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FOREW0RD

Spending time outdoors is becoming more and more significant to our 

physical and mental wellbeing and Grangers believe that nothing should 

prevent you from getting outside. Recently, even more people have been 

able to discover first-hand the benefits of spending time outdoors, 

participating in new activities and seeing how essential getting outside 

is to everyday life.

This increase in participation, makes our call to action even more important. We 

must continue to do all we can to protect the world we love to explore. To protect 

our future adventures, we must work together to minimise our impact on the 

environment.

The ‘Wear & Care Survey’ provides a benchmark – a point to move forward from. As 

well as revealing many positives, it also shows us where changes can be made, 

giving us the opportunity to learn and grow – as organisations and individuals. 

The clothing industry is one of the 
most polluting: 

● A third of clothes in UK household 
haven’t been worn in 12 months.1

● It is estimated that £140 million worth 
of clothing is sent to landfill each 
year.2

● On average clothing lasts for 3.3 years 
before it is discarded.3

However, we can change this. We can determine 
how much and how often we purchase, how we use 
and maintain our clothing and footwear, and 
how it is disposed of.

● An extra nine months of active use could 
reduce a garment’s carbon, water and 
waste footprints by as much as 30%.4

WHY IS THIS RESEARCH IMPORTANT?

Women in Adventure

The Wear & Care Survey has been carried out in collaboration 

with the research organisation, Women in Adventure.

www.womeninadventure.com

WOMEN IN 
ADVENTURE

https://wrap.org.uk/taking-action/textiles
https://wrap.org.uk/taking-action/textiles
https://wrap.org.uk/taking-action/textiles
https://www.ellenmacarthurfoundation.org/assets/downloads/publications/A-New-Textiles-Economy_Full-Report.pdf
http://www.womeninadventure.com


INTRODUCTION

For years, Grangers have championed sustainability and environmentally-responsible protection. With their bluesign® approved, eco-friendly, 

world-first solutions, Grangers have consistently prioritised sustainability incorporating it into every process and product.

Knowing that increasing a garment’s lifetime is one of the most effective means of reducing our environmental footprint, and that there is 

limited information on aftercare habits within the outdoor industry, the ‘Wear & Care Survey’ is a natural extension of these efforts. 

This survey takes a closer look at how we all use and repair our outdoor gear, and what value we place on sustainability. This survey gives 

us the opportunity to assess the current situation and see how best to move forward. Our aim is to investigate:

1. How individuals wear and care for their outdoor clothing and footwear so we can better support you.

2. How important sustainability and the environment are to an individual’s outdoor experience so Grangers can champion this.

The ‘Wear & Care Survey’ aligns with The United Nations’ Sustainable Development Goals.



INTENTIONS

We launched this survey in order to understand more about our habits as an outdoor industry, and 

what more we can all do to live sustainably. 

“At Grangers, we want to enhance your outdoor experience by providing you with environmentally-

responsible protection that keeps you outdoors for longer. We do know, however, that there is a lot 
more we can do to share and educate on the benefits and importance of aftercare, when it comes to 

sustainability, and a lot more we can all do as an industry to protect our world. 

We care about your adventure and we were inspired to produce this survey by a desire to become even 

more eco-responsible as a brand. We know that by all working together we can make a difference and 
we hope that by producing our Wear and Care Survey and in sharing these results we can all be part 

of changes that positively impact our world.” Karolina Jones, General Manager. 

Our Intentions:

• Assess what more Grangers can do to evolve and champion environmentally-responsible aftercare.

• To understand the barriers surrounding aftercare so we can better support our customers and 

consumers.

• Share and champion what we have learnt about the impact of responsible wear, care and disposal 

and use this data to further educate on the importance of aftercare and its link with 

sustainability.

• Openly share ways that we can all work together as an industry, as brands, as consumers and as 

retailers to reduce our impact and protect our future adventures to come.

Together we can make a difference.



