IB
IT 4

Pulse Scores by segm
ent and size

Strong
 im

p
rovem

ents m
ad

e in p
reviously low

-p
erform

ing
 seg

m
ents

Tw
o factors exp

lain the sig
nificant 

p
rog

ress seen by these seg
m

ents that 
increased

 their P
ulse Score m

ore sig
nifi-

cantly than other g
roup

s.

• 
The pow

er of foundational steps 
C

om
p

anies p
rog

ressed
 by integ

rat-
ing

 sustainab
ility in their strateg

y, 
corp

orate id
entity, d

ecision m
aking

, 
g

overnance, rep
orting

 and
 tracking

, 
w

hich is reflected
 in the p

ositive leap
s 

in their scores.

• 
A

ssociation m
em

bership
  

G
iven the know

led
g

e b
uild

ing
 and

 
collab

orative nature of associations 
like Sustainab

le A
p

p
arel C

oalition, 
joining

 them
 can strong

ly contrib
-

ute to a com
p

any’s ab
ility to set 

targ
ets, d

efine strateg
ies and

 b
uild

 
g

overnance found
ations, w

hich are 
esp

ecially valuab
le for com

p
anies 

g
etting

 started
 w

ith their sustainab
il-

ity e!
orts.
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54
4

2
54

35
27

29
28

38

EX
H

IB
IT 5

M
anagem

ent  
&

 Target Setting
Product D

evelopm
ent

Supply C
hain

Packaging

N
orm

alised total

Spread  
Top/B

ottom

1st quartile 

2nd quartile

3rd quartile

4
th quartile

5675685921

38534
54111

4
2

68

4
64
214

3254233019

D
istribution C

entres
R

etail Stores
Product U

se 
&

 End-of-U
se

304
6223219

31

4
8223319

284
5282417

31

4735349

Transportation

P
ulse Scores by value chain step

: M
anag

em
ent &

 Targ
et Setting

 and
 Sup

p
ly C

hain show
 strong

est scores

20
-29

30
-39

4
0

-4
9

50
-59

60
-69

>70

W
eak

Strong

<20

K
ey results by value chain step  

E
xam

ining
 P

ulse Scores along
 sp

ecific 
step

s of the value chain that req
uire m

ore 
attention reveals p

erform
ance d

i!
erenc-

es. Since the enhancem
ent up

d
ate of the 

ind
icators in the value chain section in the 

H
ig

g
 B

rand
 &

 R
etail M

od
ule b

eta version, 
the scores along

 the value chain step
s in 

this section are not com
p

arab
le to the 

p
revious years. 

Tw
o step

s w
ithin the value chain that 

show
 ab

ove-averag
e p

erform
ance are 

M
anag

em
ent &

 Targ
et Setting

 and
 Sup

-
p

ly C
hain. The form

er covers enab
ling

 
activities and

 overarching
 asp

ects of 

sustainab
ility that involve targ

et d
efini-

tion, strateg
y setting

 and
 g

overnance. 
The latter step

 essentially encom
p

asses 
the p

rod
uction of g

arm
ents and

 footw
ear. 

A
s for other step

s in the value chain, 
P

rod
uct D

evelop
m

ent show
ed

 averag
e 

p
erform

ance, w
hereas P

ackag
ing

, Trans-
p

ortation, D
istrib

ution, R
etail, and

 U
se &

 
E

nd
-of-U

se show
ed

 low
er p

erform
ance.
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The P
ulse C

urve show
cases a five-p

hase trajectory of the 
ind

ustry’s social and
 environm

ental p
erform

ance, p
rovid

-
ing

 g
uid

ance for fashion com
p

anies as they assess their 
current stand

ing
, locate them

selves ag
ainst their p

eers 
and

 m
ap

 out their next step
s. 

E
ach p

hase d
efines a set of p

riorities and
 m

ilestones for 
com

p
anies to focus on, w

hich are sum
m

arised
 by the C

E
O

 
A

g
end

a. 14 The R
oad

m
ap

 to Scale
15 cap

tures these p
riori-

ties along
 the P

ulse C
urve and

 o!
ers actionab

le g
uid

ance 
for the sustainab

ility journey of fashion com
p

anies. 

Pre-Phase: Taking U
ncoordinated A

ctions 
C

om
p

anies in the w
eakest p

erform
ance 

seg
m

ent show
 little p

rog
ress. W

ith a 
lack of visib

ility over environm
ental and

 
social p

erform
ance along

 the value chain, 
find

ing
 the rig

ht starting
 p

oint p
roves 

to b
e a challeng

e. M
ost com

p
anies here 

have yet to com
m

it fully to sustainab
ility 

and
 lack a clear strateg

ic d
irection and

 
corresp

ond
ing

 internal structure. M
any, 

how
ever, eng

ag
e in initial actions that are 

m
ostly uncoord

inated
 and

 op
p

ortunistic. 
The R

oad
m

ap
 to Scale d

oes not cover 
this p

re-p
hase, w

hen com
p

anies are still 
b

ecom
ing

 aw
are of the p

ossib
ilities for 

chang
e and

 lack a clear strateg
ic d

irection 
and

 corresp
ond

ing
 internal structure. The 

road
m

ap
 b

eg
ins w

ith P
hase O

ne, after 
fashion com

p
anies have form

ally com
m

it-
ted

 to im
p

roving
 their environm

ental and
 

social p
erform

ance. 

Phase O
ne: B

uilding the Foundation 
B

uild
ing

 the found
ation usually starts w

ith 
a form

al com
m

itm
ent to sustainab

ility. 
C

om
p

anies in this p
hase start to b

uild
 

the enab
lers by em

p
ow

ering
 d

ed
icated

 
resources, setting

 targ
ets and

 d
irect-

ing
 e!

orts tow
ard

 creating
 visib

ility in 
the sup

p
ly chain. They have m

ustered
 

the org
anisational w

ill and
 resources to 

initiate activities. Fashion com
p

anies in 
this p

hase have a clear view
 of their ow

n 
p

erform
ance, resp

onsib
ilities and

 overall 
footp

rint, w
hile seeking

 know
led

g
e from

 
outsid

e exp
erts and

 associations. This 
found

ation lifts the ind
ivid

ual P
ulse Score 

and
 w

ill p
rove crucial for later success, as 

it facilitates all e!
orts und

ertaken. C
om

-
p

anies in this p
hase focus on key enab

lers 
that lay the g

round
w

ork for any initiatives 
im

p
lem

ented
 along

 the R
oad

m
ap

 to Scale 
and

 d
eterm

ine the b
rand

’s ab
ility to scale 

sustainab
ility e!

orts later. 

T
H

E
 PU

L
S

E
 C

U
R

V
E

 
A

N
D

 T
H

E
 R

O
A

D
M

A
P T

O
 S

C
A

L
E
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Phase Tw
o: Im

plem
enting the C

ore 
Targ

ets, d
ed

icated
 resources, b

ud
g

et-
ing

 and
 estab

lished
 traceab

ility enab
le 

the ind
ustry to im

p
lem

ent collab
orative 

initiatives that ad
d

ress core b
usiness 

p
rocesses and

 im
p

act areas w
ithin their 

sup
p

ly chain. B
oth environm

ental and
 

social issues are p
referab

ly tackled
 using

 
a stand

ard
ised

 m
easurem

ent tool and
 

rep
orting

 fram
ew

ork. In p
arallel, im

-
p

rovem
ents to the m

aterial m
ix are un-

d
ertaken. A

ll exem
p

lary initiatives create 
p

ositive m
om

entum
 in the org

anisation, 
unlocking

 further resources. A
s they p

ro-
g

ress, fashion com
p

anies start to realise 
their p

relim
inary p

ositive environm
ental, 

social and
 financial im

p
act. 

