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Consumers’ Shopping Preferences
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CLOTHES GROCERIES ELECTRONICS SHOES COSMETICS

35% 19% 15% 10% 8%

Source: CCI & Cotton Incorporated’s Global Lifestyle Monitor and Cotton Incorporated’s Lifestyle Monitor™ Survey 2018



Research Methodology
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Funded by CCI & Cotton Incorporated
OVER 7,000 INTERVIEWS CONDUCTED

U.S.
1,029

U.K.
1,047

India
1,034

Germany
1,070

Italy
1,078

China
1,041

Mexico
1,066

50% 50%

Source: CCI & Cotton Incorporated’s Global Environment Research 2017



PRIMARY SECONDARY OTHER

MOST IMPORTANT PURCHASE DRIVERS 

WHEN  SHOPPING FOR CLOTHES

The Consumer
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quality I fit I
comfort  I

durability  I price I
clothing material 

style I softness  I color 
I performance features  

I sustainability I
laundering instructions

country of origin  I
brand name

Source: CCI & Cotton Incorporated’s Global Environment Research 2017



Global Concern for Sustainability

U.S.

MEXICO

UK

CHINA

INDIA

>90% >80% >70%

Concerned with environmental change:

ITALY

GERMANY

Source: CCI & Cotton Incorporated’s Global Environment Research 2017
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Consumer Concerns
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SOCIAL/ENVIRONMENTAL CONCERNS AMONG GLOBAL CONSUMERS

CLIMATE 
CHANGE 

AIR 
POLLUTION

WATER 
SCARCITY

FOOD 
SAFETY

WATER 
QUALITY

POPULATION
GROWTH

DEPLETION 
NATURAL RESOURCE 

Source: CCI & Cotton Incorporated’s Global Environment Research 2017



Consumer Concerns by Age

<35 35+

Climate Change 45% 43%

Air Pollution 42% 40%

Water Scarcity 39% 30%

Depletion of Natural Resources 

(other than water)

27% 25%

Water Quality 26% 27%

SOCIAL/ENVIRONMENTAL CONCERNS
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Source: CCI & Cotton Incorporated’s Global Environment Research 2017



Consumer Actions

CONSUMERS’ ACTIONS TO IMPROVE THE ENVIRONMENT

Source: CCI & Cotton Incorporated’s Global Environment Research 2017

Use refillable 
water bottle

80%

Limit water 
usage
80%

Buy energy-saving 
appliances

83%

Recycle bottles, 
cans, etc.

86%

Purchase local 
made
73%

Recycle 
clothing/textiles

75%

Reduce 
consumption

70%

Buy clothing made 
from sustainable 

materials
62%

9

Use own 
grocery bags

80%



Consumer Actions by Age

>35 >35

Recycle cans, bottles, etc. 83% 88%

Use refillable water bottles 82% 80%

Energy-saving appliances 80% 85%

Limit water usage 80% 81%

Use own grocery store 78% 83%

Purchase locally made 74% 74%

Recycle clothing 73% 76%

SOCIAL/ENVIRONMENTAL CONCERNS GLOBALLY
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Source: CCI & Cotton Incorporated’s Global Environment Research 2017



Food77%

Household Appliances76%

Automobiles66%

Electronics65%

Cosmetics/ Beauty Care61%

Personal Care Products62%

Clothing61%

Home Textiles59%

Footwear52%

Baby Care Products54%

The Importance of Sustainability to a  
Purchase

Source: CCI & Cotton Incorporated’s Global Environment Research 2017
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Sustainability’s Influence on Clothing Purchases 
by Country

82%

Mexico

69%

China

64%

Italy

63%

Germany

62%

U.S.

47%

U.K.