SURVEY DEMOGRAPHIC
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DEMOGRAPHICS: OVERVIEW

The Wear & Care Survey ran from 
February 2020 to February 2021. It 
asked both open-ended and closed-
ended questions taking around 10-20 
minutes to answer. 

1616 people completed the survey. 
This document only looks at complete 
responses.

Occupation

Engineer

Non-Outdoor 

Job - 70.2%

Outdoor instructor

Content creator 

Scientist

Horticulture
Education

Other 3 in 10 people who 

filled out the survey 

(29.8%) said they

worked outside. 



47 different countries responded to the Wear & Care Survey. From Vietnam and Zimbabwe, to Serbia and Iceland – the reach was widespread! The 
majority of responses were UK-based, accounting for 78.3%. Within the UK, 102 counties were represented in the survey (76% coverage).

- Higher response rate

- Lower response rate

DEMOGRAPHICS: LOCATION

Global Reach UK Reach



PARTICIPATION TRENDS
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PARTICIPATION: TIME OUTDOORS

Time outdoors
Respondents most commonly spent between 
10 to 19 hours outside per week (35.6%). 
Which is around 1.5 – 3 hours outside 
per day. 

Commuting outdoors
3 in 5 respondents commute outdoors 
(walk/run/cycle etc). For most, this 
equated to less than 10 hours per week.

Frequency of participation
1 in 2 people who took this survey 
participate in outdoor activities 
multiple times a week.

Years spent participating
Around 3 in 5 respondents have 
participated in their outdoor activity 
for 10 years or more. Only 3.5% had 
engaged in their sport/activity for less 
than a year.
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a week

49.2%
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Top ten sports/activities

PARTICIPATION: SPORTS & HOBBIES

What does all of this all mean in respect to the results?
We can see that this survey engaged those who are already active outdoors. They regularly participate, established in their chosen 
sports or hobbies.
This means that our respondents own and are familiar with outdoor clothing and equipment, making this an ideal piece of research for 
the outdoor industry to learn from.

Over 70 sports or activities were listed – the most eclectic of these included metal detecting, canyoning and beachcombing. In this 
survey ‘walking’ refers to walking on a paved surface or in an urban setting. ‘Hiking’ on the other hand, refers to walking ‘off-road’ 
on rough terrain.

It is worth noting that the percentage of participants walking is likely to be higher due to the 2020 Covid-19 lockdown and 
restrictions.

9. Kayaking – 4.2%

10. Mountaineering – 4.2%

1. Walking – 48.9%

2. Cycling – 44.7%

3. Hiking – 35.9%

4. Running – 35.0%

5. Climbing – 29.5%

6. Gardening – 8.7% 

7. Swimming – 7.4%

8. Skiing – 5.9%



USAGE & HABITS

WATERPROOF JACKETS



USAGE: WATERPROOF JACKETS
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Ownership
83.8% of respondents owned more than one waterproof. For those that owned multiple waterproofs, 85.9% said they used their jacket for the same or similar 
activities.

Usage
The majority of respondents wore their waterproof once a week (44.8% of responses). 

Aftercare
77.3% of respondents said they had washed their waterproof, and 66.5% said they had reproofed their waterproof. Individuals felt more confident washing their 
waterproof than they did reproofing it.

Jackets Owned



USAGE: WATERPROOF JACKETS
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Lifespan
29.5% of people expected their waterproof to last for 5 
years. After this, the next most popular response was 
10-15 years (18.8%). Only 3.6% expected it to last less 
than a year.

Average Lifespan
The average lifespan of a waterproof jacket in this 
survey was estimated to be 5.88 years. 

This increased to 5.94 years for those who washed their 
waterproof, and increased again to 5.99 years for those 
who reproofed their jacket. 

For those who didn’t or wash or reproof their jacket 
life expectancy was 5.82.

Waterproof Life Expectancy (years)

Waterproof life expectancy was highest for those 
that washed and reproofed, at 6.05 years.



