OEKO-TEX®

CONFIDENCE IN TEXTILES

The Key to Confidence:
Consumers and Textile Sustainability

s Changing Mindsets, Changing Behaviors and
Changing Outlooks

Focus on MILLENNIALS and PARENTS
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This major study of sustainability and, more specifically, textile
sustainability was commissioned by OEKO-TEX® as part of the
commemoration of its 25th Anniversary

It is ground-breaking research as it is the first to focus on the global
consumer rather than on the textile trade
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A Reminder: What We Did

A 20 to 25-minute general population survey of 11,200+ clothing and home textile
consumers, ages 18+:

* Fielded online in June and July, 2017

* Inten countries:
e Australia, Brazil, Canada, China, Germany, India, Japan, Spain, Switzerland, USA
e Conducted in local languages
e Sampling reflected Census data for each country

» All participants were required to be key decision-makers and shoppers in household for clothes
(and purchase at least three times per year)

*  Most were also responsible for the purchase of home textiles
e Good representation of Millennials / Generation X / Baby Boomers and parents

«  Mix of multiple choice and free response (open-ended) questions

e Direct quotes, as written by consumers, appear throughout the presentation
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Wh at We Learned...

We learned that for people worldwide, climate change is a real and serious threat — particularly to
those living in manufacturing areas

A People want to “do the right thing” and “take s
the problem

A They aspire to live more sustainably and have h
right thing” and show | eadership in this regard

We learned that concerns about textile sustainability are growing: globally four in ten people is
‘“extremely’ or ‘very’ concerned about harmful subst

A They are very interested in knowing if the clothes and home textiles they purchase and use are
safe from harmful substances and produced in environmentally and socially responsible ways

Learning about the impact of the textile industry is a game-changer as it inspires people to

think about, purchase and use textile products differently
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Today...

... we’re focusing on two particularly

Important groups, starting with

MILLENNIALS

Nasse
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The Three Generations

-

MILLENNIALS

N

c. 1946-1964
c. 1981-2000 c. 1965-1980 (53)
(18-36) (37-52) “+7 _afew are
slightly older
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Why Millennials?

® They are the (very near) future

- The | argest age cohort (al most 30
population)

® They have come of age under the shadow of climate
change

® They have also been radsed I n a
particularly in terms of food

® They are already particularly influential — and will be

. increasingly so as the oldest, now about age 36,take

leadership positions everywhere
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Who Are the Millennials in Our Sample?

32% of the total sample

(3,200 Millennials) — o 22 :
B Ace > Have Child(ren)
18-24 29%
ST Millennials _— 1%
28% 32%
=
‘ Education =1 Annual Income
]|
High 30% High 24%
Medium 54% Moderate 36%
Low :| 16% Low 41%
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Shopping Behaviors: Where They Shopped in Past Year

_ _ _ REGULAR DEPARTMENT OR FAMILY APPARE [ -:
Millennials shop at a wide
range of store venues, excLusIVELY oNLINE S s:

notably department stores,

online stores and fast FAsT FasHION RETAIL| -

fashion retailers*

Discount outlet or outlet mall 41%
A They are much more likely to
shop online or at fast fashion Specialty chain 35%
retailers than those in other
generations Sporting goods or outdoor retailer 35%
A For example, 37% of Neighborhood or local clothing store or boutique 32%
Boomers+ have shopped
at exclusively online Discount, wholesale or club store 32%
stores versus 56% of
Millennials — and 30% at fast Luxury department store or boutique 27% * Defined as fi

fashion retailers (versus that sells up-to-the-

. . y minute fashions at
o OF Millennials 70 affordable pri

A store specializing in eco-friendly merchandi- 19%

Vintage, second hand or consignment store 16%
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How Often They Shop

Millennials are at a stage of life where there are many changes
e Some are starting school
e Some are establishing careers, and
e Some are starting families

As aresult, they are particularly frequent shoppers:

C Almost half shop for clothing twice a month or more often

C More than one in five shops for home textiles twice a month or more often
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Millennials and Climate Change
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Like people of all generations,
Millennials are very concerned about
climate change