Phase Three: Expanding to Scale  
C

om
p

anies am
p

lify their e!
orts and

 take 
their initiatives to scale w

hile reaching
 

d
eep

 into their value chains. In close 
collab

oration w
ith their sup

p
liers, they 

im
p

lem
ent im

p
rovem

ent m
easures and

 
ad

vanced
 solutions that increase p

rofita-
b

ility as w
ell as environm

ental and
 social 

p
erform

ance. A
t som

e p
oint these initia-

tives also b
eg

in reaching
 their lim

its and
 

attainab
le im

p
act. F

und
am

ental, trailb
laz-

ing
 solutions are not b

road
ly availab

le. The 
m

ajority of larg
e sp

ortsw
ear and

 fashion 
p

layers op
erate in this p

hase. Their e!
orts 

to scale up
 activities in their sup

p
ly chains 

have only led
 to sm

all, increm
ental returns 

in P
ulse Score im

p
rovem

ents. 

Phase Four: U
nlocking the N

ext Level 
P

ulse Scores rarely rise ab
ove 80

 b
ecause 

d
oing

 so larg
ely d

ep
end

s on technolog
-

ical and
 b

usiness m
od

el innovations that 
g

o far b
eyond

 w
hat is currently availa-

b
le and

 w
hat ind

ivid
ual com

p
anies can 

accom
p

lish. This further p
roves that the 

fashion ind
ustry need

s to invest in trans-
form

ational innovations and
 d

isrup
tive 

b
usiness m

od
els. Scaling

 these technolo-
g

ies w
ill d

ep
end

 on lead
ership

, a fit-for-
p

urp
ose ecosystem

 and
 ind

ustry coop
er-

ation am
ong

 reg
ulators and

 consum
ers. 

O
nly w

ith a strong
 com

m
itm

ent can the 
ind

ustry p
ush the P

ulse C
urve upw

ard
 to 

a g
reater d

eg
ree. 
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Taking U
ncoordinated A

ctions

PR
E

-PH
A

SE
 

B
uilding the Foundation

PH
A

SE
 O

N
E

 
Im

plem
enting the C

ore  

PH
A

SE
 T

W
O

Expanding to Scale

PH
A

SE
 T

H
R

E
E

 
 U

nlocking the N
ext Level 

 PH
A

SE
 F

O
U

R
EX

H
IB

IT 6

Pulse C
urve and R

oadm
ap 

to Scale 
G

uid
ance for b

rand
s to 

b
enchm

ark them
selves and

 
und

erstand
 next step

s

• 
C

om
p

anies in the w
eakest 

p
erform

ance tier take 
initial uncoord

inated
 and

 
op

p
ortunistic actions.

• 
They have not yet fully 
com

m
itted

 to sustainab
ility 

and
 d

ue to lack of 
p

erform
ance visib

ility, 
find

ing
 the rig

ht starting
 

p
oint rem

ains a challeng
e.

• 
B

uild
ing

 the found
ation 

d
ep

end
s on a form

al 
com

m
itm

ent to 
sustainab

ility. The aim
 is to 

b
uild

 a strong
 g

round
w

ork 
b

ased
 on d

ed
icated

 
em

p
loyees, a strateg

y, and
 

com
m

unication. 

• 
E
!

orts to increase 
traceab

ility result in 
im

p
roved

 visib
ility 

over p
erform

ance, 
resp

onsib
ilities, and

 overall 
footp

rint. 

• 
The p

reviously laid
 

found
ation enab

les 
com

p
anies to carry 

out the core e#
ciency 

p
rog

ram
m

es—
w

hich, in 
turn, b

ring
 environm

ental, 
social, and

 financial 
im

p
rovem

ents.

• 
These p

rog
ram

m
es 

g
enerate p

roof-p
oints to 

create p
ositive m

om
entum

 
in the org

anisation and
 

unlock further resources. 

• 
The ind

ustry accelerates 
e!

orts, takes initiatives 
to scale, and

 integ
rates 

targ
eted

 p
rog

ram
m

es 
d

eep
 into the value chain 

w
ith tier-tw

o sup
p

liers and
 

b
eyond

. 

• 
Im

p
lem

enting
 new

 
technolog

ies and
 p

rocess 
up

g
rad

es w
ill raise 

p
rofitab

ility as w
ell as 

environm
ental and

 social 
p

erform
ance. 

• 
F

rontrunners are 
exp

eriencing
 the lim

itation 
of existing

 solutions. 

• 
O

nly w
ith transform

ational 
innovations and

 d
isrup

tive 
b

usiness m
od

els can the 
ind

ustry m
ove forw

ard
 

to the future. B
ut scaling

 
the new

 technolog
ies w

ill 
d

ep
end

 on lead
ership

 
and

 coop
eration across 

the ind
ustry, includ

ing
 

reg
ulators and

 consum
ers. 

C
ontinues next page

C
ontinues next page

C
ontinues next page

C
ontinues next page

C
ontinues next page
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4
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9
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4
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EN
A

B
LER

PR
E

-PH
A

SE
 

PH
A

SE
 O

N
E

 
PH

A
SE

 T
W

O
PH

A
SE

 T
H

R
E

E
 

 PH
A

SE
 F

O
U

R

C
ontinued from

 previous page
C

ontinued from
 previous page

C
ontinued from

 previous page
C

ontinued from
 previous page

C
ontinued from

 previous page

Joining global platform
s to  

prom
ote better w

age system
s

Training designers, reducing pre- 
and post-consum

er w
aste and 

engaging custom
ers 

B
aselining and im

proving m
aterial 

m
ix starting w

ith high volum
e and 

high im
pact m

aterials 

Setting science-based targets, 
im

plem
enting e"

ciency program
m

es 
and increasing the use of renew

able 
energy

Im
plem

enting collaborative 
initiatives to enhance w

orking 
conditions in m

ain facilities

Im
plem

enting collaborative  
resource e"