USAGE: WATERPROOF JACKETS

Around 3 in 10 people stopped using their waterproof jacket because they wanted to upgrade – and a further 1 in 10 stopped wearing 
their waterproof because they didn’t like it any more. Very few people stopped wearing their waterproof because they didn’t need it 
(2.6%), it smelt (2.7%) or was stained (2.4%).

8.4% of people stopped wearing their waterproof for other reasons – they referenced losing the jacket, still wearing it, 
breathability issues and delamination, the climate (lack of rain/seasonal use), sponsorship commitments and design issues (such as 
the jacket not suiting their activity).

Waterproofs were more likely than other items to stop being used because the user wanted to upgrade.

Worn out Damaged Wanted to upgrade Didn’t like it

42.8% 36.0% 27.7% 11.2%

Issues
The biggest issue with waterproofs was ‘it didn’t keep me dry’ – this affected nearly 1 in 2 people. After this, users stop using 
their jacket because it was worn out or damaged. 

*Only top 5 issues shown 

Getting wet

46.8%



USAGE: WATERPROOF JACKETS

Disposal
The most popular route for waterproof disposal was donating to charity accounting for nearly half of the responses (48.1%). The next 
most common action was to give a waterproof away (30.1%). Approximately 1 in 5 chose to repurpose it (20.1%), but the around the 
same number (1 in 5) chose to throw their waterproof away (22.6%). Compared to other items, waterproof jackets were the most likely 
to be donated or given away and the least likely to be thrown away or recycled.

Outside of the listed reasons, 10% of people said they had kept their waterproof despite having no use for it. Many also mentioned 
that they were unsure what positive options for disposal there were. A few responses in this category said they had given their 
waterproof to a gear exchange scheme, and one creative individual repurposed theirs into shopping bags – what a great idea!

Throw away Donate to charity Give away Recycle Repurpose Resell (online) Resell (car boot) Other

10%

20%

30%

40%



USAGE & HABITS

SPORTS TOPS



USAGE: SPORTS TOPS
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Ownership
97.6% of respondents owned more than one sports top. Over 1 
in 2 people owned more than 10 (53.4%). 

For those that owned more than one top, 97.0% were used for 
the same or similar activities.

Usage
91.0% of people said they wore a sports top once a week or 
more. This is to be expected, given participation 
statistics. It was not common to wear a sports top less 
than this.

Washing
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Sports Tops

1000 Tops Owned

Only 14.3% of respondents used a specific 
sports wash to clean their sports tops.

Given the number of sports tops owned, there is a lot more we 
can do to be sustainable and reduce our consumption!



USAGE: SPORTS TOPS

No of responses

1

2

3

5

4

7

6

8

9

10-15

16-20

20+

<0.5

<1

Lifespan
1 in 5 people expected their sports tops to 
last 2 years (22.9%). After this, the most 
common response was 3 years (20.4%), then 5 
years (20.2%).

Beyond this, 10.2% people expected it to last 
10-15 years and 8.5% expected it to last 4 
years. Around 1 in 10 respondents expected it 
to last less than a year (9.2%).

Average Lifespan

Life Expectancy – in years

The average lifespan of sports tops in 
the Wear & Care Survey was 4.23 years. 



USAGE: SPORTS TOPS

Issues

The most common reason people stopped wearing their sports tops were because they had worn out. After this, the next most common 
reason was damage, then tops not fitting. Around 1 in 5 people wanted to upgrade and 17.7% stopped wearing their tops because they
smelt bad.

3.5% of respondents mentioned other reasons – the majority of these explained they had stopped wearing their sports tops simply 
because they had too many!

63.5%

Worn out Damaged Didn’t fit anymore Wanted to upgrade Smelt bad

41.0% 34.2% 19.1% 17.7%

*Only top 5 issues shown 

Compared to other items, sports tops were more likely to be stopped being used because they were worn out, did not fit any more, 
smelt, were stained or the user didn’t like them.