42%

India

Source: CCI & Cotton Incorporated’s Global Environment Research 2017
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What Makes Clothing Sustainable

56%

NATURAL 100% COTTON

52%

44%

HIGH QUALITY

45%

DURABLE/ 
LONG LASTING

44%

LESS 
IRRITATING

Source: CCI & Cotton Incorporated’s Global Environment Research 2017
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ORGANIC

47%



Amount of 
pesticides used to 

produce cotton

Amount of 
chemicals used to 

produce manmade 
fibers

Top Fiber Concerns

Greenhouse gas 
emissions as a 

result of producing 
manmade fibers

Microfiber 
waste in the 
oceans from 

synthetic fibers

Source: CCI & Cotton Incorporated’s Global Environment Research 2017
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PERCENT OF GLOBAL SHOPPERS SAYING FIBERS ARE SAFE FOR 
THE ENVIRONMENT

Cotton 

83%

Wool

79%

Rayon

41%

Nylon

39%

Polyester

38%

Organic 

Cotton 

81%

Silk

76%

Consumers’ Opinions on Fiber Safety
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Source: CCI & Cotton Incorporated’s Global Environment Research 2017



63%

Mexico

60%

China

59%

Italy

64%

Germany

69%

U.S.

58%

U.K.

73%

India

Consumer Expectations
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CONSUMERS WHO 

BLAME THE 

INDUSTRY 

WHO IS TO BLAME FOR NON-SUSTAINABLE APPAREL

Source: CCI & Cotton Incorporated’s Global Lifestyle Monitor 2018



Source: Sourcing Journal and Cotton Incorporated Sustainability Report 2018

TRADE – How Sustainability Is Integrated
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76% Integrated into products

64% Part of marketing/ 
promotional platform73% Integrated into strategic 

plan

57% Part of corporate culture

71% Aligned with corporate 
mission statement



TRADE - Main Sustainability Focus
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WORKER
SAFETY

MANUFAC-
TURING

61%63%66% 43% 49%

RAW
MATERIALS

GREEN
BUILDING

TRACE-
ABILITY

Source: Sourcing Journal and Cotton Incorporated Sustainability Report 2018



TRADE - Result of Sustainability Initiatives
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89%

INFLUENCE 
INDUSTRY 
CHANGE

82%

INCREASE 
CONSUMER 
AWARENESS

69%

$
INCREASE 
DEMAND

82%

COMPETITIVE 
ADVANTAGE

85%

SOON BE THE 
NORM -BE 

READY 

Source: Sourcing Journal and Cotton Incorporated Sustainability Report 2018



Sustainability & the Global Consumer
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EXPECTATIONS OF THE END CONSUMER
Consumers care, but expect the industry to take responsibility

IDENTIFYING SUSTAINABLE CLOTHING
Consumers look to fabric as a main cue to the sustainability of a garment

DRIVING THE CONSUMER PURCHASE
While not a primary purchase driver, environmental concern is growing
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Consumer Marketing
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EDUCATION 
INITIATIVES

CONSUMER RETAIL 
PARTNERSHIPS

CORPORATE SOCIAL 
RESPONSIBILITY

MAIL-IN 
PROGRAM

OTHER 
ACTIVITIES



BlueJeansGoGreen.org  •  

#BlueJeansGoGreen

Milestones & Achievements

2,000,000+ 
pieces of denim 

collected 

1,000+ TONS 
of textile waste 

diverted from landfills

35+ 
Habitat for Humanity 

affiliates have received 

denim insulation 

15+ GRANTS
of denim insulation fulfilled 

through the program

4,000,000+
square feet of 

insulation upcycled

from worn denim



Building Awareness
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Advertising Banners



Sustainability – Speaking Directly to 
Consumers – Blog
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Sustainability – Speaking Directly to 
Consumers - Twitter
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Sustainability – Speaking Directly to 
Consumers - Facebook
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Discover Cotton and Its Water Use
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Sustainability – Speaking Directly to 
Consumers - Instagram
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Consumer Outreach 

MUST BE RELEVANT TO CONSUMERS
Messaging must resonate with consumers; not just industry speak

APPROACH TO SUSTAINABILITY BY CONSUMERS
Most consumers believe that sustainability is important, but it must balance with 
fashion, convenience and price

THIS IS A JOURNEY FOR ALL
These issues impact everyone in the textile industry; improvements benefit all 
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