ciency program
m

es  
in m

ain facilities

TR
A

C
EA

B
ILITY

R
ESO

U
R

C
ES

STR
A

TEG
Y

C
O

M
M

U
N

IC
A

TIO
N

FO
U

R
TH

 
IN

D
U

STR
IA

L 
R

EV
O

LU
TIO

N

PR
O

M
O

TIO
N

 O
F

B
ETTER

 W
A

G
E

SY
STEM

S

C
IR

C
U

LA
R

 
FA

SH
IO

N
SY

STEM

SU
STA

IN
A

B
LE

M
A

TER
IA

L M
IX

R
ESPEC

TFU
L A

N
D

SEC
U

R
E W

O
R

K
EN

V
IR

O
N

M
EN

TS

C
O

M
B

A
TIN

G
C

LIM
A

TE
C

H
A

N
G

E

SU
PPLY

 C
H

A
IN

TR
A

C
EA

B
ILITY

EFFIC
IEN

T U
SE O

F
W

A
TER

, EN
ER

G
Y

A
N

D
 C

H
EM

IC
A

LS

Increasing
 share of non-conventional m

aterials and
 im

p
lem

enting
 

sourcing
 g

uid
elines 

C
ollab

oration along
 value chain and

 w
ith ind

ustry p
eers, m

anufacturers, 
investors and

 p
olicym

akers

E
xp

and
ing

 collab
orative initiatives in sup

p
lier b

ase and
 increasing

 w
orker 

eng
ag

em
ent and

 skills 

Scaling
 e#

ciency p
rog

ram
m

es across sup
p

ly chain and
 investing

 in 
targ

eted
, hig

h-im
p

act initiatives 

Increasing
 sup

p
ly chain visib

ility starting
 w

ith tier-one/tier-tw
o, g

rad
ually extend

ing
 to tier-three/tier-four 

D
ed

icated
 resources w

ith m
anag

em
ent m

and
ate g

row
ing

 into a full team
 em

b
ed

d
ed

 in org
anisation

M
easurab

le targ
ets lead

ing
 to a full sustainab

ility strateg
y closely tied

 to the corp
orate strateg

y

Internal and
 external com

m
unication w

ith stakehold
ers 
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C
onsum

ers are increasing
ly aw

are and
 

concerned
 ab

out social and
 environ-

m
ental resp

onsib
ility in the fashion 

ind
ustry. P

rop
rietary research by B

oston 
C

onsulting
 G

roup
16 show

s that 75%
 of 

consum
ers in the five countries surveyed

 
view

 sustainab
ility as extrem

ely or very 
im

p
ortant. This is further sub

stantiated
 

by an increase in sustainab
ility m

entions 
on social m

ed
ia, w

hich w
as a third

 hig
her 

than the overall g
row

th of social m
ed

ia 
p

osts. A
s the g

row
th of p

ositive m
entions 

of sustainab
ility is m

ore than p
rop

ortion-
al, b

rand
s have an op

p
ortunity to lever-

ag
e their w

ork tow
ard

 b
etter p

ractices, 
contrib

ute to the p
ositive m

om
entum

 and
 

m
aintain a com

p
etitive ed

g
e w

ith con-
sum

ers. A
s m

ore d
ig

ital and
 social m

ed
ia 

natives com
e of ag

e, w
ith their exp

ecta-
tion and

 d
esire for inform

ation, b
rand

s 
m

ust increasing
ly connect w

ith them
 

w
here they are m

ost eng
ag

ed
. 

R
aising aw

areness drives consum
ers to 

sw
itch to brands they trust 

R
esearch show

s that 38%
 of consum

ers 
rep

ort actively sw
itching

 from
 their p

re-
ferred

 b
rand

 to another b
ecause it cred

i-
b

ly stand
s for p

ositive environm
ental and

/
or social p

ractices. 17 D
rilling

 d
ow

n further, 
young

 consum
ers are m

ore interested
 

in social and
 environm

ental p
ractices in 

fashion, w
ith 4

8%
 of the Found

ers g
enera-

tion
18 stating

 they have sw
itched

 b
rand

s 
b

ased
 on these consid

erations, com
p

ared
 

to just 28%
 of B

aby B
oom

ers. 19 M
ore than 

50
%

 of consum
ers p

lan to sw
itch b

rand
s 

in the future if another b
rand

 acts m
ore 

environm
entally and

 socially friend
ly than 

their p
referred

 one. The q
uestion is no 

long
er w

hether it is necessary to im
p

rove 
sustainab

le b
usiness p

ractices, b
ut rather 

how
 long

 it w
ill take b

efore consum
ers 

stop
 b

uying
 from

 b
rand

s that d
o not act 

resp
onsib

ly. 

C
O

N
S

U
M

E
R

 S
E

N
T

IM
E

N
T

EX
H

IB
IT 7

Im
portance of sustainability for consum

ers and its triggers 
Im

p
ortance of sustainab

ility m
ostly trig

g
ered

 by clim
ate chang

e and
 natural d

isasters

Triggers of sustainability
II

Im
portance of sustainability w

hen purchasing fashion
I

18%

33%

4
2%

3%
4

%

N
ot at all im

p
ortant

Som
ew

hat im
p

ortant
N

eutral
V

ery im
p

ortant
E

xtrem
ely im

p
ortant

C
lim

ate chang
e aw

areness e!
orts

N
atural d

isasters in the w
orld

R
ead

ing
 ab

out sustainab
ility

W
atched

 a d
ocum

entary on sustainab
ility

F
lood

ing
 in m

any p
arts of the w

orld

Tsunam
i in A

sia

Factory fire in B
ang

lad
esh

O
ther

50
%

4
9%

4
4

%

32%

29%

16%

13%

4
%

I. Q
uestion: H

ow
 im

p
ortant is sustainab

ility to you w
hen p

urchasing
 fashion p

rod
ucts, on a scale of 1 to 5?

II. Q
uestion: W

hich of the follow
ing

, if any, trig
g

ered
 you to b

ecom
e conscious of sustainab

ility as an issue?
Source: B

C
G

 Sustainab
ility survey M

arch 20
19, N

 = 70
3 (U

S) ; 70
3(U

K
) ; 529(F

R
) ; 514

(C
N

) ; 523(B
R

)

75%
  

of consum
ers in 

the five countries 
surveyed

 view
 

sustainab
ility as 

extrem
ely or very 

im
p

ortant.
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O
verall consum

er exp
ectations can b

e 
d

ivid
ed

 into tab
le stakes, or b

asic req
uire-

m
ents, and

 the d
i!

erentiating
 attrib

utes 
they are w

illing
 to p

ay a p
rem

ium
 for. 

Taking
 a stand

 ag
ainst child

 lab
our, anim

al 
cruelty and

 unsafe w
orking

 cond
itions, 

for exam
p

le are asp
ects that consum

ers 
exp

ect as a b
aseline. E

xam
p

les of d
if-

ferentiating
 attrib

utes that consum
ers 

p
otentially find

 w
orth p

aying
 m

ore for in-
clud

e the use of resp
onsib

ly sourced
 and

 
recyclab

le m
aterials, and

 b
iod

eg
rad

ab
le 

p
ackag

ing
. C

onsum
ers exp

ect b
rand

s to 
b

e concerned
 ab

out those issues and
 act 

accord
ing

ly. 

H
ow

ever, sustainab
ility consid

erations 
are not yet p

ow
erful enoug

h to b
e the 

m
ost im

p
ortant p

urchasing
 criterion. For 

7%
 of consum

ers, sustainab
ility is the 

key p
urchasing

 criterion, b
ut 23%

 p
rior-

itise hig
h q

uality, 17%
 looking

 successful 
and

 16%
 receiving

 g
ood

 value for m
oney. 

C
onsum

ers nevertheless exp
ect b

rand
s to 

b
e concerned

 ab
out environm

ental, social 
and

 ethical issues and
 to act accord

ing
ly. 

Sustainab
ility consid

erations are seen as 
a p

rereq
uisite rather than a d

river of p
ur-

chasing
 d

ecisions. 

The strong
est trig

g
ers for conscious 

b
ehaviour concerning

 sustainab
ility are 

clim
ate chang

e e!
orts (50

%
) and

 natu-
ral d

isasters (4
9%

). C
onsum

ers m
ostly 

acq
uire inform

ation ab
out sustainab

ility 
issues throug

h online search (35%
), social 

m
ed

ia (31%
) and

 non-d
ig

ital p
rint m

ed
ia 

(29%
).