USAGE: SPORTS TOPS

Disposal

The most common actions people took once they were stopped using their sports tops were to throw it away (45.4%) or donate it to 
charity (47.0%). Behind this, it was common for people to recycle (30.0%), repurpose (18.9%) or give away (22.2%) old sports tops. 
Very few were resold. Compared to other items, sports tops were the most likely to be recycled and second most likely to be thrown 
away.

The ‘Other’ section was largely made up of those keeping their sports top in the cupboard or wardrobe. A few inventive folk turned 
old tops into rags for cleaning.

Throw away Donate to charity Give away Recycle Repurpose Resell (online) Resell (car boot) Other
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USAGE & HABITS

HIKING BOOTS & WALKING SHOES



USAGE: HIKING BOOTS & WALKING SHOES
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Ownership

74.6% of respondents owned more than one pair of hiking boots or walking shoes. 85.1% of these were used for the same or similar 
purposes. 3 in 10 (30.9%) owned 2 pairs of shoes – this was the most common response.

Usage
Respondents were most likely to wear their walking shoes and hiking boots once a week (41.0%). 

Aftercare
64.4% of respondents said they had reproofed their hiking boots. Generally respondents felt more confident cleaning their boots than 
reproofing them.
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Lifespan
It was commonly expected for boots to last around 5 years 
(21.7%). After this, the expectation was two (19.2%) to 
three years (19.7%). 

Average Lifespan

The average lifespan of hiking boots in this survey was 4.95 
years. 

Those who cleaned their hiking boots had a slightly higher 
lifespan of 4.99 years. For those who said they reproofed, 
it increased again to 5.12 years. 

USAGE: HIKING BOOTS & WALKING SHOES

For those that didn’t use aftercare, the average 
lifespan was 4.59 years.

For those that cleaned & reproofed, the average 
lifespan was 5.14 years.

Life Expectancy (years)
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USAGE: HIKING BOOTS & WALKING SHOES

The next most common reason for retiring walking shoes or hiking boots was damage, followed by the uppers wearing out and them not 
keeping users dry. Poor fit, discomfort and the want to upgrade also affected users.

Outside of the options available, users wrote that they were either still using their first pair, the lining had worn out, the sole 
fell off or they had been lost.

Hiking boots were more likely than other items to be stopped being used because they were damaged. Compared to other products, it was 
unlikely for hiking boots to be replaced because the users didn’t like them any more, they wanted to upgrade or they were stained.

Issues
The main reason users stopped wearing their hiking boots was because the tread wore out – this affected over 50% of shoes. 

Tread wore out

28.0%

Wet feet

38.7%

Uppers wore out

49.9%

Damaged Poor fit

55.6%

*Only top 5 issues shown 

14.9%



USAGE: HIKING BOOTS & WALKING SHOES

Disposal

Around 3 in 5 people throw their hiking boots and walking shoes away once they have stopped using them (58.4%). 28.0% give them to 
charity and around 20% recycle them or give them away. Compared to other items, hiking boots were the most likely to be thrown away
(by some margin) and the least likely to be donated or given away.

Many users explained they were unsure how boots could be disposed of (other than landfill). Other comments included people saying 
they were ‘hanging on to them’, only using their boots when it was dry, or thought about resoling them. Seven creative respondents 
reused their walking boots and turned them into flower planters!

Throw away Donate to 
charity

Give away Recycle Repurpose Resell (online) Resell (car 
boot)

Other
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USAGE & HABITS

DOWN & INSULATED JACKETS



USAGE: DOWN & INSULATED JACKETS
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Ownership

66.3% of respondents owned more than one insulated jacket, of which 90.7% were used for the same or similar purposes. It was most 
likely for respondents to own two insulated jackets (28.0%).

Usage
Wearing an insulated jacket once a week was the most common response (40.2%). After this, the next most common response was once a 
month (22.4%).