TN




A Priority Concern

Millennials’ Concern about Climate Change Relative to Other Issues

Terrorism  FEE T 45%

Participants were

H R gy g My personal finances I 0%
sixteen important CLIMATE cHANG I, P
issues and asked to lliness and disease " 40%
identify those that Finding a job (now or in the future) T 31%
concern them the Opportunities for my children in the future M 29%
most Poverty [ 29%

_ The political leadership in my country T 28 %
Like pe‘?p'e O_f all Levels of unemployment’ T 26%
ages, Millennials War I 25%

view climate change .
Access to good health care in my countfy T 24%

as one of the most valability of nutitiovs food :
ing i I
Concernlng issues vallapllity or nutritious 100 18%

facing us today Availability of fresh water = 18%

- Therefugeeerisis [ 17%
The imbalance of wealth between countries™ T 16%
Corporate irresponsibility =T 139

None of the above | 1%
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“A Real and Very Seriou

Millennials, like those in other generations, consider climate change to be “a real and very serious
problem” and are slightly more likely than others to attribute it to human causes

A Six in ten Millennials feel that they can take actions — even small steps — to reduce climate change

Climate change is a real and very serious 0
problem.

Climate change is largely due to emissions
from human activities

39%

CAN'T reverse climate change
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Both Personal and Altruistic Motivators

Most Important Aspects of Sustainability For Millennials

Protecting the quality of the air we breathe 41%

KEEPING ME AND MY FAMILY SAFE AND HEALTHY

Protecting the quality of the water we drink 41%

red
blue

PRESERVING THE EARTH FOR FUTURE GENERATIONS
It is important to

keep this in mind Protecting the natural environment (for example, 20%
when national parks, rainforests and wilderness areas) 0
communicating to
them about Keeping animal and/or plant species 350,
climate Change safe from extinction and healthy 0
or sustainability
. . i i i
floods, fires, severe storms, and so forth 28%

Protecting people in developing nations 15% - Personal

- Altruistic

NTE A Noa T N CONFIDENCE IN TEXTILES
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Millennials tend to think systemically
about the interconnectedness of
planetary and human health and

sustainability
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The Importance of a Healthy, Sustainable Lifestyle

Like those in other generations, 70% of Millennials say
they are “Committed to living a sustainable,
environmentally friendly lifestyle”

A In the interest of living more sustainably, Millennigléke people everywhereK I @S X

Purchased organic foods 66%
Purchased natural or organic personal care products 58%
Changed to a more natural diet 41% * Note that typically

Adopted a more environmentally-friendly means of changes are made first

transportation 40% to what is ingested into
P the body (food) and,
Tried to avoid prands or companies they_ felt were not friendly 39% then, what is absorbed
to the environment or to those making the products by the body (lotions.
. . etc.
Checked if packaging can be recycled before purchase 36% )

Checked to see if products were tested on animals 27%
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The Internet and Social Media are Key Sources

To stay abreast of climate change information, Millennials are much more likely to consult the
Internet and social media than those in other generations, particularly Boomers

A This could be one of the reasons that they are better informed about issues related to textile
sustainability

Millennials Gen X Boomers+

b 4
media
media
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| want to be a good steward of the earth that was gifted to me. (Millennial)

| t6s so much better for society to hg:
conscientious way. (Millennial)

| t6s time to appreciate the worl d anc
can. We have to know things about industry in order to do so. (Millennial)

The world is heading towards disaster due to global warming and climate
change so we have to do everything possible to protect the environment.
That means buying sustainable products, supporting industries that
produce environmentally friendly products and thinking about workers in
those industries. (Millennial)
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Millennials and Textile Sustainability
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It iIs with respect to textiles and the textile
iIndustry that differences between the
Millennials and others become evident




Slightly More Knowledgeable About the Industry

Millennials report slightly higher levels of knowledge about the textile industry than those in

other generations

% of Millennials, Gen X and Boomers + who say:
donot know much about t

Millennials

h e

t ext i

way

Boomers+
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Mor e Aware of

Millennials clearly pay
closer attention to
some of the “buzz”
about the industry,
particularly facts
related to chemical and
pesticide use, general
environmental impact,
water use and waste:

A

Tests have found residue of hazardous chemicals (for
example, formaldehyde) in most children's clothing and
shoes.

