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“The media and high-profile events have helped to raise
awareness regarding the need to make more considered
fashion purchases. This has been even more prominent
during COVID-19, with many headlines covering how
retailers have treated staff during the pandemic.”

— Chana Baram, Senior Retail Analyst

This report looks at the following areas:
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The impact of COVID-19 on the sustainable fashion market. RE PO RT NOW

How consumers behaviours and attitudes have changed since COVID-19.
Consumer habits regarding sustainable fashion.
Where shoppers turn to when learning about sustainable fashion. VISIT:

store.mintel.com

Shopping for sustainable fashion is growing in importance for consumers - with 56% saying it is either
very or somewhat important for them to buy sustainable fashion items. Although most people are

conscious of the need to make their fashion choices more sustainable, this is easier said than done. CALL:

Young people are particularly keen on the idea but are also most likely to buy an item and never wear EMEA

it +44 (0) 20 7606 4533
The onset of COVID-19 has made many think twice about where they want to shop and the importance

of a transparent supply chain. People have become more communally minded, with half nhow more Brazil

concerned about the welfare of fashion retail workers, while two in five care more about where fashion 0800 095 9094

items come from than they did before COVID-19.

Most people feel that cheap fashion makes it easier for them to buy items they don’t need and yet, with Americas

people worried about their financial security, many may start to turn to fast fashion alternatives when +1 (3 1 2) 943 5250
shopping for new fashion items. This could have a detrimental effect on the environment as many
items end up in landfill.

China

However, there is growing media coverage highlighting the environmental damage caused by fast +86 (2 1) 6032 7300
fashion, while growing protests about the environment are making more people aware of these issues.
This presents a big opportunity for retailers and brands to work together to create consistency around
what it means to be a sustainable retailer and educate consumers on what they can do to improve the APAC

way they shop. +61 (0) 2 8284 8100
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Tommy Hilfiger makes shoes out of apples
Figure 24: Tommy Hilfiger’s sustainable apple skin shoes, 2020
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Vestiaire Collective

Figure 28: Vestiaire's permanent Selfridges concession, 2019

Depop offers digital shopping experience in person
Figure 29: Depop pop-up shop, 2019

Patagonia opens activist café
Figure 30: Patagonia’s Action Works Café, 2019
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Tissuni offers open-source pattern sharing
Figure 31: Tissuni’s 'Little Green Dress’ pattern can be made at home, 2020
JW Anderson releases pattern for popular cardigan
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H&M highlights sustainable initiatives in TV campaigns
Figure 32: H&M'’s latest ‘Let’s change. In every detail’ advertising campaign, 2020

Stella McCartney campaign features XR activists

Figure 33: Members of Extinction Rebellion featuring in Stella McCartney’s Winter 19 campaign, 2019
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Everlane ReNew campaign
Gap gives voice to young activists in ‘Be the Future’ advert

Figure 34: Gap celebrates change makers of tomorrow in campaign featuring youth activists, 2020
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Oxfam’s ‘Second Hand September’ campaign features Michaela Coel
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Figure 35: Oxfam’s Second Hand September campaign fronted by Michaela Coel, 2020

Brand Research

M&S seen as the most ethical retailer, despite slowing sales
Figure 36: Top ranking of fashion brands* covered in Mintel’s brand research, by agreement with “ethical”, Oct 2017-Jun 2020

Sports brands tend to be viewed as ethical
Figure 37: Timberland’s new eco-inspired flagship store, 2019

Primark working to change ethical brand image
Figure 38: Top ranking of fashion brands covered in Mintel’s brand research*, by agreement with “unethical”, Oct 2018-Jun 2020

Figure 39: Agreement with “ethical” and “unethical” for Primark, Jul 2012-Feb 2020

Brand research methodology

The Consumer - Key Takeaways

People are buying fewer fashion items since COVID-19

Over half of all shoppers say sustainable fashion is important to them
Young shoppers most likely to trust fashion retailers to be sustainable
Certification would help cut through the noise

Fashion rentals remain niche

Impact of COVID-19 on Consumer Behaviour

People are worried about their financial situation...
Figure 40: Change in financial situation since COVID-19 outbreak, 30 July - 7 August 2020

...with women most concerned
Figure 41: Fears around the negative impact COVID-19 will have on people’s lives, by gender, 18-24 June 2020

People are buying fewer fashion items...
Figure 42: Consumer spending habits since COVID-19, 17-25 September 2020

...but there has been a notable increase in online purchases
Figure 43: People shopping more online since COVID-19, 16 April-25 September 2020

People claim to be more engaged in environmental issues
Figure 44: Changing priorities since COVID-19, 7-14 May 2020

Importance of Sustainable Fashion

Over half say sustainable fashion is important to them...
Figure 45: Importance of sustainability when buying fashion items, June 2020

...rising to nearly three quarters of Gen Zs
Figure 46: Importance of sustainability when buying fashion items, by generation, June 2020

Influential Factors

Media plays a big part in changing people’s habits
Figure 47: Factors encouraging people to think more about sustainable fashion, June 2020

Women are more likely to admit to being influenced than men
Figure 48: Factors encouraging people to think more about sustainable fashion, by gender, June 2020
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Sustainable Perceptions of Fashion Retailers

Over two in five do not think fashion retailers are sustainable
Figure 49: Categories of fashion retailer perceived to be sustainable, June 2020

Young shoppers are more likely to view fashion retailers as sustainable
Figure 50: Categories of fashion retailer perceived to be sustainable, by age, June 2020

Trust in Sources

Certification would help customers discern if a retailer is sustainable
Figure 51: Places consumers turn to when finding out if a fashion retailer is sustainable, June 2020

Young men are more likely to trust friends and influencers
Figure 52: Burberry’s Spring/Summer 2021 pre-collection campaign featured its employees, 2020

Figure 53: People who trust friends or influencers to find out if a fashion retailer is sustainable, June 2020

Sustainable Fashion Shopping Habits

Donating old items is again the most popular option
Figure 54: Sustainable behaviours towards fashion, June 2020
Fashion rentals have decreased in popularity

Young shoppers are keener on second-hand and swapping
Figure 55: Sustainable behaviours towards fashion, by those aged 16-24, June 2020

Fashion Worth Paying More For

Quality is key
Figure 56: What kind of sustainable options shoppers would pay more for, June 2020

Young female shoppers are keen on sustainable materials
Figure 57: People who would be willing to pay more for fashion items made from sustainable materials, by age and gender, June 2020

Deal Breakers

Shoppers want to see fashion retailers promote sustainable options
Figure 58: Initiatives that would make a consumer choose one fashion retailer over another, June 2020

A combination of sustainable features appeals to 69% of shoppers
Figure 59: Interest in sustainable policies, TURF Analysis, June 2020

Sustainable Fashion Behaviours

Shoppers sceptical about sustainability claims
Figure 60: Shopper behaviours towards sustainable fashion, June 2020

Cheap fashion encourages excess buying
Figure 61: Fashion and sustainability behaviours — CHAID - tree output, June 2020

Figure 62: Fashion and sustainability behaviours - CHAID - table output, June 2020

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations
Consumer research methodology

TURF analysis methodology
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Figure 63: Table - TURF analysis - fashion and sustainability, June 2020
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