Aftercare
66.5% of respondents had washed their insulated jacket. Users had less confidence caring for their insulated jackets compared to other 
items.



Lifespan
3 in 10 people (29.9%) expected their insulated jackets to last 
5 years.

After this 1 in 5 (20.4%) expected it to last 10 to 15 years. 

A very small percentage (3.2%) expected it to last a year or 
less.

Average Lifespan

Average lifespan of a down or insulated jacket in the 
Wear & Care survey was 5.97 years.
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USAGE: DOWN & INSULATED JACKETS

This was closely followed by the jacket being worn out. After this, common reasons for stopping wearing an insulated jacket was a 
want to upgrade, lost loft, not warm enough or poor fit (16.3%).

15.7% of people had stopped wearing their insulated jacket for reasons other than those listed. Here it was most commonly spoken
about that they had not stopped wearing their jacket, or that its use was seasonal. A small number also commented that they had 
damaged it in the wash.

In comparison to others items, insulated jackets were more likely to stop being used because they did not keep the wearer warm. It 
was also more common for insulated jackets to be replaced as an upgrade (but less so than waterproof jackets).

37.6%

Damaged Worn out Wanted to upgrade Lost Loft Not warm enough

34.5% 24.3% 19.8% 16.8%

Issues
The most common issue with insulated jackets was that they were damaged.

*Only top 5 issues shown 



USAGE: DOWN & INSULATED JACKETS

Disposal
When it came to disposing of insulated jackets, the most popular response was ‘Donate to charity’ accounting for 45.1% of responses. 
Behind this, the next most common action was to give the jacket away (28.5%) closely followed by throwing it away (25.4%) or 
recycling (20.2%). 

Outside of the listed reasons, users frequently mentioned that once their jacket was old they either kept it in storage, or used it 
as a spare for dirtier jobs. One inventive person took out all the insulation to fill their other clothes and household items!

Throw away Donate to charity Give away Recycle Repurpose Resell (online) Resell (car boot) Other
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USAGE & HABITS

PRODUCT COMPARISON



PRODUCT COMPARISON: ISSUES

Wear & Care Survey vs Waste & Resources Action Programme (WRAP)
WRAP’s 2017 report, ‘Valuing Our Clothes: The Cost of UK Fashion’, 
and 2020 report, ‘Clothing Behaviours During Covid-19 Lockdown’, 
found the following were the most common reasons for disposal:

WRAP 2020 Report
41% – didn’t fit any more
21% – didn’t like it any more
20% – worn out
9% – damaged, torn or stained

Interestingly, the top two reasons WRAP reported were not the most 
common for any of the clothing or footwear in the Wear & Care 
Survey. Instead, damage or poor functionality tended to be a more 
common issue. Given the environment and nature of the use of 
outdoor clothing and footwear – this difference is to be expected.

WRAP 2017 Report
42% – didn’t fit any more
26% – didn’t like it any more
9% – worn out
7% – didn’t need any more
6% – damaged
1% – stained

Comparison of product issues:

Damaged

Didn’t like

Not warm

Stained

Smelt bad

Wanted to 
upgrade

Worn out

Other

Not dry

Didn’t fit

Didn’t need

*lost loft, tread/upper worn out and uncomfortable not included on graph

Sports tops Hiking boots Insulated jacketsWaterproofs



W&C: Donated to Charity
48.1% – Waterproofs

45.1% – Insulated jackets
28.0% – Hiking boots
47.0% – Sports tops

W&C: Thrown Away
22.6% – Waterproofs

25.4% – Insulated jackets
58.4% – Hiking boots
45.4% – Sports tops

WRAP 2020 Report
Around 2 in 5 people 

disposed of clothing during 
lockdown - of this 

clothing, 36% of it was 
thrown into general rubbish

WRAP 2017 Report
39% – Donated to charity

7% – Resold 
6% – Thrown away

PRODUCT COMPARISON: DISPOSAL
Disposal
Comparing WRAP’s 2017 report, ‘Valuing Our Clothes: The Cost of UK Fashion’ to our results, we can see respondents of the Wear & Care 
survey gave a larger proportion of clothing to charity (with the exception of hiking boots), but also threw significantly more away. 
This gap narrows when comparing to WRAP’s 2020 report ‘Clothing Behaviours During Covid-19 Lockdown’. Here, Wear & Care respondents 
are still higher than average for hiking boots and sports tops, however waterproofs and insulated jackets fall below WRAP’s result.