The textile industry uses more water than any other (apart
from agriculture)

The pesticides used to grow cotton are among the most
dangerous available today, some are known to be
carcinogenic.

This might be related

to their frequent use of  3/5 of all clothing produced ends up in landfills within one
media like the Internet year of being made.

and social media

A The chart on the right
compares their
awareness of some
frequently-published
facts with that of

The fashion industry is the most polluting industry in the
world, second only to oil.

25% of the world's chemicals are used to produce textiles.

“Facts” AD

40%
33%

34%

32%

28%

37%,

26%

36%,

Boomers+

More than 150 billion garments are produced annually,
enough to provide 20 new garments to every person on
the planet - every year.
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25%
o Millennials

33%

EBoomers+

|

| 19%]



The Textile I ndustry | s View

As aresult of heightened exposure to facts about the industry, Millennials are slightly more likely
than Generation X — but much more likely than Boomers + —to consider the textile industry a
“worst polluter”

A Twenty-six percent (26%) of Millennials identified the textile industry as one of the worst polluters
versus 16% of Boomers+

26%
Millennials Boomers+
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The ‘" Fourth’ “Wor st P

While people globally identified the textile industry as sixth on a list of ‘polluting industries,’
Millennials put it in fourth place:

Mill ennials’ Views of the “Worst Polluting I
The energy industry (including oil and fossil fuels) 67%
The car industry 54%
The food industry (including "big agriculture") 28%
‘ The textile or clothing industry _

The home care products industry 25%

The airline industry 25%
The personal care products industry 21%
None of these industries is a particularly bad polluter 4%

NOTE A N os Too N AL 4w CONFIDENCE IN TEXTILES
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Greater Concerns About Harmful Substances

Millennials, who have been raised with an ever-present threat of environmental degradation, are
generally more concerned about harmful substances in a range of products than those in older

generations

A ltis also noteworthy that regardless of whether we are looking at specifically at Millennials, Boomers + or the total
population, textile products do not lag far behind food and personal care as sources of concerns about harmful

substances

A Millennials in manufacturing countries like India and China are much more concerned about harmful substances in
clothes and home textiles than those elsewhere

‘ Food

l Personal care
products

Clothes

-E' Home textiles

Nasse

Extremely or Very Concerned About Harmful Substances

Millennials

Boomers+

61% 54%

51% 43%

43% 31%

41% 31%
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When we start to look at concerns
about harmful substances, a sub-
group of distinct importance
emerges:

PARENTS OF (BABIES AND)
YOUNG KIDS

In our sample, Millennials made up

Boomers+
6%

Parents of kid(s)
age 6 or younger

Millennials
52%

52% of this group
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Whenever we examine
sustainable attitudes and
behaviors, parenthood

emerges as a key “PARENTS OF YOUNG A Anyone with at least

. one baby or child age 6
CataIySt of Change KIDS or less in the household

The charts that follow refer to three groups:

A Anyone with at least
“PARENTS” one child (of any age)
living in the household

A Anyone living in a
household that is
“NO KIDS” currently without
children (e.g., they
—  havenotyethadkids) —

ANECCA OEKO-TEX®
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Par ent s’ El evated Concerns

Parents have higher concerns about harmful substances in a variety of products than people living in
child-free households (shown in purple) — and parents of babies and younqg children are even more

concerned
A Again, concerns do not lag behind those expressed for food and personal care items —there isonly a20
percentage point difference: concerns about textile

A In China, 82% of parents of kids ages six and under are extremely or very concerned about harmful
substances in clothes; in India, 77%

