
Chapter 10: Consumer Demands 

 

 

Recent research reports reinforce that consumers want to buy 
sustainably.  

The intensity of the consumer demands and the lessons of the 

coronavirus clearly show that sustainability is far from a fad and requires 

business to set up realistic targets that will stand up to scrutiny from 

governments and investors in the long run. 

There is also the risk of consumers seeing through ‘quick win’ tactics 

rather than entrenched achievable goals and accusing brands of 

greenwashing.  

Business priority of sustainability in its model and goals becomes more 

crucial as sustainability becomes a higher priority for consumers amid 

the coronavirus pandemic.  



In Drapers’ report What will post-pandemic shopping patterns look like? 

analysts and retailers shared their expectations that consumers will be 

inspired by the positive impact the pandemic has had on nature and be 

keen to support retailers who took an ethical and philanthropic approach 

during the crisis. 

There is no doubt that consumers are more engaged in understanding a 

company's social and environmental values and whether the products 

are produced in an ethical manner when making a buying decision. 

Social and environment impact of the brand and its supply chain is 

therefore critical. 

The findings of a research report by Futerra released in October 2018 

were instrumental in helping develop the Good Life Goals for 

implementation of the UN Sustainability Development Goals. Read more 

about SDGs and Good Life Goals. 

That report found: 

● 96% of people feel their own personal actions, such as donating, 

recycling or buying ethically, can make a difference to helping 

make the world a better place 

● 88% of consumers expect brands to help them make a difference 

The conclusion to be drawn is that there is both an opportunity and a 

necessity for brands and retailers to work with consumers to raise their 

awareness about the availability of sustainable products and brands and 

their support for purchasing sustainable fashion. 

These conclusions are reinforced by the findings of the survey 

conducted in 2020 by the Lenzing Group.  

The Lenzing Group, a leader in sustainably produced wood-based 

specialty fibers, announced findings from its Global Consumer 

Perception Survey on Sustainable Raw Materials in Fashion and Home 

Textiles in September 2020. The survey, which was conducted in early 

2020, assessed the perceptions and behaviors of Conscious Consumers 

towards sustainable clothing and home textile products, as well as their 

views towards sustainable raw materials and product features. 

https://www.drapersonline.com/news/coronavirus/what-will-post-pandemic-shopping-patterns-look-like/7040115.article
https://www.forbes.com/sites/solitairetownsend/2018/11/21/consumers-want-you-to-help-them-make-a-difference/#53c70ca86954
https://jamesandcovegan.net/pages/united-nations-sustainable-development-goals-good-life-goals
https://www.lenzing.com/lenzing-group
https://sourcingjournal.com/topics/sustainability/lenzing-transparency-consumer-trust-fiber-sustainability-apparel-home-textiles-229267/
https://sourcingjournal.com/topics/sustainability/lenzing-transparency-consumer-trust-fiber-sustainability-apparel-home-textiles-229267/
https://sourcingjournal.com/topics/sustainability/lenzing-transparency-consumer-trust-fiber-sustainability-apparel-home-textiles-229267/


9,000 respondents across nine countries aged between 18 and 64 were 

surveyed using online questionnaires.  

The three key findings of the survey: 

 

1. Conscious Consumers actively engage in pursuing a 

sustainable lifestyle and are constantly educating themselves 

about raw materials 

 

• 86% of respondents believe purchasing clothes made from 

sustainable raw materials is a key component of living a more 

sustainable lifestyle  

 

• 80% said they frequently purchase products from brands that are 

committed to using sustainable raw materials and 77% purchase 

recycled materials in their products  

 

• 76% of respondents actively learn about sustainability through 

researching the production process of clothing products before 

purchasing  

 

• 88% read label hangtags on and most respondents are willing to 

pay an average of 40% more for clothing or home textile products 

with descriptions that reflect sustainability 

 

• When shopping for clothing and home textile products, 44% of 

respondents consider the material type to be their most important, 

which is above price, design, brand reputation and function 

 

2. Products described as ‘Eco-friendly’ or ‘Natural’ with a 

‘Biodegradable’ or ‘Recyclable’ afterlife appeal to consumers 

 

• Over 80% of respondents said that they are “extremely interested” 

or “very interested” in sustainable fashion and purchasing clothing 

made from sustainable raw materials 

 

• When asked about definition of sustainable clothing, respondents 

considered products being processed or manufactured using 



humane, eco-responsible production processes and products 

made from natural, organic or botanic materials as top 

considerations  

 

• 50% of respondents said they would be more likely to purchase a 

product described as “eco-friendly” or “natural”, whereas over 60% 

of respondents are more likely to purchase products with a 

“recyclable” or “biodegradable” afterlife. 

 

3. Brands with greater transparency on raw materials and 

ingredients can gain consumer trust 

 

• 83% of respondents considered brands that are transparent with 

their ingredients as trustworthy and 82% considered brands that 

are transparent about the origin of their raw materials as 

trustworthy 

 

• 82% of respondents also consider brands that are transparent 

about their production processes, 81% about their sustainable 

practices and 82% where their raw materials come from as trusted 

brands  

 

• 87% respondents believed that knowing what raw materials were 

used in their clothing and home textile products is important to 

build confidence in a brand as well as they also knowing the 

brand’s environmental impact when deciding to purchase 

 

The key findings of the Lenzing survey provide insight into consumer 

habits towards pursuing a sustainable lifestyle, their knowledge of the 

raw materials used in clothing and home textile products, their 

perception towards brands and preferred product descriptions. 

The findings also reflected the imminent need for closer collaboration 

within the clothing and home textile industries to provide consumers with 

more transparent information about the products they purchase, to 

enhance consumer trust and maximize business potential. 



Given the popularity and resonance of terms ‘eco-friendly’, ‘natural’, 

‘recyclable’ or ‘biodegradable’, there are opportunities for brands to 

provide more descriptions and greater clarity to the materials, production 

processes and product afterlife information to their products as 

consumer education. 

 

A rallying cry for change has also come from protesters such as 

Extinction Rebellion and organisations such as the Conscious Fashion 

Campaign, a partner of the United Nations,in December, which engages 

global industry events to commit to the achievement of the United 

Nations’ Sustainable Development Goals (SDGs). 

 

See Chapters 11 and 12 for the compelling reasons why consumer 

demand is the opportunity as well as the imperative for brands and 

retailers. 

 