WRAP also reported that one in five UK citizens now think differently about clothing as a result of the Covid-19 lockdown. The top 
three reflections were: realising they had too many clothes/didn’t need as many (29%), wanting to donate/donate more to charity (18%) 
and wanting to buy in a more sustainable/environmentally-friendly way (15%).

Sports tops Hiking boots Insulated jacketsWaterproofs

Throw 
away

Donate
charity

Give
away

Recycle Repurpose Resell 
online

Resell
car boot

Other

Comparison of product disposal:



PRODUCT COMPARISON: LIFESPAN

Lifespan
The majority of people expected a waterproof or insulated jacket to last 5 years. Hiking boots also peaked at 5 years, but by a 
smaller percentage. Comparatively, sports tops were estimated to last less time – 2 years. From the graph, we can also see clear 
spikes at 2, 3, 5 and 10-15 years. 

‘Valuing Our Clothes: The Cost of UK Fashion’ found on average, clothing lasts for 3.3 years 
before being discarded. In comparison, in the Wear & Care Survey, the overall average was higher 
at 5.25 years.

This can also be seen when looking at specific clothing types. For example, WRAP estimated the projected lifespan of a ‘coat’ to be 
4.58 years and a t-shirt to be 2.78 years. In this survey, waterproofs and insulated jackets were both over a year higher –
averaging out at 5.88 and 5.97 years respectively. Likewise sports tops were higher at 4.23 years.

Sports tops Hiking boots Insulated jacketsWaterproofs

<0.5 years 1 year 2 years 3 years 4 years 5 years 6 years 7 years 8 years 9 years 10-15 years 16-20 years >20 years<1 year



GRANGERS & AFTERCARE



AFTERCARE: PERFORMANCE & PARTICIPATION

When their clothing or footwear performs poorly in bad weather:

• 84.8% said their experience was less enjoyable.

• 15.3% cut their time outdoors short. 

• 10.1% went outside less often as a result.

• 5.9% said nothing was affected.

7.1% of individuals chose ‘other’. The most common response in this section was to 
replace an item of clothing. After this, physical repercussions (such as getting 
cold, wet and feeling uncomfortable) were next, followed by repairing clothing and 
equipment.

95.9% of people said that the performance of their clothing or 
footwear affected their outdoor experience. 



1. Swimmers 2. Runners

3. Walkers 4. Climbers

AFTERCARE: USAGE

The following demographic were 
less likely to use aftercare: 

• Under the age of 34
• Those who work indoors
• Female

72.8% used aftercare Who doesn’t use aftercare?

Least likely sports/activitiesMost likely sports/activities

2. Kayakers1. Mountaineers 3. Gardeners

5. Skiers4. Hikers 6. Cyclists

Ease of use

Very easy Easy Quite easy Hard Very Hard

10%

30%

20%

Effectiveness

Totally
ineffective

Ineffective Somewhat 
effective

Effective Very 
effective

10%

30%

20%



AFTERCARE: MOTIVATION

Motivations for aftercare
People who used cleaning and reproofing products were most motivated to use aftercare to restore or maintain the performance of their 
products. This was closely followed and often linked to the motivation to maximise a product’s lifespan. These two points have been 
separated into different categories as performance-based comments spoke about at the short-term perspective, whereas maximising 
lifespan took a longer-term view.