Extremely or Very Concerned About Harmful Substances

Parents of Young Kid(s) Parents No Kids

68% 66% 49%

‘ Food

l Personal care

55% 39%

59%

products

ANE(CA OEKO-TEX®
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Safety & Responsible Production Are More Important

Safety from harmful substances and responsible production are very important to most people over
age 18 — but are especially urgent for parents of babies and young children

A This is another signal that with the entry of children into a household, people become more engaged in
sustainability attitudes and behaviors

Rated as Highly Important (rated as an 8, 9 or 10 on a 10-point scale)

YESLZ”E&Q) AN
'@ Clothing — safe from harmful substances 64 56
-D® Home textiles — safe from harmful substances 63 56
'@ Clothing — environmentally responsible production 58 47
';&; Clothing — socially responsible production 58 20
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EEEEEEEEEEEEEEEEEE



Higher Awareness & Purchase of Eco-Friendly Textile Products

Parents of babies and young children are also more aware of eco-friendly clothing and home
textiles — generally — and more likely to have purchased them than those in child-free households

A Note that for this target audience, eco-friendly home textiles are as important as eco-friendly clothing

Aware of, Have Purchased Eco-Friendly Textiles
(Defined as fiproducefilriendhyensusbameabhéel wayo)

Parents of Young Kid(s) No Kids
89%
. of parents with young
Clothing Aware 86 76 children are aware of

' eco-friendly clothing
and/or home textiles
Have Purchased 42 31

for young children

Home Aware 84 72 54%
Textiles have purchased eco-
. friendly clothes/home
E Have Purchased 40 24 textiles for young
children
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More Positive Perceptions of Eco-Friendly Clothing

The importance of eco-friendly clothing to Millennials and, particularly, parents of babies and
young children, can be demonstrated in the positive words they choose to describe them

A Parents of babies and young children, in fact, are especially likely to think of eco-friendly clothing as high
guality, soft (important for people with babies and young children), innovative and unique

'O‘ High quality
Q Innovative
‘ Soft
3);&‘ Unique

Nasse

Perceptions Held By Those Aware of Eco-Friendly Clothes

Millennials

37%

29%

28%

26%

Boomers+

30%

26%

17%

17%

OEKO-TEX®
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Young Kid(s) No Kids

40% 26%

32%

23%

15%

29% 15%




| never worried about harmful substances before but after my daughter was

born | started to become interested in ingredients in personal care products.

Now | want to learn as much as possible about clothing safety and
responsibility. (Millennial)

| always buy eco-friendly clothes for my baby girl because her skin is very
sensitive and soft and needs the best care. | think eco-friendly products are
better for the health of the whole family. (Millennial)

| want my kids to be exposed to as few chemicals as possible. It feels good
just knowing | 6ve bought a product

t

NESE
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A Heightened Need For Trust & Transparency
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High demands for trust and
transparency

ANE(CA OEKO-TEX®



Millennials Tend to Be Skeptical of Claims

Transparency is very important to Millennials who don’t take claims at face value.

This might be related to their use of the Internet and social media

69% of Millennials aware of eco- 740/ of parents of babies and

friendly clothing, check -
: o ‘ young kids check these
claims Hffrkendégd or claims “al way

“sustainabl‘(‘a alyvays:’ “someti mes”
of ten or slometi mes

ANE(CA OEKO-TEX®
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Checki n-@l aEme”

Millennials — particularly parents of young children - are more likely than those in the older
generation to regularly check claims like “eco-friendly” on clothes and home textiles

Frequency of CheckindgrCleamidihsy"SWach “SsustBecmabl e”

: ; Parents of ;
Millennials Boomers+ Young Kid(s) No Kids

Clothing Check *al wa\) 0 0 0 0
' ‘sometimes’ 69% 59% 74% 55%

Ch e akvays’ fften’ 29% 20%

Horpe Check | al_wa’) 68% 57%
Textiles sometimes

E Ch e akvays’ wften’ 29% 19%

ANE(CA OEKO-TEX®
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Environmentally safe clothing iIis bes:i
natural and less harsh for their skin. Buying eco-friendly clothing one way |
can keep the environment safe and pollution-free for the next generation
and is also a way to teach my kids to respect nature. (Millennial)