Sustainab
ility carries d

i!
erent m

ean-
ing

s and
 associations, d

ep
end

ing
 on the 

fashion categ
ory. For clothing

 (exclud
ing

 
outerw

ear), the strong
est associations are  

to chang
e lives for the b

etter, red
uce the 

carb
on footp

rint and
 b

e a role m
od

el. For 
outerw

ear, the strong
est association is to 

estab
lish oneself as a com

m
unity lead

er. 20 
F

urtherm
ore, the im

p
ortance attrib

uted
 to 

various asp
ects d

i!
ers g

eog
rap

hically. For 
exam

p
le, in the U

S social asp
ects have 

a relatively hig
her im

p
ortance, w

hereas 
in C

hina, environm
ental asp

ects have a 
relatively low

er im
p

ortance.

receiving
 g

ood
 

value for m
oney

looking
 

successful 
and

p
rioritise 

hig
h q

uality, 

 
 

of consum
ers, 

 
 

sustainab
ility 

is the key p
urchasing

 
criterion, b

ut

For7%

23%
17%

16%
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EX
H

IB
IT 8

Six key segm
ents of sustainability consum

ers
M

ajority of fashion consum
ers are in the m

id
d

le g
round

O
ver-ind

ex: D
em

og
rap

hic 
characteristics that occur 
over-p

rop
ortionally in 

sub
g

roup
 com

p
ared

 
to total sam

p
le

The exhib
it show

s an ag
g

reg
ated

 p
ercentag

e of p
op

ulation in sub
seg

m
ents

The circles are an ind
icator for sustainab

ility p
ractice level i.e. how

 im
p

ortant sustainab
ility is for the consum

er seg
m

ent

R
esistant (35%

)

R
ejectors (35%

)

Low
 involvem

ent (4
2%

)
Supporters (7%

)
B

elievers (3%
)

H
igh involvem

ent (10
%

)
Enthusiasts (3%

)
10

0
%

 of p
op

ulation
M

iddle ground (49%
)

O
pen (16%

)

Sustainability practice level: 

Sum
m

ary
• 

N
ot interested

 in 
sustainab

ility in fashion
• 

D
o not p

ractice 
sustainab

ility in other 
categ

ories
• 

Seek to stretch fashion 
incom

e

P
rofile over-ind

ex:
• 

B
oom

ers and
 Silent 

G
eneration

• 
Low

er incom
e

• 
M

ostly hig
h school 

ed
ucation

• 
R

etired
, hom

e m
aker, not 

em
p

loyed

Sustainability practice level: 

Sum
m

ary
• 

M
ild

 interest in 
sustainab

ility in fashion 
and

 in other categ
ories

• 
Som

e attitud
es show

 
certain interest in 
sustainab

ility

P
rofile over-ind

ex:
• 

Low
er incom

e
• 

H
om

e m
aker, not 

em
p

loyed

Sustainability practice level: 

Sum
m

ary
• 

M
ild

 interest in 
sustainab

ility in fashion 
and

 in other categ
ories

• 
P

urchasing
 d

ecisions 
w

ith sustainab
ility in 

m
ind

• 
Sup

p
ort sustainab

ility in 
other categ

ories

P
rofile over-ind

ex:
• 

Low
er incom

e
• 

Fem
ale

• 
Self-em

p
loyed

Sustainability practice level: 

Sum
m

ary
• 

Interest in sustainab
ility 

in fashion and
 in other 

categ
ories

• 
Several attitud

es 
show

 som
e interest in 

sustainab
ility

• 
C

onsid
er sustainab

ility in 
p

urchasing
 d

ecisions

P
rofile over-ind

ex:
• 

Found
ers and

 M
illenials

• 
M

ed
ium

 incom
e

• 
F

ull-tim
e em

p
loyed

Sustainability practice level: 

Sum
m

ary
• 

Interest in sustainab
ility 

in fashion and
 in other 

categ
ories

• 
H

ave chosen b
rand

s 
b

ased
 on sustainab

ility in 
the p

ast and
 w

ill d
o so in 

the future
• 

Sustainab
ility p

lays 
m

ajor role in p
urchasing

 
d

ecisions

P
rofile over-ind

ex:
• 

M
illenials and

 B
oom

ers
• 

Low
/M

ed
ium

 incom
e

• 
R

etired
 or self-em

p
loyed

Sustainability practice level: 

Sum
m

ary
• 

Sustainab
ility is key 

d
river w

hen choosing
 

p
rod

ucts
• 

O
ver-ind

exes in 
sustainab

ility on all other 
categ

ories

P
rofile over-ind

ex:
• 

G
en X

• 
M

ale
• 

H
ig

h incom
e

• 
G

rad
uate and

 
p

rofessional d
eg

rees

Three consum
er segm

ents and six nested 
subgroups

21  
Three b

road
 seg

m
ents em

erg
ed

 in the 
survey d

ata reg
ard

ing
 consum

er p
ercep

-
tion on the im

p
ortance of sw

itching
 to a 

b
rand

 w
ith m

ore resp
onsib

le p
ractices. 

O
pen (16%

): These are consum
ers w

ho 
have a hig

h interest and
 know

led
g

e ab
out 

p
rod

uction cond
itions. Their know

led
g

e 
g

oes b
eyond

 the sup
erficial, and

 they ask 

b
rand

s d
i#

cult q
uestions, for exam

p
le 

how
 a b

rand
 ensures that lab

elling
 re-

q
uirem

ents are m
et. For these consum

ers, 
resp

onsib
le p

ractices are a key p
urchasing

 
criterion, on p

ar w
ith style and

 q
uality. 

The d
em

og
rap

hics of m
em

b
ers of this 

g
roup

 rang
e from

 hig
h-incom

e G
en X

ers 
w

ith g
rad

uate or p
rofessional d

eg
rees 

and
 retired

 B
aby B

oom
ers w

ith m
ed

ium
 

incom
e to M

illennials w
ho are em

p
loyed

 
full-tim

e w
ith m

ed
ium

 incom
e. G

eog
rap

h-

ically, the op
en seg

m
ent has a p

rop
ortion-

ally strong
 rep

resentation in B
razil (20

%
) 

and
 the U

S (18%
).

This seg
m

ent can b
e further b

roken d
ow

n 
into three sub

g
roup

s: The enthusiasts 
(3%

), for w
hom

 sustainab
ility is a key 

p
urchasing

 d
river; the sub

g
roup

 high 
involvem

ent (10
%

), w
here sustainab

ility 
p

lays a m
ajor role in p

urchasing
 d

eci-
sions; and

 the believers (3%
), w

ho take 

sustainab
ility into account in p

urchasing
 

d
ecisions. 

M
iddle ground (49%

): These consum
ers 

exp
ress a m

ild
 interest in sustainab

ility 
in fashion and

 other p
rod

uct categ
ories. 

Their know
led

g
e ab

out it is sup
erficial, 

and
 they view

 sustainab
ility as a nice-

to-have factor. They also exp
ect b

rand
s 

to take action and
 com

m
unicate ab

out 
it. These consum

ers follow
 the recom

-
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m
end

ations of b
rand

s or p
eop

le they 
trust. For this m

id
d

le g
round

, a com
m

on 
stand

ard
 (w

hich d
oes not yet exist) w

ould
 

ensure that the recom
m

end
ations they 

follow
 are b

acked
 by action. In term

s of 
p

urchasing
 p

ractices, they view
 a com

p
a-

ny’s attitud
e ab

out resp
onsib

le p
ractices 

as b
eing

 im
p

ortant, b
ut the key p

urchas-
ing

 d
rivers are aesthetic and

 p
rice. Typ

ical 
m

em
b

ers of this seg
m

ent have m
ed

ium
 

incom
e, are often fem

ale and
 m

ay b
e 

self-em
p

loyed
, hom

em
akers or otherw

ise 
not em

p
loyed

. They have a p
rop

ortionally 
strong

 rep
resentation in C

hina (54
%

).