After this, there was a significant step down to the next category which was ‘to improve the visual condition’. Following on from 
this, motivation came from an issue with the product – for example, a leak (9.4%), or that the product smelt bad (3.2%). 

9.5%

Improve 
visual look

9.4%

Restore 
performance

Other motivations included:

• Saving money by prolonging rebuying and getting better value for money on a product (7.5%);
• Helping the environment by making a product last longer or reducing the need to buy more (5.5%). 
• Feeling more comfortable (5.1%) as cared for clothes and footwear are more enjoyable to wear, and as a result, the outdoor 

experience is more enjoyable.

Maximise 
lifespan

54.9%

Maintain 
performance

7.5%

Save
money

56.9%



Terminology:
When referencing users and non-users of aftercare in this study, this refers to respondents who used (or didn’t use) any brand of 
aftercare product, not just Grangers.

Comparing users and non-users:
31.6% of aftercare users found that there were no barriers to using aftercare. However, compared to those who didn’t use aftercare 
the difficulty of the process, having appropriate facilities and mess were perceived as more of a barrier. 

Lack of knowledge was the biggest barrier for non-users, accounting for around 1 in 2 responses (48.1%). Behind this, came the 
effort required, time and fear of damage. 

AFTERCARE: BARRIERS

Top 4 barriers for aftercare users

1. Time – 19.5%

2. Effort required – 17.3% 

3. Fear of damage – 16.4%

4. Effectiveness – 11.8%

Top 4 barriers for non-users

1. Lack of knowledge – 48.1%

2. Effort required – 20.2% 

3. Time – 16.9%

4. Fear of damage – 14.2%



SUSTAINABILITY & VALUES 



The following groups said sustainability was 
very important or extremely important, but threw 

items away: 

3.5%

I am interested in learning in what brands are 
doing to minimise their impact on the 

environment:

SUSTAINABILITY: IMPORTANCE

1 in 2 people 2 in 5 people

1 in 5 people 1 in 10 people

Comparing results to the Pulse of the 
Fashion Industry – 2019 Update, we can 
see users in this survey ranked 
sustainability as slightly less 
important with less ranking 
sustainability as extremely important.

Wear & Care vs Pulse

Values vs habitsDemographics

Work outdoorsYounger Female

Brand behaviour

70.2% of respondents said the 
environment was ‘very’ or 
‘extremely important’ when 

purchasing outdoor clothing and 
footwear.

Importance of sustainability

Not at all
important

Not so
important

Somewhat
important

Very
important

10%

30%

20%

40%

Extremely
important
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This can be seen here.

The following were more likely to say 
sustainability was very or extremely 

important to them:

Strongly 
disagree

Disagree

1.1%

Strongly 
agree

Agree Somewhat 
agree

43.6%

33.3%

18.6%

Fashion Revolution – Consumer 
Survey (2018) found that 61% 
agreed. In Wear & Care this 
totals 76.9%



SUSTAINABILITY: IMPORTANCE

3 in 5 people ‘agreed’ or ‘strongly agreed’ that their 
purchasing habits had changed as a result of environmental 
awareness.

This took form in two ways:

1. Consuming differently: choosing to make more 
sustainable choices, such as buying second hand or 
from ethically/environmentally-friendly brands. 

2. Consuming less: placing focus on maximising the 
longevity of their products. 

The two were not mutually exclusive.

A changing mindsetBuying the latest clothing & equipment

When asked if respondents felt it was important to have the 
latest clothing and equipment the results were split.

50% ‘agreed’, ‘strongly agreed’ or ‘somewhat agreed’ that 
having the latest gear was important, and 50% ‘disagreed’ 
or ‘strongly disagreed’. 

Strongly 
agree

Agree

4.0%

Strongly 
disagree

DisagreeSomewhat 
agree

12.7%

37.1%

10.0%

36.1%

However, overall the largest group were those that ‘disagreed’.