Cl ot hi

n s an I mportant ©part of our
what we

g |

Ore wearing. | worry about my
My country is so badly polluted that
keeping the earth pollution-free, at least we can keep ourselves away from
harmful substances. It is so important that our clothes degrade and that

they not cause more pollution. (Millennial)

NESE
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Millennials/Parents: the Role of Brands & Certifiers
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Interest iIn and Purchase of Certified Textiles

Millennials (particularly parents of babies and young children) are more likely to have purchased
certified clothing and home textiles

|l nt erest | n, Have Purchased Certified
. . Parents of
Total Millennials Young Kid(s)
Clothing Interested 60% 60% 64%
Home Interested 56% 54% 59%
Textiles
-E' Have Purchased 22% 25%

ANE(CA OEKO-TEX®
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For parents of
babies and young
kids, concerns
about harmful
substances,
environmental
impact and the
safety of textile
workers are the
most important
reasons for both
interest in or
purchase of
certified textiles

Why?

Why Purchase Certified Clothing

45%

| have concerns about harmful
substances in the clothing worn by
me and/or my family

| have concerns about the
environmental impact of clothing
production

I look for a certification
label to know if a brand is
eco-friendly and reaffirm
my decision to buy it.
(Millennial)

| have concerns about the safety of
the workers in factories where
clothing is made

35% .

Someone in my household has
had an allergic reaction or a skin
reaction to clothing

O There are two reasons why | purchase certified clothing. First, | try to avoid exposing myself and my family to the
N\. chemicals used in manufacturing. And secondly, | want to support companies that are manufacturing without harmful

substances

Nasse

because itodés better for the environment i n t
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When cl othing 1 s c ergbadfquakty safefor neemsdmy es t |
family members and manufactured in a socially responsible way. (Millennial)

| buy certified clothes to promote healthy workers, a healthy earth and healthy
wearers of clothing. | want to know how my clothes are produced and what is in
them. (Millennial)

Certification is iIimportant because | car
if the products | buy are as good as they claim to be. (Millennial)

Buying certified clothes is my first step towards the prevention of the
environmental damage caused by our present lifestyles. It allows me to help
the environment, even if it’s just in a small way, and helps me make better
decisions about the clothes | buy. (Millennial)

This consumer society pushes us to keep buying more and more and more.
When we buy certified clothing, we can lighten our footprint. (Millennial)

ANECCA OEKO-TEX®
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Brands are Especially Important

Brands play an especially important role for Millennials and parents of babies and young kids:

Parents of .
Young Kid(s) N N

Like to know the values and principles of brands of clothing 49 36
[they] buy

’ Like to know what small steps [brands] have taken to be 42 35
more sustainable

Tried to avoid brands or companies [they] felt were not 11 33
friendly to the environment or to those making the products

O

\Iom Wlll!ng t
be sustainabl

g comp

O put money towards supportin
e that | 6m contr

|l t6s good to know

ANECCA OEKO-TEX®
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Br ands'

For example, parents of
babies and young kids are
more likely than those in
child-free households to
check a brand’s
sustainability practices
when they check if eco-
claims are true

A They are also more
likely to check Social
Media or other online
sources

Sustainabi l i1ty

How Check Sustainability Claims

40%

| check the brand's sustainability
practices

37%

| check social media or other online
sources

Pr ac

Nasse

(e.g., blogs, reviews)
m Parent of Young Kid(s)

m No Kids

OEKO-TEX®
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Important Shortcuts to Trust and Transparency

Millennials who don’t regularly check if claims like “sustainable” are true are more likely than
others to say that it’s because they “don’t want to take the time”:

As such, brand names and certification labels play a particularly important role
as SHORTCUTS TO TRUST AND TRANSPARENCY for Millennial consumers and

for parents, especially of babies and young kids!