The m
id

d
le g

round
 can b

e b
roken d

ow
n 

into tw
o sub

g
roup

s: supporters (7%
) and

 
low

 involvem
ent (4

2%
). W

hile the form
er 

sup
p

orts sustainab
ility in fashion and

 
other categ

ories b
ut d

oes not consid
er it 

up
on p

urchase, the latter p
ays attention 

to the top
ic w

ithout concretely sup
p

ort-
ing

 it.

R
esistant (35%

): These are consum
ers 

w
ho are not interested

 in the top
ic of 

sustainab
ility in fashion, or in other cate-

g
ories, such as food

 and
 furniture. They 

m
ig

ht even feel d
eterred

 from
 p

urchasing
 

p
rod

ucts m
arketed

 as m
ore resp

onsib
le, 

b
ecause they exp

ect them
 to b

e m
ore ex-

p
ensive. P

rice is their first p
urchasing

 cri-
terion. A

m
ong

 the other criteria they use 
to m

ake p
urchasing

 d
ecisions, sustainab

il-
ity is not one of them

. The typ
ical m

em
-

b
er of this seg

m
ent is a B

aby B
oom

er, has 
low

 to m
ed

ium
 incom

e, usually has a hig
h 

school ed
ucation, and

 is either retired
, a 

hom
em

aker or unem
p

loyed
. They have a 

p
rop

ortionally strong
 rep

resentation in 
the U

K
 (4

2%
).

Im
plications for brands: Take further 

action and openly share progress  
Im

p
roving

 social and
 environm

ental con-
d

itions in their value chains is b
ecom

ing
 a 

tab
le stake for b

rand
s. N

ot only is taking
 

action inevitab
le, com

m
unicating

 ab
out 

the actions is also essential. B
rand

s need
 

to und
erstand

 how
 to targ

et the rig
ht 

consum
ers w

ith their com
m

unication re-
g

ard
ing

 their e!
orts to ad

d
ress social and

 
environm

ental issues. 

B
rand

s can use these seg
m

ents to refine 
their m

essag
ing

, w
ith the g

oal of m
ak-

ing
 their com

m
unications relevant to the 

b
road

er m
id

d
le g

round
 and

 the b
eliever 

sub
set of op

en consum
ers. Tog

ether 
these g

roup
s m

ake up
 52%

 of consum
ers.

In ad
d

ition, althoug
h the fact that 35%

 of 
consum

ers in the resistant seg
m

ent reject 
sustainab

ility outrig
ht ap

p
ears to b

e an 
insurm

ountab
le hurd

le, the ind
ustry can-

not a!
ord

 to take the sam
e view

. Since 
the resp

onsib
ility for d

riving
 chang

e falls 
to b

rand
s, so too d

oes the job
 of fig

ur-
ing

 out how
 to g

et resistant consum
ers 

on b
oard

 to see sustainab
le p

rod
ucts as 

a new
 and

 necessary norm
al. To d

o this, 
b

rand
s w

ill have to und
erstand

 the sp
ecif-

ic need
s of these consum

ers and
 create 

an overlap
 b

etw
een them

 and
 sustainab

il-
ity d

rivers. 

For b
oth m

essag
ing

 as w
ell as actions, 

b
rand

s need
 to und

erstand
 the use cases 

and
 b

usiness m
od

els that their custom
er 

g
roup

s are m
ost interested

 in. A
d

d
ition-

ally, b
rand

s need
 to und

erstand
 exactly 

w
hat consum

ers exp
ect from

 their p
rod

-
ucts in term

s of social and
 environm

ental 
resp

onsib
ility. B

uild
ing

 onto their actions, 
b

rand
s m

ust create o!
ering

s and
 m

essag
-

es that resp
ond

 in alig
nm

ent w
ith their 

custom
ers’ interests and

 m
ain d

rivers for 
sustainab

le p
urchasing

 p
ractices, hence 

p
rom

oting
 m

ore resp
onsib

le p
ractices 

that resonate w
ith their custom

ers. 
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The fashion ind
ustry m

ust overcom
e its 

road
b

locks to achieve m
ore sub

stantial 
im

p
rovem

ents that lead
 to a system

ic 
chang

e. Solving
 the challeng

es of scaling
 

and
 innovating

 d
isrup

tive technolog
ies is 

a necessity for future p
rog

ress. C
ollab

ora-
tion is therefore a p

rereq
uisite to ad

vance 
the sustainab

ility p
erform

ance of the 
ind

ustry, w
hich req

uires not only fashion 
com

p
anies b

ut the w
id

er eco-system
 to 

b
e on the sam

e p
laying

 field
. 

A
 closer look at the p

laying
 field

 reveals 
that ab

out 4
0

%
 of the ind

ustry d
id

 not 
m

ove b
eyond

 the P
re-P

hase and
 P

hase 
O

ne of the P
ulse C

urve, hig
hlig

hting
 the 

urg
ent need

 for these p
layers to laying

 
the found

ation and
 m

ove tow
ard

 targ
et-

ing
 core b

usiness p
rocesses and

 im
p

act 
areas for im

p
roving

 their social and
 envi-

ronm
ental p

erform
ance. The critical initial 

step
s for these com

p
anies have b

een 
id

entified
. K

ey enab
lers are the first step

 
to lay the g

round
w

ork for any sustainab
il-

ity initiative as they d
eterm

ine the b
rand

’s 
ab

ility to scale their initiatives d
ow

n the 
line. These enab

lers includ
e d

ed
icat-

ed
 resources, strong

 sup
p

ort from
 top

 
m

anag
em

ent, m
easurab

le targ
ets closely 

alig
ned

 w
ith corp

orate strateg
y, com

-
m

unications that clearly convey e!
orts 

internally and
 externally, and

 the use of 
stand

ard
ised

 rep
orting

 fram
ew

orks.

O
nce these fashion com

p
anies have laid

 
the found

ation, they can then focus on 
the four core p

riorities in the C
E

O
 A

g
end

a 
by:

• 
Increasing

 sup
p

ly chain traceab
ility 

by tracing
 tier one and

 tw
o m

anufac-
turers

• 
C

om
b

ating
 clim

ate chang
e by im

-
p

lem
enting

 m
easures that red

uce 
g

reenhouse g
as em

issions

• 
Im

p
roving

 e#
cient use of w

ater, en-
erg

y and
 chem

icals by im
p

lem
enting

 
e#

ciency p
rog

ram
m

es in p
rocessing

 
stag

es

• 
D

eep
ening

 e!
orts to estab

lish 
resp

ectful and
 secure w

ork environ-
m

ents by up
hold

ing
 stand

ard
s for the 

resp
ect of universal hum

an rig
hts for 

all p
eop

le em
p

loyed
 along

 the value 
chain

 of the ind
ustry that 

did not m
ove beyond 

the Pre-Phase and 
Phase O

ne of the  
P

ulse C
urve has 

to ad
d

ress the key 
enab

lers and
 the 

four core p
riorities 

of the C
E

O
 A

g
end

a

PR
IO

R
IT

IE
S

 T
O

 D
R

IV
E

  
T

R
A

N
S

F
O

R
M

A
T

IO
N

A
L

 
C

H
A

N
G

E

4
0

%
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The other 60
%

 of the ind
ustry, w

hich 
alread

y has the aforem
entioned

 enab
lers 

in p
lace, should

 focus on scaling
 up

 their 
im

p
acts on the core p

riorities for im
m

ed
i-

ate im
p

lem
entation.