31.9%

Strongly 
agree

Somewhat
agree

Disagree Strongly
disagree

Agree

26.4% 27.8%

11.3%

2.6%



SUSTAINABILITY: PACKAGING

Sustainable packaging

Strongly agree

51.2%

Agree

31.4%

Somewhat agree

14.6%

Disagree

1.9%

Strongly disagree

0.9%

1 in 2 people strongly agreed environmentally-responsible packaging was 

important. Of all the questions asked in this section of the survey – this was 

the strongest response. 

A further 31.4% agreed it was important and 14.6% somewhat agreed – giving a total of 

97.2% of respondents who felt it had a degree of importance. Only 2.8% disagreed.



81.8% of respondents 

agreed or strongly agreed that 
looking after their clothing 
and equipment was important.

SUSTAINABILITY: REPAIR OR REPLACE WOMEN IN 
ADVENTURE

I try and repair or reproof an item of clothing 
before replacing it:

Demographic – Care

Work outdoors

Aged 45+ Male

Repair or replace

The following group felt most passionately 
(strongly agree) about looking after their 

clothing and equipment

Strongly 
disagree

DisagreeStrongly 
agree

Agree Somewhat 
agree

44.7%

33.0%

15.8%

5.6%
1.0%

Care of clothing & equipment

Looking after my outdoor clothing and equipment 
is important to me:

600

400

200

0
Strongly 
disagree

DisagreeStrongly 
agree

Agree Somewhat 
agree

43.0%
38.8%

16.4%

1.3% 0.5%

Aftercare user

Points to note

Comparing the responses and the two graphs we can see respondents felt slightly less strongly about 
repairing clothing and footwear than ‘looking after’ them. Another point of comparison is the 
Fashion Revolution – Consumer Survey Report (2020). Here, 40% of people said they try to repair 
clothes if they are damaged.

The demographic of the group who agreed that they are likely to repair were mixed in age and gender. 
However were still more likely to work outdoors and very likely to use aftercare. 

That being said, 55.1% of those who agreed they repaired before replacing threw away their hiking 
boots. 41.3% threw away their sports tops and 20% threw away their down jackets or waterproofs.



TIME FOR CHANGE



43.0%

1 in 2 of us throw our jackets

away because they don’t keep us 

dry. With Grangers easy-to-use 

aftercare, we can help to 

support you to extend the life 

of your waterproof jackets and 

keep them in use for longer.

3 in 5 of us throw our hiking 

boots away, however, lifespan 

increases when shoes are 

cleaned and reproofed. This, 

paired with resoling and 

repurposing, will help us to 

keep our footwear moving.

50% of us own more than 10

sports tops – half of these end 

up in landfill. Only 14.3% of 

us use a specific sports wash. 

With extra care, and using 

products such as Active Wash,

we could also keep these tops 

active for longer.

ACTIONS WE CAN TAKE

Reviewing the survey results, we can see that a lot of us are already motivated to live sustainably or keen to learn more about how to positively 

impact the world around us. Despite this, we can also see that there is a lot more we can do to make a difference. 82% of us are keen to look 

after our clothing and footwear but what if all of us took steps to clean, reproof, repair and repurpose? Here are a few actions we can take:

Over 55% of us stopped wearing 

our insulated jacket because it 

lost loft, didn’t keep us warm 

or was damaged but with at-home 

treatments, plus cleaning, 

reproofing and repair services

available, there are many ways 

to restore life to our jackets



TOGETHER WE CAN

43.0%

Keeping our outdoor clothing and footwear in action for 

longer is one of the most effective ways we can reduce our 

environmental footprint.

This survey shows that aftercare helps to make our outdoor 

clothing and footwear last longer. It also shows that as a 

community we care deeply about supporting the environments 

we love to explore. 

There is a lot we can all do to minimise our impact by 

repairing, repurposing, reusing, purchasing sustainably, and 

by making small changes to be eco-responsible. 

Now is the time to take action, to work together and to make 

a difference.

#withgrangersyoucan    #ecograngers
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