ANE(CA OEKO-TEX®
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Even if we do a lot of our own research about a brand it can be hard to figure out
where and how ethically clothes and other textiles are made. | t 6s great
source of validation of claims. (Millennial)

Even though nothing can be 100%, a label like OEKO-TEX® gives me almost

complete trust that the clothing | buy is free of chemicals. Clear information stops me
from buying clothes that arenét safe or t
(Millennial)

|l t 6s really urgent that every person t ake
pollution and protect our planet. OEKO-TEX® is like a guide for us. (Millennial)

Certified clothing is a simple way to guarantee the clothing | buy is free from

-~ chemicals. (Millennjiay

ANECCA OEKO-TEX®
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With OEKO-TEX® | know the research has been done better
than what | could do and | can trust it. | want to make
intelligent, informed choices in my purchases. OEKO-TEX®
seems dedicated to making the earth better. (Millennial)

ANECCA OEKO-TEX®
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What Does It I\/Iean’P
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The Future is (Almost) Now

AThe general findings of the survey suggested that as people increasingly learn about the
iImpact of textile production, the greater likelihood for shifts in attitudes and behaviors as they
seek to “Iive aanbandseand marleters shoulel belraadye ”

AMillennials prove this point. They are already more aware of the buzz about the industry
and the fact that they are more critical of the textile industry than others substantiates
our forecasts for the future

AAs such, Millennials give us a glimpse into that future — a future where there is a heightened
need for transparency and trust between consumers, brands and retailers. Textile certification
plays an important role in establishing that trust

r

A The times they are a
transformative times and they are in the vanguard

changing” and Mill er

ANE(CA OEKO-TEX®

CN T E A N s To N AL N e CONFIDENCE IN TEXTILES



Awhat do Millennials want?

AThey want easy assurances that the brands they favor are doing the right thing to help
them live a better textile life

transparency and validation. Given this sensitivity, they are quicker to recognize
‘“greenwashiwashiorg’™ tamud ht hereby | ose f ai

Alf you market to Millennials, the need for demonstrations of trust — the communication that

quickly become an imperative. If we are indeed approaching a tipping point in textile
sustainability, Millennials are driving us there on the Internet highway

Alf you market to parents of young children, the imperative is greater: their concerns
about toxic substances are real

AMi |l l ennials are a popul ation with heighten

t h

“We are a conscious brand and are awacodaldt h

ed

at

ANE(CA OEKO-TEX®
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AEven i f you don’ t —imfmrekample, yow coM addieneensoidex + i
Is still important to take heed. Millennials are already the loudest voice in the
marketplace. They shop more often than others. They are coming into positions of
social, cultural and business leadership and dominance. Their values are soon to
become the norm

AMillennials, of course, will soon be older. What of their kids, kids being raised on a
consumer diet of trust and transparency?

ANE(CA OEKO-TEX®
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More to Come

We hope you enjoyed this special report about Millennials and Parents from

Please join us in the spring for a new round of insights from the survey — or find us at up-
coming industry events like:

Outdoor Retailer in Denver

India International Garment Fair in ’
New Delhi

ANE(CA OEKO-TEX®
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Anerca International

Ellen Karp

CEO

Phone + 1 (416) 420-2350

ellen@anerca.com

www.anerca.com

For more information
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OEKO-TEX® Association

Anna Czerwinska

Head of Marketing & Communication
Phone + 41 44 501 26 05

a.czerwinska@oeko-tex.com

WwWw.oeko-tex.com



mailto:d.pircher@oeko-tex.com
http://www.oeko-tex.com/
mailto:ellen@anerca.com
http://www.anerca.com/

Disclaimer

The entire content of this document is subject to copyright with all rights reserved. Without prior written
consent this document or any part thereof may not be modified or used than for any other purpose than
the one originally planned by OEKO-TEX® Association and its member institutes.

This document may include technical or editorial inaccuracies or typographical errors. The information on
this document has been prepared solely for information and training purposes. While we have made
every effort to ensure that the information on this document is accurate at the time of publication, we
make no representation or warranty in any manner, expressly or by implication, as to the accuracy,
reliability or completeness of the information provided in this document.
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