A
s a next step

 for com
p

anies m
oving

 for-
w

ard
 w

ith the core p
riorities, the ind

ustry 
should

 accelerate collective action to the 
next level of transform

ational p
riorities, 

also d
escrib

ed
 in the C

E
O

 A
g

end
a, to 

create fund
am

ental chang
e by: 

• 
E

stab
lishing

 a sustainab
le m

aterial 
m

ix by red
ucing

 the neg
ative e!

ects 
of existing

 fib
res and

 d
evelop

ing
 new

 
innovative, m

ore resp
onsib

le fib
res

• 
B

uild
ing

 circular fashion system
s by 

d
esig

ning
, p

rod
ucing

, selling
 and

 
collecting

 p
rod

ucts that enab
le the 

reuse and
 recycling

 of p
ost-consum

er 
textiles at scale

• 
P

rom
oting

 b
etter w

ag
e system

s by 
collab

orating
 w

ith ind
ustry stake-

hold
ers to exp

lore op
p

ortunities to 
d

evelop
 and

 im
p

lem
ent b

etter w
ag

e 
system

s

• 
Leverag

ing
 the fourth ind

ustrial 
revolution, by em

b
racing

 the op
p

or-
tunities in the d

ig
italisation of the 

value chain and
 eng

ag
ing

 w
ith other 

b
rand

s, m
anufacturers, and

 g
overn-

m
ents to p

rep
are for the transition of 

w
orkforce.

C
alling on the broader ecosystem

 to step 
up to the challenge 
E

ven the m
ost ad

vanced
 b

rand
s face 

lim
its to w

hat they can achieve in isola-
tion. To m

aster the sig
nificant road

b
locks 

lying
 ahead

, a strong
 ecosystem

 of col-
lab

oration is req
uired

 to d
rive im

p
act by 

id
entifying

 b
est p

ractices and
 insp

iring
 

innovative solutions. 

Tw
o of the key p

layers in the eco-sys-
tem

s are governm
ents and policym

akers. 
W

hile there is m
uch to b

e d
one, there is 

also increased
 m

om
entum

 to create a 
sup

p
ortive reg

ulatory fram
ew

ork, w
hich 

the ind
ustry should

 seize and
 seek to 

further d
evelop

.

G
overnm

ents and
 p

olicym
akers are in-

creasing
ly keen to p

lay a m
ore d

om
inant 

role in ad
vancing

 the environm
ental and

 
social p

ractices of the fashion ind
ustry, 

for tw
o reasons. The first is that the call 

for sustainab
ility com

es from
 citizens, or 

m
ore sp

ecifically, the electorate (e.g
. the 

G
lob

al C
lim

ate M
arch). The second

 is that 
the p

ace of the fashion ind
ustry’s w

ork 
tow

ard
 b

etter p
ractices is not hap

p
ening

 
fast enoug

h—
 p

olicy intervention can help
 

accelerate it by, for exam
p

le, ap
p

lying
 

incentive structures in favour of sustaina-
b

ility actions.

Som
e g

overnm
ents have alread

y launched
 

national initiatives. To nam
e tw

o exam
-

p
les, the m

ulti-stakehold
er initiatives in 

G
erm

any
22 and

 the N
etherland

s
23 led

 by 
g

overning
 b

od
ies b

ring
 tog

ether nu-
m

erous stakehold
ers. G

overnm
ents in 

 of the ind
ustry should 

focus on scaling up
  

core p
riorities  

and accelerate e"
orts 

on transform
ational 

p
riorities of the 

C
E

O
 A

g
end

a

60
%
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p
artnership

 w
ith com

p
anies, b

usiness 
associations, trad

e unions, civil society 
g

roup
s and

 stand
ard

s org
anisations p

ro-
vid

e a p
latform

 from
 w

hich m
ore p

rog
ress 

tow
ard

 sustainab
ility can em

erg
e and

 
scale. H

ow
ever, the q

uestion is w
hether 

national ap
p

roaches are the rig
ht answ

er 
to an international issue. Instead

 of asking
 

b
rand

s to join a sep
arate initiative in every 

country, w
hich often involves d

i!
er-

ent ap
p

roaches, creating
 unnecessary 

b
urd

ens for ind
ustry, g

overnm
ent action 

need
s to alig

n w
ith b

usinesses and
 take 

a m
ore international ap

p
roach. M

oving
 

forw
ard

, coord
inated

 action is crucial to 
overcom

ing
 the challeng

es of the fashion 
ind

ustry, g
iven its g

lob
al nature. A

n overall 
p

olicy ap
p

roach, tim
elines and

 incentives 
m

ust thus b
e alig

ned
 at an international 

level. P
rog

ress is alread
y und

erw
ay to 

alig
n these initiatives w

ith the ind
ustry 

using
 O

E
C

D
 D

ue D
ilig

ence G
uid

ance for 
R

esp
onsib

le B
usiness C

ond
uct

24 as the 
b

ackb
one, as for exam

p
le, the Sustainab

le 
A

p
p

arel C
oalition joining

 forces w
ith the 

D
utch and

 G
erm

an national initiatives. 25 

To p
ave the w

ay for e#
ective policy, g

ov-
ernm

ents and
 b

usinesses need
 to w

ork 
tog

ether. A
s a p

rereq
uisite for close col-

lab
oration, p

olicym
akers need

 to b
e clear 

on w
hat the role of g

overnm
ents should

 
b

e. B
usiness should

 d
efine its com

m
it-

m
ent to chang

e. O
ne factor that contrib

-
utes to the ong

oing
 lack of clarity in this 

area is the trad
itionally low

 overall p
olicy 

eng
ag

em
ent from

 the fashion ind
ustry 

itself. A
ctive p

olitical scrutiny em
erg

ed
 

after the R
ana P

laza d
isaster; 26 the ind

us-
try should

 seize this as an op
p

ortunity to 

contrib
ute their know

led
g

e to help
 shap

e 
incom

ing
 leg

islation. A
 sm

art p
olitical 

ap
p

roach w
ill ensure a level p

laying
 field

 
and

 clearly d
efine sustainab

ility m
eas-

ures. It w
ill avoid

 ad
d

itional rep
orting

 and
 

aud
iting

 initiatives, instead
 incentivising

 
socially and

 environm
entally resp

onsib
le 

b
usiness p

ractices, assisting
 in p

roving
 

the b
usiness case. H

elp
ful p

olicy m
easure-

m
ents could

 entail com
p

etition reg
ulation 

as p
art of future trad

e ag
reem

ents to 
ensure hum

an rig
hts are resp

ected
. O

r tax 
incentives to create rew

ard
 system

s for 
the use of sustainab

le m
aterials to g

ener-
ate d

em
and

.  

The ind
ustry itself can p

roactively ap
-

p
roach reg

ulators on the sup
ranational 

level and
 call on national reg

ulators to en-
g

ag
e in international coop

eration, help
ing

 
these p

olicym
akers und

erstand
 the need

 
for com

m
on fram

ew
orks and

 rig
orous 

stand
ard

s. O
ther ind

ustries w
ithin the 

E
urop

ean U
nion, such as p

ackag
ing

27 and
 

consum
er electronics, 28 have achieved

 
com

m
on stand

ard
 setting

.

N
G

O
s and m

edia m
ust continue p

ushing
 

b
usinesses and

 consum
ers to sup

p
ort this 

transform
ation strong

ly by encourag
ing

 
consum

ers to find
 and

 exercise their voice 
and

 urg
e b

usinesses to sup
p

ly hig
h-q

ual-
ity sustainab

le p
rod

ucts. N
G

O
s focused

 
on consum

ers have a sig
nificant role to 

p
lay in ed

ucating
 them

 via tools such as 
the Fashion Transp

arency Ind
ex

29 or G
ood

 
O

n You. 30 These tools p
rovid

e consum
-

ers w
ith ethics rating

s and
 sustainab

ility 
inform

ation ab
out factories and

 sup
p

liers 
involved

 in the m
anufacturing

 of g
ar-

m
ents from

 the b
rand

s and
 retailers they 

p
urchase from

.

PU
L

SE
 O

F
 T

H
E

 FA
SH

IO
N

 IN
D

U
ST

R
Y

17/25

2019 U
PD

A
T

E
C

O
N

T
E

N
T



Sim
ilarly, investors have im

p
ortant re-

sp
onsib

ilities. They can serve as a catalyst 
for chang

e tow
ard

 b
etter w

ays of d
oing

 
b

usiness if they p
rioritise sustainab

ility 
in their investm

ent d
ecisions. Investors 

should
 ag

ree to stand
ard

 d
isclosure re-

q
uirem

ents, d
riving

 im
p

act and
 help

ing
 to 

p
ush for com

m
on rep

orting
 fram

ew
orks. 

For exam
p

le, by joining
 the consortium

 of 
investors led

 by M
irova, w

hich has called
 

for such a fram
ew

ork
31, and

 sup
p

ort the 
Sustainab

le A
p

p
arel C

oalition and
 G

lob
al 

R
ep

orting
 Initiative’s e!

orts tow
ard

 com
-

m
on sustainab

ility rep
orting

 fram
ew

orks
32 

In ad
d

ition investors should
 eng

ag
e their 

investees on the top
ic of im

p
roved

 social 
and

 environm
ental p

ractices and
 ask them

 
to join the p

ush for a com
m

on fram
ew

ork, 
p

otentially w
orking

 tog
ether w

ith leg
isla-

tors.

A
s for co-investm

ent, the fashion industry 
can learn from

 the b
est p

ractices of other 
sectors to insp

ire them
 on w

ays to collab
-

orate. For exam
p

le, the car m
anufacturers 

B
M

W
 and

 D
aim

ler team
ed

 up
 to jointly 

confront new
 p

layers and
 reg

ulation by 
w

orking
 on five joint ventures at the sam

e 
tim

e. 33 This o!
ered

 them
 a level of scale 

they could
 not achieve on their ow

n to 
ad

d
ress d

isrup
tive b

usinesses, such as car 
and

 rid
e-sharing

 and
 electrom

ob
ility, b

ut 
also the reg

ulation that is likely to ensue.

G
iven the p

lateau w
here the ind

ustry find
s 

itself—
w

ith 60
%

 of com
p

anies strug
g

ling
 

to find
 a w

ay p
ast the technolog

ical and
 

econom
ic hurd

les, and
 4

0
%

 still w
orking

 
to catch up

—
 the call for p

layers in the 
ecosystem

 w
ho have all core p

riorities in 

p
lace to take a b

old
 stand

 is urg
ent. The 

situation d
em

and
s that ind

ustry p
layers 

b
oth jointly lead

 and
 p

ush these e!
orts 

tow
ard

 com
m

on stand
ard

s and
 collab

ora-
tive e!

orts on transform
ational p

riorities. 
This w

ill unleash the forces that the fash-
ion ind

ustry need
s to b

e ab
le to close the 

g
ap

 b
etw

een its ow
n g

row
th and

 its e!
ort 

to achieve a neutral, or even p
ositive foot-

p
rint, m

oving
 tow

ard
 m

ore sustainab
le 

b
usiness p

ractices.

F
O

R
 A

 
W

O
R

L
D

 
B

E
Y

O
N

D
 

N
E

X
T

  
S

E
A

S
O

N
 

 W
e call on ind

ustry lead
ers to react now

 
to the find

ing
s hig

hlig
hted

 in the P
ulse 

of the Fashion Ind
ustry 20

19 U
p

d
ate and

 
use them

 as a d
riving

 force for im
m

ed
iate 

action.

The fashion ind
ustry has show

n p
rog

ress 
tow

ard
 b

etter social and
 environm

en-
tal p

erform
ance over the year, b

ut the 
slackened

 p
ace is alarm

ing
. W

e m
ust 

increase the m
om

entum
 to estab

lish 
lasting

 im
p

act. B
usinesses need

 to solve 

the challeng
es of scale and

 utilise d
isrup

-
tive technolog

ies that w
ill lead

 to new
 

w
ays of d

oing
 b

usiness. G
overnm

ents and
 

b
usinesses m

ust also collab
orate closely 

to estab
lish w

id
esp

read
 p

olicies, and
 in-

vestors should
 eng

ag
e their investees on 

the top
ic of im

p
roved

 socially resp
onsib

le 
p

ractices. Fashion p
layers w

ho have all 
the found

ational p
riorities in p

lace to take 
a b

old
 stand

 should
 b

oth lead
 and

 p
ush 

these e!
orts tow

ard
 com

m
on stand

ard
s 

and
 w

ork w
ith others to tackle the trans-

form
ational p

riorities. The ind
ustry should

 
also harness the increasing

 p
revalence of 

sustainab
ility in the consum

er conscious-
ness by com

m
unicating

 their d
evelop

-
m

ents, w
hich w

ill encourag
e consum

ers 
to actively p

urchase m
ore resp

onsib
le 

p
rod

ucts.

G
lob

al Fashion A
g

end
a, B

oston C
on-

sulting
 G

roup
, and

 Sustainab
le A

p
p

arel 
C

oalition hop
e the fashion ind

ustry w
ill 

resp
ond

 to the call for future collab
ora-

tion and
 innovation. This research w

as 
cond

ucted
 w

ith the aim
 to ultim

ately 
ad

vance the sustainab
ility ag

end
a and

 
conseq

uently help
 to safeg

uard
 the future 

of the fashion ind
ustry, our p

eop
le and

 
our p

lanet.
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W
H

Y
 A

 PU
LSE SC

O
R

E? 
The P

ulse Score is a g
lob

al and
 holistic 

b
aseline of the sustainab

ility m
anag

e-
m

ent, targ
et setting

 and
 im

p
lem

entation 
of sustainab

ility initiatives of the fashion 
sector. It is b

ased
 on the Sustainab

le A
p

-
p

arel C
oalition’s (SA

C
) p

rop
rietary H

ig
g

 
Ind

ex and
 extend

s its scop
e to extrap

-
olate its find

ing
s to the entire ind

ustry. 
The H

ig
g

 Ind
ex is the m

ost extensive 
and

 rep
resentative existing

 transp
arency 

m
easurem

ent tool of the ind
ustry. 

The P
ulse Score creates transp

arency and
 

a com
m

on und
erstand

ing
 of the ind

us-
try’s m

ost critical issues. This serves as a 
found

ation for the land
scap

e to chang
e, 

channeling
 investm

ents and
 innovation 

into those areas that sm
art b

usinesses w
ill 

cap
ture and

 b
enefit from

.

M
ETH

O
D

O
LO

G
Y

 
The P

ulse Score w
as d

evelop
ed

 b
ased

 on:

SA
C

 H
ig

g
 Ind

ex B
rand

 &
 R

etail M
od

ule 
(B

R
M

) as the und
erlying

 d
ata source, 

clustered
 into seg

m
ents to d

etect p
at-

terns
1 and

 is com
p

lem
ented

 by:

1. 
E

xp
ert interview

s g
oing

 throug
h H

ig
g

 
B

R
M

 q
uestions to test p

atterns and
 

valid
ate and

 p
ressure testing

 answ
ers 

live w
ith sustainab

ility m
anag

ers

2. 
P

ulse survey answ
ers to reconfirm

 
sustainab

ility p
atterns and

 p
erfor-

m
ance to increase sam

p
le size and

 
fair m

arket rep
resentation further 

3. 
E

xp
ert sound

ing
 b

oard
 to valid

ate 
and

 d
iscuss results

To g
et a rep

resentative view
 of the entire 

m
arket, results w

ere analyzed
 by com

p
a-

ny size and
 p

rice p
ositioning

, and
 re-

w
eig

hted
 accord

ing
 to the overall m

arket 
structure b

ased
 on revenue contrib

ution. 

A
B

O
U

T TH
E H

IG
G

 IN
D

EX
 

The H
ig

g
 Ind

ex, d
evelop

ed
 by the Sus-

tainab
le A

p
p

arel C
oalition, is a suite of 

sustainab
ility assessm

ent tools that em
-

p
ow

er b
rand

s, retailers, and
 facilities of all 

sizes, at every stag
e of their sustainab

ility 
journey, to m

easure their im
p

act on envi-
ronm

ental and
 social d

im
ensions and

 to 
id

entify areas for im
p

rovem
ent. The H

ig
g

 

Ind
ex has a b

rand
, a facility, and

 a p
rod

uct 
m

od
ule. 

Last year, the B
rand

 &
 R

etail M
od

ule has 
b

een renew
ed

, incorp
orating

 the users’ 
feed

b
ack and

 exp
eriences. The new

 ver-
sion is holistic, p

rovid
es an und

erstand
ing

 
of key im

p
acts, is actionab

le and
 sup

p
orts 

b
usiness integ

ration in clarifying
 internal 

interd
ep

end
encies. 

This version sets a new
 b

enchm
ark, w

ith 
results by value chain step

 not b
eing

 
d

irectly com
p

arab
le to the p

revious years. 
The overall scores rem

ain com
p

arab
le.  

The P
ulse is a b

aseline score, p
ow

-
ered

 by the H
ig

g
 Ind

ex, for m
easur-

ing
 and

 tracking
 the sustainab

ility 
m

anag
em

ent and
 targ

et setting
 of 

the g
lob

al fashion ind
ustry on key 

environm
ental and

 social im
p

act 
areas. It is m

easured
 on a scale from

 
0

 to 10
0

2. 

The H
ig

g
 B

rand
 &

 R
etail M

od
ule b

eta m
od

ule is unverified
, m

eaning
 in this context that it is b

ased
 on a self-assessm

ent that has not 
b

een aud
ited

 or review
ed

 externally.
B

y d
esig

n it is im
p

ossib
le to achieve a score of 10

0
 on sustainab

ility, as this is intend
ed

 to b
e asp

irational. 
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EX
H

IB
IT 9

Top fashion purchase criteria
For 7%

 of consum
ers, Sustainab

ility is their top
 criterion w

hen m
aking

 a fashion p
urchase

Totals do not add up to 10
0

 due to rounding.
B

ased on need sizing through factor analysis of 
functional decision criteria for fashion purchase*
O

riginal w
ording: B

rand m
akes m

e feel successful / 
Tim

eless, doesn’t go out of style / R
ecom

m
ended 

by celebrities, experts or bloggers
Source: B

C
G

 Sustainability survey M
arch 20

19, N
 = 

70
3 (U

S) ; 70
3(U

K
) ; 529(FR

) ; 514
(C

N
) ; 523(B

R
)

2%Stand
 out w

ith style

16%

G
ood

 value for m
oney

7%
7%Tim

eless*

23%
H

ig
h q

uality

17%

M
akes m

e feel successful*

M
anufactured

 sustainab
ly

7%P
op

ular w
ith influencers*

15%

B
rand

 for m
e

7%Fashion forw
ard
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EX
H

IB
IT 10

Em
otional factors of sustainability

Q
uantitative analysis d

econstructs sustainab
ility into 11 em

otional factors

E
m

otional 
hooks for 

sustainab
ility

E
stab

lish m
yself as a com

m
unity lead

er
F

ig
hting

 for social justice

C
hang

ing
 lives 

for the b
etter

P
aying

 it forw
ard

P
rovid

ing
 ad

vantag
es 

I had
 to others

D
oing

 som
ething

 
other than w

ork
F

ulfilling
 m

y 
faith/b

elieve

Shap
ing

 m
ission of 

b
rand

s and
 com

p
anies

Feeling
 less g

uilty 
for w

earing
 luxury 

B
e a role m

od
el 

for those around
 m

e

R
ed

ucing
 m

y carb
on footp

rint

Q
uestion: Thinking

 ab
out sustainab

ili-
ty, w

hich em
otional fulfillm

ent d
o you 

seek w
hen p

urchasing
 p

rod
ucts in 

fashion categ
ories?

Source: B
C

G
 Sustainab

ility survey 
M

arch 20
19, N

 = 70
3 (U

S) ; 70
3(U

K
) ; 

529(F
R

) ; 514
(C

N
) ; 523(B

R
)
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EX
H

IB
IT 11

Em
otional factors of sustainability

Q
uantitative analysis d

econstructs sustainab
ility into 11 em

otional factors

A
verag

e d
escrip

tors
R

esistant (35%
)

M
id

d
le g

round
 (4

9%
)

O
p

en (16%
)

A
ge

47 years

18%

51%

36%
4

6%
18%

4
2%

4
5%

13%
35%

50
%

15%

31%
54

%
15%

30
%

50
%

20
%

49%
4

8%

22%
23%

49%

49%
51%

51%

4
6%

4
8%

33%
32%

29%

41 years
4

2 years

Incom
e

G
ender

Segm
ent sizes per country

Top table stake attribute
N

o child
 lab

or, 4
6%

C
ruelty free, 4

3%

N
o anim

al testing
, 39%

Sustainab
ly sourced

 m
aterials, 36%

M
anufacturing

 w
/o excessive w

aste, 35%

B
iod

eg
rad

ab
le p

ackag
ing

, 34
%

M
ad

e in country know
n for sustainab

ility, 39%

M
anufacturing

 w
/o excessive w

ater usag
e, 39%

B
rand

 d
onates rev. share to charity, 38%

B
rand

 d
onates rev. share to charity, 4

2%

O
nly natural/org

anic ing
red

ients, 4
0

%

R
ecycled

 m
aterials, 4

0
%

N
o child

 lab
or, 50

%

N
o anim

al testing
, 4

8%

C
ruelty free, 47%

N
o child

 lab
or, 62%

Safe w
orking

 cond
itions, 58%

N
o anim

al testing
, 58%

Top di#
erentiator attribute

HF

U
S

U
S

U
S

C
N

C
N

C
N

B
R

B
R

B
R

U
K

U
K

U
K

FR
FR

FR

F
F

H
H

MM
M

M

M
M

L
L

L

Source: B
C

G
 Sustainab

ility survey M
arch 20

19, N
 = 

70
3 (U

S) ; 70
3(U

K
) ; 529(F

R
) ; 514

(C
N

) ; 523(B
R

)
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